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Abstract 

 

Self-concept is a very complex structure that includes feelings and beliefs, which people have 

about them in relations to other people and objects. Many marketers and researchers found 

that expression of self has a great influence on customer’s buying behavior and defines her 

attitudes towards products and services that correspond to her self-concept. This study, which 

is based on quantitative research with deductive approach, examines a self-concept of women 

in advertising across cultures. One hundred and sixty respondents from Russia and Sweden in 

the age from eighteen to thirty have been asked to identify the ideal eye color, hair color, hair 

length and make-up for a woman in order to look beautiful. Besides that, congruence between 

advertising images of female beauty and consumer's perception of ideal self in terms of 

wanting to look like a specific model was tested. After analysis of empirical results, some 

differences, as well as similarities between two countries have been found. Since the issues of 

advertising standardization still are in the focus of many studies, findings of this study is 

another argument in favor of adaptation international advertising campaigns to the specific 

requirements of local markets in different countries. 
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Part 1.Introduction 

 

Marketing and especially advertising have always been in a great interest of mine. The first 

time I have been introduced to the marketing as a subject, was 6 years ago during my studies 

in university in St. Petersburg, Russia. I was amazed by amount of concepts, models and 

marketing techniques that companies use in order to attract customer’s attention to their 

products and services. Since then my interest to the marketing field has only been growing. 

Within the limits of Master’s Thesis, I conducted a research about ideal self-image of a 

woman across cultures and about relations of consumers' identity with advertising images of 

beauty. 

 

1.1. Background 

 

Promotion represents all kinds of communications with customers that marketers use in the 

marketplace. Advertising is considered as one of the most popular methods that are used by 

companies for promoting their products, creating brand awareness and providing associations 

of products with brands. Examples of advertising are: television and radio ads, print ads, 

billboard ads, brochures and catalogs, posters, in-store and outdoor ads, web-pages, banners 

and many others. Unlike other tools of promotion (personal sales, public relations and word of 

mouth), advertising is a paid tool, which covers communication towards mass of people 

(Lovelock and Wirtz, 2007). Annually companies spend a huge amount of money on their 

advertising campaigns. For example, in 2007 about $ 150 billion was spent on advertising in 

the USA (TNS Media Intelligence, 2007). Sometimes, a good advertisement may lead a 

company to a great success and a bad one to losses and even bankruptcy. Therefore, it is very 

important for companies before creating an advertising campaign to conduct a marketing 

research and accurately define specific target group to achieve the best results. Of course, it 

should not be forgotten that in spite of great importance of advertising, there are many other 

factors that can influence total sales of a product or a brand (Reeves, 1961).  

 

Our time is in many aspects a time of advertising. We are surrounded by a huge amount of 

stimuli in the form of advertisements: you can find them on the TV and in the cinema, see 

them on the streets, hear on radio and read in journals, newspapers and in the Internet. Many 

companies with their brands and products compete for people's attention and their money, so 
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in order to win they compete in providing different inducements for customers, trying to meet 

some hidden desires and expectations. It can be argued that advertising, as mass medium, 

meddles with people’s lives, trying to control them on conscious and unconscious levels. 

Actually as Solomon et al. (2006) put it, marketers have always tried to use advertisements to 

convince consumers that they “need” buy a product in order to be happy and do not feel 

inferior to others. However it is a field of complex issues and so influence of visual images 

that are used in advertising will be discussed more detailed later in Part 3 of the study. 

 

This study is concentrated only on one type of market – Business to Customer (B2C). Even 

though the elements of promotion mix could be used the same way for all markets (B2C, 

B2B, C2B and C2C), the aim and relations between buyer and seller, the process of decision 

making and the results for each of them would be absolutely different. According to Murphy 

(2007) B2C marketing campaigns are targeted on large market, usually are short in duration 

and aimed at maximizing the value of transactions. They are also directed on immediate 

attraction of customer's interest and creation of brand identity through imagery and repetition 

of advertisements. It also has to be mentioned that many companies, working in B2C markets 

have realized the importance of building relationships with customers and creation of loyalty 

(Murphy, 2007).  

 

Let me define a main customer nowadays. Many researchers in the literature refer to a 

customer as “she” because women form a majority of customers around the world (Leslie, 

1995). Moreover, most products and services that are available in the market have been 

created especially for women. Women consume not only for their own needs but often for 

others. In traditional families a woman is usually a family financial officer, i.e. the one who 

decides and makes purchases – “the man makes it, and the woman spends it” (Solomon et al., 

2006, page 411). In spite of the fact that cultural background has a great importance on such 

roles, in the northern Europe classical “male” and “female” roles are still quite strong 

(Solomon et al., 2006). That is why marketers often use an image of a woman not only in 

those advertisements, directed on females but also in those, targeted on males (e.g. cars, men 

perfume). Therefore an image of a woman as a potential customer seems very important to 

analyze and discuss, especially in the context of cultural differences.  
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1.2. Problem formulation 

 

In the old days of advertising, companies tended to create one universal advertisement for 

delivering the same message to as many people as possible (Solomon et al, 2010). Later they 

recognized differences between people and advertisements started to become more and more 

narrow, targeted on small groups of people, dividing by age, gender, income, interests and 

other factors. As time went by, marketing research showed an importance of another factor – 

culture. It is also interesting to observe that in the areas of marketing and advertising, 

ethnocentrism lasted longer than in the area of management, which is quite strange because if 

there is one aspect that is influenced by the culture it is consumer behavior (de Mooij, 2010). 

In accordance with de Mooij (2010) culture differentiates one group of people from another 

and includes not only patterns of people’s behavior but also their language, traditions and 

rituals, religion, food, cloths, art, music, literature and their lifestyle in general. Many years 

ago Hofstede G. (2010) defined five cultural dimensions (power distance, individualism, 

uncertainty avoidance, masculinity and long-term orientation), which are still commonly used 

today by researchers, international managers and marketers. 

 

However some multinational companies, as well as international advertising agencies prefer 

to ignore cultural differences and special characteristics of foreign markets (Leslie, 1995). 

Some of them may do it because it’s easier and cheaper to go with one global advertising 

campaign, creating universal image, using the same pictures, colors, models and etc. 

(Laroche, 2001). Others share a common opinion that the world now has much more 

similarities than differences and that is a beginning of a global culture (Park and Rabolt, 2009; 

Usinier et al., 2007; Brunsson and Ahnre, 2006).  

 

We all can feel now a process of globalization with constantly increasing popularity of the 

Internet and global spread of mass culture and modern technologies. 50 years ago, I guess, no 

one could imagine for example, that a fruit that grows only in Africa can be easily available in 

the local supermarket of Iceland. Since international trade started to grow, people got an 

opportunity to consume almost everything that exists in the world. Borders between countries 

are becoming more invisible and market is becoming global (Brunsson and Ahnre, 2006). 

Changes can be seen not only in economics and marketing but also in politics and social 

system, in science (medicine, biology, engineering, etc.), in food and in culture. Globalization 

is here. People gain new knowledge of the world, change behavior, perception and even tastes 

Brunsson and Ahnre, 2006). It is interesting to analyze to what extent globalization influence 
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on people and how it changed their ideals and values. 

 

Description of whether a woman is beautiful is based on combination of inner beauty, 

including such psychological characteristics as personality, intelligence, kindness and others, 

and outer beauty, including physical characteristics such as appearance, health, youthfulness, 

a body type and etc. (Feng, 2002). I believe that everyone has his/her own image of beautiful 

woman, which depends on specific cultural background of this person. Due to big amount of 

cultures in the world, standards of beauty should be different between cultures. However, 

looking on advertisements that are presented in journals and TV across the world, it seems 

that a concept of beauty has been unified, at least visually. It has been iconized in the media 

by super models and western celebrities (Rokka, Desavelle and Mikkonen, 2008). So here it 

comes to a question of existence an ideal image of female beauty in the context of different 

cultures and countries. 

 

According to some researches, advertising often reflects cultural values of the society, so 

looking back to the history of advertising, it can be seen how ideals, standards and values 

were changing over time (Sen Gupta and De, 2007, Belk and Pollay, 1985). On the other 

hand, Albani (2005) argues that advertising images do not simply show changes in women’s 

fashion and lifestyle, they are parts of cultural and social system that construct an ideal female 

beauty. So marketers under companies’ interests dictate how a woman should look or not look 

like, in order to meet society’s beauty standards. It is a profitable business for companies 

since beauty surrounded by enormous amount of industries starting from producing 

cosmetics, accesorries and cloths to render services, such as professional beauty saloons and 

healthcare.  

 

1.3. Research question 

 

The study is concentrated on analysing of how women can identify and express ideal images 

of themselves. A specific research question formulated as follows:  

 

Are there any cross-cultural differences in the ideal image of female beauty, and, if so, what 

are they? 
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1.4. Purpose of study 

 

This study is done in order to show to companies differences and similarities in terms of ideal 

female beauty and to gain a greater awareness of social reality in different national contexts, 

as well as to shed light on how strong globalization has influenced on cultures. Since 

international advertisers, creating advertisements, try to build connection between products 

and self-images of consumers, they need to know values and ideals of the targeted group. So 

the study may help them to understand important characteristics of contemporary ideal beauty 

image across cultures before creating standardized or adapted advertising communications. A 

secondary purpose of the study is to contribute to an increased knowledge of the advertising 

and culture.  
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Part 2.Methodology 

 

2.1. Research strategy 

 

In order to explore cross-cultural differences within ideal image of female beauty, 

characteristics of beauty need to be specified. In spite of the fact that image of beauty has 

many different aspects, usually only a woman’s appearance (i.e. outer side of beauty) can be 

seen in advertisements. Thus, the study is concentrated only on some physical aspects of 

beauty and particularly on a female face. Even though a female body in the matter of beauty 

can be a subject of interesting discussions (as one conducted by Albani, 2007), its importance 

is not emphasized in present study, assuming that the body type should be among average. 

Instead, a research examines women’s hair, eyes and the usage of makeup. 

 

On this stage one of two research strategies could be chosen: quantitative or qualitative. 

According to Bryman and Bell (2007), distinction between two strategies is not very clear, 

however the difference can be found in the fact that quantitative research implies some type of 

measurement while qualitative does not. Since the study is directed on investigation of cross-

cultural differences within ideal image of female beauty, there is a need to measure some 

concrete aspects of this image. Therefore quantitative research was chosen. 

 

2.2. Research design 

 

According to Bryman and Bell (2007), there are five different types of research design, so in 

this research due to its cross-cultural nature, comparative research design was chosen, which 

implies making identical methods of two or more cases. Cross-cultural research in marketing 

presumes that culture is the only explanation of deep affect on people’s behaviour. Also in 

many cases nationality can be used as some sort of substitute for culture. 

 

Cross-cultural research occurs when a subject of investigation is a specific issue that occurs in 

two or more countries with comparison in different cultural settings, such as lifestyles, values, 

traditions, etc. (Bryman and Bell, 2007). In the present study analysis of two contrasting cases 

(two countries: Russia and Sweden) was chosen, along with collection of data within a cross-

sectional design format. In addition, this research is focused only on individuals. 
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2.3. Scientific approach 

 

Any scientific research needs to be related to the theory. If a researcher wants to build the 

theory based on his/ her findings during empirical investigation, it means that inductive 

approach should be used. Deductive approach on the other hand implies a usage of already 

existing theory. A researcher through defined hypotheses and following data collection comes 

to findings, where his/ her hypotheses can be confirmed or rejected. (Bryman and Bell, 2007)  

 

Since the quantitative strategy has been chosen, as stated by Bryman and Bell (2007) 

“deductive study is typically associated with a quantitative research approach”. Moreover, the 

purpose of this study is not to build a new theory but to prove or reject prevalent theory of 

cross cultural differences in self-image of woman when it comes to advertising. That is why 

this study is based on the deductive approach with the use of advertising theory, visual 

persuasion, self-concepts and culture. However, since the present research does not have 

characteristics of experimental research, hypotheses are not defined. 

 

There are two sides of the research question. First one examines the differences between 

women from two different nations within expression of ideal selves. The second one examines 

if women are consistent in choosing an image, which is transmitted in advertisements, with 

their own ideal self. This consistency seems to be very important for companies since exactly 

through advertisements they try to encourage consumers’ identification with the models in 

images (Messaris, 1997). Therefore if advertisers will simply use characteristics of an ideal 

image of beauty, which is defined within the country, they may fail in the advertising 

campaign because consumers will not associate their own ideal selves with advertising image.  

 

Sometimes a woman may like an image of advertising model, which is not consistent with her 

own self-image. For example, a woman may express her ideal self image as a white blond 

woman with blue eyes and at the same time she may like an advertising image of red-haired 

woman with green eyes. According to Messaris (1997), “by presenting us with models whose 

sexual or financial or other types of success we may wish to emulate, advertising images draw 

upon our tendencies for identification in order to strengthen our emotional involvement with 

ads” (page 44).     
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2.4. Data collection 

 

Data collection includes two sources: primary and secondary data. The advantage of using 

secondary data is not only saving in money and time but it also offers appropriate and 

approved methods and data to conduct a particular research problem (Bryman and Bell, 

2007). Secondary data in this study is basically based on the article written by Bjerke and 

Polagato (2006), who were investigating how well advertising images of health and beauty 

travel across cultures. It was done in order to compare future results with results of the past 

study, which can be quite interesting, since that research was made four years ago and 

included different countries. Taking into account all these advantages, it is recommended to 

start a research with an analyses of secondary data sources (Bryman and Bell, 2007).        

 

The primary data  includes the data that is relevant to the present study and research problem. 

It was collected by a researcher in order to answer the research question, using survey 

techiques, which are based on a structured questionnaire. The use of questionnaire is 

essentional here in order to get structured information about consumers’ ideal selves and their 

opinion of advertising images of beauty. 

 

The survey questionnaire was administered using electronic interview. Through electronic 

method, respondents were asked to go to a particular web-site to complete a survey. 

Advantages of this method are high speed, low cost, quality of responses, data quality, 

contacting certain target groups (Malhotra and Birks, 2007). However electronic interviews 

have some disadvantages as well, including access to web and possibility of technical 

problems, which can prevent the questionnaire to work correct.  

 

2.5. Construction of the questionnaire 

 

In a questionnaire that is used for empirical research all questions are fixed-response 

alternative questions, which require respondents to choose one answer from a prepared set of 

answers (Malhotra and Birks, 2007). This type of questionnaire has been chosen in order to 

reduce inconstancy of the results and make coding, analyzing and interpretation of answers 

more simple and evident. However a disadvantage of using such questions is loss of validity 

for data, consisting feelings and beliefs. Respondents may be unable to provide precise 

answers due to limited range (Malhotra and Birks, 2007).    
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A questionnaire consists of two parts (Appendix 1). The first part includes general questions 

about respondents, defining their age (18-30), education (secondary school or university), 

place of living (village, town and city) and opinion about fashion.  

 

The second part consists of two types of questions. First type includes questions about some 

parameters of image, which respondents have to choose in order to construct their ideal 

beautiful face. More specifically these parameters are: color of the hair (with spectrum from 

blond to black), length of the hair (short, medium and long), color of the eyes (from blue to 

black) and the necessity of using make-up to look beautiful. Scales of colors have been 

chosen in accordance with the research of Bjerke and Polegato (2006) in order to have 

comparable results. All aspects of appearance were chosen due to their significance for the 

image of beauty and also because most of them can be easily changed through 1-2 cosmetic 

procedures. The questions were following: what eye color/ hair color/ length of hair/ make-up 

a woman should have to look beautiful? All these questions also contained an answer “any of 

them”. 

 

The second type of questions in the main part consists of two questions. The first one includes 

pictures, showing advertising images of woman and asking: “If you wanted to look more 

beautiful, which of these women would you prefer to look like?” One of possible answers is 

“None of them”. The second question also includes pictures, asking: "What type of make-up 

is more beautiful?" According to de Mooij (2004), the perception of celebrities that are used 

in advertising, highly varies across cultures in terms of congruence with self-concepts (e.g. 

more accepted in individualistic cultures). Therefore, advertising pictures represent different 

models, which are not very popular in the presented countries (Appendix 2). 

 

2.6. Sample selection  

 

In order to be able to generalize findings from the sample to the population from which it was 

selected, the sample must be representative (Bryman and Bell, 2007). However, due to the 

high difficulties of obtaining representative sample and even probability sample, this research 

was conducted using convenience sample. So the method of selection will not be completely 

random, meaning that some units in the population will more likely to be selected than others. 

The sample of research includes eighty people from each country with a total of one hundred 

sixty responses. 
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The countries for examinations are: 1) Russia, since the researcher is Russian and has sources 

for accumulating necessary data and 2) Sweden, since the researcher is a current student in 

Swedish university and therefore has all possibilities to collect data. Moreover, Russia and 

Sweden are very interesting countries for analysis since both cultures share some values, due 

to their location and historical background (located in Baltic region, had a common history of 

trade, starting from the Viking period) and also have many differences, including differences 

in economic level, lifestyle and social level, what can be seen through Hofstede’s cultural 

dimensions (Hofstede, 2010). 

 

More specifically, in Russia two cities are in focus: Saint Petersburg, the second largest city in 

Russia after its capital, and Belgorod, a small town in the south of Russia. Those areas were 

chosen in order to see differences in ideal self-image between a woman from big urban cities 

who usually follows the fashion and a woman from small rural towns who usually has more 

constant and conservative tastes. In Sweden, only 1 town is in focus – Visby. Even though it is 

a small town, people from all over the country come here as tourists or students at Gotland 

University. 

 

2.7. Validity and limitations 

 

Regarding Malhotra and Birks (2007) conducting a research, a researcher has two main goals. 

First consists of making valid and reliable conclusions about the results of independent 

variables on the sample group (internal validity). Second goal consists of making valid 

generalization to a bigger group of interest (external validity). The methodology of the present 

research is mostly based on the larger study, made by Bjerke and Polegato (2006), where three 

tests of validity have been applied: content, convergent and discriminate validity to the 

meaning “beautiful”. All of them met the requirements of standard tests. Also a Z-test of 

significant proportions is applied for defining cultural differences between Russia and Sweden 

(Dimension Research, 2010).  

 

As any research, especially cross-cultural, current research implies some limitations. First of 

all, the degree of reliability is not very high since the study has been conducted only once. To 

achieve higher reliability, the study has to be repeated and findings should be similar to those 

obtained in first time (Bryman and Bell, 2007).  

 

Second of all, study has been limited by choosing for examination only Caucasian women, 
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since women with different ethnic background should have a completely different ideal image 

of beauty, what requires quite diverse research. Thirdly, the age of respondents varies between 

18 and 30 years old, due to easy access to this group of respondents.  

 

Even though the questionnaire has been made in accordance with the questions, constructed 

by Bjerke and Polegato (2006), the translation difficulties and linguistic bias may also limit 

the research. Another, very important limitation lies in the chosen specific aspects of the ideal 

image of beauty, which, indeed, may not be limited with just eye color, hair color, hair length 

and usage of make-up.  

 

The pictures of advertising women also have some of pitfalls. According to some researchers 

mentioned in Messaris (1997), the perception of pictures differs from one culture to another 

and a picture is a language that has to be studied, as well, as any text. For example, color can 

elicit different emotional responses, irrespective of the picture itself (Percy et al., 2001). 

Especially it relates to the color photographs that can turn into “vampires” in advertising. In 

the questionnaire women, depicted in the photographs, have different facial expressions, as 

well as looks and smiles, thus, all these characteristics may distract respondents in defining 

their ideal selves. Moreover, there is a possibility that with the use of different pictures, the 

results could be different as well. 
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Part 3.Advertising  

 

3.1. Definition of advertising 

  

According to Oxford English Dictionary (2010), a verb to advertise means “to present or 

describe (a product, service, or event) in a public medium so as to promote sales”. This 

definition seems quite correct, however in my opinion it doesn’t show a real aim of the 

advertising – to provide a connection between consumer and a product or service. As Percy, 

Rossiter and Elliott (2001) put it, advertising is aimed at building a good long-lasting attitude 

towards the brand. It is also well known that advertisement, in contrast to personal relations 

and word of mouth, is a paid type of communication, which is directed on mass of people. 

The following definition citied in Lombard and Snyder-Duch (2001) tells not only what is it 

advertising but also shows its functions: “advertising is a form of controlled communication 

that attempts to persuade consumers, through use of a variety of strategies and appeals, to buy 

or use a particular product or service” (page 56). 

 

That was a scientific approach to the advertising but what people, regular consumers think 

about it? Every day people have to face with a huge amount of adverts, appearing in the 

newspapers and journals, broadcasting on the TV and radio, delivering to home as direct mails 

and by telephone. Moreover, those who have to deal with Internet will not miss pop-ups, 

banners and buttons on the web-sites, spam in e-mails and others. So advertising seems to be 

everywhere and affect everyone.  

 

People can have negative, positive or mixed attitude to the advertising. Many international 

studies show consumers as “generally well-disposed to advertising” (O’Donohoe, 2001, page 

3). This is reasonable since advertisements can educate consumers in some way and provide 

with useful information about new products and services available in the market. Survey 

made by Advertising Association in 2000 found that more than 70% of population in Britain 

has a good attitude towards advertisements, and it doesn’t depend on gender, age and social 

status of respondents (O’Donohoe, 2001).  

 

However, due to the hundreds of adverts seen every day, people no longer pay attention to 

stimulus; they do not “see” advertisements anymore and tend to ignore it. “Almost like drug 

addiction, a consumer can become “habituated” and require increasingly stronger “doses” of a 
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stimulus for it to continue to be noticed” (Solomon et al., 2010, page 130). Therefore 

advertisers need to make lots of efforts to be distinguished by potential consumers. As a 

response to this challenge, marketers are becoming more severe and much more creative, 

using new sounds, colors and different images. To gain consumers attention they make 

advertisements fast-paced, vibrant, improbable and dynamic, and even quite or unpleasant and 

aggressive just to stand out from the others (Lombard and Snyder-Duch, 2001). “Gaining 

positive consumer attitudes is considered critical to the success of advertisers, since attitudes 

clearly influence how consumers evaluate products” (Ueltschy and Ryans, 1997, page 483).       

 

3.2. Visual images in advertising 

 

From 1950s researchers in marketing and consumer behavior confirmed a huge impact of 

image on the consumers’ attitudes towards advertising and advertized products (Stern, 

Zinkhan, Jaju, 2001). By the term “image” Stern et al. (2001) implies “gestalt”, a symbolic 

representation of "the silent meanings" that aimed to provide associations for customers with 

particular brands and products, a company and a store.  

 

Many marketers deeply rely on visual elements in advertising. They know that pictures and 

illustrations have a very powerful effect on people, stimulating strong emotional responses 

(Percy et al., 2001). For example, a colorful image of big and really tasty-looking Big-Mac 

has an ability to elicit emotions, so the advertisement of McDonalds will trigger some sort of 

emotional responses from people. Creative advertisers have a good understanding of how to 

use different types of visualization in order to produce particular emotional responses. 

 

On the basis of a marketing investigation mentioned by Lovelock and Writz (2007) 

advertisements of services (bank and spring-travel services) that included visual pictures were 

perceived as more interesting and persuasive than those that had only text inside. So for the 

company, trying to advertise complex low-contact service that is hard to describe, will be 

helpful to use “vivid information” that will catch consumer’s attention and create an 

intelligible impression on the senses (Lovelock and Wirtz, 2007). 

 

Image is an important element of the source of information perception. Of course, text 

possesses a great capability of managing the process of information but using of image offers 

a great potential as well. The impact of these two elements increases if they cooperate in 

designing of advertisement. Images in advertising may help to explain a text message and 
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present a product or service in action. It may also stimulate consumers, producing necessary 

sensation, and create associations with the advertised product (Hendee and Wells, 1997). 

Image can represent drawing, pattern, outline, picture, illustration, slide, photograph and 

snap-shot (Messaris, 1997).  

 

Photography is the most often used technique for decoration of journals, books, newspapers, 

posters, cards and etc. Usually a picture can tell much more about the product or service than 

anything else (Percy et al., 2001). That is why newspapers and magazines are full of 

advertisements with different illustrations. Photography used in advertisement does not give 

many variations to a consumer about information that she receives. Therefore, consumers tend 

to perceive such advertising as trustworthy. Very important element in advertising photograph 

it is its high quality. Sometimes it is even better not to use a photograph with an average 

quality because it can bring an opposite effect and make the advertisement uninteresting and 

therefore unnoticed (Fey and Bashore, 2000). 

 

The power of advertising image also depends on the color of its design. Color can even elicit 

emotional responses (e.g. produce excitement or relaxation), irrespective of the picture itself 

(Percy et al., 2001). Especially efficiently can be using color photographs, which can convey 

real colors and shades of the object, as well as give a deeper impression of connection to the 

real life. For example, food, beauty products are better in color. Luxury products (e.g. 

expensive watches, perfume) sometimes look better in black and white, what gives a polish to 

products (Percy et al., 2001). 

 

Some advertising campaigns are completely based on the power of images. A study described 

in Bjerke and Polegato (2006) Mitchell (1986) investigated that advertising with visual 

illustrations are not only more effective than verbally oriented but it also leads to better 

understanding and greater preference by consumers. An ancient Chinese quote cited in Reeves 

(1961) tells that “one picture worth a thousand of words” (page 108). However advertisers 

must be careful with the use of visual illustrations. By paraphrasing the previous quote, within 

reality of advertising, we can get that “one wrong picture can steal a thousand words” 

(Reeves, 1961, page 108). 

 

Rosser Reeves was one of the most successful American advertisers and also the first who 

discovered a term of “vampire” image. “Vampire” image is an image showing in 

advertisement that takes all the attention and distracts consumers from the product or service, 
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so they cannot even remember what have been advertised. “Vampires” in advertisements can 

appear as: a beautiful woman or a celebrity, an interesting story that thrills through the whole 

advertisement or a striking visual pattern, who, as a vampire, “sucks strength away from the 

main story” (Reeves, 1961, page 103).  

 

Often “vampires” are hard to recognize, they are inconspicuous in advertisements and can 

appear in the image of a cute child, who is eating famous spaghetti or in the image of a big 

brawny furious dog, which is pulling a new car on the leash (Picture 1). The last image 

actually appeared at the real advertisement from Volvo within a theme “Volvo challenge any 

opposition” (Resume.se, 2009). The aim of the advertisement consists in showing the ease of 

rolling of tires. However, since the actual message comes at the end of the advertisement and 

the image of dog takes all the time, it is not really clear what had been advertized. 

 

      

       

 

However some marketers argue about commercials like this, saying that “vampire”, bright 

and striking images, raise up emotions in potential consumers, that “it gives the public a 

feeling about our product” (Reeves, 1961, page 107). It is true but advertisers who want to 

achieve success, have to think about reality and see the price of bringing feeling to the image 

in exchange of the sales message.  

 

3.3. Self-concept in advertising 

 

It was pointed out before, that due to tremendous amount of advertisements attacking 

consumers every day, a successful advertisement should be different and stand out from 

others (Lombard and Snyder-Duch, 2001, Solomon et al. 2010). Kotler (1999) claims that to 

gain and keep consumer’s attention, advertising should be “more imaginative, more 

Picture 1.TV advertisement from Volvo - www.resume.se 
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innovative and more entertaining”, so creativity is a very important part of advertising success 

(page 798).  

 

Reeves (1961) argues about this, saying that “originality” in advertising it is “the most 

dangerous word of all in advertising” and very creative and original advertisements either can 

become very successful and profitable or lead to a huge failure, and the last case occurs much 

more often than the first (page 114). So advertisers who want to make a brilliant unusual 

advertisement can be compared with alchemists who wanted to turn lead to the shining gold. 

Reeves (1961) claims that “lead remains lead” and “we must start with gold” (page 119). 

Since both approaches are quite unstable, it should be another way to work with advertising. 

Therefore had been suggested another interesting approach, providing the use of more 

customized and personalized advertising (Leslie, 1995).  

 

Instead of emphasizing on the content and plot of a specific advertisement, marketers started 

to think about target groups for advertisements, making messages more personal to customers. 

According to Kotler (2008), marketers changed strategy from mass advertising to more 

focused campaigns, building closer relationships with consumers in smaller micro markets. 

New information technologies also helped in this task, tracking individual characteristics and 

preferences of consumers, so advertisers could use that in the process of creation adverts. 

Leslie (1995) also raises a question of the importance of geodemographics as a powerful tool 

for advertisers “to control consumer behavior and to construct identity” (page 417). 

 

One of the basic questions in the process of creating advertising is to identify the target 

segment. Even though personality of a consumer is not something that can be considered as 

one of fundamental characteristics for defining a target segment (Percy et al., 2001), it is very 

important for determining how a consumer can process an advertising message. In 1980s, for 

the first time, marketers all over the world started to think about consumers as people who 

have their own perception about themselves (Solomon et al., 2010).  

 

Bjerke and Polegato (2006) defined self-concept as “a system of thoughts and feelings about 

the self which is a driving force for much of human behavior” (page 867). In accordance with 

Mehta (1999) and Solomon et al. (2010) self-concept is a structure with high complexity, 

composed of multidimensional characteristics, including physical and psychological attributes 

that can be evaluated differently, and sometimes are even given more emphasis when the 

overall self is being evaluated. Many researchers (Chang, 2005; Solomon et al, 2010; Bjerke 
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and Polegato, 2006) agree that there are four different dimensions of the self-concept: actual 

self (objective), self-image (subjective), ideal self, social self (looking-glass self). 

 

Actual self 

Actual self shows the real image of self, what the person actually is. It can include social 

status, age, gender, etc. Marketers can use it by advertising products that are consistent with 

the person’s actual self. For example, the advertisement of Toyota’s minivan “It is all about 

your family” addressed to busy parents who care about their children (Allen, 2010).  

 

Self-image 

Self-image refers to the way of how a person sees himself/ herself. For example a person can 

believe that he/ she is very generous, honest and friendly, however it can’t be just his / her 

perception, what in reality is different. So marketers can advertise products that are 

compatible with consumer’s self-image. Birdwell (1968) conducted a research to find a 

relation between personality needs and personality characteristics of consumers with their 

purchasing behavior or in general to find a relation between the self-image and the product 

choice. Through the experiment with car owners Birdwell (1968) finally found a high degree 

of congruity between four groups of car owners’ perceptions of their self-image and brands of 

their cars. It is also interesting to notice that the degree of congruence between car owners’ 

self-image and car brand is much greater for owners of expensive cars (e.g. Cadillac, Lincoln) 

and less for owners of middle and low-priced cars. 

 

Ideal self 

Ideal self shows a person’s conception of how he/ she would like to be. People need the ideal 

self to have a comparison with their actual self (Allen, 2010). The ideal self can be influenced 

by the culture, including heroes, celebrities and models of success and appearance (Solomon 

et al., 2010). Some products or services may be purchased as a tool for reaching some goals. 

For example, a woman who wants to be healthy but does not have time to do sport will feel 

closer to the ideal self by buying and eating healthy food.  

 

According to Richins (1991) advertising sometimes can present unrealistic or idealized 

pictures of people (especially of beautiful models), so consumers have to deal with the images 

of perfection, which they never will be able to achieve. By conducting a study with eighty 

female students, Richins (1991) found that women frequently compare themselves with 
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idealized models in advertisements and such images lead to the feelings of dissatisfaction. 

 

Social self 

Social self is what a person imagines others think about him/ her or in other words it is a 

perception of how a person want to be seen by others. Of course, the looking-glass image that 

a person receives will depend on those people who are around and whose view is important 

for a person (Solomon et al., 2010). Social self usually is used in the market for young people, 

where brands of the clothes can give respect and social acceptance in the group (Allen, 2010).  

 

According to Prentice (1987), consumers have a consistency between their values and what 

they buy. In order to deliver an ideal self-presentation, a consumer buys products that 

congruent with her ideal self. It implies that every brand has its own personality or image, 

perceived by consumers (Chang, 2005). So advertisers use this image in order to provide a 

relationship between the meaning of the brand and consumers’ self-concepts (e.g. actual, 

ideal, social selves or self-image).  

 

Feiereisen, Broderick, Douglas (2009) and Chang (2005) claimed in their research that 

advertisements that congruent with consumer’s self-concept are more effective than 

incongruent. Moreover, the higher the congruence, “the more likely self-image will affect 

consumer decision making” (Litvin and Goh, 2003, page 24). As Solomon et al. (2010) puts 

it, self-image is relevant to use in advertising of everyday and useful products, while ideal self 

in advertising of highly social products such as perfume.  

 

In the present research only two parts of self-concept are used: self-image and ideal self, as 

well as the self-concept itself as indicator of consumer’s evaluation. Within these concepts, 

the aim of the study includes finding differences in the ideal image of female beauty across 

cultures, as well as finding congruence between consumer’s ideal image of self and 

advertising ideal image of female beauty. It is very important to study, since the basic strategy 

in advertising includes not only matching an image of the product with a self-concept of the 

consumer but also matching a brand image and self-concept with the advertisement's 

presenter (a model) for this brand (Bjerke and Polegato, 2006). 
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3.4. Women in advertising 

 

There are many directions for investigation relationships between a woman and advertising. 

For example, it can be a role of a woman in the process of creation advertisement, either as a 

part of advertising image or as a consumer, who has a lot of spending power. View on a 

woman as a consumer brings us to the difference between men and women. According to 

Feirereisen (2009) men and women have many differences: men are guided by self and 

usually use “a schema-based strategy” in advertising processing, while women due to their 

communion orientation use “a detailed processing strategy” and attracted by exhaustive, 

careful and highly subjective processing (page 815).  

 

As a consumer, a woman lives under a great pressure. Many researchers argue that advertising 

has a great impact on the real life and shapes the way of women’s life (Belk and Pollay, 1985; 

Albani, 2005; Rokka et al., 2008). As it been discussed before, especially advertisements of 

beauty services and products has been criticized on this basis, since they are directed on 

persuasion that a better appearance (i.e. beautiful face and body) it is what a woman needs in 

order to achieve personal, business and social success (Albani, 2005). And a woman’s 

appearance is a huge part of their self-concept. The study of old women in six countries, 

mentioned in Solomon et al. (2010) showed that most of women are very concerned about 

their appearance. They use lots of cosmetics and keep to special diets, as well as do exercises 

in fighting with the age. What is interesting, is that northern European women mostly agree 

with the statement that “ageing was natural and inevitable" (Solomon et al., 2010, page 161).        

 

Advertising creates not only an image of appearance for women but also gives them different 

roles in the society. Some studies show that women play a fixed set of social roles and 

functions in advertising (Bartos, 1989). First traditional role of a woman is a good housewife 

and mother, who concerns about caring of children, cooking, washing and cleaning. Another 

traditional image of a woman in advertising is a sexual object of a man. It particular refers to 

presenting of woman’s body in advertising mostly targeted on men (e.g. expensive sport cars, 

perfume and alcohol). During the last decades, advertisers started to show another image of a 

woman, a modern all-sufficient business lady, who enjoys her life of freedom. This image 

especially often used in USA (Kurtz, 1997), while for example in Russia a woman plays 

mostly traditional roles in adverts. A study based on women magazines, found that advertisers 

usually show several categories of woman's image, such as “classical beauty”, “sensual” and 

“girl next door”, which can be defined by visual parameters of female beauty, such as color 



  20 
 

and style of hair (Messaris, 1997). And regardless of all roles that a woman plays in 

advertising, she never forgets that she is a “woman” and needs to take care of her appearance, 

purchasing such products, as cosmetics, perfume and clothes.  

 

In addition to obtrusion social roles, advertising also foists beauty standards for women. It is 

interesting to see how women interpret term of "beauty" and what characteristics of «beauty» 

are across cultures. Rokka et al. (2008) found that Finnish women are influenced by 

international advertising, mass media and popular culture in almost the same degree as they 

are influenced by own specific culture features. Therefore, even though the historical image of 

Finnish beauty associated with “natural look” is still quite popular, it also perceived as boring 

and not interesting. This is a clear example of the impact that global advertising has on 

people’s image of beauty.  
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Part 4.Standardization vs. adaptation and cultural dimensions 

 

4.1. Globalization  

 

In the contemporary society it became quite easy to communicate with people around the 

world. Due to the different agreements between states a person who has an entry permit and 

holds a valid airplane ticket can travel anywhere he wants. Moreover, this person or a 

customer expects the same behavior and the same services from any airlines and airports with 

whom he/ she interacts all over the globe (Brunsson and Ahrne, 2006). For example, we know 

that a stewardess is the one who supposed to help passengers during the flight and a pilot is 

the one who aviates. Therefore it is easy to predict the behavior of particular people and 

organizations, just having some knowledge about them, including their personal 

characteristics and backgrounds. For many researches this high level of predictability and 

order is very important in a sense of proving the concept of globalization (Brunsson and 

Ahrne, 2006).   

 

Globalization is a very popular subject for discussions in journals, newspapers and books. In 

many of textbooks about international marketing and consumer behavior, one can find lots of 

statements about the world and consumers that are becoming more alike (de Mooij, 2004). 

The concept of globalization and global culture are supported by such evidences as spread of 

mass communication, multinational brands and companies, new technologies and travelling 

all over the globe. So due to the fact that people consume the same products and wear the 

same brands of jeans, that they eat at the same restaurants, use the same brands of phones, 

watch the same movies and play with the same toys, it makes people believe that they live in 

the world of globalization, moving to universal, mostly Western values and the way of life (de 

Mooij, 2004).  

 

Nevertheless critics of globalization argue that there are almost no empirical proves of this 

concept. Ueltschy and Ryans (1997) confirmed that there are only few global brands (e.g. 

McDonald’s, Coca-Cola, Nike and Colgate), which can be considered as really global, 

however they cannot be specimens for the whole consumption in the world. In practice only 

few people watch international TV programs (e.g. SNN) regularly, instead they prefer to 

watch local channels and even “MTV has localized its content across Europe” (de Mooij, 

2004, page 3). In spite of the fact that football can be considered as a global sport, many 

nations have their own, local types of sport that are more popular, for example as cricket in 
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Pakistan, badminton in Malaysia and rugby in South Africa. As Van Der Bly (2007) stated: 

“globalization does not necessarily lead to global cultural homogeneity” (page 235). 

 

4.2. Standardization and adaptation in advertising 

 

The issues of marketing standardization and especially, advertising standardization have been 

in focus of many studies. Laroche, Kirpalani, Pons and Zhou (2001) discussed that the growth 

of transnationalization and integration between global companies has favored an increase of 

interest in the standardized advertising and the use of global image. In their research they 

found that two organizational factors (market knowledge of the local conditions at the level of 

headquarter and the marketing decision power of subsidiaries) are very important for the 

degree of standardization in advertising campaigns. Therefore they suggest to the companies 

before launching standardized advertisement, firstly, learn special features of foreign markets 

and also develop shared values and beliefs between headquarters and subsidiaries. Otherwise 

companies may be faced with difficulties in the local markets, as well as, with challenges 

between headquarters and their representatives. (Laroche et al., 2001) 

 

Leslie (1995) in her research used fifty five interviews with advertising agencies’ employees 

from all levels and occupations, in order to find the role of advertising industry in supporting 

of global brands. She argues that global advertising agencies (in particular, those that 

originated in the USA) intentionally try to emphasize and concentrate on common identities 

across cultures without differentiating cultural differences, which is very profitable for them 

due to the many benefits that give standardized advertising (e.g. low costs, gathering 

business). 

 

Assuming the homogeneity of customers, basing on the ideas of global consumer culture 

diffusion but without any strong empirical support of this fact, companies tend to choose 

standardized global image for using in international advertising campaigns rather than make 

an alteration for local markets. Gregory and Munch (1997) studied three hundred twenty 

native Mexican students in order to find how consistency and inconsistency with collectivistic 

values, such as familial norms and roles, may impact behavior and attitude towards 

advertising products (automobile and gelatine dessert) within Mexican collectivistic culture. 

The conducted research suggests that attitudes towards advertised products which portray 

cultural norms and roles in consistence with values for collectivistic culture (Mexico) were 
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much more well-disposed than with inconsistent advertisements. It shows that marketers 

should take into account cultural values of the society in the process of creation an 

international advertising campaign (Gregory and Munch, 1997).   

 

Ueltschy and Ryans (1997) also conducted a research in Mexico but in comparison with the 

United States in context of effect of the cultural differences on the consumers' attitudes 

towards advertisements. In spite of the fact that both countries have some similarities 

including geographical location, the study with 182 students from the USA and 172 from 

Mexico and a standardized printed advertisement as a product, confirmed that cultural value 

dimensions (good things in life, harmony and beauty, mental characteristics, societal 

requisites and Christian values) significantly vary from the USA to Mexico, what shows an 

importance of using advertisements adopted to specific cultures. 

 

However, as it was already mentioned before, many companies still prefer to use standardized 

advertising and develop one consistent global image without taking into consideration 

individual markets characteristics. To investigate this situation Park and Rabolt (2009) 

conducted a cross-national study, involving 329 university students from San Francisco, 

U.S.A. and Seoul, South Korea, in order to find the differences in brand image, cultural value 

and consumption value between these chosen countries. As indicated by the results, the 

subject of advertising (image of Polo brand logo) held different brand images, cultural and 

consumption values in two countries, and it actually shows a significant role of cultural values 

in the different perceptions of advertising.  

 

Both Leach and Liu (1998) and Lee (2000) discussed an issue of localization in the field of 

international marketing. Lee (2000) argued that classical models of cultural dimensions 

cannot fully explain consumer behavior, so she successfully tests a new model of relations 

between culture and social behavior developed by the American psychologist Harry C. 

Triandis.  Leach and Liu (1998) studied the use of culturally relevant stimuli in international 

advertising within two divergent cultures (collective culture of Taiwan and individualist 

culture of the USA). The results show clear differences between these cultures, especially in 

the context of perceiving in-group and out-group information within evaluation of the 

advertising. 

 

Pressey and Selassie (2006) have other view on this issue, since in spite of the fact that 

marketers recognize the influence of national culture on the consumer’s behavior the extent of 
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that influence need to be studied. Authors conducted a research which showed that 

international managers tend to exaggerate the role of cultural influence on the decision 

process while there can be hundreds of other factors and reasons that can affect sellers and  

buyers during their international negotiation. 

 

The debate about standardization and localization of marketing and advertising has been 

going for many years. More than 200 research articles with the subject, connected to cross-

cultural advertising have been written. According to Usunier et al. (2006) three main 

directions for developing an international advertising campaign can be defined nowadays: 

standardization, adaptation and compromise. The last approach proposes an adjusting to local 

markets while leaving some uniformity of advertising. Usunier et al. (2006) finally conducted 

a research in favor of compromise approach by reviewing 210 research studies from 1960 to 

2006 which showed that adaptation was used more often than standardization in cross-cultural 

advertising, however with a time, the situation started to change conversely. They arrived at a 

conclusion that marketers have to focus special attention and differentiate a category of 

advertising product and its degree of cultural sensitivity while creating cross-cultural 

advertisement.  

 

Increasing standardization is unavoidable in our contemporary society. Due to the many 

benefits, coupled with globalization, many firms, markets and advertising agencies, as well as 

products and brands want to be globalized and standardized. However, as stated by de Mooij 

(2004): “there are no global consumers” (page 5). In spite of the future economic 

development and modern technologies, the world will never see the homogenization of 

consumption and while “it seems possible to standardize advertising strategy, execution will 

still require much customization” (Usunier et al., 2006, page 8).    

 

4.3. Hofstede’s cultural dimensions 

 

In the favor of advertising adaptation, a work of Geert Hofstede can be used in the current 

study. G. Hofstede can be called as the father of modern cross-cultural research. His theories 

about cultural dimensions are very popular and known worldwide (Browaeys and Price, 

2008). “I've done work in about 65 different countries. And, culture is definitely very 

important” (Hofstede in the interview with Carraher, 2003). His latest research suggested that 

there were five dimensions that can be used for defining and differentiating national cultures. 
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These dimensions are: Individualism versus Collectivism, Masculinity versus Femininity, 

Power distance (high/low), Uncertainty avoidance (high/low) and Short-term versus Long-

term orientation. In short these dimensions can be explained as follows: 

 

 Power Distance Index can be described as the extent to which the less powerful 

members of organizations and institutions (like the family) accept and expect that 

power is distributed unequally (Hofstede, 2010). 

 

 Individualism describes the relationships between the individual and the group 

(Browaeys and Price, 2008). 

 

 Uncertainty Avoidance is the extent to which people feel threatened by uncertainty 

and ambiguity and try to avoid these situations (de Mooij, 2010). 

 

 Masculinity can be characterized as a degree to which people are more assertive and 

competitive (masculine in nature) or more caring - more feminine (Browaeys and 

Price, 2008). 

 

 Values associated with Long Term Orientation are thrift and perseverance; values 

associated with Short Term Orientation are respect for tradition, fulfilling social 

obligations, and protecting one's 'face' (Hofstede, 2010). 

. 

Hofstede’s work about cultural dimensions became a source of many interesting research 

works, such as a scientific article of Xu, F., Morgan, M., Song, P. (2009) who compared the 

travelling behavior of students in China and Britain and actually found both similarities and 

significant differences between two cultures, in accordance with Hofstede’s dimensions. The 

concepts of individualism vs. collectivism have been central to many cross-cultural studies, 

such as Leach and Lee (1998), Gregory and Munch (1998) and Lee (2000) who examined 

characteristics of different countries in order to demonstrate congruence of people's behavior 

with their cultural belongings. Pressey and Selassie (2006) used five dimension of Hofstede to 

investigate the impact of culture on international business.  

 

Since the current research is based on cross-cultural differences, it seems quite reasonable to 

examine the influence of culture on respondents’ answers.   
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Part 5.Empirical results 

 

In this part results of the general questions are presented, as well as the results of two main 

parts, including cross-cultural differences in ideal eye color, hair length and color, usage of 

make–up and congruence of ideal self and advertising image. All quantitative data have been 

collected electronically, what reduces possible data collection errors. Respondents were asked 

to visit web-site and fill up the survey. In this research a convenience sampling was chosen: 

respondents that were simply available to the researcher by virtue of its accessibility. In 

Russia mostly from the researcher’s database, containing ex-coworkers from JSC LOMO in 

St. Petersburg, school-mates from Belgorod and students from St. Petersburg State University 

of Engineering and Economics, as well as their acquaintances. In Sweden respondents were 

mostly students from Gotland University and their acquaintances. 

 

5.1. Results of the general part 

 

Across two countries there were found not many differences among respondents in 

distribution of their age, education level and a place of living. One can see in the Figure 1 that 

9% of respondents in Russia and 21% in Sweden are in age between 18 and 20 years old, 69% 

of respondents in Russia and 53% in Sweden are in age between 21 and 25 years old and 22% 

of respondents in Russia and 26% in Sweden are older than 26. It is important to note that 

most of all respondents in two countries are in age from 21 to 25 (61%), which is quite 

predictably, since this category of people was in the main focus of study from the beginning. 

 

QUESTION 1 - HOW OLD ARE YOU? 

   

 

By comparing education level in Russia and Sweden (Figure 2), it can be noticed that absolute 

A
9%

B
69%

C
22%

Russia

A
21%

B
53%

C
26%

Sweden

Figure 1.Age - A (Under 20), B (21-25), C (26-30) 
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majority of respondents (94%) in Russia have College/ University education, while in Sweden 

this index is only 59%. This difference can be explained with the choice of sampling. For 

example, 21% of Swedish respondents, which is twice more than in the sampling of Russia, 

are in age under 20 years old and therefore have only secondary education. Nevertheless, 

about three quarters of women in two countries have College/University education (76%). 

 

QUESTION 2 – WHAT IS YOUR EDUCATION LEVEL 

   

 

On the following Figure 3 below one can see that most of respondents in Russia grew up in a 

big city (50%), when majority of Swedish respondents (59%) grew up in a town with 

population less than 500 000 people. Due to the differences in overall levels of population in 

both countries, this situation seems quite logical: 9249 thousand people in Sweden and 

140874 thousand in Russia, according to United Nations (2009). Geographic segmentation is 

important in our study since women who grew up in the urban or rural areas might have 

different views on beauty and on advertising in general. 

 

QUESTION 3 – HOW CAN YOU SPECIFY THE PLACE YOU GROW UP? 

   

 

A
6%

B
94%

Russia

A
41%

B
59%

Sweden

A
12%

B
38%

C
50%

Russia

A
20%

B
59%

C
21%

Sweden

Figure 3.Place of living - A (Village), B (Town), C (City)  

 

Figure 2.Education level - A (Secondary school), B (College/ University) 
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No doubts that every woman wants to be beautiful. Sometimes her opinion of what is 

considered as beautiful is influenced by the latest beauty trends. Then it does not matter 

anymore if a woman thinks that red color is the most beautiful color for the hair. If she 

follows the latest trends and critics say that a black hair are in fashion during this season, she 

might change her mind about color of the hair from red to black.  

 

However according to the following findings not many women have time or interest to stay 

on top of the fashion world. In Russia only 16% of respondents follow beauty trends and in 

Sweden this index is about two times higher and consists of 29% of women who follow the 

fashion (Figure 4). Almost the same amount of women in both countries (about 22%) does not 

follow any fashion trends. This means that most of women in Russia (63%) and in Sweden 

(49%) firstly consider if they, for example, liked a new fashionable color of the hair and only 

after that they decide either to follow this beauty trend or not. 

 

QUESTION 4 – DO YOU FOLLOW THE LATEST BEAUTY TRENDS? 

   

 

5.2. Results of the main part 

 

The main part of the questionnaire consisted of two different types of questions. The first type 

of questions is directed on specific parameters of the image of beauty, including eye color, 

hair color, hair length and usage of make-up. The second type includes questions with 

pictures of advertising women, which have intention to find an ideal self-image of women 

across cultures. In both types of questions respondents could select only one answer from the 

proposed list.  

 

A
16%

B
21%C

63%

Russia

A
29%

B
22%

C
49%

Sweden

Figure 4.Following beauty trends – A (Yes), B (No), C (Sometimes) 
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Perception of the eye color a woman should have in order to look beautiful differs quite much 

across countries (Table 1). Swedish women divided their preferences among following colors 

of eyes: green (32,5%), brown (25,0%) and blue (13,8%). Also quite big group of respondents 

(27,4%) thinks that any color of eyes would make a woman beautiful. In Russia this opinion 

prevail over others and consists of 71,2% of all respondents. This seems quite interesting for 

analyzing: why Swedish women have individual preferences of eye color in the context of 

building ideal image of beauty, while women from Russia show that a woman with any eye 

color can be beautiful. It also should be noticed that after any color, Russian women prefer 

green color of eyes (12,5%). Respondents from both countries absolutely do not like black 

color (0%). Within the total cluster the preferences ranged from any color (49,4%) and green 

(22,5%) to brown (13,8%) and blue (11,9%).   

QUESTION 5 – WHAT EYE COLOR A WOMAN SHOULD HAVE TO LOOK 

BEAUTIFUL?  

Country/        

Eye color 

Russia Sweden Total cluster 

Number of 

respondents 

Percentage 

of total 

Number of 

respondents 

Percentage 

of total 

Number of 

respondents 

Percentage 

of total 

Blue 8 10,0 11 13,8 19 11,9 

Green 10 12,5 26 32,5 36 22,5 

Grey 3 3,8 1 1,3 4 2,4 

Brown 2 2,5 20 25,0 22 13,8 

Black 0 0,0 0 0,0 0 0,0 

Any 

color 

57 71,2 22 27,4 79 49,4 

Total 80 100 80 100 160 100 

 

 

Table 2, showing the hair color a woman should have in order to look beautiful, suggests 

preferences of any color (48,8%), brown (18,8%) and blond (15%) in the total cluster and the 

similar preference in Russia: any color (75%), brown (11,2%), blond (6,2%). However in 

Sweden is completely different situation, where most women have preferences in brown 

(26,2%) and blond hair color (23,7%). Any color (22,5%) and red hair color (20%) are also 

quite popular in Sweden. Light brown and black hair colors are the least preferred in both 

countries. Within the hair color one can see the same picture as with the eye color: three-

quarters of Russian respondents do not identify a specific hair color for a beautiful woman, 

comparing with the less than one-quarter of Swedish women that think the same. 

Table 1.Eye color (Russia, Sweden and Total Cluster) 

Total Cluster = Respondents across two countries 
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QUESTION 6 – WHAT HAIR COLOR A WOMAN SHOULD HAVE TO LOOK 

BEAUTIFUL? 

Country/        

Hair color 

Russia Sweden Total cluster 

Number of 

respondents 

Percentage 

of total 

Number of 

respondents 

Percentage 

of total 

Number of 

respondents 

Percentage 

of total 

Blond 5 6,2 19 23,7 24 15,0 

Red 3 3,8 16 20,0 19 11,8 

Light 

brown 

1 1,3 3 3,8 4 2,5 

Brown 9 11,2 21 26,2 30 18,8 

Black 2 2,5 3 3,8 5 3,1 

Any color 60 75,0 18 22,5 78 48,8 

Total 80 100 80 100 160 100 

       

 

 

The results of hair length show many similarities across two countries: most of respondents 

both in Russia and in Sweden (47%) prefer long hair (Figure 5). Also many women (45% in 

Russia and 34% in Sweden) think that hair with any length is good in order to look beautiful. 

Some Swedish women (16%) also prefer hair with medium length (between the jar to the 

shoulder) and short hair is the least preferable among both countries.  

QUESTION 7 – WHAT HAIR LENGTH A WOMAN SHOULD HAVE TO LOOK 

BEAUTIFUL? 

   

 

According to Figure 6 it is clear that majority of respondents from both countries think that a 

woman does not need to use bright make-up to look beautiful (86% of total). Instead of that, 

A
48%

B
6%

C
1%

D
45%

Russia

A
47%

B
16%C

3%

D
34%

Sweden

Figure 5.Hair length – A (Long), B (Medium), C (Short), D (Any length) 

Table 2.Hair color a woman should have to look beautiful (Russia, Sweden and Total Cluster) 
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light and unnoticeable make-up is more likely to be preferred in Russia (80%), as well as in 

Sweden (51%). Many Swedish respondents (34 %) even prefer for a woman to not use make-

up, since “naturalness is synonym of beauty”. In Russia this opinion takes by only 8% of 

women. 

 

QUESTION 8 - SHOULD A WOMAN USE MAKE-UP TO LOOK BEAUTIFUL? 

 

   

 

Findings for the second type of questions in the main part of questionnaire, which include 

advertising images of women (Picture 2), seem quite interesting.  

 

 

 

A
12%

B
80%

C
8%

Russia

A
15%

B
51%

C
34%

Sweden

Picture 2.Advertising images of women 

Figure 6.Usage of make-up –  
A (Yes, bright make-up accentuates beauty),  
B (Yes, but make-up should be light and unnoticeable),  
C (No, naturalness is synonym of beauty) 
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As shown in the Table 3, in terms of preference to look like Woman A, B, C, D or N (None of 

them) to look more beautiful, Woman A was favoured by the Total cluster of respondents 

(about 37%). Woman C (31,2%) and Woman B (15%) got the second and the third places 

respectively. It is interesting to notice that in comparing with questions about hair color and 

eye color, a question about ideal image shows that women have a particular image in mind. 

This is apparent that from all presented pictures, women actually were able to choose those, 

on whom they wanted to look like. About 7 % of women chose Woman D and only 10% of 

all respondents in two countries could not find a woman, associated with their ideal image of 

beautiful woman. 

 

QUESTION 9 – IF YOU WANTED TO LOOK MORE BEAUTIFUL, WHICH OF 

THESE WOMEN WOULD YOU PREFER TO LOOK LIKE?  
 

Country/       

Image 

Russia Sweden Total cluster 

Number of 

respondents 

Percentage 

of total 

Number of 

respondents 

Percentage 

of total 

Number of 

respondents 

Percentage 

of total 

Woman A 28 35,0 31 38,7 59 36,9 

Woman B 9 11,2 15 18,8 24 15,0 

Woman C 28 35,0 22 27,5 50 31,2 

Woman D 4 5,0 7 8,7 11 6,9 

None of them 11 13,8 5 6,3 16 10,0 

Total 80 100 80 100 160 100 

       

 

Looking at the respondents’ answers within their own countries, the total picture slightly 

differs. The majority of all respondents in Russia divided their preferences between Woman A 

(35%) and Woman C (35%). On the other hand, most of respondents in Sweden preferred 

Woman A (38,8%) than Woman C (27,5%). Also Woman B is more favourable in Sweden 

(18,8%) than in Russia, collecting just 11,2%. A minority of respondents in Russia preferred 

Woman D (5%), comparing with 8,7% in Sweden. The answer “None of them” was twice 

higher in Russia (13,8%) than in Sweden (6,3%). 

 

The last question in the questionnaire may add some more information for the later discussion 

and analysis about ideal image of beauty. In this question respondents had to choose a picture 

with a woman, whose make-up looks more beautiful: Make-up A or Make-up B (Picture 3).  

 

Table 3.Ideal self-image in terms of beauty (Russia, Sweden and Total cluster) 
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In the Figure 7 one can see that only 24% respondents from Russia preferred Make-up A and 

most of them - 76% preferred Make-up B. In Sweden is quite different picture: respondents 

divided their preferences almost equally between Make-up A (51%) and Make-up B (49%). 

Total results show that Make-up B is the most preferred (63%) in two cultures. 

 

QUESTION 10 – WHAT TYPE OF MAKE DO YOU THINK IS MORE BEAUTIFUL?  
 

 

   

 

 

 

 

 

  

A
24%

B
76%

Russia

A
51%

B
49%

Sweden

Figure 7.Ideal make-up – A (Make-up A), B (Make up B) 

Picture 3.Advertising images of make-up 
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Part 6.Analysis and discussion of the empirical results 

 

In this part of research in order to answer on the research question, empirical results are 

analyzed, by connecting them with existing theoretical framework. Also a discussion is 

conducted, including the influence of culture and the role of advertising in defining the ideal 

self-image of women. 

 

As stated by Litvin and Goh (2003) demographic results can be quite useful tool for 

segmentation but without any additional information about the target market, demographics 

alone do not provide sufficient reasons of how to stimulate market. In the present research, 

demographic characteristics, including age of respondents, education level and a place of 

living, in correlation with other findings did not show any significance. However respondents' 

opinion about the latest beauty trends showed correlation with the question about usage of 

make-up, as well as with a choice of Make-up A or B.    

 

Usage of Make-up & Consistency with advertising images of make-up 

 

Question Fashion trends Usage of make-up 
Advertising image of 

make-up 

Answer/ 

Country 

Always 

follow 

Never follow 

or sometimes 

No make-

up 

Bright or light 

make-up 

Make-up 

A 

Make-up 

B 

Russia 16 84 8 92 24 76 

Sweden 29 71 34 66 51 49 

 

According to Table 4 above, about twice more of women in Sweden constantly follow the 

latest fashion trends in comparing with Russia. In addition, four times more respondents in 

Sweden than in Russia, who think that a woman does not need to wear any make-up to look 

beautiful. This is quite interesting inference since in keeping with some articles about fashion, 

written by Hewitt (2010) and Rica (2009), the hottest trend in makeup for year 2010 is a non-

make-up, natural look. It is also consistent with the choice of advertising image of make-up, 

since a woman on picture A does not have any make-up on her face, while make-up on 

picture B is quite perceptible. 

 

Table 4.Comparison of Russia and Sweden in terms of make-up, % 
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In order to prove that cross-cultural differences between Russia and Sweden in terms of 

make-up are statistically significant, a Z-test for two proportions, with a help of calculator 

from Dimension Research, Inc. (2010) has been conducted. In relation to the test results, 

proportions from Russia and Sweden are statistically significant on the subject of differences 

in fashion trends (Z-value 1,78 with 92,5 – 96,2% confidence level), usage of make-up (Z-

value 3,87 with 100% confidence level) and advertising image of make-up (Z-value 3,36 with 

100% confidence level).  

 

Therefore it can be concluded that besides significant cross-cultural differences between 

Russian and Sweden in terms of make-up, there is also a consistency in these countries 

between a woman’s ideal self and advertising image of make-up. 

 

Eye color, hair color, hair length 

 

Eye color Hair color 

SWEDEN RUSSIA SWEDEN RUSSIA 

 Green eyes (33%) 
ANY EYE 

COLOR 

(71%) 

 Brown hair (26%) 
ANY HAIR 

COLOR 

(75%) 

 Any eye color (28%)  Blond hair (24%) 

 Brown eyes (22%) 
 Any hair color (22%) 

 Red hair (20%) 

Hair length 

SWEDEN 

Any length (34 %), Long hair (47%) 

RUSSIA 

Any length (45%), Long hair (48%) 

 

 

Other findings indicate that there are some cross-cultural differences in the ideal image of 

beauty in terms of eye color and hair color (Table 5). The most preferred eye color in Sweden 

is green (33%) and any color in Russia (71%). The most preferred hair color in Russia is 

again any color (75%), while in Sweden the most popular hair colors are: brown (26%), blond 

(24%) and any color (22%).  

 

So the main difference between two countries is that Russian women do not prefer specific 

colors, saying that a woman with any color of the eyes and hair can look beautiful, while 

Swedish women tend to identify specific eye and hair color for a woman to look beautiful. In 

Table 5.Comparison of Russia and Sweden in terms of eye color, hair color and hair length, % 
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accordance with Z-test for two proportions, differences between Russia and Sweden in terms 

of eye and hair color are statistically significant with 100% confidence level. However in 

terms of hair length there are obvious similarities among cultures (Table 5). Almost half of 

the respondents both in Russia and in Sweden preferred either long hair (47% in Sweden and 

48% in Russia) or any hair length (34% in Sweden and 45% in Russia) for a woman to look 

beautiful.  

 

It is quite interesting to notice that within the total results of two cultures (160 people), more 

than half of the respondents identified specific eye color and hair color and about 60% 

identified a specific hair length that would make a woman look beautiful. According to the 

results of Bjerke and Polegato (2006), about two-thirds of all respondents across Madrid, 

Milan, Paris, London and Hamburg, what makes up 750 people in total, also identified a 

specific eye and hair color to make a woman beautiful. These findings imply that an ideal 

self-image actually exists and women want and able to identify different aspects of their ideal 

image. However women of some cultures (e.g. in Russia) are less precise than those of other 

cultures (e.g. Sweden) in terms of expression specific eye and hair color that define beauty. In 

Russia more than 70% women reported that any eye and hair color could make their ideal self 

look beautiful, while in Sweden women are less flexible in the eye and hair color that their 

ideal self should have in order to look beautiful.  

 

Consistency with advertising images of beauty 

From the beginning of this research, a congruence between ideal image of women with the 

beauty type, portrayed in advertising images of women (Woman A, B, C, D) has been 

identified as quite important for the study. Thus, analysis of this consistency needs to be 

conduct. For that Woman A, B, C and D have to be defined in the context of eye color, hair 

color and length.  

 

 Woman A is an American model, she has long brown hair with a very clear and bright 

red tint. Her eyes are green.  

 Woman B is a British model, she has quite short blond hair and blue eyes.  

 Woman C is a Peruvian model, she has very dark brown hair color. Her hair is long and 

eyes have obvious brown color.  

 Woman D is a Russian model, she has long light brown hair and grey eyes.  
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Results of the research showed insignificant differences between Russia and Sweden in the 

choice of the advertising image of female beauty. However, in spite of explicit option to 

refuse being looking like someone, a majority of women in both countries actually identified 

themselves with one or other picture of a woman. 

 

Sweden 

The filter of survey results showed that those respondents in Sweden who preferred Woman A 

(31 people) also chose red hair (45,2 % = 14 people from 31) or brown hair (29% = 9 people 

from 31). Since it is quite hard to define if Woman A has more red or more brown hair color, 

let assume that both colors congruent with a picture of Woman A. Therefore 75 % (23 people 

from 31) of those who want to look like Woman A are consistent in their preferences in terms 

of hair color. In the context of eye color, from 26 of those respondents who preferred green 

eyes, half of them (50%) also chose Woman A, what shows some consistency with ideal self 

image as well. 

 

Chosing as a filter only those respondents who preferred Woman B (15 people), it is seen that 

most of them also chose blond hair (53,3% = 8 people from 15) for a woman to look 

beautiful. By using the filter differently and looking on those respondents who preferred 

brown hair, one can see that most of them chose either Woman A or Woman C (81% = 17 

people from 21), what suggests consistency in terms of hair color and ideal self image. Even 

overall results in Sweden show that most women choose green eyes (32,5%) and brown hair 

(26,2%) coupled with Woman A (38,7%).  

 

Therefore it can be concluded that based on this analysis it is evident an existence of some 

consistency in Sweden between a woman's ideal self-image and advertising image of female 

beauty. However these findings cannot be assumed as absolute truth since the confidence 

level for consistency of such parameters is quite low.  

 

Russia 

In Russia situation is more complicated since most respondents do not prefer a specific color, 

saying that woman with any color of eyes and hair can look beautiful. However with a help of 

filter, by choosing respondents who preferred to look like Woman C (28 people) one can find 

that besides any color of hair (17 people), women prefer brown (6 people) and blond hair (4 

people) along with any color of eyes (17 people), green (6 people) and blue eyes (3 people). 
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These results show absolute lack of any consistency with the image of Woman C, who has 

brown hair and brown eyes. 

 

Filtering preferences of Woman A (28 people), one can see that these respondents preferred 

any hair color (23 people), brown (2 people) and red hair (3 people) coupled with any color of 

eyes (19 people), blue (4 people), green (3 people) and grey eye color (2 people). These 

results also uncover lack of consistency. Therefore it is clear that there is no congruence in 

Russia between a woman's ideal self-image and an advertising image of female beauty in 

terms of hair and eye color. 

 

As it was stated before, relationships between women’s ideal selves and advertising images 

are very important for advertisers to consider, along with cultural context. However what is 

more interesting to note is that the most preferred advertising image of beauty among two 

cultures is appeared to be a picture of Woman A (37% of all respondents). These findings can 

be a good argument to a discussion about the role of advertising in defining the ideal self-

image of women, as well as, to debate of standardization versus localization in international 

advertising. 

 

The Woman A, as it was mentioned before, is an American model and her image, indeed, is 

the most cross-culturally "transferable" image of beauty. So does it mean that this is an 

example of homogenizing local cultures and strengthening of a global consumer culture, 

which is defined by many researchers as Western or American culture? According to Van Der 

Bly (2007), there are many scholars who agree that a culture has become increasingly global 

but only a few of them actually talk about a global culture. Van Der Bly (2007), by analyzing 

quantitative and qualitative data for Leixlip, the strongest globalized village in Ireland, found 

that economic globalization leads not to homogeneity of culture but to its heterogeneity, 

however with the local adaptations of world cultural forms. So may be more correct will be to 

say that results of the current research show influence of American culture, including mass-

media, such as television, advertising, Hollywood movies, fashion and etc. on the woman's 

perception of ideal image of beauty. Rokka et al. (2008), who conducted a research about 

globalization of Finnish beauty ideals, confirmed that the view of what constitutes “beauty” is 

now coalescing around the world. 

 

Among advertisers still continues a discussion about “the degree to which it is necessary to 

tailor advertising images to the characteristics of each specific community” (Messaris, 1997, 
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page 90). The findings of research can be considered as some of controversial since there 

were detected cross-cultural differences between countries but also was identified one 

advertising image of a woman, preferred by the total cluster. Moreover, only one third of all 

respondents preferred Woman A, as an ideal image to look more beautiful, while other results 

even within one country showed diversity of answers. At least 50% of other respondents who 

preferred Woman B, C and D, would not find a match of their ideal self-image and the image 

from advertising, what, as it was mentioned before, can lead to potential losses for the 

company.   

 

Returning to the research question, it can be concluded that there were found cross-cultural 

differences between Russia and Sweden in terms of eye and hair color, usage of make-up and 

advertising images of two types of make-up. On the other hand, there were found almost no 

differences between Russia and Sweden in terms of hair length and advertising images of four 

types of beauty. As stated by Litvin and Goh (2003), a culture distinguishes members of one 

group from another and understanding cultural differences between target segments should 

allow marketers to position their products more effectively. Scientists have observed that self-

concept often dictates consumers’ behavior, since people along with their own self-image also 

have images of products, which are often created from advertisements. It was also 

investigated that consumers prefer those products that are consistent with their self-image, 

while those products that are incongruent with their image are less preferred. Thus, the 

findings of current research can be quite useful for marketers in creating advertisements, as 

well as images for different types of beauty products. 

 

It also can be added that in the debate about standardization or adaptation, the results of study 

cannot be used in a favor for standardization in international advertising campaign. Quite the 

contrary, a wide theoretical framework along with empirical results suggest that marketers 

before organizing international campaign should closely study markets and cultures where 

they want to run advertising. Moreover, in order to find the reasons for cross-cultural 

differences the next discussion in connection with Hofstede’s cultural dimensions has been 

conducted. 

 

Discussion in accordance with Hofstede’s Cultural Dimensions   

 

Some of the empirical results can be explained by cultural differences, defined by Hofstede 

(2010). In the Figure 8 presented a diagram of cultural dimensions for Sweden. Since 
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Hofstede did not make a similar survey in Russia, another source with commensurable 

quantities was found. According to Naumov and Puffer (2000) within their research 

“Measuring Russian Culture using Hofstede's Dimensions” a diagram of five cultural 

dimensions for Russia has been made (Figure 9).  

 

 

 

 

 

 

Power Distance Index (PDI)  

In Russia PDI = 41, while in Sweden PDI = 28. The higher degree of power distance shows 

that in Russia women define their position in the social hierarchy by their outer appearance, as 

for example by their clothes and make-up they wear. According to de Mooij, 2010, in low 

power distance cultures women less think about their appearance, wearing in public the same 

what they wear in private. In the year 2000 Rohter wrote an article based on the international 

survey of consumers in 30 countries, reporting that women from Venezuela are the vainest 
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Figure 9.Cultural Dimensions in accordance to Hofstede (Russia)  

Figure 8.Hofstede’s Cultural Dimensions (Sweden) - www.geert-hofstede.com 
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people in the world: 65% said that they think about their appearance all the time. Russian 

women with the score of 51% got the second place in the chart. Therefore, the difference in 

make-up usage can be explained by the degree of power distance, since only 7,5% of Russian 

women think that to look beautiful you do not need to use any make-up. 

 

Individualism (IDV)  

In individualistic cultures (e.g. Sweden with IDV = 69) people are “I”-conscious, individual 

opinion is valued more than group, self-expression and self-actualization are very important. 

That is how can be explained the higher degree of identifying specific aspects of ideal self in 

Sweden. On the other hand, Russian people with IDV = 41 are part of collectivistic culture, 

where members are "we"-conscious and highly rate views and opinions of group (de Mooij, 

2010). Indeed, it is a group, not an individual defines identity of women in Russia. Very often 

along with their answers for the survey, respondents from Russia were writing me, saying that 

Russian women are beautiful with any eye and hair color. 

  

Uncertainty Avoidance Index (UAI)  

In cultures with high uncertainty avoidance (e.g. Russia with UAI = 68) people do not like 

unknown or surprising situations and they try to minimize them, by creating rules and 

structuring lives. Sweden with UAI = 24 is a low uncertainty country. People here are more   

tolerant to different and unusual opinions; they do not mind some degree of uncertainty and 

try having as fewer rules, as possible. According to the survey, mentioned in de Mooij (2010), 

"uncertainty avoidance influences the importance of personal appearance” (page 84), so in 

cultures with high UAI people are very much concerned how they look and people with low 

UAI are not so. 

 

Masculinity (MAS) and Long-Term Orientation (LTO) turned out to be insignificant in the 

current research; therefore they will not be discussed here. 
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Part 7.Conclusion and future directions 

 

Overall results of the research showed both cross-cultural differences and similarities in the 

ideal image of female beauty. Differences between Russia and Sweden have been found in 

terms of following the latest fashion trends and the usage of make-up, the eye and hair colors 

and a choice of advertising pictures of make-up. Similarities between countries have been 

found in terms of hair length and a choice of advertising pictures of beauty.  

 

Within context of this data, green eyes and brown hair were the most frequently chosen in 

Sweden and any eye color with any hair color - in Russia. Also Swedish respondents tend to 

follow the latest fashion more frequently, in comparison with Russians, who do it just 

sometimes. Moreover, these findings correlated with a choice of putting on no make-up or use 

unnoticeable make-up in order to look beautiful in Sweden and with a choice of more bright 

or light make-up in Russia. Long hair and any hair length were preferred in both countries. 

Almost equally Women A and C represented ideal selves of women in Russia and in Sweden. 

In addition no significant consistency was found between a woman's ideal self-image and an 

advertising image of female beauty in terms of hair and eye color both in Russia and in 

Sweden.   

 

In spite of some limitations of the study, the research question has been answered, showing 

that there are cross-cultural differences between Russia and Sweden. As suggested by many 

researches (Litvin and Goh, 2003; Bjerke and Polegato, 2006; Mehta, 1999; Chang, 2005; 

Gregory, 1998), cultural differences should be taken into consideration by marketers when 

developing international advertising. 

 

Advertising in general is the final stage in the marketing process, in which the target segment 

of customers is defined and the strategy of reaching them is already made. According to 

Messaris (1997) on this stage advertisers have to create viewer’s identification with the 

people in images. If advertisers understand the special requirements of the women’s market in 

different countries, if they understand importance of self-concepts and self-perceptions of 

variety of women within these markets, they have better chances to succeed in creating a good 

advertising for women (Bartos, 1989). Actually, according to the presented theoretical 

framework, many researches identify the importance of customer's self-concept and the 



  43 
 

influence of it on her purchase decision, thus a current study is quite important not only for 

marketers but also for the future studies in the field of advertising, culture and self-concept.  

 

A very interesting direction for future research is to conduct a similar study, trying to find 

congruence between consumer’s real and ideal selves, adding some more characteristics of 

beauty, such as body type and others. Another way is to try out, if a single multi-factor index, 

based on the weights of eye color, hair color, hair length and make-up, could be developed to 

compare ideal-self index with the advertising image indexes. 

 

Bjerke and Polegato (2006) also offered some interesting directions for future studies. One of 

them suggested conducting a research about driving forces that are hidden behind a woman's 

choice of specific aspects of ideal self-image and their meanings for her. Another direction 

includes geographical extension of the study since European countries may have some 

cultural similarities just due to their close location, while the real influence of globalization 

can be judged by comparison for example European and Asian cultures.         
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Appendix 1 – The Questionnaire 
 

Ideal image of female beauty 

The following survey is done by Gotland University student as a part of Master Thesis.  

Please reply by ticking one of the boxes, corresponding to your answer.  

The questionnaire takes about two minutes.  

The results of the study are completely confidential. 

1) How old are you? 

Under 20   

21-25    

26-30    

  

2) What is your education level?  

Secondary school    

College/ University   

  

3) How can you specify the place you grow up? 

Village/ countryside   

Town   

City (population from 500 000 people)   

  

4) What eye color a woman should have to look beautiful? 

Blue    

Green    

Grey (incl. grey-blue, grey-green)    
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Brown (incl. hazel, amber)    

Black    

Any color   

  

5) What hair color a woman should have to look beautiful? 

Blond    

Red    

Light brown    

Brown (Brunette)    

Black    

Any color    

  

6) What hair length a woman should have to look beautiful? 

Long    

Medium (between the jar to the shoulder)    

Short (above the jar)    

Any length    

  

7) Should a woman use make-up to look beautiful? 

Yes, bright make up accentuates beauty    

Yes, but make up should be light and unnoticeable    

No, naturalness is synonym of beauty    
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8) Do you follow the latest beauty trends (fashionable make-up, style and color of the hair, etc.)? 

Yes   

No   

Sometimes   

  

9) If you wanted to look more beautiful, which of these women would you prefer to look like? 

 

 

A   

B   

C   

D   

None of them   
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10) What type of make-up do you think is more beautiful? 

 

 

A   

B   
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Appendix 2 – Advertising images 

 

Woman A: Angela Lindvall (born 1979) is an American model and occasional actress. 

Picture on-line: http://earthfirst.com/whos-who-in-green-angela-lindvall/  

(Retrieved 2010-04-16) 

Woman B: Sienna Miller (born 1981) is a British actress and model. 

Picture on-line: http://www.irstyle.com/?ind=347 (Retrieved 2010-04-17) 

Woman C: Alessandra de Osma is a Peruvian model. 

Picture on-line: http://blogs.elcomercio.pe/fashionjolik/2009/03/ (Retrieved 2010-04-17) 

Woman D: Ruslana Korshunova is a Russian model. 

Picture on-line: http://www.nydailynews.com/news/2008/06/28/2008-06-

28_russian_supermodel_with_fairytale_beauty.html (Retrieved 2010-04-16) 

Make-up: Anahí Giovanna Puente Portilla is a Mexican actress.  

Picture on-line: http://i78.servimg.com/u/f78/13/08/56/83/anahi_10.jpg  

(Retrieved 2010-04-16) 
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