Abstract
Research Questions
Studies one and two did provide a perfect insight on impact of Sexual cues such as primal sexual words have been termed as instrumental in coercing individuals to form preconceptions of others' characteristics and even their sexual intentions. As such, the study one sought to explore the notion that a sexualized advertisement and a romance advertisement can have an effect on forming perceptions of an unknown social media profile was analyzed. Study two, seek to analyze the extent of priming sexuality's effectiveness with differing methods of advertisements, has on people's perceptions of an unknown social media profile.
Participants
In study one, 132 participants that were randomly selected; 69 were males and 59 were females, with 4 participants not providing their gender. The ages of the participants ranged from 17 to 59. In study two, there were 108  participants, 43 males and 65 females. Their ages ranged from 15 to 40. 
Experimental Methodology
In study one, the participants were given the same fake Facebook profile with one of three advertisements, either sexualized advertisements, romance advertisements, or educational advertisements the influence of priming sexuality with the advertisement has on one's perceptions of an unknown social media profile. The dependent variables were sexuality prime, romance prime, and education prime, while participant's perceptions and ratings on Riley's kindness were the dependent variables. The chi-square and one-Way ANOVA were used in the study. In study two, the differential strength of advertisement methods was measured by presenting participants with a commercial advertisement in which they were instructed to take a few minutes to watch. The commercial had either a sexuality theme or a romance theme.  The study incorporated chi-square use, and 2 x 2 factorial ANOVA was used in the analysis. Questionnaires were used in data collection with sexuality and romance being the independent variables and participants' perception as dependent variables. 
Findings
[bookmark: _GoBack]For study one, it was found that participants who saw sexualized advertisements accompanying the fake Facebook profile viewed Riley the Facebook user in a more sexualized manner than participants who saw romance or educational advertisements. Another finding was that the participants who saw romance advertisements accompanying the fake Facebook profile viewed Riley in a more romantic manner than participants who saw sexualized or educational advertisements. In study two, it was found that the participants exposed to sexually prime print advertisements perceived an unknown social media user as more sexual than those exposed to romance primed print advertisements.   
Conclusion
Thus, as seen in the two studies, it is evident that sexuality priming with varying advertisement methods impacts people's perception.
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