
 

Black Diamonds’ social comparison and reflected appraisals of fashion 
magazine images 

 

 

 

 

 

 

 

Candice Grebe 

 

M Consumer Science (Clothing Management) 

 

 

 

 

 

 

 

 

 

 

 

Supervisor: Prof HM De Klerk 

 

 

 

 

 

 

 

 

 

 

 

 

 

May 2011 

 

 

 

 

 

 

 
 
 

 

©©  UUnniivveerrssiittyy  ooff  PPrreettoorriiaa  

 



 

 

 

Black Diamonds’ social comparison and reflected appraisals of fashion 
magazine images 

 

 

 

by 

 

Candice Grebe 

(23018977) 

 

 

 

 

 

Submitted in fulfillment of the requirements of the degree 

 

 

 

M Consumer Science (Clothing Management)  

 

in the 

 

Faculty of Natural and Agricultural Sciences 

Department of Consumer Science 

 

University of Pretoria 

 

 

 
 

 

 

 

May 2011 

 

 

 

 
 
 



Declaration 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

I declare that the thesis, which I hereby submit for the degree M Consumer Science (Clothing 

Management) at the University of Pretoria, is my own work and has not been submitted by me for a 

degree at this or any other tertiary institution. 

 

 

 

 

 

Candice Grebe 

 

 

 

 
 
 







 iii 

the use of the snowball sampling method, with 200 respondents having completed a self-administered 

questionnaire.  

 

The study showed that the women in the Mzansi-Youth sub-segment are directed by a strong personal 

identity and a need to be acknowledged as an African individual with unique personal characteristics. 

It is therefore also important for them that their appearance should symbolise their personal qualities 

and not necessarily that of a Westernised fashion style or beauty ideal, or that they belong to a specific 

social or sub-cultural group. The study further showed that dress, hairstyle and body shape are 

important features in their beauty ideal, directed by their personal identity. With regard to their 

aesthetic dimensions that play a role in dress and appearance, for them it is more about the sensory 

beauty of their appearance and emotional pleasure that their dress and appearance give them, than 

reflecting that they belong to a specific group or culture - indicative of a personal identity, rather than 

a social identity. The study further showed that with regard to social comparison, it is not important to 

the women in the Mzansi Youth sub-segment to compare themselves, and specifically their dress and 

appearance to those of others, whether it being to their friends, or an African or Westernised beauty 

ideal. With regard to appraisals of fashion magazine images, portraying different beauty ideals, 

specifically a Western, African and Euro-African beauty ideal, the study showed that the targeted 

consumers prefer the Euro-African beauty ideal because they like it, and it is also the appearance that 

they can relate to and that they would compare themselves to, although comparison is not important to 

them. However, if they have to compare themselves, they would compare the beauty ideal feature that 

is the most important to them, namely their dress style. They also mostly compare just for the sake of 

comparison and not to feel better about themselves or to feel that they fit into a specific group. In cases 

where they compare negatively to an image, whether African, Western or Euro-African beauty ideal, 

they will still accept the standard and will do nothing further. Lastly, the study also showed that most 

of the women in the Mzansi Youth sub-segment, would probably buy a fashion magazine which 

features Euro-African fashion images to see the latest trends and fashion ideas, but not because the 

model would inspire them to improve themselves. 

 

This study clearly has practical implications for fashion magazine editors and marketers in South 

Africa, as well as for the advertising industry, especially when incorporating fashion images in 

advertisements specifically aimed at the women in the Mzansi Youth sub-segment. 
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There are five basic assumptions of the cultural perspective. These include that collective values are 

produced and reproduced through cultural forms (Kaiser, 1990:49), meaning that specific 

appearances can represent shared values within a specific culture such as the Black Diamonds. 

Secondly, cultural values and beliefs are perpetuated when they are represented on a relatively 

unconscious level. This means that cultural groups can use clothing and appearance objects, to 

characterise their specific culture (Kaiser, 1990:51). Thirdly, individuals have the ability to 

transform their own realities by manipulating objects in their cultural worlds, by using clothes and 

other tools, such as accessories, provided by culture, to manage their appearance (Kaiser, 1990:51). 

The forth assumption of the cultural perspective is that culture provides abstract images of social 

life. This can be done through media images, and often provides ideas for personal appearance 

management for people within a specific culture, such as the Black Diamonds (Kaiser, 1990:53). 

Lastly, people use codes to interpret meanings provided by cultural interpretations of social life. 

People have the need to compare themselves to others and in many cases the need to communicate to 

others that they belong to a specific cultural group or sub-group. 

 

1.3.2.2. Social comparison theory 

 

Social comparison originated from the belief that people have the need for self-evaluation in order 

for them to know how and where they stand in relation to some standard.  Festinger (1954) believed 

that people were more likely to compare themselves to people that are similar to themselves, because 

it would provide more meaningful information (Lennon et al., 1999:192). Some other writers on the 

other hand, suggested that this might not always be true, and people may at times engage in 

comparisons with others that are not part of their group (Richins, 1991:72). 

 

In social comparison literature, a distinction is made between upward social comparison and 

downward social comparison. Upward social comparison is the phenomenon where people show an 

upward drive in their comparisons to others that are better off than them, resulting in people learning 

from such others (Buunk & Gibbons, 2007:5). To some people, upward social comparison may 

become threatening, even though it may be informative to them. For this reason, upward social 

comparisons may be avoided when feeling threatened. In such cases, people often engage in 

downward social comparison. Downward social comparison refers to where people compare 

themselves with others who are viewed as being worse off than them (Buunk & Gibbons, 2007:6). 

This is especially common where people have a decline in well-being, and in an attempt to improve 

this, compare themselves to others thought to be worse off (Buunk & Gibbons, 2007:6). It is 
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individual person and personal qualities override the importance of belonging to a specific social 

group or sub-culture such as the Black Diamonds. 

 

It is clear from the above that a person either possesses of a strong social identity or a strong 

personal identity, which would play a role in social comparison, but also in the beauty standards that 

the person has. With the problem and purpose of the study in mind, the above literature and choice 

of theoretical perspective is reflected in the schematic conceptual framework (Figure 1.1), that also 

reflects the research objectives. 

 

1.4. CONCEPTUAL FRAMEWORK AND OBJECTIVES 

 

1.4.1 CONCEPTUAL FRAMEWORK 

 

With the purpose of the study and the literature background of the study in mind, the following 

schematic conceptual framework (Fig 1.1) directed the study: 
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(FIGURE 1.1: SCHEMATIC CONCEPTUAL FRAMEWORK) 

 

The schematic conceptual framework suggests that the women in the Mzansi Youth sub-segment 

have specific personal or sub-cultural beauty standards or ideals (1) in terms of skin colour, 

hairstyle, body, dress or style and cultural artifacts, such as accessories (4). This beauty ideal plays 

an important role in how they compare themselves to others (5), as well as how they appraise various 

fashion images (7), whether they be more African inspired, Western inspired or of an Euro-African 

nature. The backbone of what they want to portray or compare with regard to an appearance (4), and 

specifically in terms of aesthetic experience (3), is either a strong social identity or a strong personal 

identity (2). When the women in the Mzansi Youth sub-segment appraise a fashion image or 

compare themselves against a specific image, they would either compare positively, which will then 

enhance their self-esteem, or they would compare negatively, in which case they will have to use 
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1.5.2.2 Subjects 

 

Four hundred and twenty (420) questionnaires were handed out to respondents (Caucasian and 

African students) and completed, but 200 completed questionnaires were used for purposes of this 

study, representing young adult black women in South Africa (between 18 and 24 years of age), in 

the Mzanzi Youth sub segment. These women fall under the Black Diamond consumer group, which 

represents an up-and-coming, growing market segment. Prospective subjects were approached on the 

campuses of the University of Pretoria (UP) and Tshwane University of Pretoria (TUT), to ensure 

that students of the desired age group studying towards their future were obtained. 

 

1.5.2.3 Stimulus Materials 

 

Stimuli used in the questionnaire consisted of 3 full colour fashion photographs obtained from 

fashion editorials, typically seen on the Internet and featured in popular fashion magazines. The 

fashion images used in the questionnaire were kept simple with no imaginary brand names. This 

helped to ensure that the stimuli were similar across all fashion images, and eliminate bias in 

responses. Careful evaluation of the fashion photographs, by fashion experts was therefore needed, 

before specific photographs could be selected to be included in the questionnaires to be handed out 

to the respondents. A panel of four fashion experts selected from UP and TUT were asked to 

evaluate the various fashion images before selecting the three fashion photographs that were 

eventually included in the final questionnaire. Criteria used for selecting the photographs included in 

the panel questionnaire were photographs evoking the same amount of attractiveness, the same level 

of vividness and drawing the same amount of attention. Fashion photographs representative of each 

of the three beauty ideals, and featuring models of similar sizes, with a clear view of the clothes 

featured, and featuring only one style (dresses). 

 

1.5.2.4 Procedure 

 

Respondents were asked to complete a questionnaire on a voluntary basis. Members of the targeted 

group were located at the campuses or residences of the University of Pretoria (UP) and Tshwane 

University of Pretoria (TUT). A few initial individuals were asked if they fit the desired 

characteristics of the target market. Members that qualified were then asked to direct the researcher 

to other respondents within the targeted group that could easily be located. This was done until at 

least two hundred questionnaires were completed (by African students) for analysis. The first part of 
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1.6. PRESENTATION AND STRUCTURE OF THE THESIS 

 

1.6.1 Chapter 2: Literature Review 

 

Chapter 2 gives a literature overview of magazines, and more specifically fashion magazines in 

South Africa, which includes literature on fashion magazine advertisements, and images featured in 

fashion magazines. The role of fashion and fashion magazines in every day life is explored. The role 

of fashion magazines in the consumer decision-making process with regard to fashion products is 

also considered. Lastly the Mzansi Youth sub-segment in the Black Diamond consumer group is 

discussed, as the target market for this study. The chapter then comes to a close with implications the 

above-mentioned topics have on the research topic. 

 

1.6.2 Chapter 3: Literature Review 

 

In Chapter 3 the literature review continues with fashion, the consumer and the role of culture. An 

introduction is given, where after fashion, the consumer and the role of culture is explored. The role 

of culture in a personal beauty ideal and aesthetic experience is then discussed, where after the role 

of culture and aesthetics in fashion magazine advertisements are taken into account. The chapter 

ends with implications for the study. 

 

1.6.3 Chapter 4: Theoretical Perspective 

 

After reviewing the literature of the study, a cultural perspective and the theory of identity, social 

identity and social comparison have been chosen as theoretical perspective or point of departure for 

the study. The chapter starts with a brief introduction, and ends with the implications the theoretical 

perspectives have on the study. The cultural perspective is firstly taken into consideration, and 

secondly the social-comparison theory, which describe social groups, as well as the effects of social 

comparison and culture. Lastly, social identity theory and personal identity theory is discussed. 

 

1.6.4 Chapter 5: Research Methodology 

 

Chapter 5 opens with an introduction to the research methodology, and is followed by the schematic 

conceptual framework that was conceptualised with the literature background in mind. The 

schematic conceptual framework will direct the study and highlights the most important concepts of 
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the study. The objectives of the study are then stated. Thereafter the research strategy and style are 

described, as well as the sampling techniques. Sampling includes the units of analysis as well as the 

sample selection. The choice, description and application of data collection methods are then stated, 

which include the data collection techniques, data collection method, procedure and measure. The 

data analysis and operationalisation stages are then given, as well as how the quality of the data was 

ensured. The chapter closes with a discussion on ethical concerns for the study. 

 

1.6.5 Chapter 6: Results and Data Analysis 

 

Chapter 6 focuses on analysing the data collected from the questionnaires that were handed out to 

the target market. The findings are discussed according to the objectives of the study. Data is 

presented in a manageable form, such as tables and graphs, and the calculation of numerical 

summaries (such as frequencies, averages, mean scores and percentages). In chapter 6 the data will 

be presented in terms of the seven research objectives and sub-objectives as set in Chapter 5. 

Additional to the set objectives, the chapter opens with the demographic information obtained from 

the questionnaire. 

 

1.6.6 Chapter 7: Discussion of Results and Interpretation 

 

In chapter 7, the research results are discussed and interpreted against the viewpoints of the theories 

that were chosen as conceptual background for this research, the work of previous researchers and 

other theories deemed necessary for the interpretation of the results. The discussion and 

interpretation is presented in a specific sequence, as set out by the objectives of the study. The 

chapter opens with a discussion of the demographic information obtained from the results of the 

questionnaire, followed by discussions regarding each of the objectives. 

 

1.6.7 Chapter 8: Conclusions, Evaluations, Contributions to Theory and Recommendations  

 

After the discussion and interpretation of results in Chapter 7, overall conclusions are drawn in 

Chapter 8 in a sequence as set out by the objectives of the study. Implications of the study follow the 

conclusions of the study, and then the study is evaluated. Thereafter follows a discussion on the 

contributions the study have to existing theory. Recommendations are then made, and finally the 

chapter closes with a discussion on the limitations of the study, and suggestions for future studies. 
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Diamonds) that they belong to as important, and whether they find it important to conform to 

standards and characteristics of the group.  

 

4.3.1 Social groups 

 

In general, people compare themselves to other people that are similar to them. Here the social or 

cultural ideal may become an important consideration when wanting to understand how the women 

in the Black Diamond consumer group compare themselves to others. All around the globe, society 

is divided into groups. These groups are often formed by factors such as reference group affiliations, 

age, class, ethnicity or culture, education and urban-rural orientation (Lennon et al., 1999:194). This 

means that different groups may have different views of beauty ideals. A social group can be defined 

as individuals who share a similar social identification or see themselves as part of the same social 

category (Stets & Burke, 2000:225). Through the process of social comparison, individuals who are 

similar to the self are categorised as the in-group. People who differ from the self are labelled as the 

out-group. (Stets & Burke, 2000:225). With regard to this study, the women in the Mzansi Youth 

sub-segment may therefore view their group as the in-group against whose standards they would like 

to compare themselves with, while viewing the Western- focused standards, currently portrayed in 

fashion magazines as the out-group. 

 

Some authors have however found that some people may at times compare themselves with 

members of groups to which they do not belong (Richins, 1991:72). Some of these groups or people 

with whom the Black Diamonds may compare themselves may belong to other social categories. 

These include people who share similar social status, but with whom there are no social interactions 

(Richins, 1991:72), such as fashion models from a similar social category as the Black Diamonds 

who feature in fashion magazines read by the women in the consumer group. The targeted women 

may therefore compare themselves to fashion models in fashion magazines if and when they 

perceive them as being in a similar social category as them, but not necessarily in the same social 

group. Consequences of the social comparison process are seen in the form of self-enhancing 

outcomes for the self, especially self-esteem (Stets & Burke, 2000:225). The self-esteem can be 

enhanced when comparisons of the Black Diamonds occur positively regarding their in-group, as 

opposed to their relative out-groups.  It is therefore important to understand their views on social 

group aspects regarding comparison when targeting them. 
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a variety of ways. Firstly, Stryker and Burke (2000:284) noted that identity essentially refers to the 

culture of people. In some cases people use identity when referring to a common identification with 

a collective social category, or lastly, it can be referred to as parts of the self of people that are 

composed of the meanings people connect to various roles they often play in differentiated 

contemporary societies. In this study, all these are of interest when researching the targeted 

consumer group with regard to fashion magazines and advertisements, as the self of the consumers 

as well as their culture and the social categories in which the women reside are of interest and may 

influence their decision-making regarding the fashion magazines they read and clothing 

advertisements they would take notice of. 

 

Theorists refer to identities as cognitive schemas, meaning that they are internally stored information 

and meanings, which serves as frameworks for the interpretation of experiences (Stryker & Burke, 

2000:286). This is very important in this study, as identities provide a cognitive means for defining 

situations, which increase sensitivity and receptivity to particular cues for behaviour, like purchasing 

a certain fashion magazine or clothing preferences (Stryker & Burke, 2000:286). This is an 

important aspect, because in this study, the ultimate goal is to understand the decision-making and 

behaviour of the women in the targeted consumer group surrounding fashion, and fashion 

magazines.  

 

It is said that an identity is formed by means of self-categorisation or self-identification (Stets & 

Burke, 2000:224). These can be viewed as being two underlying cognitive processes. Self-

categorisation is a process that is part of the social identity theory (Stets & Burke, 2000:224). This 

theory, as well as personal identity will be considered next.  

 

4.4.1 THE SOCIAL IDENTITY AND PERSONAL INDENTITY THEORY 

 

4.4.1.1 Social Identity Theory 

 

According to Stets and Burke (2000:224) the concept of identity can be described in terms of social 

identity theory and identity theory, where the self is reflected in that it can take itself as an object 

where it can be categorised, classified and be named in certain ways with regard to other social 

categories or classifications.  In the social identity theory, this process refers to self-categorisation, 

whereas in the identity theory it is named identification (Stets & Burke, 2000:224) It is known that 

there are two prominent processes involved in social identity, namely self-categorisation and social 
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personal goals and desires, rather than as a member of a specific group or certain category (Stets & 

Burke, 2000:228). This means that the individual person and personal qualities override the 

importance of belonging to a specific social group or sub-culture such as the Black Diamonds. Social 

identity and personal identity of the women in the Mzansi-Youth sub-segment will therefore be 

explored and described in this study, as to determine their stance on identity and how it affects their 

evaluation of fashion images, especially the influence their identity have on social comparison. This 

is said as social comparison correlates with a strong social identity, and if the targeted consumers 

have a stronger personal identity, it may affect the way they compare themselves to others, 

especially with regard to fashion models portrayed in fashion magazine images. 

 

4.5. IMPLICATIONS FOR THE STUDY 

 

It has become clear that the social comparison processes are key in the evaluation of the self, as well 

as those of others. The visual representation of the self is generally the foundation of self-

representation to others, and results in others forming impressions and then receiving feedback from 

them. This often leads to enormous amounts of time being spent by people on creating an 

appearance (Reilly & Rudd, 2009:2).  Cultural beauty ideals portrayed by fashion models in fashion 

magazines, may not be relevant to women from non-Western cultures such as the Black Diamonds 

here in South Africa. This raises the concern that the targeted consumers may not engage in 

comparing their appearance with fashion models used in fashion magazine advertisements if 

personal and cultural factors are too differentiated. Evaluation of the self of the Black Diamonds 

may occur in cases where differences do exist, but the differences are not too extensive to be 

obtained and the self can be manipulated to be similar to those people they compare themselves to. If 

this is not the case, they may have to engage in coping strategies mentioned earlier in the literature 

study, which may or may not always have a positive effect on their self-esteem.   

 

Social identity theories highlight the importance of collective membership and the significant effects 

that group membership can have on behaviour, such as the behaviour of the Black Diamonds 

surrounding fashion magazines and their response to fashion magazine advertisements (Ethier & 

Deaux, 1994:243). Both personal and social identity can be compared on the basis of appearance, 

such as the appearance of fashion models in fashion magazine advertisements (Lennon et al., 

1999:192). In this study it is of interest if the women in the targeted consumer group would engage 

in comparison with fashion models in fashion magazines who are more Western-focused, or if they 
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would rather engage in comparison with people who are more similar to them or perceived as being 

part of their specific group.  

 

It is widely assumed that the main appearance ideal of any culture, including the Black Diamonds, is 

internalised as the aesthetic standard people use to create their appearance, and compare their 

appearances to others (Lennon et al., 1999:192). The identity of a sub-culture such as the Black 

Diamonds, are characterised by factors such as cultural background, language, social class and 

political conflict (Ethier & Deaux, 1994:243). The question arises whether the targeted consumers 

possess these identities relating to their social group (the Black Diamonds), and whether they view 

the specific role their sub-cultural group play regarding beauty or appearance ideals, as important. 

Furthermore, it is of interest if their sub-cultural group symbolises their relative social identity, and 

if this is important to them. 

 

It has become apparent that people tend to compare themselves to others, in order for them to create 

an understanding of who they are and where they belong in the social environment. In order to 

engage in social comparison it is however important that differences between those being compared, 

are not too great. In this study it is of interest to know what the beauty ideal of the women in the 

Mzansi Youth sub-segment looks like, and to whom the targeted group is prepared to compare 

themselves to. If they are not in a position to compare themselves to a specific beauty ideal or image, 

they may not give attention to the specific clothing product that is being advertised, or may not buy 

the specific fashion magazine. 
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5.4. RESEARCH STRATEGY AND STYLE 

 

An exploratory, cross-sectional quantitative research strategy, focusing on a survey research design 

was used in the study. Exploratory research is preliminary research conducted to clarify and define a 

research opportunity. This results in giving ideas and insights about the way the problem at hand can 

be addressed (Cant, Gerber-Nel, Nel & Kotze, 2003:28). The study is cross-sectional because it deals 

with the collection of information from the Black Diamond group at a given time, and allow for a 

sub-section of the population to be used (Cant et al., 2003:32). In this case it was ideal for this study, 

as the primary goal was to gain information about a large population (the Black Diamond group 

consists of a large number of people), and the advantage of such a design is that it is simple in nature 

(Cant et al., 2003:32). It involves simply stating a few questions to willing participants, summarising 

their responses by means of percentages, frequencies, statistical indexes, or counts, and thereafter 

drawing conclusions about the section of population gathered from the responses of the sample 

(Leedy & Ormrod, 2005:184). Quantitative methods are very valuable in allowing a researcher to 

conduct a study that consists of enough people to obtain a good cross-section of views. Many 

variables are considered in this study, which can then be reduced to a manageable size, providing 

meaningful conclusions and recommendations at the end of the study. 

 

5.5. SAMPLING 

 

5.5.1 Unit of analysis 

 

The unit of analysis for this study was young adult black women in South Africa (between 18 and 24 

years of age), in the Mzanzi Youth sub-segment. The women fall under the Black Diamond 

consumer group, which represents an up-and-coming, growing market segment. Mzanzi Youth are 

mostly still living at home and they seek an academic qualification. The units of analysis were also 

representative of a group that is large, profitable and accessible enough to draw the attention of 

marketers (Mawers, 2004). The units of analysis had to have certain criteria to be included in the 

study. These pertain to them being between the ages of 18 and 24 years, and belonging to the 

African cultural group in South Africa. They also had to be up-and-coming young adult African 

women, seeking an academic qualification at a tertiary institution, such as a university. 

 

5.5.2 Sample selection 
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The statistical methods used and the boundaries set at the 5% level of significance by specific 

statistical tests, helped the researcher to determine when the results were statistically significant 

(Trochim, 2006).  

 

5.8. QUALITY OF THE DATA 

 

Considering the quantitative nature of this study, attention was given to the reliability and validity of 

the research. Validity and reliability of research refer to the extent to which a person can learn 

something about the phenomena that are being studied, and the probability that one will obtain 

statistical significance in the data analysis, as well as the ability to draw meaningful conclusions 

from the data collected in the study (Leedy & Ormrod, 2005:27). Measurement scales used in the 

questionnaires included scales that have been used in other similar research studies conducted 

internationally, and that have been proved reliable. The structured measurement scales used in the 

questionnaire of the study include Likert-type scales and various levels of measurement scales, such 

as ordinal questions and comparative questions. The use of these well-known measurement scales 

helped to make the results obtained from the questionnaires more reliable. 

 

5.8.1 Validity of the study 

 

Validity deals with the extent to which the instrument measures what it should actually measure 

(Leedy & Ormrod, 2005:28). Two types of validity exist, namely internal- and external validity. 

Internal validity refers to the measure of the level of sophistication the design of the study 

incorporates (Walliman, 2005:434). External validity, on the other hand, deals with the extent to 

which the results can be legitimately generalized (Walliman, 2005:433). Both of these were 

incorporated in the research study. This was done by ensuring that all concepts were included in the 

study, and the nature of the sampling methods used were kept in mind when making conclusions and 

generalisations beyond the immediate situation at the end of the study. This helped to ensure the 

quality of the data gained (Walliman, 2005:294). In order to ensure that each measurement 

accurately reflected the concept it intended to measure (measurement validity), the following 

different types of validity were deemed necessary in this study: 
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5.8.1.1 Face Validity 

 

The instruments were pre-tested by a group of experts and were also pilot-tested on a small group of 

respondents to ensure face validity of the study. This was done to ensure that the measurement 

instruments actually measured what they purported to measure. Only instruments accurately 

measuring the set objectives of the study were used. 

 

5.8.1.2 Content Validity 

 

Content validity deals with whether concepts in the study are well measured by the instruments used, 

and whether the instruments give a good enough sample of items that represent that specific sample 

(De Vos, 2005:161). One should be sure that the instrument actually measures what it is supposed to 

measure in the study. A measurement device was used that was adequate and representative of the 

content of the study. The conceptual framework used in the study also helped to ensure that all 

concepts were included in the questionnaire and that all the objectives of the study were met. 

 

5.8.1.3 Criterion Validity 

 

Criterion validity refers to whether the instrument used in the study actually measures the concepts 

being studied (De Vos, 2005:161). To improve criterion validity in this study, more than one 

question was used to measure some of the concepts or objectives in the study. This validation 

approach ensured that more than one criterion could be compared to the scores obtained from the 

data, thereby eliminating bias in findings. Examples of this being used in the questionnaire are as 

follow: Question 9 asked respondents to rank various aspects (hairstyle, accessories, body, skin 

colour, and dress) of their feminine ideal of beauty from most important too least important, and 

Question 10 asked respondents to indicate which aspects of their feminine ideal of beauty are 

important to them. This means that if respondents indicated in Question 9, that a certain aspect was 

very important, the aspect should also be chosen in Question 10 as being important to respondents. 

Furthermore, instruments were pilot tested in advance on 20 respondents. The pre-testing of the 

questionnaire aided in this regard to ensure that the respondents understood the questions, and that 

the relevant responses were obtained from each question. There was no standardised criterion known 

to measure the construct validity accurately, to permit comparison with the measurements for this 

study. However, some of the questions that had been used successfully in related studies were 

adapted for this study. 
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introductory letter stating the purpose of the research, and a consent form also had to be signed 

beforehand. Well-established methods of data collection were used and standard statistical coding 

methods were also applied. Hypothesis testing was done at the 5% level of significance. A non-

probability sampling technique (purposive resulting in snowball) was used in this study, which used 

a smaller sample size, but the technique was thought acceptable, due to the nature of this study. 

 

Furthermore, in relation to human intellect and perception, the researcher used the power of memory 

and reasoning to organise data and ideas present in the study in such a manner as to promote 

understanding when others read the document (Walliman, 2005 434). Clear conceptualisation of all 

the concepts and the development of theoretical definitions for each construct in the thorough 

literature review conducted, aided in doing this. It also helped to improve the validity of the study. 

The conceptualisation and operationalisation phase helped to ensure that each measure indicates only 

one specific concept throughout the study (De Vos, 2005: 163). This makes the study more reliable 

and easier to read and understand.  

 

5.9. ETHICS  

 

Ethics refer to the rules of conduct, particularly regarding conduct towards other people and 

organisations (Walliman, 2005: 432). Ethics promote causing no harm, and providing benefits where 

possible. It is the responsibility of the researcher to be honest and give accurate descriptions on what 

have been done, and all the steps followed should be described in detail (Walliman, 2005:337). 

Taking ethics into consideration, it was of utmost importance that the data was not selectively 

presented, nor the analysis of results. It is always good practice to state limitations and resources of 

the research project, and this was done in this study. 

 

Ethical issues that relate to the general public and to the participants are of primary concern when 

researchers conduct research (Du Plessis & Rousseau, 2003:30). Ethical issues may be encountered 

in human sciences when conflict arises between the values of the community and scientific methods 

used to perform research (De Vos, 2005:68). An ethical concern that might have come to the fore 

with the research project at hand is discrimination, due to the cultural diversity in South Africa. The 

research project might have been seen as only benefiting the black population in the country, as only 

young black South African women will be included in the research project, and may ultimately 

benefit from the study. To eliminate this ethical concern, questionnaires were handed out to African, 

as well as Caucasian students. The responses obtained from the Caucasian students will be used at a 
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CHAPTER 6 

RESULTS AND DATA ANALYSIS  
 

 
 

6.1. INTRODUCTION 

 

This chapter focuses on analysing the data collected from the questionnaires that were handed out to 

the target market. Quantitative data analysis allows a researcher to process a large amount of data 

with efficiency in a format that lends itself to statistical analysis (Walliman, 2005:302). For purposes 

of analysis, it became necessary to simplify and organise the data gathered in the study, into a 

manageable and useful form (Walliman, 2005:302).  As seen in the operationalisation stage of the 

study, every objective is related to specific questions in the questionnaire. This helped to ensure that 

all objectives were measured, and that all necessary questions relevant to each objective were 

included in the study. The findings are therefore discussed according to the objectives of the study. 

Descriptive and inferential statistics were used for purposes of analysis, and descriptive statistics 

were specifically used to describe specific observations. This was done to present the data in a 

manageable form, such as tables and graphs, and the calculation of numerical summaries (such as 

frequencies, averages, mean scores and percentages). 

 

In this chapter the data will be presented in terms of the seven research objectives and sub-objectives 

as set in Chapter 5. Additional to the set objectives, this chapter starts off with the demographic 

information obtained from the questionnaire. 

 

6.2 DEMOGRAPHIC INFORMATION AND OTHER DESCRIPTIVE CHARACTERISTICS 

OF THE SAMPLE  
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obtained from questioin 5, 65% of the target sample are students only, whereas 35% are students and 

are working as well. The results are an accurate reflection of the intended target sample, namely the 

Mzansi Youth sub-segment in the Black Diamond consumer group, as the description of the women 

in the Mzansi Youth sub-segment are said to be mostly students that are studying toward their future. 

It is interesting that 35% of the respondents indicated that they are working as well, which could 

mean that they have extra money that they could spend on luxury items such as fashionable clothes 

and fashion magazines. 

 

6.2.3 How often fashion magazines are read (Q6) 

 

10%

25%

32%

25%

8%

DAILY WEEKLY MONTHLY SELDOM NEVER

 
FIGURE 6.3: HOW OFTEN FASHION MAGAZINES ARE READ    (N=199) 

 

According to figure 6.3, the results from question 6, indicate that 8% of the target market never read 

fashion magazines, 10% read fashion magazines daily, 25% seldom read fashion magazines, 25 % 

read fashion magazines weekly, and 32% read fashion magazines on a monthly basis. One hundred 

and ninety nine (199) respondents answered the question, and most (32%) of the respondents 

therefore indicated that they read fashion magazines on a monthly basis. Only 8% indicated that they 

never read fashion magazines, which is a small number. It could therefore be anticipated that most of 

the target market are interested in reading fashion magazines, whether it is on a daily, weekly, or 

monthly basis.  
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Almost sixty percent (59,69%) of respondents felt that it is important that they belong to a specific 

cultural group, and that their appearance reflect that they are an African women (57,58%). Almost 

sixty two percent (61,86%) also indicated that it is important that their appearance shows that they 

are an upcoming African student. It therefore seems that although it is important for the majority of 

respondents that they should be recognised as African women, it is not important to them that their 

dress or appearance should resemble those of others, in this case their African friends or African 

models. 

 

The answers from both tables 6.3 and 6.4 therefore indicate that it is most probably more important 

to the respondents to be recognised as an individual, (for what they personally are), rather than 

comparing themselves to others, whether from an African or Western origin. 

 

6.3.2.1 Factor Analysis and Chronbach   

 

TABLE 6.5: FACTOR ANALYSIS 

  FACTOR 1 

Anti-Westernised 

FACTOR 2 

Anti-African 

FACTOR 3 

Enabling Me 

Q11a 1 0.17 0.60 -0.17 

Q11b 2 0.76 -0.11 0.02 

Q11c 3 0.55 0.15 -0.12 

Q11d 4 0.89 -0.11 0.03 

Q11e 5 0.32 0.48 0.01 

Q11f 6 0.55       0.10       0.01    

Q11g 7 -0.08       0.58      -0.04    

Q11h 8 -0.07      -0.01       0.62    

Q11i 9 -0.18       0.81       0.10    

Q11j 10 0.10      -0.05       0.84    

Q11k 11 0.11       0.70       0.21    

Q11l 12 -0.01       0.11       0.72    

*Eigenvalue  *(2.78)       *(1.99)       *(1.17)    

** % Variance 

explained 

 **(0.41) **(0.31) **(0.18) 
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(N=196)

5%

16%

33%

46%

DEFINITELY

PROBABLY

PROBABLY NOT

NOT AT ALL

 
FIGURE 6.10.1: EXTENT OF COMPARISON TO WESTERN BEAUTY IDEAL  

 

Figure 6.10.1 shows the distribution of results obtained from question 16.5. One hundred and ninety 

six (196) respondents answered the question. Respondents were asked to view a fashion photograph 

reflecting a typical Western beauty ideal, and to indicate if they would compare themselves to it, by 

ticking one of four boxes (definitely, probably, probably not, or not at all). Most of the respondents 

(46%) indicated that they would not compare themselves to the Westernised fashion photograph, 

33% said probably not, 16% said probably, and only 5% said definitely. This result shows that most 

of the respondents will not compare themselves to the Western beauty ideal. 

 

 

(N=196)

15%

50%

26%

9% DEFINITELY

PROBABLY

PROBABLY NOT

NOT AT ALL

 
FIGURE 6.10.2: EXTENT OF COMPARISON TO EURO-AFRICAN BEAUTY IDEAL  
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Figure 6.10.2 shows the distribution of results obtained from question 18.5. Respondents were asked 

to view a fashion photograph reflecting a typical Euro-African beauty ideal, and to indicate if they 

would compare themselves to it, by ticking one of four boxes (definitely, probably, probably not, or 

not at all). One hundred and ninety six (196) respondents answered the question. Least of the 

respondents (9%) indicated that they would not compare themselves at all, and 26% said probably 

not. Most respondents (50%) said they would probably compare themselves, and 15% said 

definitely. This result shows that most of the respondents will probably compare themselves to the 

Euro-African beauty ideal. 

 

(N=198)

5%

19%

41%

35%

DEFINITELY

PROBABLY

PROBABLY NOT

NOT AT ALL

 
FIGURE 6.10.3: EXTENT OF COMPARISON TO AFRICAN BEAUTY IDEAL  

 

Figure 6.10.3 shows the distribution of results obtained from question 17.5. One hundred and ninety 

eight (198) respondents answered the question. Respondents were asked to view a fashion 

photograph portraying an African beauty ideal, and to indicate if they would compare themselves to 

it, by ticking one of four boxes (definitely, probably, probably not, or not at all). Thirty five percent 

(35%) of the respondents indicated that they would not compare themselves at all, while 41% said 

probably not, 19% said probably, and only 5% said definitely. This result shows that most of the 

respondents will probably not compare themselves to the African beauty ideal. 
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themselves to each of the photographs respectively (i.e. Western image, African image, and the 

Euro-African image). The results obtained from Q16.7, Q17.7, and Q18.7 are summarised in table 

6.7.4.5 below: 

 

TABLE 6.11: REASONS FOR COMPARING TO THE VARIOUS IMAGES (Q16.7, Q17.7, 

Q18.7) 

 To fit into  

group 

To see 

shortcomings 

To make 

comparisons 

 

To feel better N = 

WESTERNISED 12% 30% 42% 16% 57 

AFRICAN 32% 21% 29% 18% 58 

EURO-AFRICAN 10% 28% 45% 17% 127 

 

Table 6.11 summarises the results obtained from Q16.7, Q17.7, and Q18.7. Respondents indicating 

in Q16.5, Q16.5 and Q17.5 that they would compare themselves to the images, had to answer the 

questions. It is clear from the last column (N=), that most respondents indicated that they would 

compare themselves to the Euro-African image, as most respondents (127) answered Q18.7, in 

comparison to the other two images, where only (57 and 58 respondents) answered the questions. 

One can therefore argue that most respondents would compare themselves to the Euro-African 

image (as also evident in results discussed previously), more so than to the African or Westernised 

images. With regard to the Euro-African image, most respondents (45%) indicated that they would 

compare to the image, to help them see how they relate in comparison to others. 

 

In addition to the answers discussed above, it was also of interest to explore other reasons (not the 

listed options given above in Q16.7, Q17.7, and Q18.7), for respondents indicating that they would 

compare themselves to the specific fashion images in question. Only respondents indicating in 

Q16.5, Q17.5 and Q18.5 that they would compare themselves to the specific image, had to answer 

the questions in Q16.8, Q17.8 and Q18.8.  The results will be discussed below:  
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Figure 6.13.3 shows the reasons the respondents indicated for purchasing a magazine featuring 

similar images to the African fashion photograph. Question Q17.4 was an open-ended question, and 

results were coded in terms of the answers that appeared most frequently. The respondents could 

give more than one reason for purchasing a magazine with similar images, and therefore only values 

are given, and not percentages. Most of the respondents (64) indicated that they would purchase a 

magazine with African images, as they want to explore the African look, or they can relate to the 

image, while 9 said it gives ideas for ceremony outfits, such as weddings, and another 9 respondents 

indicated that the image portrayed is cultural, yet modern. 

 

5914

23

Not my style

Not interested in

African look

Not Appealing/ too

old fashioned

 

FIGURE 6.13.4: REASONS FOR NOT PURCHASING MAGAZINE FEATURING 

AFRICAN IMAGES 

 

Figure 6.13.4 shows the reasons the respondents indicated for not purchasing a magazine featuring 

similar images to the African fashion photograph. Respondents indicating in Q17.3 that they would 

not purchase a magazine with similar images to the African fashion image, gave the following 

reasons: Fifty-nine (59) respondents said it is not their style of dressing, and 14 said they are not 

interested in the African look, while 23 respondents indicated the image is not appealing or too old 

fashioned.  
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6.4. CONCLUSION 

 

With the results of the study in mind, the upcoming chapter will focus on the discussion and 

interpretation of the results against the viewpoints of the theories that were chosen as conceptual 

background for the study, as well as the work of previous researchers. Other theories deemed 

necessary for interpretation of the results, will also be considered. 
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because it makes them feel part of a group. Therefore, when they would compare negatively to their 

beauty standard, they would accept the standard, and just do nothing further. This again underlines 

the importance of a strong personal identity with the emphasis on the unique individual and a proud 

feeling of the self.  

 

Considering the foregoing the question that then arises is, how would they now appraise fashion 

images with different beauty ideals, specifically a Western, African and Euro-African beauty ideal? 

It can be concluded that the women in the Mzansi Youth sub-segment prefer the Euro-African 

beauty ideal because they like the dress style and feel it is modern, yet African. This is also the 

appearance that they can relate to the most and that they would compare themselves to, although 

comparison is not important to them. However, if they have to compare themselves, they would 

compare the beauty ideal feature that is the most important for them, namely the dress style. They 

also mostly compare just for the sake of comparison and not to feel better about themselves or to feel 

that they fit into a specific group. In cases where they compare negatively to an image, whether 

African, Western or Euro-African beauty ideal, they will still accept the standard and will do nothing 

further. 

 

Considering the above, it can lastly be concluded that most of the women in the Mzansi Youth sub-

segment, would probably buy a fashion magazine which features Euro-African fashion images to see 

the latest trends and fashion ideas, but not because the model would inspire them to improve 

themselves. Although they do not prefer the African and Western fashion images, some of them 

would probably also purchase a fashion magazine that features these images. Fewer women in the 

Mzansi Youth sub-segment would necessarily buy the clothes that are featured in the fashion 

magazine images.  

 

With the conclusions of this study in mind, it is important to consider the implications the study may 

have for the fashion magazine industry in South Africa, as well as the use of fashion images in the 

country. Implications for the study will therefore be discussed. 

   

8.3. IMPLICATIONS OF THE STUDY 

 

With the results and conclusions of the study in mind, it can be argued that there is a market for a 

fashion magazine specifically catering for the women in the Mzansi Youth sub-segment in South 

Africa, as it is clear from the results that these women read fashion magazines on a regular basis, and 
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that they are especially interested in fashion. A magazine specifically catering for this market 

segment should incorporate Euro-African fashion images, as results obtained from this study showed 

a strong preference for the Euro-African image or beauty ideal across many of the objectives of the 

study. Another option to reach this market segment could be to incorporate more Euro-African 

images in fashion magazines presently read or available to these women in South Africa, which 

could result in these magazines reaping rewards from this relatively untapped market segment in 

South Africa, especially when these magazines want to avoid future competition in the fashion 

magazine industry. From the theory on the Black Diamonds, it is apparent that this market is quickly 

becoming an appealing market to target in South Africa. If magazine marketers could act quickly, 

they could be the first to reap rewards from this market segment, as the Black Diamond consumer 

group is set to keep growing in numbers and become all the more appealing to target with regard to 

many products and across many industries in the country. 

 

As is apparent from the conclusions of the study on beauty standards important to the women in the 

Mzansi Youth sub-segment in their ideal of beauty, three aspects came to the fore, namely body, 

dress or style, and hairstyle. It can therefore be recommended that careful judgement should be taken 

when incorporating these aspects into fashion images in fashion magazines, as it may influence their 

evaluation of an image, or the extent to which they can relate or make comparisons. As previously 

noted, it is very unlikely that these women receive tips on hair care and hairstyles from fashion 

magazines of a Western-origin, and a magazine specifically aimed at the women in the Mzansi 

Youth sub-segment, could incorporate this, as it is evident that this consumer group view hairstyle as 

an important aspect, not only in their beauty ideal, but also in social comparison, as they also 

indicated hairstyle as an aspect they would compare, when engaging in comparison. These women 

also saw body as an important beauty standard, and as noted throughout the study, these women may 

view their bodies differently than other sub-cultural groups in South Africa, and in turn, to those 

standards portrayed in images in Western-focused fashion magazines. Another reference made to 

this in the results obtained in the study, was where respondents gave reasons for not liking the 

Westernised fashion image, where many respondents said the model in the photograph is too skinny, 

and that it sends the wrong message. It seems that these women who predominantly read Western-

focused fashion magazines at the present time, simply have to turn a blind eye to such images when 

browsing through magazines. A magazine specifically incorporating images more in-line with their 

body type and preferences in hairstyles could be even more successful and popular amongst these 

targeted women, than the fashion magazines they are currently purchasing. 
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serve as a basis for further research to be conducted in the industry, to better understand the wants 

and needs of the women in the Black Diamond consumer group regarding fashion magazines aimed 

at them, and the images included in such magazines. In spite of the limitations mentioned, and 

possibilities for improvement, the results of this study should be used as a pilot study to improve the 

use of fashion magazine images in South Africa aimed at young adult black women in the country. 
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14. When you compare yourself to the fashion ideal of beauty, but feel like you fall short of it, what is it you will 

most likely do? (Please tick only ONE box) 

 

            I would accept the beauty standard, and try harder to reach it 
         
            I would accept the beauty standard, but would not do anything to achieve it 
 
            I would modify or change my personal beauty standard       
 
            I would modify or change my cultural beauty standard 

 

15. Please indicate the importance of each of the following statements by putting a cross (X) in the appropriate 
block, where (1) indicates very important, (2) indicates important, (3) indicates less important and (4) indicates 
not important. 
 

Statement Very  
Important 

1 

 
Important 
2 

Less 
Important 
3 

Not 
Important 
4 

a) The colour of my dress should complement my skin colour     

b) The style of my dress should fit my body beautifully     

c) My accessories should be eye-catching      

d) My clothes should make me feel feminine      

e) My appearance should give me pleasure     

f) My appearance should make me feel in command of myself     

g) My appearance should reflect my cultural values     

h) My appearance should show others who I am     

i) My appearance should reflect the group I belong to     

 
SECTION C: 
 
Please study the fashion photographs below and answer all the questions by placing a cross (X) in 
the appropriate block where applicable: 

 

 

 

PHOTOGRAPH  1: 
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3 

4 
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ADDENDUM B: PANEL QUESTIONNAIRE 

 

 
(Please take note: Photographs for the panel questionnaire were given on a CD to be viewed on a 

computer by the panel of experts. Here however, the photographs will be attached (printed) at the 

end of the questionnaire, and the CD is included at the end of the study. Please refer to the 

photographs attached at the end of the questionnaire or view the photographs on the CD, where 

references are made to Category 1, Category 2, and Category 3 on the CD) 
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1.3) The fashion photograph portrays a Westernised beauty ideal well, in terms of hairstyle. 
 

 
 

Strongly 
agree 

Agree Neutral Disagree Strongly  
disagree 

Picture 1      

Picture 2 
 

     

Picture 3      

Picture 4      

Picture 5      

Picture 6       

Picture 7      

Picture 8      

Picture 9      

Picture 10      

 
 

1.4) The fashion photograph portrays a Westernised beauty ideal well, in terms of cultural 
artefacts, such as accessories. 

 
 
 

Strongly 
agree 

Agree Neutral Disagree Strongly  
disagree 

Picture 1      

Picture 2 
 

     

Picture 3      

Picture 4      

Picture 5      

Picture 6       

Picture 7      

Picture 8      

Picture 9      

Picture 10      
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1.3) The fashion photograph portrays a African beauty ideal well, in terms of hairstyle. 
 

 
 

Strongly 
agree 

Agree Neutral Disagree Strongly  
disagree 

Picture 1      

Picture 2 
 

     

Picture 3      

Picture 4      

Picture 5      

Picture 6       

Picture 7      

Picture 8      

Picture 9      

Picture 10      

 
 

1.4) The fashion photograph portrays a African beauty ideal well, in terms of cultural artefacts, 
such as accessories. 

 
 
 

Strongly 
agree 

Agree Neutral Disagree Strongly  
disagree 

Picture 1      

Picture 2 
 

     

Picture 3      

Picture 4      

Picture 5      

Picture 6       

Picture 7      

Picture 8      

Picture 9      

Picture 10      
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1.3) The fashion photograph portrays a Euro-African beauty ideal well, in terms of hairstyle. 
 

 
 

Strongly 
agree 

Agree Neutral Disagree Strongly  
disagree 

Picture 1      

Picture 2 
 

     

Picture 3      

Picture 4      

Picture 5      

Picture 6       

Picture 7      

Picture 8      

Picture 9      

Picture 10      

 

 

1.4) The fashion photograph portrays a Euro-African beauty ideal well, in terms of cultural 
artefacts, such as accessories. 

 
 
 

Strongly 
agree 

Agree Neutral Disagree Strongly  
disagree 

Picture 1      

Picture 2 
 

     

Picture 3      

Picture 4      

Picture 5      

Picture 6       

Picture 7      

Picture 8      

Picture 9      

Picture 10      
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CATEGORY 1: 
 

WESTERNISED BEAUTY IDEAL 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

                1                                 2                                   3                              

           4                                                  5 
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           6                                                  7 

         8                                     9                                    10 
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CATEGORY 2: 

 

AFRICAN BEAUTY IDEAL 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

                1                                   2                                   3                              

             4                                                5 
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             6                                              7 

           8                                  9                                 10 
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CATEGORY 3: 

 

EURO-AFRICAN BEAUTY IDEAL 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

                1                                 2                                   3                              

               4                                              5 
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           6                                                  7 

            8                                 9                                 10 

 
 
 




