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Abstract 
 

IMPACT OF INSTAGRAM’S BODY POSITIVE VS MUSCULAR IDEAL IMAGES ON 
MEN’S BODY IMAGE 

 
Skyler Prowten 

B.A., North Carolina State University 
B.S., North Carolina State University 
M.A., Appalachian State University 

 
Chairperson: Doris Bazzini, Ph. D. 

 
Recently, there has been a rise in body positive images on social media applications like 

Instagram, which attempt to counter traditional culturally idealized figures. There has also been 

an increase in research addressing how these images affect women, yet there is still a gap in the 

literature on how this content affects men. The current study assessed whether image type (body 

positive vs muscular ideal vs appearance neutral) differentially impacted body dissatisfaction, 

state negative mood, and state self-objectification in a sample of men (N = 313). Reminiscent of 

past studies conducted with women, men who looked at body positive images reported lower 

body dissatisfaction relative to those who viewed idealized images. Also consistent with 

previous findings, men who viewed body positive and muscular ideal images reported higher 

amounts of state self-objectification compared to those who viewed appearance neutral images. 

Finally, as expected, positive state mood decreased for those who viewed muscular idealized 

images while negative state mood decreased for those who viewed appearance neutral images. 

Implications suggest that muscular ideal images may be particularly threatening to men’s body 

image, whereas viewing body positive may not serve as protective a function as is hoped to 

counter societal standards of men’s beauty. 

Keywords: Muscular ideal, body-positivity, self-objectification, men, social media, 

Instagram 
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IMPACT OF INSTAGRAM’S BODY POSITIVE VS MUSCULAR IDEAL IMAGES ON 

MEN’S BODY IMAGE 

The concept of possessing the “ideal” figure is not new; ideal body figure ratios have 

been imposed on men and women since the times of Ancient Greece (Sisti et al., 2021). Today, 

people are consistently exposed to magazines, commercial advertisements, and social media 

figures, displaying what is thought to be the ideal figure for their gender, either the thin ideal for 

cisgender women (hereafter referred to as women; Cragg et al., 2019; Evans, 2003; Slater et al., 

2012; Trekels & Eggermont, 2018) or the muscular ideal for cis-gender men (hereafter referred 

to as men; Cafri et al., 2005; Grieve, 2007; Grogan & Richards, 2002; Leone et al., 2005; Slater 

et al., 2012; White & Gillett, 1994). Even the young are not immune to this messaging as 

displayed by a content analysis of advertisements on websites that target adolescents (Slater et 

al., 2012). Though Slater el al.’s (2012) study found that cosmetics and beauty products were 

most frequently advertised, there was an emphasis on the thin and muscular ideals in 

advertisements for cosmetics, beauty products, and weight loss products. 

Among the social correlates of thin ideal media saturation is a preponderance of 

discontent for body image among women (Grabe et al., 2008; Harper & Tiggemann, 2008; 

Hawkins et al., 2004; Stice et al., 1994; Stice & Shaw, 2002). Fallon and Rozin (1985) 

investigated this discontent by having participants indicate what they perceived to be their 

current and ideal figures. Men and women were weighed and then given the Stunkard Body 

Shape Figures Scale to rate their current figure, their ideal figure, their ideal figure for the 

opposite sex, and the opposite sex’s ideal figure for them. Not only did women overestimate 

their weight more often than men, but they rated their ideal figure as thinner than what they 

perceived to be attractive to men. This data suggested women desired a thinner figure due to an 
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unknown intrinsic motivator, which, as Evans (2003) proposed, may be the belief that with 

thinness comes more positive life outcomes. 

Rozin and Fallon (1988) repeated this methodology with undergraduate men and women 

along with their parents. The data among the students was similar to past findings, though by 

including parents in their sample, they found that the parents expressed higher levels of body 

dissatisfaction when compared to their children (Rozin & Fallon, 1988). Furthermore, women 

were shown to exaggerate men’s preferences for thin women, and men tended to exaggerate the 

heaviness women liked for a man’s body (Rozin & Fallon, 1988). While this research primarily 

focused on women, the results suggest that the men had desired a figure that was more 

muscular. 

The Muscular Ideal 
 

The societal standards for men’s bodies that are asserted through the media may be 

partially responsible for the desire of the muscular ideal among men and boys. Western societies 

emphasize a need for men to be strong, provide care to the weak, and act as breadwinners and 

family leaders, something that is visually implied by a muscular physique (Fazeli et al., 2015; 

Gutierrez et al., 2020). Media images reinforce these stereotypes as seen in a content analysis of 

Flex Magazine conducted by White and Gillett (1994), where muscularity was conveyed as 

superior to all other body types. According to Grieve (2007), for men, the “common social ideal 

is lean muscularity with low body fat” (p. 65), and men appear to endorse this perception 

(Brierley et al., 2016). For example, in an investigation of their peer’s perceived ideal body, men 

chose the figure that was in line with the muscular ideal (Cohn & Adler, 1992) relative to other 

body silhouette choices provided. 
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The internalization of the muscular ideal has been linked to harmful outcomes among 

men. Assertion of the muscular ideal figure for men has been linked to the development of 

muscle dysmorphia (MD), a subcategory of body dysmorphic disorder (Dawson & Hammer, 

2020; Grieve, 2007; Leit et al., 2002; Leone et al., 2005). Muscle dysmorphia (MD) has been 

diagnosed in people “chasing” the muscular ideal and can be defined as a “collection of attitudes 

and behaviors that are characteristic of an extreme desire to gain body mass” (Grieve, 2007, p. 

64). Individuals affected by this disorder are preoccupied with their inability to see themselves as 

lean and muscular, no matter how they compare to the average person. This can lead to 

impairment in daily functioning and feelings of distress (Cafri et al., 2005; Dawson & Hammer, 

2020; Grieve, 2007). However, the muscular ideal does not only affect those with muscular 

dysmorphia. Grogan et al. (2019) found that the men consistently brought up the importance of 

being slender, muscular, and tall when viewing their body composition scans after trying on 

clothing. In circumstances where their scan showed divergence from the muscular ideal, they 

often indicated recognition of a problem area on which they needed to work (Grogan et al., 

2019). It is not uncommon for men to engage in self-deprecating comments about their body, 

known as muscle-talk, which is analogous to women’s body-deprecating behaviors, or fat talk 

(Lin et al., 2019; Olivardia et al., 2004). Like other body disparaging-talk, muscle-talk correlates 

with body shame and dissatisfaction (Engeln et al., 2013; Lin et al., 2019; Velkoff et al., 2019). 

This is especially concerning since it has been seen that with increased body dissatisfaction, 

there is an increased amount of eating disorder symptomatology displayed by the individual 

(Dawson & Hammer, 2020; Engeln et al., 2013; Mitchison & Mond, 2015). 
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Self-Objectification and Its Consequences 
 

Body disparaging talk is not the only associate of body dissatisfaction and increased 

display of eating disorder symptomatology: self-objectification can also relate to these 

phenomena. Self-objectification originates from the Fredrickson and Roberts’ (1997) proposal of 

Objectification Theory. The theory postulates that objectification occurs when people’s bodies, 

body parts, or sexual functions are separated from their identity, therefore, reducing their status 

or regard as a person, as if some aspect of their body now represents their identity. Over time, 

repeated objectification can manifest as self-objectification, which is defined as an 

internalization of the objectifying viewer’s perspective of their bodies that causes preoccupation 

with one’s physical appearance (Fredrickson & Roberts, 1997). Self-objectification can cause a 

person to have higher levels of shame, especially regarding their body as well as the potential for 

restrained or disordered eating behaviors (Fredrickson et al., 1998). Fredrickson et al. (1998) 

argued that self-objectification that induces shame and disordered eating can consume mental 

resources such that performance on demanding physical or mental activity is diminished. This 

has implications for how self-objectification can negatively impact a person’s ability to 

accomplish their daily goals. 

Fredrickson et al. (1998) evaluated these aspects of Objectification Theory through two 

experiments, testing the hypothesis that experimentally inducing self-objectification would lead 

to body shame, which would then predict restrained eating behaviors and diminished math 

performance. In their first experiment, undergraduate women completed a trait measure of self- 

objectification and were then asked to put on either a sweater or swimsuit. The swimsuit was 

predicted to induce higher levels of state self-objectification. The participants were then 

presented with food they could choose whether to eat. Finally, they completed a math test to 
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measure if those with higher objectification levels had more mental resources consumed and 

might perform worse on the test. They found that participants who had higher levels of trait self- 

objectification had higher levels of body shame when asked to wear a swimsuit. This was not the 

case when women were asked to wear the sweater. Body shame was also correlated with 

restrained eating behaviors, supporting the notion that self-objectification is a precursor to 

disordered eating. 

As a means of establishing ecological validity, Fredrickson et al. (1998) conducted a 

second study that included men. Results demonstrated that men’s math performance did not vary 

as a function of the type of clothing that they wore (sweater or bathing suit), but women’s did. 

Like Study 1, women performed worse when they wore the swimsuit, again supporting that self- 

objectification draws attentional resources and disrupts mental performance among 

women (Fredrickson et al., 1998). Thus, self-objectification increases body dissatisfaction and 

body surveillance, and diminishes cognitive performance in women (Frederick et al., 2007; 

Quinn et al., 2006). 

Fredrickson et al. (1998) did not conceptualize that self-objectification may manifest 

differently in men and women. In the experiment, the participants tried on different articles of 

clothing, which may serve as more of a trigger of objectification for women than men. That is, 

wearing a swimsuit, in particular, is likely to preoccupy women’s attention with body-as-an- 

object, drawing mental resources away from focus on cognitive performance. It is possible that if 

stimuli were used that were associated more heavily with inducing men’s objectification (e.g., 

images of muscular men, supplements, statements regarding muscularity; Olivardia et al., 2004), 

a more pronounced impact on cognitive performance would be demonstrated. This oversight 
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might have restricted our understanding of whether and how self-objectification can impact 

men. 

It had been previously proposed that Objectification Theory has become more applicable 

to men’s experiences than originally theorized (Bazzini et al., 2015; Frederick et al., 2007; 

Tiggemann & Kuring, 2004). In fact, studies conducted after Fredrickson et al. (1998) found a 

connection between men’s body dissatisfaction and self-objectification (Grieve, 2007; Parent & 

Moradi, 2011; Slater & Tiggemann, 2010; Tiggemann & Kuring, 2004). For example, 

Tiggemann and Kuring (2004) had undergraduate men complete the Self-Objectification 

Questionnaire, body surveillance and body shame subscales of the Objectified Body 

Consciousness Scale, Appearance Anxiety Scale, and short form of the Beck Depression 

Inventory. They found the men’s self-reported body shame and appearance anxiety correlated 

with disordered eating and depressed mood, leading them to conclude that the model proposed 

by Objectification Theory can describe men’s experiences (Tiggemann & Kuring, 2004). 

Self-Objectifying Messaging and Influence in Advertisements 
 

Assessments of how media (e.g., advertisements, commercials) contributes to self- 

objectification have primarily focused on their negative and limiting portrayals of women and 

girls (Choi et al., 2008; Cragg et al., 2019; Harper & Tiggemann, 2008; Silverstein et al., 1986). 

However, men also receive messages that objectify their bodies through the media. Bazzini et al. 

(2015) examined cover captions on Men’s and Women’s Health magazines published between 

2006 and 2011 and found every magazine cover examined (regardless of the target audience, 

men vs. women) contained at least one objectifying phrase (e.g., phrases that mentioned body 

parts). Since previous research of objectifying media advertisements focused on women, this 

finding was significant in that it provided evidence that men are also commonly objectified in the 
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media. When comparing captions in Men’s and Women’s Health, they found that messages 

focused on exercising for appearance reasons (e.g., “sculpt hot curves,” or “build arms like 

these!”) were 1.63x more likely to be mentioned in Women’s Health than in Men’s Health. 

Similarly, dieting (e.g., “conquer your cravings”) was 1.95x more likely to be mentioned in 

Women's Health, and weight loss (e.g., “new fast track weight-loss plan”), and 1.6x more likely 

to be mentioned relative to Men’s Health. In contrast, general exercise (e.g., “maximize your 

workout”) was 2.43x more likely to be mentioned in Men’s Health. Bazzini et al. concluded that 

Men’s and Women’s Health were more similar than different when it came to objectifying 

messages in cover captions. This showed that men were more objectified by magazines than 

originally expected, and that using Objectification Theory to describe men’s experiences viewing 

media is appropriate. 

Ideal figures for men and women are not solely featured in print or static advertisements. 
 
Fowler and Thomas (2015) assessed men’s roles in primetime commercials that aired in the 

United States between 2003 and 2008. They saw an increase in roles from 2003 to 2008 that 

depicted men as strong and well-muscled, and a decrease in men with figures that were slim, 

soft, or rounded (Fowler & Thomas, 2015). Media like this can influence the body image of men, 

as it provides men with more opportunities for social comparison (Grieve, 2007). As with 

women and girls, men’s and boys’ media exposure has been suggested to be related to body 

dissatisfaction (Grieve, 2007; Montgomery Sklar, 2017). 

Leit et al. (2002) studied how media affects body dissatisfaction in undergraduate men. 

Participants were asked to create the figure that best represented their own and their ideal body 

using the Somatomorphic Matrix that allowed the men to visually adjust pictures of a man to 

make them more or less muscular and possess more or less body fat. They found that men who 
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viewed 20 images depicting the muscular ideal (e.g., clothing advertisements used in popular 

magazines, billboards, email advertising campaigns) had a much larger disparity between their 

current body and their ideal body compared to those who viewed advertisements that were 

appearance neutral. Their results suggest that these ads have an immediate and measurable effect 

on body dissatisfaction in men, which can be detrimental considering body dissatisfaction plays a 

central role in the development of MD and eating disorders (Grieve, 2007). This indicates that 

men and women are both vulnerable to self-objectifying influences like media and, concurrently, 

body shame and body dissatisfaction, as well as engagement in body disparaging talk. 

Body Positivity 
 

Since 2012, there has been an increase in media and advertisements that support the 

body-positivity movement (Cherry, 2020). The body-positivity movement has been summarized 

as a class of image-centric media that aims to improve individuals’ relationships with their 

appearance, especially their body shape and size, while challenging the ideal figure that is 

commonly asserted in the media for their gender (Cwynar-Horta, 2016; Stevens & Griffiths, 

2020). The body-positivity movement relies on developing one’s positive body image, which is 

alleged to comprise six core components. Tylka and Wood-Barcalow (2015) defined these 

components as follows: 1) body appreciation – focused on gratitude for function, health, and 

unique features; 2) body acceptance and love – accepting body types that do not fit the ideal 

asserted by media; 3) conceptualizing beauty broadly – beauty based on a variety of 

characteristics; 4) adaptive investment in body care – exercise, sleep, hydration, and feeding the 

body as it needs it; 5) inner positivity – mindfulness and kindness that radiates to external 

attributes like appearance and behavior; 6) proactively filtering out negative information and 

accepting the positive. 
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Instagram, the most popular photo-sharing app on the social media market, is a common 

platform for users to give and receive body positive messages. Cohen et al. (2019a) recruited 

women aged 18- to 30-years old to measure how they responded to viewing different types of 

Instagram posts. The participants were randomly assigned to one of three image conditions: 

body positive, thin ideal, or appearance neutral. Each condition consisted of a set of 20 images 

taken from public Instagram accounts. Images in the body positive condition showed women 

with body types outside the thin ideal, and images in the thin ideal condition showed women 

whose bodies aligned with the thin ideal. The appearance neutral condition acted as a control 

condition, where participants viewed posts featuring nature with no humans in the photo. 

Participants completed measures of state mood and body satisfaction pre- and post-exposure to 

the manipulation, and measures of state self-objectification and state body appreciation after 

exposure to the manipulation. They found that the women who viewed the body positive content 

had increased state body satisfaction and higher state body appreciation in the post measurement, 

as well as higher state positive affect relative to those who viewed the images depicting the thin 

ideal (Cohen et al., 2019a). Unexpectedly, the Ten Statements Test revealed that state self- 

objectification was highest for those in the body positive condition, followed by thin-ideal and 

lowest scores observed in the appearance neutral condition. This means that those in the body 

positive and thin ideal conditions made a similar number of statements regarding their body 

appearance and ability (e.g., “I am fat,” “I am beautiful,” “I am athletic,” “I am a size 0”) with 

those in the appearance neutral conditions making significantly fewer of these types of 

statements. Upon analyzing the valence of each appearance-related statement given, women in 

the body positive condition were found to make significantly more positive statements (e.g., “I 

am beautiful,” “I am sexy”) than those who viewed thin-ideal images (e.g., “I am ugly,” “I am 
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fat;” Cohen et al., 2019a). Thus, despite the body positive images evoking more body-related 

thoughts, perhaps these thoughts were affirming in nature rather than self-critical body thoughts 

evoked by thin ideal images. 

Stevens and Griffiths (2020) found similar results after exposing undergraduate students 

(82% women) to body positive images. These findings support the emerging evidence that 

viewing social media content that portrays realistic bodies can be beneficial to body image and 

emotional well-being. It must again be noted that this research is lacking in male representation-- 

a demographic that is likely vulnerable to the same kinds of body-disparaging behavior (at a 

similar frequency) as women. 

How much these images help buffer the observer from body dissatisfaction, body shame, 

and self-objectification is still debated. Tiggemann et al. (2020) hypothesized that exposure to 

body positive photo captions would lead to increased body appreciation (how positive body 

image is commonly operationalized) and decreased body dissatisfaction (how negative body 

image is commonly operationalized). In their experimental manipulation, they exposed college- 

aged women to Instagram images that either contained the thin ideal (gathered from public 

profiles using #fashion and #beach) or bodies deemed by pilot testers to be healthy. Within each 

photo condition, the presence of captions was manipulated such that the photos were shown with 

a body positive caption (e.g., “love your curves”; “all bodies are beautiful”) or were shown the 

image with no caption. They found that there was no main effect for the presence of captions, but 

there was a main effect of photo-type such that those who viewed the thin-ideal photos had 

greater body dissatisfaction compared to those in the average-sized condition. Tiggemann et al. 

(2020) interpreted these findings to support previous literature that suggests the visual image of 
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an Instagram post is the most prominent and salient feature to the user when compared to the 

caption (Tiggemann & Barbato, 2018). 

Another criticism of the body-positivity movement has been its lack of inclusivity, 

especially regarding the lack of body positive media aimed towards men. In Cohen et al.’s 

(2019b) content analysis of self-proclaimed body positive posts on Instagram, the content 

showed a focus that was primarily oriented toward women in the self-proclaimed body positive 

content. Specifically, of 90.78% of the images that contained humans, only 5.85% were 

male. Lazuka et al.’s (2020) content analysis confirmed this bias, finding that most images 

depicted White women (67.1%), estimated to be in their 20s (66.9%). Furthermore, many 

individuals were deemed to be of a healthy weight (54.9%; Lazuka et al., 2020), suggesting that 

the body positive media’s self-proclaimed counter-stereotypical messaging was still quite typical 

in terms of cultural beauty ideals. 

Possibly one of the most compelling illustrations of men’s exclusion from the body 

positive movement is the lack of research on it. Many studies have investigated how media and 

advertisements affect women’s body image (Cohen et al., 2017; 2019a; Stevens & Griffiths, 

2020; Tiggemann et al., 2020; Vendemia et al., 2021); however, to the best of my knowledge, 

there has not been anything published specifically examining how body positive images impact 

men’s body dissatisfaction, self-objectification, or mood. 

Purpose of the Present Study 
 

With most body-positivity media targeting women, there is a disparity of information 

between its influence on consumers relative to men. The present study filled a gap in the 

literature by examining how men’s body positive content on Instagram impacts men who use the 

social networking site. Using the methodology of Cohen et al. (2019a) participants viewed body 
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positive images (BP), muscular ideal images (MI), or appearance neutral (AN) images to assess 

how image type impacted men’s state self-objectification, body dissatisfaction, and positive and 

negative state mood. 

The study utilized a 3 (condition: BP vs. MI vs. AN) X 2 (time: pre- vs. post-exposure) 

mixed-factor factorial design to assess the difference in positive and negative mood, with time 

before and after the exposure as the within-subject dependent variable. The study also assessed 

the following dependent variables between-subjects: (1) state self-objectification differences 

between the conditions, (2) differences in valence of appearance related words used between 

conditions, and (3) body dissatisfaction differences between the conditions. 

The hypotheses were as follows: 
 

Hypothesis 1: With regard to the changes across mood (pre- vs. post-exposure) as a result 

of media exposure, a significant interaction was expected for positive mood such that those in the 

BP condition were expected to be higher at post-test than those in the AN condition, whose 

scores were expected to be higher than those in the MI condition. By contrast, for negative mood 

scores, those in the MI condition were expected to be higher relative to those in the AN 

condition, whose scores were expected to be higher than those in the BP condition. See Figure 1 

for a visual representation of expected results. 

Hypothesis 2: A main effect was predicted for image type for body dissatisfaction such 

that participants in MI image condition would have the highest body dissatisfaction scores, 

followed by those in the AN condition, with those in the BP condition producing the lowest 

scores. 

Hypothesis 3: A main effect was predicted for image type for state self-objectification 

such that participants in the BP image condition would report higher self-objectification scores 
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(SSOS) compared to those in the MI condition. Participants in the AN (control) image condition 

would report significantly lower SSOS compared to both BP and MI conditions. 

Hypothesis 4: A main effect was predicted for image type on word valence in the 

responses to the state self-objectification measure such that those in the BP image condition 

would use the most positively valenced words, followed by AN image condition; those in the MI 

image condition would use the least positively valenced words. In contrast, those in the MI 

image condition were predicted to respond most frequently with negatively valenced words, 

followed by those in the AN image condition, with those in the BP image condition using the 

least negatively valenced words. 

Pilot Study: Method 
 

To ensure that the visual stimuli used in the study are representative of the muscular ideal 

or body positivity, a pilot study was conducted. In a manner like that used by Cohen et al. 

(2019a), independent male raters were recruited. Raters were be provided with a definition of 

‘body positive’ (as used in Cohen et al.; ‘body positive’ refers to rejecting unrealistic body ideals 

and encouraging [men] to accept and love their bodies at any shape and size. Body positive 

Instagram posts to depict [men] proudly posing their unique bodies) and the ‘muscular ideal’ 

(‘muscular ideal’ refers to the common social ideal that men should have a figure that has lean 

muscularity with low body fat), and asked to rate each image on the extent it was representative 

of the designated category using a computer based visual analog scale (VAS; 0 = not at all, 100 

= extremely). Out of 50 posts for each category, 20 images with the highest scores in each 

category were used in the experimental conditions. 



14  

Pilot Study: Results 
 

The pilot study was run on Qualtrics, and 18 male participants were recruited through 

Prolific. Each participant was compensated through Prolific for their participation based on their 

demographic information. The decision was made to drop one participant’s data from the 

analyses due to no variability in their responding (all VAS images were rated 100 out of a 

possible 100), demonstrating a likely response set. Thus, 17 participants (who all identified as 

cisgender men) were used for all analyses in the pilot study. Participants reported a mean age of 

24.53 years (SD = 2.35). 
 

For both the body positive and muscular ideal image categories, an average score of 

perceived alignment between the definition (e.g., body positive vs. muscular ideal) and the photo 

was calculated for each picture. Since pictures were rated on a scale of 0 (lowest) to 100 

(highest), this was also the range for the average score of alignment between the photo and the 

definition. Originally, the threshold for selection was at the top quartile of each rating (e.g., an 

average rating of 75.0 or higher out of a possible 100), but too few of the images in both the 

body positive and muscular ideal conditions met this criterion. The criterion was then lowered 

such that images with a mean of 70.0 or higher were to be included, but this still did not yield 

enough images to meet the goal of 20 images for the muscular ideal condition. Finally, the 

criterion for inclusion was lowered once more to a mean rating of 65.0 or higher. At this point, 

there were a total of 36 body positive images and 22 muscular ideal images that met that 

criterion. Once images were identified as possible targets, an overt attempt to match images for 

such things as body position occurred (e.g., a seated body positive target was matched with a 

seated muscular ideal target), with consideration also given to orientation of photo (e.g., portrait 
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or landscape). Since the main study only required 20 images for each condition, images for 

which there was no similarly positioned subject in the opposite condition were discarded. 

The final muscular ideal stimuli consisted of several popular accounts, including 

celebrities (e.g., @therock, @chrishemsworth, @henrycavill, @simuliu, @vindiesel, 

@jasonstatham, @princejdc), musicians (e.g., @bigsean) and professional athletes (e.g., 

@cristiano). The posts were perceived as promoting the muscular ideal and included full body 

shots and close ups with men posing in fitness attire or swim attire. The final body positive 

stimuli consisted of posts from individuals perceived as promoting men’s body positivity on 

Instagram: (1) @zachmiko (2) @guyoverboard (3) @kelvindavis (4) @gentlemenscurb (5) 

@lordtroy. All photos contained images of men proudly displaying their body, which did not fit 

the traditional muscular ideal for men. 

Main Study: Method 
 
Participants 

 
In accordance with replicating the methods used by Cohen et al. (2019a), participants were 

recruited under the study title of ‘Instagram and Memory.’ Three hundred and twenty cisgender 

male participants were recruited through Prolific. Criteria for participation included that the 

participant identified as a cisgender man, had an active Instagram account1, and was between 18 

and 30 years old at the time of participation. Seven participants who completed the study did not 

meet all these criteria and therefore their data were excluded from analyses. Participants received 

$2.08 in compensation after study completion. 
 

Using G*Power (Faul et al., 2007), I conducted a power analysis using the “Means: 

Difference between two independent means (two groups).” For α = .05, 1-β = .80, it revealed that 

a total of 278 men were needed to achieve adequate power for the study to detect an effect size 

 
1This contains an error in the sample description. While participants were screened for previous Instagram usage and account 
possession, the authors are unsure of how recently participants last logged into the social networking site.  
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of d = 0.30. This calculation was based on the effect size reported in Cohen et al. (2019a) of 
 
d = 0.46. Based on the previous body image and objectification literature, men seem to display a 

more nuanced effect on these constructs compared to women. To account for this, I decided to 

use a conservative effect size of d = 0.30 to ensure adequate power. To account for potential 

attrition, I planned to recruit a total sample of 320 participants. All procedures adhered to human 

participant compliance standards as approved by the Institutional Review Board (#HS-22-48, see 

Appendix A). 

Demographics 
 

Participants reported a mean age of 24.6 years old (SD = 3.4). Participants were asked to 

report their weight (M = 173.9 pounds, SD = 39.13) and height (M = 69.9 inches, SD = 3.20), 

which was used to calculate BMI (M = 25.0, SD = 5.36). The majority of those in the final 

sample of 313 participants identified as White (64.1%), followed by Asian (17.0%), Black (8%), 

two or more races (4.9%), other (2.6%), Hispanic (1.9%), Latinx (1.0%), and Native Hawaiian or 

Pacific Islander (.3%). Participants were also asked their sexual orientation, to which the 

majority identified as straight (83.7%), followed by bi-sexual (6.7%), homosexual (4.8%), 

pansexual (2.2%), asexual (.6%), and queer (.3%). A small percentage of the participants 

preferred not to disclose their sexual orientation (1.6%). Participants were also to asked to 

estimate in minutes how much time they spent on social media each day (M =137.1, 

SD = 148.23). 
 

Additionally, participants were asked a series of questions assessing their history with 

exercise, steroid usage, and workout supplement intake. Many of the participants (76.9%) 

indicated that they participated in regular exercise. While no participants indicated current 

anabolic steroid usage, four (1.3%) indicated that they had previously used anabolic steroids. As 
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far as workout supplement intake, 128 (41.4%) of participants indicated previous usage though 

only 62 (20%) indicated current usage. Lastly, participants were asked to indicate how many 

days a week they exercise, with 17.6% reporting zero days, 9.6% reporting one day, 19.5% 

reporting two days, 22.7% reporting three days, 9.9% reporting four days, 12.5% reporting five 

days, 2.9% reporting six days, 5.4% reporting seven days. 

Materials 
 
Body Satisfaction 

 
The Male Body Attitudes Scale (MBAS-R) was originally designed by Tylka et al. 

(2005) and revised by Ryan et al. (2011). The study at hand used the revised version to assess 

men’s attitudes and dissatisfaction toward their body fat, muscularity, and height (see Appendix 

B). The 15-item measure asked participants the extent to which they endorsed each statement on 

a Likert scale (1 = never, 2 = rarely, 3 = sometimes, 4 = often, 5 = always), where two items 

were reverse scored (e.g., “I feel satisfied with my muscularity” and “I am satisfied with my 

height”). Cronbach’s alpha was reported as .88 by Ryan et al. (2011). In this study, Cronbach’s 

alpha was found to be .89. Scores on scale items were averaged together to create an overall 

body dissatisfaction score, where higher scores indicated higher levels of individual body 

dissatisfaction. 

Mood 
 

I used the same state mood measurement as Cohen et al. (2019a), where participants used 

a computer-based visual analog scale (VAS) before and after exposure to the image set assigned 

for each condition (see Appendix C). Participants were asked to indicate how they feel ‘right 

now’ by moving a marker across a horizontal line that ranges from 0 (not at all) to 100 (very 

much) across four mood dimensions: depressed, anxious, confident, happy. Cohen et al. (2019a) 
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cited how previous research suggested that in low stress situations positive and negative mood 

are experienced separately, therefore the emotions were measured as separate dimensions (Reich 

et al., 2003). Ratings of ‘happy’ and ‘confident’ were combined to form a state positive mood 

score, while ratings of ‘depressed’ and ‘anxious’ were combined to form a state negative mood 

score (Cohen et al., 2019a). These scores were averaged together so that the total positive and 

negative state mood scores fall on a scale of 0-100. In Cohen et al.’s (2019a) study, the positive 

mood scale demonstrated acceptable reliability pre- (α = .69) and post- (α = .75), and the 

negative mood scale demonstrated good reliability pre- (α = .77) and post- (α = .80). In this 

study, Cronbach’s alpha reliability for the positive mood scale was found to be good for the pre- 

(α =.80) and post- (α = .80), and the negative mood scale was found to be acceptable for the pre- 

(α = .77) and post- (α = .74). 

State Self-Objectification 
 

This is a modified version of the Twenty Statements Test used by Fredrickson et al. 

(1998) to assess state self-objectification in men and women. The Ten Statements Test (TST) 

assessed transient effects that are induced by viewing body positive images versus those that 

promote the muscular ideal. Participants were prompted to reflect upon how viewing the posts 

made them feel about themselves (see Appendix D). They were then provided ten blank spaces, 

where they were asked to make statements about themselves that completed the sentence, “I am 

 .” All statements were coded even if the participant did not fill in each of the ten blanks 

provided (Mcompleted = 8.75). Two independent coders, naive to the study’s hypotheses, classified 

all responses in one of six categories derived from the categories used by Fredrickson et al. 

(1998): (a) body shape and size (e.g., “I am a size 0,” “I am fat”), (b) appearance (e.g., “I am 

sexy,” “I am pretty”), (c) physicality (e.g., “I am strong,” “I am athletic”), (d) traits and roles 
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(e.g., “I am a mother,” “I am kind”), (e) hobbies and political affiliation (e.g., “I am liberal” “I 

am into singing), (f) state and emotions (e.g., “I am insecure,” “I am proud”). Categories were 

regarded as mutually exclusive. 

The coding team consisted of two undergraduate psychology majors who were both 

women. Before coding began, they were trained with the definitions of each category and were 

given example statements to practice categorization. The coders then rated the first 20% of the 

data (Krippendorff’s Alpha = .668) before they reconvened and discussed questions encountered 

when coding. The coders then rated the final 80% of the data, in which interrater reliability was 

found to be good (Krippendorff’s Alpha = .861). Disagreements between the raters were 

resolved through discussion by the research team. A total count was taken in order to assess the 

amount of self-objectifying statements made (in categories a-c), which made up the participant’s 

state self-objectification score (based on scoring method used by Daniels, 2009). 

After coding of statements was completed, statements that were categorized as relevant to 

body shape and size, appearance, and physicality (a-c) were coded for the emotional tone of the 

responses. Responses were coded by the same two undergraduate psychology raters, naive to the 

study’s hypothesis, and classified as either positive, neutral, or negative. The valence of each 

word was assessed according to previously designated affective word norms (Aubrey et al., 

2009; Bradley & Lang, 1999). Again, categories were mutually exclusive. The same coding 

sequence progressed where the raters coded the first 20% of the data (Krippendorff’s 

Alpha = .826), reconvened to discuss questions, then coded the final 80% of that data 

(Krippendorff’s Alpha = .878). Once again, disagreements between the raters were resolved 

through discussion by the research team. A count was conducted to assess the total amount of 

positively, neutrally, and negatively valenced words each participant used. 
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Procedure 
 

Participants were recruited through the on-line platform, Prolific. In return for their 

participation, they received monetary compensation in the amount of $2.08. As in Cohen et al. 

(2019a) procedure, participants were recruited under the study title ‘Instagram and Memory,’ 

coupled with the following information: 

We are interested in how your attention and memory are affected when viewing 

imagery on social media. After you finish viewing the images, you will be asked 

questions about what you have seen so please pay close attention to the images 

presented. How you feel can also influence your attention, so we are also going 

to monitor your mood and how you feel throughout the study. (p. 1550) 

Participants were first tasked to read and electronically sign an informed consent form. 
 
After consent was granted, participants were presented with the pre-exposure state mood 

measure. Participants were then randomly assigned to either the MI condition, BP condition, or 

the AN condition. In each condition, participants viewed 20 images for at least 10-seconds. The 

images were presented in the Instagram frame to increase ecological validity, though comments 

and likes on the picture were not visible. Images in all conditions were randomized to prevent 

order effects. After viewing all images in the condition, participants were prompted to retake the 

state mood assessment as well as complete the MBAS-R, the TST, and a demographics measure. 

The entire session lasted around 13-minutes. Upon completion of questionnaires, participants 

viewed debriefing information on the study and were provided online resources to aid with 

negative affect brought on by body dissatisfaction and self-objectification. 
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Design and Statistical Analyses 
 

Once all data was collected, I also replicated the statistical analyses that were used by 

Cohen et al. (2019a). Descriptive statistics (mean, median, standard deviation) were analyzed, 

and statistical assumptions checked. A 3 (condition: BP vs. MI vs. AN) X 2 (time: pre- vs. post- 

exposure) mixed-factor ANOVA was used to assess the difference in state mood pre- and post- 

exposure within subjects across conditions. A series of one-way ANOVAS was then utilized to 

assess state self-objectification, valence, and body dissatisfaction between subjects. 

The study utilized a mixed factorial design. The independent variable was which set of 20 

images the participant viewed: MI, BP, or AN (control). The appearance of the images in each 

condition was randomized to prevent order effects. The first dependent variable was pre- and 

post-manipulation assessment of mood via the VAS. These measures created a 3 (condition: BP, 

AN, MI) x 2 (time: pre- or post-exposure) factorial design, with mood assessment serving as the 

within-subjects variable. The second dependent variable was self-reported state body 

dissatisfaction as measured by the MBAS-R after image exposure. The final dependent variable 

measured was reported state self-objectification measured using the TST after image exposure. 

Main Study: Results 
 
Preliminary Analyses 

 
Missing data was less than 5% across all dependent variables. In all cases of missing 

data, mean imputation was used in accordance with recommendations by Hawthorne et al. 

(2005). A series of Welch’s one-way ANOVAs were conducted to ensure that there were no 

initial differences between participants in the three image conditions.2 There were no significant 

 

2 Assumption of normality (Shapiro-Wilk) was violated for each ANOVA, thought Levene’s homogeneity of 
variances assumption was met for all four tests. A transformation of the data was conducted and submitted to an 
ANOVA, but new analyses were not substantially altered from the untransformed data thus the original analyses 
were included in the document so that means could be directionally evaluated. 



22  

𝑝 

𝑝 

𝑝 

group differences in age, F(2, 206) = 2.01, p = .14, or BMI, F(2, 203) = .139, p = .871. There 

were also no significant group differences between pre- exposure positive mood, 

F(2, 206) = .659, p = .518 or pre- exposure negative mood F(2, 206) = .107, p = .899. As an 

exploratory analysis, correlations between BMI and dependent variables were run. Means, 

standard deviations, and correlations among BMI and dependent variables can be found in Table 

1. 

Positive State Mood 
 

A 3 (condition: BP vs. MI vs. AN) X 2 (time: pre- vs. post-exposure) mixed factor 

ANOVA , with pre- and post-exposure positive mood scores entered as the within-participants 

variable, was run to investigate whether changes in positive state mood was associated with 

exposure to different types of Instagram images. Sphericity tests were run, but since the mixed 

factor ANOVA had two levels this assumption was met. Levene’s Homogeneity of Variance 

tests were run on pre- and post-exposure positive mood to make sure that the data met the 

assumptions of ANOVA. Both variables met all assumptions, so analyses were continued. 

There was a significant main effect of time on positive state mood, F(1, 310) = 5.24, 
 
p = .023, 𝜂2 = .017. Positive mood was higher across conditions when measured pre-exposure 

(M = 60.4, SD = 22.2) compared to when measured post-exposure (M = 58.9, SD = 23.6). There 

was not a significant main effect of experimental condition on positive state mood, 

F(2, 310) = .173, p = .841, 𝜂2 = .001. 
 

Importantly, there was also a statistically significant interaction between time and image 

condition on self-reported positive mood scores, F(2, 310) = 9.98, p < .001, 𝜂2 = .060. Tukey’s 

post hoc tests revealed there was partial support for Hypothesis 1 with a significant decrease in 

positive mood from Time 1 to Time 2 when participants were exposed to muscular ideal images 
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𝑝 

𝑝 

𝑝 

(Mean difference = 5.524, SE = 1.11, 𝑝𝑡𝑢𝑘𝑒𝑦 < .001), see Table 2. However, contrary to 

Hypothesis 1, no differences emerged between Time 1 versus Time 2 on positive mood reports 

for either those in the body positive or appearance neutral image conditions. All post hoc 

comparisons for the interaction of time and image condition on positive mood scores can be 

found in Table 2. A visual representation of the post hoc comparisons for the interaction of time 

and image condition on positive mood scores can be found in Figure 3. 

Negative State Mood 
 

A 3 (condition: BP vs MI vs AN) X 2 (time: pre- vs post-exposure) mixed factor 

ANOVA, with pre- and post-assessment negative mood scores entered as the within-participants 

variable, was run to investigate whether changes in negative state mood was associated with 

exposure to different types of Instagram images. Sphericity tests were run, but since the mixed 

ANOVA had two levels this assumption was met. Levene’s Homogeneity of Variance tests were 

run on pre- and post-exposure negative mood to make sure that the data met the assumptions of 

ANOVA. Both variables met all assumptions, so analyses were continued. 

There was a significant main effect of time on negative state mood, F(1, 310) = 6.89, 
 
p = .009, 𝜂2 = .022. Negative mood was higher across conditions when measured pre-exposure 

(M = 25.5, SD = 22.0) compared to when measured post-exposure (M = 24.1, SD = 21.5). There 

was not a significant main effect of experimental condition on negative state mood, 

F(2, 310) = .602, p = .549, 𝜂2 = .004. 
 

As with positive state mood, there was a statistically significant interaction between time 

and image condition on self-reported negative mood scores, F(2, 310) = 4.35, p =.014, 

𝜂2 = .027. Once again, post hoc tests revealed partial support for Hypothesis 1. For those in the 
 
appearance neutral condition, participants reported less negative mood after stimulus exposure 
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relative to before exposure (Mean difference = 3.163, SE = .907, p = .007). However, contrary to 

Hypothesis 1, negative mood reports did not vary across time for those in either the BP or MI 

image conditions. All post hoc comparisons for the interaction of time and image condition on 

negative mood scores can be found in Table 3. A visual representation of the post hoc 

comparisons for the interaction of time and image condition on negative mood scores can be 

found in Figure 4. 

Body Dissatisfaction 
 

A one-way ANOVA (Welch’s) was run to investigate whether there were differences in 

body dissatisfaction after exposure to the different Instagram image conditions. Each 

participant’s mean body dissatisfaction score, as determined by the RMBAS, was entered as the 

dependent variable, and experimental image condition was the grouping variable. Shapiro-Wilk 

normality test and Levene’s Homogeneity of Variance tests were run to ensure that the data met 

the assumptions of ANOVA. Neither assumption was violated, so analyses were continued. 

A statistically significant effect of image exposure on self-reported body dissatisfaction 

emerged, F(2, 206) = 4.32, p = .015. Tukey’s post hoc tests revealed a significant mean 

difference between those who viewed the BP images and the MI images, and those who viewed 

the AN and MI images. In partial support of Hypothesis 2, those in the BP condition reported 

lower body dissatisfaction (M = 2.64, SD = .718) than those in the MI conditions (M = 2.90, 

SD = .819). However, contrary to the predictions, there was no significant difference in reports 

of body dissatisfaction between those in the BP condition and those in the AN condition 

(M = 2.62, SD = .712). 
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State Self-Objectification 
 
Scores 

 
On average, participants completed 8.75 statements out of 10 possible response options 

(79.23% completed all 10 statements). Percentages of statements made in each category can be 

found in Table 4. Self-objectification score was calculated by summing the number of statements 

categorized as relating to body shape and size, appearance, and physicality. For each analysis 

involving this dependent measure (TST), two sets of analyses were used, one using a 

nonparametric approach (Kruskal-Wallis test), the other parametric (ANOVA). The Kruskal- 

Wallis test was run to investigate whether there were differences in state self-objectification 

scores after exposure to the different Instagram image conditions. Each participant’s sum of self- 

objectifying statements (e.g., statements categorized relating to body shape and size, appearance, 

or physicality), was entered as the dependent variable, and experimental image condition was 

entered as the grouping variable. A statistically significant main effect of image exposure on 

state self-objectification score emerged (x( = 30.33, p < .001, 𝜀( = .141). Dwass-Steel- 
 
Critchlow-Fligner pairwise comparisons were run which exposed a significant difference 

between those who viewed the BP and AN images (W = -7.171, p < .001), and those who viewed 

the MI and AN images (W = - 6.894, p < .001), which supported Hypothesis 3. 

Similarly, a one-way ANOVA (Welch’s) for parametric data was run to investigate 

whether there were differences in state self-objectification scores after exposure to the different 

Instagram image conditions. Each participant’s sum of self-objectifying statements (e.g., 

statements categorized relating to body shape and size, appearance, or physicality), was entered 

as the dependent variable, and experimental image condition was entered as the grouping 

variable. Shapiro-Wilk normality test and Levene’s Homogeneity of Variance tests were run to 
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ensure that the data met the assumptions of ANOVA. Both assumptions were violated. The sum 

of self-objectifying statements was normalized using a log transformation, and the transformed 

variable was used in the ANOVA. In the re-run ANOVA using the transformed sum of self- 

objectifying statements, the Shapiro-Wilk normality test was still violated but the Levene’s 

Homogeneity of Variance of test was not. 

The one-way ANOVA (Welch’s) for parametric data demonstrated a statistically 

significant main effect of image exposure on self-objectification score emerged, 

F(2, 130) = 18.5, p < .001. Tukey’s post hoc tests revealed a significant mean difference between 

those who viewed the BP and AN images, and those who viewed the MI images and the AN 

images, which supported Hypothesis 3. As predicted, those in BP condition reported higher state 

self-objectification (M = 2.80, SD = 2.25) than those in the AN condition (M = .96, SD = 1.39). 

As predicted (based on previous findings by Cohen et al., 2019a), there was no significant 

difference in state self-objectification score between those in the BP condition and those in the 

MI condition (M = 2.79, SD = 2.35). 

As an exploratory analysis, a one-way ANOVA (Welch’s) was run with on an alternative 

computation of the sum of self-objectifying statements (body shape and size + appearance 

statements). This was done due to the different operationalization of self-objectification scores 

seen in the literature (Harper & Tiggemann, 2008). This analysis was run with the transformed 

data; Homogeneity of Variance assumption was not violated, the Shapiro-Wilk Normality Test 

was violated. 

A statistically significant main effect of image exposure on self-objectification score 

emerged, F(2, 103) = 5.81, p < .004. Tukey’s post hoc tests revealed a significant mean 

difference between those who viewed the BP (M = 1.87, SD = 1.79) images and the AN 
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(M = .663, SD = 1.22) images, and those who viewed the MI (M = 1.72, SD = 1.74) images and 

the AN images, which supported Hypothesis 3. When defined as the sum of statements related to 

body shape and size and appearance, there was still no significant difference between those who 

view BP images and those who viewed MI images, relative to the original summed score of 

statements made related to body shape and size, appearance, and physicality. 

Valence 
 

Two separate Kruskal-Wallis tests were run to investigate whether there were differences 

in the use of positively and negatively valenced words used to respond to the state self- 

objectification measure. A statistically significant main effect of image exposure on use of 

positively valenced words emerged (x( = 8.46, p = .015, 𝜀( = .048). Dwass-Steel-Critchlow- 

Fligner pairwise comparisons were run which exposed a significant difference in the use of 

positively valenced words between those who viewed the BP and AN images (W = -3.85, 

p = .018), and those who viewed the MI and AN images (W = -3.56, p = .032). For negatively 

valenced words, the Kruskal-Wallis test revealed that there was not a statistically significant 

main effect of image exposure (x( = 5.14, p = .077, 𝜀( = .062). This showed no support for 

Hypothesis 4 regarding use of negatively valenced scores. 

These results were corroborated by two separate one-way ANOVA (Welch’s) for 

parametric data, which were run to investigate whether there were differences in the use of 

positively and negatively valenced words used to respond to the state self-objectification 

measure. The data were normalized using a log transformation. Each participant’s sum of 

positively and negatively valenced self-objectifying statements (e.g., statements categorized 

relating to body shape and size, appearance, or physicality), was entered as the dependent 

variable, and experimental image condition was entered as the grouping variable. It should be 
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noted that the Shapiro-Wilk normality test was still violated by each ANOVA, and Levene’s 

Homogeneity of Variance test was violated by the neither. 

For positively valenced words a statistically significant main effect of image exposure 

emerged, F(2, 111) = 5.81, p < .004. Tukey’s post hoc tests revealed a significant mean 

difference between those who viewed the BP and AN images, and those who viewed the MI and 

the AN images, which partially supported Hypothesis 4. As predicted, those in the BP condition 

used more positively valenced words to describe their bodies (M = 1.52, SD = 1.54) than those in 

the AN condition (M = .654, SD = .911). However, contrary to Hypothesis 4, there was no 

significant difference in use of positively valenced words between those in the BP condition and 

those in the MI condition (M = 1.23, SD = 1.56). For negatively valenced words a statistically 

significant main effect of image exposure emerged, F(2, 44) = 3.42, p = .042. However, Tukey’s 

post hoc tests revealed that there was no significant mean difference in the use of negatively 

valence words across images conditions, which showed no support for Hypothesis 4 regarding 

use of negatively valenced scores. 

Discussion 
 

The goal of the current study was to assess whether men’s exposure to Instagram’s body 

positive versus muscular ideal images was associated with differences in participants’ reported 

levels of positive and negative state mood, body dissatisfaction, and state self-objectification. 

Although women’s susceptibility to the effects of media images have been studied rather 

extensively (Andrew et al., 2016; Cohen & Blaszczynski, 2015; Cohen et al., 2019a; Cohen et 

al., 2017; Cragg et al., 2019; Daniels, 2009; Harper & Tiggemann, 2008; Selensky & Carels, 

2021; Silverstein et al., 1986), this investigation filled a gap in the body image literature by being 

one of the first to examine how men’s body positive content on Instagram impacts men who use 
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the social networking site. The study was tailored after Cohen et al. (2019a), who found that 

body positive messaging favorably impacted women relative to more traditional feminine ideal 

media messaging. 

State Mood 
 

Only men who saw images that displayed the muscular ideal reported experiencing a 

significant decrease in positive state mood from Time 1 to Time 2, as predicted. This is a similar 

pattern to what Cohen et al. (2019a) reported for the women who viewed the thin-ideal images. 

However, in the current study, men who viewed images that were body positive and appearance 

neutral did not report experiencing a significant change in positive mood during this time 

interval. Current results were a departure from what Cohen et al. (2019a) reported, who found 

that women exposed to body positive images or images that were unrelated to body experienced 

an increase in positive mood. 

Contrastingly, only men who viewed appearance neutral images reported experiencing a 

significant decrease in negative state mood from Time 1 to Time 2, which partially supported the 

predictions. Again, this is similar pattern to what Cohen et al. (2019a) reported as women who 

viewed appearance neutral images reported decreased negative mood, as well as consistent with 

previous literature suggesting that exposure to nature promotes physical and mental health, and 

well as social well-being (see Abraham et al., 2010 for review). For example, looking at nature 

can replace negative thoughts and feelings a person is experiencing with more positive feelings 

like interest in the environment (Hartig et al., 1996). However, contrary to prediction, no 

differences emerged across time on negative mood reports for men who saw either body positive 

or muscular ideal images. These results contrast with those reported by Cohen et al. (2019a); 
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those in the body positive condition reported a decrease in negative mood while those in the thin- 

ideal condition reported an increase in negative mood. 

Body Dissatisfaction 
 

As predicted, men who viewed muscular ideal images reported experiencing the highest 

body dissatisfaction relative to men who viewed body positive or appearance neutral images. 

Recall that Cohen et al. (2019a) found that women who viewed images promoting the thin-ideal 

had the lowest levels of body satisfaction measured after viewing the images. However, contrary 

to predictions and Cohen et al.’s (2019a) findings, body positive messaging for men did not 

serve to reduce body dissatisfaction relative to those who viewed images unrelated to male 

appearance. It is possible that both types of media images served as distractors for men to 

redirect focus away from body dissatisfaction for different reasons. Swami et al. (2016) found 

that increased exposure to nature positively correlated to increased levels of body appreciation 

and self-esteem in men. Perhaps photographs depicting nature scenes evoke a similar effect, and 

mimic some of the benefits of spending time in nature for body image and appreciation. Images 

that promote men’s bodies to deviate from the muscular ideal did not appear to have a protective 

effect beyond the control images. This may be because images with a body positive message still 

focus on the bodies of those in the photo. This could cause the viewer to engage in body 

comparison with the target that may mitigate the overall purpose of body positive media, which 

is to improve one’s relationship with their body (Tylka & Wood-Barcalow, 2015). What is clear 

is that muscular ideal images have a detrimental effect on men’s body satisfaction. 

Self-Objectification 
 

As anticipated, the sample of men who viewed appearance neutral images reported 

experiencing the least amount of state self-objectification according to the TST. Also, in line 
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with my prediction, those exposed to the muscular ideal and body positive images made more 

statements that emphasized their body shape and size (e.g., “I am fat,” “I am a medium”), 

appearance (e.g., “I am attractive,” “I am covered in acne”), and physicality (e.g., “I am an 

athlete,” “I am weak”). These findings suggest that looking at images of other people’s bodies, 

whether they were consistent with the muscular-ideal for men or not, induced more awareness of 

their own bodies, and therefore high state self-objectification levels. Again, findings mirror those 

of Cohen et al. (2019a), who found that women exposed to either type of body-related 

messaging, whether positive or idyllic, completed I am statements that demonstrated more 

objectified phrasing than those who saw neutral messaging. While this may seem 

counterintuitive, media messaging focused on body appearance may induce viewers to have 

thoughts about their own body, appearance, and physicality. However, due to the different 

messages that the photo promotes – whether it be to attain an idyllic body figure or to be positive 

about their body as is – the thoughts that the different images generate may have different 

emotional tones. Therefore, it makes sense that images focused on other’s body would cause men 

to think about their own bodies but that those thoughts would be more positive for men who 

viewed body positive images compared to men who viewed images that promoted a culturally 

idealized body type. 

As expected, men who viewed body positive images used the most positively valenced 

words to describe their body shape and size, appearance, and physicality relative to men who 

viewed appearance neutral images. However, contrary to predictions, there was not a meaningful 

difference in the amount of positively valenced words used by men who viewed body positive 

images and muscular ideal images. This was contrary to the findings published by Cohen et al. 

(2019a) who found that participants in the body positive condition used more positively valenced 
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words to their bodies compared to women in the thin-ideal condition. Cohen et al. (2019a) did 

not report the amount of positively valenced words used by those in the appearance neutral 

condition. In terms of negatively valenced words, there did not appear to be a meaningful 

difference in usage between men who viewed body positive and muscular ideal images. Cohen et 

al. (2019a) also did not report frequency of negatively valenced words used by those in either the 

body positive, appearance, or thin-ideal conditions, so comparisons to this sample are not 

possible. 

Limitations and Future Directions 
 

This design of this study, for understandable reasons, was modeled after Cohen et al.’s 

(2019a) study of body positivity influence on women. For replication purposes, it was considered 

important to incorporate the measures used by Cohen et al. (2019a). Among those measures was 

the VAS (Cohen et al., 2019a) to measure positive and negative state. However, the construct 

validity of this measure may be questionable. To the best of the author’s knowledge, there has 

only been one construct validation study conducted with this measure (Luria, 1975). Since 

veracity of results hinges on the validity of measurement (Flake et al., 2017), it is recommended 

that future studies use measures that have been previously validated with the population of 

interest. 

In replicating the methodology used by Cohen et al. (2019a), images were presented within 

the Instagram frame but without showing the comments or likes on the photo. I choose to do this 

to increase the ecological validity of the study by increasing the similarity to how participants 

would see the image on Instagram itself while keeping internal control high by not having 

different comments and likes on each photograph within the study. One effort made to increase 

the ecological validity of the current study was the inclusion criteria of participants who had an 
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active Instagram account.2 This was an important addition to the methodology to ensure 

participants from the target population, and population of which the research would be relevant, 

were recruited. 

Images were carefully matched between the body positive and the muscular ideal conditions 

based on similarities (e.g., positioning, background, photo orientation). Nevertheless, these 

similarities between photos across conditions were still relatively small. For example, the 

backgrounds of images in the muscular ideal condition more frequently display exercise 

equipment relative to the images in the body positive condition. Additionally, when comparing 

those pictured in the muscular ideal condition to those pictured in the body positive condition, 

only two of the men featured in the muscular condition are smiling. Most of the men in these 

photos are scowling or looking at or away from the camera with a serious expression. In contrast, 

most of the men featured in the body positive images are smiling. The overall tone conveyed by 

the two image conditions is contrasting, which could act as a confound when using this 

methodology. Future researchers may want to consider taking their own images in order to 

manipulate and control the body position, background, and expression on the face of the person 

being featured. These efforts will help increase the study’s internal validity. 

The study made a conscious effort to keep diversity at the forefront of its design. In this way, 

in both the body positive and muscular ideal conditions, I attempted to gather and include photos 

within the study that showed men of different races, ethnicities, and health conditions. The body 

positivity movement has previously been criticized for its lack of diversity and inclusivity 

(Lazuka et al., 2020). That being said, the body positivity images focused on showcasing 

positivity for heavy set men. I recognize that men commonly experience body shame when they 

are below average weight or seen as skinny (Cafri et al., 2005), however photos were not 

 
3 This statement contains an error in the sample description. While participants were screened for previous Instagram usage 
and account possession, the authors are unsure of how recently participants last logged into the social networking site. 
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inclusive of this end of the weight spectrum. I thought the body positive message might have 

been more confusing to participants if showing multiple body types compared to one body type 

commonly depicted in body positive media. Additionally, the bulk of body positive messaging 

targets women (Cohen et al., 2019b; Lazuka et al., 2020). In a content analysis of body positive 

posts on Instagram, only 5.85% of these types of posts featured men (Cohen et al., 2019b). It 

may be the case that men are not familiar with body positive that targets their gender since there 

is relatively little of it. Future studies should explore the impact of these images on men. 

Another limitation of the current study is that it did not include a manipulation check of 

whether participants perceived that these images corresponded to their intended image 

categorization, although the pilot study should alleviate some of these concerns. Concurrently, 

my procedures resembled those of Cohen et al.’s (2019a) investigation with women. I agree 

with recommendations for manipulation checks to be included in psychological research studies 

to ensure that independent variables are construct valid (Simons & Holcombe, 2014). When 

specifically considering future studies investigating body positive vs muscular idealized content, 

it may be helpful to include a question at the end asking participants if they thought the 

manipulated variable (whether that be photos, videos, etc.) aligned with the muscular ideal, body 

positivity, or neither. If this method is to be used, definitions of body positivity and the muscular 

ideal would need to be provided with the answer choices so that participants could make an 

accurate informed decision. 

Though this study was based on Cohen et al.’s (2019a) study with women, readers should 

be cautious when directly comparing the current study’s results with their findings. Though this 

study recruited participants from the same age range as Cohen et al., the mean age of men in this 

study was 24.6 years old (SD = 3.4) while the mean age of women in their study was 21.69 
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(SD = 3.49). Since Cohen et al.’s sample of women were younger, they may have been more 

familiar with Instagram and the people depicted in those images, which may have influenced 

responses. Similarly, men in this study had a mean BMI of 25.0 (SD = 5.36) compared to 23.08 

(SD = 3.90) for their women. According to the Centers for Disease Control and Prevention 

(2022), the average BMI of the men in the current study was in the overweight range, while the 

average BMI of women in Cohen et al.’s study was in the healthy range. These differences may 

have influenced the way the images were perceived in the different studies, as well as reports of 

such things as body dissatisfaction. 

Finally, it should not be overlooked that this is one of the first studies in this area with 

men. Due to this, there are no other studies with which to compare the results. Since this is the 

case, it is necessary that this area continue to be investigated, and that authors seek publication 

even if results are not significant. This allows for more accurate estimation of the true effect size 

in future meta-analytic studies (Kvarven et al., 2020; LeBel et al., 2019). Furthermore, 

discrepancies in how self-objectification is calculated can lead to further confusion in published 

research. It is my opinion that if the TST were to be used in future studies, a total self- 

objectification score should be calculated based on the sum of statements relating to body shape 

and size, appearance, and physicality (the method used by Daniels, 2009), rather than omitting 

the latter set of statements. Since men are exposed to the muscular ideal, an idyllic figure that 

promotes extensive muscularity and strength (Grieve, 2007), they may be primed to think about 

physical ability. If physicality was not considered a piece of men’s self-objectification it could 

lead to a gap in understanding how media’s promotion of the muscular ideal fully impacts men. 



36  

Conclusion 
 

To the best of my knowledge, this study was the inaugural investigation for the impact of 

body positive media on men’s body image. The findings suggest that media with a body positive 

message does not negatively impact men’s body image. However, it does not seem to markedly 

improve their body image either. This finding was inconsistent with previous findings with 

women (Nelson et al., 2022). Consistent with previous findings (Cohen et al., 2019a), men who 

viewed media that promoted a body positive and muscular idealized message reported higher 

amounts of state self-objectification, suggesting that viewing images of other’s bodies may cause 

an individual to engage in self-objectification, even if those bodies do not conform to the 

normative standard. Overall, this study suggests that muscular ideal images may be particularly 

threatening to men’s body image, whereas viewing body positive may not have a (strong) 

influence over men’s body image. As the first study to examine the effects of body positive 

media on men, there is a severe need for more research on this important topic. 



37  

References 

Andrew, R., Tiggemann, M., & Clark, L. (2016). Predicting body appreciation in young women: 

An integrated model of positive body image. Body Image, 18, 34-42. 

https://doi.org/10.1016/j.bodyim.2016.04.003 

Abraham, A., Sommerhalder, K., & Abel, T. (2010). Landscape and well-being: a scoping study 

on the health-promoting impact of outdoor environments. International Journal of Public 

Health, 55, 59-69. https://doi.org/10.1007/s00038-009-0069-z 
 
Aubrey, J. S., Henson, J. R., Hopper, K. M., & Smith, S. E. (2009). A picture is worth twenty 

words (about the self): Testing the priming influence of visual sexual objectification on 

women's self-objectification. Communication Research Reports, 26(4), 271-284. 

https://doi.org/10.1080/08824090903293551 

Bazzini, D., Pepper, A., Swofford, R., & Cochran, K. (2015). How healthy are health magazines? 
 

A comparative content analysis of cover captions and images of Women’s and Men’s 

Health magazine. Sex Roles, 72(5–6), 198–210. https://doi.org/10.1007/s11199-015- 

0456-2 
 

Bradley, M. M., & Lang, P. J. (1999). Affective norms for English words (ANEW): Instruction 

manual and affective ratings (Vol. 30, No. 1, pp. 25-36). Technical report C-1, The 

Center for Research in Psychophysiology, University of Florida. 

https://pdodds.w3.uvm.edu/teaching/courses/2009-08UVM- 

300/docs/others/everything/bradley1999a.pdf 

Brierley, M. E., Brooks, K. R., Mond, J., Stevenson, R. J., & Stephen, I. D. (2016). The body and 

the beautiful: Health, attractiveness and body composition in men’s and women’s bodies. 

PLoS One, 11(6), 1-16. https://doi.org/10.1371/journal.pone.0156722 



38  

Cafri, G., Thompson, J. K., Ricciardelli, L., McCabe, M., Smolak, L., & Yesalis, C. (2005). 
 

Pursuit of the muscular ideal: Physical and psychological consequences and putative risk 

factors. Clinical Psychology Review, 25(2), 215-239. 

https://doi.org/10.1016/j.cpr.2004.09.003 

Centers for Disease Control and Prevention. (2022). Assessing your weight. Centers for Disease 

Control and Prevention. Retrieved March 30, 2023, from 

https://www.cdc.gov/healthyweight/assessing/index.html 

Cherry, K. (2020). What is Body Positivity? Verywell Mind. Retrieved October 19, 2021, from 

https://www.verywellmind.com/what-is-body-positivity-4773402 

Choi, Y. Y., Leshner, G., & Choi, J. (2008). Third-person effects of idealized body image in 

magazine advertisements. American Behavioral Scientist, 52(2), 147-164. 

http://dx.doi.org/10.1177/0002764208321348 

Cohen, R., & Blaszczynski, A. (2015). Comparative effects of Facebook and conventional media 

on body image dissatisfaction. Journal of Eating Disorders, 3(1), 1-11. 

https://doi.org/10.1186/s40337-015-0061-3 

Cohen, R., Fardouly, J., Newton-John, T., & Slater, A. (2019a). #BoPo on Instagram: An 

experimental investigation of the effects of viewing body-positive content on young 

women’s mood and body image. New Media & Society, 21(7), 1546-1564. 

https://doi.org/10.1177/1461444819826530 

Cohen, R., Irwin, L., Newton-John, T., & Slater, A. (2019b). #bodypositivity: A content analysis 

of body-positive accounts on Instagram. Body Image, 29, 47-57. 

https://doi.org/10.1016/j.bodyim.2019.02.007 

http://www.cdc.gov/healthyweight/assessing/index.html
http://www.verywellmind.com/what-is-body-positivity-4773402
http://dx.doi.org/10.1177/0002764208321348


39  

Cohen, R., Newton-John, T., & Slater, A. (2017). The relationship between Facebook and 

Instagram appearance-focused activities and body image concerns in young women. 

Body Image, 23, 183-187. https://doi.org/10.1016/j.bodyim.2017.10.002 

Cohn, L. D., & Adler, N. E. (1992). Female and male perceptions of ideal body shapes: Distorted 

views among Caucasian college students. Psychology of Women Quarterly, 16(1), 69-79. 

https://doi.org/10.1111/j.1471-6402.1992.tb00240.x 

Cragg, D. N., Mulgrew, K. E., & Kannis-Dymand, L. (2019). Can disclaimer labels or Dove 

Evolution commercial mitigate negative effects of thin-ideal exposure? Journal of Health 

Psychology, 24(7), 918-928. https://doi.org/10.1177/1359105317690037 

Cwynar-Horta, J. (2016). The commodification of the body-positive movement on Instagram. 
 

Stream: Culture/Politics/Technology, 8(2), 36-56. https://doi.org/10.21810/strm.v8i2.203 
 

Daniels, E. A. (2009). Sex objects, athletes, and sexy athletes: How media representations of 

women athletes can impact adolescent girls and college women. Journal of Adolescent 

Research, 24(4), 399-422. https://doi.org/10.1177/0743558409336748 

Dawson, N., & Hammer, J. H. (2020). No pain, no gains: Conformity to masculine norms, body 

dissatisfaction, and exercise dependence. Psychology of Men & Masculinities, 21(3), 430- 

440. http://dx.doi.org/10.1037/men0000243 
 

Engeln, R., Sladek, M. R., & Waldron, H. (2013). Body talk among college men: Content, 

correlates, and effects. Body Image, 10(3), 300-308. 

https://doi.org/10.1016/j.bodyim.2013.02.001 

Evans, P. C. (2003). “If only I were thin like her, maybe I could be happy like her”: The self- 

implications of associating a thin female ideal with life success. Psychology of Women 

Quarterly, 27(3), 209-214. https://doi.org/10.1111/1471-6402.00100 

http://dx.doi.org/10.1037/men0000243


40  

Fallon, A. E., & Rozin, P. (1985). Sex differences in perceptions of desirable body shape. 
 

Journal of Abnormal Psychology, 94(1), 102-105. https://doi.org/10.1037/0021- 
 

843X.94.1.102 
 

Faul, F., Erdfelder, E., Lang, A. G., & Buchner, A. (2007). G*Power 3: A flexible statistical 

power analysis program for the social, behavioral, and biomedical sciences. Behavior 

Research Methods, 39, 175-191. https://doi.org/10.3758/BF03193146 

Fazeli, E., Golmakani, N., Taghipour, A., & Shakeri, M. T. (2015). The relationship between 

demographic factors and gender role attitudes in women referring to Mashhad health care 

centers in 2014. Journal of Midwifery and Reproductive Health, 3(1), 276-284. 

http://jmrh.mums.ac.ir/article_3561.html 

Flake, J. K., Pek, J., & Hehman, E. (2017). Construct validation in social and personality 

research: Current practice and recommendations. Social Psychological and Personality 

Science, 8(4), 370-378. 

Fowler, K., & Thomas, V. (2015). A content analysis of male roles in television advertising: Do 

traditional roles still hold? Journal of Marketing Communications, 21(5), 356-371. 

https://doi.org/10.1080/13527266.2013.775178 

Frederick, D. A., Buchanan, G. M., Sadehgi-Azar, L., Peplau, L. A., Haselton, M. G., 

Berezovskaya, A., & Lipinski, R. E. (2007). Desiring the muscular ideal: Men's body 

satisfaction in the United States, Ukraine, and Ghana. Psychology of Men & Masculinity, 

8(2), 103-117. https://doi.org/10.1037/1524-9220.8.2.103 

Fredrickson, B. L., & Roberts, T. A. (1997). Objectification theory: Toward understanding 

women’s lived experiences and mental health risks. Psychology of Women Quarterly, 

21(2), 173–206. https://doi-org.proxy006.nclive.org/10.1111/j.1471-6402.1997.tb00108.x 

http://jmrh.mums.ac.ir/article_3561.html


41  

Fredrickson, B. L., Roberts, T. A., Noll, S. M., Quinn, D. M., & Twenge, J. M. (1998). That 

swimsuit becomes you: Sex differences in self-objectification, restrained eating, and math 

performance. Journal of Personality and Social Psychology, 75(1), 269- 

284. https://doi.org/10.1037/0022-3514.75.1.269 
 

Grabe, S., Ward, L. M., & Hyde, J. S. (2008). The role of the media in body image concerns 

among women: A meta-analysis of experimental and correlational studies. Psychological 

Bulletin, 134(3), 460–476. https://doi.org/10.1037/0033-2909.134.3.460 

Grieve, F. G. (2007). A conceptual model of factors contributing to the development of muscle 

dysmorphia. Eating Disorders, 15(1), 63-80. 

https://doi.org/10.1080/10640260601044535 

Grogan, S., O’Brien, D., Brownbridge, K., Gill, S., Cole, J., & Armitage, C. J. (2019). “I didn’t 

realise I was such a sausage”: Men’s accounts of whole-body scanning, body image, and 

expected changes in health-related behaviours. Psychology & Health, 34(5), 550–568. 

https://doi.org/10.1080/08870446.2018.1549326 

Grogan, S., & Richards, H. (2002). Body image: Focus groups with boys and men. Men and 

Masculinities, 4(3), 219-232. https://doi.org/10.1177/1097184X02004003001 

Gutierrez, B. C., Halim, M. L. D., Martinez, M., & Arredondo, M. (2020). The heroes and the 

helpless: The development of benevolent sexism in children. Sex Roles, 82(9), 558-569. 

https://doi.org/10.1007/s11199-019-01074-4 
 
Harper, B., & Tiggemann, M. (2008). The effect of thin ideal media images on women’s self- 

objectification, mood, and body image. Sex Roles, 58(9), 649-657. 

https://doi.org/10.1007/s11199-007-9379-x 



42  

Hartig, T., Böök, A., Garvill, J., Olsson, T., & Gärling, T. (1996). Environmental influences on 

psychological restoration. Scandinavian Journal of Psychology, 37(4), 378-393. 

https://doi.org/10.1111/j.1467-9450.1996.tb00670.x 

Hawkins, N., Richards, P. S., Granley, H. M., & Stein, D. M. (2004). The impact of exposure to 

the thin-ideal media image on women. Eating Disorders, 12(1), 35-50. 

https://doi.org/10.1080/10640260490267751 

Hawthorne, G., Hawthorne, G., & Elliott, P. (2005). Imputing cross-sectional missing data: 

Comparison of common techniques. Australian & New Zealand Journal of 

Psychiatry, 39(7), 583-590. https://doi.org/10.1080/j.1440-1614.2005.01630.x 

Kvarven, A., Strømland, E., & Johannesson, M. (2020). Comparing meta-analyses and 

preregistered multiple-laboratory replication projects. Nature Human Behaviour, 4(4), 

423-434. https://doi.org/10.1038/s41562-019-0787-z 

Lazuka, R. F., Wick, M. R., Keel, P. K., & Harriger, J. A. (2020). Are we there yet? Progress in 

depicting diverse images of beauty in Instagram’s body-positivity movement. Body 

Image, 34, 85-93. https://doi.org/10.1016/j.bodyim.2020.05.001 

LeBel, E. P., Vanpaemel, W., Cheung, I., & Campbell, L. (2019). A brief guide to evaluate 

replications. Meta-Psychology, 3-12. https://doi.org/10.15626/MP.2018.843 

Leit, R. A., Gray, J. J., & Pope, H. G. Jr. (2002). The media's representation of the ideal male 

body: A cause for muscle dysmorphia? International Journal of Eating Disorders, 31(3), 

334-338. https://doi.org/10.1002/eat.10019 

Leone, J. E., Sedory, E. J., & Gray, K. A. (2005). Recognition and treatment of muscle 

dysmorphia and related body image disorders. Journal of Athletic Training, 40(4), 352– 

359. https://login.proxy006.nclive.org/login?url=https://www.proquest.com/scholarly- 

http://www.proquest.com/scholarly-


43  

journals/recognition-treatment-muscle-dysmorphia-related/docview/206656285/se- 

2?accountid=8337 

Lin, L., Flynn, M., & Roberge, A. (2019). Hearing vs. engaging in negative body talk: An 

examination of adult men. Eating Disorders, 27(6), 538–549. 

https://doi.org/10.1080/10640266.2018.1560851 

Luria, R. E. (1975). The validity and reliability of the visual analogue mood scale. Journal of 

Psychiatric Research, 12(1), 51-57. https://doi.org/10.1016/0022-3956(75)90020-5 

Mitchison, D., & Mond, J. (2015). Epidemiology of eating disorders, eating disordered 

behaviour, and body image disturbance in males: A narrative review. Journal of Eating 

Disorders, 3(1), 1-9. https://doi.org/10.1186/s40337-015-0058-y 

Montgomery Sklar, E. (2017). Body image, weight, and self-concept in men. American Journal 

of Lifestyle Medicine, 11(3), 252-258. https://doi.org/10.1177/1559827615594351 

Nelson, S. L., Harriger, J. A., Miller-Perrin, C., & Rouse, S. V. (2022). The effects of body- 

positive Instagram posts on body image in adult women. Body Image, 42, 338-346. 

https://doi.org/10.1016/j.bodyim.2022.07.013 

Olivardia, R., Pope, H. G. Jr., Borowiecki III, J. J., & Cohane, G. H. (2004). Biceps and body 

image: The relationship between muscularity and self-esteem, depression, and eating 

disorder symptoms. Psychology of Men & Masculinity, 5(2), 112-120. 

https://doi.org/10.1037/1524-9220.5.2.112 

Parent, M. C., & Moradi, B. (2011). His biceps become him: a test of objectification theory's 

application to drive for muscularity and propensity for steroid use in college men. 

Journal of Counseling Psychology, 58(2), 246-256. https://doi.org/10.1037/a0021398 



44  

Quinn, D. M., Kallen, R. W., Twenge, J. M., & Fredrickson, B. L. (2006). The disruptive effect 

of self-objectification on performance. Psychology of Women Quarterly, 30(1), 59-64. 

https://doi.org/10.1111/j.1471-6402.2006.00262.x 

Reich, J. W., Zautra, A. J., & Davis, M. (2003). Dimensions of affect relationships: Models and 

their integrative implications. Review of General Psychology, 7(1), 66-83. 

https://doi.org/10.1037/1089-2680.7.1.66 

Rozin, P., & Fallon, A. (1988). Body image, attitudes to weight, and misperceptions of figure 

preferences of the opposite sex: A comparison of men and women in two generations. 

Journal of Abnormal Psychology, 97(3), 342-345. http://dx.doi.org/10.1037/0021- 

843X.97.3.342 
 

Ryan, T. A., Morrison, T. G., Roddy, S., & McCutcheon, J. (2011). Psychometric properties of 

the revised male body attitudes scale among Irish men. Body Image, 8(1), 64-69. 

https://doi.org/10.1016/j.bodyim.2010.10.004 

Selensky, J. C., & Carels, R. A. (2021). Weight stigma and media: An examination of the effect 

of advertising campaigns on weight bias, internalized weight bias, self-esteem, body 

image, and affect. Body Image, 36, 95-106. 

Silverstein, B., Perdue, L., Peterson, B., & Kelly, E. (1986). The role of the mass media in 

promoting a thin standard of bodily attractiveness for women. Sex Roles, 14(9), 519-532. 

https://doi.org/10.1007/BF00287452 
 

Simons, D. J., & Holcombe, A. O. (2014). Registered Replication Reports. The Observer, 
 

27. Available at: https://www.psychologicalscience.org/observer/registered-replication- 
 

reports 

http://dx.doi.org/10.1037/0021-
http://www.psychologicalscience.org/observer/registered-replication-


45  

Sisti, A., Aryan, N., & Sadeghi, P. (2021). What is beauty? Aesthetic Plastic Surgery, 1-14. 
 

https://doi.org/10.1007/s00266-021-02288-2 
 

Slater, A., & Tiggemann, M. (2010). Body image and disordered eating in adolescent girls and 

boys: A test of objectification theory. Sex Roles, 63(1-2), 42-49. 

https://doi.org/10.1007/s11199-010-9794-2 

Slater, A., Tiggemann, M., Hawkins, K., & Werchon, D. (2012). Just one click: A content 

analysis of advertisements on teen web sites. Journal of Adolescent Health, 50(4), 339- 

345. https://doi.org/10.1016/j.jadohealth.2011.08.003 
 

Stevens, A., & Griffiths, S. (2020). Body Positivity (#BoPo) in everyday life: An ecological 

momentary assessment study showing potential benefits to individuals’ body image and 

emotional wellbeing. Body Image, 35, 181-191. 

https://doi.org/10.1016/j.bodyim.2020.09.003 

Stice, E., Schupak-Neuberg, E., Shaw, H. E., & Stein, R. I. (1994). Relation of media exposure 

to eating disorder symptomatology: An examination of mediating mechanisms. Journal 

of Abnormal Psychology, 103(4), 836-840. https://doi.org/10.1037/0021-843X.103.4.836 

Stice, E., & Shaw, H. E. (2002). Role of body dissatisfaction in the onset and maintenance of 

eating pathology: A synthesis of research findings. Journal of Psychosomatic Research, 

53(5), 985-993. https://doi.org/10.1016/S0022-3999(02)00488-9 

Swami, V., Barron, D., Weis, L., & Furnham, A. (2016). Bodies in nature: Associations between 

exposure to nature, connectedness to nature, and body image in US adults. Body Image, 

18, 153-161. DOI: 10.1016/j.bodyim.2016.07.002 



46  

Tiggemann, M., Anderberg, I., & Brown, Z. (2020). #Loveyourbody: The effect of body-positive 

Instagram captions on women’s body image. Body Image, 33, 129-136. 

https://doi.org/10.1016/j.bodyim.2020.02.015 

Tiggemann, M., & Barbato, I. (2018). “You look great!”: The effect of viewing appearance- 

related Instagram comments on women’s body image. Body Image, 27, 61-66. 

https://doi.org/10.1016/j.bodyim.2018.08.009 

Tiggemann, M., & Kuring, J. (2004). The role of body objectification in disordered eating and 

depressed mood. British Journal of Clinical Psychology, 43(3), 299-311. 

https://doi.org/10.1348/0144665031752925 

Trekels, J., & Eggermont, S. (2018). “I can/should look like a media figure”: The association 

between direct and indirect media exposure and teens’ sexualizing appearance behaviors. 

The Journal of Sex Research, 55(3), 320-333. 

https://doi.org/10.1080/00224499.2017.1387754 

Tylka, T. L., Bergeron, D., & Schwartz, J. P. (2005). Development and psychometric evaluation 

of the Male Body Attitudes Scale (MBAS). Body Image, 2(2), 161-175. 

https://doi.org/10.1016/j.bodyim.2005.03.001 

Tylka, T. L., & Wood-Barcalow, N. L. (2015). What is and what is not positive body image? 
 

Conceptual foundations and construct definition. Body Image, 14, 118-129. 

https://doi.org/10.1016/j.bodyim.2015.04.001 

Velkoff, E. A., Gibler, R. C., Forrest, L. N., & Smith, A. R. (2019). Indirect effects of negative 

body talk on eating, exercise, and expectations about steroids in a sample of at-risk adult 

men. Psychology of Men & Masculinities, 20(4), 594-602. 

https://doi.org/10.1037/men0000189 



47  

Vendemia, M. A., DeAndrea, D. C., & Brathwaite, K. N. (2021). Objectifying the body positive 

movement: The effects of sexualizing and digitally modifying body-positive images on 

Instagram. Body Image, 38, 137-147. https://doi.org/10.1016/j.bodyim.2021.03.017 

White, P. G., & Gillett, J. (1994). Reading the muscular body: A critical decoding of 

advertisements in Flex magazine. Sociology of Sport Journal, 11(1), 18–39. 

https://doi.org/10.1123/ssj.11.1.18 



48  

Table 1 
 
Correlations, Means, and Standard Deviations for Positive State Mood, Negative State Mood, 
Body Dissatisfaction, State Self-Objectification, and BMI. 

 

 1 2 3 4 5 6 
1. Positive State Mood -      
2. Negative State Mood -.413*** -     

3. Body Dissatisfaction -.244*** .211*** -    

4. Sum of Beauty Statements -.024 .037 .114* -   

5. Sum of Physicality 
Statements 

.064 -.030 -.091 .242*** -  

6. BMI -.056 .081 .280*** .-.060 -.067 - 

Mean 58.9 24.1 2.72 1.42 .767 25.0 
Standard Deviation 23.6 21.5 .761 1.69 1.08 5.36 

Minimum 0 0 1.00 0 0 11.8 
Maximum 100 100 5.00 9.00 4 57.6 

Note. *p < .05; **p < .01; ***p < .001. 
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Table 2 
 
Post hoc Comparisons (Mean Difference, Standard Estimates, and p-values) for the Interaction 
of Time (Pre- vs. Post Manipulation) and Image Condition (BP vs. MI vs. AN) on Positive Mood. 

 

Time Condition Time Condition Mean difference SE 

1 Body positive – 1 MI -1.83 3.08 
  – 1 AN 1.80 3.09 
  – 2 BP -.529 1.12 
  – 2 MI 3.70 3.17 
  – 2 AN 1.23 3.19 
 Muscular ideal – 1 AN 3.63 3.07 
  – 2 BP 1.30 3.17 
  – 2 MI 5.52*** 1.11 
  – 2 AN 3.06 3.17 
 Appearance neutral – 2 BP -2.33 3.19 
  – 2 MI 1.89 3.16 
  – 2 AN -.573 1.12 

2 Body positive – 2 MI 4.23 3.26 
  – 2 AN 1.76 3.28 
 Muscular ideal – 2 AN -2.47 3.26 

Note. df = 308 for all analyses. *p < .05; **p < .01; ***p < .001. 
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Table 3 
 
Post hoc Comparisons (Mean Difference, Standard Estimates, and p-values) for the Interaction 
of Time (Pre- vs. Post Manipulation) and Image Condition (BP vs. MI vs. AN) on Negative 
Mood. 

 

Time Condition Time Condition Mean difference SE 

1 Body positive 1 MI -.675 3.06 
  – 1 AN .718 3.07 
  – 2 BP 1.55 .891 
  – 2 MI -1.27 3.02 
  – 2 AN 3.79 3.03 
 Muscular ideal – 1 AN 1.39 3.05 
  – 2 BP 2.22 3.02 
  – 2 MI -.593 .878 
  – 2 AN 4.46 3.01 
 Appearance neutral – 2 BP .829 3.03 
  – 2 MI -1.99 3.01 
  – 2 AN 3.07** .887 

2 Body positive – 2 MI -2.82 2.98 
  – 2 AN 2.24 2.99 
 Muscular ideal – 2 AN 5.06 2.97 

Note. df = 308 for all analyses. *p < .05; **p < .01; ***p < .001. 
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Table 4 
 
Percentages for the Number of Statements Made in each Category of the Ten Statements Test. 

 

 Muscular 
Ideal 

Body Positive Appearance 
Neutral 

Total 

Body Shape and Size 4.29% 4.50% 1.54% 10.75% 
Appearance 2.36% 2.47% .96% 6.04% 
Physicality 4.14% 3.47% 1.14% 8.97% 
Traits/Roles 11.75% 12.97% 16.76% 41.84% 
Hobbies/Political Affiliations 0% .036% .107% .14% 
States/Emotions 10.3% 8.97% 12.4% 32.44% 
Note. Percentages were calculated based on the total number of statements made (2799). 
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Figure 1 

 
Hypothesized Positive State Mood as a Function of Condition 

 
Note. This figure demonstrates the predictions made by Hypothesis 1 regarding positive 
mood. 

 
 

Hypothesized Negative State Mood as a Function of Condition 

 
Note. This figure demonstrates the predictions made by Hypothesis 1 regarding negative 
mood. 
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Figure 2 
 
Post hoc Marginal Means Comparisons for the Interaction of Time (Pre- vs. Post Manipulation) 
and Image Condition (BP vs. MI vs. AN) on Positive Mood. 

 

 

Figure 3 
 
Post hoc Marginal Means Comparisons for the Interaction of Time (Pre- vs. Post Manipulation) 
and Image Condition (BP vs. MI vs. AN) on Negative Mood 
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Appendix A 

Institutional Review Board Approval 
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Appendix B 

Revised Male Body Attitudes Scale (MBAS-R) 
 

Items 
 

Muscularity 
1. I think I have too little muscle on my body. 
2. I think my legs are not muscular enough. 
3. I think my arms should be more muscular. 
4. I feel embarrassed about my muscularity. 
5. I think my back should be more muscular. 
6. I think my chest should be more muscular. 
7. I feel satisfied with my muscularity.* 

Body Fat 
8. I think my body should be leaner. 
9. I think I have too much fat on my body. 
10. Eating sweets, cakes, or other high calorie food makes me feel fat. 
11. I feel excessively fat. 
12. Seeing my reflection (e.g., in a mirror or window) makes me feel badly about my body 

fat. 
Height 

13. I wish I were taller. 
14. I am satisfied with my height.* 
15. I feel ashamed of my height. 

 

Note. *Reverse scored item. 
Participants indicate how characteristic each statement is on a Likert-type scale ranging from 
1 (not at all) to 5 (extremely). 
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Appendix C 

State Mood Scale for Positive and Negative Mood 
 
 

Items 
 

Positive State Mood 
 
 

1. 
 

2. 
Negative State Mood 

 
 

3. 
 

4. 
 

Note. Participants were asked to indicate how they feel ‘right now’ by moving a marker across a 
horizontal line that ranges from 0 (not at all) to 100 (very much) across each of the mood 
dimensions. 



57  

Appendix D 

Ten Statements Test 

 
Participant Instructions: Viewing photos can have an impact on how people view 

themselves. Please take a moment to think about how looking at the images made you feel about 
yourself and who you are. In the 10 blanks below, please make up to 10 different statements 
about yourself and who you are that complete the sentence, "I am  ." Complete the 
statements as if you were describing yourself to yourself, not somebody else. 

 
1.  “I am  .” 
2.  “I am  .” 
3.  “I am  .” 
4.  “I am  .” 
5.  “I am  .” 
6.  “I am  .” 
7.  “I am  .” 
8.  “I am  .” 
9.  “I am  .” 
10. “I am  .” 
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