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Abstract 

In recent years, breast-cancer related information has drawn public attention in 

China through new media formats, particularly the microblog platform. The current 

research used content analysis to analyze both verbal and visual presentations of 

breast cancer in Sina Weibo, the largest microblog platform in China. Results 

indicated that dominate microblog accounts and themes showed a changing pattern 

across time, but a consistently positive discourse of the disease was found in both 

verbal and visual presentations. 

Keyword: Breast cancer, visual images, feminine 
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Introduction 

Breast cancer is the most common cancer in women worldwide. According to 

GLOBOCAN 2012, an estimated 14.1 million new cancer cases and 8.2 million 

cancer-related deaths occurred in 2012, of which 1.7 million women were diagnosed 

with breast cancer (World Health Organization, 2013), and 521,000 died from the 

disease in 2012 worldwide (World Health Organization, 2014).  

The public relies on mass media as the most popular source for information 

about medicine, health and illness in North America (Martinson & Hindman, 2005; 

Reagan & Collins, 1987). Johnson and Meischke (1992) found that 82.5% of women 

respondents received cancer-related information from mass media, compared to 37.0% 

who had received information from doctors, 38.2% from organizations, and 38.7% 

from friends and family.  

Health information promoted by the mass media is one of the factors in the 

decline of the breast cancer mortality rate since the 1990s and the decline in breast 

cancer diagnoses since 2000 in the US (American Cancer Society, 2009). At the same 

time, the incidence of the disease has increased in some Asian nations, including 

China (Linos, Spanos, Rosner, Linos, Hesketh, Qu, & Colditz, 2008). It is predicted 

that there will be 2.5 million cases of breast cancer by 2021 among Chinese women 

who were aged 35-49 years old in 2001 (Linos et al., 2008). Given such situations, the 

Chinese government has begun to promote knowledge, encourage screening, and 

improve prevention and treatment of breast cancer across the nation. The month of 

October is identified as National Breast Cancer Awareness Month in China, and the 
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“Pink Ribbon” campaign has been promoted nationwide since 2003 (Liu, Ley, & 

Brewer, 2011).  

In October 2003, Trend Heath magazine asked three top Chinese film stars to 

pose nude for cover pictures, using it as a means to call for public attention to breast 

cancer. This was a great shock to Chinese people because photos of naked women 

violate conservative cultural traditions, in particular the conservative attitude toward 

women’s bodies. Since then, traditional media has played an important role in breast 

cancer-related activities. However, most contents from traditional media are either 

popularization of breast cancer-related knowledge, or reports of celebrities’ 

breast-cancer related activities (Cho, 2006). In contrast, new media outlets, such as 

websites, social media, and microblogs have the advantage in their flexibility and 

diversity in satisfying the target public’s needs and in promoting civic participation in 

breast-cancer related actions (Whitten, Nazione, Smith, & LaPlante, 2009). It is 

estimated that there are more than 1,000 breast cancer-related microblog accounts 

with over 1 million posts on Sina Weibo, the largest microblog platform in China. 

Most of these were launched in 2009 or 2010. 

The current research used content analysis to examine breast-cancer related 

posts in Sina Weibo posts. The analysis is designed to provide a comprehensive 

understanding of the textual and visual presentation of breast cancer in the largest 

microblog platform in China.  

Literature Review 

Breast Cancer Themes in Mass Media  
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Previous research of US media coverage of breast cancer and related issues 

indicated some similar patterns. In general, causes and links (Andsager & Powers, 

2001), screening and diagnosis (Atkin, Smith, McFeters, & Ferguson, 2008), 

prevention (Andsager & Powers, 2001), therapy and treatment (Atkin et al., 2008), 

and personal stories (Andsager & Powers, 2001) are the most used themes in US 

media covergae.  

Atkin et al. (2008) raised five basic substantive domains of breast cancer 

reports across newspapers, newsmagazines, and television networks, including 

prevalence, environmental risks, prevention, detection, and treatment. Compared with 

previous research, Atkin et al (2008) found a large number of stories about effective 

new treatments based on medical research, conveying an optimistic tone toward the 

disease and its patients.  

The change of reporting focus was confirmed by Cho’s (2006) an analysis of 

news story abstracts on breast cancer from the three major US TV networks during 

three decades from 1974 to 2003. Accordingly, diagnostic methods and possible 

links/causes for cancer were two major themes during the three decades and that 

stories about prevention and treatment topics significantly increased while surgery 

and celebrity topics decreased over time. In particular, news coverage of breast cancer 

in the first decade focused on surgery, celebrities, and diagnostic methods. For 

example, reporting on Betty Ford’s and Happy Rockefeller’s breast cancer and 

surgeries helped to raise public awareness of the importance of the early detection of 

breast cancer. Personal stories, possible links/causes, and diagnosis methods were 
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major issues covered in the second decade, reflecting a changing media discourse 

from celebrities to general personal stories. In the third decade, the most prominent 

issue shifted to treatments and cures for cancer, perhaps due to the development of 

new drugs and cancer treatment methods. As Cho (2006) argued, this changing media 

coverage reflected important developments and research in the medical field as it tried 

to inform audiences about the disease.  

Unlike US news coverage of breast cancer, Chinese news coverage of breast 

cancer has received little scholarly attention to date. Liu et al. (2011) compared news 

media coverage of breast cancer in the US and China and found that the US media 

(the AP) preferred to cover treatment and personal stories, whereas Chinese media 

(the Xinhua news agency) was more likely to cover risk reduction, prevention, early 

detection, and diagnosis. In particular, the AP used the personal stories theme more 

than twice as often as Xinhua did. This difference might “reflect not only differences 

between the two nations in incidence rates and efforts to address the disease but also 

broader differences in their news and medical values, practices, and institution” (Liu 

et al., 2011. p. 182). Thus, the first research question is stated here: 

RQ1: How are breast cancer-related topics discussed on Chinese microblog 

platform?  

Typical Sources of Breast Cancer Information in Mass Media  

Media coverage of breast cancer usually uses eight types of main sources: (1) 

government institutions; (2) medical and research centers; (3) individually named 

experts; (4) individually named patients, survivors, or advocates; (5) medical journals; 
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(6) foundations and societies; (7) websites; and (8) corporations (Atkin et al., 2008). 

Leading US newspapers, newsmagazines, and television networks used 

individual scientists, researchers, or doctors as primary individual sources, and 

medical and research centers as the dominant organization sources. In particular, 

individual experts were cited by name in 63% of the items, followed by 35% 

non-medical individuals such as patients and advocates, and 11% celebrities. 

Regarding organizations, 52% of articles cited from medical and research centers, 26% 

from cancer foundations or societies, and 15% mention corporations. 

Corresponding to the changes of primary topics since 1974, Cho (2006) found 

that despite the consistent dominance and stability of doctors (53.2%) and patients 

(24.2%) as information sources, the proportion of citations increased from supporters 

and decreased from politicians. This raises the second research question: 

RQ2: How are sources of breast cancer-related information used on Chinese 

microblog platforms?  

Basic Tones of Breast Cancer Information   

In addition to the change of topics and sources, scholars also found a 

transformation of the social discourse about breast cancer. King (2010) noted that 

breast cancer was “a stigmatized disease and individual tragedy best dealt with 

privately and in isolation” in the 1970s, and then changed to “a neglected epidemic 

worthy of public debate and political organizing, to an enriching and affirming 

experience during which women with breast cancer are rarely ‘patients’ and mostly 

‘survivors’” (p. 286). The discourse of breast cancer today has become a “tyranny of 
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cheerfulness” that constructs the breast cancer patient as an “archetypal hero who 

through her courage and vitality has elicited an outpouring of individual and corporate 

generosity” (King, 2010, p.286). War and battle metaphors are frequently used (e.g., 

the “war on cancer,” “survivor”), which links the patients with heroism (Seale, 2001). 

The ubiquitously optimistic discourse functions like a tyranny, giving little room for 

patients to express sadness, sorrow and despair as the patients of other disease do. In 

light of this, the following hypothesis is proposed: 

H1: The tone of the microblog posts will be more positive than negative and 

neutral.  

Visual Representations of Breast Cancer Patients 

The overwhelmingly positive discourse about breast cancer is even more 

salient in visual presentations of the patients. King (2010) criticized images of breast 

cancer patients that are mostly “youthful, ultrafeminine, slim, light-skinned if not 

white, radiant with health, joyful, and proud” (p. 287), which leaves little room for 

recognition that people still die of the disease, not to mention that it is painful, 

disfiguring and unpleasant to treat. In an analysis of the images of female cancer 

patients in some highly circulated consumer cancer magazines, Phillips, Della, and 

Sohn (2011) found that women portrayed in the magazines were considerably younger, 

more feminine, and more White than what is indicated by cancer risk statistics. Only a 

few individuals showed obvious signs of cancer treatment; most images featured 

healthier looking people who were actively engaged in construction work, bicycling, 

and yoga.  
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Mass media prefers young women as spokespersons for breast cancer despite 

the fact that two-thirds of breast cancer patients are aged 55 and above (American 

Cancer Society, 2007). In a review of 172 articles in US magazines between 1993 and 

1997 that included age information, 84% of the women featured were diagnosed with 

breast cancer before age 50, and 47% before age 40, which was sharply different from 

the actual age-specific incidence of breast cancer in the US of 16% and 3.6%, 

respectively (Burke, Olsen, Pinsky, Reynolds, & Press, 2001). Similar patterns were 

found in top-selling Australian women’s magazines and weekend newspapers, in 

which 80% of the women featured in editorial stories were younger than the 

recommended screening age of 50 years, and the accompanying photographs were 

considerably more likely to be of younger rather than older women (Jones, 2004). 

This reflects that mass media prefer to portray patients as beautiful and healthy, which 

is far from the reality of sufferers who are old, vulnerable, and less attractive. The 

misrepresentation leads to public misperception. Surveys in the mid-1990s found that 

40% of Australian women incorrectly believed that women under the age of 50 were 

the most at risk for breast cancer (Barratt et al., 1997), and many US women 

mistakenly believe that their risk of breast cancer decreases with age (Dolan, Lee, & 

McDermott, 1997).  

In a visual analysis of magazine pictures featuring cancer patients, Phillip et al. 

(2011) reported certain patterns of the demographics and personal characteristics of 

cancer patients. For example, more than 60% of the photographed individuals had an 

average body type, followed by thin individuals (23%); overweight individuals (12%) 
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were the minority. As for the stage of cancer experience, 87% were coded as 

cancer-free, showing no symptoms of the disease, compared with 8% in cancer 

treatment and 4% in the testing phase. This leads to the following research questions: 

RQ3: How do the demographic features (i.e. age, identities) of female images 

were constructs on Chinese microblog platform?  

RQ4: How do the personal characteristics (i.e. body size, facial expressions, 

dressing status) of female images were constructs on Chinese microblog 

platform?  

Method 

Population and Sample 

The population of the current research is all microblog posts related to breast 

cancer on Sina Weibo. Most of these posts contained one of two hashtags: 

#BreastCancer and #PinkRibbon, both launched since the year 2010. All posts 

updated in the month of October from the year 2010 to 2013 were included. 

Microblogs posts were accessed by searching for the hashtag of #BreastCancer and 

#PinkRibbon. Only posts that contained both text and pictures were examined.  

Coding Categories 

Accounts  

Types of accounts were coded according to the official description of each 

account, including six categories: genetic health organization, hospital/health center, 

medical company, mass media and websites, individual expert, and other.  

Identity of the accounts was coded according to whether the account had 
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official identification from Sina Weibo. An identified account was coded as 1, and an 

unidentified account was coded as 0.  

Number of comments and retweets were coded as the real number, indicating 

the degree of users’ participation.  

Textual message 

Themes. The themes of textual message were coded into seven categories: (1) 

prevention, such as diet, exercise, and products that are effective for prevention; (2) 

possible links or causes, such as genetic make-up, diet, age, viruses, X-rays, and birth 

control pills; (3) early detection, such as mammography, MRI, and self-exam; (4) 

cancer treatment and surgery, like tamoxifen, chemotherapy, taxol, mastectomy, 

lumpectomy, and breast removal; (5) personal stories of cancer patients and their 

families; (6) public benefit activities, such as seminars, charity dinners, and so forth; 

and (7) other. These categories were adapted from Atkin et al. (2008) and Cho(2006). 

Sources. The themes of textual messages were coded into seven categories: (1) 

original posts; (2) government institutions; (3) medical and research centers; (4) 

individual experts and doctors; (5) individually named patients, survivors, or 

advocates; (6) mass media, including journals, magazines, websites; and (7) other 

(Atkin et al., 2008). 

Tones. The basic tone of the textual message was coded as positive = 1, neutral 

= 2, and negative = 3.  

Visual message  

Age was codes as young = 1, middle aged = 2, and elderly = 3.  
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Ethnic groups was coded as Asian = 1, Caucasian = 2, or other = 3 based on 

the appearance of hair texture, skin tone, and facial features.  

Identity was coded as ordinary people = 1, patients = 2, celebrities = 2, genetic 

models = 3, and other = 4. 

Body type was coded as thin = 1, average = 2, overweight = 3, or pregnant = 4. 

Facial expression was coded as smiling/laughing = 1, frowning/in pain = 2, 

determined look = 3, neutral = 4, and other = 5.  

Dress status was coded as naked = 1, half naked = 2, underwear only = 3, 

shorts = 5, and fully covered = 5.  

Context was coded as working = 1, daily life = 2, family = 3, outdoors = 4, 

social = 5, and other = 6. 

Visual tone was coded as warm color = 1, neutral = 2, or cold color = 3.  

Intercoder Reliability  

Two graduate student coders were trained to use the detailed codebook in the 

study. Reliability estimates were computed in March 2013 by coding a random 

sample of 60 posts; these posts were not included in the final sample analysis. The 

final intercoder reliability was .87 using Cohen’s kappa, with a range from 1.00 

(identity of accounts to .73 (sources). 

Results 

A total of 222 posts from the months of October from 2010 to 2013 were 

coded. Among all the posts, 5.9% were updates in 2010, 34.7% in 2011, 19.1% in 

2012, and 40.3% in 2013. Genetic health organizations (33.5%), hospitals/health 
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centers (18.1%) and mass media (13.6%) were the three most frequent types of 

accounts that posted breast-cancer related message. The types of microblog accounts 

changed significantly over time (χ
2
 = 90.74, p < .001): the most frequent type of 

accounts was mass media in 2010-2011, then genetic health organizations in 2012, 

and then hospitals/health centers in 2013. The majority accounts of (67.7 %) were 

identified by Sina Weibo, with nearly 90% of posts from original accounts compared 

with less than 10% retweets from other microblog accounts.  

Themes, Sources and Tones by Time  

RQ1 asked about the use of breast cancer-related themes in Sian Weibo posts. 

As Table 1 shows, beside the “other” category, prevention and health care (15.3%), 

cause and links (14.9%), and popular science about breast cancer (14.4%) were the 

most popular themes. The themes changed significantly over time (χ
2
 = 58.89, p 

< .001). In particular, besides the “other” categories, popular science was the 

dominant theme in 2010-2011, then changed to cause and links in 2012, and to 

prevention in 2013.  

Results of a Chi-square analysis indicated that post themes were highly 

associated with account types (χ
2
 = 61.25, p < .001). Mass media mainly posted 

popular scientific knowledge about breast cancer, whereas health organizations and 

hospitals/health centers published more in-depth messages, including prevention, 

causes and links, detection, treatment, and surgery. It was surprising that medical 

companies posted the highest percentage of personal stories, but these might be used 

as a marketing strategy for their medical equipment or therapeutic methods.  
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RQ2 asked about the use of sources of breast cancer related posts in Sian 

Weibo. More than 80% of posts were original messages from the microblog accounts. 

Although some were obviously from alternative sources such as media reports or 

research centers, most accounts did not specify the sources of information. No 

citations from government institutions and individual patients/survivors/advocates 

were found. Only 2 (0.9%) posts were from individual experts/doctors, 11 (5.0%) 

from mass media, 12 (5.4%) from a medical or research center, and 16 (7.2%) from 

other sources.  

H1 hypothesized that the basic tone of the microblog posts will be more 

positive than negative and neutral. This hypothesis was partially supported. Only one 

negative post was found, and a neutral tone was much more frequent in the remaining 

posts than a positive tone. The result of a Chi-square analysis indicated that the use of 

positive tone decreased over time, whereas the use of neutral tone increased over time 

(χ
2
 = 12.15, p < .01).  

--Insert Table 1 about here— 

RQ3 examined the demographic features of female images in breast 

cancer-related posts. Nearly 90% featured young women and 10% pictured 

middle-aged females. Elderly women (2.2%) were rarely presented despite the fact 

that middle-aged and elderly woman are the main population of breast cancer patients. 

The disproportionate representation of aged patients did not change over time (χ
2
 = 

12.15, p = .099).  

Although the primary readership of Sina Weibo posts is Chinese, Caucasian 
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models were used very frequently. In the year 2012, Caucasian models were pictured 

twice as often as Asian models. Only one post featured an African/African American 

model. In general, the use of Caucasian models indicated an increasing trend, whereas 

the use of Asian models slightly decreased (χ
2
 = 18.30, p < .001).  

As for the identities of featured females, genetic models, celebrities, and 

ordinary people/patients without obvious disease features were pictured in about 30% 

of all cases. Around 10% showed patients with obvious features of breast cancer, such 

as naked or half naked women with missing breasts or with scars on their breasts, or 

in the hospital context receiving detection or surgery.   

--Insert Table 2 about here-- 

RQ4 examined the visual presentation of other personal characteristics of 

female images in breast cancer-related posts. Most of the photographed females had 

an average (93.5%) body type, none portrayed thin models, two were overweight 

women, and eight were pregnant individuals. The presentation of body size stayed 

consistent over time (χ
2
 = 7.59, p > .05).  

The presentation of facial expression confirmed that positive-featured 

individuals dominated the images of breast cancer patients. Nearly half of the 

photographs featured smiling/laughing individuals, followed by females with a neutral 

look or determined face. Only 3 posts depicted people in pain or with a frowning 

expression.  

Finally, since the Pink Ribbon Campaign successfully caught the public’s 

attention by using nude celebrities as cover models in women’s magazines, this 
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strategy was also found in microblog posts. More than half of the pictures featured 

females with a certain degree of nudity, including naked (21.6%), half naked (17.2%), 

and wearing underwear only (13.4%).  

Further analysis indicated that model selection and model posts might both 

result from a purposive public-relations strategy because facial expressions were 

strongly influenced by the model’s identity (χ
2
 = 44.13, p < .001). Frowning 

expressions were found only on the faces of ordinary people and patients, whereas 

celebrities, models, and cartoon figures, which are more controllable by the updaters, 

were overwhelmingly depicted with laughing/smiling and determined looks.   

Discussion 

The current research examined both the textual and visual presentations of 

breast cancer in Sina Weibo. Most results confirmed the findings of previous research 

in the Western context (e.g. US, Britain, Australia). Certain changes were found 

across the three-year period, reflecting the changing perceptions of breast cancer in 

current Chinese society.  

The Changing Picture: Imitating the US Pattern? 

The major themes remained stable across time. Prevention and health care, 

cause and links, as well as popular science have been the most frequently used themes 

since the launch of #BreastCancer and #PinkRibbon. Compared with findings from 

previous research by US scholars (e.g. Atkin et al., 2008; Cho, 2006; Phillips et al., 

2011), Chinese microblog posters preferred popular science topics such as daily 

activities that protect the breast, quick self-exam methods, tips after breast cancer 
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treatments, and so on. These activities showed that microblogging clearly 

distinguished itself from traditional media that can provide in-depth coverage of the 

disease. Instead, microblog posts used the character limitations to try to inform rather 

than educate the public through fragments of message which are quick, short, and 

easy-to-understand.  Moreover, as Liu et al. (2011) observed, Chinese microblogs 

did not use as many as personal stories as the US media did. This might reflect the 

different news values between China and US. Whereas US media prefer to tell breast 

cancer stories using human interest frames, Chinese microblog posts prefer to frame 

breast cancer as a social problem rather than with personal stories.  

The shift of dominant themes from popular science, to causes and links, to 

prevention information corresponds with the change in dominant microblog accounts 

for breast cancer-related information, from mass media in 2010-2011, to genetic 

health organizations in 2012, and then to hospitals/health centers in 2013. These 

changes reflect the transformation of the social agenda concerning the disease in 

Chinese society. It seems that mass media played a leading role in the very beginning, 

mainly through communicating genetic popular science to the public. Once the 

public’s attention was drawn, genetic health organizations started to educate the 

public with deeper knowledge such as potential causes and links. Furthermore, 

professional organizations such as hospitals and health center continued to inform the 

public about prevention information thereafter.  

Regarding the use of visual presentations, the ethnicities and identities of 

female models strongly varied over time. The proportion of Caucasian models 
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increased from 18.6% in 2010-2011, reached as high as 66.7% in 2012, and stayed 

around 30% in 2013. In the meantime, non-Asian and non-Caucasian models were 

nearly absent. This might show that Chinese breast cancer communication was 

influenced by the breast cancer campaign of the mainstream culture in Western society. 

In addition, models’ identities also changed over time. The use of genetic models, 

often young and beautiful and symbolizing a positive image of breast cancer, 

remained a stable proportion of around 30% of the representations over time. The use 

of ordinary people increased, whereas the use of celebrities decreased.  

The changed patterns of both textual and visual presentations echoed Cho’s 

(2006) finding regarding the changing themes of US news coverage about breast 

cancer from 1974 to 2003, such as the increased prevention and treatment themes and 

decreased celebrities themes. This reflects the process of how breast cancer 

knowledge was spread in the US. The first steps of Chinese microblog posts of breast 

cancer-related information imitate the US pattern, so it is reasonable to estimate that 

more professional accounts, such as medical facilities, research centers and medical 

corporations would come to dominate accounts in the microblog platform, and that 

more in-depth knowledge, such as detection, treatment, and surgery would be more 

frequent in the future. In terms of the model selection, ordinary people might continue 

to be more frequently portrayed, while celebrities might keep decreasing in portrayal.  

The Unchanged Discourse: A Tyranny of Cheerfulness? 

The tones of the textual message showed a consistent pattern over time. As 

predicted, the use of negative tones was very rare, but the use of positive tones was 
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much less than the use of neutral tones, which is contrary to expectation. The large 

proportion of neutral tones in textual messages corresponds to the dominant content of 

the posts, which included popular science, treatment, and surgery. It seems that the 

microblog posts avoid using negative tones, but also do not rely on textual messages 

to construct a positive narrative.  

Rather, it is the visual images that exemplify a certain degree of King’s (2010) 

“tyranny of cheerfulness.” Female images were overwhelmingly young, with normal 

body types and positive facial expressions. As a result, breast cancer images in mass 

media were rarely portrayed as a typical disease that is painful, disfiguring, and 

miserable. Instead, microblog posts try to shape a positive image of breast cancer by 

selecting beautiful young females with smiling faces or determined eyes so as to 

imply that breast cancer is not horrible and that breast cancer patients can still be 

beautiful. Although such strategies might be functional in encouraging the public, it is 

also true that the prevalent positive discourses leave little room for patients to express 

the negative feelings of suffering, pain, and sadness.  
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Table 1  

The use of themes and tones of breast cancer related posts in Sina Weibo  

 2010-2011
1
 2012 2013 Total χ

2
 

Themes     58.89*** 

Prevention 12(13.0%) 2 (4.7%) 20(23.0%) 34(15.3%)  

Causes and links 13(14.1%) 9 (20.9%) 11(12.6%) 33(14.9%)  

Early detections 6 (6.5%) 6 (14.0%) 5 (5.7%) 17 (7.7%)  

Treatment and 

surgery 

1 (1.1%) 4 (9.3%) 10(11.5%) 15(6.8%)  

Personal stories 1 (1.1%) 2 (4.7%) 16(18.4%) 19(8.6%)  

Public benefit 

activities 

25(27.2%) 1 (2.3%) 6(6.9%) 32(14.4%)  

Others 34(37.0%) 19(44.2%) 19(21.8%) 72(32.4%)  

Tones
2
     12.15** 

Positive 31(33.7%) 3 (7.0%) 18(20.7%) 52(23.4%)  

Neutral 61(66.3%) 40(93.0%) 68(78.2%) 169(76.1%)  

***p<.001,**p<.01,*p<.05. 

                                                        
1
 Data in 2010 and 2011 was combined into a 2010-2011 category given the few posts in 2010.  

2
 Because there is only one post has negative tone, this category was removed so as to apply the 

Chi-square test.  
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Table 2  

Visual representations of female images in breast cancer related posts in Sina Weibo  

 2010-2011 2012 2013 Total χ
2
 

Age     4.62 

Young 51(86.4%) 20(76.9%) 47(94.0%) 118(87.4%)  

Middle aged and 

above
3
 

8 (13.6%) 6(23.1%) 3 (6.0%) 17(12.6%)  

Ethnic groups
4
     18.31*** 

Asian 48(81.4%) 8 (33.3%) 35(70.0%) 91(68.4%)  

Caucasian 11(18.6%) 16(66.7%) 15(30.0%) 42 (31.6%)  

Identities
5
      

Ordinary people 10(16.9%) 15(62.5%) 12(24.5%) 37(28.0%) 31.95*** 

Patients 2 (3.4%) 4 (12.5%) 9 (18.4%) 15(10.6%)  

Celebrities 27(45.8%) 0 (0%) 12(24.5%) 39(29.5%)  

Genetic models 20(33.9%) 6 (25.0%) 16(32.7%) 42(31.8%)  

Facial 

expressions
6
 

    22.41** 

Smiling/laughing 36(61.0%) 7 (28.0%) 20(40.0%) 63(47.0%)  

Determined look 10(16.9%) 1 (4.0%) 8 (16.0%) 19(14.2%)  

Neutral 8 (13.6%) 9 (36.0%) 6 (12.0%) 23(17.2%)  

Others  4 (8.5%) 8 (32.0%) 9 (32.0%) 29(21.6%)  

Dressing status     14.64* 

All naked 19(32.2%) 3 (12.0%) 7 (14.0%) 29(21.6%)  

Half naked 4 (6.8%) 5 (20.0%) 14(28.0%) 23(17.2%)  

Underwear only 8 (13.6%) 2 (8.0%) 8 (16.0%) 18(13.4%)  

Full covered 28(47.5%) 15(60.0%) 21(42.0%) 64(47.8%)  

***p<.001,**p<.01,*p<.05. 

 

                                                        
3
 The category of elderly aged (N=3) and middle aged (N=14) were combined into a “middle age and 

above” category so as to apply the Chi-square test.  
4
 The category of other ethnic groups (N=1) was removed so as to apply the Chi-square test 

5
 The category of other identities (N=4) was removed so as to apply the Chi-square test 

6
 The category of frown/in pain (N=3) was merged into the “other” category so as to apply the 

Chi-square test 


