
 

 
 

New research exposes  
the impact of reality TV on girls 

 
Survey shows girls are more self-assured, but may also base value on looks 
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October 13, 2011 (New York, N.Y.)— With reality TV a staple for young people and adults alike, new 
research out today suggests tween and teen girls who regularly view reality TV accept and expect a 
higher level of drama, aggression and bullying in their own lives. The Real to Me: Girls and Reality TV 
survey conducted by the Girl Scout Research Institute also showed that these same girls measure their 
worth primarily by their physical appearance. 
 
The study found that the vast majority of girls think reality shows "often pit girls against each other to 
make the shows more exciting" (86 percent).  
 
Additional key finding of the 1,100 11–17 year old girls surveyed around the country include: 
 

• 78 percent of girls who watch reality TV consider gossiping a normal part of a relationship 
between girls (compared to 54 percent of girls who do not watch reality TV). 
 

• 74 percent of girls who watch reality TV think they have to compete for a guy’s attention 
(compared to 63 percent of girls who do not watch reality TV). 
 

• 72 percent of girls who watch reality TV say they spend a lot of time on their appearance 
(compared to 42 percent of girls who do not watch reality TV) and more than a third of girls who 
watch reality TV think a girl’s value is based on how she looks. 
 

• 49 percent of girls who watch reality TV indicate they are happier when they have a boyfriend 
(compared to 28 percent of girls who do not watch reality TV). 

 
 

The study also revealed several positive effects of watching reality TV which include: 
 

• Girls who regularly view reality TV are more self-assured than non-viewers with the majority 
considering themselves mature, a good influence, smart, funny and outgoing. 
 

• 62 percent of girls who watch reality TV say the shows raised their awareness of social issues 
and causes. 
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• Girls who watch reality TV are more likely than non-viewers to both aspire to leadership (46 
percent vs. 27 percent) and to think they are currently seen as a leader (75 percent vs. 63 
percent). 

 
"Girls today are bombarded with media—reality TV and otherwise—that more frequently portrays girls 
and women in competition with one another rather than in support or collaboration. This perpetuates a 
'mean-girl' stereotype and normalizes this behavior among girls," states Andrea Bastiani Archibald, Ph.D., 
Developmental Psychologist, Girl Scouts of the USA. "We don't want girls to avoid reality TV, but want 
them, along with their parents, to know what they are getting into when they watch it. Our national 
leadership program equips girls with the skills to decipher media fact from fiction and make healthy 
decisions for their own lives separate from their sources of entertainment.” 
 
 
About Girl Scouts 
 
Founded in 1912, Girl Scouts of the USA is the preeminent leadership development organization for girls 
with 3.2 million girl and adult members worldwide. Girl Scouts is the leading authority on girls' healthy 
development, and builds girls of courage, confidence, and character, who make the world a better place. 
The organization serves girls from every corner of the United States and its territories. Girl Scouts of the 
USA also serves American girls and their classmates attending American or international schools 
overseas in 90 countries. For more information on how to join, volunteer, reconnect, or donate to Girl  
Scouts, call (800) GSUSA 4 U or visit www.girlscouts.org. 
 
About the Girl Scout Research Institute 
 
The Girl Scout Research Institute, formed in 2000, is a vital extension of Girl Scouts of the USA's 
commitment to addressing the complex and ever-changing needs of girls. Comprised of a dedicated staff 
and advisors who are experts in child development, academia, government, business, and the not-for-
profit sector, the institute conducts groundbreaking studies, releases critical facts and findings, and 
provides resources essential for the advancement of the well-being and safety of girls living in today's 
world. The institute also informs public policy and advocacy for Girl Scouting with its research and 
outreach. 
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