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Gender Portrayals in the Media

Women B =C cHANE
* Sexualized (e.g., ;

through nudity) and
decorative

* At home in
dependent roles

* Degraded and
disrespected
* Younger, thin,

beautiful

(Knoll et al., 2011; Lunceford, 2012; Nelson & Paek, 2008; Primack et al., 2008; Uray & Burnaz, 2003)



Gender Portrayals in the Media

Men

* Professional and
recreational roles

*Independent, i &

TO DOTHIS JOB£

aut h O ritative - | NEED TO'KEEP MY BRAIN
e Little regard to

age or physical

appearance

IN HYPI;RDRIVE.

'~ WE HEARYOU

(Cheng, 1997; Reichhert & Carpenter, 2004; Uray & Burnaz, 2003)



But are things changing?

Support The Guardian A Sign in Th
C

Available for everyone, funded by readers

Guardian

News Opinion ' Sport Culture ' Lifestyle

First ads banned for contravening UK gender
stereotyping rules

Watchdog bans VW and Philadelphia ads with bungling dads and
‘passive’ women

* No change in traditional gender roles in magazines (1950-
2010) (Marshall et al., 2014)

 Sexual objectification of women increasing over past several
decades in music and magazines (Graff et al., 2013; Smiler et al., 2017)

* Small increase in men seen as parent between 2003-2008 on
TV (Fowler & Thomas, 2015)




New media, new effects?

*Most research on gender stereotypes in
media focuses on print and TV

*Calls to examine “new” media (e.g.,
interactive media, virtual reality)

(Grau & Zotos, 2016)




Research Questions

* How are men and women portrayed?
 Study 1: content analysis of advertisements

* How do these portrayals affect male and female
consumers?
 Study 2: experimental manipulation of ad exposure

* Does “new” media have similar or stronger effects?

* Study 3: comparing sexually objectifying videos, video
games, virtual reality




How are men and women portrayed?
Study 1: Content Analysis of Ads

* Women:;

 sexualized, passive, at home,
family-oriented

* appliances/furniture, kids’ stuff,
fashion, health/beauty

CAN fHE MAHE YOU
LOJSE CONTROL?

!
:}T-a'.

FULL CONTROL

48HR ANTIPERSPIRANT

LWATCH THE VIDEO |

Grau & Zotos, 2016; Rubie-Davies et al., 2013



How are men and women portrayed?
Study 1: Content Analysis of Ads

* Men:

* independent, professional, outside the home,
recreational

* although some evidence that parental roles are
increasingly common

e alcohol, cars,
finance/insurance,

DOS EQUIS

entertainment/leisure, s e
agriculture/building, IRt
government,
sports/outdoor E ot Dos B e

Grau & Zotos, 2016; Rubie-Davies et al., 2013



How are men and women portrayed?
Study 1: Content Analysis of Print Ads

Other theorized (but not empirically examined) differences:

Killing Us Softly, Killbourne, 2010
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How are men and women portrayed?
Study 1: Content Analysis of Print Ads

Other theorized (but not empirically examined) differences:

Women
* Presented as product
* Dismembered
*Silenced
*Silly/unnatural poses

9, RUE DE GRENELLE
75007 PARIS
YEL.COM

Killing Us Softly, Killbourne, 2010



How are men and women portrayed?
Study 1: Content Analysis of Print Ads

Other theorized (but not empirically examined) differences:

Women
* Presented as product
* Dismembered
*Silenced
*Silly/unnatural poses
* Infantilization
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Killing Us Softly, Killbourne, 2010



How are men and women portrayed?
Study 1: Content Analysis of Print Ads

Other theorized (but not empirically examined) differences:

Women
* Presented as product
* Dismembered
*Silenced
*Silly/unnatural poses

* Infantilization &;E élh‘gwﬁ -:_
*Victim - _,SMHLY. /

BF.[I.".{ EDERE

i

Killing Us Softly, Killbourne, 2010



How are men and women portrayed?
Study 1: Content Analysis of Print Ads

Other theorized (but not empirically examined) differences:

Men

Killing Us Softly, Killbourne, 2010



How are men and women portrayed?
Study 1: Content Analysis of Print Ads

Other theorized (but not empirically examined) differences:

Men
*Violent

Killing Us Softly, Killbourne, 2010



Study 1: Content Analysis

* Portrayals of men and women in different roles,
traits, image composition etc.

* Goals to be descriptive

Alliance for Audited Media, 2018



Study 1: Method

Magazines (2 issues each)
* Better Homes and Gardens
* Game Informer
* Good Housekeeping
* Family Circle
* People
* Women’s Day
* National Geographic
* Sports lllustrated
* Reader’s Digest
* Cosmopolitan

Alliance for Audited Media, 2018



Study 1: Method

Exclusions -

DERMATOLOGIST DESIGNED TO

{ O n |y p rOd u Ct | TARGET ROOT CAUSES OF AGING.




Study 1: Method

Exclusions

* Only product
* Only children

Keep laundry pacs away from children

@




Study 1: Method

Exclusions

*On
*On
*On

product
y children
y fingers or hands

ommended by
he CDC for adults 65+

WHAT IF ONE STRAWBERRY
COULD HELP
PREVENT HEART DISEASE?

Wishful thinking, right?

But there is one step that can help
protect you from another serious
disease, pneumococcal pneumonia.
The PREVNAR 13° vaccine.

you age, your isk of getting pneu o s at Prevnar I
d put you in the hospital. Symptor ude coug er, ¢ s e e
thing. If you are 50 or older, one dose of the PREVNAR 13° vaccine can help protect you
cinated with another pneumonia vaccine, PREVNAR 13° may
Immune response may be lower if given within one year after GET THIS ONE DONE.
ther pneumonia va ur doctor or pharmacist if PREVNAR 0

« In adults, immune responses to Prevnar 13° were reduced
when given with injected seasonal flu vaccine
+ In adults, the common side effects were pain, redness, or swelling
atthe injection site, limitation of arm movement, fatigue, headache,
muscle pain, vomiting, oint pain, decreased appetite, chill, or rash
« Ask your healthcare provider about the risks and benefits of
Prevnar 13°. Only a healthcare provider can decide if
Prevnar 13*is right for you
You are encouraged to report negative side effects of vaccines
PORTANT SAFETY INFORMATION to the US Food and Drug Administration (FDA) and Genters for
= Prevnar 13° should not be given to anyone with a history of  pjsase Cantrol and Prevention (CDC). Visit www.vaers.hhs.gov
severeallergicFeacton o any component of Pevnar 13" o call 1-800-822:7967
any diphtheria toxoid—-containing vaccine =
= Aduits with weakened immune systems (eg, HIV infection,  P1ease see Important Facts for Prevnar 13" on the adjacent page.
eukemia) may have a reduced immune response bttty

"NDICATION FOR PREVNAR 13*
Srevnar 13° is a vaccine approved for adults 18 years of age
and older for the prevention of pneumococcal pneumonia and
avasive disease caused by 13 Streptococcus pneumoniae
ains (1,3, 4,5,6A, 6B, 7F, 9V, 14, 18C, 19A, 19F, and 23F)
« Pravnar 13* is not 100% effective and will only help protect
against the 13 strains included in the vaccine

XA USA 1450 ©218 Pt nc. Alrighs esened. snz0te Wl
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Exclusions

*On
*On
*On
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y product
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Study 1: Method

Exclusions
* Only product
* Only children
* Only fingers or hands
* Only cartoons

219 unique ads
that include at
least one adult




Study 1: Method

5 coders
* Gender (dichotomous male/female)

. Age group (young adult 20-39, mature adult 40- 64, older
adult 65+)

* What is the product?
* What are they doing?

* How are they portrayed?




Study 1: Method

What is the product?
Discrete categories:
e Skin care * Food/drink
* Makeup * Medication
* Hair product * Housewares
* Jewelry * Cleaning
* Perfume/fragrance * Not-for-profit
* Nail polish/product organizations
* Clothing  Electronic
e Hygiene devices/services
* Other

* Pet




Study 1: Method
What are they doing?

Non-discrete dichotomous:

* Housework

* Child care

* Pet care

» Cooking/Serving

* Attending to appearance
* Yard Work

* Mechanical/Technological
* House repair

* Sports/active

* Career/workplace

* Leisure

Note: discrepancies resolved through discussion



Study 1: Method
What are they doing?

Daily Probiotic Supplement

orastor complements your active lifestyle
strengthening your digestive balance and
oporting a healthy immune system.™?
en you have healthy digestion, you have
-ater freedom to engage in the activities
~u love. Whether spending time with the
ds or enjoying a beautiful day outdoors,
Sorastor works to keep you driven,
sonfident, and strong. This is what it means
= be Biotic. To learn more about Florastor
ssit www.florastor.com.

B £

—
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12/8 i F 12015 G merwans 9 W SAT 1211

GIANTS . EAGLES BENGALS . TEXANS® RAVENS . § i :
12/22 i e e S W SAT 12/24 iane SUN 12/25 4:30PMs 4 DAILY PROBIOTIC FOR
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Note: discrepancies resolved through discussion



Study 1: Method
What are they doing?

Non-discrete dichotomous:

* Housework

* Child care

* Pet care

» Cooking/Serving

* Attending to appearance
* Yard Work

* Mechanical/Technological
* House repair

* Sports/active

* Career/workplace

* Leisure

Note: discrepancies resolved through discussion



Study 1: Method
What are they doing?

Non-discrete dichotomous:

» Housework
e Child care
s Pat c3re

~ookine/Sary
 Attending to appearance
» Yard-Weork

Mochanical/Techaoloaical
+ House repatr

* Sports/active

* Career/workplace

* Leisure

Note: discrepancies results through discussion



Study 1: Method
How are they portrayed?

Continuous (0 = not at all, 4 = extremely):

* Passive

* Assertive

 Emphasis on body (vs. face)
* Beauty ideal

* Sexual implications

+ Prasented-asproduet
* Dismembered

* Silenced

* Unnatural pose

* Infantilization
\ietin

+Violent

Note: ratings averaged across coders




Study 1: Method
How are they portrayed?

Continuous (0 = not at all, 4 = extremely):

Passive

Assertive

Emphasis on body (vs. face)
Beauty ideal

Sexual implications

+ Prasented-asproduet
Dismembered
Silenced

Unnatural pose
Infantilization
\ietin

+Violent

';';?:f‘;
(ixekizumab)
injection
e 80 mg/mL
Does your psoriasis
ever get in the way of

a touching moment?

Embrace the chance of completely
clear skin with Taltz.

Ifyou have

si

IMPROVEMENT
COMPLETELY | 4
CLEAR SKIN

Now's your chance at completely cl kin. Ask your
doctor about Taltz. For more information, g0 to taltz.com.

Note: ratings averaged across coders



Study 1: Method
How are they portrayed?

Continuous (0 = not at all, 4 = extremely):

* Passive

* Assertive oll;
* Emphasis on body (vs. face) TN

* Beauty ideal

e Sexual implications

+ Prasented-asproduet

* Dismembered

* Silenced

* Unnatural pose

* Infantilization e
et DNDA
\jolent

[

Note: ratings averaged across coders
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Study 1: Method
How are they portrayed?

Continuous (0 = not at all, 4 = extremely):

* Passive

* Assertive

 Emphasis on body (vs. face)
* Beauty ideal

* Sexual implications File not found (404 error)
L—P_Fe&emed_a-s—p-Fed-H-et If you think what you're looking for should be here, please contact

e Dismembered
e Silenced

* Unnatural pose
* Infantilization
2 Mictim

= \iolent

Note: ratings averaged across coders




Study 1: Method
How are they portrayed?

Continuous (0 = not at all, 4 = extremely):

e Passive
e Assertive

* Emphasis on body (vs. face)

* Beauty ideal

e Sexual implications

+ Prasented-asproduet
* Dismembered

* Silenced

* Unnatural pose

* Infantilization
 Vietim

+Violent

“Made you look.

And yes, I’'m wearing them.”

The RapidDry™ core absorbs
bladder leaks and odours in
seconds. Hugs my curves for
a discreet fit under clothes.
Always Discreet for Auatable
bladder leaks.

Walmart ;<

Note: ratings averaged across coders




Study 1: Method
How are they portrayed?

Continuous (0 = not at all, 4 = extremely):

* Passive

* Assertive

 Emphasis on body (vs. face)
* Beauty ideal

* Sexual implications

+ Prasented-asproduet
* Dismembered

* Silenced

* Unnatural pose

* Infantilization
\ietin

+Violent

Note: ratings averaged across coders




Study 1: Method
How are they portrayed?

Continuous (0 = not at all, 4 = extremely):

* Passive
* Assertive P 42{5!}»!!:E
 Emphasis on body (vs. face)

* Beauty ideal

* Sexual implications

+ Prasented-asproduet
* Dismembered

* Silenced

* Unnatural pose

* Infantilization
 Vietim

+Violent

Note: ratings averaged across coders




Study 1: Method
How are they portrayed?

Continuous (0 = not at all, 4 = extremely):

* Passive | MO BNG.
e Assertive , &UI’[R—DR’Q—FER-UU[R(N BISSIOF DAD. 8
* Emphasis on body (vs. face) — =

* Beauty ideal **% A

e Sexual implications \ﬁ)

* Dismembered
e Silenced

* Unnatural pose
* Infantilization
= Vietirn o




Study 1: Method
How are they portrayed?

Continuous (0 = not at all, 4 = extremely):

* Passive

* Assertive

 Emphasis on body (vs. face)
* Beauty ideal

* Sexual implications File not found (404 error)
‘—P—FE-S@-H—t—Gd—G—S—p—FG-d—H-G’E If you think what you're looking for should be here, please contact

e Dismembered
e Silenced

* Unnatural pose
* Infantilization
2 Mictim

+ \iolent

Note: ratings averaged across coders




Study 1: Method
How are they portrayed?

Continuous (0 = not at all, 4 = extremely):

* Passive (o0 = .86)

e Assertive (a = .81)

* Emphasis on body (vs. face) (a =.81)
* Beauty ideal (o =.92)
 Sexual implications (a = .88)
+ Prasented-asproduet

* Dismembered (a = .75)

e Silenced (a = .86)

e Unnatural pose (a =.79)

* Infantilization (a0 = .78)
\ietin

«\iglent

Note: ratings averaged across coders




Study 1: Products

Women (n = 170) Men (n = 49)

W beauty/fashion house/cleaning
B hygiene M pet
B food/dink B medication

M electronic devices W other




Study 1: Results Summary

Women more likely to be: Men more likely to be:

e Attending to appearance * Doing something career-
* |dealized beauty related

* Passive * Older

* Posed unnaturally * Assertive

- Younger * Emphasis on body

e Sexual  Infantilized
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Study 1: Results Summary

Women more likely to be: Men more likely to be:

e Attending to appearance * Doing something career-
* |dealized beauty related

* Passive * Older

* Posed unnaturally * Assertive

- Younger * Emphasis on body

e Sexual * Infantilized

No difference: sport, leisure, child care, dismemberment, silenced



Study 2: How do these portrayals affect
male and female consumers?

* Among women, exposure to thin, idealized, sexualized
women in ads = body dissatisfaction, appearance anxiety,
self sexual objectification, eating disorders

* negative mood, lower self-esteem, depression

* Sexualized women seen as less intelligent and capable by
both men and women

* Does exposure to sexualized women in ads impact
competence perceptions of women generally?

* Does exposure to sexualized women in ads impact self-
efficacy among female consumers?

Birkeland et al., 2005; Vanenbosch et al., 2015; Miles-McLean et al., 2015; Szymanski & Henning, 2007; Harrison &
Secrarea, 2010



Study 2:Hypotheses

Female Participants

e H1: Exposure to stereotypical-female (vs. neutral female) ads = lower
self-efficacy, less preference for female job candidate

* H2: Exposure to stereotypical-male (vs. neutral-male) = lower self-
efficacy and less preference for female job candidate

Male Participants

* H3: Exposure to stereotypical-female (vs. neutral-female) ads = less
preference for female job candidate

* H4: Exposure to stereotypical-male (vs. neutral-male) ads = less
preference for female job candidate




Study 2:Hypotheses (Moderators)

* Factors that may boost effects of stereotypes on lower
competence ratings:

* Hostile sexism- women are incompetent

* Benevolent sexism- women are incompetent (but in a
“nice” way)

* Right-wing authoritarianism (RWA)- preference for
tradition, convention, authority

 Social dominance orientation (SDO)- preference for
hierarchy




Study 2:Method

Participants: 642 MTurkers (308 men, 334 women)

1) Individual Differences
* SDO (e.g., Some groups of people are simply inferior to other
groups) a =.90
 RWA (e.g., Our country will be destroyed someday if we do not

smash the perversions eating away at our moral fibre and
traditional beliefs) a = .93

* Benevolent sexism (e.g. Women should be cherished and
protected by men) a = .89

* Hostile sexism (e.g. Women exaggerate problems they have at
work) a =.94

2) Manipulation
3) Outcomes




Study 2:Method

* Participants: 642 MTurkers (308 men, 334 women)

1) Individual Differences: SDO, RWA, Benevolent Sexism, Hostile
Sexism
 2) Manipulation
* Random assignment to 1 of 4 conditions
* Stereotypical-female ads
* Neutral-female ads
 Stereotypical-male ads
* Neutral-male ads
e 7 ads for 15 seconds each

e 3) Outcomes




Study 2:Stereotypical-Fema
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Study 2:Neutral-Female Ads

ENCIA wark re
i the dnflamimaticn.

ol S Etfactsabt o e e o gt
e o affacis of prossipiion
Bnsgets the 00

Vit s DR ot

it e

all 1-900-QRENCIA or visit
NCIA,com for mere

informatian and to lesrn about

a-pay asalstance offers,

[
frvel b o s 7
S er

ety Ta
& ,m e oy N ,w«m it iar s

Cammen side sfischs = newiscn

o to FindMyGeniusExam.com to locato a Gerius™ 30" facility near you. g e

et oneNcIA SC: ki
o 56 yacton
T T Sl e
e

L M ORENCIA

I THINK | CAN HANDLE
MENOPAUSAL SKIN.

Eggland’s Best
h gives you the best in
taste, nutrition, and variety.

THINE ALL £GS ARE THE SAME? Thanyon havet poriencee
Eqyiand’s Baat. et

B, maro 3, e S

2 ot
‘contain oaly 60 exlories, and sty fresher longer.
gy for better tste? e ey
O faMMLY e, ANy e you cosk el ke
; Seing . abraya aciering_bu gy cmnsily il b Atything s comfrtable <an enly ba L3 2305

s, e 1 ooy B fobric sl oot e cpions c you

A et yai v, Lol e s o
‘ complstaly magie th chy (v e of your drearts

| La@=ox 690D T
| i gty g

Vaselme

egglandsbest.oom
fiven “hEir—




Study 2:Stereotypical-Male Ads
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Study 2:Neutral-Male Ads
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Study 2:Method

* Participants: 642 MTurkers (308 men, 334 women)

1) Individual Differences: SDO, RWA, Benevolent Sexism, Hostile
Sexism

 2) Manipulation: Stereotypical-female, neutral-female,
stereotypical-male, neutral male
7 ads for 15 seconds each
* To what extent do you think the advertisement is effective?
appealing?
* How likely would you be to purchase this product or service?
e 3) Outcomes




Study 2:Method

* Participants: 642 MTurkers (308 men, 334 women)

1) Individual Differences: SDO, RWA, Benevolent Sexism, Hostile
Sexism

 2) Manipulation: stereotypical-female ads, stereotypical-male ads,
neutral-female ads, neutral-male ads
* 3) Outcomes

* Generalized self-efficacy (e.g., | am confident that | could deal
efficiently with unexpected events) a = .93

* Job Candidate Selection




Study 2:Method
Job Candidate Selection

* |deal candidate should have:
* Creativity
* Project management skills
* Undergrad degree related to advertising/marketing
* Work experience in advertisement/marketing field




Study 2:Method
Job Candidate Selection

* Ideal candidate should have:
 Creativity, project management, undergrad degree, work experience

e Possible candidates: Sarah, Rebecca, Michael, Joshua

* 1 skill (creativity or project management) and 1 formal qualification
(undergrad or work experience)

e E.g. Sarah Reed

* Strengths: portfolio demonstrates creativity, 1 year work
experience

* Weaknesses: No experience in managing team projects, no
undergrad degree in marketing/advertising
e Rank order candidates
* Averages creates for male and female candidates
 Scores reversed: higher scores = greater preference




Study 2:Results
Analytic Strategy

e Stereotypical Female (+1) vs. Neutral Female (-1)

e Stereotypical Male (+1) vs. Neutral Male (-1)




Study 2:Results
Self-Efficacy

* Male Participants

* No effect of stereotypical female ads (B =0.02, SE =.08, p =.777) or
stereotypical male ads (B =-0.06, SE = .08, p = .497)

* No interactions (ps = .099- .997)

 Female Participants

* No effect of stereotypical female ads (B =-0.01, SE =.08, p =.948) or
stereotypical male ads (B =-0.03, SE=.07, p =.679)

* Interaction: benevolent sexism X stereotypical (vs. neutral) female
ads (B=.12,SE=.05, p=.023)




Study 2:Results
Self-Efficacy

* Benevolent sexism X stereotypical (vs neutral) female ads for female
participants

5.7
5.6
5.5
54
5.3

Self-Efficacy

5.2
5.1

5
Low BS Avg BS High BS

Neutral Female

BS = benevolent sexism




Study 2:Results
Self-Efficacy

* Benevolent sexism X stereotypical (vs neutral) female ads for female
participants

5.7
5.6

5. _—

>
O
©
= 5.4
i
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wm
5.2
5.1
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Low BS Avg BS High BS
—Stereotypical Female Neutral Female

BS = benevolent sexism




Study 2:Results

Perceptions of Women’s Competency (Job Selection Task)

Female Participants

* No effect for stereotypical male Ads with Male Models

ads 2.8 ns

2.75 A
2.7
2.65
2.6
2.55
2.5
2.45
2.4
2.35
2.3

Preference for Female Candidates

Stereotypical-Male Ad Neutral-Male Ad




Study 2:Results

Perceptions of Women’s Competency (Job Selection Task)

Female Participants

* No effect for stereotypical male Ads with Female Models
ads 2.8
ns
* No effect for stereotypical female o A
ads 2.65 { \
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Study 2:Results Summary

* Gender stereotypes and media have different effects on
male and female consumers

* Self-efficacy
* Men: no effect

* Women: female stereotypes decrease self-efficacy among those
low in benevolent sexism

* But may be empowering for women high in benevolent sexism

* Perceptions of other women’s competence
* Women: no effect

* Men: female stereotypes decrease preference for female job
candidates

 Stronger for men higher in RWA




Study 3:New Media

* Calls to examine newer, more interactive, forms of media (eg.,
Grau & Zotos)

* Video Games
* Women sexualized, innocent, helpless (Burgess et al., 2007;
Summers & Miller, 2007, 2014)

* Female protagonists/heroines also sexualized (e.g., Heldman et al.,
2016)




Study 3:New Media

* Playing with a sexualized (vs. non-sexualized) female
character = greater tolerance for sexual harassment,
Support for ra pe mythS (Driesmans et al., 2015; Fox et al., 2013; Yao et al., 2009)

* Possible Mechanisms
° Objectification (e.g., Fox et al., 2015; Seabrook et al., 2019)
* Desire for power over women (Fox et al., 2014)
* Heterosexual self-presentation (rox et al., 2014)

* Comparing media types

* Some evidence that effects stronger for video games Vvs. TV exposure
(Karsay et al., 2018)

* VR generally awe-inspiring, gives goosebumps (Quesnel & Riecke, 2018)




Study 3:Hypotheses

* Male participants, sexualized portrayals of women

VR vs Video Game Rape Myth Acceptance
Video Game vs Video + » Likelihood to Sexually Harass
Video vs Control Willingness to Exploit Women
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Study 3:Method

* Participants: 370 men from Brock (anticipated; in progress)

 Manipulation

* 4 conditions: control video, sexualizing video, sexualizing
video game, sexualizing VR video game
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Study 3:Method

* Participants: 370 men from Brock

 Manipulation

* 4 conditions: control video, sexualizing video, sexualizing video
game, sexualizing VR video game

* Have you played before? Do you own? If not, would you buy?
Would you recommend? What would make it better?

 Mediators
* Qutcomes




Study 3:Method

* Participants: 370 men from Brock
* Manipulation

 Mediators

* Objectification Norms (e.g., how harmful is staring at a woman’s
body)

* Power over women (e.g. | love it when men are in charge of
women)

» Heterosexual self-presentation (e.g., | would be furious if
someone thought | was gay)

e Qutcomes




Study 3:Method

* Participants: 370 men from Brock
* Manipulation
* Mediators

e Qutcomes

* Willingness to exploit women (e.g., It’s reasonable for a man to make
a woman think that he’s interested in a long-term relationship to
obtain sex from her)

* Rape myth acceptance (e.g., Any healthy woman can successfully
resist rape if she really wants to)

* Likelihood to sexually harass (e.g. If the actress wants the job she will
have to demonstrate her sex appeal to me in a personal way)




Study 3:Dream Results
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Final Points

* Ad Content Analysis:
 Women still idealized, sexualized, young, passive
* Men still career-oriented, older, assertive
* Equally likely to be parent, doing something leisurely, playing a sport

* Experimental Manipulation of Ad Exposure:
* Makes some women less self-efficacious
* Makes men less willing to hire women

* Manipulation of Media Immersivity:
* People moving away from traditional media
* Importance of examining new, interactive, immersive media




Future Directions

* Counterstereotypical gender portrayals
* Other social groups (e.g., racial, LGBT)
* Change in portrayals over time

* More research on newer media
* Broader range of outcomes
* Impact on female consumers
* Impact of male stereotypes




Thank youl!
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