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Enough with the Beauty Standard; Fashion Media has a Duty to Promote Body Positivity  

 

  For years, the fashion industry has gotten a bad rap for creating an ideal beauty standard 

that women must strive to fulfill; one we see everywhere from the pages Vogue magazine to the 

Victoria’s Secret Angels on the runway. Because of fashion media, many women, especially 

young women, compare themselves to the images they constantly see and feel that they are not 

enough. Often teenage girls do not feel beautiful in articles of clothing because the media has 

taught them that they do not have the proper coloring or shape for it. But there is no singular 

definition of beauty and the fashion industry — an industry that holds the power to skew or 

enhance the way a person sees themselves — needs to showcase that. 

The fashion media industry has an ethical responsibility to discard the idea that there is 

only one definition of beauty and must work spread body positivity for all its consumers, but 

especially in content targeted towards teenage girls.  

 The teenage years are filled with so much change, both physical and emotional, and are 

detrimental to how one perceives themselves. As teenage girls develop into new bodies and as 

new hormones cause more emotions, they suddenly become more self-aware of their appearance. 

When girls look at fashion media that only portrays one beauty standard, they are more likely to 
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be discouraged and frustrated by their own appearance and these emotions can lead to more 

intense mental health issues. According to the National Eating Disorders Association 10 million 

women suffer from disordered eating and the largest percentage of those women are aged 15-19. 

A common explanation for women developing eating disorders is the exposure to thinness 

depicting and promoting (TDP) media which results in negative body image (Malachowski). 

 Most fashion media falls under the category of TDP media. In a 1991 study, college-aged 

women were asked to complete a body image survey after reading either a fashion or news 

magazine. Women who read the fashion magazines before taking the survey tended to answer 

more negatively about how they perceived their body than those that read news magazines 

(Turner). In a 2010 study, 48% of the girls (ages 13-17) surveyed said they wished they were as 

skinny as models they saw in fashion magazines (Common Sense Media).  

 It sometimes seems that fashion media promotes a body type not clothing. Young girls 

see the type of bodies that clothes are shown on and believe current trends will only look good 

on those body types. In the 90s, with the rise of super models and racy Calvin Klein ads, the 

‘heroin chic’ body type was all the rage. Young girls worked to look exactly like Kate Moss - so 

skinny that their ribs and hipbones were clearly visible – and quite literally looked like they were 

on drugs. In recent years, the ‘slim thick’ body type has been trending a la Kim Kardashian. 

Trendy clothing is commonly depicted on models with a tiny waist and larger bottom so girls 

have turned to intense workouts and waist training to get the look. But the purpose of fashion is 

not to be exclusive to one ‘trendy’ body type. Fashion is for everyone and the fashion media 

industry has a duty to show that all people are beautiful in whatever they want to wear. 

 When Elaine Welteroth stepped on as editor and chief of Teen Vogue in early 2017 she 

did just that. Teens of all sizes, genders, races, and identities filled the pages. The focus shifted 
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from how to be trendy to how to use fashion as a tool to empower yourself and inspire others. “I 

felt like there was an opportunity to go a little deeper and to feature a different type of girl: 

someone who actually used their platform to be a role model and to be a thought leader” 

Welteroth said in an interview for The New York Times. Slowly but surely, other outlets are 

following Teen Vogue’s lead.   

With these (and hundreds more) statistics and stories in mind, the fashion media industry 

absolutely cannot continue to promote one definition of beauty. It is unbelievably unethical for 

fashion media companies to set beauty standards for young girls when they are aware of the 

likelihood of readers becoming uncomfortable in their own bodies and developing eating 

disorders. While there has been some inspiring progress, there is still a ways to go. However, I 

believe that this long-overdue change is coming as soon as the next generation steps up to the 

plate.   
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