ROMANTIC PARTNER IDEALS AND DYSFUNCTIONAL RELATIONSHIP
BELIEFS CULTIVATED THROUGH POPULAR MEDIA MESSAGES:
IMPLICATIONS FOR RELATIONSHIP SATISFACTION

A Dissertation Presented

by
BJARNE M. HOLMES

Submitted to the Graduate School of the
University of Massachuselts Amherst in partial fulfiliment
of the requirements for the degree of
DOCTOR OF PHILOSOPHY
May 2004

Personality and Social Psychology



UMI Number: 3136737

Copyright 2004 by

Holmes, Bjarne M.

All rights reserved.

INFORMATION TO USERS

The quality of this reproduction is dependent upon the quality of the copy
submitted. Broken or indistinct print, colored or poor quality illustrations and
photographs, print bleed-through, substandard margins, and improper
alignment can adversely affect reproduction.

In the unlikely event that the author did not send a complete manuscript
and there are missing pages, these will be noted. Also, if unauthorized

copyright material had to be removed, a note will indicate the deletion.

®

UMI

UMI Microform 3136737
Copyright 2004 by ProQuest Information and Learning Company.

All rights reserved. This microform edition is protected against

unauthorized copying under Title 17, United States Code.

ProQuest Information and Learning Company
300 North Zeeb Road
P.O. Box 1346
Ann Arbor, Ml 48106-1346



© Copyright by Bjarne M. Holmes 2004

All Rights Reserved



ROMANTIC PARTNER IDEALS AND DYSFUNCTIONAL RELATIONSHIP

BELIEFS CULTIVATED THROUGH POPULAR MEDIA MESSAGES:

IMPLICATIONS FOR RELATIONSHIP SATISFACTION

A Dissertation Presented
by

BJARNE M. HOLMES

Approved asﬁiq style and content by:

{,
z{/} Lj W

g/? “ 2
g N
; 7 £
(ST %w‘j‘; /3 ! —
CAlA A i A8 L T e

Erica Scharrer Member

e T :
7 }
L w“% -y

g LT e .
& g S - s
Fnckindas Flovadis

Melinda Novak, Department Head
Psychology



DEDICATION

To Kelly, my true soul mate.



ACKNOWLEDGMENTS

i want to thank my mother Margareta Grip and father Stephen Holmes for
a home full of books and for inspiring me to ask questions in life. | want to thank
my grandmother Melba for instilling the idea in me at an early age that | should
get as much education as possible.

| want to thank my advisor Paula Pietromonaco for her wonderful
guidance and support. She is certainly the most responsive and caring mentor |
have had and | owe much of my progress to her relentless patience. | want to
thank committee members Erica Scharrer, Dan Anderson, and Linda Isbell for
their dedicated service. | also want to thank Martin Béackstrém and David Arnold
for statistical advice. | wish to express my appreciation to the five wonderful
research assistants who helped me collect the data for this work, but especially
to Katie Quinn, whose tireless efforts amazed me.

A very special thanks goes to my wife and best friend Kelly Faughnan for
her love and support. | would not have completed this without you. My friend
Nina DiPietro also provided moral support for which | am grateful. Lastly, | am

thankful to Karlen Lyons-Ruth for her suw@r& and interest in my success.



ROMANTIC PARTNER IDEALS AND DYSFUNCTIONAL RELATIONSHIP
BELIEFS CULTIVATED THROUGH POPULAR MEDIA MESSAGES:
IMPLICATIONS FOR RELATIONSHIP SATISFACTION
MAY 2004
BJARNE M. HOLMES, B.S.S., LUND UNIVERSITY, SWEDEN
Ph.D., UNIVERSITY OF MASSACHUSETTS AMHERST

Directed by: Associate Professor Paula Pietromonaco

Two studies explored the associations between media consumption,
pariner/relationship ideals and beliefs, and relationship satisfaction. Study 1
assessed participants’ total television consumption as well as total
romance/relationship-oriented and total erotic media consumption. Total
television consumption (regardless of content) showed little evidence of
cultivating effects on relationship beliefs. However, the more
romance/relationship-oriented media participants consumed, the more idealized
their pariner/relationship ideals, the stronger their belief that mind-reading is
expected in a relationship, that disagreement in a relationship is destructive,
and that fale brings soul-mates fogether. For men, a negative relationship
between erotic media consumption and relationship satisfaction was mediafed
by their perception of a discrepancy between their ideal and actual
partner/relationship. Study 2 used an experimental design to explore the

temporary effects of viewing a popular film that strongly emphasizes the idea

vi



that destiny determines relationships. Compared to participants exposed {o the
control film, those exposed to the manipulation endorsed significantly stronger
beliefs in relationship destiny directly after viewing. These findings are an
important first step in showing how media messages influence people's

relationship attitudes but will need to be replicated and extended.
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