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Advertising Challenges in the Ageing Society:
The Preferences of the Regular Gym-goers towards

Age Portrayals in Advertising

Abstract

Besearch studies from varom disciplings incloding secinlogy, pyvchology, social psycholbogy, mar-
keting. sdverizting and media research hav'e anabyzed the representation of old-aged peopls in adver
tinirn, an wedl an the consirmery ' habirs of 2 targeted population aged 50 and aver, Despite the availabibioy
of data on inappropriate depiction of semors i medin {including advertizmg), litle research has heen
done so far to understapd which are the semion” preferences regarding their pormayal in certain adver-
tiing compadens. The atm of the current study was jo edplor the preferences of muddie. aged adhils
reward the representation of old age m advertivmy, Specifically, we t2ated whether there {1 3 relations
ship betwesn the preference, of Bomantan gynsgoen (4560 veans) on agerelated advestismez and their
hady image. The resalts shewed that the maddle-aped aduity prefer medsls thei do not necessary maich
their age, that is the voung o1der model. Cur dets alse pevealsd that the choices for age representations
in afvertiyng were not avsocinted with respondents® body image emotions {n certain coniets or sifys
ations. Mo significant relationship between boady tmage and preference towards age-related represen-
tations in advertising wos obtained. Addittonally, the anakvsis of the data alia reveabed that compased
ta men, wonen are more likely to express displeasure widh their body weighty, and thev believe the
hady image swrongly impacts their self-esteam during life.

Kevwords: ape, advertiving, ageing, sibver consumer, body rimepe. Romania.

Introduction

Demogmphically, the world is about to enter a new e, According to Eurostat, the share
of older persons in the total population will increase significantly, reaching nlmost 33% from
the total sirscture of EL population by the end of the 2050 ( Eorostat, 2007 ), Population aged
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6 nnd over is the fetest growiog age segment of the total EU population, and it is project-
ed 1o inerease from 25% in 2007 o 34% o 2050 (World Populition Prospects, 2017 ), Althawgh
the ageing population seems to be o phenamenon of the developed countries, all major areas
af the world except Africa Lwill hove nearly a quarter or more of their populations aged 60
or over by 20507 (World Population Prospects, 2017, p. 11). For example, other emerging
econoimnies. such as Indin, Brazil and South Korea, will expenence papulation decline over
the next decades (Prieler & Kohlbacher, 2016, Kohlbacher & Hersiarm, 2001§

In the short-to-medium term, the ageing population & an meluctable phenemenon. and this
demographic shift will inpact sociery ps & whole. In this context, new public questions have
been raised regarding the capacity of health and social care systems of countries 1o support
the upcoming number of the refirees’ expenses (Wassel, 2001). Henee, the purchase power,
ps well ai the life expectancy of those aged 30 and over are often neglecrad. Relatively, re-
cent data on homehold consumption and car ownerihip could be surprising in-terms of the
social expectations of disengagement after retirement: the average age of 8 Porcies buyer is
58 (SoussePoza, 20101, xxive in 2011, the dominant segment of the Hrfey=Oumadvon meters
cyches buyers were those over 50 (The Ecoenomust, 2012); the ofder Japanese people bought
imore proprieties than their vounger counterparts [ kohlbachrer & Chéron, J008); the Cermar,
French and MNorth American silvers spend ns much as the younger groups on enterminment,
lzisure, personal care products and services (Gilleard & Higgs, 2011). These new dynamics
af later life consumption have been associnted with the charactenstics of the so-called “Ba-
by-Boomers” generation (people born between 1946 and |1964), who make up the currently
middbe-aged, voung older and older alder groups in the 20 years te come (Kohlbacher & Her-
statt, 2001 ; Wiassel, 2010 1)

Deupite the constant growth of the senior population, their econdmic power and potential
to determine “the new old age era”, little attention has been paid when crenting and promot-
ing new products targeting silvers. Although medin advertising has often been a recurment ex-
ample where the visual ageism displays (Loos & Ivan, 2018}, nowadays new advertising
praclices hinve tumed from youth-centered marketing in faver of a more inelusive ond pge-
friendly sdvertisimg. In this case, the Gillere campaign Handle widh Care’, Doloe & Gubbunr
ads of the spring-summer 2015 collection, or Adidisr’ campaign could be a few examples of
the wse of the grey model in advenising in order to support “old=looking body™ (Gilleard,
S0, p. 1620, intergenerationnl equity and care for the elders, Even thougly, i all these afore
mentioned campaigns. the protngonists are cast for their real age. people of the 65+ age group
are only assigned a domestic (“eternal grandparents” ) or a vulserable role (heing depicted au
dependent on their vounger offspring), and rarely s hoving an active performance in lnbor
or business,

In this context, over the past five decades. the accurate portrayal ef peeple oged 50 to cen-
tenaries hos been of major concern for the academic research, especially in the medin ond age-
ing studies, marketing, adventising and consumer research, Grounded on the ethnelinguiste
vitality theory (Giles, Bourghis-& Taylor, 1977), social cognitive theory (Bandurn, 1986) and
cultrvation pamdigm {Crerbner, Gross, Signoriells & Morgan, 1980), most of the previous re-
nearch hove used mpinly quantitstive methodologies (Pricler, Kohlbacher, Hagiwara & Ari-
ma, 2015, Kay & Fumhnom 2013; Kohlbacher & Cheran, 2003; Fumbam & Palzer. 20 10;
Pricler, Kohlbacher, Hagiwora & Arima, 2009; Zhang et al,, 2006; Miller, Levell & Mnzachek,
2004}, considering the content of advertising a reflection of genemlized social attitudes on
certiuin issues or social groups (i this case, the seniars), Further, the gualitative approach
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(Chen 201 5 Marvhall & Rahman, 2005 Loose & Ekstrim. 20 14: Flatt, Settersten, Ponsaran
& Fushman, 2013; Brooks, 2000; Calpsanti, 2007; Calasanti & King. 2007 ) has explored how
advertising content suggests the salient appearance ideals ot old age and how the cultural iden
of modifying or controlling ageing has spread through advertinmng elaims

Advertising models for silver consumers

Advertising hns been the target of an engoing criticism since youth-centered marketing
approaches were used in commercials to prompe the constmens " favorable sttimeles towards
products. Indeed, the under-represeniation and, in some cases, the absence of oider people in
pdvertising coulbd he a reflection of the internalized sierenty pes regarding seniors (Swiyne &
Cireco, 1957 Robinson, Popovich, Gustafion & Fraser, 2003) a8 well as an indicator of the
visual discriminatory practices (Loos & Ivan, 2018) of older people within o society. Mamy
ol the early studies (Perérsen, 1973, Amolf, 1977; Gerbner, et al,, 1980; Dovic & Westhrook,
1983; Ursic, Ursic & Ursic. 1986 Schreiber & Boyd, 1980) argued that the negative portray-
al of elderly is an effect cultivated by the media content and representations. Particularly, the
content analysis of the aforementioned studies showed that elders were viewed 1z unhappy,
unhealthy, confused, physically frail, underprivileged, overall an insignificant group in the de-
mographics figures, and of no concern for society. The same pattern of under-representation
hus mlag been ohserved in relatively recent stimfies (Prizler et al., 2015, Kay & Fumbom 201 3;
Fumbom & Paltzer, 2010), especially older femnles being absent from mainstream advertis-
ing, compared fo senior maoles. The worldwide magnitude of the standardized porroval of
seniors in advertising = mainly vounger than their chronslogical age; a8 grandiather gromd-
minther, a5 howsewife or s consumer of health services — has proved to be at higher level
iiinge the phenomenon have been reporied in many culturl arens: in the UISA (Miller et al.,
2004, UK (Williams, Yinne, Wadleigh & Cheng. 2010), Germany (Zhong et al.. 2006,
Malaysia and South Korea (Ong & Chang, 2009, Austrabia (Higas & Milner, 20055, Tapan
iPricler et-al, 20103), India {Harwood & Roy, 1999), Hong Kong, South Africa and New
Leiland {Furtiham & Paltzer, 2000}, Inzreulinml data have alse revesled thaf young waiben
temd to be twice more distributed in commercials than older ones (in Austria. Turkey, Poland.
Sweden and Bulgana), while in Bussio and Serbia, nesther a woman, nor o man aged 55- ap-
pears in commercinls. In Hong Kong. Korea, South Africa and New Zealand, young and mid-
die-aged women are preferred as advertising protgonists, compared 1o older ones. In the
LISA, there i o preference for the use of voung female models i advertising productions,
mikd oniddle-aged men are used rvice as much o adv ertising, compared 10 wormnen of the same
age group (Fumbam & Palwer, 2010).

Simce the early 905 and omwards, the reasans for the limited presence of semery in adver-
ftising has been largely investigated in marketing studies (Ong, Kilchen & Jama; 2008; Cor-
rgam & SEmgm, 1999 Grece 19881, convumer peychology (Amatulli, 2074; Guido & Amatuli,
2014}, advertising research (Prieler et ol 201 5; Panic, Couberghe & Verhove, 2001 and 50-
ciology of ageing (Gilleard & Higgs. 201 1; Senersten & Angel, 2011, Wassel, 2011}, There
15 much empirical data to prgue that, in general, seniors pn:thrr:d o be dtpicbnd EED VEArS
younger than their real chronelogical age (Yoon & Powell, 2012, p. 1324; Prieler et al,, 2011,
p. 244: Robinson etal., 2008, p. 236). This conld ncoount for the prevalence of the young or
myicdelle-aged models in advertising, even though the prochsct is targeting older consuinens
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Conseguently, tie concept of cognitive age, ps well as young-laoking oppearmnce. has be-
comie very pepular in advertiving productions, with limited poriraval of the older people’s
chronalogical age. Still. cognitive age — that is the subjective age an individual is perceived
o be (Stephens, 1991, p. 37) — has been umproperly med in pdvertining 1actics @ @ oneg-d-
mersional concept. generating an insccurnte fargeting of the sifvers as a residual and homog-
enous group, As Nancy Stephens (1991, p. 38-<41) specifies, the cognitive age is rather a
multidimensional constrict consisting of the subjective perception of self appeamnce (food
wge ), affective age (jeed age ), interest nge and do age. Research conducted with the multidi-
mensionnl oge decade scale for measurement of subjective oe proved that cognitive vouing
consumiers do oot need special targeting because they do not differ from the other age group
i Stephenis, 1991, p, 45). They shift to an older cognitive age when “catalytic events™ ocour.
such a3 losing o valued social rale (employee, healthy person, husbandw ife) thot triggers the
re-evalution of the s¢If concept,

Recent research results indicate that “to obtain reliable measures of cognitive age, ques-
pons eligiting respondents to repont their self-perceived age should be a3 specific as possi-
ble, clarifying all the aspects related 1o the comtext of reference, whereas in field studies and
real-life situntions” (Guido & Amanlli, 2004, p. 217). According to Gianluigi Guido, Cesare
Aumntulli and Alessandro Peluss (2004) researchers should contral oll the conditions under
which cognitive age s nssessed or, af least, the kind ef expenence o consumer i3 having at
that time (hedonic or utilitarian)

Sometimes. the theoretical and empirical attempts to approach the silver consumers ar-
rived at contradictory ideas, For instance, Kim Walker (2011, pp. 296-297] states that “the
50+ comsumens do not want products that identify them by nge because they still eat. travel,
enterain, educate and grow”, so the key is 1o understand what must be done o keep prod-
uets and services relevant to consumiers as they age. On the other hand, George P, Moschis
(20120 strongly veiced that silvers are by 30 means a homogenous group, bechse, s they
age, they become more dissimlar with respect 1o lifestvles, needs, and consumption liabits,
Albeit, over the years, advertizsing executives have remained milver reiuctant 1o the employ-
ment of older models. Moreover, they have resorted o stereotyped assumptions related to
ageing. such m considering obder people as traditionalist, loyal to cortain brands. and less
prompd to Iy pew things (Yoon & Powel, 20132),

Silver consumers’ perceplions of adverlising portrayal

Although marketing research was cnticzed for not invo bving sensors (Prieler msd Kohlbach-
er, 2016, p. 83, there are a number of media studies relevant o document the state of know |-
edge on the senion’ attitudes and preferences toward the portrayal of obd age in advertismg.
In am early seminal siudy condocrted on o sample of 442 people between 61-8% years, Elliot
5. Schreber awd Douglas A, Boved (1980) found thot more than balf of the older respon=
dents {57%) pander the imnge of elderly in commerciale as “netive and healthy™ or ~likable”,
while 31 percent of them remarked the absence of the elderly from TV advertiving. Heavy
TV viewen {those who spent three or more hours on TV daily) were more likely to perceive
the similarity between advertising models and real ageing people than hghter TV viewen
ithose whoe watched TV 1-3 hours per day ). A lmost balf of the respondents (49%%) considered
that actors in the TV commercials were just like “people 1 met every day™, while the 32 per-
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cenf perceived the advertising content as being aspirational —“the way [ wish they would be
like” (Schreiber & Baved, 1980, pp, 63-64). Five yvears later, Trov A, Festervand and Tunes
B. Lumpkin { 1985) arrived at different conclusions: the elderly dilike thar porraval in TV
advertising as inactive, unproductive and lonely, promoting merely health care products and
services (Robinson et al,, 2008, pp, 235-236).

Tem E. Rebimson and his collaborators (2003} found that older people were mnfluenced
muore by the images than the messages in advertisements. For example, when assessing an ad
with o porrait of @ wrinkled woman, the semior percerve it as offensive and uncommon, ar-
guing that *it is wniair ol the advertsers to portray sendors like that, because it is enly 4 small
percentage of people that actually look like that™ (Robinson et al., 2003, pp. 514-515). Se-
nioes rejected the display of wrinkles, sowr fices and curmudgeon images in advertismg. Ac-
cording 10 senior réspondents, the most ofensive advertising images are those portriying
them as out of teuch. and as objects of mdicule or as comag foils for the purpose of anmacting
yvounger buvers, Overll, semiers are aware of negative stereotypes depicting them in adver-
tising-and of their effects in shaping the voung people’s ortinedes wowards ageing.

In the snme monner, Tom E. Robimson, Bob Gustafson aind Mork Popovich (2008) inves-
lignted the perceplions of alder adults (N=39, aged 56-75 years] and stuclenty (=18, aged
I8-25 years) regarding the stereotyped pontrayal of seniors. ns well as their impressions of
the affensive and non-offeniive age-related content of magazine advertinemanty. Specifical-
by, the following ndvertising images were considered offensive for both age groups: old man
with p young bride, old woman smoking and dnnking coffee, girl in biling with an old face,
old women dnncing squeezing vorrg imen, before old and afteryaung picture. On the other
hiid. female granwies portrayed os asking help by telephone, suffening of A lzhemmer disease,
caring for an old man with medicine or very old and smiling men were comidered inoffen-
tive. Furhermore, the findings show that younger people are mvnre of the stersotvpes ised
to portry older people, and consider those offersive images as harmful for both young and
old [Robmson et al., 2005, p. I4E),

Relatively recently, Stefan Hoffmann, Susanne Liebermonn nnd Uta Schwmz (2012) de-
veloped and fested an experimental mode! regarding the effectiveness of ndvertising target-
ing silver consumers {N=125; 50~+). Based on dotn collected from German market and B
Ingletiart pind Ch, Wetzels list of values, the authors suggest that the sodess [unobinnive,
self-disciphined and correct) and aerve (ictive, sdveniurous aisd opeteminded hifestyle) colwm
sumers are the most habitual taxonomy to represeént the mature consumers. While the notive-
type conld signal advertising images that express the post-rnptennlistic and individualism
values (healthy diet; advances in medical care: feeling. thinking and looking voung), com-
monly embraged by those over 30, the marure-standard model 1 connected with materialis-
tic concepts like self-discipling, correctness and reserved behayvior (Holfman, Lichermann &
Schwarz, 20012, p, 7). The findings suggest that the perceived similarity of the respondents
with the advertisement target (modes or octive rypel foster penceived otimctiveness, perceived
eredibility nnd improve the mfitude towcards the ad, Overall, the respondents identify them-
selves more with the pctive models than with the modest ones, with the fimet {active medels]
being rated more atbractive thon the latier by both age groups (those of 50+ and 60+

The secial context i which the elders are portrayved alvo s norelevant impact on subjec-
tive pge ond ppproprinte model usage, Cesarg Amatulli and s collaborators (20014) tewted
whether being expesed to young people may lead older consumens to choose contempomry
rather than traditional products, A significant interaction was foumd between respondent’s age
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and social cue (pichire disployed either a pair of young or o pair of old people}. Data revealed
a higher rendeney of old respondents, compared with younger anes, fo prefer contemporary
products when they were exposed to a young (M= 41.55%) rather than an old social cue (M
= 27.814%). Moreover, results suggest thar exposing elder convumerns o young social cugs
might prompt them to choose more vouth-oriented options. According to Gianluigi Guida,
Cesare Amntulli ond Alessandro Peluso 2004, p. 112), the “cognitive age & o context-depend-
et comstruet that might vary due to the situation when the age 15 tested, for example, ina fa-
miliar places, such as in the home of the respendent. or in o mall (physical contexs); dus to
the presence of an interviewer, who could be younger or older than the respondent, anmetive
or ot (secial contexits ), or due to the fact that, in that moment, the respendant s enpying a
sunny day on a cruise, of trying 1o fix an oil leak on hisher car”

Research on this topic also showed that seniors preferred models that resemble their sub-
jective age rather than their chronalogical age (Yoon & Powell, 2012, p. 1224; Robinson 2t
al, 2008, p. 236). The similarity with the age of the models has several effects, such as the
attention fowards ads, the credibility of the source pnd the increase of the likelibood of pur-
chasing the product. Other explanations for these results might be related to the trend in 1o-
day s society, charererized by o fear of ageing and a strong need 1o leok young. Mot only do
igniors like models wha match thewr subjective age, they alse find them more trustworthy
iPanic etal., 2000, p. 142),

Purpuse of the current research and assumplions

The anm of this piler research o to explore the preference of muddle-aged oduln towands
age representation in advertising. Specifically, we tested whether there 15 o relation between
the preferences of Romanians middle-aged gym goers (45-60 years) in terms of representing
old sge in adventising and their body 1image assessment, On the purpose to investigate the
link between age-related advertising and body image, participants were recruited form o par-
ticular socie-demographic category: they were over 45, and they were subsgribers fo o gyim
ceuter. The choice to pick these participants fo take part in our research were three-fold. First-
Iy, developmental psychalogy (Fapalin, Olds & Feldman, 2009) previously highhighted that
o of the early experiences of ageing stans between the $0-45 nge, when the firsr physical
snd physioloegical changes become visible — siuch a3 wrinkling, groy hair, decrease of bone
iiass. Helice, we expect In caphire the pamicipanti” preferences of age-related adv ertialing re-
lated to their first contact with the apeing process. Secondly. as our participants are engaged
almaost daity in sport and pliyuical exercises, we nisumid they could be more prone to appraise
their age o & cognitive constrisct and 1o believe that the ageing precess could be modified ar
controlled. Therefore, we supposed they would fovor a younger representation of thewr nge
ocvertising images, Mevertheless, as past reséarch on body image showed (Roy & Payerie,
2012, p. 508, seniors are still dissatisfied with thewr bodies, with more women placing great
impoamance o appearance than men. We predict here that body immge satisfaction or distress
wotld influence the participanis” choices for youmger adverising models. Additionally, our
research investigated whether there are gendeér differences on body appearnnce and prefer-
ences of age advertising representations.



Method

Purticipants. uge und geader composition of the sumple. Self-administrated question-
naires were wied on o sample of 100 adules (M=30; F=50), berween the ages 45 and 60, Eli-
gibility criterin were used bosed on age and fitness membership, therefore the participants were
inchaded in the study if aged 45 nwd above, All were recruited from a Romanian fitness cen-
tre of an urban area (Bucharest), where tlvey had a subscription as gy m users, They were asked
tor fill in the questionnnire before their gvm session. The larger propartion of the sample (N=
EO} 14 middie aged (4550 years). The other |5 respondents belong to the 31-60 nge growp.
Dwverall, the participants were predominantly highly educated (N=88), with an overnge -
come of 1000 eurn per manth. As our sample is equal in tenns of gender subaamgbes — 50
imen and 50 women - the findings of the current research will be presented consadering the
gender variable.

Table 1. Saivrple distibotion according 1o aee and gender

Woaman Men Toiad
T i
| 2550 yanrs a2 8 &
m E St s B -
| 51-& yanrs 14 2 20
Totnl 50 &0 TR
Measures

A survey with 57 questions (2 opened and 55 closed questions) was designed with the
purpose 1o vestigate the above- mentioned research inguiry, OF the total of 57 closed ques-
tions, 30 représent the body image test: Evaliraiive Body Iviage Tosd (10 questions ) and Boely
Frvage Distrexs Tead {20 questions | — developed by Thomas F, Cash {retneved from Ie Soddy
Fovipe Workbook: An EigheSep Program for Leaming ro Like Your Looeks, 2008),

Profrmenee of age swpreserfaifon in adwrising. To assess the preference of respondenis
toward the ngpe-looking representation in advertising, we use sic visual stimuli (Figure | and
Figure 2), with three men and three women, all depicted at voung, middle and ald age. The
ndvertisements promoted a fetitious brand of ploin water through a model m three age con-
dittons: ot middle age [435-60), young older (60-70) and oldest {+70). The nonverbal charae-
tenstics of the models {the smile, the gaze, the pose) and the background colours of the ads
{black and white} were kept unchonged i all six pictures, o ocder not 1o alter the respois-
ei” preferences. On the same purpose of manipularing the dependent varinble {the preference
of depiction of age in advertising), we design two gender versions of the questionnaire: the
minle respondents evaluate the questionnaire with men photos (Figure 2, and the femnle the
cormesponding ones (Figure | The vizual stimolus was previeusly tested in an experiment
conducted by Kataring Pame, Verolen Cavberghe and Delphin Verhove (2001) [orm Ghent
University (Belgium). The Panic, Cavberghe and Verhove's visual stimuli were used in our
dtudy o nssess the preference of the respandents toward ench phota, by asking the follawing
question: 4 wew brand of water {5 fo be released on the Bomuoeiom aaekar, .-h::'uh#ng o e,
idraf wre e most appropitole ads for deis produes?
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Sorfo-demographic elhuraetévisies. Participants were gquestioned about age, educationnl
level, profession and income,

Results

Preferonce of age represen rafion in aavertising, The first step in data anakysis was to ob-
serve what ore the highest-rated advertising age imodels (middle-aged, voung older. or old
eldert, considering the six ad-stimulus {Figure | aod Fagure 2) veed in the questionmanire. Then
we performed a T-test in order to exomine whether there could be any gender difference re-
garding the predilection for an pdev iiual representation of age. Our findings indicare that al-
most half of the sample (N=46) prefer the young older model mther than the middle aged
(N=26) and old older (N=18). One in four men from the sample would rather favor o young
older advertising model, wheress ane in five women would do the same, The T-1esi score
(=557, DF=98, p=57 > 05) revealed there is no gender difference between men (M=1.79:
50=.72) and women (M=1 7%, 5D="T0} concermng the preference of age representalion in
advertising. At this point, the preference of age models does not correlnte significantly with
respondeni’ age (=487, df=4; p=30; p=-0.05), level of education (=86, df=4; p=03;
p-0.05} or income q;'-'=: |.98; di=14; p=07, p=0.05)

Bady fmuge. There are more satisfied respondents with their overall appearance {N=8F)
outscorng their dissatisfied (M= 12} counterparts. The majerity of the respomdents are happy
with their face (82 to 11), hair (61 1o 34), lower torso (51 0 32), upper forso (68 to 28), muos-
cle tone (61 to 34) and height (65 to 291, The respandents are relatively dissatisfied with their
wakst (47 to $8] and welght (42 to 53}, with moere male (N=32) stated they ane content with
therr weight than women (N=23}. Based on the Body Image Tests score, we assess the respon-
dents v three groups as follows: respondeots with lugh body satisfachon, mediom aanafac.
tion and lower satisfnction (Table 2). Nearly holf of the sample (N=47) evaluate positively
thetr appearance and body areas, whereas 37 of tem are somehow satnfied. Only three of the
respondents evaltuate their bady negatively. Male (M=28) are more likely to be satisfied with
their body than their f2male cosmterparts (F=19), Additionally, one-way anabysis of variance
was performed to compare bady image evaluation score of men and women in our sample.
The average values of the two groups (M___=1.57: 5D=59 and M, = 44; S0=54) as well
s ANOVA score (F=1.28, p=260>,05) indicate that there is no significant gender difference
concerning body Image.

Body image und preference of age udvertising models. The cross data showed that one of
five persons (=21} with high body umage would favor a young older as well as mididle aged
model (N=18} [Table 2). A T-test was conducted in arder to assess the difference in prefer-
ences of nge representation concerning body-image evaluntion. No significant difference {r==
A8; df=4%; p=98 >.01) were found hetween those that reported a high body imnge (M=1.79,
50=.72} and those of medium (M=1.79, 5D=72) and low image (M=2.00; 5D=72).
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Table 2. The preference of oge model according to the body image level
figo of The model
| Miidle aged | Young older | Ofcler okl Total
high satsiaction 18 21 A a7
Body image | medium satistacsan 14 18 § =
h'n'tﬂiﬂu:ﬂnn 1 1 1 3
| Totad a3 &0 15 B

Body fmwge diviress. Daily or almast daily, half of the sespondents (=40 feel distress
when they look af themiselves in the mirror and when they are with attractive people of the
opposiig sex (N= 44). Seeing atiractive p:nﬂpl:-: on TV or magazines seems o have a slight
impact an respondents’ body image distress: more than half (N=353) of the sample stated they
are feeling rrely or never negative emotions when they look at TV /magazines, compared to
30 of them bzing inn the same situntion, Overall, half of our sample (N=35; 51.4%] 15 refn-
fively semsitive to the confeats (mradwm conse semeinsrivl, while almost a quarer of it is=17,;
24%) fieets high negative hody image emotions almost daily (high cowtenr sensithdin). One
in Tour respondents (N=19; 25%) declare thal they expenence hody image distress ranely or
never {(fow conmess seusitiiaty) (Table 3). Relntive fo men. women from the sample experience
more negative body-iimage @motion i the chi-square test revenled (=6,15; df=2; p=4b;

pl05) (Table 4.

Table 3. Body image destress according e gender

Gandor
Woman Man Total
Hﬂh B = - =
Brely imaga distimss radium conbee sansitvity 17 21 g
ferw OrTiBED BERENEY 14 5 1
Total - 37 a 74
Table 4. Chi-Squore Tests. Body image disiress gecording to gender
Azpmpiotic
Walua of qi'l:ﬂp;-
[2-sadod}
 Paarson Chi-Square 6155 2 045
| Likalibood Ralo B33 2 Ol
| Linaar-by-Linaar Association 53m t 020

Mote: w0 cells (0.6%4) bove expeciod count less than 5. The mumnmum expected count o B.50. N=T4,

didegree of feedome
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Body innige distess wnd prefereneoe af age adverfising imodely. The preference for ape
representation in ndvertising is not associated with the predisposition of respondents to feel
iistress by their body image emotion in cerain contexts ar situations. Those thar feel daily
or almost daily negative body image emotiony cast the some advertising madel {the voung
plder) ns those that do not experience distress about their image emotions (= 19; df=3;
=97, p00S)

Beliefs regarding importwcee of uppearance. A large majority of the somple believe that
the body image affects the level of self-esteem (N=T73}, self-confidence (N=T5}, happiness in
life (N=74}, the mremenons with new (N=T70) and opposile sex perona (N=73], but mrely
the relations with friends (N=40} and family members (N=53), A significam correlnmion
emerped when we conducted o T-test to observe how strong these beliefs are within the two
groups: on avermge, women (M=4.39; SD=290) are mwore likely 1o believe that body image
strongly fmpaces. their selfesteeny during life, as compared o men (M=3.78; 5D=.97)
(F=10.25: df=1. p=002<.03}.

Discussions and conclusions

This pulot stucy explared the préference of adults toward age represéntation in ndverine-
ing. and whether there could be piy correbation nmong the preference in representing old age
in netvertising, their body imnge and their age. Based on the findings presented above, hvo
main conclusions can be derived, Firstly, the preference for representing old age in advertis-
ing does not necessary correlate with the age of the consumers. Opposing 1o our asswmptions
and findings of the previous research (Yoon & Powell, 2002; Prieler et al., 2011; Robinson
et al, 2008}, even thoogh most of our participants are middie-aged and regular gyim mem-
bers, they are not reluctant o the use of models older than their age to promone products or
services. Al fimst glance, this result conld lead us 1o the 1dea that the portrayal of venemble
age is gaining more acceptonce and less anxiety in the eves of people, On the ather hand, as
Loase and Tvan (2018) documented through their research on visual ageism. the prevalence
of “successfiil ageing” in public discoune, as well m media representations of vounger-old
people as “heroes of ageing”, wealthy and healthy, give rise to the desirability of voung-old-
7 portrayals and less secial support for its old-older members. Hence, relased advertising im-
apei of youngen-old are decoded by different age proups in conjunction with the eternal
vouth myvth and, consequently, it fosters the social desirability of voung older nge. Hereinafier,
it may come as b surprise that in our study. the image with the older-old model has received
less apresmient compared to the other tvo models {middic-aged and yvoung older), It should
be noted that the old-older persons are totally absent from media representations, partsculnr-
Iy advertising, and, whenever they are depicted, they are embedded in image-namatives thi
transform them in younger older adults |Le. advertising compmigns where older people be-
come younger after ihe use of cermnin productsservices |

Secondly, our data revealed that body image distress does not lead 1o preference for a
yvounger model. The preference for age representation m advertismg was nol associred with
the pmdi:]msitmn of respondents to be affected by their body mage emotions in certain con-
texts or sifuations. Those that feel doily, or almest daily, negative body image emations,
choose the same advertising model (the yvoung older), as those that do not expenence dis-
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iress. Mo significant relation between body image and preference of age-reiated representa-
T in advertising hias been obiain

The analvsis 'of the data also showed that relative to men, woemen from the examined sam-
ple expenence more neganve bodv-image emotions, Women are more likely 1o express dis-
pleasure with their body weights, and they believe that body timage strongly impacts their
self-esteemn dunng life, a5 compared to men. This data is in line with the previous research
{ Hofmeier et al., 2007} that pointed our that the middie age and old age are seen as periads
of decline tm Western sogieties, where the physical self (voong, shim and healthy) 15 more val-
ued in the case of women, Additionally, our dam revealed the preference of the age of mod-
els does ot correlate significantly with respondents” nge, level of education or inceme

Nevertheless, the present study hos a number of limitations. The sample came from only
one source, that is a fimess center from an urban area; and the parficipants are homogenaus
in respect to socio-demagraphic characteristics {income, education, residence} and particu-
lar inferest | fitness membership; investment in their appearance and hody). Other limit of the
study miny derve from it quanditative approach which restrams the analysis only fo stafisti-
cal data, Furthermore, other inguinies should be applied in order to recerve an integrated ox-
planation model on age representations in advertiving.

To summarize, atterphs o Giptire the appropnnte image of ald nge o pdv ertising., ol the
preference of older adults on age-related advertising. have advanced considerably, but they
have reached duifferent, and somenmes opposite, conclusions. Therefore,  pempective, the
representation of oid ape in advertising, and other related topics, need more interdisciplinary
consensus 1o be exandmated, Perhaps the inokt inportant powits emerging from the literry re-
view revoh'e around the idea that agemg Is an sccelerating phenomenon that is expected to
have major consequences for many crucial domains of social life. Although ot first glance ad-
verfising ean be comidered of littbe concemn in the larger field of ageing, it has the pawer to
direct or reinforce attitudes nnd behavior towards older people, o8 the previous reseanch revealed.
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