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With the 21st century now in full swing, the way in which young men and women obtain their social values and beliefs has taken a dramatic shift.  Fifty years ago oral histories and rich family traditions characterized our primary means of socialization.  Now, the once pure American way of life that rarely showed skin has transformed in the main stream pop culture teeming with scantily clad women, buff men and numerous images of near “perfect” human specimens.  Magazines, now seen as one of the main forms of adolescent socialization, have used clever ad campaigns, new products and a growing market to manipulate and create new trends, values and beliefs.  

Before I begin my analysis, let me first offer a definition of socialization as it relates to magazines and advertising.  Socialization in the broadest sense of the term is the process by which we as individuals in society obtain our values, beliefs and customs.  It refers to the influences we encounter, the decisions we are faced with and the outcome of certain events based on these beliefs.  

By examining four magazines that primarily target adolescent youths, we see that the way in which a man is targeted differs greatly from the way in which a woman is targeted.  For each sex I have chosen two magazines.  For the magazines that target men, Sports Illustrated(circulation of 3.28 million) and Maxim(circulation of 1.15 million) will be used, and for those that target women I will use Teen(circulation of 2.06 million) and Seventeen(circulation of 2.38 million).  By examining these four magazines we obtain samples from publications that together will place almost 9 million copies in circulation within the United States, reaching a tremendous number of young men and women annually (Bacon’s).   Not only do magazines reach a great number of people, but a survey conducted by MagNet (A survey conductor commissioned by the MPA) in November of 2001 showed that more Americans were obtaining advertisement information through magazines than television, radio and Internet.  When consumers were asked which single medium they paid the most attention to the advertising, 48 percent said magazines (MPA).  This shows how ads, as well as editorial copies, can socialize individuals.  This startling statistic is the main reason why I will focus on the advertising within these magazines as a major part of the socialization process.  

Advertising plays a major role in the magazines ability to influence youth about certain products and fashions.  Let us examine the breakdown of different full page Ads that appear in the four magazines.  In order to do this most effectively the Ads will be placed into one of seven different categories: Food/Drink, Technology, Clothing/Shoes, Education, Tobacco Products, Entertainment and Health/Beauty.  In Maxim and Sports Illustrated we see high numbers of technology, food/drink and entertainment ads which would in turn tell us that these magazines are concerned with developing the image of the male to be concerned with cool gismos and good looking women.   Of the 67 full-page ads in Maxim, 14 were technology related, 10 were entertainment related and 10 were food/drink related (see charts 1 & 2).  Sports Illustrated, which features a total of 29 full-page ads, had 10 technology ads and 7 entertainment ads (see charts 1& 2).  These numbers are a telling story of a magazine's socialization of young males through advertising.  The sheer number of technology ads shows how materialistic these magazines think American men should be.  Thirteen of the fourteen technology ads in Maxim were that of new video games, supporting the growing feeling that Americans spend entirely too much time sitting in front of a TV screen with a controller in hand.  Are these the types of people that Maxim is catering to?  Young boys who have an obsession with “shoot  ‘em up games” and hot women.  

Maxim is telling its audience that it’s okay to sit around all day, play video games and look at hard-bodied women.  Women are now appearing in these game ads to help attract the gullible young man who now thinks that buying a particular game system will win the heart of the most attractive women.  A new ad for the X-Box game system (Maxim, p. 145) features a woman wearing a thong sitting on a diving board under the quote “Dive into the future of gaming!”  Exactly what does this say about the future of game systems?  Soon we will be able to have a game system that enables us to look at half naked women swimming.  Sexuality is now the most widely marketed form of advertising.  Pepsi bringing in Britney Spears to help sell soda is a perfect example of how companies use sexuality to sell a particular product.  Rarely is there a male in any ad in the Maxim, while the ads in Sports Illustrated tend to focus more on the product itself.  Sports Illustrated changed its main focus from all men to older more developed ones after ESPN The Magazine all but ripped away most of its young audience in 1999 (Bacon’s).  Even tobacco product ads feature women in Maxim.  Camel cigarettes decided to toss its more traditional camel for that of a black haired, blue-eyed hottie in their two-page spread (p. 14,15). 

It is these ads that send a message about image and sexuality to the young men that decode them.  These ads scream “Chicks dig video games and cigarettes” and present our society with a misleading conception of adolescent values.  And as a result the ads no longer show ambition to be successful family men or businessmen, but now to have the best looking wife.  Advertising in the two young women’s magazines is totally different.  In Seventeen and Teen we see that an overwhelming majority of the ads are clothing or health and beauty related.  Of the 86 ads in Seventeen, 37 were that of health and beauty and 29 were that of clothing (see charts 1 & 2).  Most of these ads featured beautiful women who had perfect bodies and beaming confidence.  This is one of the main problems with the socialization of young girls through these magazines.  All the images that they see in these ads are beautiful women who are successful models.  There is no disclaimer that states that most women do not fit this mold, or that it is even okay to be unlike these women.  Much like in Maxim, a magazine that has glorified chauvinism, women appearing in these magazines are not average women and often stress sexuality above personality.  In the Gadzooks ad on page 119 of Seventeen four women are wearing bikini’s with two men around them.  All of the women in the picture have small and slender builds and even the men look to be very physically fit.  It is these ads that send the wrong message about a young woman’s role in society.  Not everyone has to be gorgeous and thin.  The numerous ads that include near anorexic women is a negative form of socialization that occurs frequently in both men and women’s magazines.

In addition to the negative socialization that occurs in ads, editorial columns also can provide misleading socialization to these Teens.  The titles of these articles alone lead to increased sexual activity and an increased emphasis on appearance.  There are numerous examples of Maxim articles that show the increasing stress placed on sexual behavior.  “How to spot fake ones”(p. 52), “If men really ruled the earth”(p. 63), “Bedtime Stories” and “How to throw an orgy”(p. 118) are examples of the sex infested culture that we have become accustomed to.  However, in Maxim’s defense, a woman named Nicole Beland wrote “Bedtime stories” (p. 122).  The magazine said that when “prudes object to our ‘salacious’ content, we like to point out that many of our sexier stories are written by women.”  In contrast Sports Illustrated tends to focus more on the news orientation of sports rather than spicing its headlines with sexual innuendoes.  Instead of tips on how to have better sex the editors of Seventeen and Teen have chosen a different route for our younger generation of women.  “Would you date this guy,”(p. 89) “The new preppies”(p. 210) and “Girl Talk”(p. 22) are a few titles from Seventeen that show the innocence image that these magazines mix with the idea that everyone should be beautiful.  As these article titles tell us, it appears that these magazines have shown that they socialize young boys to be lazy, sex pursuers while young women should just stay beautiful as long as they can.  

As adolescents we don’t really pay too much attention to what is going on in magazines, until years down the road when we can sit back and realize that we only bought a product because of certain celebrities or that it seemed cool at the time.  The socialization of young men and women continues to take on many negative forms and remains fueled by the embrace it receives from the younger generation.
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