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Abstract

This study examined the immediate effects of an educational Body Positivity video on positive and negative
affects, as well as the moderating role of self-esteem and body satisfaction. 240 Brazilians (mean age = 31.81,
SD = 13.59) participated in the experiment, which was conducted online. MANOVA revealed significant effects
on negative affects (F[1, 238] = 10.568; p = 0.001; M2 = 0.043), that were higher in the experimental group. Fur-
ther analysis showed that body satisfaction was a significant moderator (b = -0.31, t = -3.15, p = 0.01): negative
affects were only experienced in participants with lower body satisfaction. Data can be explained by specifics
of the content, that discussed Body Positivity by initially presenting negative opinions coming from the general
population. Thus, results align with the General Learning Model, emphasizing that educational content regard-
ing Body Positivity should focus less on highlighting discrimination.

Keywords: Subjective Well-being, Body Image, Communications Media.

Body Posi... Negatividade? Os Impactos de um Video Educativo de Body Positivity no Afeto:
O Papel Moderador da Satisfagdo Corporal

Resumo

Este estudo examinou os efeitos imediatos de um video educativo de Body Positivity no afeto positivo e nega-
tivo, bem como o papel moderador da autoestima e da satisfacao corporal. Participaram do experimento online
240 brasileiros (média de idade = 31,81, DP = 13,59). A MANOVA revelou um efeito significativo no afeto
negativo (F[1, 238] = 10,568; p = 0,001; N> = 0,043), que foi maior no grupo experimental. Analises adicionais
mostraram que a satisfagdo corporal foi um moderador significativo (b = -0,31, t = -3,15, p = 0,01): 0 aumento
no afeto negativo foi experienciado apenas por participantes com menor satisfacio corporal. Os dados podem
ser explicados pelas especificidades do conteudo, que discutiu a Body Positivity apresentando inicialmente opi-
nides negativas provenientes da populagio em geral. Dessa forma, os resultados alinham-se a0 Modelo Geral
de Aprendizagem, enfatizando que contetdos educativos sobre Body Positivity devem focar menos em des-
tacar a discriminacio.

Palavras-chave: bem-estar subjetivo, imagem corporal, meios de comunicacio

¢Body Posi... Negatividad? Los Impactos de un Video Educativo de Body Positivity en el Afecto:
El Rol Moderador de la Satisfaccion Corporal

Resumen

Este estudio examind los efectos inmediatos de un video educativo de Body Positivity en el afecto positivo
y negativo, asi como el rol moderador de la autoestima y la satisfaccién corporal. En el experimento en linea
participaron 240 brasilefios (edad media = 31.81, DE = 13.59). Un MANOVA revelé efectos significativos
sobre el afecto negativo (F[1, 238] = 10.568; p = .001; n? = .043), que fue mayor en el grupo experimental.
Andlisis posteriores mostraron que la satisfaccion corporal fue un moderador significativo (b = -0.31, t = -3.15,
p = .01): los afectos negativos solo fueron experimentados participantes con menor satisfaccién corporal. Los
datos pueden explicarse por las particularidades del contenido, que abordé la Body Positivity presentando ini-
cialmente opiniones negativas provenientes de la poblacion general. Asi, los resultados se alinean con el Modelo
General de Aprendizaje, enfatizando que el contenido educativo sobre Body Positivity deberfa centrarse menos
en resaltar la discriminacion.

Palabras clave: Bienestar Subjetivo, Imagen Corporal, Medios de Comunicacion.

Introduction

Poop emoji? - this was the joke used by comedian Aries Spears when referring to the
body of American singer Lizzo in August 2022 (Stevanatto, 2022). However, this is not an
isolated case of fat shaming in media: in the same year, actress Melanie Lynskey (Rose in
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Two and a Half Men) confessed that she had been pres-
sured to lose weight in order to act in the film Coyote
Ugly (Mattos, 2022). Such cases allow us to reflect on
the extent to which the work of fat women can be sub-
jugated by the weight of their bodies in current society.

Fat phobia refers to a pathological fear of fatness,
often manifested as negative attitudes and stereotypes
about fat people (Robinson et al., 1993). However,
the problem is not restricted to the fat body: although
thinness is socially represented as successful, aesthetic
pressure conditions individuals to a single image model
(Mattos, 2020). Therefore, aesthetic pressure is linked
to the oppression that affects all people, especially
women, while fat phobia exercises a logic of social
exclusion and stigmatization (Jimenez-Jimenez, 2020).

But how to combat these forms of violence
regarding different body types? The Body Positivity
Movement presents itself as one of the fronts to face
this prejudice. Currently, this strand of the feminist
movement proposes the acceptance of any body, repre-
sented by the motto “my body, my rules” (Lima, 2019).
Despite initially focusing on the agenda of fat phobia,
as the intersectional feminist movement questions and
subverts the beauty standards, body positivity encom-
passes any body that deviates from socially imposed
norms. Thus, any individual who does not meet the
current beauty standard has the right to be respected
and accepted (Gibson, 2020).

Aiming to study the movement, Sastre (2014) dis-
cusses the presence of Body Positivity in social media,
promoting body acceptance awareness. On Instagram,
for example, the movement can be easily found using
related hashtags, such as #bodypositivity or #loveyour-
self (Brathwaite & DeAndrea, 2022; Cohen et al., 2019).

In this way, we can observe not only the Body
Positivity Movement’s social relevance, but its grow-
ing presence in media. This inclusion in the social
media context can contribute positively to consum-
ers, given that a previous study found that about 70%
of participants would feel more positively about their
appearance if they felt represented in consumed posts
(Statista Research Department, 2022). Therefore, the
following questions arise: what are the impacts of Body
Positivity Media on those who consume it? And how
to understand these effects? These questions guide
the subsequent debate.

Investigating Body Positivity Media Effects
It is known, through previous studies, that the
ideal of beauty has a negative impact on female mood

and body image (Brown & Tiggemann, 2016; Halliwell,
2013). Specifically addressing the impacts of body posi-
tivity media, Cohen et al. (2019), for example, observed
that exposure to theme-focused posts led to greater
positive mood, body satisfaction, and body apprecia-
tion compared to posts centered on the “ideal body”.
Investigating only textual content, Davies et al. (2020)
show that negative humor is associated with fitness-
inspired captions, while the body positivity theme
was associated with self-acceptance and greater body
esteem after exposure.

Furthermore, studies such as the one carried out
by Danthinne et al. (2022) observed the positive effects
of exposure to a video with this content on mood
and body satisfaction. Maes and Vandenbosch (2022),
analyzed messages focused on body image in televi-
sion series: the results indicated that Body Positivity
images (for example, a person says that their body is
beautiful), when compared with negative body image
(e.g., people reinforce obedience to dominant beauty
standards), positively impact teenagers’ body image
(Maes & Vandenbosch, 2022).

Corroborating these results, messages about the
Body Positivity Movement are associated with higher
satisfaction with body image and self-esteem, as ana-
lyzed by previous studies (Rubinsky et al., 2019; Nelson
et al., 2022). In addition, body positivity media also had
a protective effect against negative social aimed at inter-
nalizing beauty ideals on the Instagram (Nelson et al.,
2022). But how to understand the impacts of the media
on affective, cognitive and behavioral outcomes? The
General Learning Model is one possibility.

General Learning Model and Body Positivity

To understand how Body Positivity Media can
impact individuals, it is possible to use the General
Learning Model (Buckley & Anderson, 2006, GLM)
as a theoretical framework. The GLM points out
that, in a learning situation, individual (characteristics
such as personality, self-esteem or sociodemographic
aspects) and situational variables (environmental
conditions, media) impact the individual’s internal
state (thoughts, affects, and arousal) individually or
interactively (Buckley & Anderson, 2006). This varia-
tion of the internal state generates a change in the
evaluative and decision-making processes and, con-
sequently, in the way the person responds to that
situation (Greitemyer, 2011).

Thus, the GLM can help in the understand-
ing of how exposure to certain types of media, in
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interaction with personal variables, can impact people’s
affective state in the short term. It is also notewor-
thy that with each exposure, the learning experience
is repeated, reinforcing possible long-term impacts
(Buckley & Anderson, 2006). Figure 1 summarizes the
short cycle of the GLM and how the present study’s
variables are included in it.

A recent study using GLM demonstrated its appli-
cability to understanding Body Positivity Media: Coyne
et al. (2021) focused on the effect of Body Positivity
music videos on women’s body satisfaction. The results
showed higher levels of body esteem for women in that
watched a music video focused on self-love, when com-
pared to those who watched both the neutral stimulus
and body objectification music videos (e.g, women
posing in a sexual manner directing attention to their
bodies) (Coyne et al., 2021).

Considering these results, the present study seeks
to understand GLM’s applicability to investigate the
impact of an educational video about the Body Positivity
Movement on positive and negative affects, the affective
component of subjective well-being (Galinha & Pais-
Ribeiro, 2005). In addition, the moderating role of
two other relevant variables will be considered: body
satisfaction, that is, how satisfied the individual feels
with their physical appearance (Cohen et al., 2019), and
self-esteem, the person’s general evaluative assessment
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of themselves (Rosenberg, 1965). The hypothesized
moderations have empirical (e.g., Rubinsky et al., 2019;
Nelson et al., 2022) and theoretical bases, considering
that personal variables can impact routes (e.g. affec-
tions) directly or interacting with situational variables
(Anderson et al., 2008).

The Present Study

Considering the previous discussion, it is observed
that Body Positivity Media can impact consumers’ well-
being, although this relationship is still little studied in
the literature (especially in Latin America). It is also
noteworthy that most previous studies are focused
on commercial media and/or social networks, despite
the effectiveness of media messages as an educational
tool (Buckley & Anderson, 2000), and its relevance as
an effective strategy for promoting development and
social change (Khalid & Ahmed, 2014). Thus, this study
aimed to observe the proximal effects of an educa-
tional video on Body Positivity on positive and negative
affects, as well as the moderating role of self-esteem
and body satisfaction.

Hypothesis: Exposure to an educational video on
Body Positivity will increase positive affects and decrease
negative affects among participants. Additionally, self-
esteem and body satisfaction are expected to moderate
this relationship, with higher levels of self-esteem and
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Note. Variables highlighted in bold will be investigated in this study.
Figure 1. GLM Short-term cycle.
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body satisfaction enhancing the positive effects of the
video and buffering against negative affects.

Materials and Methods

FParticipants

The sample included 240 Brazilians from the
general population, with a mean age of 31.81 years
(SD = 13.59; SE = 0.87). These were mostly female
(63.30%), cisgender (97.90%), heterosexual (77.50%),
self-declared white (50.8%), without disabilities (97.1%)
and normal weight according to the BMI (47.1%).

Regarding previous involvement with the research
topic, most participants (39.2%) claimed to have no
knowledge about the Body Positivity Movement, never
consume media content (e.g., books, movies, posts on
social media) on the topic (35%). Even so, the majority
(52.5%) of the sample declared to be very favorable to
the ideals of the movement. Itis noteworthy to mention
that we followed Kim et al. (2020) recommendations’
regarding the sample size, who suggest that experimen-
tal studies on media effects should have a minimum of
100 participants per group.

Materials and Instruments

Videos

The video used for the experimental group was
produced by writer and editor Marie Southard Ospina
for Bustle in 2015, entitled Your Guide To Body Posi-
tivity 101. The video (3 minutes and 56 seconds long)
begins with several interviews with the general popu-
lation about what would be a healthy body, plus-size
clothes or a “normal body”. These were answered using
popular knowledge, sometimes discriminatory and
pejorative with the non-standard body. Subsequently,
the author begins to discuss the body positivity move-
ment and media’s influence on beauty standards. The
original video was subtitled in Brazilian Portuguese.

As for the control group, another subtitled video,
describing a tomato sauce recipe. The video had a
similar length of the experimental video (3 minutes 36
seconds) and was produced for the YouTube channel
of influencer Giulia Ardizzone.

Manipulation Check

After the videos, an item was presented that aimed
to check whether the stimulus concerning the Body
Positivity Movement was really perceived as such, on a
scale from 0 = Not at all Related to 5 = Very Related.

Body Satisfaction Scale

Instrument developed for this study, to assess
body satisfaction, composed of four items referring
to satisfaction with general physical appearance, face,
body, and weight. Responses are given on a 5-point
Likert scale (1 = not at all satisfied to 5 = completely
satisfied). As this measure was developed for this study,
the adjustment indices for the single-factor model
were verified, which was satisfactory (X?/gl = 54301.2;
CFI = 0,99; TLI = 0,99; RMSEA = 0,05 [0,00-0,01];
SRMR = 0,05; o0 = 0.85).

Rosenberg Self-esteen Scale

Instrument developed by Rosenberg (1989) and
adapted to the Brazilian context by Hutz and Zanon
(2011), composed of 10 statements that assess over-
all self-esteem (e.g,, “On the whole, I am satisfied with
myself”’). Responses are given on a 4-point Likert scale
(1 = strongly disagree to 4 = strongly agree) (0, = 0.83).

PANAS' Scale

Instrument developed by Watson et al. (1988) and
validated in Portuguese by Galinha and Pais-Ribeiro
(2005), composed of 20 items that assess affect (e.g,,
irritated, excited). The scale is a two-factor model
(positive and negative affects), and responses refer
to a specified time period (in the present study, “the
present moment”) (Positive Affects, o0 = 0.80; Nega-
tive Affects, o0 = 0.82).

Sociodemographic Questionnaire

Questions designed to characterize the sample in
terms of age, sex, gender, socioeconomic status, marital
status, working situation, and Body Mass Index (BMI).
Also includes items regarding exposure frequency,
favorability, and prior knowledge about the Body
Positivity Movement.

Procedures

Initially, the project was submitted to the institu-
tion’s Research Ethics Committee, and after approval,
activities began (Approval Number: 5.659.295; CAAE:
59022022.7.0000.5188). It is noteworthy to men-
tion that the national ethical guidelines were followed
regarding participants’ autonomy, and that involve-
ment in the study was only initiated after the volunteer
signed a Consent Form.

The experiment was carried out in the online con-
text, using Google Forms to develop the questionnaires
and the Allocate tool (Fergusson, 2016) to randomly
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divide the participants between the experimental and
control groups. The research was shared on social
media, under the premise that it was a study about
online video effects.

After the introduction to the study, the trait vari-
ables (body satisfaction and self-esteem) were initially
measured, aiming to not affect participants’ responses.
After the designated video, the participant answered
the manipulation check, the remaining instruments and
went through debriefing (Figure 2).

Data Analysis

The SPSS was used for data analysis. Initially,
descriptive analyzes (to characterize the sample) and
the independent samples t-test (to access manipulation
check) were conducted. Subsequently, the MANOVA
(aiming to observe the differences between the groups),
Pearson’s correlation (aiming to observe how the stud-
ied variables are related) and a moderation analysis (to
analyze whether self-esteem and body satisfaction mod-
erated the relationship between exposure to video and
affects) were performed. For moderation, the PRO-
CESS v4.1 macro (Hayes, 2022) was used.

Results

Manipulation Check

In both groups, participants were asked how
much the video shown was related to Body Positivity
(Notatall related = 0 and Very related = 5). The experi-
mental group obtained an average of 4.46 (SD= 0.88;
SE= 0.08) and in the control group 2.57 (SD=1.31;
SE=0.12). The t-test for independent samples con-
firmed that this difference was statistically significant
[t(207) = 13.11, p=0.001].

MANOVA

Using a MANOVA, a significant difference was
observed between groups for positive and negative
affect (Wilks A = 0.952; F[2, 237] = 6.028; p = 0.003;
N2 = 0.048). Subsequently, the individual impacts in

Consent Trait
CoverSlowH Form }—» Measures H Allocate

Figure 2. Experiment’s Procedures.
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each variable were observed, being evaluated at a signifi-
cance level of 0.025 (Bonferroni correction). The results
showed significant univariate effects only for negative
affects (F[1, 238] = 10.568; p = 0.001; N2 = 0.043).
Figure 3 demonstrates the differences between the
groups, pointing out that the experimental group expe-
rienced more negative affects than the control group.

Correlation Analysis

After MANOVA, Pearson’s bivariate correlations
were performed (Table 1). We observed statistically
significant correlations between negative affect and
video exposure of body positivity (r = .21, p < .01),
body satisfaction (r = -.13, p < .05), and self-esteem
(t=-.22,p<.0D).

Moderation Analysts

Finally, a moderation analysis was carried out with
Process to investigate the extent to which levels of self-
esteem moderated the relationship between groups and
negative affects. The interaction between these did not
show a statistically significant effect, indicating no mod-
eration (b = 0.14, = 0.91, p = 0.306).

On the other hand, the moderation of body satis-
faction showed statistically significant results (b = -0.31,
t=-3.15,p = 0.01, 95% CI: -0.49— -0.11). These results

B Body Positivity Video Control Group

Positive Affects hegative Affects

Figure 3. Affect’s Differences Between Groups.

Manipulation
Check

State
measures

Sociodemographic|
questionnaire

Debriefing ‘
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can be seen in Table 2. In general, when levels of
body satisfaction were low, the body positivity video’s
impact on negative affects was significant (b = 0.55,
p < 0.01). This relationship was smaller, but remained
at intermediate levels (b = 0.24, p < 0.01), becoming
non-significant in individuals with high body satisfac- 1704
tion (b = 0.06, p > 0.05). Figure 4 graphically presents
the observed effects.
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The present study aimed to observe the impacts

of an educational Body Positivity video on positive
and negative affects, as well as the moderating role of
self-esteem and body satisfaction. The results indicated 130
an impact of Body Positivity Media on the increase T T
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body satisfaction: only when the individual had low Satsfaction
and medium levels of this variable did the video gener- Otow  Dmedum A tigh

ate negative affects. Figure 4. Moderation Graph.

Table 1.
Mean, Standard Deviation and Bivariate Correlations
Mean (SD) Group PA NA BS SE
Group - -
Positive Affects (PA) 2.48 (0.81) 0.09 -
Negative Affects (INA) 1.47 (0,66) 0.277%* 0.06 -
Body Satisfaction (BS) 3.26 (0,84) 0.05 0.12 -0.13* -
Self-esteem (SE) 2.96 (0,52) 0.01 0.14* -0.22%* (0.34%* -

Note. * = p < 0.05; #* = p < 0.01. Group was coded as 0 = control, 1 = experimental.

Table 2.
Body Satisfaction as a Moderator
. 95% Confidence
Coefficient (b) Standard Error t Interfa /

Constant 1.48 0.04 36.39 >0.01 1.40-1.56
Group () 0.28 0.08 3.45 >0.01 0.12-0.44
Body Satisfaction (W) -0.11 0.05 -2.36 >0.01 -0.21--0.01
Group * Body Satisfaction (X*W) -0.31 0.09 -3.15 >0.01 -0.49--0.11
Conditional Effects (W)
-0,86 (16% Inferior) 0.55 0.12 4.67 >0.01 0.31-0.78
0,13 (64% median) 0.24 0.08 2.93 0.03 0.07-0.40
0,73 (16% High) 0.06 0.11 0.52 0.59 -0.15-0.27
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Such results go against the initial hypotheses that
consuming a video on Body Positivity increases posi-
tive affects and decreases negative ones, especially in
individuals with high levels of self-esteem and body
satisfaction. It is noteworthy that in similar stud-
ies, with only visual stimuli, divergent results were
observed, such as an increase in participants’ positive
mood (Cohen et al., 2019), and a higher state of body
satisfaction (Davies et al., 2020 ). Along the same lines,
a systematic review on the topic pointed out a positive
effect on body image after exposure to Body Positivity
content on social media (Vandenbosch, et al., 2021).

Despite this, in a study on the effect of an adver-
tising campaign video based on Body Positivity in
Japanese women, participants with high levels of beauty
standards internalization lower body satisfaction, as well
as more negative mood (Danthinne et al., 2022). Thus,
to understand the results, it is important to understand
that body satisfaction is closely linked to the acceptance
of normative beauty ideals (Brown, & Tiggemann,
20106; Halliwell, 2013). Therefore, it is possible to
understand the somewhat contradictory results of the
present study based on three questions: society’s ideal
of beauty, the low contact of the sample used with
Body Positivity content, and how the video presented
as a stimulus impacts both these questions.

In the video, although editor Marie Southard pro-
poses to educate about the Body Positivity Movement,
she introduces the theme based on popular opinion
through interviews, sometimes with pejorative state-
ments due to the internalization of societal beauty
standards. Such a strategy may have been a “trigger”
for spectators with lower levels of body satisfaction:
as approached by De Lenne et al. (2021), the fram-
ing around Body Positivity initiatives can impact their
outcomes: thus, an educational video that focus on
prejudiced opinions can do more short-term harm than
good, especially on those with low body satisfaction.

Thus, it is possible to analyze the results based
on studies about message framing, the way in which a
communication strategy is shaped to generate specific
responses in the target audience (Santos et al., 2022;
Wall et al., 2019). In their meta-analysis on the subject,
Gallagher and Updegraff (2012) observed that posi-
tively framed messages (focused on benefits or positive
aspects) are more effective in promoting desired attitudes
and behaviors. Similar results were observed specifically
using online videos (e.g., Jacobson et al., 2019).

The relevance of positively-framed messages can
also be perceived in the study by Selensky and Carels
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Pessoa, T. E. G. & cols. Body Positivity media Impacts  7-12

(2021) on ads and body positivity: videos with happy
non-standard women combined with audio messages
about the importance of self-love were more effective
in promoting a positive mood, compared to an inter-
view about weight stigma and a video where women
from the general population discussed beauty stan-
dards’ impact in the work industry. Other studies have
reached similar conclusions regarding the fact that not
all Body Positivity media is as positive as initially imag-
ined (Legault & Sago, 2022), especially referring to
experiences of “toxic body positivity” or objectification
in some types of message.

Thus, such studies show the importance of
rethinking the way in which the ideals of the Body Posi-
tivity Movement are being produced and disseminated
by the media. In addition to bringing information about
the movement, it is essential to understand the con-
tents that should be used (or not) in order to promote
positive effects, especially in audiences that are more
vulnerable to the reproduction of negative statements,
even if for informational purposes.

The effects observed in negative affects can also
be explained using the GLM. As pointed out by Gentile
et al. (2009), the specific content addressed by media
generates a mobilization of the individual’s internal
state, either by activating related cognitive structures,
triggering emotions or modulating the arousal. In the
present study, it is possible to hypothesize that due to
the negative approach present in the initial interviews,
the video mobilized the internal state negatively. This
effect was enhanced by the personal variable Body Sat-
isfaction, in accordance with another GLLM theoretical
assumption: the situational variable (Body Positivity
media), impacted the internal state of the viewers (neg-
ative affects), through an interaction with a personal
variable (body satisfaction) (Blankenship et al., 2019).

This interaction is corroborated by the results
presented by Coyne et al. (2021), who also applied the
GLM to understand impacts of Body Positivity Media:
in this study, it was observed that participants with prior
low body esteem showed lower implicit self-esteem
after watching both an objectifying or body posi-
tive music video. Thus, the present study also points
out the relevance of the General Learning Model for
future research on the theme, considering the appli-
cability of its assumptions to understand interactions
between situational and personal variables in the
short and long term.

Although the present study was designed as an
experimental manipulation aimed at investigating the
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immediate effects of an educational video on Body
Positivity, it is important to acknowledge that this type
of exposure can, in practice, resemble a brief psycho-
logical intervention. The activation of affect through
audiovisual content—especially when addressing sensi-
tive topics such as body image and discrimination—is
not emotionally neutral. In this case, although the video
was intended to be positive and educational, it began by
presenting negative public opinions and discriminatory
experiences, which may have triggered adverse emo-
tional responses in more vulnerable participants, such
as those with low body satisfaction.

This dynamic reveals a conceptual and prac-
tical overlap between experimental manipulation
and intervention. Even though the initial goal was
to observe immediate reactions to a stimulus, the
content had the potential to produce significant emo-
tional changes, which are typically associated with
interventions. In contexts like this, the line between
manipulating an independent variable and interven-
ing in participants’ psychological states can become
increasingly blurred—particularly when the stimulus
involves personal values, identity, and socially charged
experiences (Gergen & Gergen, 2015; Fine, 2006; Bar-
tholow & Anderson, 2002). Acknowledging this overlap
is essential for interpreting the findings and refining
the methodological approaches of future studies that
involve sensitive content in experimental designs.

Beyond the analyses presented, it is important to
consider the social impacts of disseminating educational
videos related to body image. Such audiovisual materi-
als hold transformative potential, especially by fostering
public debates on fatphobia, aesthetic standards, and
body acceptance (Kost & Jamie, 2022; Sing, 2021).
However, as proposed by the General Learning Model
(Buckley & Anderson, 2000), the effectiveness of these
initiatives depends not only on the content conveyed
but also on how it is structured and presented. When
poorly designed or decontextualized, these videos
may reinforce stigmas and trigger negative emotional
reactions, particularly among vulnerable audiences.
Therefore, it is essential to adopt responsible commu-
nication strategies that take into account the specific
characteristics of the target audience and promote a
sensitive, critical, and inclusive approach. In this sense,
interventions in clinical and school settings should care-
tully consider the structure of these messages to foster
empathy and tolerance without reinforcing stigmatiza-
tion (Adusumilli et al., 2022; Guest et al., 2019).

Despite the theoretical and empirical contribu-
tions, this study is not free of limitations. Among these,

the use of online collections should be highlighted:
despite providing the research with a national reach,
this strategy decreases the control of intervening vari-
ables and still limits participation to individuals with
socioeconomic characteristics favorable to their pres-
ence in a digital context. Additionally, the homogeneity
of the sample in question is noteworthy, since most
respondents were cisgender, with a low BMI, and non-
disabled, which reflects on the importance of studying
the impact of this type of media on minorities.

Another relevant limitation of the present study
concerns the content of the video used in the control
condition. Although it showed significantly lower scores
on Negative Affects in compared to the video with body
positive content, the responses from the control group
were still relatively high. This may suggest that the
video, by presenting a recipe with natural ingredients
and a generally positive tone, may have inadvertently
activated associations related to health, or well-being.
Such content, even if not explicitly linked to the Body
Positivity Movement, could have elicited reflections on
body image or associated emotions through mecha-
nisms such as priming or activation of pre-existing
cognitive schemas. The lack of specific measures to
assess this kind of activation prevents us from draw-
ing definitive conclusions about its impact on affective
responses. Therefore, future studies are encouraged to
use more neutral control materials regarding body- or
health-related themes, in order to more precisely isolate
the effects of the experimental content.

A pilot test was not conducted prior to the experi-
mental procedure because the proposed intervention
aimed to replicate realistic conditions of exposure to
the educational material, aligning with procedures com-
monly employed in field research. Additionally, we
chose to allocate available resources to large-scale data
collection, prioritizing a robust sample size. However,
we acknowledge that the absence of a pilot test may
represent a limitation in terms of manipulation check.
This aspect highlights the significance of future research
considering this step for better methodological control.

A final limitation concerns the potential emotional
impact of the video used in the experimental condition.
Although designed to promote reflection on fatphobia
and encourage positive attitudes, the video began by
presenting discriminatory public opinions, aiming to
contrast them with the principles of the Body Positivity
Movement. This initial exposure may have unintention-
ally activated negative emotional states, such as anger
or hostility, especially in participants with lower body
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satisfaction. These affects could stem from the acti-
vation of an emotional route (rather than a cognitive
one), as described in process theories of information
processing (Hoewe, 2020; Entman, 1989). We suggest
that future research explore whether such emotional
activation contributes to a deeper awareness of dis-
crimination (motivating action) or instead reinforces
psychological distress. Including specific measures for
emotional responses and types of cognitive process-
ing would allow a more nuanced understanding of how
individuals engage with educational media on body
image. This line of inquiry may help to refine the design
of future content, ensuring it informs without inadver-
tently exacerbating negative affect.

Even so, we also highlight the study’s contribu-
tions, which show the complex relationship between
Body Positivity Media and psychological aspects of
potential consumers. Thus, the present study contrib-
utes to the understanding that, in addition to teaching
and disseminating the ideas that the Body Positivity
Movement defends, how these proposals will be repro-
duced matters: Is focusing on the negative view of a
large portion of the population necessary? Is repro-
ducing beauty standards the most effective way to help
those who are oppressed by it?

Following these questions, future studies on the
topic can investigate new psychological variables, such
as the internalization of beauty standards or attitudes
towards the Body Positivity Movement, especially if
measured implicitly (aiming to reduce the bias of social
desirability). These personal variables can be evaluated
together with different framing strategies, in order to
maximize positive effects. Finally, it is important to also
investigate the long-term impacts of Body Positivity
Media, such as, for example, in a context of psycho-
educational intervention.

Therefore, this research presents a contribution
to the field of psychology knowledge, especially media
psychology (Rich et al., 2024; Pimentel et al., 2023). Fur-
thermore, it helps in the development of interventions
related to the theme of body positivity: the presented
data helps on rethinking the way in which the move-
ment ideals are disseminated through media, seeking
to emphasize positive characteristics in the content to
increase the dissemination of ideas of self-acceptance
and the achievement of rights.
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