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AVOIDING SEX ROLE STEREDTYPES IN ADVERTISING:

WHAT QUESTIONS

FHOULD WE ASK?

Geraldine Fenﬁellg Consultant and
Susan Weber (Student), Fairfisld University

Abst.act s
‘Advertisers want to avoid offending potential customers vet
ilack a tool to help identify possibly controversial elements
‘during the course of advertising development. This paper
‘describes initial work on such a tool and discusses concep-—
tual issues that remain tc be addressed. The implications
of these issues arz broad and relate to any attempt to des-
cribe the way women -- or men —- are portrayed in adver-
’1sing.

Introduction

Advertisers and their agencies are vitally interested in |
‘the controversy surrounding the way women are vortrayed in |
'advertising., They have no reason to offend potential cus-
tomers and every reason to aveid doing so inadvertently.The
manner in which advertising portrays women has been a source
of active and continuing interest to researchers for more
jthan a decade. Yet when advertisers and their agencies
review this research for practical guidance, they find it
idoes little more than document the existence of problems. As
‘RoberE and Koggan (1979) noted, advertisers have attempted
Ito discard stereotypes and create more appealing role in-
cumbents "in the face of extremely sparse information" (p.
66) They called for research that would provide guidance
for advertisers who face the daily task of choosiag among a
multitude of specific options in the execution of marketing
istrategles. Their own contribution to providing help to
tadvertisers took the form of stating hypotheses about the
jway women should be portrayed. They addressed three major
iaspects of advertising scemarics -- the "most viable role
‘for the chief female actor, her relatiorship to and inter-
‘action with significant others, and the relationship bet-
Eween role portrayal and selected product categories'"(p. 66).
i
{Our own experience of marketing and advertising tasks leads
'us to a different view of the kind of ccnceptual product
land, eventnally, empirical work that would be helpful. Mar-
‘'keters' primary concern is to respond to some range of
itheir prospects’ wants, wherever the prospects are located
jon the spectrum of political, ideological or value orienta—
‘tion. For the vast majority of products it is likely that
‘factors other than attitudes toward women's roles determine
‘the particular version of the product that a person finds
‘most desirable. Accordingly, a market segment i.e., one de-
'fined in terms of orientations to product use, likely cuts '
across numerous population segments (Fennell 1982), includ-—
;ing those defined on the basis of value orientation. Secon-
idarily, in the context of market development, marketers may
:select special interest media vehicles whose audiences dis-
'proportionately represent selected population segments e.g.,
brides, senlors, conservative/modern attitudes toward wom-
len s roles. In these cases, marketers may counsider pre-
senting their brand in a context that is congenial to the
‘audience's (presumed) value orientation. Accordingly, a
;useful conceptual tool would be one that tells the marketer
iwhich aspects of a scenario may implicate positions on a
‘spectrum of attitudes toward women's roles and what the
"traditional" and "nontraditional" versions of each parti-
‘cular aspect would be. Used in the course of advertising
‘development a tool of this sort would alert marketers to the
‘presence of potentially controversial elements and afford
them the opportunity of choosing a traditional, nontradi-
tional, or ambiguous execution, as the assignment demands.
It would also be a useful guide for topic selection in re-
cearch designed to assess the likely reactions of persons
;at various points on a spectrum of attitude to women's i
roles. !

The present paper has a twofold objective: (1) To report
the outcome of first steps in the development of a guide
for practitioners relative to female role portravals in ad-
vertising and (2) To discuss some of the conceptu2l issues
that remain to be addressed and the implications of these
issues for any attempt to describe the way women or men are!
portrayed in advertising.

i

!
Toward a Comprehensive Set of Dimensions
Our point of departure was a review of studies that investit
gated th> presence of role stereotypes in advertising, and
the relationships between rcle stereotypes and feelings a-
bout advertising, advertisers, and purchase intent. We ex—
amined these studies for content and for form with the daal
objective of (1) assembling a comprehensive listinz of as-
pects of role portrayals that previous authcrs had addres-
sed and (2) developing a useful structure within which to
present the dimensions. Regarding comprehensiveness, we no~-
ted variation among authors in the aspects of advertising
scenarios that they addressed. For example, 2s a group,
content analyses conducted during the seventies (e.gz., Bel-
kaoui and Belkaoui 1976, Courtney and Lockeretz 1971, Cour-
tney and Whipple.1974, Culley and Bernet 1976, Dominick and
Rauch 1973, McArthur and Resko 1975, Schneider and Schueider
1979, Sexton and Haberman 1974, Wagner and Banss 1973, Vein-
berger, Petroshius and Westin 1979) focused on a dezen or
more aspects of advertising scenarilos including: {1) a wo-
man's place is in the home, (2) women do not make important
decisions or do important things, {3) women are dependeat
on men and need their protection, (4) men regard wumen pri-
marily as sex objects, {5) women are rarely shown interac-
ting with other women, (6) women are frequently shown in der
corative roles i.e., with no legitimate relation to the ag-
vertised product, (7) womer shovm working outside the home
are shown in "low level" occupations i.e., secretary, stew-i
ardess, cook-domestic, (8) men are mainly used as spokes~
persons (on camera and voiczovere), (9) women are not showvn.
in dual roles i.e., working inside and outside the heuwe, (10}
women are depicted as passive social companions of men, (11}
women are less knowledgeable than men, {12) gender differ- '
ences exist in the nature of promised rewards for product
use. None of the studies addressed all of these dimensions.

To this initial listing of dimensions we added further dqi-
ensions derived from experimental studies (e.g., Buchanan
and Reid 1977, Jennings, Geis and Brewn 1980, Whipple and
Courtney 1980, Wortzel and Frisbie 1974). In addition to
dimensions explicitly mentioned by the authors, vur examinar
tion of the authors' descriptions of their stimulus materi-i
als yielded additional dimensions differeutiating "tzadi-
tional” and "nontraditional" versicns of an advertisement.
We included these in our listiug. MNoting cthat authors In
marketing and consumer behavior have not often cited Goff-
man (1976), we studied his analysis of the manner in which
the media portray women. We added a number of dimensions
based on his reactions to the way women are portrayed, rel-
ative to men, in advertising.

With regard to form, the aspects of advertising scenarios
which others had addressed include chose that are fairly
obiective (e.g., activity of the ad's main actor) as well
as those that are essentially subjective (2.g., inferred
attributes of the rerson being portrayed such as "dependen-
ee"). Continuing to intermingle objective and subjectiva
dimensions in the same listing proved to be unsatisfactory
nd we decided to compile separate listings of cbjective ang
ubjective dimensions. Maintaining a distinction between thé
Fbjective and subjective levels of uwnalysis facilitates |




faithfully recording what is actually shown in an adverti-
‘'sement (objective dimension) without losing the possible
imeanings of what is shown (subjective dimension). For exam-
iple, previous authors may have used "occupation" when the
!available evidence was an activity typical or representa-
.tive of an occupation e.g., a woman shown washing dishes is
icalled a "homemaker'; a woman shown typing is called a sec-
retary. Furthermore, to report in such cases that a woman
is being shown as holding a low status or unimportant occu-
pation or as dependent on a man is essentially based on in-
‘ference. Legitimate as inference, we believe such charac-
‘terizations are appropriately reported as subjective dimen-
‘sfons. Similarly, difficulties previous authors appear to
‘have experienced with concepts such as "decisiveness" and
"sex object" may be avoided by distinguishing what is direc-
itly observable in an advertisement (pictures and words)
from what may be inferred.

|

‘Extending a practice found in some previous contest analys—
es, we grouped advertisements by sex and number of actors,
iusing the following three categories: (1) a woman alone or
iin the presence of objects/animals (ONE FEMALE), (2) a wo-
jman in the presence of at least one other woman (FEMALE
WITH FEMALE), (3) a woman in the presence of at least one
man (FEMALE WITH MALE). Two points need to be clarified re-
igarding ONE FEMALE advertisements. First, in some ads, a
lone woman appears to interact with the reader/viewer or
with another character who, in the imagination of the rea-
der/viewer, may be part of the scenario. In the interest

of rigorous objectivity, we analyzed such ads under the ONE
FEMALF heading. Second, traditional role portrayals often
show women in ways that would be regarded as unusual or un~
thinkable for men. Gender differences in role portrayals
are of two kinds namely, (1) those in which there are "fe-
male'" and "male" versions of an activity and (2) those in
which there are "female'" activities that have no male coun-
lterpart. Under the first heading, women are shown engaging
'in an activity which may also be performed by men. Gender
§differences lie in an aspect of the activity such as status
within an occupation or status of the occupation. Here, the
"nontraditional" version of the dimension shows women assum-
ling what has traditionally been regarded as the "male" as-
pect of the activity. Under "female" activity, a woman is
\shown engaging in an activity for which there is no male
icounterpart e.g., putting her finger to her mouth. Tradi-
‘tional portrayals have shown a woman engaging in various
]kinds of redundant, unnecessary activities which are simply
POt present in nontraditional portrayals. The analytic ca-
tegories used to present objective dimensions of female role
lportrayals are: A. ONE FEMALE: i. "Female" and "Male" Ver-
isions of an Activity, ii. "Female'" Activity; B. FEMALE WITH
{FEMALE; C. FEMALE WITH MALE.

#ollowing a comprehensive analysis of ONE FEMALE advertise-

ents, we examined the other two categories and added dimen-
sions appropriate to the interaction of a woman and another
person or persons. In each case, in addition to its label
we stated the traditional and nontraditional form of the di-
mencion. We then had a set of dimensions based on earlier
work and the analytic framework that we had developed.During
the spring of 1982, we refined and added to the dimensions
by examining advertisements in major men's and women's mag-
azines, in the New York Times, and on television (Weber
1983). Objective dimensions are shown in Exhibits I-A
through I-C. Subjective dimensions are shown in summary
form in Exhibit II and objective dimeasions that may evoke
each of the subjective dimensions are shown in Exhibits II-
A through II-H (see Appendix).

Discussicn

n the present study we are taking preliminary steps toward.
pddressing three formal aspects of female role portrayals
namely, (1) comprehensiveness of the dimensions used, (2)
pecification of thm traditional and nontraditional forms of
Each dimension and {3) separation of the observational and !
nferential levels of analysis.

It must be -emphasized that|

we present our proposed dimensions of female role portrayal
as hypotheses to be explored in future research. As regards
marketing practice, during the course of campaign develcp-
ment, marketers may review advertisements for the presence
or absence of these dimensions and, through research, study.
the reactions of target group representatives and of groups
defined in terms of their attitudes toward women's roles.
The dimensions provide a useful source of ideas for devel-
oping advertisements that are likely to be broadly acceptab~-
le or tailored to a specific attitudinal position.

With regard to basic research, interesting follow-up work
includes projects that address the extent to which persons
who differ in their attitudes toward feminism may agree on:.
(1) the dimensions of advertising that are relevant to ap-
propriate portrayals of women; (2) the appropriate tradition-
al and nontraditional versions of a dimension; and (3) given
the presence of more than one, the relative importance of
individual dimensions in designating a portrayal as tradi-
tional or nontraditional. With regard to the last mention-
ed, for example, the presence of "purposefulmness'" or "compe-
tence" or "independence" may not be sufficient to designate
as nontraditional a portrayal featuring a teacher or a nur-
se. More generally, studies that take account of subjects'
value orientations (e.g., Sciglimpaglia, Belch and Cain
1979, Whipple and Courtney 1980) suggest that pro and anti-
feminists may differ in their reactions to female role por-
trayals. Important Iimplications for experimental investiga-
tions of female role portrayals ensue. In the absence of
pretesting on the experimental subjects, experimenters may
have no assurance that their subjects regard the materials
as "traditional" or "montraditional" portrayals.

A particularly challenging topic for future research not ex-
plored in this project relates to various stages of undress
and sexual innuendo. Such "suggestiveness" (Sciglimpaglia,
Belch and Cain 1979, p. 62) may affect a person's labeling

of female role portrayals as traditional or nontraditional.
In order to investigate nudity and suggestiveness in adver-
tising as these affect traditional/nontraditional portrayals,
an experimenter must devise comparable male and female steg-
es of undress or sexual overtones for use in stimulus materi-
als. Examination of authors' descriptions of their stimuli
suggests that achieving comparability is no easy task. Consi-
der, for example, Sciglimpaglia et al's (1979) stimuli: (1)
"Female Partly Nude" versus '"Male Partly Nude" in which the
female is standing dressed in '"sheer'" lingerie and the male
is leaping over a fence dressed in "briefs" (p. 65). 1Is
"sheer'lingerie comparable to "briefs'? (2) "Female Fully
Nude" versus "Male Fully Nude" in which the female is shown:
combing her hair, sitting in front of a bedroom mirror, and
the male is shown standing in water from "slightly helow the
waist”(p. 65). On what criteria are these presentations of
male and female "full" nudity considered comparable?(3)''Male
Female Fully Clothed (Suggestive)” in which both the woman :
and the man are shown in an office setting, he dressed in a‘
sult standing, she reclining on the flocor, one leg up, poind
ting toward the man, with her dress pulled to midthigh (p.
65). What aspects of the male model's pose are ccmparable td
the "suggestiveness”" of the female model's pose?

Another topic for further research springs from the observa-
tion that this project presents a set of subjective dimen-
sions of female role portrayals (Exhibit II) that, in their|
traditional versions, contains characteristics likely to be
disparaged by most people. The research could be interpreted
as saying that '"traditional' advertising shows women to be
relatively dependent, unimportant, submissive, noncompetent)
one~dimensional,purposeless, self-concealing and risk-avoid+
ant. Why are there no dimensions that reflect favorable cna-
tacteristics traditionally associlated with women such as:
dompassionate~cruel, forgiving-unforgiving, scft-hard, tole-
rant~intolerant, peaceable-warlike, compromising-incalcit-
rant, gentle-harsh? The reason may lie in the origin of thig
domain of research which developed in response to social cri-
ism that advertising disparages women. Researchers may havd
ooked only for negative qualities. Or, it may reflect a




#r1d - of advertising and marketing persons, largely males
ho, in studying the wants and aspirations of prospects, re+
|gister only those that resonate in a male psyche. Or, it may
‘trace to the irrelevance of marketplace goods and services
.; those desirable human characteristics traditionally as-
Wociated more with women than with men(and to those undesi-
rable human characteristics traditionally associated more
with men than with women).Or, given that the desirable cha-
kacteristics in question may more obviously be seen to bene~
£fit the recipient rather than their possessor, they may have
been viewed as difficult to feature as a reason for brand
purchase and, accordingly, have tended to appear infrequen-;
tly in advertising. i
]
Eew discussions of the formal aspects of studying female
role portrayals have appeared in the literature. In addi-
kion to the comments of Roberts and Koggan (1979) mentioned
above, Schneider (1978) has discussed the kinds of dimen-
jsions used. In his view, earlier studies had favored "demo—~
graphics and physical appearance" as dimensions for analysis
t the expense of '"cognitive and personal characteristics”
Ep.Zl). To illustrate the viability of a content analysis
that addresses '"nonphysical, nondemographic" variables, he
presents data based on ratings obtained using a 13~item
Ecale in which each semantic pair "measures a trait or vari-
able of characters in television commercials which is less
pbvious than those previously used in content analysis" (p.
22).0ur own reading of the literature is that Schneider's
contribution lies not so much in his emphasis on inferred
traits as on his inclusion of items that are designed to re-
flect positively valued aspects of the way women are portra=-
ed in advertising. The fact that social critics may not take
puch comfort in some of the positive traits is not of prime
concern here. Certainly, Schneider's results, and those of
Sharits and Lammers (1983) using his items,remind us that
what we find is affected by what we permit outselves to find.

ing an end to portrayals that disparage women or men. Both
groups likely alsc have an interest in exploring the extent
to which goods and services and/or the way goods and servi-
ces are advertised may fail to tap the full range of values

that women and men hold. We believe that social critics and
marketers may benefit from research that asks questions more
broadly phrased than heretofore: Are females and males being
portrayed differently in adveriising? Is advertising presen-
ting a partial view of human beings; male and female? And,
for each question, what is the trend over time?

.ﬁarketers and social critics alike have an interest in put-

Datg,that answer such questions are worthwhile to the extent
that the items used in the research are worthwhile, that is,
tap important aspects of males and females. What these im-
portant aspects are or, even, where to find them are ques-
tions not easily answered. Two domains of psychological
study look promising. First, several of the dimensions we
identify here have been the subject of intensive study in
the field of nonverbal communication (e.g., Hall 1969, Meh-
rabian 1972, Scherer & Fkman 1982).For present purposes, we
expect that what is principally of value in the work on non-
verbal communication is the possible identification there of
6bjective aspects of behavior additional to those we have in-
cluded here.For example, finer gradation of dimensions such
as we present may be found in the work of Ekman & Friesan
(1975) for parts of the face, in the work of Exline & Fehr
(1982) for gaze, and in the work of Rosenfeld, Kartus & Ray
(1976) for regions of physical contact. Second, the psycho-
logy of women literature contains work potentially relevant
both to the objective and subjective levels of analysis: Re-
search interest there was focused, initially, on differences
in traits (cf our subjective dimensions) ascribed to males
and females(e.g., Bem 1974, Berzins et al. 1978, Cartwright
et al.l1983, Heilbrun 1976, Orlofsky et al. 1977,Rosenkrantz
.et al.1968, Spence et al. 1975,1979) and, later, on descri-
bing differences in interests and behaviors (cf our objec-
tive dimensions) ascribed to males and females (e.g., Orlof-~
sky 1981).While this work is relevant both for its substance
and its discussion of psychometrlc issues, researchers in

marketing and consumer behavior will want to examine the ~
‘item pools for relevance tc our purposes.We note, for exam-
.ple, that our own objective dimensions contain numerous be-
‘haviors that are relevant to advertising executions and
*that are not found in the Sex Role Behavior Scale (Orlofsky
1981).Similarly, although the Extended Personal Attributes
1979) contains positive (and
negative) attributes that did not emerge among our own sub-
‘jective dimensions, it does not appear to reflect the dimed
sion of purposeless—purposeful, embracing the notion of re-
‘dundancy, that we found relevant to analyzing portrayais of

Questionnaire (Spence et al.

women in advertising.

The whole range of consumer behaviors represents a sizeablg
portion of a person's lifetime behavior. Ultimately, it wijl
only be in the context of answers to broadly phrased ques-
tions such as we pose above that marketers may make infor-
med choices in tailoring advertising portrayals of women

and men to the requirements of brand strategy.
in marketing and consumer behavior address these broader
research issues, we may expect not only to benefit from,

Conclusion

As scholarsg

but to contribute to, basic psychology's study of nonverba}l
communication and of differences between males and females{

OBJECTIVE DIMLNSIGNS OF FEMALE ROLE PORTRAYALS:

Dimensione

1.

Occupation
. Location of Occuiction
2. work Within the nome
3. Work Qutside fhe home
4. Position Within
occupation
5. Status of Uccupation
¢. Number ot Occupstions

Bodily S5tz .es
7. Crientation Toward Food

6. Physical Exertion

Leisure
9. Leisure Time
Astivities/Intezests

Source ot Rewsrd
10. Rewaro for Product Use

. Grientation
. Head Tilt
. Shoulder Tilt
« Hip Thrust

. Eye Contact

« Focus of Gaze
. Suiles

Pole Specific Features
Finger Gesture

19. Mand Gesture

20. Mmount of Pace Shown
21. Body Position
22. Use ot & Mirror

Pose: General

73, Style ot Fose

24, Exaggeration of Pose

25. Supplementary ection/
tacial expression ot
mode)

Product Relevance of Model
26, Decorative Use ot
Nodel

Appendix

Exhibit I-A

Traditional

within the home
doing *women‘'s” work
*woman's® occupation
low level

low status
one-wiihin Or ocutside
the home (low level)

nce hungry
not sweating

“woman's” sctivities

social spproval/
agvancement

in protile

tilted

dropped shoulder

one hip higher and
opposite knee bent

averted eyes/direct
eyes and tilted heaa

nontocused

wmiling

1.

“Female® Activity

tinger to mouth/tinger
to tinger

hands partially cover-
ing mouth/tace

face partially biocked

reclining

looking 1nto mirrors

artificisl
exaggerated
incongruous action/
facisl expression

incongruous/irrelevant
presencs

Exhidit 1-8

OSJECTIVE OINENSIONS OF FEMALZ XOLE PORTRAYALG:

bimensions

yecupation

27.
28.

Level of Iuteraction

Context ot Intersction

Pose

9. Ey

30.

e Contact

Physical Contact

Treditional

low level interaction

interacting on comestic/

social matters

not looking at each

not touching each other

ONE FEMALE

Sontraditional

*Female® and *Male® Versions of an Artivity

outside the home
doing *man’s® work
*m:an's” occupation
high level

high status
two or more

hungry
sweating

“man's® activities

sel! approval/
advancement

streight on

erect

parallel to grounda

hips even and no
knee bena

direct eyen

focused
unssiling

absent
ahsent

absent
abrent

absent

absent
absent
abment

PEMALE WITH PEMALE

Montraditional

high level interactior

interacting on career/
proiussional, soci-
otal natters

looking at each other

restinyg arms/hanas on
sach others' shoulcers




UIMENSIONS ©F

Dimensions
Occupation :
. Occupetional Re-
lationship

Geancer of Spokasperson

33, Gender ot Opinion
Leasder
34. Genaer of Voiceover

Gander of Server

3. Serving

Gender of Initiative-Taker

6. Stages of Dating
Activity

37+ Throwing Objects at
the Other

38. Helping

txhidbit 1-C

PERALE ROLE PORTRAYALE:

. Traditional

she wvorks fox him

she is & product woer,
he is & product rep-
Tessntative

he talks, she lixcens/
agrees

he is a voiceover

she eserves him

he s for anc/or
starts date

he throws objects at her

he helps her

Gender-Relative Focus of Gaze

55. Direction of Gaze

40. Peeking

Gender of Arm Extender
41, Extended Arm

42, Pointing

Gender-Relative Use of

Physical Contact
Q3. HMethoo of tinking Arms

44. Hand/Arm Rest
45. Hand-Shoulder Grip

46. Touch

47. Leading by the Hand/
Arn

48. Snuggling/tiuzzling

49 Physical Support

Gender-Relative Uss of Space

50. Height
51. Size
52. Elevation

Relative Animation
L breadth ot Emile

S4. Amcunt of Activity

Perception of Opposite Sex

5%, Rale prrception of
female

her eyes ate averted
while he looks at her
she peers from behind
him

his arms enclose her
in a space

he points out otj)ects/
people, etc. to her

she links arm through
his

his hand/arm rests on
her shoulder

his arm grips her
shoulder

her hand caresses his
he leads her

she sruggles with/
nuzzles him

he provides support
tor her

she is shorter

she is smaller
#he is Jower

she smiles more

she (s lews active

sex object/romantic
partner
hero/romantic partner

Sxhibit I1

PEMALE WITH RALE

kontraditional

he works for her

he is a product user,

she is & product rep-
resantative

she tslks, he listens/
agrees

she is a voicscver

he sarves her

she arranges tor and/or
starts date

she throws objects at
him

she helps him

his wyes are averted
wiile she Jooks at ham
he jpeers trom behind
her

her arms enclose him
1n a space

she points out ob)ects,
peoples, etc. to hm

he links arm through
hers

her hanc/srm rests on
his shoulder

her arm grips his
shoulder

her hand qQrasps him
she leads him

he snuggles with/
nuzzles her

she provides support
tor him

she 15 same height/
taller

she is same size/bigye!
she is same level/
higher

she smiles same
extent or less

she is equally/more
active

comrade

sex object

SUBJECTIVE DINENSIONS OF FEMALE ROLE PORTRAYALS

Dimentions

Deperdent-Independent

it-Important

want

rpetent

lonal

Purposeless-Purposetul

aling

Aveiding-Taking Risks

OBJECTIVE DINEMEIONS RELEVANT T

odbjective. Dimonatons

1. Location of Oucupation

1. Source of Rewvayd

12, Nead Tile
13. Shcilder Tilt

14, Kip Thrust

Traditional
needing protection
nesding physticel

support
nesding physical help

deficient in economic
worth

subordinste

being controlled

concerned with
sppeasing others

not knowledgeable

not authoritative

lacking skills

rols

helpmate

sex object

aimless
childlike

indirect
coy

“playing it saie”

Exhibix II-A

Traditicnal
B FEMALE==~=
within the home

social approval/
advancesent

tilred
dropped

one hip higher and
opposite knew bent

Nontraditional

protecting
supporting

helping

having economic worth

€3ual/superordinant

controlling

not concerned with
appeasing others

knowledgeable
avthoritative
possessing skills

petrson
origin
comrade

determined
adultlike

direct
forthright

®testing oneself”

DEPENDENT - IMDEPENDENT

fontraditional

outside the hosa

suif approval/
advancemsnt

eract
parallel) to ground

hips even and no knee

5.

8.

40.

4.

45,

49,

50.

S1.

Eye Contact

Context of Interaction

Peaking

Extended Arm

bandi-ghoulder Grip

Support,

Height

fizae

CMJECTIVE LIFENSIONS RILEVART TO:

Objective Dimension

S.

18.

19.

20.
23.
24.

5.

26,

27.

.

wWork Qutside the iome

Position Within an
Occupation

Status of Occupation

Finger Gesture

Hand Gesture

Amount of Pace Shown
Style of Pose

Exaggeration of FPose
Supplementacy action/
tacial expression of

nodel

Dacorative Use of
Nodel

Status of Occupation
Outside the Home

Occupational Rela-
tionship

averted eyes/direct
eyes and tilted head

==v-=FERALE WITH PERALEw==~

interacting on domestic/

#0cial satters

====PERALE WITh MALF---

she peers from behind
his

bis arms enclose ner

kis hand grips her
shoulder

he provides supporct
for her

she is shorter

she is smaller
Sxhibit II-B

Treditional
—e-aCHE PERALE-~-=
“wanan‘s® occupation

low level

Jow status

finger to mouth/
tinger to finger

hands partially cover-
ing mouth/tace

tace partially blocked
artificial
exaggerated
incongrous action/

facial expression

incongrous/irrelevant
presence

~—+=FEMALE WITH PEMALE«<=:

==~=~=PEMALE WITH MALE--==

she works for him

exhibit Ii-C

interacting on career/
professional/societal
matters

he peers from beh’nd
her

her arms vnclose uim

her hand grips his
shoulder

she provides support
for him

she is equsl height/
talles

she is eGusl size/
bigger

UNIMPOFTANT=INPORTANT

Bontraditional

*man‘'s” occupation

high level

high status

absent
Absent
abgant

absent

he works for her

OBJECTIVE DIMENSIONS RELEVANT TO: SUBMISEIVE-DOMINANG

Objective Dimensions

12. Head Tilt

13. Shoulder Tilt

15. Eye Contact

16. Pocus of Ga=xe

17. sailes

31. Occupational Relation-

ship

33. Gender of Opinion

iLeader

35. Serving

41. Extended Arm

44. Hana/Ars Rest

45. Gand-8houlder Grip

50. Relative Height

$1. Relative Size

52. Relative Elevation

53. Relative #readth of

sale

Traditional
——==ONE FEMALE ===
tiltad
dropped

averied eyew, direct

eyess and tiltes hcad

ncntocused

s=iling

cweeFEMALE WITH PERALE-~--

===PEMALE WITH MALE~~~-

she works for him

she serves him

his armes enclose her
in a space

hix hand/arm rests on
her shoulder

Ris arms Qrips bher
shoulder

shes is shorter

she iv smaller

she s lower

ehe smiles smore

Nontraditional

arect
parallel

direct eyes

focused

unsailing

she talks, he listenas
agr

he serves her

her arms snclose hia
in a space

Ser hand/arm rests on
his shoulder

har arm grips his
shoulder

she is equal rejght/
taller

she ts equal size/
bigqer

lhe’ is sane
level/nigher

she s2iles to 3ane
extsnt/less



OSJECTIVE DINENSIONS RELEVANT TO:

Objective Dimencions

4. Position Within
Occupatlion

$. Status of Occupation

¢. Number of Occupations

32. Spokesperson

32. Gender of Opinion
Leader

34. Gender of Voicsover

42. Pointing

Leading by the Band/
Arm

OBJECTIVE DIMENSIONS RELEVANT TO:

Objective Dimensions

. Number of Occupations

26, Decorative Use of
Model

}. Context of Inter~
action

55. nnl- Perception of
remale

56. Female Perception
or Male

OBJICTIVE DIMENSIONS RELEVANT TO:

Objective Dimersions

1%, Focus of Gase

18. Pingar Gesture

19. Nand Gasture

20. Amount of Face Shown
23. Styla of Poss

24. Exaggeration of Poss
2%. Supplementary action/

facial expression of
®odel]

26. Dmcorativa Use of model

29. Eye Contact

39. Direction ot Gase

40. Peaxing

44, Hand/Arm Rest

47. lLeading by the Hand/Arm

43. Snugoling/Wuszsling

50, iaight

$1. Stz
52, Blevation

gxhidbit ¥1-p

Traditicnai
~=eeONE PEMALE~~me

iow level

low status

ons {withtn or outside
the hoae)

rewePEMALE WITH FEMALE-o=-

low level intersction

—-—-PERALE WITH MALE-—--

she is product user,
he is product rep~
resentative

he taiks, she listens/
agrees

he is a voicecver

he points out objects/
people to her

he leads her

EXMIBIT II-E

Traditional
==e~UNE PEMALE--~~

one~-within or outside
tihe home (low level)

incongruous/irrelevant
pressnce

we===FEMALE WITH FEMALE-v-=

interacting on domestic/
social matters

====FLMALE WITH MALE-~e=

sex object/romantic
partner

hero/romantic partner

Bxhibit II-r

Treditional
===<ONE FENALE-~=m
nonfocused

finger to mcuth/finger
to finger

hands partially cover-
ing mouth/face

tace partially blocked
artificial
exsggecated

incongruous action/
facial expression

incongruous/irrelevant
presence

not looking at esach
other

~===PEMALE WITH MALE~e~

her eyes ace averted
while he looks a: ner

she peers from behind
him

bis hanc/arw rests on
her ehoulder

he laads her

she snuggles with/
nuzzlss him

she is shorter

she: is mmaller

she fis lower

~=FEMALE WITH PERALE-=e=

NONCOMPETENT—COXPETENT

Sontraditional

high level

high statuc

two Or Bere

nigh level interaction)

ke is procduct user,
she is product rep-
resentative

she talks, he listens/
agrees

she is voiceover

she points out objects/
people to him

she leads him

UNI-MULTIDIMENSIONAL

Nontraditional

twg or more

apsznt

interactiny on carcver/

protessional, sociectal
matters

comrace

sex object

PURPOSELESS~PURPOSEPUL

Bontraditional

focused

absent
absent

absant
absent
absent

abeent

absent

looking at each
other

his eyes are averted
while she looks a8
him

he poers froe behing
her

her hand/arm rests on
hia shoulder

her hand/arm reste on

he anuggles with/
fuszzles her

ahs is samo height/
taller

shn is csme size/bigger

ste is same lavel/
higher

Erbibic IT-C

HJECTIVE DIREREIONE BELEVANT TOa AVOIDINC=TAR] B FISLE

Objsactive Dimenalaons Treditional Bomtrsdicional

==K FEMALE-——

3. Bork futilde the Homs L

"maala® s

¥, Lalwurs Tisa "woman'a® dcLivlilen "man’a” sctivitien

Lhies/Zntars

1. orisntarion in profils miralight oa

13. Hesd Tile Ellted arsct

15. Eye Contact sveTLed wpmn/ALract

syan and tllted hesd

2lrect syws

==r=FERALF WITH FERALE-——

—---PENALE WITd MALE-—--

33. Gender of Opinion
lesder

he talks, she listens/ she talks, he listens/
agrees a9 .

36. Stages of Dating
Activity

he arranges fcr and/or
stares date

she arranges for and/or
starts date

37. Throwing Objects at he throws objects st

she throws objects at
the Other herx him

Kxhibit II-A

OBJECTIVE DIMENSIONS RELEVANT TOt CONCEALING-REVEALIXG

Objective Dimensions Traditional Bontraditional
~-w=ONE FEMMLE~——

7. Orientation Tovard food not hungry bungry

8. Physical EBxertion not sweating sweating

11. Orientation in profile straight on
12. Head Tilt tilted erect
13. shoulder Tilt drepped parallel

15. Bye Contact averzad syes/direct

eyes and tilted head

direct eyes

16. Focus of Gaze nonfocused focused

17. Smiles smiling unsatling

19. Band Gesture hands partially cover- absent
ing mouth/face

20. Asount of Pace Shown face partially blocked shsent

22. Use of a Mirror looking intn mirrors absent

=e==PZMALE WI'H PEMALE~w--

29. Eye Contact not looking st each looking et each

other other
====FPZMALE ITH MALE--ww
39. Direction of Casze her eyes ace avarted hin vyes averted

vhile he lovks at her vhile she looks at

40. Peeking she poers trom beliind

her

ha peers froa bDehtird
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