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Sexual Priming, Physical Attractiveness, and the Media: An Analysis  
Name
Institution of Affiliation

Part One
1. Hypothesis for study one
Null hypothesis one: individuals who see sexualized advertisements accompanying a fake Facebook profile would view the Facebook user in a sexualized manner similar to participants who see romantic or educational advertisements.
Alternative hypothesis one: individuals who see sexualized advertisements accompanying a fake Facebook profile would view the Facebook user in a more sexualized manner than to participants who see romantic or educational advertisements.
Null hypothesis two: participants who see romance advertisements accompanying the fake Facebook profile would view the Facebook user in a romantic manner similar to participants who saw sexualized or educational advertisements.
Alternative hypothesis two: participants who saw romance advertisements accompanying the fake Facebook profile would view the Facebook user in a more romantic manner than participants who saw sexualized or educational advertisements.   
2. Independent variables for study one were the priming conditions categorized as sexuality, romance, and education
3. Recall of the theme of the advertisement was the dependent variable as well as the ratings of being provocative and sensitive for study one.
4. The first study found that most of those in the sexuality condition recalled seeing sexual advertisements (86%). Most of those in the romance condition recalled seeing romance advertisements (88%). Most of those in the education condition recalled seeing education advertisements (96%). Furthermore, the Cramer’s V of 0.86 showed a very strong effect. 
A Tukey post hoc test revealed that participants rated Riley significantly more provocative in the sexuality ad condition (M = 3.60, SD = 1.21) than in both the romance ad condition (M = 2.98, SD = 0.64) and the education ad condition (M = 2.60, SD = 1.10).
A Tukey post hoc test showed that participants in the romance priming condition saw Riley as more sensitive (M = 3.90, SD = 1.06) than those in both the sexuality ad condition (M = 3.07, SD = 1.06) and the education ad condition (M = 3.30, SD = 0.92).
5. Hypothesis for study two 
Null hypothesis one: participants who saw sexuality ads would see Riley as sexual and provocative in the same manner to those who saw educational ads.
Alternative hypothesis one: participants who saw sexuality ads would see Riley as more sexual and provocative than those who saw educational ads.
Null hypothesis two: participants would see Riley as sexual and provocative in the same way when her profile picture was attractive and when it was non-attractive.
Alternative Hypothesis two: participants would see Riley as more sexual and provocative when her profile picture was attractive compared to when the picture was non-attractive.
6. The independent variables for study two were attractiveness, sexuality, and education.
7. The dependent variables for study two were recall of the theme of the advertisement, ratings of provocativeness and sexiness.
8. General outcome of study
Most of the participants who were exposed to the sexual advertisements accurately recalled that the theme focused on sexuality (85.2%). Likewise, most of the participants who were exposed to the educational advertisements recalled condition accurately recalled that the theme focused on education (85.7%). Additionally, our Cramer’s V of 0.89 showed a very strong effect.
Participants who saw the unattractive photo of Riley rated Riley as less physically appealing (M = 1.46, SD = 0.50) than participants who saw the attractive photo of Riley (M = 3.53, SD = 0.87).
Participants who saw an attractive photo of Riley (M = 3.11, SD = 1.66) thought she was more provocative than those who saw an unattractive photo of Riley (M = 2.13, SD = 1.39).
There was no difference between participants were in the sexuality ad X attractive condition (M = 3.59, SD = 1.55), the sexuality ad X unattractive condition (M = 2.20, SD = 1.19), the education ad X attractive condition (M = 2.61, SD = 1.64), and the educational ad X unattractive condition (M = 2.05, SD = 1.63).
The study also found a significant main effect for advertisement theme, F (1, 99) = 24.90, p < .001, with participants in the sexual advertisement condition (M = 3.39, SD = 1.17) rating Riley as seeming sexier than those in the educational advertisement condition (M = 2.35, SD = 1.25).
There was also a significant main effect for photo attractiveness, F (1, 99) = 9.62, p < .005. Participants in the attractive condition (M = 3.18, SD = 1.28) rated Riley as sexier than participants in the unattractive condition (M = 2.54, SD = 1.28). However, both main effects were qualified by a significant interaction, F (1, 99) = 6.42, p < .05.
The first simple effects test showed that those who got sexuality advertisements did not differ in their ratings of Riley sexiness in the attractive condition (M = 3.45, SD = 1.21) and unattractive condition (M = 3.32, SD = 1.15), F (1, 52) = 0.16, p > .05.
However, the second simple effects showed that those who got educational advertisements rating Riley as sexier in the attractive condition (M = 2.89, SD = 1.32) than in the unattractive condition (M = 1.62, SD = 0.67), F (1, 47) = 16.45, p < .001. The third simple effects for those in the unattractive condition showed that Riley seemed sexier to those who saw the sexual advertisements (M = 3.32, SD = 1.15) than those who saw the educational advertisements (M = 1.62, SD = 0.67), F (1, 44) = 35.97, p < .001. 
Lastly, the fourth simple effects for those in the attractive condition showed that Riley received similar ratings of sexiness in cases where participants saw sexual advertisements (M = 3.45, SD = 1.21) and educational advertisements (M = 2.89, SD = 1.32), F (1, 55) = 2.75, p > .05.  
9. Correction of references
Cash, T. F., & Duncan, N. C. (1984). Physical Attractiveness Stereotyping Among Black American College Students. The Journal of Social Psychology, 122(1), 71-77.
	



Abstract
[bookmark: _GoBack]The contemporary society is characterized with widespread use of social media. Consequently, business entities have taken advantage of this development to design adverts. The aim of these studies was to establish the impact of the various primed adverts i.e. sexualized, educational, romantic and physical attractiveness on their ratings as being provocative and sensitive. There were 138 participants in study one while for study two the number was 103. In study one the independent variable was sexuality, education, and romance while the dependent variables were provocativeness and sensitivity. In study two, the romance variable is replaced by physical attractiveness while the dependent variables are similar to those in study one. Findings of the two studies were that romance adverts were more sensitive than sexuality and education adverts while sexual adverts were more provocative than romantic and education adverts. Physical attractiveness influenced the perception of sexualized and education adverts as being provocative and sensitive by increasing the ratings. These studies provide evidence that advertisements can impact and either favorably boost or negatively skew one’s image. They are indicators that several factors play a role in our decision making, and that it can be manipulated by outside sources. 
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