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Abstract

Where the Boys Are:  Research into the perceptions and ideals of young adolescent boys regarding masculinity, media use, and domestic and sexual violence

One in seven young males agreed with the statements that "It's okay for a boy to make a girl have sex with him if she has flirted with him or led him on" and "It is okay to put pressure on a girl to have sex but not to physically force her" (National Crime Prevention, 2001, pp. 64-70). The author conducted focus groups with boys ages 11 to 14 to determine their attitudes and perceptions about masculinity, images of men in the media, and to assess their thoughts and feelings about domestic and sexual violence.   Findings are discussed along with implications for future research and message/campaign development aimed at educating adolescent males about masculinity, and domestic and sexual violence.
Where the Boys Are:  Research into the perceptions and ideals of young adolescent boys regarding masculinity, media use, and domestic and sexual violence 

“Boys are actually more emotional than girls at birth and older boys have a yearning to be empathic and caring and connected. They express it differently than girls do. If we don’t allow our boys to cry tears, not just at five or at six, but at ten and at fifteen and twenty, then some boys are going to cry out with their fists and some boys are going to cry bullets and then it’s going to be too late and we can’t just point the finger at them.”  by William Pollack, Ph.D.

Boys are especially active users of media, and researchers have suggested that the cumulative impact of media, such as television, movies, and music videos, may make them some of the most influential forces in boys' lives.   Young males between the ages of 11 -14 represent a particularly lucrative target market for advertisers.  Most messages aimed at this market tend to play on the markets insecurities about breaking away from childhood, forging their own identities, and becoming "men."   Persuasive messages geared to boys, research shows, tend to associate violence and aggression with positive messages about masculinity based on success, confidence, sophistication, coolness, athletic ability, sexual attractiveness, independence, rebellion, adventure, risk-taking and self-fulfillment. Research also suggests that persuasive messages are reinforced not only by television and magazine ads, but also through sponsorship “masculine events” such as racing and extreme sporting events.  Studies also find that messages about masculinity can be found in portrayals of action heroes, images and portrayals which are frequently discovered in the movies, television shows and videos games—media content which is consumed regularly and in huge volumes by male teens.
The present study centers on the adolescent male’s media use and perceptions of masculinity and sexual and domestic violence.  The sections that follow will briefly review published literature on the adolescent male market, their perceptions of masculinity, images of violence in media, and effects of exposure to sexual content on adolescent attitudes and behaviors.  To understand how teenaged boys perceive media and define masculinity, focus groups with boys between the ages of 11 and 14-years of age were conducted in order to understand their media use and how they interpret and process media content.  Findings are discussed and used to elucidate key concepts and strategies that should be used in a social marketing campaign aimed at this market and will conclude with a list of suggestions and recommendations on how certain social marketing strategies might be used to help health promoters communicate more effectively with this target market.
LITERATURE REVIEW
Overview of the Adolescent Male Market

Young males between the ages of 11 -14 represent a particularly lucrative target market for advertisers.  Most messages aimed at this market tend to play on this market’s insecurities about breaking away from childhood, forging their own identities, and becoming "men."   Persuasive messages geared to boys, research shows, tend to combine violence and aggression with positive messages that link masculinity with success, confidence, sophistication, coolness, athletic ability, sexual attractiveness, independence, rebellion, adventure, risk-taking and self-fulfillment. Research also suggests that these persuasive messages about masculinity tend to be reinforced not only by television and magazine ads, but also through sponsorship of “masculine events” such as racing and extreme sporting events.  Studies also find that messages about masculinity can be found in portrayals of action heroes, images and portrayals which are frequently discovered in the movies, television shows and videos games—media content which is consumed regularly and in huge volumes by male teens.

By treating pre-adolescents as independent, mature consumers, marketers have been very successful in removing parents from the picture—leaving this market, also known as “tweens,” vulnerable to potentially unhealthy messages about sexuality, relationships and violence. Advertising messages aimed at this group are effective, according to research sources, because those messages speak to the audiences’ insecurities and self-doubts, leading them to believe that to be truly cool, they need the advertised product.

Boys and young men are unavoidably and should be involved in gender issues. While the term 'gender' is used often to refer to women and girls, understanding gender and researching gender allows us to be reminded that gender does in fact shape boys' and men's lives just as much as those of girls and women. Certain forms of gender and sexuality are dominant (culturally celebrated and socially sanctioned) in any context, while other forms of gender and gender roles are stigmatized, silenced or punished. For example, boys and young men may feel pressure to live up to dominant cultural norms and expectations of behavior in terms of what is masculine.  Or, boys and young men may resist and reject these notions.  Social constructions of gender and gender roles vary among boys and young men in different cultures and countries. 
For boys and young men, one of the most significant influences on their perceptions of masculinity is male-male competition, power, authority, and control (Brown, Greenberg, & Buerkel-Rothfuss, 2003; Carr, Morgan, & Lee, 2005). Many boys experience the pressure to prove themselves amongst other boys (and to a lesser extent with girls). Boys gain status among male peers by demonstrating their prowess in stereotypically masculine traits and pursuits, such as toughness, sporting ability and physical skill, physical strength and body physique, heterosexual sexual achievement and popularity, and humor. Boys' struggle with an inner need  to prove themselves as “masculine” and this desire is shaped in part by the behaviors associated with being young (dependent, weak and frightened) and those associated with being male (independent, strong and brave). Boys who are perceived as 'sissies', 'wimps' or 'girlyish' are outcasts and are often the source of jokes and ridicule. Many young men may feel shy, inadequate and unable to cope with demands of living up to what it means to be a man and may as a result feel enormous pressure from peers to be something they are not.  This finding led to the development of the research question that guides the current study:
RQ1:  How do most adolescent boys describe desirable images of real men and masculinity?
Boys are less likely than girls to rely on parents and teachers for information about sex and relationships, and more likely to rely on friends and television. Pornography is an important influence on boys' and young men's understandings of sexuality, and the rapid growth of the internet is likely to increase its presence (Flood and Hamilton 2003). At early stages in development, young boys often display attitudes of contempt for anything female and associated stereotypical qualities of what is perceived to be feminine.  However, once a boy starts embarking on adolescence, girls suddenly become objects of sexual desire, fascination, and for some even an obsession.

Boys and young men experience pressure to gain sexual experience, as a marker of masculine status. There is pressure to have sex, from male friends, older brothers, and the mass media. There is a sexual double standard, in which boys who are sexually active are judged in positive ways while girls seen to be sexually active are subject to negative labels and sanctions.

Social constructions of masculinity and sexuality may encourage some young men's practice of domestic and sexual violence. It is possible that men who identify with traditional images of masculinity, have hostile and negative sexual attitudes towards women, see violence as manly and desirable, and believe in rape stereotypes are more likely to be sexually aggressive, sexually harassing and physically violent to women (Anderson, Berkowitz, & Donnerstein, 2003; Berkowitz, 2004; Brown, Greenberg, & Buerkel-Rothfuss, 2003; Bushman & Huesmann, 2006; Carr, Morgan, & Lee, 2005; Golding & Friedman, 1997). 
Perceptions of Men in the Media
In 1999, the research group Children Now asked boys between the ages of 10 and 17 about how their perceptions of the male characters they saw on television, in music videos and in movies. From the study, the group concluded that the media do not reflect the changing work and family experiences of most men today—and that this fact is not lost on the boys, who noticed the discrepancies between the media portrayals and the reality they knew.

Some of the study’s main observations were as follows:

· Most men and boys usually keep their attention focused mostly just on women and girls

· Males on TV are often portrayed as violent and angry

· Males in the media are generally portrayed leaders and problem-solvers

· Rarely do boys see men or boys crying or otherwise showing vulnerability

· Male characters on TV could not be described as "sensitive"

· Male characters are mostly shown in the workplace, and only rarely at home

· More than a third of the boys had never seen a man on TV doing domestic chores

The study also revealed that the boys were quite aware that these male characters on television differed from their own friends and fathers, and from themselves. They had also noticed that media portrayals of success do not necessarily reflect their own ideas of real-life success.

Young adolescent boys/children tend to see men on television as leaders and problem solvers, funny, successful, confident and athletic.  The study found that a majority of children say that men and boys on television have one thing in mind: get the girl!!
Media stereotypes of boys are almost always presented as "tough guys" and, as with girls, there is a consistent emphasis on physical appearance. Studies employing a content analysis of ads and movies show that images of men found in ads and movies, in particular, tend to communicate a masculine body image ideal that is athletic and muscular. In addition, rap and hip-hop videos also seem to reinforce this idea of masculinity.  Particularly popular with adolescents, rap and hip-hop videos often present a single, stereotypical image of masculinity and ideas about gender roles and relations between the sexes.

Images of Violence and Anger

Media research continues to find that the level of violence consistently appears in over half of the sample of televisions shows and movies which are most popular with adolescent boys.  In fact, study after study shows that almost three-fourths of children describe males on television as violent and more than two-thirds describe men and boys on television as angry (see Anderson, Berkowitz & Donnerstein, 2003; Children Now, 1999).  In addition, research shows that one in five male characters employs some form of physical aggression to solve problems (Children Now 1999).

Research on how children, namely adolescent boys aged 11 – 14 perceive male images in the media seem to suggest that the media and mediated messages need to and should take the opportunity to reach beyond these “masculine” stereotypes—and present a fuller and more realistic picture of the lives, experiences and identities of men and boys today.

Sexuality in the Media


Although sexual content in the media can affect any age group, research shows that adolescents may be particularly vulnerable. Some scholars speculate that when it comes to media effects, adolescents may be exposed to sexual content in the media during a developmental period when gender roles, sexual attitudes, and sexual behaviors are being shaped (Kunkel, Cope, Maynard-Farinola, 1999). In fact, several studies suggest that the adolescent group may be particularly at risk to negative effects of media exposure because the cognitive skills that allow them to critically analyze messages found in most media content are not fully developed (Buerkel-Rothfuss, Strouse, Pettey, 1993; Huston, Wartella, & Donnerstein, 1999).

Analyses of broadcast media content indicate that, on average, teenaged viewers take in over 143 scenes and images of sexual behavior on network television at prime time each week with portrayals of three to four times as many sexual activities occurring between unmarried partners as between spouses (Kaiser Family Foundation 1999).  As much as 80% of all movies shown on network or cable television stations have sexual content. An analysis of music videos indicates that 60% portray sexual feelings and impulses, and a substantial minority display provocative clothing and sexually suggestive body movements (Baxter, De Riemer, Landini , 1995).  Analyses of media content also show that sexual messages on television are almost universally presented in a positive light, with little discussion of the potential risks of unprotected sexual intercourse and few portrayals of adverse consequences (Lowry & Towes, 1988, 1989).

Survey data also show that adolescents' access to and use of media as sources of information are substantial.  The following section on media consumption will identify media adolescents use regularly and will identify specifically those media adolescents use when seeking information.

In summary, when it comes to effects of exposure to media content, research tells us that:

· Adolescents are exposed to many sexual images and messages on television that are almost universally presented in a positive light with little discussion of potential risks and adverse consequences

· Adolescents use the media to learn how to behave in relationships

· Research indicates that adolescent sexuality is associated with media use, but the direction of the relationship is not clear

· Practitioners should address use of electronic media and the Internet, television viewing patterns, and R- and X-rated movie attendance or video rentals when assessing risk behavior 

· Parents and guardians should be encouraged to supervise adolescents' media use
RESEARCH GOALS

Information for the present study was obtained from four (4) focus groups in four (4) regions of a large mid-western state. Why focus groups?  One of the most important uses of focus groups is to assess people's attitudes. Explaining and accounting for their own attitudes or views is sometimes easier for people when they hear other people's opinions.  Thus, the decision to use focus groups for this project were deemed useful because researchers could determine how adolescent boy’s views or attitudes about domestic and sexual violence might change as a result of a discussion. It was also believed that focus groups would help identify strategies, concepts, ad campaigns, and messages that may be effective in reaching the adolescent male market.

Focus groups are perhaps the single, best-known advertising/marketing research method. They use the dynamics of group interaction to generate qualitative (i.e., non-projectable) feedback on advertising/marketing-related issues, and are often times used to help researchers develop hypotheses for subsequent quantitative confirmation.

To this end, focus group analysis was designed to explore the following three areas:

· Media use –including portrayals, exposure, and perception issues—in particular, who teenage boys identify as authorities or experts and where they look for guidance and information about acceptable and unacceptable behavior with respect to girls and women.

· Relationships—including acceptable and unacceptable models of behavior.

· Self-identity issues—included how adolescent boys describe the most desirable images of a real man, manly men, and masculinity. 

METHODOLOGY
The study population consists of adolescent boys between 11 and 14 years old. The adolescents were residents of rural and large metropolitan cities and towns.  Boys who were willing to discuss issues related to media use, violence, male identity, and ideas about masculinity were asked to participate in the research. 

Focus groups were recruited through local organizations in each community serving children of our targeted age group sample (11-14 years of age).  We aimed for fifteen children per group, with a minimum of around seven or eight.  We also sought specifically to seek and ensure groups were diverse with respect to social status, age, and race.  Local assisting organizations included YMCAs, churches, a 4H Club, a community youth organization, a community center affiliated with a church, and a Boys & Girls Club.  Parental consent and child assent forms were collected from all participants.  Each child was paid $20 as a participation incentive.  Each focus group lasted approximately two hours. 

Questions, probes, and protocol were developed based on the objectives of the research, the supporting literature review, and effective focus group management (see Focus Group Questions and Protocol, Appendix A).  Question order was followed in general, however the moderator would change order and/or add probes as needed, according to the discussion flow of each group.

Each group discussion was recorded.  These recordings were transcribed mostly verbatim, but some parts were paraphrased (within brackets in transcripts).  Speech mannerisms such as “um” were mostly removed.  A recording system with four microphones was used.  Even with this, some comments of the child participants could not be picked up.  Given the large amount of data, not having these non-decipherable snippets, it was determined, would not change the overall analyses and recommendations.

Each participant response was coded.  The coding categories were created inductively from the transcripts.  Although focus groups are a qualitative and not quantitative methodology, coding the transcripts and examining frequencies of responses in categories provided a way to enhance and validate our qualitative interpretation of the transcripts.  This was particularly helpful given the amount of information we collected.

Participants were asked and given about ten minutes to answer in writing Questions 1, 2, and 3.  They were told to not worry if they could not think of something for every blank – “This is not a test.”  These answers were coded in categories. These provided information to supplement the verbal responses in the focus groups.

After introductions to the moderator and focus group procedure, participants were asked general questions about media use, perceptions of ideal men, and questions about violent acts. Participants in each of four (4) focus groups provided a plethora of information and insights. We attempt here to identify the main patterns or themes and to include what we thought were especially helpful insights. 

RESULTS
Participants in each of the four (4) focus groups provided a plethora of information and insights.  Data analysis was used to identify the main patterns or themes related to the research goals set forth by the present study. Before identifying recommendations on effective message strategies and themes, a description of the sample will be provided.

Description of sample

A total of 79 adolescent boys ranging in ages from 11 – 14 participated in the focus group research.  Of the 79 participants, 20.7% (n=16) were 11 years old, 24.1% (n=19) were 12 years old; 17.2% (n=14) were 13 years old; 34.5% (n=27) were 14 years old, and one participant did not designate age on the form. The average age was 13.

Other demographic information was obtained from the participants, such as ethnicity and type of household (i.e., single- two-parent household).  In terms of ethnic diversity of the focus groups, 62.1% of the participants identified themselves as Caucasian (n=49) while 24.1% (n=19) identified themselves as African American with 6.9% of the boys identifying themselves as “other”  (n=5).  Seven of the participants did not designate ethnicity on the form. More than 49% (n=39) of the sample reported living in two-parent households, while 13.8% (n=11) reported living in a single-parent household.  Eleven participants (13.9%) did not respond to the question.

In-Depth Analysis and Themes

The four (4) focus groups provided an opportunity for in-depth discussion with adolescent males about their media use, perceptions of images in the media, and favorite/least favorite media.  While the participants of this study represent a very small sample of the target audience coupled with the fact that focus groups are prone to errors and limitations, the major point to keep in mind is that generalization is/was not the goal of this study.  The goal is to gain a deeper understanding of the adolescent male market in order to understand their views on masculinity, media portrayals of men, as well as domestic and sexual violence. 
Theme 1:  Media Use

· Objective 1: Identify media that could be used to reach teenage males with a message about domestic and sexual violence.

When boys were asked: “what is your all-time favorite media?,” approximately 45% of the sample identified video games as the favorite, cool media—the one media that they spend the most time consuming. Least favorite media identified in all four focus groups were newspapers and radio.
Prior research shows that boys spend more time online, surfing the web and playing violent games, while girls chat or shop online. According to research, teens use the Internet to satisfy needs for Information, entertainment, and social activities.  Analysis of focus group scripts confirmed these important uses and gratifications.  

Video Games:  According to recent research conducted by the Pew Center & American Life Project (2008), video games provide a diverse set of experiences and related activities and are part of the lives of almost all teens in America. Research findings continue to show a greater percentage of teens that are playing video games (67%). Video gaming, research shows, is pervasive in the lives of American teens -- young teens and older teens, girls and boys, and teens from across the socioeconomic spectrum.   Secondary research shows that of those who play daily typically play for an hour or more, close to 97% of teens ages 12-17 play computer, web, portable, or console games, 86% of teens play on a console like the Xbox, PlayStation, or Wii, and that 60% use a portable gaming device like a Sony PlayStation Portable, a Nintendo DS, or a Game Boy.

Analysis of focus group transcripts also confirmed popularity of video games and usage among adolescent boys aged 11- 14.  Listed are highlighted quotes confirming this concept/theme:

· “Video games—just because it lets you get away from everything pretty much. You don’t have to really think about everything around you because you’re thinking about what’s going on in your game system.” (age 13)
· “Video games take you away life. You mess up on something and you can start over. Real life won’t you do that, but video games will. “ (age 11)
· “You can be your own person on video games.  You can be something you’re actually not.  You might be some wimpy nerd but you can make your character be some macho hunk”  (age 14)
Listed are other selected excerpts taken from the four (4) focus group transcripts (Note:  question “what is your favorite media and why?”)

· “The Computer because you can get to it all the time. You can get to whatever you want any time.”

· “The Computer because you have access to all your friends and you can talk to them all the time.”

· “Computer because there’s more information online than any other source of media.”

· “Computer because there’s a lot more information on anything so that it’s better than TV.”

· “I like the internet better than the newspaper b/c the internet has worldwide access; the newspaper is usually only local, so the internet gets more information.”

· “The computer is cool because it has access to whole bunch of information.”
Participants were asked to expand on their computer use by identifying the specific sites they visit when they are online. Here is what adolescent male participants in the focus group had to say:

· “[I go to] Facebook, How stuff works.com—it tells you information about everything—even stuff you never even wanted to know”

· “Discovery.com it tells you about anything from wild life to big cities and it tells you how everything works in the wildlife and the cities.  It has a lot of Information on life in general.”
Theme 2: Relationships

Analysis of focus group transcripts supports the idea that Internet, television, music video and sexually explicit lyrics all contribute to adolescents’ attitudes and behavior concerning masculinity and violence.  Thus it seems reasonable to conclude that exposure to sexually explicit media by adolescent males encourages them to view women as objects, as well as to develop misconceptions of gender roles and ideas of femininity and masculinity. 

Participants were presented with an image of a couple engaged in conversation. Above the couple’s head were thought bubbles, one for the male and one for the female.  Male participants were asked to imagine the couple is in a relationship.  Then, they were to imagine them saying something to each other and fill in the thoughts that they believed each person was having at the time.

Analysis of the thoughts revealed interesting differences in how young boys perceived the images and the relationship depicted in the picture.  Listed below are two recurring themes found in all four focus groups:

Violence-Related Comments

· Participants in Springfield perceived that the couples were engaged in conversations about sex, molestation, and raping.  (Not: A careful review of the comments showed that the participants did not take the research seriously.  Many of their responses seemed to have a “joking” or sarcastic tone.  (Ex:  “Can I get your number”, “Hey gurl”)

· Quotes often referred to “making out.” 

The Ideal Man
When asked “What characteristics or traits or words come to mind when you think about the ideal man in your life,” male focus group participants felt that ideal men could be described in the following manner:

· “Smart, loyal, knows right and wrong, good sense of humor, and optimistic in tough times”
· “[Has a lot of] Wisdom, honesty, hard working skills, smart, you can rely on them and look up to them.”
· “Humorous, caring, trustworthy, nice, comfortable, somebody that will listen to what you say”
· “Nice, trustworthy, determined, clean-- I don’t think it should just be passed over to women that they need to clean up the house the whole time because that’s what half the fights over my family was always about--and they should be a good role model.”
· “Strong, caring, athletic, somebody who doesn’t get drunk all the time and doesn’t get in trouble with the law.”
· “Is smart about work and money, don’t spend all their money on one thing, balances out their money for things they need for family or friends or whatever.”
A paper and pencil measure also asked male focus group participants to list traits/characteristics describing any and all important men in their lives.  All words were entered into an excel spreadsheet/database and revealed the following traits:  
Table 1:
Percentage of agreement on perceptions of masculine traits by adolescent boys 
	Trait Identified
	Percent agree
	Trait Identified
	Percent agree

	Cool
	31% (n=25)
	Christian
	

	Compassionate
	
	Determined
	

	Encouraging
	
	Fit
	

	Friendly
	
	Funny
	

	Good
	
	Hard working
	

	Helpful 
	17% (n=13)
	Helps elderly people
	

	Honest
	
	Independent
	41% (n=32)

	Kind
	52% (n=41)
	Knowledgeable
	

	[Ethical] and Know right or wrong
	
	Loving
	

	Loyal
	
	Open-minded
	

	Optimistic
	
	Organized
	

	Protective
	14% (n=11)
	Respectful
	

	Responsible
	
	Self-confident
	

	Smart
	
	Strong
	
62% (n=49)

	Supportive
	
	Trustworthy
	

	Unemotional
	
	Wisdom
	


*Note:  Percentages of the traits that received more than 4 similar references are provided to quickly identify common characteristics.  Total population = Seventy-nine adolescent boys.  Parenthetical numbers are the total responses out of the population).

Theme 3: Self-Identity and Effects of Mediated Messages

To tap into adolescent boys perceptions of men, the effects of media consumption on attitudes toward violence, and to ascertain their feelings where they look for and who they go to for guidance on acceptable behaviors with respect to how to treat girls/women, the following themes emerged from the transcripts:

· “Don’t think it’s smart to base yourself off the media, but some people on the media you should…. like I’ve always wanted to be like Albert Pujois, or Kurt Warner, but most of the celebrities they’re jerks or idiots or druggies.”

· “TV; they make guys seem big and tough.  That they never have any feelings whatsoever.”

· “TV and movies have a lot of violence in it b/c it’s more like action and people want to see that so I think tv and movies put more violence in their shows to catch their attention but violence is… it usually starts as an argument—people are disagreeing with stuff--but then one person or the other person will start it and then everybody starts fighting.  Violence is like a disease because it spreads and spreads.”

· “TV shows violence as being a good thing.”

· “Role models. Media, what you see. TV. All the guys are perfect, strong.”

· “On TV, all the guys are perfect and strong.” 

· “On reality shows they don’t have real people they just have people who are like strong. I’m just saying that on reality shows they have people who are so perfect, they don’t have real people”

· “Say that there’s a movie and the leading male role portrays excess masculinity, and someone who is developing their mindset might take that into consideration as that is what the male is supposed to look like, be like.”

Theme:  Importance of Social Networks (i.e, friends, family)

The transcripts reveal how very important external, social feedback and cues are to the adolescent male participants.  This is consistent with literature on identity development in youth and specifically adolescent males.  Transcripts taken from the four focus groups show support for the influence that parents, family, and friends have on opinions and attitude development, particularly with respect to ideas about violence, be it domestic or sexual. The importance of friends and social standing is significant to this group as is the influence of athlete or celebrity role models. Thus, it is apparent that young boys will look to other peers and family role models when deciding behaviors that are appropriate deciding involvement in campaign behaviors and activities.  

· I think you become a man when your dad teaches you whenever you’re about our age. And he shows you what to do when you’re older. 

· It’s not like playing with your friends. My dad worked at a TV station at a college and he took me in there and I worked with him until 2am.

· To become a man you have to know everything your dad knows to get by in life. Sometimes you have to know more than they know so you can tell your kids about it. Whether you have a boy or a girl. 

· I don’t know about you guys, but I don’t play with my friends, I hang out.

DISCUSSION

Four focus groups were conducted with a total of 79 boys aged 11–14, and from the data obtained, the following conclusions were drawn:  

· Adolescent boys were able to define violence and domestic/sexual violent acts.  They were able to identify consequences of violent acts, therefore, messages should not address the consequences of the boys’ actions, but should focus on who the boys are, what it means to be cool, to be a man, and to be a father.  In other words, the ads/messages must be immediately relevant.

· Focus group participants generally believe that violence against girls is unacceptable behavior, except for when the girl cheated or lied.

· The boys in this research were clearly able to make a clear connection between violence and gender-specific violence, and were able to express the idea that boys should never hit a girl.   However, interestingly, some boys clearly wavered on this notion when they discussed scenarios in which a girl had taken advantage of a boyfriend or had cheated on him.  Thus, messages should not evoke gender anxiety and should clearly identify instances such as “cheating” and how to handle these scenarios without violence, particularly from a “man’s” perspective.

Focus groups were then conducted to determine if adolescent boys respond and/or feel about violence, and to ascertain their insights on essential elements needed/message strategies that need to be incorporated in an anti-violence campaign which would be targeted to boys ages 11 -14. Adolescent boys in the present study were aware of the violent images and messages found in the media, could define violence, and more importantly could express, quite eloquently, elements needed in an anti-violence campaign.  
RECOMMENDATIONS FOR FUTURE CAMPAIGN DEVELOPMENT
Men and boys in our societies receive messages about how they should behave, what they are entitled to, and what is expected of them from a range of sources—television and movies, schools, friends, family, and video games, to name a few. Many of these messages encourage the use of violence.  Prevention efforts have to counteract this mountain of prevailing messages with alternative messages that are delivered using language and images grounded in men’s and boys’ experiences and concerns. For example, men respond better when you begin with the positive as aspects of masculinity rather than approaching them with negative messages or blame. Messages that point out the benefits of ending violence—for men as well as women and children—can be highly effective.  Thus, the focus of the anti-violence campaign aimed at this market should focus on attitudes and actions that perpetuate gender violence (i.e., “cheating on a boyfriend), but must also focus on and rely on media that will actually reach men and boys (i.e., video games, Internet and TV).

Research obtained in the present study confirms prior research that shows that young males, age 11 – 14, tend to enjoy the Internet, Television, and Radio (see Children Now Report, 1999; Pew Internet and American Life Project, 2005).  In addition, analysis of focus group transcripts shows that young male consumers spend a vast majority of their time playing video games online and tend to respect their parents and friends.  They do not read newspapers or printed media but are most influenced by celebrity athletes (males).  This finding was also supported in information found in focus group transcripts.

Transcript analysis further revealed that young male consumers have a fairly good understanding of violence, both sexual and domestic, and know what an appropriate and persuasive message aimed at changing male attitudes toward domestic and sexual violence “should say!”  However, as research shows, males are overexposed to violence in the media and most, if not all, male focus group participants could recognize that the media tend to portray men as violent, aggressive, and uncaring.  Based on market research, and focus group (developmental research), additional recommendations were created:

1. Recognize the value of the Internet as an effective tool for reaching young people. The Web offers marketers a medium that is a huge part of youth culture—with the added bonus that it's unregulated, with very little parental supervision.

2. Link pro-social and showing of sensitive male behaviors (i.e., crying, loving, and nurturing) in ads with being "cool," masculine/virile, strong and independent.  Focus group data confirms this finding.  Adolescent males participating in this research identified similar characteristics of “manly men.”  For example, theme analysis of the surveys clearly showed that young boys identify strength, coolness, independence and kindness with masculinity. However, future research should attempt to understand how adolescent boys are defining “kind.”

3. Place messages in TV shows with high adolescent male viewership,

4. Include “masculine” athletes, role models and movie stars, who are popular teen boys.
5. Sponsor sporting events and at other public extreme sports events where young adolescent males may be exposed to “traditional” mediated messages/images of masculinity.
6. Place/embed pro-social, anti-violence/media literate messages in media such as online games and video games.  

7. Also place messages near high schools: on billboards, in bus shelters and in variety stores. Newer marketing approaches must include online advertising and innovative marketing techniques, such as embedding products in the program content in films, online, and in video games.
CONCLUSION
Research tells us that media campaigns on domestic and sexual violence need to offer learning opportunities that are interactive, involve active participation, are sustained over time and have multiple points of contact with reinforcing messages (Berkowitz, 2004). They must be relevant to the audience and tailored to the characteristics of the participants while acknowledging their special needs and concerns. Campaigns centered on combating domestic and sexual violence also need to emphasize the relationship of sexual assault to other issues (Berkowitz, 2003) and offer positive messages which build on boys' and men's values and

predisposition to act in a positive manner. Research suggests that mediated messages need to document and reinforce healthy behaviors and norms and encourage individuals to focus on what they can do, not on what they should not do (Berkowitz, 2003).

Future research is need to determine how specific media content can be used to undermine powerful constructions of masculinity and sexuality which support violence against women and increase the risks to females' and males' reproductive health. These social constructions of masculinity and sexuality include, but are not limited to, the notion of an uncontrollable male 'sex drive', victim-blaming, women as the guardians of sexual safety, the idea that women 'ask to' or 'deserve' to be raped or beaten, the normalization of forced sex, and the sexual double standard. And we must replace these with norms of gender equality and sexual respect.
Teen anger, rebellion, need for independence and attitude have become commodities that marketers use in order to sell products, services, and ideas to teens. The most important question media analysts are asking is: “Does the media reflect today's teens, or are today's teens influenced by media portrayals of young people?” Thus, it seems plausible that advertisements advocating pro-social behaviors should and would challenge the materialistic images, messages and values promoted in today’s media.
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APPENDIX A
QUESTIONS USED FOR FOCUS GROUPS

· What media do you use often and why? TV? Radio? Magazines? Newspaper? Internet?

· What is your all-time favorite media and why?

· Define violence.  Where did your definition come from?

· How do they relate to and communicate with women?

· From whom/where do they get information?

· Who do you trust for information?

· Who is the MOST influential person in their life?

· Where do they learn about how to "be a man"?

· Taps into self identity/gender (e.g., how do boys and young men view themselves?  What behaviors and practices do they adopt to identify as men?)

· How do people earn respect?

· Communication (e.g., how do they communicate with their families, friends, girl friends?);

· Decision-making (e.g., how do they decide if they will stay in school, work, have relationships?);

· Ask participants to recall information about their behavior and to recount times when they had behaved aggressively. (Example: "Tell me about an incident where you acted aggressively by threatening someone.")

· How would being in a good mood all the time help you to not be aggressive?  If they have engaged in aggressive behavior, ask for the reasons behind their aggressive behavior. (Example: "What are some things that would make you want to fight?")

· Discuss the significance of the context in which the behavior occurred. (Example: "How would you describe the neighborhood/ family / society in which you grew up?")

· Ask questions concerning effective intervention strategies and/or the strategies that could be used to help “other boys” curb or control their anger and aggression.

Tips on the Focus Group Procedure:

· Each interview should begin with routine assurances about confidentiality, the use of the information for research purposes only, and the fact that the participants could stop the tape at any time during the interview. Participants should also be told that the purpose of the interview was to find out about aggressive behavior from the point of view of adolescents and that any insights they could provide would be greatly appreciated. In other words, participants should be encouraged to recognize their expertise and the contribution is valuable to the outcome of this study: the development of an advertising campaign aimed to reduce violence.   The participants should be told and it should be emphasized that the knowledge gained through this experience is incredibly valuable, and their cooperation is and will be appreciated. 

Note:  For those male participants who have been identified as “aggressive,” they need to know that their aggressive behavior is and will be in no way condoned, but that their willingness to talk about it, analyze it, and reflect on it, as well as their insights into what would work to change this behavior, will be recognized as central to the research.

