(The
Influence of “Thin Ideal” in Advertising Based on Physical Attractiveness stereotype in
Female Consumption Patterns)”

1 (The Concept of Beauty)

2. (The Concept of Stereotypes)

3 (The Concept of Source Attractiveness)

4, (Social Comparison Theory)

) (The Concept of Self-esteem)

6. (The Concept of Consumption

Patterns)

T

L (The Concept of Beauty)
(Beauty is in the Eyes of

Beholder)

(Core Characteristic)

(Darwin, 1871 cited in Singh, 1993; Mazur, 1986;
Spink, 1998; Yu & Shepard, 1999)

(Langmeyer & Shank, 1994)



(Spink, 1998)

(Fashioning Beauty)

(Spink, 1998)

20

(Good Looks)
(Saltzberg & Chrisler, n.d.)

20 ('The Beauty,” 2003)
1920

(Ready-to-Wear)

(Working Class)
(Haute Couture)
(Nolan, 1999)

19

(Linotype)

(Harper's Bazaar) (Vanity Fair)
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(Cosmopolitan) (Vogue)
(Nathan Fowler) (Advertising Age)
19

20
(Hartman, 2000)

(Boyd, 1999)

19
20
(Helena
Rubinstein) (Elizabeth Arden) (Estee Lauder)
(Craik, 1994)
(Chain Store)
(Mass Appeal) (Boyd, 1999) (The Queen)
(Harper's Bazaar) (Vogue)
20 19
(Nolan, 1999)
(Mazur, 1986)
(Boyd,
1999) (Max Factor)

(Moscow) (“The History,” n.d.) (Make-up



Artist)
(Russia)
(Craik, 1994)

1994)

(Craik, 1994)
(Bruzzi, 1997)

29

(Theda Bara)

(Mascara)

(Rubinstein, 1972 cited in Craik,

(Paris)

(Craik, 1994) Haggard (1990,p. 6,

cited in Bruzzi, 1997) "What Hollyv'ood Designs Today, You will be Wearing

Tomorrow”  Craik (1994)

(“The History,” n.d))

(Flapper Look)

1920



1930

(Wall Street Crash) .. 929 (Nolan, 1999)

(Beauty Routine)

1920
Look)

(Germany)
.. 1939
.. 1940
(Couture House) (Berlin)

.. 1941

(Craik, 1994)

1940

(Feminine

(Polana)



Girl’

(Doe Eyes)

n.d,)
1960

Boom)

1950

(Thomas, 2005)

3l

"Pin up

(Nolan, 1999) 1950

(Gamman, 2000)

(Mazur, 1986)

(Banner,

(Baby
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(Thomas, 2003)

(Dupont de Nemair) (IC1)
(Youthful - Look) (Swinging  Sixties)
(Rock “ " Roll) (Mini Skirt) (Craik,
1994) (Mazur, 1986)
(Thomas, 2003)
1970 (Disco Crazes)

‘Saturday Night Fever”

(Hot Pants) (Thomas, 2003)
(Denim)

(Hunter, n.d.

1980

1960
(Thomas, 2003)

(Yuppies)
(Banner, n.d)

(Thomas, 2003)
(Lacoste’s) (Ralph
Lauren)
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(Craik, 1994)
1990 21 (Thomas,
2003)

(‘The Right,” 2003)

(Buss, 1987,
Feingold, 1990; Townsend, 1989 cited in Singh, 1993)
(Buss, 1989 cited in Singh, 1993) Darwin (1871, cited in Singh, 1993)

(Evolutionary Theory)
(Mate  Selection)
(High Status)
(Mazur,

1936) (Berscheid & Walster,

1974; Dion, 1981, Houston & Levinger, 1978 citec in Mazur, 1986)
(Mazur, 1986)

(Spink, 1998)
(Fashion) (Craik,
1994; Giddon, 1987; Thomas, Wikipedia, 2003)
(Nystrom, 1928 cited in Sproles, 1987)

(Sproles, 1979)
(Sproles, 1987)
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(Fashion Process)
Sproles (1981, cited in Sproles, 1987) ,

(A Dynamic Mechanism of Change)
(A Potential Fashion Object)

1 (Invention and Introduction)

(Subculture)

(Sproles, 1987)

2 (Fashion Leadership)
(Fashion Conscious)
Sproles (1987)
3 (Increasing Social Visibility)
4 (Conformity within and Across
Social Groups)
5 (Social Saturation)

Sproles (1987)
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6 (Decline and Obsolescence)

Sproles (1987)

(The Diffusion of Fashion)

(Trickle-down Theory)
Simmel (1904, cited in McCracken, 1987)

(Upward) Blumer (1969,
cited in McCracken, 1987)
16-18
King & Rirg (1980, cited in McCracken, 1987)
?
Simmel
20

3J1
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(Finkelstein, n.d.) (Symbolic

Communication  Model)
Simmel (Visual
Language) A (Horn & Gurel, 1981; Lurie,

1981 cited in Sproles, 1987)

(Finkelstein, 1991 cited in Spink, 1998)
(Ideal of Beauty Model)

(Roach & Eicher, 1973; Banner, 1983 cited in Sproles, 1987)

(Commercial Beauty
Culture)
(Sproles, 1987)

(Beauty Ideal Component)

Langmeyer & Shank (1994)

Singh (1993)
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(WHR: Wedist-to-Hip Ratio) (< )

(Pear Shape)

Ratio = Waist ( Inches) Divided by Hip (  Inches)

WHR: < 0.7 Pear Shaped
WHR:  >0.8 Apple Shaped

(Normal Weight)
(BMI: Body Mass Index) 2.1

American Units:

BMI = Weight [in pounds] X 704.5 divided by (Height [in inches] X Height [in
inches])

Metric Units:

BMI = Weight [in kilos] divided by (Height [in meters] X Height [in meters])



Figure 2.1 Body Mass Index

Source: What's Your Body Mass Index?. (2003). Retrieved from http://caloriecontrol.org.

BMI < 185 Underweight
BMI 25-29.9 Overweight
BM118.5-24.9 Normal Weight
BMI > 30 Obese

2.2

38
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Figure 2.2 ldeal Facial Dimensions
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B. Horizontal Facial Thirds - Front
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Source: Ideal Beauty? Facial Analysis and Symmetry. (2003). Retrieved from

http:/www.yestheyarefake.net
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(Vertical) A 2.2

15
(Horizontal) B
(1) (Upper Third)
(Trichion) (Glabella) (2) (Middle Third)
(Subnasale) (3)
(Menton)

C

"Frankfort Horizontal

Une”

(Prestigious Imitation of Beauty Ideal)

(Saltzberg & Chrisler, n.d))

(West, 2003)
(Mimetic  Theory)
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(Ginrard, 1923 cited in West, 2003)

(Social Learning Theory) Bandura (1977,
cited in Church, 1999) ?

(Tafinger, 1996a)

(Craik, 1994)
(Tafinger, 1996a)

(Craik, 1994)

(Moore, stunkard, & Srole, 1962 cited in Saltzberg & Chrisler, n.d.)

(Saltzberg & Chrisler, n.d.)
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!
(Beauty Ideal in Advertising)

20
1920
(Craik, 1994)
1930
(Baby Doll) (Reekie, 1987
cited  Craik, 1994) 1940
(Frysinger,
nd)
(Realism)

(Craik, 1994)
1950
(Revlon)

“Fire and Ice" .. 1952
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(Craik, 1994)

(Banner, n.d.)

“Pin up Girl" (Tulchin, 1962
cited in Mazur, 1986) (Audrey Hepburn)
(Grace Kelly)
(Mazur, 1986)

(Hermes) (Kelly)
(Bruzzi, 2000)

(Bettina)

(Photojournalistic ~ style)
1960
(Craik, 1994)

(Richard Avedon)
(Jean Shrimpton)

(Shrimpton, 1990 cited in Crak, 1994)



(Craik, 1994)

(Thomas, 2003)
Bernard (1978, cited in Craik, 1994)

(Space Age)

(Banner, n.d)
Oman)

(Marie Helvin)
(Christie Brinkley) (Hunter, n.d.)

1980

1970

(Thomas, 2003)

(Craik, 1994)

44
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(Wyndham, 1990 cited in Craik, 1994)
1990
2

(Trend)

(Kate Moss)
(Calvin Klein) ,
(Heroine Chic) (Hunter, n.d.)

(Is Beauty Only Skin Deep)

Langmeyer & Shank (iso4]
(Beauty is only Skin
Deep)

(What is

Beautiful is Good stereotype) Dion et al. (1972, cited in Kalof, 1999)



46

Dion et al. (1972, cited in Tanke, 1982)

Hatfield & Sprecher (1986, cited in Kalof, 1999)

(Ml &
Aronson, 1965; Kahn, Hottes & Davis, 1971 citée in Morse, Gruzen & Reis, 1974)

(Saltzberg & Chrisler, n.d)
(Kalof, 1999)
(Dermer & Thiel, 1975 cited in Tanke, 1982)

(Hatfield &
Sprecher, 1986 cited in Kalof, 1999)

(Saltzberg & Chrisler, n.d.)

2. (The Concept of Stereotypes)

19

(Categories)



(The Definition of Stereotypes)

2001)

Gronhaug & Heide (1992)

The Ram House Dictionary

(1996b)

Wikipedia (2003)

41

(Pickering, 2001)

Allport (1954, cited in Pickering,

Taflinger
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Nelmes (1996, cited in Allan-Reynolds, 1997)

Ashmore & Del Boca, 1931; Dates & Barlow (1990, cited in Taylor
& Stem, 1997)

(“The Meaning,” n.d.)

»

(Taylor & Stern, 1997)

(The Stereotypes Characteristics)

Lippmann (1992, cited in “The Meaning,”
n.d)

1 (Simple)

2. (Acquired Secondhand)
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(Barbie) (Sports llustrated) — , 1
(Jane Fonda)

3. (Erroneous)
4, (Resistant to change)
(Walter Lippmann) 1920

(Source of Stereotypes)

Taflinger (1996b)
(Pigeonhole)

, (The
Pigeonholing)
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L (Primary Source)

(Sherman,
Judd & Park, 1989 cited in Gror.haug & Heide, 1992)

2. (Secondary Source)

(Socializing Agents)

(Sherman, Judd & Park, 1989 cited in Gronhaug & Heide, 1992)
(Allan-Reynolds, 1997)

("The
Meaning,” 2003)
(Stereotypes and Triggering Effect)

Taflinger (1996h)
(Gestalt of Impressions)

(Triggering Effect)
(1) (Sensory Stimulus)  (2)



(Word or Phase)

(The Manipulation of Symbols)

Taflinger (1996h)

(Unconscious Manipulation)

51



L
(Synthesis)

(Science Fiction)

(Learned Manipulation)

(Conscious Manipulation)

52



(Though Model)
3

(The Advantages of Stereotypes)

Gronhaug & Heide (1992)

1960

“The Meaning" (n.d.)

(Fresh  Man)

(Countertypes)

53



54

(Bush, Resnik, & stern 1980; Cox 1969,70;
Wilkes & Valencia 1989' Zinkhan Cox, & Hong 1986; Zinkhan, Qualls & Biswas, 1990
cited in Bristor, Lee, & Hunt, 1995)
1960

"Guess Who's Coming to Dinner" "Shaft"

Bristor et al.
(1995)

(Bristor et al., 1995)
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Shérif (1967, cited in Pickering, 2001)

(Self-esteem)
(Social Identities)
(The Dangerous Stereotypes)
"The Meaning" (n.d.)
L (Negative Stereotypes)

Taflinger (1996h)



(Prescriptions)

(Internalized stereotype)
1

(Self-destructive)

56
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(Advertising Applications of Stereotypes Concept)

(Hamilton, 1981 cited
in Gronhaug & Heide, 1992)

(Wells,
Burnett & Moriarty, 1989 cited in Gronhaug & Heide, 1992)

(Over-Generalization) (Mackie,
1973; Williams & Best, 1982,1990 cited in Zhou & Chen, 1997)

(Taflinger, 1996h)

(Mackie. 1973; Williams & Best, 1982,1990 cited in
Zhou & Chen, 1997)

(Nonverbal) (Buttle, 1989)
(Courtney & Whipple, 1983 cited in Taylor & stern, 1997)

(Gronhaug & Heide, 1992)

(Tversky &
Kahneman, 1993 cited in Gronhaug & Heide, 1992)

(Goal Direct Activity)
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(Pepsi)

(Marlboro)
(Gronhaug & Heide, 1992)
(Internalized stereotype)
(Barbie)
(“The Meaning,” n.d.)
(Wikipedia, 2003)
(Solomon &

Greenberg, 1993 cited in Solomon et al., 1994)
(What is Beautiful is Good)

(Dion et al., 1972; Kanner, 1994 cited in Bower &
Landreth, 2001)
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(Bower & Landreth,
2001) (Physical Attractiveness

Stereotype) Miller (1970, cited in
Joseph, 1982)

(Joseph, 1982)

(Self-assurance) (Self-presentation)

(Bassili, 1981)
(Freedman, 1987 cited in Bassili, 1981)

(Bassili, 1981)
(Parekh & Kanekar, 1994)

(Kalof, 1999) Eagly, Ashmore, Makhijani & Longo (1991,
cited in Parekh & Kanekar, 1994)
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(Parekh & Kanekar, 1994)

(Source Attractiveness)
3. ? (The Concept of Source Attractiveness)
(Physical Attractiveness)
(Hanna & Wozniak, 2001)
(Bower & Landreth, 2001; Caballero, Lumpkin & Madden, 1989;
Caballero & Solomon, 1984 cited in Bower, 2C01)
(Stephens et al., 1994)

(Hanna & Wozniak, 2001)
(Langmeyer & Shank, 1994)

(Christie Brinkley) (Cindy Crawford)

(Foltz, 1992 cited in Langmeyer & Shank, 1994)
(Langmeyer & Shank, 1994)

(Definition of the Source)

Hanna & Wozniak (2001)

(The Sponsor)
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(The Author)
(Copywriters) (Art Directors) (Production Technicians)
(3) (The Persona)

(Hanna & Wozniak, 2001)
(Solomon et al,, 1992)

(Baker & Churchill, 1977; Blech, Blech & Villereal, 1987; Bloch &
Richins, 1992; Caballero & Aide, 1984; Courtney & Whipper, 1983; Joseph, 1982; Kahle
& Homer, 1985; McGuire, 1985; Reid & Soley, 1983 cited in Solomon et al., 1992)

(Physical Beauty)
(Attractive Persona)
(Hanna & Wozniak, 2001)

(Recall) (Hanna & Wozniak, 2001; Solomon et al., 1992)
(Debevec, Madden & Kernan, 1986 cited in Stephens et al., 1994; Hanna & Wozniak,
2001; Kamins, 1990; Lynch & Schuler, 1994; Miller, 1970; O'Keefe, 1990; Simons,
Berkowitz & Moyer, 1970 cited in Bower & Landreth, 2001)

(Components of the Source)

(Source Credibility)
(Source Attractiveness)
(Hanna & Wozniak, 2001) (Source Credibility
Model) (Hoviand & Weiss, 1951, 1952;
Hovland, Janis & Kelly, 1953 cited in McCraken, 1989)
(1) (Expertise)
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(Hevland et al., 1953 cited in Erdogan, Baker & Tagg,
2001) (2) (Trustworthiness)
(Friedman, Santeramo &
Traina, 1978 cited in Erdogan et al., 2001)
Ohanian (1990)

T g

+

vV vV VvV VY

2.3
Figure 2.3 Three Dimensions of the Source Credibility Scale
Attractive Expert
Classy ﬁ Experienced
Beautiful Attractiveness Expertise Knowledgeable
Elegant / \\:: Qualified
Sexy Trustworthiness Skilled

Reliable
—p Dependable T Trustworthy g

—p Honest Sincere ——

Source: Roobina Ohanian. (1990). Construction and Validation of Scale to Measure Celebrity
Endorser's Perceived Expertise, Trustworthiness, and Attractiveness. Journal of Advertising, 19(3),
p.46.

@

(Applbaum & Anatol, 1972, Simpson & Kahler, 1980; Wynn, 1987 cited in
Ohanian, 1990) (2)
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(Bower & Phillips, 1967; Whitehead, 1968 cited in Ohanian,

1990) (3)
(Baker & Chuchill, 1977, DeSarbo & Harshman, 1985; Patzer, 1983 cited
in Ohanian, 1990) (Tri-component Construct)

(Ohanian, 1990)
(Source Attractiveness Model)
McGuire (1985, cited in McCraken, 1989)

(Liking)
2) (Familiarity)
3)
(Similarity)
(Theory of Attraction) — Newcomb (1956, cited in Caballero et al.,, 1989)
Byme (1967, cited in Johnson, 2030)
(Similarity)

(Caballero et al., 1989; Joseph, 1982; Kahle & Homer, 1985)
(Baker & Churchill, 1977; Kahle &

Homer, 1985 cited in Ohanian, 1990) (Chicness) (Mill & Aronson, 1965
cited in Ohanian, 1990) (Sexiness) (Steadman, 1969 cited in Ohanian,
1990) (Maddux & Rogers,

1980 cited in Ohanian, 1990)

(Attractive Endorser and Advertising Effectiveness;

Sexton & Herberman (1974, cited in Joseph,
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1982) L1950 .. 7

(Decorative Female Models) 10
%1 27 197

Forkan (1979, p. S-14, cited in Joseph, 1982)
(Skin Deep)

(Chaiken, 1979 cited in Stephens et al., 1994)

(Widgery & Ruch, 1981 cited in Stephens et al., 1994) (Joseph, 1977 cited
in Stephens et al., 1994)

(Kahle & Homer 1985; Snyder &
Rothbart 1971 cited in Stephens et al., 1994)

(Kahle &

Homer 1985; Kamins, 1990) (Caballero & Pride 1984; Debevec,
Madden & Keman, 1986 cited in Stephens et al., 1994)

(Halo Effect) (Hanna & Wozniak, 2001)

(Baker & Churchill, 1977; Chaiken,
1979; Joseph, 1982; Kahle & Homer, 1985; Mill & Aronson, 1965; Widgery & Ruch, 1981
cited in Ohanian, 1990)

(Beich, Belch & Villareal 1987
Joseph, 1982, cited in Bower, 2001)
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(Berscheid &
Walster 1974; Chaiken 1986,1979; Patzer, 1985 cited in Stephens et al., 1994)

(O'Keefe, 1990; Simons, Berkowitz & Moyer, 1970'cited in Bower & Landreth, 2001)

(Kamins, 1990)
(Baker & Churchill, 1977; Patzer's, 1983; Petroshius & Crocker's, 1989 cited in
Till & Busier, 2000) (Kahle & Horrer, 1985)
(Baker & Churchill, 1977 cited in Stephens et al., 1994)
(Patzer's, 1983; Petroshius & Crocker's, 1989 cited in Till &

Busier, 2000) (Caballero & Pride, 1984 cited in
Stephens et al., 1994)

(Trustworthiness)

(Debevec, Madden & Kernan, 1986 cited in Stephens et al., 1994; Kamins, 1990
cited in Bower & Landreth, 2001)

(Lynch & Schuler, 1994 citec in Bower & Landreth, 2001)

(Bower & Landreth, 2001)
(High Involvement Condition)

(Bower & Landreth, 2001)

(Lynch & Schuler, 1994 cited in
Bower & Landreth, 2001)

(Miller, 1970 cited in Bower & Landreth, 2001)
(Miller, 1970 cited in Kamins, 1990)

(What is Beautiful is Good) (Dion et al., 1972
cited in Kamins, 1990)
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(The Beauty Match-Up Hypothesis)

J

(Match-Up  Hypothesis)

(Celebrity)

(Till & Busier, 2000)
Kamins (1990)

Kahle & Homer (1985)

(Attractiveness-related Product)

McCracken (1989)

, 2.4
(The
Celebrity Endorser Match-Up Hypothesis)

(Solomon et al., 1992)
Kanungo & Pang (1973, cited in Till & Busier, 2000)

Kamins (1990)
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Figure 2.4 Meaning Movement and Endorsement Process

Culture Endorsement Consumption
Objects
Persons
Context [—] Celebrity Celebrity Product Product £ Consumer
Role 1
2
: Stage 1 Stage 2 Stage 3

= Path of meaning movement

- Stage of Meaning Movement

Source: Grant McCracken. (1989). Who is the Celebrity Endorser? Cultural Foundations of the
Endorsement Process. Journal of Consumer Research, 16 (3), p. 315.

McCracken (1989) 24 Englis, Solomon &
Ashmore (1994)

(The Beauty Match-Up
Hypothesis)
Solomon et al. (1992)



(Pretty)

(Glamour)

(Opium)

(Seventeen)
5,

(Classic Beauty and Feminine)

(Chanel)

(Sensual and Exotic)

(Vogue)

(Yves Saint Laurent)

(Sex Kitten)

(Cosmopolitan)

(Cute)

(Girl-Next-Dcor)
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(White Linen) (Estee Lauder) (Poison)
(Christian  Dior)

6. (Trendy)

.. 1992 Englis et al. (1994)

.. 1992

(Lynch & Schuler, 1994 cited in Bower & Landreth,
2001)
(Attractiveness-relevant Product) (Bower & Landreth, 2001; Hanna &
Wozniak, 2001; Kahle & Homer, 1985; Kamins, 1990)

(Enhancing Attractiveness-relevant
Product) (Bower & Landreth, 2001)
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(Hanna &
Wozniak, 2001)

(Problem-Solving  Product)

(Bower & Landreth, 2001)
(O'Kefee, 1990; Berschieid, 1985, Byrne, 1969 cited in Bower &

Landreth, 2001) (O'Keefe, 1990; Simons,
Berkowitz & Moyer, 1970 cited in Bower & Landreth, 2001)

(Mascara)

(Bower & Landreth, 2001)

(Associative Learning and Match-Up Effect)

(Associative Learning Theory)

(Concepts) (Nodes)
(Klein, 1991; Martindale, 1991; Anderson, 1976; 1983, cited
in Till & Busier, 2000)

(Classical
Conditioning) Pavlov (1890, cited in Hanna & Wozniak,

2001) (Conditioned Stimulus)
(Unconditioned Stimulus)



1

(Byre, 1971 cited in Cabellero et al., 1989)
(Association Set)

(Fazio et al.,, 1989 cited in Till & Busier,

2000)
(Berger & Mitchell 1989; Fazio, Powell & Williams 1989; Fazio et al. 1986; Judd et al.
1991; Noffsinger, Pellegrini & Brunell, 1983, cited in Till & Busier, 2000) 2.5

Figure 2.5 Classical Conditioning in Advertising

Positive Stimulus
Positive Affect
(Music, Scenery, People, P
Animals, Events)
Advertised Brand
(Paired with Positive | __ > Positive Affect
Unconditioned Stimulus) (Toward Brand)

Source: Frank R Kardes. (1999). Consumer Behavior and Managerial Decision Meking. Menlo Park,
CA: Addison-Wesley. p. 214., taken from Gore, G. I. (1982). The Effects of Music in Advertising on
Choice Behavior: A Classical Conditioning Approach. Journal of Marketing, 46, p. 94-101.

(Kamins 1990; Lynch & Schuler
1994; Kanungo & Pang 1973; Solomon et al. 1992, Walker, Langmeyer & Langmeyer,
1992 cited in Till & Busier, 2000)

(Garcia & Koelling 1966; Hamm, Vaitl & Lang 1989; Rozin & Kalat 1971 cited in Till &
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Busier, 2000)

(How Attractive Endorser Influence the Consumer)

Kaimins  (1989)

(Social Influence)

L (Compliance)
(Hanna &
Wozniak, 2001)
(Kaimins, 1989)
(Caballero et al., 1989)
2. (Identification)
(Self-
defining)

, (Hanna & Wozniak, 2001)
(Refirent Power)
(Kaimins, 1989)



73

(Asseal, 1984 cited in Kaimins, 1989)

3 (Internalization)

(Two-Sided Appeals)
(Correspondence Theaory)

(Kaimins, 1989)
Jones & Davis (1965, cited in Kamins, 1989)
(Attribution Theory)  Fritz Heider
(Internal) (External)
Kaimins (1989) (A Correspondent or

Internal)

(A Non-Correspondent or external)

(The Negative Effects of Attractive Endorser in Advertising)
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(Bower, 2001; Fay & Price, 1994; Gulas & McKeage, 2000;
Gustafson, et al., 1999; Martin & Gentry, 1997, Myers & Biocca 1992; Stephens et al.,
1994; Venkat & Ogden, 2002) (Martin &
Gentry, 1997)

(Richins, 1991 cited in Bower, 2001)
Bower (2001)

(Derogation)

(Martin & Kennedy 1993; Richins, 1991 cited in Venkat & Ogden, 2002)

(Cohan, 2001)

(Richins, 1991 cited in Bower & Landreth, 2001)
(Icons of Flawless) (Bower & Landreth, 2001)
(Myers & Biocca 1992)
(Martin & Gentry, 1997)

(Richins, 1991 cited in Venkat & Ogden, 2002)

4, (Social Comparison Theory)
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(Scheid, n.d)

(Social Comparison Theory)  Festinger (1954,
cited in Venkat & Ogden, 2002)

Berglas (1996,
cited in Scheid, n.d. elf-wort
ited in Scheid, n.d.) (Self-worth)

(Motivations for Comparison)

(Wood, 1989 cited in Scheid, n.d.)

L (Self-evaluation)

(Festinger, 1954 cited in Martin &
Gentry, 1997)
(Wood, 1989 cited in Martin & Gentry, 1997)

(Lin & Kullk, 2002)

(Ruble,
1983 cited in Martin & Gentry, 1997)
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2, (Self-improvement)
(Festinger, 1954 cited in Martin & Gentry, 1997)

(Wood, 1989 cited in Scheid, n.d.)

(Wood, 1989 cited in Martin & Gentry,

1997)
(Feldman & Ruble, 1977 cited in Martin & Gentry, 1997)
(Steffi Graf)
(Wood, 1989 cited in Martin & Gentry, 1997)
3. (Self-enhancement)
(Wood & Tayler, 1991 cited in Martin & Gentry,
1997)

(Types of Social Comparison)

Festinger (1954, cited in Venkat & Ogden, 2002)

1 (Upward Comparison)
(Festinger, 1954 cited in Lin & Kulk,
2002) (Buunk et al., 1990



1

cited in Venkat & Ogden, 2002) (Marsh & Parker, 1984;
Morse & Gergen, 1970; Salovey & Rodin, 1984; Tesser, Millar, & Moore, 1988 cited in
Lin & Kulik, 2002)

(Collins 1996 cited in Scheid, 2003)

(Lyubonirsky & Ross, 1997 cited in Gulas &
McKeage, 2000)

(Collins, 1996 cited in Scheid, n.d.)

(Scheid, n.d)

(Collins, 1996
cited in Gulas & McKeage, 2000)

(Wood,
1989 cited in Martin & Gentry, 1997)

(Tesser, 1986 cited in Lin & Kulik, 2002)
(Dakin & Arrowood 1981,
Knippenberg, Wilke, & de Vries 1981; Miller & Suis, 1977 cited in Martin & Gentry, 1997)

(Testa & Major, 1990 cited in Lin & Kulik, 2002)
2. (Downward Comparison)
(Buunk et al-, 1990
cited in Venkat & Ogden, 2002)
(Gibbons, 1986; Hakmiller, 1966; Morse & Ge'gen, 1970 cited in Lin & Kulik, 2002)
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