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Our research aimed to systematically investigate how women and men are portrayed in magazine advertisements, deriving
hypotheses from Jean Kilbourne’s observed media analysis presented in her Killing Us Softly film series. A total of 790 adver-
tisements in |9 magazines were coded. Results revealed support for many of Kilbourne’s hypotheses. For example, compared to
men, women were portrayed as more flawless, passive, and dismembered, particularly in women’s fashion and men’s magazines.
Other hypotheses from Kilbourne’s analysis were not supported; for example, there were no differences in the portrayal of
female versus male models in defensive stances, as childlike, in bondage, or transforming into an object. These findings have
implications for the readers of these magazines as well as instructors who use the Killing Us Softly film series in their courses.
Additional online materials for this article are available to PWQ subscribers on PWQ’s website at http://pwq.sagepub.com/supplemental.
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Research abounds concerning damaging portrayals of women
in the media (for reviews, see Furnham & Mak, 1999;
Goffman, 1979; Wolin, 2003). These images are associated
with negative outcomes for women including lower self-
esteem (e.g., Martin & Gentry, 1997), poor body image (e.g.,
Botta, 1999; Groesz, Levine, & Murnen, 2002; Halliwell,
Malson, & Tischner, 2011; Lavine, Sweeney, & Wagner,
1999), self-objectification (for review, see Moradi & Huang,
2008), and eating disorders (e.g., Harrison, 1997, 2000;
Harrison & Cantor, 1997; Thompson & Heinberg, 1999). Our
current research assesses media images of female versus male
models and images of women across different types of maga-
zines, utilizing Jean Kilbourne’s (Cambridge Documentary
Films, 1979, 1987; Media Education Foundation, 2000) analy-
ses of the media as a guiding framework.

Killing Us Softly Series and Associated Hypotheses

Jean Kilbourne’s video series, including Killing Us Softly
(Cambridge Documentary Films, 1979), Still Killing Us
Softly (Cambridge Documentary Films, 1987), and Killing
Us Softly 3 (Media Education Foundation, 2000) and 4
(Media Education Foundation, 2010), has been widely used
in psychology of women and gender, social psychology, and
communications courses for several decades to promote a
discussion of how women and sexuality are portrayed in
advertisements. Kilbourne and her colleagues have amassed
a huge number of advertisements, and Kilbourne lectures in
the videos on themes she has identified. Although Kilbourne

recognizes that advertising portrays everyone inaccurately,
her particular concern is that women are specifically targeted,
and targeted in especially damaging ways, relative to men.

Kilbourne is not an empiricist, but she has certainly under-
taken an observational analysis of advertisements. In this
way, her investigations are similar to those of Goffman’s
(1979) research, and thus we believe they can similarly pro-
mote empirical research. In her documentary, Killing Us
Softly 3 (Media Education Foundation, 2000), Kilbourne
generated a number of clear, specific, and testable hypoth-
eses about how women, relative to men, are portrayed in
advertising.

First, consistent with prior content analyses (e.g., Baker,
2005; Belknap & Leonard, 1991; Kang, 1997; Leppard,
Ogletree, & Wallen, 1993; Paff & Lakner, 1997), Kilbourne
reinforces the idea that women are portrayed more passively
and less actively than men. In a related (and more specific)
vein, Kilbourne argues that women are more often portrayed
in physically defensive positions than men (i.e., reacting to a
physical attack—Dbe it playful or threatening—from someone
else). Though the hypothesis that women are portrayed
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passively has been supported empirically, little prior research
has compared portrayals of female and male models; more-
over, the specific hypothesis about women being positioned
in defensive stances (as if responding to an attack) has not
been examined empirically.

Further, Kilbourne asserts that women are portrayed in
subordinate roles to men. More specifically, she asserts that
women are more often portrayed in positions where they are
literally physically subordinating themselves to men (e.g., by
serving as a footstool, kissing a man’s shoe) than vice versa.
She also identifies at least five specific instances of figurative
subordination that emerge in advertisements whereby adver-
tisers: (a) suggest either through words or images that women
(to a greater extent than men) should take up as little space as
possible, reduce the amount of space that they take up, or be
as unnoticeable as possible; (b) show women (to a greater
extent than men) with their mouths covered or incapacitated,
suggesting that women should be quiet or silent, or present
advertising copy indicating that women (to a greater extent
than men) should be silent; (c) depict women (to a greater
extent than men) as small children, suggesting that women
should be treated like children; (d) portray women (to a
greater extent than men) in bondage or mock bondage situa-
tions; and (e) directly trivialize or eroticize violence against
female models, but not violence against male models.
That is, the ads depict violence against women without con-
cern for the victim, depict violence against women as
appealing to the woman, or depict violence against women
as sexually appealing.

Although the general issue of subordination of women has
emerged in prior research, we are aware of only one study
that addresses any of these specific types of subordination.
A content analysis by Stankiewicz and Rosselli (2008)
found that female violence victims were portrayed as sexual
objects more than 70% of the time, suggesting that violence
against women is eroticized in advertisements. They did not
code directly for the trivialization or eroticization of vio-
lence against women, nor did they compare portrayals of
women to portrayals of men, making it difficult to put their
findings in context.

Kilbourne also makes at least seven additional assertions
that have not, to our knowledge, been addressed in previous
content analyses. (a) She argues that advertisers portray
female (but not male) models as flawless. Kilbourne particu-
larly notes that photos of female models are highly airbrushed
to give the illusion of perfect skin. (b) Advertisers more com-
monly objectify women (relative to men) by showing them
transforming into objects. Kilbourne suggests that women are
literally objectified by making women’s bodies into objects
or making female models look like inanimate objects (e.g.,
a woman'’s legs are portrayed as a pair of scissors). (c) Adver-
tisers dismember women’s bodies to a greater extent than
men’s, showing only certain body parts, such as legs or
breasts. (d) Ads trivialize women’s (but not men’s) desire for
power or gender equality; that is, advertisers treat feminism

and women’s desires for equal rights as a gimmick or
inconsequential. (e) Frequent portrayals trivialize eating dis-
orders among women (but not among men) by making light
of anorexia or similar illnesses. (f) Women (but not men) are
characterized as “gold diggers.” That is, Kilbourne argues
that women are portrayed as using men to get to men’s money
or as using their ostensible seductive powers in the service of
material gain. (g) Advertisements mock heavy women (to a
greater extent than heavy men). Kilbourne argues that the
brunt of society’s aversion toward heavy people, as reflected
in advertising, is directed toward women.

In sum, in her documentaries Killing Us Softly 3 and 4
(Media Education Foundation, 2000, 2010), Kilbourne makes
a number of clear, specific, testable hypotheses about por-
trayals of women in advertising. When viewing Kilbourne’s
documentaries in psychology and women’s studies classes,
students who have been trained in the scientific method may
well wonder whether these ideas have been explored system-
atically. Although Kilbourne’s basic premise that women are
portrayed negatively has been supported in content analyses,
most of her specific hypotheses have not been tested. This
lacuna raises the possibility that Kilbourne merely selected
a few extreme advertisements to display in her presentations
but most advertisements are, in actuality, benign. Empirically
testing these ideas adds weight to the discussion of gender
portrayals in the media.

Comparing Types of Magazines

In addition to comparing how women and men are portrayed
in individual advertisements, we also compared different
types of magazines. Considering the intended audience of the
magazine is important for two reasons. First, the audience of
the magazine highlights who is being exposed to the adver-
tisements. Because advertisements affect how people view
themselves, knowing who is exposed to the hypothesized
negative portrayals of women can help focus future research
and interventions on the affected populations. Second,
because advertisers are motivated to appeal to the audience
so that they can sell their products, the content of the adver-
tisements should reflect themes and messages that the target
audience is expected to find desirable.

Kilbourne’s analysis primarily targets women’s fashion
magazines, suggesting that these magazines are especially
likely to adopt ads that are detrimental to women. However,
empirical evidence is needed to substantiate this claim. The
highest circulation magazines directed toward women fall
into two categories: fashion magazines (e.g., Vogue) and
home-related magazines (e.g., Good Housekeeping). We sug-
gest that the messages provided by these two types of maga-
zines are very different. In particular, home magazines cater
to homemakers and/or women with families whose interests
lie in gender-role traditional pursuits (e.g., crafts, baking, and
home decorating). By contrast, fashion magazines cater to
younger, unmarried women with fewer domestic interests.
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Previous research has shown that women are more often
sexually objectified and portrayed as victims in fashion
magazines compared to home magazines (Stankiewicz &
Rosselli, 2008). In a similar but more specific vein, we expect
that the most noxious subtext identified by Kilbourne (e.g.,
portrayals of bondage and the eroticization of violence) likely
happens in fashion magazines, rather than home magazines.
Because society generally does not view housewives or moth-
ers in sexual terms (Haddock & Zanna, 1994; Six & Eckes,
1991), magazines directed toward this group would probably
not portray women erotically.

Similarly, advertisements in magazines that target a pri-
marily female audience may differ from those in magazines
targeting a male audience. For example, previous content
analyses have found that advertisements in men’s magazines
portrayed women as more sexualized and dependent than
advertisements in women’s magazines did (Baker, 2005;
Venkatesan & Losco, 1975), which contradicts Kilbourne’s
claim that women’s fashion magazines portray women in a
particularly sexualized way. Venkatesan and Losco (1975)
suggested that advertisers believe that men are more likely
than women to buy products that portray women in sexualized
ways (and perhaps more subordinated roles as well). However,
in their dated study, they did not differentiate between different
types of women’s magazines (home vs. fashion) but rather
compared advertising content of “women’s magazines” as a
group to “men’s magazines” as a group. To the extent that
women’s home magazines are less likely to portray women
in sexualized terms than men, it might dilute the negative por-
trayals of women in “women’s magazines” as a whole.
Indeed, Stankiewicz and Rosselli (2008) found that women’s
fashion magazines included significantly more sexualized por-
trayals of women than women’s nonfashion magazines. Our
current research adds to this previous research by assessing a
broader range of categories and by comparing men’s, women’s
fashion, and women’s home magazines.

The Current Research

Our research directly tested Kilbourne’s assessments of
advertising by analyzing the advertisements that appear in
high circulation magazines. Specifically, we examined
whether women versus men were more frequently portrayed
in the capacities delineated by Kilbourne, focusing on passiv-
ity, the five indicators of subordination, and the seven asser-
tions about women’s bodies, status, and roles outlined above.
We also examined whether portrayals of women were similar
in women’s fashion magazines, women’s home magazines,
or magazines geared toward men.

Method

In this study, we investigated the extent to which themes
related to the subordination and control of women (as out-
lined by Jean Kilbourne) can be found in contemporary

advertisements. We content analyzed all of the advertise-
ments in 19 high circulation magazines from November
2009. We directly coded the content to address the conclu-
sions Kilbourne has drawn in her insightful and influential
but less systematic analysis.

Identification of Magazines

We consulted the Magazine Publishers of America’s (2006,
2008) rankings of magazine circulation to generate our list
of magazines for coding. Our goal was to analyze magazines
with the highest circulation because they are likely to have
the broadest impact. To target deliberate magazine readers,
we analyzed only magazines that were sent to paid subscri-
bers, not those sent to members of groups or organizations
as part of their memberships (e.g., we did not analyze maga-
zines published by the American Association of Retired Per-
sons or American Automobile Association, which are sent
automatically and without additional charge to all members,
even though these magazines have some of the highest circu-
lation rates). Also, we excluded weekly magazines, which
tend to be more news-oriented than the monthlies, which
we targeted. We considered magazine titles from three gen-
eral categories: women’s home magazines, women’s fashion
magazines, and men’s magazines.

For coding purposes, we included magazines that were in
the top five (according to circulation rates) in either 2006 or
2008. Thus, we coded a total of 19 magazines. The six
women’s fashion magazines included: Elle, Allure, Glamour,
Vogue, Cosmopolitan, and InStyle. The seven women’s home
magazines were: Family Circle, Good Housekeeping, Better
Homes and Gardens, Ladies Home Journal, Redbook, South-
ern Living, and Woman’s Day. Finally, the six men’s maga-
zines were: Golf Magazine, Maxim, ESPN, Men’s Health,
Golf Digest, and Field and Stream. We coded the most recent
issue of each magazine that was available at the time we
began the coding process (i.e., November 2009).

Identification of Advertisements and Models

We coded only advertisements that covered at least one full
page of the magazine and included at least one person whom
the coders believed to be 15 years of age or older. Ultimately,
790 advertisements met these criteria and were retained for
coding and analysis: 450 in women’s fashion magazines,
204 in women’s home magazines, and 136 in men’s maga-
zines. To systematically identify which model to code in ads
in which more than one model was present, we coded the cen-
tral or main model. When there was no central or main model,
we coded the first model on the left-hand side of the page.

Coding Process

Kilbourne’s assertions were identified by reviewing her doc-
umentary, Killing Us Softly 3 (Media Education Foundation,
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2000), and establishing coding categories consistent with her
claims. The categories that we used for the current study
(and associated examples) are listed in Table 1. The specifi-
city of these coding categories mirrors previous content
analyses (e.g., Stankiewicz & Rosselli, 2008). Each adver-
tisement was coded dichotomously (i.e., for the presence
or absence of each coding category in each advertisement);
thus, a single ad could have been coded as fitting several of
the categories (or none at all).

Two coders independently coded every advertisement.
Coders were considered to have agreed if they both believed
a category was present in a given advertisement, or, if they
both believed that a category was absent in a given advertise-
ment. However, if one coder indicated that an advertisement
displayed an instance of a coding category, whereas another
indicated that this coding category was absent in the ad, this
was coded as a disagreement. Cohen’s k was utilized to estab-
lish reliability between coders. Cohen’s k adjusts for the
probability of agreement by chance and is a conservative esti-
mate of agreement among coders. Cohen’s k for the agree-
ment between coders was .98. This Cohen’s K level
indicates an “excellent” (Fleiss, 1981) or “almost perfect”
(Landis & Koch, 1977) level of agreement. Discrepancies
were resolved by discussion between the coders.

Results

To analyze the data, we (a) conducted descriptive analyses
addressing the percentage of ads that portrayed women in
ways consistent with the categories, (b) conducted chi-
square analyses to determine whether women (more fre-
quently than men) were portrayed in ways consistent with the
coding categories, (c) examined differences in how different
genres of magazines portrayed women, and (d) considered
differences between individual men’s magazines.

Coded Categories

The coding categories and the percentage of advertisements
that depicted female models in these ways are displayed in
Table 2. The categories most frequently observed were por-
trayals of women in passive poses and with flawless skin.
Categories not observed in our analyses include trivializing
women’s desire for power, mocking eating disorders, or por-
traying models as gold diggers. In addition, no ads featuring
women displayed contempt for overweight models (although
contempt for overweight male models was documented).

Portrayals of Female Versus Male Models

Female passivity was evident in the ads. Female models
were portrayed in passive positions more often than male
models were, y*(1) = 47.16, p < .001 (see Table 2). Corre-
spondingly, female models were less frequently portrayed in
active positions than male models, (1) = 45.42, p < .001.

Likewise, female models were portrayed as having flawless
skin significantly more often than male models were, (1)
=94.24, p <.001.

Other categories had lower frequencies but still demon-
strated important differences. Surprisingly, men were shown
as submissive to women more frequently than women were
shown to be submissive to men, y*(1) = 6.34, p = .02. Ads
with female models were significantly more likely to have
images or print copy implying a need to take up less space
than ads with male models, x*(1) = 4.50, p = .035. Women
were dismembered (i.e., by showing only one body part) sig-
nificantly more often than men, %*(1) = 9.19, p < .001.

There were no differences between female and male mod-
els in the number of instances of portraying the model in a
defensive stance, symbolic silencing, portraying the model
as a child or childlike, portrayal of models in bondage-like
scenes, trivializing or glamorizing violence, transforming
into an object, contempt for heavy people, or portrayal of
models in traditional gender roles. There were no observed
instances of some of Kilbourne’s categories. Specifically,
no ads that mocked eating disorders, trivialized a model’s
desire for power, or portrayed models as gold diggers were
identified.

Portrayals of Women by Magazine Type

Next, we utilized chi-square analyses to compare the por-
trayal of women in women’s fashion, women’s home, and
men’s magazines. We then followed these analyses with pair-
wise chi-square comparisons to determine which pairs of
magazine types differed (see Table 3).

Women’s fashion magazines. Flawlessness was the only
category that was portrayed significantly differently by the
women’s fashion magazines compared to the other two cate-
gories. Magazines differed in their portrayal of female mod-
els’ flawlessness, x*(2) = 37.10, p < .001, such that female
models were portrayed as significantly more flawless in
women’s fashion magazines than in women’s home maga-
zines, x*(1) = 36.84, p < .001, and in women’s fashion
magazines than in men’s magazines, y*(1) = 7.77, p =
.01. There were no differences in portrayed flawlessness
between women’s home magazines and men’s magazines.
Therefore, fashion magazines are the most likely to portray
women as flawless.

Women’s home magazines. For several categories, the
advertisements in women’s home magazines were signifi-
cantly different than the other two types of magazines.
Specifically, magazine types differed in their likelihood of
posing female models in passive poses, ¥*(2) = 30.50, p <
.001, and active poses, x*(2) = 30.32, p < .001. Women’s
home magazines portrayed female models less often in
passive positions compared to women’s fashion magazines,
y*(1) = 28.72, p < .001, and men’s magazines, y*(1) =
7.08, p = .01. Women’s fashion magazines and men’s

Downloaded from pwq.sagepub.com at RYERSON UNIV on January 8, 2012


http://pwq.sagepub.com/

a8uods
& pue deos ysip 3uip|oy si [opow 3jewa4
sasnoxa uljjadwoduou se 1ysiam 3uiso| J0u
Joy suoseau sjppow Jysiemuiano sAeqdod py

su103
p|o8 Jo apeW 14D|s B 3UlIEOM S| [9pPOW B

Apnis juasaud ay3 ul punoj auoN|
Apms jussaud ay3 ul punoy SuoN
PE 2y ul aJe UlYd pue ‘sdi| ‘asou s japow e AluQ

49118 01Ul SaAjOsSIp APOq S,]9poW S[eWwd)
uondayiad 01 paysn.qJie swaas adey

s |opow 3jewsay € jo afew| dn-asod> A|pwa.Ix]
punoJg ay1 o3 3ul|je} eiq & pue sues|
Ajuo Surieam uewom e jo oloyd e sajued

-WODdE , UOIBIODIP aJaw si poolg,, Adod ay|
suoqqut Aq p3|241dua si Apoq Jay

pue ‘9qo|3 mous e uj passedwodus s| [9pOL

195 SUIMS B UO S| [9pOJy
Yanow Jay JSAO S| puey S,|9pOj
sdiy s |spow
9|ews} & punodJe paumy3n st adel Sulinsesw y
[9pow ajew & Aq umop pauuid s [spow ajewa4
JoypENE UR
wouy Sulply JI SE 9B} 49y UO 00| PauIaduod
B YM 123(qo ue puiyaq Sulpuels si [9poj

|Ieq 08 ® 3uissol si [9po

yonod & uo Sulke| s [9pOL

saJoyd pjoyasnoy Aq pajeujwiop

8uiaq se pakesyuod aue syySnoys s jopow ajewa
’Spunod gt 350| 3,UpeyY | JI MOU

paldJew aq JaAdu A|qeqoud p,|,, spead 1eys AdoD
« 9B |
Asuow Aw Ja1ye s ays, Adod ayy sey uewom

Ja3unoA e Suidiiew uew Jap|o ue Suimoys pe uy
. uo 1y8iam awos 1nd,, Adod aya yum dadiq Jay

punoJe Yo1em e 3ulIBSM UMOYS S| [9POW S[BWS) Y
Ax3s urewaJ 01 3y a3 aAey no A, Adod ayy

sey uewom palyndalqo Ajienxass e Suikestiod pe uy
Apoq sjoym Jay jo pesisul

$5201INq S,]9pOW BY2 SMOYS AJUO JUSWIISIIISAPY
91104 J93q & 9YjI] $00| dYs Os ydew

-03s Jay ojuo pealdafoud [oqe| 499q € sey [9pol
auol

upjs UaAd A|qissodwi| pue saysiwa|q ou Sey [9pOJ]

0.3 S,uInbauuewW 3[BWS} BY3 JSAO0 S0YS B YIIM
9Udds SWILID & )I| pake.riod s saoys Joj Aeidsip v

Apoq Jay puno.e saydiem a8Je| 994yl Sey [9poly
dodijjo| & Buipjoy pue
S9YI0[d S,UdJP|IYD 3] PaJAIS SSAUp © Ul SI [9POL

INYs uUMas aq 03 Jeadde sdi| s |apoj
..Ppe nok

aJow ay1 ‘3oe.anqgns nok adow ay] ,, spead AdoD
>oeq Jay uo dn paddoud aJe s33| siy ‘fareyd

' Ul 3unJIS UBW B 01 31X3U Sulja3UY| SI [9pOW dBWa4

Apoq Jay pJaiys 031 dn 89| Jay pue Ino spuey
J3Y YuMm ‘easwed ay3 wouy Aeme Sujued) si [9PO|

9]2421q & 8ulplJ sI [9pOly
A3Anoe ue up page3us jou si
pue passo.d A|SNOIISUOD-}I3S SWIe J4dY Sey |[9POl

(sjo0a Buisn Jo 3umas ad1yo
UB Ul dJB usW ‘Suluesd|d 40 SuP0od dJe UBWOM “3'3)
s9]0. Jopus3 euonipe.l SUnJBUS UMOYS S| [SPO

[opow 1y31amuano ue 1oy 3dwsiuod d1dxa Jo 1a.41g

$92.4N0saJ Jo

Asuow 4oy xas Jay30 ay3 3uisn se pakesriod si [9poly
sadew Jo Adod uj

ussa.d aJe suapJosip Sunes Jo uonez|[elAll Jo sadof
Jamod/say3u

J0J 2.1S9p s [9pow sy SzijelAll sadewl Jo AdoD)
paziseydwsa

A|erxadss uo umoys si 1ued Apoq auo AjuQ

123(qo ue OJul BUIW.IOJSUBII/PAULIOJSUEL] S| [SPO]

paysnuqJie sieadde Jo/pue upjs ssajmeyy sey [9po|]
wndIA 8Y) se pakenydod si
OUM [9pPOW B 10} UMOYS SI UJIIUOD OU D[IUBWO IO
Bunn|e A|jenxas se adus|olA sAearuod adew Jo Ado>D

Aem awos ur dn pan Jo spuoq ul pajuasaud si [apol
PIIY> © s [opow 3unsadsns Adod Aq

paiuedwodde si Jo p[Iy> & 3|quiasa. 01 pajAls sI [SPO|]
yanow 3uliaA0d A[91e4aqI[Sp 3J€ S9YI0|d IO puey

s,Jopow J0 1ud|Is 9q p|noys [Spow ey saedipul AdoD
(Aj9Aneandy Jo Ajeasu)) adeds

ss9| dn aye1 pjnoys [spow s satjdwi s3ew 4o AdoD)
Xas Jay10

a3 01 uonisod aaissiwgns AjjedisAyd e ui si [9pol

yoene [edisAyd (asimasyio Jo |nykeid) e o3
Suioeau Ji se ‘9dueIS SAISUSJOP & Ul pa3uasaud s| [9pOl
Auanoe ue ul 3uidedus
AjA1oe §i se ‘osod aAnde ue Ul pajuasadd si [SpOoly

asod aAIssed e ul pajuasaud si |apol

sajo. Jopuss [euoniped |
o|doad 1ySiamuiano
Joy adwnuod)

J19381p pjos
se [opow ay3 Suikeqyiod

saapJosip 8uizes 3upol,
Jamod Joy suisep 3ulzifelAll |
JUBWLIBqUIBWSI
uonedydalqo e
SSQUSSI|ME|

95Ud|0IA
Suiziiowre|3/3uizijeIAl |

a8epuog
NPIYD
pasus|is
aoeds sso| dn oy

JAISSILQNS

9DUEIS DAISUR)R(Q
QADY

SAIssed

e1e JnQ wo.4 sajdwex]

¢ Apjos sn Suyry wouy sajdwexy

uoniuyeQ

A1033187) Bulpon

sa|dwex3 pue sali03a1eD) 3ulpoD *| I|qel

473

Downloaded from pwq.sagepub.com at RYERSON UNIV on January 8, 2012


http://pwq.sagepub.com/

474

Psychology of Women Quarterly 35(3)

Table 2. Number and Percentage of Female and Male Models
Portrayed in Advertisements Utilizing Coded Themes

Ads Depicting  Ads Depicting

Women Men
Coding Category n=612 (%) n =178 (%)
Passive® 444 (73) 82 (46)
Active® 159 (26) 94 (53)
Defensive stance 0 2(1)
Submissive® 0 42
Take-up less space® 24 (4) 2(1)
Silenced 18 (3) 4(2)
Childlike 6 (1) 0
Bondage 12 (2) 2(1)
Trivializing/glamorizing violence 3 (0.5) 0
Flawlessness® 563 (92) 112 (63)
Literal objectification 31 (5) 5@3)
Dismemberment® 98 (16) 12 (7)
Trivializing desire for power 0 0
Mocking eating disorders 0 0
Portraying the model 0 0

as a gold digger
Contempt for 0 2(1)
overweight people

Traditional gender roles 18 (3) 4(2)

? Percentages depicting women and men are significantly different.

Table 3. Comparisons Among Magazine Types in Portrayals of
Female Models

Women’s Women’s

Fashion Home Men’s
Coding Category n=422 (%) n=161 (%) n=29 (%)
Passive poses 333 (79.) 92 (57,) 24 (83,)
Active poses 89 (21,) 69 (43,) 5(17,)
Symbolic silencing 13 (3,) 3(2,) 5(17y)
Trivializing/glamorizing 0 (0,) 0 (0,) 2 (7y)

violence

Flawlessness 409 (97,) 132 (82y) 25 (86y,)
Dismemberment 59 (14.) 37 (23y) 4 (14,)
Traditional 4 (1) 14 (%) 0 (0.p)

gender roles

Note. The percentage of advertisements featuring female models in each mag-
azine type that utilize the coded themes. Percentages across a row that do
not share a subscript are significantly different. Only categories that demon-
strated significant differences are included here.

magazines did not differ in their likelihood of portraying
women in passive poses. Correspondingly, models were por-
trayed in more active positions in women’s home magazines
than in women’s fashion magazines, (1) = 28.68, p <.001,
or men’s magazines, *(1) = 6.78, p <.001. There was no dif-
ference in portrayals of women in active positions between
women’s fashion magazines and men’s magazines.
Differences also emerged across magazine types in the
extent to which they presented dismembered female bodies,
%*(2) = 7.05, p = .03. Dismembered images were more pre-
valent in women’s home magazines than in women’s fashion

magazines, y*(1) = 6.86, p = .01, and in women’s home
magazines than in men’s magazines, (1) = 11.75, p <
.001. No differences in dismemberment emerged between
fashion magazines and men’s magazines. Finally, magazines
differed in their likelihood of portraying women in traditional
gender roles, such as cooking and cleaning, ¥*(2) = 31.16,
p < .001. Women’s home magazines portrayed women in
more traditional roles than women’s fashion magazines,
¥*(1) = 28.85, p < .001. Women’s fashion magazines and
men’s magazines did not differ in their likelihood of portray-
ing women in traditional roles, nor did women’s home
magazines and men’s magazines differ on this dimension.
In summary, women’s home magazines were the least likely
to portray women as passive and the most likely to portray
women as active and dismembered. They had the highest
percentage of portrayals of women in traditional gender
roles, but this was only significantly different from the
women’s fashion magazines.

Men’s magazines. Men’s magazines had significantly
different frequencies for two categories. First, differences
between magazines emerged in the likelihood of symboli-
cally silencing female models, ¥*(2) = 17.57, p < .001.
Men’s magazines depicted silenced female models to a sig-
nificantly greater extent than women’s fashion magazines,
x*(1) = 1551, p < .001, or women’s home magazines,
¥*(1) = 11.86, p < .001. There were no differences between
women’s fashion and women’s home magazines. Second,
magazines differed by type in their likelihood of glamorizing
violence toward women, ¥*(2) = 25.70, p < .001, such that
men’s magazines were more likely than women’s fashion
magazines, x*(1) = 18.17, p <.001, or women’s home maga-
zines, y*(1) = 11.22, p < .001, to use images and copy that
make violence seem glamorous. There were no differences
between women’s fashion magazines and women’s home
magazines. In summary, men’s magazines were the most
likely to portray women as silenced and to trivialize or gla-
morize violence against women. No significant differences
across magazine types were observed for the remaining cate-
gories (reactive stance, submissive, taking up less space,
childlike, bondage, literal objectification, trivializing desire
for power, mocking eating disorders, portraying the model
as a gold digger, contempt for overweight people).

Differences Across Men’s Magazines

We examined differences across individual men’s magazines
because, unlike the two categories of women’s magazines,
they varied widely. We found significant differences between
magazines in their likelihood of portraying women as flaw-
less, y*(5) = 22.69, p < .001. More women in Maxim
(90%) were portrayed as flawless than in Field and Stream
(44%), x*(1) = 9.74, p < .005, or Golf Digest (47%), %*(1)
= 8.75, p = .01. Likewise, more women in Men’s Health
(84%) were portrayed as flawless than in Field and Stream,
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(1) = 11.37, p = .01, or Golf Digest, ¥*(1) = 10.39,
p = .01. No other differences emerged.

Discussion

Our project aimed to systematically examine the conclusions
drawn by Jean Kilbourne in her Killing Us Softly film series
(Cambridge Documentary Films, 1979, 1987; Media Educa-
tion Foundation, 2000, 2010). A total of 790 advertisements
in 19 issues of popular magazines were coded, and our results
revealed support for several of Kilbourne’s hypotheses. As
expected, women were portrayed more passively, less
actively, and as more submissive than men. Ads promoted the
idea that women should take up less space and portrayed
female models with flawless skin and dismembered bodies.
Additionally, women’s photos, compared to men’s, were
more often accompanied by symbolic or explicit messages
instructing them to take up less space.

However, a number of other observations reported by Kil-
bourne were not supported in our sample of ads. For example,
women and men in the advertisements were not portrayed
significantly differently regarding defensive model stances,
the childlike portrayal of adults, bondage, or literal objectifi-
cation (i.e., some or all of the model’s body is transformed
into an object). In general, very few models, female or male,
were portrayed in these ways. Similarly, Kilbourne highlights
advertisements that mocked women’s desire to achieve equal
rights, misrepresented eating disorders, portrayed women as
gold diggers, or displayed explicit contempt for heavy
women, but these themes were not represented. Instead, our
content analysis suggests that these themes do not play a large
role in current advertising in the most widely circulated sub-
scriber magazines we analyzed.

Although advertisements portraying these themes were
found to be rare, they were not nonexistent. Indeed, such
advertisements may be more salient when they do appear,
which could lead to the overestimation of their occurrence;
similar biases have been identified in research from cognitive
psychology (e.g., Tversky & Kahneman, 1973). Additionally,
the salience of these ads may enhance their impact. If these
advertisements are indeed more memorable, then the conse-
quences of these ads, such as the internalization of messages
about violence against women, may be greater than the con-
sequences of other, less memorable advertisements. Regard-
less, the low frequency and similar portrayals of male and
female models for these categories is noteworthy given that
these findings do not support Kilbourne’s analysis, at least
for popular print ads. The atypicality of these themes is a
factor that needs to be considered as we interpret the Killing
Us Softly video series (Cambridge Documentary Films,
1979, 1987; Media Education Foundation, 2000).

In addition to examining Kilbourne’s claims, our data
speak to the differences between various genres of maga-
zines. Specifically, we compared women’s fashion, women’s
home, and men’s magazines. We showed evidence that

women’s fashion magazines and men’s magazines portrayed
women as passive rather than active and physically flawless.
In comparison, women’s home magazines depicted women
more positively in some ways, although they were also por-
trayed more traditionally in terms of work roles. Finally,
advertisements in men’s magazines were more likely to
include images silencing women as well as to present copy
and images trivializing violence against women.

Although women were portrayed somewhat similarly in
women’s fashion magazines and men’s magazines, the impli-
cations of such images in these contexts may be different.
Because viewing these kinds of images has been linked to
disordered eating (e.g., Harrison, 2000), lowered self-
esteem (e.g., Martin & Gentry, 1997), and poor body image
(e.g., Groesz et al., 2002), women who read fashion maga-
zines are at risk for these problems. On the other hand, men
who view these images may be more likely to endorse unrea-
listic standards for women’s bodies (Hatoum & Belle, 2004),
stereotype women (Rudman & Borgida, 1995), objectify
women (Heflick & Goldenberg, 2009; Yao, Mahood, & Linz,
2010), discriminate against women (Rudman & Borgida,
1995), view women as less competent (Heflick & Golden-
berg, 2009), and sexually harass women (Yao et al., 2010).
Thus, reducing the presence of these ads in both women’s
fashion and men’s magazines should have benefits to the
individual readers and to society more broadly.

It is also interesting to contemplate why women and men
are portrayed as they are in these magazines. In some cases,
these results can be clearly tied to the purpose of advertis-
ing—to sell products. For example, physical flawlessness
might appear in a fashion magazine advertisement for a
beauty cream as a way to display the desired (albeit usually
impossibly inflated) result of using the product. Note that
although this tactic might sell the product, it is also selling
a view of how women in American society are supposed to
look. This trend becomes even clearer when flawless images
of women are used in advertisements in men’s magazines;
instead of displaying the results of a product, these women
are used as props to sell products that men are expected to buy
(e.g., women are not using men’s cologne, but women are
often used to sell an image of what a man can expect when
using that cologne). Thus, the connotations of the negative
portrayals of women in advertising are different according
to magazine type.

Finally, our investigation of magazine type questions who
is choosing to expose themselves to these images. For exam-
ple, the main readers of these fashion magazines are women.
Thus, the major consumers of these magazine images are
likely put in the unfortunate position of trying to live up to the
images in the magazines. Given that the circulation for
women’s magazines is far larger than that of men’s maga-
zines, and that these magazines are subscription-based, it
could be argued that women are participating in their own
oppression by exposing themselves to these magazines. Of
course, women are presumably drawn to the content of the
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magazines not the advertisements that accompany the
content. It is not clear from the present work how much the
content of the magazine and the advertisements overlap in
their portrayals of women. Indeed, some kinds of magazines,
such as fashion magazines that include extensive editorial
spreads that essentially advertise designer clothing, may con-
tain quite a bit of overlap, to the point where readers do not
distinguish between content and advertisements. Regardless,
the pervasive advertising throughout magazines means that
resisting exposure to advertisements would require boycotting
magazines altogether. Women likely do have a deep ambiva-
lence about consuming these images as they simultaneously
inspire and demoralize (Wolf, 1991). Much more empirical
work could be done to understand this ambivalence.

Our study focused exclusively on magazine advertise-
ments. Although Kilbourne’s analyses especially emphasize
magazine advertisements, she addresses advertising from
many different media formats. Perhaps the frequency of these
images vary in television, billboard, less mainstream maga-
zines, or newspaper advertising (e.g., weekly inserts by spe-
cific stores), or in the actual fashion layouts of women’s
fashion magazines, which are also a means to sell clothing
(i.e., the designers and prices are always made available to
readers). Content analyses of other advertising media could
help discern how generalizable the present findings are to
advertisements that appear on television, the Internet, and
other media.

The present study sampled magazines with the highest cir-
culation rates. By definition, advertisements in these publica-
tions should have the highest impact because they reach the
largest number of people. However, these magazines are also
consumed primarily by a White, heterosexual audience, and
thus are likely to cater to that audience. Magazines that tar-
get other groups, such as African Americans (e.g., Plous &
Neptune, 1997) or lesbians (e.g., Milillo, 2008), depict
slightly different advertising themes, quite possibly due to
the greater diversity of the models. Additionally, there is
some evidence that these images may impact different kinds
of women differently (e.g., African American women com-
pared to White American women; Jefferson & Stake, 2009),
so the implications of these images may vary depending on
the target audience as well.

Likewise, using the popularity of magazines as our selec-
tion criteria resulted in a selection of men’s magazines that
focused predominantly on sports and health. In fact, with the
exception of Maxim, which is a lifestyle and entertainment
magazine for men, all of the men’s magazines focused on
sports or health. This narrow range of men’s magazines
should be considered when interpreting the findings compar-
ing different magazine types because men’s sports/fitness
magazines may portray women in different ways than other
kinds of men’s magazines. It would be interesting to examine
men’s magazines that do not focus on sports or health. It
would also seem important to consider magazines that are
ostensibly gender-neutral as well, including Time, Newsweek,

and The New Yorker. Because gendered magazines may be
more likely to portray women and men differently than
gender-neutral magazines, it is especially notable that several
of Kilbourne’s claims were not supported with the current
data; therefore, her claims would seem to be even less likely
to be supported in gender-neutral contexts.

Notably, since this research was conducted, a new
version of the Killing Us Softly video series was released,
Killing Us Softly 4 (Media Education Foundation, 2010).
In Killing Us Softly 4, Kilbourne retains many of the same
claims about advertising and indeed uses many of the same
example advertisements as in the third iteration of the doc-
umentary. Thus, we believe these findings are fundamen-
tally relevant to the new version of the film. Interestingly,
a few of the categories we coded have been eliminated from
Kilbourne’s presentation. In the most recent version of the
film, Kilbourne does not mention women being portrayed
in defensive stances, as gold diggers, or as directly mocking
eating disorders. These categories had very low frequencies
in our analyses, and we found no gender differences in the
advertisements’ portrayals of women and men on these
dimensions.

In sum, our research offers strong evidence that magazine
advertisements portray women as flawless and passive and
encourage women to take up less space, particularly in
women’s fashion and men’s magazines. Moreover, it is not
the case that all models are portrayed in this way, but, rather,
women are specifically targeted. Furthermore, not all kinds of
magazines portray women in the same way. Although
women’s home magazines portray women more positively
in some ways, women are portrayed more traditionally in
terms of work roles compared to women’s fashion and men’s
magazines. Efforts should be made to encourage advertisers
to portray women more responsibly. Finally, this research
offers a systematic evaluation of the claims made by Jean Kil-
bourne in her Killing Us Softly video series (Cambridge Doc-
umentary Films, 1979, 1987; Media Education Foundation,
2000, 2010). Several of these hypotheses were supported;
some were not. Thus, our research highlights the importance
of systemically testing popular claims.

Acknowledgments

The authors thank Katie Bies and Katie Mullins for their assistance
in coding the data and Mindy Erchull, Miriam Liss, and Abigail
Stewart for their comments on a previous draft of the manuscript.

Declaration of Conflicting Interests

The author(s) declared no potential conflicts of interest with respect
to the research, authorship, and/or publication of this article.

Funding

The author(s) received no financial support for the research, author-
ship, and/or publication of this article.

Downloaded from pwq.sagepub.com at RYERSON UNIV on January 8, 2012


http://pwq.sagepub.com/

Conley and Ramsey

477

References

Baker, C. (2005). Images of women’s sexuality in advertisements: A
content analysis of Black- and White-oriented women’s and
men’s magazines. Sex Roles, 52, 13-27.

Belknap, P., & Leonard, W. (1991). A conceptual replication and
extension of Erving Goffman’s study of gender advertisements.
Sex Roles, 25, 103-118.

Botta, R. (1999). Television images and adolescent girls’ body
image disturbance. Journal of Communication, 49, 22—41.

Cambridge Documentary Films (Producer). (1979). Killing us softly
[DVD].
films.org

Cambridge Documentary Films (Producer). (1987). Still killing us
softly [DVD]. Retrieved from http://www.cambridgedocumentary
films.org

Retrieved from http://www.cambridgedocumentary

Fleiss, J. L. (1981). Statistical methods for rates and proportions
(2nd ed.). New York, NY: John Wiley.

Furnham, A., & Mak, T. (1999). Sex-role stereotyping in television
commercials: A review and comparison of fourteen studies done
on five continents over 25 years. Sex Roles, 41, 413—437.

Goffman, E. (1979). Gender advertisements. New York, NY: Harper
& Row.

Groesz, L., Levine, M., & Murnen, S. (2002). The effect of experi-
mental presentation of thin media images on body satisfaction: A
meta-analytic review. International Journal of Eating Disorders,
31, 1-16.

Haddock, G., & Zanna, M. (1994). Preferring ‘housewives’ to ‘fem-
inists’: Categorization and the favorability of attitudes toward
women. Psychology of Women Quarterly, 18, 25-52.

Halliwell, E., Malson, H., & Tischner, 1. (2011). Are contemporary
media images which seem to display women as sexually empow-
ered actually harmful to women? Psychology of Women Quar-
terly, 35, 38-45.

Harrison, K. (1997). Does interpersonal attraction to thin media per-
sonalities promote eating disorders? Journal of Broadcasting &
Electronic Media, 41, 478-500.

Harrison, K. (2000). The body electric: Thin-ideal media and eating
disorders in adolescents. Journal of Communication, 50, 119-143.

Harrison, K., & Cantor, J. (1997). The relationship between media
consumption and eating disorders. Journal of Communication,
47, 40-67.

Hatoum, L. J., & Belle, D. (2004). Mags and abs: Media consumption
and bodily concerns in men. Sex Roles, 51, 397-407.

Heflick, N. A., & Goldenberg, J. L. (2009). Objectifying Sarah
Palin: Evidence that objectification causes women to be per-
ceived as less competent and less fully human. Journal of Experi-
mental Social Psychology, 45, 598—601.

Jefferson, D. L., & Stake, J. E. (2009). Appearance self-attitudes of
African American and European American women: Media com-
parisons and internalization of beauty ideals. Psychology of
Women Quarterly, 33, 396—4009.

Kang, M. (1997). The portrayal of women’s images in magazine
advertisements: Goffman’s gender analysis revisited. Sex Roles,
37, 979-996.

Landis, J. R., & Koch, G. G. (1977). The measurement of observer
agreement for categorical data. Biometrics, 33, 159-174.

Lavine, H., Sweeney, D., & Wagner, S. (1999). Depicting women
as sex objects in television advertising: Effects on body dissa-
tisfaction. Personality and Social Psychology Bulletin, 25,
1049-1058.

Leppard, W., Ogletree, S., & Wallen, E. (1993). Gender stereotyp-
ing in medical advertising: Much ado about something? Sex
Roles, 29, 829-838.

Magazine Publishers of America. (2006). Average total paid & ver-
ified circulation for top 100 ABC magazines, 2006. Retrieved
from http://www.magazine.org/CONSUMER_ MARKETING /
CIRC_TRENDS/22175.aspx

Magazine Publishers of America. (2008). Average total paid & ver-
ified circulation for top 100 ABC magazines, 2008. Retrieved
from http://www.magazine.org/CONSUMER_ MARKETING/
CIRC_TRENDS/ABC2008TOTALrank.aspx

Martin, M., & Gentry, J. (1997). Stuck in the model trap: The effects
of beautiful models in ads on female pre-adolescents and adoles-
cents. Journal of Advertising, 26, 19-33.

Media Education Foundation (Producer). (2000). Killing us softly 3:
Advertising’s image of women [DVD]. Retrieved from http://
www.mediaed.org

Media Education Foundation (Producer). (2010). Killing us softly 4:
Advertising’s image of women [DVD]. Retrieved from http://
www.mediaed.org

Milillo, D. (2008). Sexuality sells: A content analysis of lesbian and
heterosexual women’s bodies in magazine advertisements. Jour-
nal of Lesbian Studies, 12, 381-392.

Moradi, B., & Huang, Y. (2008). Objectification theory and psy-
chology of women: A decade of advances and future directions.
Psychology of Women Quarterly, 32, 377-398.

Paff, J., & Lakner, H. (1997). Dress and the female gender role in
magazine advertisements of 1950-1994: A content analysis.
Family and Consumer Sciences Research Journal, 26, 29-58.

Plous, S., & Neptune, D. (1997). Racial and gender biases in
magazine advertising: A content-analytic study. Psychology of
Women Quarterly, 21, 627-644.

Rudman, L. A., & Borgida, E. (1995). The afterglow of construct
accessibility: The behavioral consequences of priming men to
view women as sexual objects. Journal of Experimental Social
Psychology, 31, 493-517.

Six, B., & Eckes, T. (1991). A closer look at the complex structure of
gender stereotypes. Sex Roles, 24, 57-71.

Stankiewicz, J. M., & Rosselli, F. (2008). Women as sex objects and
victims in print advertisements. Sex Roles, 58, 579-589.

Thompson, J., & Heinberg, L. (1999). The media’s influence on body
image disturbance and eating disorders: We’ve reviled them, now
can we rehabilitate them? Journal of Social Issues, 55, 339-353.

Tversky, A., & Kahneman, D. (1973). Availibity: A heuristic for
judging frequency and probability. Cognitive Psychology, 5,
207-232.

Venkatesan, M., & Losco, J. (1975). Women in magazine ads:
1959-1971. Journal of Advertising Research, 15, 49-54.

Downloaded from pwq.sagepub.com at RYERSON UNIV on January 8, 2012


http://pwq.sagepub.com/

478 Psychology of Women Quarterly 35(3)

Wolf, N. (1991). The beauty myth: How images of beauty are used  Yao, M. Z., Mahood, C., & Linz, D. (2010). Sexual priming, gender
against women. New York, NY: W. Morrow. stereotyping, and likelihood to sexually harass: Examining the

Wolin, L. (2003). Gender issues in advertising — An oversight synth- cognitive effects of playing a sexually explicit video game. Sex
esis of research: 1970-2002. Journal of Advertising Research, Roles, 62, 77-88.
43, 111-129.

Downloaded from pwq.sagepub.com at RYERSON UNIV on January 8, 2012


http://pwq.sagepub.com/


<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /None
  /Binding /Left
  /CalGrayProfile (Gray Gamma 2.2)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Warning
  /CompatibilityLevel 1.3
  /CompressObjects /Off
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages false
  /CreateJDFFile false
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.1000
  /ColorConversionStrategy /LeaveColorUnchanged
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams true
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness false
  /PreserveHalftoneInfo false
  /PreserveOPIComments false
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Remove
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages false
  /ColorImageMinResolution 266
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 200
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.00000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages false
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.76
    /HSamples [2 1 1 2] /VSamples [2 1 1 2]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages false
  /GrayImageMinResolution 266
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 200
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.00000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages false
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.76
    /HSamples [2 1 1 2] /VSamples [2 1 1 2]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /CropMonoImages false
  /MonoImageMinResolution 900
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Average
  /MonoImageResolution 600
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.00000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox false
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile (U.S. Web Coated \050SWOP\051 v2)
  /PDFXOutputConditionIdentifier (CGATS TR 001)
  /PDFXOutputCondition ()
  /PDFXRegistryName (http://www.color.org)
  /PDFXTrapped /Unknown

  /Description <<
    /ENU <>
  >>
  /Namespace [
    (Adobe)
    (Common)
    (1.0)
  ]
  /OtherNamespaces [
    <<
      /AsReaderSpreads false
      /CropImagesToFrames true
      /ErrorControl /WarnAndContinue
      /FlattenerIgnoreSpreadOverrides false
      /IncludeGuidesGrids false
      /IncludeNonPrinting false
      /IncludeSlug false
      /Namespace [
        (Adobe)
        (InDesign)
        (4.0)
      ]
      /OmitPlacedBitmaps false
      /OmitPlacedEPS false
      /OmitPlacedPDF false
      /SimulateOverprint /Legacy
    >>
    <<
      /AllowImageBreaks true
      /AllowTableBreaks true
      /ExpandPage false
      /HonorBaseURL true
      /HonorRolloverEffect false
      /IgnoreHTMLPageBreaks false
      /IncludeHeaderFooter false
      /MarginOffset [
        0
        0
        0
        0
      ]
      /MetadataAuthor ()
      /MetadataKeywords ()
      /MetadataSubject ()
      /MetadataTitle ()
      /MetricPageSize [
        0
        0
      ]
      /MetricUnit /inch
      /MobileCompatible 0
      /Namespace [
        (Adobe)
        (GoLive)
        (8.0)
      ]
      /OpenZoomToHTMLFontSize false
      /PageOrientation /Portrait
      /RemoveBackground false
      /ShrinkContent true
      /TreatColorsAs /MainMonitorColors
      /UseEmbeddedProfiles false
      /UseHTMLTitleAsMetadata true
    >>
    <<
      /AddBleedMarks false
      /AddColorBars false
      /AddCropMarks false
      /AddPageInfo false
      /AddRegMarks false
      /BleedOffset [
        9
        9
        9
        9
      ]
      /ConvertColors /ConvertToRGB
      /DestinationProfileName (sRGB IEC61966-2.1)
      /DestinationProfileSelector /UseName
      /Downsample16BitImages true
      /FlattenerPreset <<
        /ClipComplexRegions true
        /ConvertStrokesToOutlines false
        /ConvertTextToOutlines false
        /GradientResolution 300
        /LineArtTextResolution 1200
        /PresetName ([High Resolution])
        /PresetSelector /HighResolution
        /RasterVectorBalance 1
      >>
      /FormElements true
      /GenerateStructure false
      /IncludeBookmarks false
      /IncludeHyperlinks false
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles true
      /MarksOffset 9
      /MarksWeight 0.125000
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /DocumentCMYK
      /PageMarksFile /RomanDefault
      /PreserveEditing true
      /UntaggedCMYKHandling /UseDocumentProfile
      /UntaggedRGBHandling /UseDocumentProfile
      /UseDocumentBleed false
    >>
  ]
  /SyntheticBoldness 1.000000
>> setdistillerparams
<<
  /HWResolution [288 288]
  /PageSize [612.000 792.000]
>> setpagedevice


