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ABSTRACT 

 

 

One of the pro-social effects of mass media is identified as “stereotype 

reduction”. Recent studies on the malleability of implicit stereotypes suggest that 

exposure to counterstereotypical images has an effect on the reduction of implicit 

stereotypes. This research examines the viability of this claim by priming 

individuals with counterstereotypical media messages from television and films.  

 3 Female portrayal (sexy stereotype / nurturing stereotype / counter 

stereotype) X 2 Media type (news / entertainment), plus a control group was 

undertaken factorial experiment.  One hundred and seventy five undergraduate 

participants were randomly assigned to one of the 7 conditions. Participants 

assigned to the experimental groups watched media clips corresponding to their 

assigned conditions. After watching media clips, participants were asked to 

complete the IAT (Implicit Association Test). Two different types of the IAT 

measured implicit stereotypes toward women. One measured stereotypes of 

women as sex objects and the other measured stereotypes of women as nurturing 

family caregivers.  

Findings revealed a main effect for female portrayals. Participants who 

viewed counterstereotypical women in media clips produced a significantly lower 

score on the IAT measuring implicit female stereotypes than those who watched 

either stereotypically sexy women or those who watched stereotypically nurturing 

women. Also, the findings suggest that participants who were exposed to 

counterstereotypical media messages drawn from the news shows reported the 

lowest scores on the IAT. These scores were significantly lower than those of 

participants in a control group. 



   

Findings of this study suggest that if counterstereotypical portrayals of 

women were more accessible in our current media environment, viewers may 

experience a reduction of stereotypical attitudes. Specifically, the data suggest that  

counter-stereotypical content in news shows may be an effective way to weaken 

implicit stereotypes of women. These findings contribute to the literature on pro-

social effects of media.  
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CHAPTER 1  

Introduction 

 

Most media studies have focused on the negative effects of stereotypes in 

the media (Dixon & Linz, 2000; Gorham, 2006; Greenberg, Mastro, & Brand et al., 

2002). In fact, the mass media have frequently been criticized for 

disproportionately putting emphasis on generalized stereotypic images of socially 

disadvantaged groups, such as women or blacks. However, a few scholars have 

noted that media messages often result in pro-social effects (Mares & Woodard, 

2005). One promising area of research looks at how viewing counterstereotypical 

media messages can actually reduce stereotypical attitudes toward specific groups 

of people (Dasgupta et al., 2001, 2004; Mares & Woodard, 2005; Durkun, 1985). 

Exposing individuals to counterstereotypical messages heightens the accessibility 

of counterstereotypical information through a process called media priming. The 

highly accessible counterstereotypical ideas on gender, for example, can alter the 

automatic judgment about that group in a positive way. The goal of this experiment 

is to advance our understanding of the/concept/ topic by determining whether 

counter-stereotypical content presented in the mass media can reduce implicit 

stereotypes about females. Media clips may indeed be a successful vehicle for such 

messages. Women, in particular, have a history of being portrayed in stereotypical 

ways that often have negative characteristics. Counterstereotypical messages on 

television can increase our awareness that those around us do not fit into all-

encompassing categories. Counterstereotypical descriptions of women in the media 

should result in more positive implications for the entire society.  
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Chapter 2  

Rationale 

 

There are two basic categories of stereotypes: Explicit and implicit.  

Explicit stereotypes are almost entirely under the control of the individual. These 

beliefs are directly expressed or publicly stated with individual’s awareness 

(Akrami et al., 2006). Implicit stereotypes can be more difficult to change because 

usually individuals who hold these beliefs are not aware that the beliefs exist for 

them (Greenwald & Banaji, 1995).  

Definition of Implicit Stereotypes  

An implicit stereotype is a belief held by a person about the supposed 

characteristic traits of members of a social category, and that belief operates 

without conscious control (Greenwald & Banaji, 1995). Automatic activation of 

stereotypes provides the foundation for implicit stereotyping (Greenwald & Banaji, 

1995). Studies on automatic operation of stereotypes reveal that individuals who 

are primed with stereotypical words or images will automatically activate implicit 

stereotypes, regardless of their high and low scores on explicit prejudices (Banaji 

& Greenwald, 1995; Bargh et al., 1996; Brauer, Wasel, & Niedenthal, 2000; 

Devine, 1989). These findings support the argument that implicit stereotypes are 

activated mindlessly from memory and reflect an automatic mental process.  The 

activation of implicit stereotypes thus occurs without perceiver awareness, control, 

intention (Devine, 1989; Fazio, Sanbonmatsu, Powell, & Kardes, 1986). This 

automatic process is described as an “inescapable habit that occurs despite attempts 

to ignore or bypass, triggered by exposure to a relevant stimulus cue in the 

environment.” (Banaji & Greenwald, 1995; Banaji, Hardin, & Rothman, 1993; 

Macrae, Stangor, & Milne, 1994). For example, research participants instructed by 

an Asian-American experimenter may spontaneously activate a stereotype of 
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Asian-Americans (Gilbert & Hixon, 1991). Additionally, participants asked to 

estimate the height of a videotaped woman spontaneously activate their stereotype 

of women (e.g., small, short) (Pendry & Macrae, 1996). Similarly, individuals 

respond faster to stereotypical gender role pairs (e.g., nurse- she) than to 

counterstereotypical pairs (e.g., engineer- she) (Greenwald & Banaji, 1995).   

How to Change Implicit Stereotypes  

 Although the activation of automatic beliefs and attitudes has been 

described as seemingly inevitable, the empirical evidence for the malleability of 

implicit stereotypes has been suggested by some researchers. Some studies have 

indeed  demonstrated that automatic response can be altered by self- or social 

motives that suppress stereotypical thoughts intentionally (Devine, 1989; Monteith, 

Devine & Monteith, 1999; Wilson, Lindsey, & Schooler, 2000; Zuwerink, & Elliot, 

1994;  Fiske & Neuberg, 1990; Macrae & Bodenhausen, 1998), by the application 

of specific strategies, such as mental imagery (Blair et al., 2001), and stereotype 

negation training that  includes media mediation (Kawakami et al., 2000; Lowery 

et al., 2001; Ramasubramanian, & Oliver, 2007; Steinke et al, 2007, 2006; 

Nathanson et al, 1999, 2002, 2003; Beentjes et al, 2002; Kawakami et al, 2000). 

However, recent studies have suggested that automatic beliefs and attitudes can be 

modified by variations in situational context (e.g., specific exposure to 

counterstereotypical stimulus cues) rather than by directly manipulating motivation 

or effort (Dasgupta, & Greewald, 2001; Dasgupta et al., 2004; Wittenbrink, & Park, 

2001). 

 Stimulus Cues. Studies on automaticity have suggested that automatic 

activation of stereotypes is triggered by an external stimulus cue in the 

environment and such external cues (situational stimuli) can modulate automatic 

processes. (Bargh et al., 1999, 1997; Wittenbrink et al., 2001). For example, a 
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black person’s face will always activate stereotypical traits associated with blacks 

(e.g., poor, athletic). Yet, if you encounter an African American who behaves or 

appears to be counter to the stereotype (i.e., interpersonal exposure), or in a 

positive situation (e.g., a family barbecue), these situational cues will act as a 

factor that shifts the  negative implicit stereotypes of blacks in a positive way 

(Lowery et al., 2001; Wittenbrink et al., 2001).   

Recent studies on stereotype reduction indicate that individuals can 

temporarily modify their pre-existing automatic beliefs (implicit stereotypes) after 

exposure to counter-stereotypical images instead of the attempt to negate those 

stereotypes consciously (Dasgupta & Greenwald, 2001; Blair & Banaji, 1996; 

Blair, 2002, 2001; Bodenhause et al., 1995). For example, if perceivers are 

involved in situations that provide frequent exposure to counter-stereotypical 

images, their automatic stereotyping to future similar exposures or the current ones 

may be altered in a pro-social way.  

Dasgupta and Greenwald (2001) found that exposure to 

counterstereotypical group members can weaken/lessen automatic prejudice.  

Their results revealed that participants exposed to admired black and disliked white 

exemplars significantly reduced their implicit pro-white attitudes and preferences. 

Dasgupta’s follow-up study (2004) then investigated whether exposure to women 

in leadership positions could temporarily undermine women’s automatic gender 

stereotypic beliefs. This study found that participants exposed to famous women in 

leadership positions (e.g., Meg Whitman, CEO of e-Bay and Ruth Bader Ginsburg, 

US Supreme Court Justice) produced less automatic stereotypes toward women.    

 Media and Female Stereotypes 

The mass media have been frequently criticized for stereotypical 

presentations of women, which are usually negative (e.g., sex object). Content 
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analyses have revealed that television is filled with stereotyped portrayals of 

gender-roles. Female stereotypes on television tend to depict women as dependent 

on or subservient to men,  primarily located in  home or domestic settings,  

preoccupied with physical attractiveness,  sex objects, and mere  decorations for 

men (Aubrey, & Harrison, 2004; Ford et al., 1998; Lysonski, 1985; Wyckham, 

1987; Thompson, & Zerbinos, 1995).  These women are typically identified as 

housewives and mothers who only dealing with the home, family, and marriage 

issues, while men are more likely to be portrayed as unmarried and in professional 

occupations (Signorielli, 1989). Also, women characters are presented as being 

overly weak, emotional, sympathetic, nurturing, and under men’s protection 

(Greenberg, Mastro, & Brand, 2002; Herrett-Skjellum & Allen, 1996; Thompson 

& Zerbinos, 1995; Vande, & Streckfuss, 1992). 

 Given that implicit stereotypes can be reduced by changing their social 

context (stimulus cues), can this principle also be applied to media exposures by 

manipulating media content? For example, if media presents more balanced images 

of stereotyped groups (e.g., females) by using counterstereotypical images and 

media characters, can the activation of implicit stereotypes thus be weakened?  

A Priming Perspective 

If mass media messages are an effective means for the activation of 

cognitions that can affect the formation, activation, and moderation of implicit 

stereotypes, it is important to gain precise knowledge of how the process works. To 

examine the processes involved in automatic activation of attitudes from memory, 

many researchers have applied a priming perspective (Chen, & Bargh, 1997; 

Berkowitz & Rogers, 1986; Hermans et al., 2001). According to this perspective, 

prior exposure to a word or concept can trigger a memory and thus heighten the 

accessibility of related information in memory. This state of heightened 
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accessibility then influences the perceiver’s subsequent behaviors and judgments 

(Bargh, & Chen, 1997; Ratcliff, & MaKoon, 1988; Berkowitz, & Rogers, 1986; 

Hermans et al., 2001, Givens & Monohan, 2005). Hansen and Hansen (1988, 1989, 

1990) found that subjects who were primed with rock music videos that portrayed 

stereotypic sex-roles reported much greater linking to sex-role stereotypic behavior 

(e.g., male-dominant, female- submissive).  

People who are repeatedly primed with counterstereotypical messages 

about a certain social group (e.g., African American, females) will have different 

attitudes and beliefs toward that social group compared to people who are primed 

with stereotypical concepts of that same social group. The mere presence of 

relevant situational features of a target group can automatically trigger social 

behavior, which then produces automatic categorization of a specific social group 

(Ratcliff, & McKoon, 1988; Shiffrin, Schneider, 1977). Smith and Zarate (1992) 

argue that the judgment of an object (e.g., a social group) depends on exemplar 

accessibility. If individuals react repeatedly to social stimulus cues in the same way, 

the representation of their responses should eventually be activated automatically 

when the individuals encounter the same social stimulus cues later (Bargh et al., 

1992). The more accessible a mental construct (certain information in memory) is, 

the more likely that information is to be used to process and interpret social 

information (e.g., stereotype). Repeated or frequent activation of a construct also 

makes related information chronically or temporarily accessible since the threshold 

of activation lowers (Bushman, 1998; Bargh et al, 1988; Higgins et al, 1988; 

Huesmann, 1986). Exposure to counterstereotypical exemplars of stereotyped 

groups may thus create new characteristics of the target groups (e.g., strong 

females, highly educated blacks), which are not compatible with old beliefs (e.g., 
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weak women, poor blacks). A new representation of the target group then will 

compete with the old representation.  

Counterstereotypical priming may challenge the dominance of stereotypes 

in information processing and promote counterstereotypical thoughts. For example, 

if counterstereotypes become less accessible in the memory, they will be less able 

to activate new characteristics of a target group gained from prior experience when 

people evaluate a target group. Contrary, if the new representations of the target 

group (i.e., counterstereotypes) are more accessible, counterstereotypical thoughts 

toward a specific group will be more available in memory. This highly accessible 

information after priming will facilitate the retrieval of counterstereotypical 

notions from memory. The closer some concept is in the memory to stimulus cues, 

the more that concept will be activated.  

Implicit evaluations of groups are, therefore, formed by high accessible 

stimuli that are retrieved from recent memory (Fazio et al., 1986).  

If we apply this mechanism (priming effects) to a media environment, 

exposure to counterstereotypical representation of women images with 

counterstereotypical exemplars will increase the accessibility to 

counterstereotypical ideas of women. Consequently, automatic stereotypic 

evaluations of women will modify since counterstereotypical information is more 

available.  

Therefore, the following hypothesis is proposed: 

 Hypothesis 1: Individuals who are exposed to media clips with counter-

stereotypical images of women will report lower implicit stereotypes toward 

women than those who are exposed to stereotypical images of women (sexy or 

nurturing) or those who are in a control group.  
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Perceived Realism 

  Many prior studies have demonstrated that the perceived realism of 

television images does influence viewer attitudes, beliefs, and behaviors (Pingree, 

1978; Potter, 1988; Shapiro & Chock, 2003; Taylor, 2005).  Perceived realism is 

defined as that level of perceived similarity between events and characters in the 

real environment and events and characters in the media (Shapiro & Chock, 2003). 

Several studies suggest that when media messages are perceived as unrealistic, 

they will have less influence on perceiver cognitive, behavioral reactions than 

when the messages are perceived as real (Atkins, 1983, Feshbach, 1972; Pingree, 

1978).   

Earlier studies show that the degree of perceived realism of television news 

is higher than that for television entertainment (Shapiro, 1990, 1991). If media 

messages on news shows are considered as more factual than the media messages 

drawn from entertainment shows, this different level of perceived realism may 

affect the moderation of implicit stereotypes differently. When people perceive the 

content of a stimulus as real, that perception promotes a processing of the 

information deeply, which in turn leads to better memory and more extensive 

learning of the content of the message (Huston et al., 1995; Salomon, 1983). 

Additionally, some researchers have proposed that when media messages are 

perceived as factual, perceivers tend to identify more closely with the protagonists 

or be more interested and involved in the story (Zillman, 1991; Van der Voort, 

1986). That may indicate that the more realistic a depiction is in the media, the 

more likely it is that the image will prime related information in the viewer’s 

memory.  

Addressing all these views together, this study will investigate whether or 

not perceived realism on different media type (i.e., a news show vs. an 
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entertainment show) provides a distinct opportunity for stereotype reduction. 

Expecting that people will consider content of news shows as more realistic than 

content of entertainment shows, there will be a main effect for on the delivered 

content, such that the more realistic content will have a stronger effect on the 

moderation of implicit stereotypes. The effect of news shows may then be stronger 

than that of entertainment shows.  

  Hypothesis 2: Participants who view counter-stereotypical images of 

women in news shows will report the lowest implicit stereotypes toward women 

compared those who watch counter-stereotypical images of women in 

entertainment shows or those in a control group.  

Clarifying the Concept of Gender Stereotypes 

Studies on female stereotypes suggest that people tend to categorize women 

at a different subtype level (e.g., domestic attendant, sex object) than at the general 

category level (e.g., woman) (Clifton, McGrath, & Wick., 1976; Eckes, 1994). 

Especially, some studies have found that the domestic attendant and sex object 

subtypes are related to different groups of attributes (e.g., family vs. sexuality) 

instead of sharing the single category of women (Deaux et al., 1985; Eckes, 1994). 

However, previous studies on implicit stereotypes of women rarely paid attention 

to the sex object subtype , as they examined implicit stereotypes about women with 

family traits (Greenwald, 1996; Blair, 2001), feminine traits (Blair, 2001), or 

supportive attributes (Dasgupta et al, 2004).  

One subtype versus the other subtype may produce qualitatively different 

results in cognition and behavior (Lavine, Sweeney, & Wagner, 1999). For 

example, the sexist ads describing a woman as a sex object may activate the view 

that women are seductive, while portraying women as homemakers may generate 

the belief that women are nurturing and domestically-minded (Deaux et al., 1985; 
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Clifton et al., 1976) due to priming effects. That is, priming people with sexist ads 

or images of nurturing women will increase the accessibility of related information 

in the memory, and this heightened accessibility will influence people’s attitudes 

and beliefs.  

This study will focus not only on implicit stereotypes toward women 

identified as a home maker, but also on implicit stereotypes about women 

associated with sexuality, and examine how differently those two stereotypes are 

processed by individuals. 

Hypothesis 3: Individuals who view stereotypically sexy women in media 

clips will increase the number of their implicit stereotypes related to sexuality traits, 

while individuals who watch stereotypically nurturing women in media clips will 

increase the number of implicit stereotypes associated with family (nurturing) 

attributes. 
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Chapter 3  

Method 

 

Participants 

A group of 175 participants (52 Male and 123 Female) were drawn from a 

population of undergraduate students enrolled in communication courses at Cornell 

University (Mean age=19.71). Of that group, 107 participants were white, 34 were 

Asian, 15 were Hispanic, 13 were African American, and 6 were Other. As 

compensation for their participation in the study, each student received extra 

course credit.  

Design 

A 3 -Female portrayal (sexy stereotype / nurturing stereotype / counter 

stereotype) X 2 -Media type (news / entertainment), plus a control group undertook 

a factorial experiment (see Table 1 for the experimental design). Participants were 

randomly assigned to one of seven conditions in a post-test only, between- subjects 

experiment. 

Table 1. Experimental Design 

 

 Counter- 

stereotype 

Nurturing 

stereotype 

Sexy 

stereotype 

Control 

Group 

News 

Show 

n=25 

 

n=25 n=25 

Enter- 

tainment 

Show 

n=25 n=25 n=25 

n=25 
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        Measures 

 

Stimulus Material 

Selection of media clips. The experiment selected 24 media clips, 

representing stereotypical and counterstereotypical images of women from both 

news shows (e.g., ABC news, CNN news) and entertainment shows (e.g., movies, 

dramas). Stereotypical clips were selected based on traditionally accepted social 

norms that distinguished typical feminine behaviors and personality traits from 

typical masculine behaviors and personality traits. On the pervasive use of female 

stereotypes on television, women appeared as dependent on or subservient to men,  

primarily in the home or in domestic settings,  preoccupied with physical 

attractiveness,  sex objects, or as decorations for men (Aubrey & Harrison, 2004; 

Ford et al., 1998; Lysonski, 1985; Wyckham, 1987; Thompson & Zerbinos, 1995). 

In the research, we focused especially on two different kinds of female stereotypes 

in the media: Sexy and nurturing images of women (e.g., a cheerleader dancing 

sexually for a guy vs. a mom taking care of her son,).   

Counterstereotypical clips were chosen on the basis of behaviors and 

personality traits that were usually considered counter to contemporary cultural 

norms (see Aubrey & Harrison, 2004).  For example, in a gender stereotype, a 

male character would be portrayed as a leader or decision –maker, while a female 

character would be described as a follower. Then in a counterstereotype, a female 

character would be seen as a leader or decision- maker while a male character is 

portrayed as a follower. The clips with countersteotypes showed women who in 

leadership or professional roles, such as U.S. President or a female pilot.  

To maintain a similar level of perception of stereotypicality in both news 

shows and entertainment shows, a similar story line was used. For example, in a 

news nurturing stereotype condition, there was reporting about a mom and her life 



 

13 

 

with her kids. Corresponding to this story, in the entertainment nurturing condition, 

the scene of a mom spending time with her children was used (see Appendix A).  

To pre-test the validity of media clips conveying either stereotypes or 

counterstereotypes of women, 17 undergraduate students evaluated the clips. After 

watching the media clips, they were asked to rank the most stereotypical media 

clips. Also, they rated how stereotypical or counterstereotypical each media clip 

was based on a 5-point Likert scale. The media clip that ranked and rated the 

lowest was eliminated for each condition after comparing its mean with those of 

other clips; the result was 6 conditions that included 3 different media clips. For 

each condition, these 3, 30- sec clips played continuously, for a total viewing time 

of 1.5 min.  

Dependent Variables 

The Basic IAT Concept. Implicit stereotypes were measured use the 

Implicit Association Test (IAT; Greenwald, McGhee, & Schwartz, 1998). In the 

IAT, the stimuli consisted of female and male first names (e.g., Michelle and John) 

and words typically used to describe males and females (e.g., “family” for women 

and “career” for men). The IAT asked subjects to pair two concepts (e.g., female 

name + family, or male name + career). The basic concept was that the more 

associated two concepts are, the more rapidly subjects should be able to respond to 

the concept. So, if the concept of ‘female’ and ‘family’ was considered strongly 

associated, it should be easier to match them. If the concept of ‘female’ and 

‘career’ was not considered strongly associated, it should take longer for 

participants to recognize that relationship.  

The prediction was that participants would respond faster when women’s 

names and family attributes were a pair than when  men’s names and career 

attributes were a pair and then showing considerably slower reaction time for 
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opposite combinations of stimuli (female name + career and male name + family). 

Basically, IAT measures reaction time. If somebody reacts faster to an associated 

pair (e.g., male name + career and female name + family) than an unassociated pair 

(female name + career and male name + family), that would mean that the 

individuals have stronger stereotypical beliefs regard gender than 

counterstereotypical beliefs about gender. In sum, reaction time measured by the 

IAT indicated how accessible stereotypical or counterstereotypical ideas were.    

Construction of the IAT.  The subjects completed two sets of the IAT 

because the study focused on “sexuality” as well as “family (nurturing)”. Studies 

on gender stereotypes have found that the domestic attendant and sex object 

subtypes of women are related to different groups of attributes (Deaux et al., 1985; 

Eckes, 1994). One subtype versus the other might produce qualitatively different 

results in cognition and behavior (Lavine, Sweeney, & Wagner, 1999). since one 

of the purposes of this study was to distinguish different stereotypes of women (i.e., 

nurturing vs. sexy) in the  media and their effects, two different kinds of 

dependent measures were constructed to see if there was indeed  any difference 

between sexy stereotypes and nurturing stereotypes for women.  

The first set was constructed using the standard IAT, which usually 

measures implicit stereotypes about women (female + family and male + career) 

(i.e., the Family IAT) (refer to Project Implicit website).
1
 The second set of the 

IAT was created to measure how strongly sexuality is associated with females. The 

word that describes sexuality attributes was chosen by undergraduate RAs, who 

were given words related to sexuality and asked to   rate how closely those words 

associated with sexuality. Finally, the top five words selected were used to 

construct “the Sexuality IAT”.  

                                                 
1
 http://implicit.harvard.edu 
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 Each IAT consisted of five steps in each of which participants were given 

a series of word categorization tasks. In the first step, 5 female names and 5 male 

names were presented in the middle of a computer screen (e.g., Jennifer, John). 

The names belonged to the category shown on either the right or left part the 

screen (i.e., female, male). The participant responded by pressing the “E” key for 

the left and “I” key for the right.  In the second step, the concept words were 

introduced. The participants categorized these words presented in the middle of the 

screen (e.g., wedding, business) based on the category shown on the right (e.g., 

family) or the category on the left (e.g., career). In the third step, the categories 

presented in Steps 1 and 2 were combined as a one block set (Female + Family and 

Male + Career). The participants now responded to words that referred to “female” 

or “family” on the left and to words that referred to “male” or “career” on the right. 

In the fourth step, participants completed the word categorization tasks again from 

the first stage, but used the opposite keys to respond. Finally, in the fifth step, the 

categories were combined again as a single set, but with the opposite combination. 

The participants responded to words that referred to “female” or “career” on the 

left and to words that referred to “male” or “family” on the right.  

For a set on sexuality, the same 5-stage process was repeated, but 

presenting words that referred to sexuality (e.g., provocative, sensual). Stages 3 

and 5 consisted of 60 trials each. Response latencies (reaction time) during each 

step were recorded. (See Appendix B for all IAT stimuli, and see Table 2 for the 

IAT design) 
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Table 2. The IAT Design (Greenwald, Nosek, & Banaji, 2003) 

 

 

IAT D Score.  The IAT score called D was the scale that indicated how 

many individuals have implicit stereotypes about women. Higher scores meant 

more stereotypic automatic self-beliefs about female while lower scores 

represented less stereotypic automatic self-beliefs about females. The IAT D score 

was computed based on the improved scoring algorithm for the IAT (Greenwald, 

Nosek, & Banaji, 2003). The IAT D score was calculated for all trials in Stage 3 

and 5 for each subject. Trials with latencies over 10,000 ms and subjects who had 

more than 10% of trials less than 300ms were discarded. Errors were replaced by 

the mean latency of correct trials for that block plus 600 ms. The IAT D score was 

computed by subtracting the mean response latency for the Stage 3 practice trials 

from the mean response latency for Stage 5 (incongruent combination minus 

congruent combination). This difference in scores was divided by the standard 

deviation of all the latencies in the two practice blocks. The same procedure was 

followed for the two test blocks. Then the two difference scores were averaged to 

create the final IAT D score.  

In sum, two IAT D scores, namely, 1) the family IAT and 2) the sexuality IAT 

were calculated as dependent variables for each participant.  

Block No. of trials Function Items on the left  on the right 

1 20 Practice Female Male 

2 20 Practice Family/Sexuality Career 

3 20 Practice Female + Family/ 

Sexuality 

Male + Career 

4 40 Test Female + Family/ 

Sexuality 

Male+Career 

5 20 Practice Male Female 

6 20 Practice Male + Family/ 

Sexuality 

Female+Career 

7 40 Test Male + Family/ 

Sexuality 

Female+Career 
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Explicit Stereotypes about Women 

 Study p Participants completed two different self-report stereotype 

measures. The Gender and Authority Measure (GAM) was used to measure 

explicit attitudes toward women (α= .72). The GAM (Fench & Raven, 1959) has 

15 items where respondents show their preference for male versus female 

authorities. Examples of these items include “If I were on trial, I would prefer that 

the judge be a man.” Respondents expressed a level of agreement with each item 

on a scale ranging from 1(strongly disagree) to 5 (strongly agree). The second self-

reported beliefs about women were assessed by presenting participants with the 

words standing for family,  career, and  sexuality traits used in the IAT (α=.77). 

Ratings were compiled on a 7-point scale, ranging from 1(Strongly Male) to 7 

(Strongly Female) (Dasgupta et al., 2004; Rudman et al., 2001) (See Appendix C). 

Demographic Measure 

 A brief questionnaire was used to identify participant age, gender, and 

race/ethnicity (see Appendix D).  

Procedure 

The study was presented as research on “Media and Hand-Eye 

Coordination.” Participants were randomly assigned to each of 7 conditions 

(news/sexy, news/ nurturing, news/counterstereotypes, entertaining/sexy, 

entertaining/ nurturing, entertaining/ counterstereotypes, and control). Those in the 

experimental group watched certain media clips that corresponded to their 

randomly assigned conditions. After viewing the clip, participants were asked to 

rate their level of agreement with the following statements: (a) The women in the 

media clip are stereotypically female and (b) The women in the media clip look 

realistic. Also, the participants were asked to write brief comments to describe 

what they had viewed in the media clips. Then the IAT was administered to 
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measure the participants’ implicit stereotypes toward women, both for family and 

for sexuality. Those who were in the control group did a crossword puzzle for 2 

minutes as a distraction task and were asked to complete the IAT directly without 

viewing any media clips. After finishing the IAT, all participants completed a 

computer-based questionnaire that assessed their explicit stereotypes about women. 

Participants were then debriefed and dismissed.  
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Chapter 4   

Results 

 

Manipulation Check 

 Participants both in the two stereotypes (nurturing vs. sexy) and in the 

counterstereotype conditions were asked to report on a 5-point Likert-type scale 

the extent to which 1) the women in the media clip were stereotypically female and 

2) whether the women in the media clip looked realistic.  (1= strongly disagree, 

5= strongly agree).   

A one-way Analysis of Variance revealed significant differences in ratings of 

stereotypicality between the 3 groups 1) Counterstereotypes, 2) Nurturing 

stereotypes, and 3) Sexy stereotypes, F(2,147) = 31.07, p<.001. Participants in the 

counterstereotype condition considered women in the media clip as less 

stereotypical (M= 2.29, SD= 0.78) than did participants who viewed either the 

nurturing media clip (M=3.72, SD=0.78), p<.001 or the sexy media clip (M=3.25, 

SD=1.17), p<.000. Interestingly, an additional post-hoc comparison using 

Scheffe’s test revealed that there was a significant difference between a sexy media 

clip condition (M=3.25, SD=1.17) and a nurturing media clip condition (M=3.72, 

SD=0.78). Participants perceived sexy clips as being less stereotypical than 

nurturing clips, p<.000. 

      Also, the manipulation for media type was confirmed, as participants who 

viewed the news content (M=3.68, SD= 0.96) thought the women in the clip were 

more realistic than did those participants who watched the entertainment clips 

(M=3.21, SD=1.02), F (1, 148) =8.10, p<.05.  In sum, the manipulation was 

successful.  

 



 

20 

 

Test of the Hypotheses 

 

Hypothesis 1 

      Hypothesis 1 predicted that individuals who are exposed to media clips 

with counter-stereotypical images of women will report lower implicit stereotypes 

toward women than those who are exposed to nurturing clips, sexy clips or are in a 

control group. A one-way ANOVA (Analysis of Variance) compared participants 

in four different groups who were exposed to 1) counterstereotypical women in 

media clips, 2) nurturing women in media clips, 3) sexy women in media clips, or 

4) were placed in a control group. Stereotypicality of media clips 

(counterstereotypes vs. nurturing stereotypes vs. sexy stereotypes vs. control) was 

used as an independent variable while two variables, namely, 1) the family IAT, 2) 

the sexuality IAT, were used as dependent variables.  

The Family IAT. A one- way ANOVA (Analysis of Variance) confirmed a 

main effect for stereotypicality of the media clips (counterstereotypes vs. nurturing 

stereotypes vs. sexy stereotypes vs. control) on the family IAT, F(3, 171)= 3.72, 

p=.01, partial η
2 

 =.06. A post-hoc comparison using the  LSD test indicated that 

participants who viewed counterstereotypical women in media clips produced a 

significantly lower level of  

 IAT D scores on the standard (family) IAT (M=.17, SD= .38) than those 

participants who watched nurturing stereotypical women (M=.34, SD=.34), p=.01, 

sexy stereotypical women (M=.37, SD=.29), p=.003, or those who were  in the 

control group (M=.35, SD=.27), p=.03. 

The Sexuality IAT.  Another IAT set had been created to measure implicit 

stereotypes about women with sexuality traits. To test if the former patterns still 

held for the newly constructed sexuality IAT, the same analyses were conducted on 
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the new variable (the one-way ANOVA). The main effect for stereotypicality was 

also found for the sexuality IAT, F (3, 171) =2.95, p=.03, partial η
2 

 =.05. 

Specifically, the post-hoc comparison using the LSD test revealed that participants 

who viewed counterstereotypical women in a media clip (M=.21, SD= .36) 

reported a lower IAT D score on the sexuality IAT than those who watched sexy 

stereotypical women (M=.42, SD=.37), p=.003. However, a significant difference 

between the control group and the counterstereotype group was not found, p=0.1
2
 

(see Table 3 and Table 4) 

 

 

Table 3. Summary of Descriptive Statistics of the Family IAT 

 

 n M SD 

Counter 50  .17 .38 

Sexy 50 .37 .29 

Nurturing 50 .35 .33 

Control 25 .35 .27 

 

 

Table 4. Summary of Descriptive Statistics of the Sexuality IAT 

 

 n M SD 

Counter 50 .21 .35 

Sexy 50 .42 .36 

Nurturing 50 .32 .34 

Control 25 .34 .30 

 

 

                                                 
2
 For both Scheffe and LSD 
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Hypothesis 1 was successfully supported as the main effect for 

stereotypicality and was found both for the sexual IAT and the family IAT. That is, 

participants who were exposed to counterstereotypical media clips were less likely 

to express implicit stereotypes on the family IAT and the sexuality IAT (see Figure 

1). However, the findings also suggested that implicit female stereotypes on 

sexuality and stereotypes related to family traits have distinct characteristics since 

different results appeared for the two dependent variables (the family IAT and the 

sexuality IAT) after participant exposure to the same manipulation. There was no 

difference between the control group and the counterstereotype group when 

measured using the sexuality IAT while there was a significant difference between 

the control group and the counterstereotype group with the family IAT.  
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Figure 1. The Main Effect for Stereotypicality 
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Hypothesis 2 

  Hypothesis 2 predicted that participants who view counter-stereotypical 

images of women in news shows will report the lowest implicit stereotypes toward 

women compared to those who watch counter-stereotypical images of women in 

entertainment shows or in a control group. A planned comparison was conducted 

with two specific groups (news counterstereotype vs. entertainment 

counterstereotype) chosen to compare their means (Tabachnick & Fidell, 2000). 

Additionally, a one-way ANOVA (Analysis of Variance) compared those 

participants who were exposed to counterstereotypical women in news clips with a 

control group. The same analyses were conducted for an entertainment 

counterstereotype group. There were two dependent variables: 1) the family IAT, 

2) the sexuality IAT. 

The Family IAT.  A one-way ANOVA revealed that those participants in 

the counterstereotypical news condition group (M= .08, SD= .27) produced lower 

IAT D scores than those who in the counterstereotypical entertainment condition 

group (M= .26, SD= .45) when implicit stereotypes of participants were measured 

using the family IAT. The difference was not significant, F (1, 48) = 2.71, p=.10, 

partial η
2 

 =.05. However, a one-way ANOVA did confirm that there was a 

significant difference between the counterstereotypical news group and the control 

group (see Figure 3). Those participants who were exposed to counterstereotypical 

news clips were less likely to report implicit stereotypes (M=.08, SD=.27) than 

were those in the control group (M=.35, SD=.27), F (1, 48) =11.40, p=.001, partial 

η
2 

 =.19. Contrary, there was no significant difference between in the 

counterstereotypical entertainment group (M=.26, SD=.45) and in the control group 

(M=.35, SD=.27), F (1, 48) =.67, p=.41, partial η
2 

 =.01. 
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Figure 2. News Shows VS. Entertainment Shows 

 

The Sexuality IAT.  A one-way ANOVA revealed that participants in the 

counterstereotypical news condition grouping (M= .12, SD= .32) produced lower 

IAT D scores on the sexuality IAT than those participants who were in the 

entertainment counterstereotype condition group (M= .30, SD= .38), F (1, 48) = 

3.11, p=.08, partial η
2 

 =.01, consistent with the finding on the family IAT. 

Additionally, a planned comparison was conducted for the counterstereotypical 

news condition and the control condition for the sexuality IAT. A one-way 

ANOVA confirmed that hose participants who were exposed to 

counterstereotypical news clips reported lower implicit stereotypes (M=.12, 

SD=.32) than those who were in the control group (M=.35, SD=.27), F (1, 48) 

=5.82, p=.02, partial η
2 

 =.10. Contrary, there was no significant difference 

between in the entertainment counterstereotype group (M=.30, SD=.38) and in the 

control group (M=.35, SD=.27), F (1, 48) =.15, p=.70, partial η
2 

 =.003, which was 

a consistent finding with the results of the family IAT (see Figure 3).  
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The main effect of condition
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Figure 3. The Main Effect for All Conditions 

 

Hypothesis 3 

Hypothesis 3 predicted that people who view sexy stereotypical media clips 

will produce higher scores on the sexuality IAT than on the nurturing IAT, while 

people who watch nurturing stereotypical media clips will report higher scores on 

the family IAT than on the sexuality IAT.  

Sexy Stereotype Condition. A planned comparison was conducted and 

aimed at drawing a comparison between the sexuality IAT D score and the family 

IAT D score gathered from a sexy stereotype condition. The two different IAT 

groups (the sexuality IAT vs. the family IAT) were used as an independent 

variable, while IAT D scores for the sexuality IAT and for the family IAT in a sexy 

stereotype condition were used as the dependent variable. A one way ANOVA 

revealed that those who were primed with sexy media clips showed higher IAT D 

scores on the sexuality IAT (M=.42, SD=.37) than on the family IAT (M=.37, 

SD=.29), F (1, 98) = .49, p=.48. However, the difference between the family IAT 

D score and the sexuality IAT D score was not significant. 
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 Nurturing Stereotype Condition.  A planned comparison was conducted 

to examine the difference between the sexuality IAT scores and the family IAT 

scores in a nurturing stereotype condition. The IAT group (sexuality IAT vs. 

family IAT) was used as an independent variable, and IAT D scores for the 

sexuality IAT and for the family IAT in a nurturing stereotype condition were used 

as the dependent variable. A one- way ANOVA revealed that those participants 

primed with nurturing media clips showed higher IAT D scores on the family IAT 

(M=.35, SD=.34) than on the sexuality IAT (M=.32, SD=.35), F (1, 98) = .15, 

p= .69.  

Even though the results for this comparison did not reach significance, we 

found a tendency that an increase in IAT D scores on sexuality occurred in a sexy 

stereotype condition the highest family IAT D score was found in a nurturing 

stereotype condition.  

 

Additional Analyses  

Explicit Stereotypes about Women 

First, participants were asked to self-report the extent to which they thought 

women possessed authority attributes (e.g., as doctors, lawyers, professors) based 

on the Gender and Authority Measure (GAM). Each item was averaged for one 

index for each subject (α= .72). High scores on this measure indicated a preference 

for male versus female authorities. A one- way Analysis of Variance revealed that 

participant explicit beliefs were not affected by exposure to either 

counterstereotypes or stereotypes, F(3, 171)=1.13, p=.35.  Even though there was 

no main effect of stereotypicality on the changes in implicit gender stereotypes, 

there was a significant main effect for gender difference in participant self-report 

beliefs for female stereotypes, regardless of stereotypicality. Males reported higher 
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scores (M=2.9, SD=0.50) on this measure than did females (M=2.7, SD=0.45), F (1, 

173) = 6.11, p<.05. 

 Second, participants rated the extent to which they considered women 

exhibited career, family and sexuality traits used in the IAT measures. Scores for 

the five career traits, the five family traits, and the five sexuality traits were 

averaged, respectively (α=.77). A final explicit stereotype score was created where 

the career average score was subtracted from either the family average score or the 

sexuality average score. A one- way ANOVA revealed that there was no 

significant influence of counterstereotype media clips on the reduction of 

participants’ explicit stereotypes with family attributes and sexuality attributes (F   

=2.43, p=.12, and F=.78, p=.37, respectively). However, there was no gender 

difference, p>.05.    

 Correlation between Implicit Stereotypes and Explicit Stereotypes 

  There was no significant correlation between the participants’ implicit 

stereotypes and explicit stereotypes when we measured individual’s explicit 

stereotypes using the Gender and Authority Measure (GAM). Participants’ explicit 

self-reports about women did not correlate to either implicit female stereotypes 

with family attributes (r= -.004, p=.96) or implicit female stereotypes with 

sexuality attributes (r =-0.09, p=.24), which was found in previous studies 

(Dasgupta, 2004; Rudman & Kilianski, 2001; Banaji &Greenwald, 1995). 

Similarly, for the second measure on career, family, and sexuality traits, 

participants’ implicit  and explicit stereotypes did not correlate for  family traits 

and sexuality traits (r= -0.09, p=.23, and r=.10, p=.18, respectively).  
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Chapter 5   

Discussion 

 

Summary 

     This study revealed that exposure to counterstereotypical messages can 

reduce implicit stereotypes about women. The major findings can be summarized 

as follows: First, relatively weakened implicit stereotypes were produced in the 

condition where participants were exposed to a counterstereotypical media clip 

(professional female images) compared to participants who viewed stereotypical 

media clips (sexy or nurturing female images) or were in a control group. Secondly, 

participants who were exposed to news counterstereotypical clips reported lower 

implicit stereotypes about women than those viewers in a control group; however, 

the significant difference was not found between the entertainment 

counterstereotypical condition and the control condition. Third, participants 

produced higher scores on the sexuality IAT than on the family IAT when they 

viewed stereotypically sexy women in the clips. The participants in the nurturing 

stereotype condition expressed higher scores on the family IAT than on the 

sexuality IAT, a finding consistent with the theory of media priming.  

Interpretation of Key Findings 

The findings of this study contribute to the literature on the effect of 

counterstereotypes on the reduction of implicit stereotypes by addressing three 

major topics:  1) the priming effects of media messages, 2) The effect of 

perceived realism, and 3) the different concept of gender stereotypes (i.e. family 

attributes and sexuality attributes).  

The Priming Effect of Media Messages. Hypothesis 1 was successfully 

supported by study findings that indicated that exposure to counterstereotypical 
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messages about women in the media clip weakened the automatic gender beliefs 

about women. Counterstereotypical events produce considerably different 

automatic processes, which are distinguished from the processing of stereotypic 

situations (Blair & Banaji, 1996). Exposure to a stimulus cue (counterstereotype) 

can affect attitude change (Bargh et al., 1999, 1997; Wittenbrink et al., 2001). 

Given that the judgment of an object (e.g., a social group) depends on exemplar 

accessibility, high accessible stimuli cues can have an impact on implicit 

evaluations of group (Fazio et al., 1986). In this study, we found that exposure to 

counterstereotypical media messages can modify implicit stereotypes toward 

women. When counterstereotypical information about women is more accessible, 

counterstereotypical thoughts toward women are more available in memory, 

leading to a positive attitude change (the reduction of implicit stereotypes toward 

women). The support for Hypothesis 1 indicates that media messages from 

television or film are indeed potential tool that be utilized to moderate implicit 

stereotypes. 

The Effect of Perceived Realism. Hypothesis 2 suggested that the perceived 

realism of different media show types (i.e., news show vs. entertainment show) 

influences the level of reduction of implicit stereotypes. A manipulation check 

revealed that participants who viewed the news content thought that the women in 

the clip were more realistic than those participants who watched the entertainment 

clips, a consistent response to the finding that the degree of realism perception for 

television news is higher than that for television entertainment (Shapiro, 1990, 

1991). There was no significant difference between a news counterstereotype 

group and an entertainment counterstereotype group for both family IAT and 

sexuality IAT. However, Hypothesis 2 was only partially supported when the news 

counterstereotype group was compared with a control group. Then there was a 
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significant difference between a news counterstereotype group and a control group 

and no significant difference between an entertainment counterstereotype group 

and a control group.  Studies on perceived realism suggest that when messages 

are perceived as realistic, they have more influence on the perceiver’s cognitive, 

behavioral reactions than when the messages are perceived as unreal (Atkins, 1983, 

Feshbach, 1972).  When people perceive a stimulus as real, it encourages them to 

process that information deeply, which results in better memory for later (Huston 

et al., 1995; Salomon, 1983). These findings may indicate that the more realistic a 

description is, the more likely it will be  to access related information in memory, 

a process that  leads to easier retrieval of related information In effect,  media 

messages from news shows have a stronger effect on the reduction of implicit 

stereotypes than do  media messages  from entertainment shows.  

Studies on political communication suggest that people who usually view 

news take advantage of abundant political information to become more 

knowledgeable, while people who prefer to view entertainment shows abandon the 

news and become less likely to learn about politics (Prior, 2005). People who view 

news shows also become more knowledgeable about counterstereotypical 

information on news shows after being primed with counterstereotypical messages. 

On the other hand, people who watch are entertainment shows less likely to learn 

counterstereotypical information. This, in turn, promotes more awareness of 

counterstereotypical female examples in news shows and increased accessibility of 

related information in the memory that then does influence viewers’ attitudes and 

beliefs.  

 When taking these findings together, the study determined that  the 

results for  Hypothesis 2 indicate that counter-stereotypical content in news shows 
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is a more effective way to weaken implicit stereotypes of women than the result 

found  in entertainment shows for female participants.  

The Different Concept of Gender Stereotypes. Two different types of IAT 

were conducted as dependent variables to measure implicit stereotypes toward 

women. Paying attention to the content analysis for female stereotypes indicated 

that women are usually described in the mass media as a homemaker or as sex 

objects by highlighting their physical attractiveness (Aubrey & Harrison, 2004; 

Ford et al., 1998; Lysonski, 1985; Wyckham, 1987; Thompson & Zerbinos, 1995). 

This study was directed toward differentiating nurturing stereotypes from sexy 

stereotypes. The IAT on previous studies was usually constructed using family 

traits or weak/feminine characteristics (Dasgupta, 2004; Blair, 2001). Noting that 

few studies are dedicated to implicit female stereotypes with sexuality attributes, a 

sexuality IAT was created.  

The result of this study shows a slightly different pattern between the 

family IAT and the sexuality IAT. The counterstereotype group reported a 

significant lower level of implicit stereotypes for women compared to all other 

groups (control group, sexy stereotype group, and nurturing stereotype group) 

when measured by the family IAT. The finding it was significantly different only 

from the sexy stereotype group when reported by the sexuality IAT. A statistically 

significant difference between the news counterstereotype group and the 

entertainment counterstereotype group was not found when female participant 

implicit stereotypes toward women were measured by the sexuality IAT; there was 

a significant difference found by the family IAT (only for female participants). 

These findings suggest that female stereotypes for sexuality and for family 

attributes are processed and activated differently since they had different results for 

the same manipulation. Implicit stereotypes of women with nurturing or family 
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features were more malleable than those for sexuality attributes. That is, implicit 

stereotypes with sexuality attributes are less likely to be moderated by exposure to 

counterstereotypes than are stereotypes with family traits (see Figure 4). 

 The family IAT and the sexuality IAT were weakly correlated (r=.17, 

p=.02). Studies on gender subtypes suggest that home maker and sex object 

subtypes of women are different from each other, as each has distinguished sets of 

attributes (Deaux et al., 1985; Eckes, 1994).  
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Figure 4. The Difference Between the family IAT and the sexuality IAT 

 

Also, one subtype is qualitatively different from the other, which generates 

different attitudes and judgments toward women (Lavine, Sweeney, & Wagner, 

1999). For the control group in this study, there was no significant difference 

between participants’ initial automatic beliefs with the sexuality IAT (M=.34, 

SD= .30) and the family IAT (M=.35, SD=.27). However, for those who viewed 

sexy media clips, participants showed higher IAT D scores on the sexuality IAT 

(M=.42, SD=.37) than on the family IAT (M=.37, SD=.29). Participants who  
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viewed nurturing media clips, reported higher IAT D scores on the family IAT 

(M=.35, SD=.34) than for the sexuality IAT (M=.32, SD=.35). This finding is 

consistent with priming effects, namely, that heightened accessibility of memories 

does influence the perceiver’s subsequent behaviors and judgments (Bargh & Chen, 

1997; Hermans et al., 2001; Berkowitz & Rogers, 1986). 

Eckes (1994) found that only the housewife stereotype (e.g., nurturing, 

family) showed the global female stereotype. The manipulation check revealed that 

the study participants perceived women who were in sexy clips as less 

stereotypically female than women in nurturing clips. However, for implicit 

stereotypes, the findings inferred that there was little difference between the IAT D 

score for the family IAT (M= 0.35) and the sexuality IAT (M= 0.34) in a control 

group. These findings indicate that even though people think sexy stereotype are 

not typical female stereotypes, for implicit stereotypes, sexy stereotypes initially 

activate as strongly as nurturing stereotypes without any priming effects.  

Additional Discussion 

The Relationship between Explicit and Implicit Stereotypes. This research 

found that exposure to counterstereotypical media clips had an effect on changes in 

the participants’ implicit stereotypes, but not in explicit stereotypes. The 

correlation between implicit stereotype and explicit stereotype was thus 

nonsignificant in this study. The different patterns for explicit and implicit 

stereotypes were derived from their distinguished characteristics. Implicit 

stereotypes are activated mindlessly while the activation of explicit stereotypes 

remains under control (Akrami et al., 2006, Banaji & Greenwald, 1995). As 

explicit attitudes and beliefs are directly expressed or publicly stated, people may 

not always be willing to share their private attitudes with others because of social 

desirability. Also, people may not actually be fully aware of many of their own 
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attitudes. These arguments support the view for why explicit stereotypes and 

implicit stereotypes are not strongly associated or perhaps even not correlated at all. 

Gender Difference. Previous literature on implicit gender stereotypes found 

that sex differences in implicit gender stereotypes are rare. Implicit gender 

stereotypes are very similar for both men and women. Especially, women’s 

attitudes toward female implicit authorities do not differ significantly from those of 

men (Ruman, Greenwald, & McGhee, 2001; Greenwald & Banaji, 1995, Banaji & 

Hardin, 1996, Blair & Banaji, 1996). However, men tend to show more explicit 

prejudice against female authorities than do women (Banaji & Hardin, 1996, Blair 

& Banaji, 1996, Rudman, & Kilianski, 2001).  In this study, we found a similar 

result for gender difference in explicit stereotypes when that difference was 

measured by GAM (Gender Authority Measure). Unexpectedly, for implicit gender 

stereotypes, however, there was a significant gender difference in the 

entertainment counterstereotype condition; yet other conditions (e.g., news 

counterstereotype, entertainment sexy stereotype) had no main effect for gender 

difference on the implicit stereotypes. Men who viewed counterstereotypical media 

clips on entertainment shows (M= -.26, SD= .56) reported less implicit stereotypes 

on the family IAT than did women (M= .39, SD= .32), p< .005, η
2 

 =.3.  Given the 

findings from previous gender stereotype studies, this result suggests that women’s 

attitudes toward female implicit authorities do not differ significantly from those of 

men. The   finding of this study is thus not compatible with the prior research. 

Interestingly, even though it was not significant, men who viewed news 

counterstereotypical clips (M= -.006, SD= .48) lowered their stereotypes on the 

sexuality IAT more than did women (M= .15, SD= .27) (see Figure 5 and 6). 

However, this finding does have some limitations. The number of male participants 

in this study only totaled 5, while there were 20 female participants in the 



 

35 

 

entertainment counterstereotype condition. As the number of male and female 

participants was not balanced, we cannot jump to the conclusion that gender 

difference for media type is fully reliable.  
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Figure 5. Gender Difference on the family IAT 
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Figure 6. Gender Difference on the sexuality IAT 
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Advantages and Disadvantages of the study  

This study was able to reduce stereotypical ideas toward women, but 

participants never did drop their IAT D score below the zero point, on average. 

Negative numbers for IAT D scores (below zero) mean that there are stronger 

associations for females with counterstereotypical traits (e.g., professional) than for 

females with stereotypical traits (e.g., supportive). However, Dasgupta and Asgari 

(2004) were able to achieve this below- zero effect. In other studies on the 

malleability of implicit stereotypes, participants were given additional tasks, such 

as a quiz (Dasgupta, 2004; Dasgupta, & Greenwald, 2001) or an essay question 

(Wittenbrink, 2001) to actively be reminded of  counterstereotypical images they 

had  viewed at the beginning of the experiment. Especially, in Wittenbrink and 

Park’s study (2001), participants spent 20 minutes writing an essay about what 

they had viewed on the media clips. These particular activities may assist in 

producing stronger main effects on stereotype reduction (e.g., IAT D scores below 

zero).  

This study also had its participants briefly explain what they remembered 

from the media clips to produce stronger influences on stereotype reduction. 

Although the task in that regard was not as intensive as in other studies, the result, 

nevertheless, cannot be completely free from additional task effects. That is, even 

though we successfully replicated the effect of counterstereotypes on the 

malleability of implicit stereotypes, it is still ambiguous as to whether this result 

was derived from the activity of reminding of the examples or caused by viewing 

the media clip itself.  

Future Research 

Future research on the reduction of implicit stereotypes is suggested based 

on the findings of this study and its limitations. The main topics that need further 
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investigation relate to1) gender difference, 2) different concepts of female 

stereotypes, 3) media effects. 

Gender Difference. Given that prior studies have investigated gender 

difference in the activation of stereotypes, it is important to examine gender 

difference in terms of moderating gender stereotypes as well. In this regard, a 

future research question is suggested: Can different types of media (e.g., 

entertainment vs. news) affect females and males differently in terms of 

moderating a specific type of implicit stereotype (e.g., sexy vs. nurturing)?  

Different Concepts of Female Stereotypes. We found some implications in 

this study where the moderation of female stereotypes on sexuality was less likely 

to be modified than were the female stereotypes for family traits. However, it is 

still unclear how differently the moderation of nurturing stereotypes and sexy 

stereotypes occurs and why it happens. Future studies can examine whether or not 

sexy stereotypes are more strongly embedded in our memories and are then 

activated more automatically than nurturing stereotypes following reception of 

priming media messages, such as sexy music video or sexy reality shows. 

Media Effects. It is still ambiguous whether the moderation of implicit 

stereotypes was derived from intensive activities to remember counterstereotypical 

messages or caused by stimulus cues. It will be interesting to compare different 

kinds of activities in future studies to reduce negative implicit stereotypes (e.g., the 

effect of media mediation training vs. priming in regard to counterstereotypical 

media messages vs. priming with counterstereotypical celebrities vs. positive 

stereotypes) and thus examine which has the stronger effects. Further, to make the 

effects on stereotype reduction last longer, it will be interesting to examine which 

method is the most effective in the long term? 
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Implications for Pro-social Aspect of Media    

One of the pro-social effects of mass media is “stereotype reduction” 

(Mares, & Woodard, 2005).  The findings of this study that counter-stereotypical 

content in media clips can reduce adult implicit stereotypes do contribute to a pro-

social aspect of media and understanding of it. Mass media are usually recognized 

as a source that induces negative stereotypes of minor social groups, such as 

women or blacks. However, the findings of this study indicate that 

counterstereotypical media messages on television or in films can a solution to 

moderate implicit stereotypes. Also, the data suggest that if counterstereotypical 

portrayals of women were more accessible in our current media environment, 

viewers might become less likely to develop stereotypical attitudes. Additionally, 

counter-stereotypical content in news shows may be the most effective way to 

weaken implicit stereotypes of women. These findings can contribute to the 

literature on pro-social effects and lead the research in new directions.  
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APPENDIX A 

Description of Media Clips 

 

Entertainment Sexy Stereotypes 

 

1. Cheerleader dancing for the boy on the football field 

2. Girls wearing underwear 

3. Woman with her arms around dependants in court 

 

Entertainment Nurturing Stereotypes 

 

1. Mom taking care of her hurt son and bring him inside 

2. Mom eating with her son in the kitchen 

3. Mom singing lullaby to baby 

 

Entertainment Counterstereotypes 

 

1. Female President of USA giving her speech 

2. Female doctor doing her surgery 

3. Female soccer player playing soccer 

 

News sexy stereotypes 

 

1. Victoria secret runway models/ Fashion show 

2. Itsy bitsy Bikini History  

3. Bra Industry Story 
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News nurturing stereotypes 

 

1. Housewife talking about her life with her husband and kids  

2. Mom surprisingly meeting with her son from Iraq 

3. Being a mom as a job from a perspective of economics 

 

News counterstereotypes 

 

1. Female boxer story 

2. First Female Thunderbird pilot story 

3. The First Female President of Harvard story 
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APPENDIX B 

 

IAT items 

 

Career words Family words Sexuality words 

Career Family Provocative 

Business Children Arousing 

Office Wedding Sensual 

Professional Home Desirable 

Salary Parents Erotic 

 

 

Male names Female names 

Jeffrey Jennifer 

John Emily 

Daniel Anna 

Ben Julia 

Paul Michelle 
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APPENDIX C 

 

1. The Gender and Authority Measure (GAM) / ( Fench & Raven, 1959) 

 

1. If I were in serious legal trouble, I would prefer a male to a female lawyer. 

2. The people I look up to most are women. 

3. I would feel more comfortable if the pilot of an airplane I was traveling on 

were male.  

4. I would rather be stopped by a woman police officer (vs. a man). 

5. I probably prefer that the U.S. president is a man, versus a woman. 

6. In general, I would rather work for a man than for a woman. 

7. If  I were having a serious operation, I would have more confidence in a 

male surgeon. 

8. When it comes to politics, I would rather vote for women than for men. 

9. For most college courses, I prefer a male professor to a female professor. 

10. Personally, I would rather go to a male doctor than a female doctor. 

11. In general, women make better leaders than men do. 

12. In most areas, I would rather take advice from a man than from a woman. 

13. In general, I would rather take orders from a man than from a woman. 

14. If I were being sentenced in court, I would prefer that the judge be a 

woman. 

15. In general, I feel more comfortable when a man (vs. a woman) is in charge. 
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2. Trait 

Family Trait 

 

They are good at planning weddings. 

They are home makers. 

They are good at taking care of children. 

It is their job to care for family members. 

They make good parents. 

 

Sexuality Trait 

 

They are sexually provocative. 

They should be sensual toward the opposite sex. 

They should appear desirable to the opposite sex. 

They try to arouse the opposite sex. 

They try to be erotic. 

 

Career Trait 

 

They make good managers. 

They are good at running business. 

They make high salaries. 

They spend their day in an office. 

They are good at running business.   

 



 

44 

 

REFERENCES 

 

Atkin, C. (1983). Effects of Realistic TV violence vs. fictional violence on 

aggression. Journalism Quarterly, 60, 615-621. 

Akrami, Nazar., Ekehammar, Bo., & Araya, Tadesse. (2006). Category and 

stereotype activation revisited. Scandinavian Journal of Psychology, 47, 513-

522. 

Aubrey, J. S. and Harrison, K. (2004) The gender-role content of children's favorite 

television programs and its links to their gender-related perceptions. Media 

Psychology, 6, 111-146. 

Banaji, M., & Hardin, C. (1996). Automatic stereotyping. Psychological Science, 7, 

136-141. 

Banaji, M. R., Hardin, C. & Rothman, A. J. (1993). Implicit stereotyping in person 

judgment. Journal of personality and social psychology, 65, 272-281. 

Bargh, J. A. (1999). The cognitive monster: The case against the controllability of  

automatic stereotype effects.   In S. Chaiken & Y. Trope (Eds.), Dual-process 

    theories in social psychology (pp. 361–382). New York, NY: Guilford. 

Bargh, J. A. (1994). The four horsemen of automaticity: Awareness, 

intention, efficiency, and control in social cognition. Handbook of social 

cognition. Hillsdale, NJ: Erlbaum. 

Bargh.J., Chaiken, S., Govender, R., & Pratto, F. (1992). The generality of the 

automatic attitude activation effect. Journal of Personality and Social 

Psychology, 62, 893-912. 

Bauer, R. A. (1971). The Obstinate Audience. In W. Schramm & D. F. Roberts 

(Eds.), The   Process and Effects of Mass Communication (pp. 326-346). 

Urbana: University of Illinois Press. 



 

45 

 

Beentjes, J. W. J.,  van Oordt, M. and van der Voort, T. H. A. (2002) How 

  television commentary affects children's judgments on soccer fouls. 

communication Research, 29 , 31-45. 

Berkowitz, L., and K. H. Rogers. 1986. A priming effect analysis of media 

influences.  

In J. Bryant & D. Zillman (eds.), Perspectives on media effects ( pp. 57-81).  

Hillsdale, NJ: Erlbaum. 

 Bryant, & D. Zillmann(Eds.), Perspectives on media effects (pp. 57-81). Hillsdale, 

NJ: Lawrence Erlbaum Associates, Inc 

Blair, I. V., Ma, J.,  & Lenton, A. P. (2001). Imagining stereotypes away: The 

moderation of automatic stereotypes through mental imagery.  Journal of 

Personality and Social Psychology, 81, 828-841. 

Blair, I. V. (2001). Implicit stereotypes and prejudice.   In G. B. Moskowitz (Ed.),  

Cognitive social psychology: The Princeton Symposium on the Legacy and 

Future of Social Cognition (pp. 359-374). Mahwah, NJ: Erlbaum 

Blair, I. V., & Banaji, M. R. (1996). Automatic and controlled processes in  

stereotype priming. Journal of Personality and Social Psychology, 70, 1142- 

1163. 

Brauer, M., Wasel, W. & Niedentha, P. (2000). Implicit and expicit components of  

prejudice. Review of General Psychology, 4, 79-101 

Brinberg, D. and J. E. McGrath (1982). "A network of validity concepts within the  

research process." New Directions for Methodology of Social and 

Behavioral Science, 12, 5-21. 

Bodenhausen, G. V., Macrae, C. N., & Garst, J. (1998). Stereotypes in thought and  

deed: Social-cognitive origins of intergroup discrimination. In C. Sedikides, 

J.  



 

46 

 

Schopler, & C. Insko (Eds.), Intergroup cognition and intergroup behavior (pp.  

311-335). Mahwah, NJ: Erlbaum. 

 

Berkowitz, L., & Donnerstein, E. (1982). External validity is more than skin deep:  

Some answers to criticisms of laboratory experiments. American 

Psychologist, 37(3), 245-257. 

Cialdini, R.B. (1982). Full-Cycle Social Psychology, In L. Bickman(Ed.), Applied  

social psychology, 1, 21-47 

Chen, M., & Bargh, J. A. (1997). Nonconscious behavioral confirmation processes:  

The self-fulfilling nature of automatically-activated stereotypes. Journal of  

Experimental Social Psychology. 33, 541-560. 

Clifton, A.K., McGrath, D., & Wick, B. (1976). Stereotypes of woman : A single 

category?, Sex Roles, 2, 135-148. 

Dasgupta, N., McGhee, D. E., Greenwald, A. G.,  & Banaji, M. 

R. (2000). Automatic preference for White Americans: Ruling out the 

familiarity effect.  Journal of Experimental Social Psychology, 36, 316-328. 

Dasgupta, N., & Greenwald, A.G. (2001). On the malleability of automatic 

attitudes: Combating automatic prejudice with images of admired and 

disliked individuals. Journal of Personality and Social Psychology, 81, 

800-814 

Dasgupta, N., & Asgari, S. (2004). Seeing is believing: Exposure to 

counterstereotypic women leaders and its effect on the malleability of 

automatic gender stereotyping. Jounal of Experimental Social Psychology, 

40, 642-658. 



 

47 

 

Davidson, E.,  Yasuna, A., & Tower, A. (1979). The effects of television 

cartoons on sex-role stereotyping in young girls. Child Development, 50, 

597-600. 

Deaux, K., Winton, W., Crwoley, M., & Lewis, L.L. (1985). Level of 

categorization and content of gender stereotypes. Social Cognition, 3, 145-

167. 

Dervin, B. (1989). Audience as listener and learner, teacher and confidante: The 

sense-making approach. In R. E. Rice & C. K. Atkin (Eds.), Public 

Communication Campaigns (Second ed., pp. 67-86). Newbury Park: Sage. 

Devine, P.G. (1989). Stereotypes and prejudice: Their automatic and controlled 

components. Journal of Personality and social Psychology, 56, 5-18. 

Devine, P. G., Monteith, M. J., Zuwerink, J. R.,  & Elliot, A. J. (1991). Prejudice 

with and without compunction.   Journal of Personality and Social 

Psychology, 60, 817-830. 

Devine, P. G.,  & Monteith, M. J. (1999). Automaticity and control in 

stereotyping.   In S. Chaiken & Y. Trope (Eds.), Dual process theories in 

social psychology (pp. 339–360). New York: Guilford. 

Dixon, T.L., & Linz, D. (2000). Race and the misrepresentation of victimization 

on local television news. Communication Research, 27, 547-573. 

Durkin, K. (1985).  “Television and sex-role acquisition:  3:  Counter-

stereotyping.”  

British Journal of Social Psychology, 24, 211-222. 

Eckes, T. (1994). Explorations in gender cognition: Content and structure of 

female and male subtypes. Social Cognition, 12, 37-60. 



 

48 

 

Fazio, R. H., Sanbonmatsu, D. M., Powell, M. C.,  & Kardes, F. R. (1986). On 

the automatic activation of attitudes.   Journal of Personality and Social 

Psychology, 50, 229-238. 

Feshbach, S. (1972). Reality and fantasy in filmed violence. In J.D. Murray, E.A. 

Rubinstein, & G.A. Comstock (Eds.), Television and social behavior: Vol.2. 

Television and social learning (pp.318-345). Washington, DC: U.S. 

Government Printing Office. 

Fiske, S.T., Neuberg, S. (1990). A continuum of impression formation, from 

category-based to individuating processes: Influences of information and 

motivation on attention and interpretationn. Advances in Experimental 

Social Psychology, 23, 1-74. 

French, J., Jr., & Raven, B. (1959). The bases of social power. In D. Cartwright 

(Ed.), Studies in social power (pp. 150-167). Ann Arbor: University of 

Michigan.  

Gilbert. D.T., & Hixon, J.G.(1991). The trouble of thinking: Activation and 

application of stereotypic beliefs. Journal of Personality and Social 

Psychology, 60, 509-517. 

Givens, S.M. & Monahan, J. (2005). Priming Mammies, Jezebels, and Other 

Controlling Images: an examination of the influence of mediated 

stereotypes on perceptions of an African American Woman. Media 

Psychology, 7, 87-106. 

Goldberg, M.E., & Gorn, G.J. (1979). Television’s impact on preferences of non-

white playmate: Canadian ”Sesame Street” inserts. Journal of Broadcasting, 

23, 27-32. 



 

49 

 

Gorham, W. (2006). News Media's Relationship with Stereotyping: The 

Linguistic Intergroup Bias in Response to Crime News, Journal of 

Communication 56 (2), 289–308. 

Greenberg, B. S.,  & Brand, J. E. (1994). Minorities and the mass media: 1970s 

to 1990s.   In J. Bryant & D. Zillman (Eds.), Media effects: Advances in 

theory and research (pp. 273–314). Hillsdale, NJ: Erlbaum. 

Greenberg, B.S., & Mastro, D., & Brand, J.E.,(2002), Minorities and the mass 

media: Television into the 21
st
 century, Media effects: Advances in theory 

and research (pp. 333-347). Hillsdale, NJ: Erlbaum. 

Greenwald, A. G.,  & Banaji, M. R. (1995). Implicit social cognition: Attitudes, 

self-esteem,and stereotypes.   Psychological Review, 102, 4-27. 

Greenwald, A.G., McGhee, D.E., & Schwartz, J.L.K. (1998). Measuring 

individual differences in implicit cognition: the implicit association test. 

Journal of Personality and Social Psychology, 79, 1022-1038. 

Greenwald, A.G., Nosek, B.A., & Banaji, M.R. (2003). Understanding and using 

the implicit association test: I. An improved scoring algorithm. Journal of 

Personality and Social Psychology, 74, 1464-1480. 

Hansen, C.H. & Hansen, R.D.(1988). How rock music videos can change what is 

seen when boy meet girl: Priming stereotypic appraisal of social 

interactions. Sex Roles, 19(5/6), 287-316. 

Hansen, C.H. & Hansen, R.D. (1989). Priming sex-role stereotypic event 

schemas with rock music videos: Effects on impression favorability, trait 

inferences, and recall of a subsequent male-female interaction. Basic and 

Applied Social Psychology, 10(4), 371-391. 

Hansen, C.H. & Hansen, R.D.(1990). Rock music videos and antisocial behavior. 

Basic and Applied Social Psychology,11(4), 357-369. 



 

50 

 

Harris, R. J. (2004).  A cognitive psychology of mass communication (4rd ed.). 

Mahwah, NJ: Erlbaum. 

Herrett-Skjellum, J., & Allen, M. (1996). Television programming and sex 

stereotyping; A meta-analysis. Communition yearbook, 19, 157-185. 

Huston, A.C., Wright, J.C., Alvarez, M., Truglio, R., Fitch, M., & Piemyat, S. 

(1995). Perceived television reality and children’s  emotional and 

cognitive responses to its social content. Journal of Applied Developmental 

Psychology, 16, 231-251. 

Kawakami, K., Dovidio, J.F., Moll, J., Hermsen, s., & Russin, A. (2000). Just say 

no (to stereotyping): Effect of training in the negation of strerotypic 

associations on stereotype activation. Journal of Personality and Social 

Psychology, 78, 871-888. 

Lavine, H., & Donna, S. (1999). Depicting Women as Sex Objects in Television 

Advertising: Effects on Body Dissatisfaction. Personality and Social 

Psychology Bulletin, 25, 1049-1058. 

Levinson, R. M. (1975). From Olive Oyl to Sweet Polly Purebred: Sex role 

stereotypes and televised cartoons. Journal of Popular Culture, 9, 561–572. 

Lowery, B., Hardin, C. D.,  & Sinclair, S. (2001). Social tuning effects on 

automatic racial prejudice.   Journal of Personality and Social Psychology, 

81, 842-855. 

Lysonski, S.(1985). Role portrayals in British magazine advertisements, 

European Journal of Marketing, 19(7), 37-55. 

Macrae, C.N., Bodenhausen, G.V.(1998). Saying no to unwanted thoughts: Self 

focus and the regulation on the mental life, Journal of Personality and 

Social psychology, 74(3), 578-589. 



 

51 

 

Macrae, C.N., Hewstone, M., & Griffiths, R.J.(1993). Processing load and 

memory for stereotype-based information. European Journal of Social 

Psychology, 23(1), 77-87. 

Macrae, C. N., Bodenhausen, G. V., Milne, A. B., Thorn, T. M. J.,  & 

Castelli, L. (1997). On the activation of social stereotypes: The moderating 

role of processing objectives. Journal of Experimental Social Psychology, 

33, 471-489. 

Macrae, C.N., Stangor, C., & Milne, A. B. (1994). Activating social stereotypes: 

A functional analysis. Journal of Experimental social psychology, 30, 370-

389. 

Mares, M.L., & Woodard, E. (2005). Positive Effects of Television on Children’s 

Social Interactions: A Meta-Analysis, Media Psychology, 7, 301-322. 

Monteith, M. J., Zuwerink, J. R.,  & Devine, P. G. (1994). Prejudice and 

prejudice reduction: Classic challenges, contemporary approaches.   In P. 

G. Devine, D. L. Hamilton, & T. . Ostrom (Eds.), Social cognition: Impact 

on social psychology. San Diego, CA: Academic Press. 

Nathanson, A. I., & Cantor, J. (2000). Reducing the aggression-promoting effect 

of violent cartoons by increasing children's fictional involvement with the 

victim: A study of active mediation. Journal of Broadcasting & Electronic 

Media, 44, 125–142. 

Nathanson, A. I. (1999) Identifying and explaining the relationship between 

parental mediation and children's aggression.. Communication Research, 26, 

124-143. 

Nathanson, A. I. and Yang, M. (2003) The effects of mediation content and form 

on children's responses to violent television.. Human Communication 

Research, 29 , 111-134. 



 

52 

 

Nathanson A.I., Wilson, B.J., McGee, J., & Sebstian, M. (2002). Counteracting 

the effects of female sterotypes on television via active mediation. Journal 

of Communication, 52(4), 922-937. 

Neely, J.H. (1977). Semantic priming and retrieval from lexical memory. Roles 

of inhibitionless spreading activation and limited capacity attention. 

Journal of Experimental Psychology. 106. 226-254. 

Pendry, L.F., & Macrae, C. N. (1996). Stereotypes and mental life: The case of 

the motivated but thwartted tactician. Journal of Experimental Social 

Psychology, 30, 303-325. 

Ramasubramanian, S., Oliver, M.B., (2007). Activating and suppressing hostile 

and benevolent racism: Evidence for comparative media stereotyping. 

Media Psychology, 9(3), 623-646. 

Ratcliff, R., & McKoon, G. (1988). A Retrieval Theory of Priming in Memory. 

Psychological Review, 95(3), 385-408. 

Rudman, L.A., & Kilianski, S.E.(2001). Implicit and Explicit Attitudes Toward 

Female Authority. Personality and Social Psychology Bulletin,26, 1315-

1328. 

Rudman, L.A., & Borgida, E. (1995). The Behavioral Consequences of Priming 

Men to View Women as Sexual Objects. Journal of Experimental Social 

Psychology 31, 493-517. 

Rudman, L.A., Greenwald, A.G., & McGhee, D.E. (2001). Implicit Self-Concept 

and Evaluative Implicit Gender Stereotypes: self and Ingroup Share 

Desirable Traits. Personality and Social Psychology Bulletin,27, 1164-1178. 

Steinke, J., Lapimski, M., Zietsman-Thomas, A., Nwulu, P., Crocker, N., 

Williams, Y., Higdon, S., & Kuchibhotla, S. (2006). Middle school-aged 

children's attitudes toward women in science, engineering, and technology 



 

53 

 

and the effects of media literacy training. Journal of Women and Minorities 

in Science and Engineering 12, 295-323 

Steinke, J., Lapimski, M., Zietsman-Thomas, A., Nwulu, P., Crocker, N., 

Williams, Y., Higdon, S., & Kuchibhotla, S. (2007). Assessing Media 

Influences on Middle School–Aged Children's Perceptions of Women in 

Science Using the Draw-A-Scientist Test (DAST). Science Communication, 

29(1), 35-64.  

Salomon, G. (1983). Television watching and mental effort: A social 

psychological view. In J. Bryant & D.R. Anderson (Eds.), Children’s 

understanding of television: Research on attention and comprehension (pp. 

181-198). New York: Academic Press.  

Shapiro, M. A., T. M. Chock (2003), Psychological processes in perceiving 

reality. Media Psychology,5(2),163-198.  

Shapriro, M.A., (2003), Psychological Processes in Perceiving Reality, Media 

Psychology, 5, 163-198. 

Shapiro, M.A. (1990, July). Topic specific perceived reality and risk in the 

construction of social reality. Paper presented at the meeting of the 

Inernational Communiation Association, Dublin, Ireland. 

Shapiro, M.A. (1991, May). Television reality and experience in constructing 

social and personal estimates of risk. Paper presented at the annual 

conference of the Association for Education in Journalism and Mass 

Communication, Boston. 

Sinclair, L., & Kunda, Z. (1999). Reactions to a Black professional: Motivated 

inhibition and activation of conflicting stereotypes. Journal of Personality 

& Social Psychology, 77(5), 885-904. 



 

54 

 

Prior, M. (2005). New vs. Entertainment: How Increasing Media Choice Widens 

Gaps in Political Knowledge and Turnout. American Journal of Political 

Science, 49, 577-592. 

Pingree, S. (1978). The Effects of Nonsexist Television Commercials and 

Perceptions of Reality on Children’s Attitudes About Women. Psychology 

of Women Quarterly, 2, 263-277. 

Potter, W.J. (1988). Perceived Reality in Television Effects Research. Journal of 

Broadcasting & Electronic Media, 32, 23-41. 

Signorielli, N. (1989). Television and conceptions about sex roles: Maintaining 

conventionality and the status quo. Sex Roles, 21 (5/6), 341-360. 

Shiffrin, R.M., & Schneider, W. (1977). Controlled and automatic human 

information processing: Perceptual learning, automatic attending, and a 

general theory Psychologica Review, 84, 127-190. 

Smith, E. R., & Zárate, M. A. (1992). Exemplar-based model of social judgment. 

Psychological Review, 99, 3-21. 

Thompson, T. L., & Zerbinos, E. (1995). Gender roles in animated cartoons: Has 

the pictured changed in 20 years?. Sex Roles, 32, 651–674. 

Tylor L.D.(2005). Effects of visual and verbal sexual television content and 

perceived realism on attitudes and beliefs, Journal of Sex Research, 42(2), 

130-137.  

Vande, B.L. R., &  Streckfuss, D. (1992). Prime-time television’s portrayal of 

women and the world of work: A demographic profile. Journal of 

Broadcasting & Electronic Media, 36, 195-208. 

Well, G.L., & Windschitl, P.D. (1999). Stimulus sampling and social 

psychological experimentation. Personality and Social Psychology Bulletin, 

25, 1115-1125. 



 

55 

 

Wilson, T. D., Lindsey, S.,  & Schooler, T. Y. (2000). A model of dual 

attitudes. Psychological Review, 107, 101-126. 

Wittenbrink, B., Judd, C. M., & Park, B. (1997). Evidence for racial prejudice at 

the implicit level and its relationship with questionnaire measures. Journal 

of Personality and Social Psychology, 72, 262-274. 

Wittenbrink, B., Judd, C. M, & Park, B. (2001). Spontaneous prejudice in 

context: Variability in automatically activated attitudes. Journal of 

Personality and Social Psychology, 81, 815-827. 

Wyckham, R.G. (1987). Implied superiority claims, Journal of Advertising 

Research, 27(1), 360-387. 


