SELF-CONCEPT OF
WOMEN



OSNOVA

Self-concept a jeho uziti

Hledani obrazu idealni zeny
Nalezeni obrazu idedlni zeny??©
Shrnuti a rozdily v jinych kulturach

Brainstorming — a co obraz idealni zeny v CR?



SELF-CONCEPT



CO TO VLASTNE JE?

* Systém myslenek a pocitu o sobé, ktery je
hnaci silou pro velkou cast lidského chovani

e Zahrnuje fyzické a fyzikalni atributy

* 4 rlzné dimenze self-conceptu



ACTUAL SELF

Opravdovy obraz sama sebe

Socialni status, vek, pohlavi

Pouzivano pfri propagaci produktu, které
odpovidaji actual self cilové skupiny

Napr. Toyota minivan , It’s all about your
family“



SELF-IMAGE

e Zpusob, jakym jedinec vidi sam sebe
* AvsSak realita mlze byt odlisna ©

* Napr. vztah mezi typem automobilu a self-

image jejich majitelt (predevsim u luxusnich
automobilu )



IDEAL SELF

Jaci bychom chteli doopravdy byt

Muze byt ovlivhéno kulturou, ruznymi hrdiny,
celebritami...

Lidé jej potrebuji ke srovnavani se svym actual
self

Napr. zena chce byt zdrava, ale nema cas
sportovat — nakupuje tedy alespon zdrave jidlo



SOCIAL SELF

e Jak chce byt jedinec vniman ostatnimi
e Zalezi na okoli a na tom, €i nazor je pro jedince
dulezity

e Casto uzivano pro trh mladych lidi, jimz maze

napfr. znackové obleceni prinést respekt ve
skupiné



UZITI SELF-CONCEPTU

* Propagace, jez odpovida self-conceptu, muze
oyt pro vyrobce efektivnejsi

* Je dulezité vybrat si tu spravnou dimenzi a
zvazit vztah mezi zenskym ideal self a zenami v
reklamach i v kulturnim kontextu

e Self-image pro produkty kazdodenni potreby
* |deal self pro produkty ,reprezentativni®



HLEDANI IDEALNI ZENY



IDEAL SELF-IMAGE OF WOMAN

Porovnani dvou zemi RUSKO x SVEDSKO
Vyzkum v ramci bakalarskeé prace

Data sbirana elektronicky

Obraz idealni zeny, jak ji vnimaji samotné zeny

Porovnani idealu se zenami objevujicimi se v
reklamach



QUESTION 1 - HOW OLD ARE YOU?

Sweden

Figure 1.Age - A (Under 20), B (21-25), C (26-30)




QUESTION 2 - WHAT IS YOUR EDUCATION LEVEL

Russia Sweden

Figure 2.Education level - A (Secondary school), B (College/ University)




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

Russia Sweden

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




QUESTION 4 -DO YOU FOLLOW THE LATEST BEAUTY TRENDS?

Figure 4.Following beauty trends — A (Yes), B (No), C (Sometimes)




QUESTION § - WHAT EYE COLOR A WOMAN SHOULD HAVE TO LOOK

BEAUTIFUL?
Country/ Russia Sweden Total cluster
Eye color
’ Number of Percentage Number of  Percentage Number of  Percentage
respondents  of total  respondents of total  respondents of total
Blue 8 10,0 11 3.8 19 1.9
Green 10 12,5 26 32.5 36 225
Grey 3 3.8 1 1.3 - 2.4
Brown 2 2,5 20 25,0 22 13,8
Black 0 0,0 0 0,0 0 0,0
Any 57 71,2 22 274 79 49.4
color
Total 80 100 80 100 160 100

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

Total Cluster = Respondents across two countries



QUESTION 6 - WHAT HAIR COLOR A WOMAN SHOULD HAVE TO LOOK

BEAUTIFUL?
Country/ Russia Sweden Total cluster
T EOlox Number of Percentage Number of  Percentage Number of  Percentage
respondents of total respondents of total  respondents of total
Blond 5 6,2 9 23,7 24 15,0
Red 3 3.8 16 20,0 19 11,8
Light 1 1.3 3 3.8 -~ 23
brown
Brown 9 1.2 2] 26,2 30 18,8
Black 2 2.5 3 3.8 5 3.1
Any color 60 75,0 18 22.5 78 48.8
Total 80 100 80 100 160 100

Table 2.Hair color a woman should have to look beautiful (Russia, Sweden and Total Cluster)



QUESTION 7-WHAT HAIR LENGTH A WOMAN SHOULD HAVE TO LOOK
BEAUTIFUL?

Russia Sweden

D
45%
,/ A
c— 3%
1%

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




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

Russia Sweden

AR

Figure 6.Usage of make-up —

A (Yes, bright make-up accentuates beauty),

B (Yes, but make-up should be light and unnoticeable),
C (No, naturalness is synonym of beauty)




Picture 2.Advertising images of women



QUESTION 9 - 1IF YOU WANTED TO LOOK MORE BEAUTIFUL, WHICH OF
THESE WOMEN WOULD YOU PREFER TO LOOK LIKE?

Country/ Russia Sweden Total cluster
Image Number of  Percentage Number of Percentage Number of  Percentage
respondents  oftotal  respondents  oftotal respondents of total
Woman A 28 350 31 38.7 59 36.9
Woman B 9 [l s 15 18.8 24 15.0
Woman C 28 35.0 22 213 50 312
Woman D + 3.0 7 8,7 11 6,9
None of them 11 13.8 5 6.3 16 10.0

Total 80 100 80 100 160 100




Picture 3.Advertising images of make-up



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

Russia Sweden

Figure 7.l1deal make-up — A (Make-up A), B (Make up B)




NALEZENI IDEALN|I ZENY?®©



MAKE-UP

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

Question Fashion trends Usage of make-up Advertising lmmpe oL
make-up
Answer/ Always | Never follow | No make- | Bright or light | Make-up | Make-up
Country follow or sometimes up make-up A B
Russia 16 84 8 o2 24 76
Sweden 29 71 34 66 51 49

Table 4.Comparison of Russia and Sweden in terms of make-up, %



VLASY A OC]

Eye color, hair color, hair length

Eye color Hair color
SWEDEN RUSSIA SWEDEN RUSSIA
»  Green eyes (33%) *  Brown hair (26%)
ANY EYE : ANY HAIR
" Any eye color (28%) »  Blond hair (24%)
COLOR COLOR
| = Any hair color (22%)
=  Brown eyes (22%) (71%) (75%)
= Red hair (20%)
Hair length
SWEDEN RUSSIA
Any length (34 %), Long hair (47%) Any length (45%), Long hair (48%)

Table 5.Comparison of Russia and Sweden in terms of eye color, hair color and hair length, %




ZENY Z OBRAZKU

Woman A

— Americka modelka, dlouhé hnédé vlasy s lehkym
nadechem do cervena a zelené oci

Woman B
— Britska modelka, kratké blond vlasy a modré oci

Woman C

— Perska modelka , dlouhé tmave hnéedé vlasy a hnédé
oCi

Woman D
— Ruska modelka, dlouhé svétle hnédé vlasy a zelené oci



SVEDSKO

Woman A
— 45% Cervené vlasy, 29% hnédé
— 50% zelené oci

Woman B
— 53% blond vlasy

81% respondentu preferujicich hnedé vlasy
vybralo Aci C

Ve Svédsku tedy nejspis existuje soulad mezi
ideal self-image zeny a zenami v reklamach



RUSKO

Komplikované posouzeni, ruské zeny vetsinou
nepreferovaly zadnou barvu oci ani vlasu

Woman C
— Ani jeden z respondentu nepreferuje hnédé oci

Woman A

— Pouze 11% preferuje zelené ocCi a 18% hnédé Ci
cervene vlasy

Co se tycCe barvy vlasu a oci, neexistuje v Rusku
shoda meazi ideal self-image a zenami z reklam



/AVER
Woman A je celkovym mezikulturnim vitézem

Ukazka ,,homogenizace” mistnich kultur a
posilovani globalni spotrebitelské kultury

Anebo spise ukazka vlivu americkeé kultury na
vhimani krasy?

| pres rozdily obou kultur byla nalezena idealni
zena do reklamy preferovana vetsinou

U vice nez 50% respondentu preferujicich B,C a D
nebyla nalezena shoda mezi idealnim obrazem
Zeny a o0 obrazem zen z reklam = potencialni
ztraty pro firmu pri nevhodném vybeéeru




