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Abstract
Analyzing the relationship between the visual imagery used in music videos, and the sexual cognition of
viewers. Sexual cognition is the awareness of one's own sexual behavior, and its implications. The visual
content of music videos was analyzed focusing only on the imagery used. The Heterosexual Script
(Jhally, 2007) in particular is observed in most music videos, highlighting the sexual objectification of
women and the dominant role of males. The direction of causality between the visual imagery and
sexual cognitions can only be speculated using a number of theories, namely cognitive dissonance
(Festinger, 1957), cultivation theory (Gerbner et al., 1994), Objectification theory (Fredrickson &
Roberts, 1997), Social Learning theory (Bandura, 2001; 2002), and that of semantic constructs.
Significant results would suggest that music videos have the potential to alter an individual’s sexual
cognitions, which may lead to riskier sexual behavior and negative views of women sexually.
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Introduction
Music videos are one of the most common and influential forms of media. They also seem to be the
genre with the most leeway with regards to sexually suggestive, or indeed, explicit content (Frison, et
al., 2015; Ward, et al., 2011; Zhang et al., 2008). It can be a particularly powerful medium with regards
to adolescents and young adults, as these are primal years for sexual development (Zhang, et al., 2008).
The media is an expansive tool for younger individuals to take advantage, with knowledge of sexual
intercourse and other similar topics being accessible with a click of a button. Some are found to be more
informative than family members or friends. In fact, Brown (2002) found media to be the fourth most
referenced source with regards to sex, after family, friends, and school, for 13 to 15 year olds. With the
15 to 17 year old age group, media came in third after family and friends. Aubrey and colleagues (2011)
found that 13% of 11 to 14 year olds stated music videos as their primary form of media entertainment.
With statistics such as this, it is clear that music videos play a large role in the lives of these particular
age groups.

Music Videos and Sexual Attitudes
The relationship between the sexual content in music videos and its implications on the behavior of its
viewers is an important topic, one that has only been researched to a small extent. There are even fewer
instances in the literature where sexual cognition is included as a mediator in this relationship. Sexual
cognition is the awareness of one's own sexual behavior, and its implications. That is, the practicing of
safe-sex, perceived peer norms, and the perceived possible positive and negative outcomes of said
sexual relations (Ward et al., 2011). Attitudes on such topics can be predictive of an individual's sexual

behavior, as well as on attitudes towards individuals of the same and opposite sex in areas of sexual
stereotypes, objectification, and masculine and feminine ideals.
Some research found there to be no significant effect of the content in music videos on increased sexual
experimentation (Pardun et al., 2005). However, the vast majority of research that is available suggests
correlations between the visual sexual content found in music videos, and sexual behaviors. This in the
case of some sexual cognitions such as the objectification of women and dating being seen as a sport,
may reflect (to varying extents) negative or potentially harmful sexual behaviors. Significant results have
also been found in areas of adversarial relationships, perceived peer norms, earlier sexual instigation,
and even some support for date rape myths (Andsager et al., 2003; Aubrey et al., 2011; Brown, 2002;
Burgess & Burpo, 2012; Calfin et al., 1993; Frison et al., 2015; Hansen et al., 1990; Kistler & Lee, 2010;
Strouse et al., 1994; Ward et al., 2011; Wright & Craske, 2015; Wright & Qureshi, 2015; Zhang et al.,
2008).
With such significant results, hypotheses must begin to focus on what can be found within the visual
content that may correlate with altered sexual behaviors and cognitions. The first is gender stereotypes
(Andsager et al., 2003; Frison et al., 2015; Greeson & Williams 1986; Kalof 1999; Strouse et al., 1994;
Zhang et al., 2008). It would seem that men are the rulers of music videos, while women are portrayed
as their inferiors. Andsager and Roe (2003) found that as much as 90% of women were objectified to
some extent in music videos, ranging from alluring clothing, to sexually suggestive and explicit
behaviors. Highlighting the contrast in genders, thirty six percent of females use their bodies in a pursuit
of recognition from male figures, with only 9% of men pursuing any recognition from women (Seidman,
1992). Female artists in music videos predominantly need to be sexually objectified, both by themselves
2

and others, in order to attain better ratings also. Men, however, are very rarely if ever found
emotionally afflicted by a woman, instead often manipulating the physical sexuality of women for their
own pleasure. This sexual nature found in music videos may be passed over as the sexual nature can be
a subtle sexual innuendo, rather than just explicit clothing or behaviors.
Research shows that music videos, though never considered under the spectrum of pornography, are
not unknown to incorporate pornographic techniques (Jhally, 2007). The pornography world is already
very well known for its gender stereotyping, and the objectification of women by dominant males. This
domination of women falls into the theory of the heterosexual script found in music videos (Ward et al.,
2011). Ward and colleagues (2011) examined sexual cognition with reference to this heterosexual script.
They were hypothesizing that sexual cognition (attitudes on sex before marriage, the sexual drive of
males, casual sex, and perceived sexual norms) would be a mediator between the sexual innuendos
found in music videos, and directly observable behavior. Though the mediated model was not
supported, it may suggest a partially mediated model, with three stages. Music video viewing did lead to
a significantly stronger attitude of males being sex driven, earlier ages of engaging in sexual intercourse,
and those with a higher acceptance of non-relational sex to have had more sexual partners. Significant
results showed that music video viewing lead to a belief that men were sex driven, which interestingly
showed that women who believed this were significantly more likely to engage in protected sex more
often. It was perceived that music videos are such a strong influencer due to their "consistent, visual,
and explicit [nature]" (Ward et al., 2011, pp. 599).
Kim et al. (2007) also found similar results with the feminist theory; that the world of music videos is
unequally balanced in the favor of men. The heterosexual script states that men should be heterosexual
3

in their behaviors, dominant, sexually driven, treat women as sexual objects, and engage in sexual
actions that are lacking in emotion and commitment (Kim et al., 2007; Ward et al., 2011). Ward and
colleagues discussed the media as a kind of "super peer" (Ward et al., 2011, pp. 595). It has a large
impact on perceived societal norms, as well as an ability to manipulate behavior. This can lead to health
risks, as individuals may be manipulated into believing the sexual nature found in music videos is quite
common place, and therefore lead to men objectifying a woman, riskier sexual activity (for example,
unprotected sex), and an increase in dating seen as a sport, lacking in emotional depth.

Campus Culture
This kind of portrayal of gender stereotyping and demeaning sexual traits could be translated into many
areas of society, particularly that of children and young adults. One area in particular that research is
lacking in is date rape myths, which has formulated a kind of culture, one that is all too real an issue on
college campuses. Date rape myths include; if a woman says "no," she really means "yes" (also known as
token resistance); a woman could fend off a man if she really wanted to, therefore placing partial blame
on her [the victim] instead of the perpetrator. Acquaintance rape, where a victim knows their assailant
to some extent, accounts for more than 4 out of 5 cases of rape (Adams-Curtis & Forbes, 2004; Boswell
& Spade, 1996). With this rape culture in mind, statistics may not be representative of the population as
some individuals are subjected to these myths, believing themselves somewhat to blame, and therefore
reducing rates of help seeking due to shame. As rapes go unaddressed, the perpetrators go
unprosecuted, and the victims can be left with serious repercussions, both mentally and physically. In
fact, 31% of rape victims will suffer with posttraumatic stress disorder (PTSD) at some instance of their
lives (Kilpatrick, 2000).
4

Other sexual cognitions that may correlate with music videos may highlight similarly concerning
behaviors in areas such as adversarial sexual beliefs and men being seen as tough, as it may lead to
dynamics in relationships or indeed society that may become domineering and advantageous to some,
and a detriment to others.

Gender Differences
With rape culture being a real concern for college-aged individuals - men as the predominant
perpetrators - it is necessary to examine the literature not only on the possible correlational relationship
between visuals in music videos and sexual attitudes, but also the specific significance that has been
displayed with regards to males. Ward and colleagues (2002) found that men and women interpret
music videos differently. Toney and Weaver (1994) theorized a step further than this. They found that
men were more partial to shocking music videos, suggesting that these videos displayed ideas that were
contrary to their own beliefs. Over time, these attitudes and behaviors in relation to sexual relations and
other relative aspects are morphed to better reflect the music videos that they observe (Cognitive
Dissonance; Festinger, 1957). Women, on the other hand, were more inclined to watch music videos
that were congruent with their beliefs, and therefore less likely to alter any held beliefs and attitudes in
relation to sexual relations, not altering their sexual cognitions to the same extent as males. That being
said, women can still be manipulated by this media form to lesser extents, or as it may be seen later, on
different areas of sexual beliefs.
The literature examines many variables that may be subject to such a manipulation as from the visual
imagery used in music videos, such as attitudes towards women (Kistler & Lee, 2010); gender
stereotypes (Andsager et al., 2003; Frison et al., 2015; Kalof, 1999; Zhang et al. 2008) the objectification
5

of women (Allen et al., 1995; Aubrey et al., 2011; Ward et al., 2011) gender double standards (Zhang et
al., 2008); and violence against women in relationships (Aubrey et al., 2011). A study conducted by
North and colleagues (2000) found that adolescents in England were listening to music at an average of
2.45 hours per day.
There are many more instances in the literature that suggest a causal relationship between music video
exposure, and an alteration in sexual cognitions. Results are, however, generally more statistically
scientific with male participants than females. One alarming instance of the contrary, would be that of
statistically significant amounts of guilt that women felt as a victim of rape, and the lack of blame that
was placed on male perpetrators. Therefore, women were significantly more likely to place blame - to
some extent - on the female victims of rape, and therefore take some blame away from the male
attacker (Burgess & Burpo, 2012).

Theoretical Perspectives
There have also been a number of articles confirming theories, such as Cognitive Dissonance theory
(Festinger, 1957), Cultivation theory (Gerbner et al., 1994), Objectification theory (Fredrickson &
Roberts, 1997), and Social Learning theory (Bandura, 2001; 2002). This theories relate to this research in
attempting to explain how attitudes and beliefs can be influenced. Cognitive dissonance is when "an
individual holds two or more elements of knowledge that are relevant to each other but inconsistent
with one another, [creating] a state of discomfort..." (Shah & Gardner, 2008, p. 71). In relation to music
videos, cognitive dissonance occurs when an individual watches a music video that is displaying a
representation of something they do not agree with, or have dissimilar attitudes towards. The individual
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then needs to alleviate the discomfort from the situation either by altering their attitudes and beliefs to
be more congruent with that of the music video, or discontinue the viewing such videos.
Bandura stated that social learning theory was vicarious learning and abstract modeling (2002). Learning
vicariously through a music video, viewers then implement some of these chosen models into their
behavior, resulting in such abstract modeling. The more dependent the model is on the environment,
the more similar the behavior will be to that which is observed (Kistler & Lee, 2010). Individuals may
imitate behavior that seems to be rewarded, or at least doesn't lead to punishment. This is particularly
the case when the model is attractive, and someone with whom the viewer can draw similarities
(Bandura, 1994; Brown, 2002). This may also relate to the gratification model, in which individuals will
view media that is congruent with their beliefs and opinions on subjects (Rubin et al., 1986; Strouse et
al., 1994).
Cultivation theory "is a mass media theory" (Potter, 2014, pp. 3) that adopts sexual perspectives that
were observed in a form of media that translates into everyday life. This can lead to greater acceptances
of casual sex, multiple partners, greater sexual risks, and earlier ages of engaging in sexual intercourse
(Brown, 2002; Gerbner, Gross, Morgan, & Signorielli, 1994). Strouse and colleagues (1994) found that
when parental supervision curtailed the viewing of music videos, there was a significantly lower level of
acceptance than among those who had no restrictions in their viewing, supports this theory. Brown
(2002) likened the cultivation theory to a drilling of information. With this repetition of information, it
becomes learned by viewers, and is then implemented into everyday life in behavior, with no hierarchy
afforded for as to whether the information is fact or myth, leading to ideations. Zhang and colleagues
(2008) also stated that the repetitive nature of music videos made it a strong mechanism with which to
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alter behavior and attitudes, unfortunately holding the ability to translate subjects such as genderstereotypes and double standards into society.
Kistler and Lee (2010) also discussed a parasocial interaction with the viewer and the artists in music
videos. This is a key factor with fandom, and with this connection to the artist, individuals can have their
opinions and attitudes manipulated and altered in trying to have this connection with said artist.
Objectification theory looks to that of the utilization of the female body as a bridge to better viewer
ratings of music videos, and the negative consequences this objectification has on society; particularly
females. This theory states that the objectification of women causes them to internalize this
objectification, evolving into an altered sense of self. That is, women begin to base their self-worth off of
their physical sexual appeal to the opposite sex. This leads to self-objectification, which is the feeling
that one’s self-worth is based off of that which is assigned to you by another individual (Aubrey & Frisby,
2011). Studies have shown that this not only translates into poor body image (Calogero, 2004), but also
mental health related issues, such as depression and eating disorders (Slater & Tiggemann, 2002).
Another promising theory is that of semantic constructs, or network models. Aubrey and colleagues
(2011) discussed the possible cognitive workings that caused music videos to have such an impact on
behavior. As there is some arousal from watching music videos, there is also a stimulation of schemas.
The schemas that are stimulated are those that are in some way related in subject matter. Therefore,
individuals do need to have some opinion or attitude on the sexual subjects that can be and are raised in
the viewing of music videos. In the semantic model, this arousal stimulates nodes in the network. As
these nodes communicate together, there are other nodes that are indirectly stimulated. This leads to
priming, and thereafter, new associations. Therefore, the music video stimulates emotions, behaviors,
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or other ideas that relate to the sexuality of women, which can also stimulate other nodes that relate to
topics such as the objectification of women, gender-norms, and male dominance in relationships. These
topics are then related back to the images in the music videos, which are predominantly relying on
sexual innuendos, rather than explicit expression of the sexual objectification of women. These actions
then become linked, and with continued stimulation, can make these connections stronger, leading to
an alteration in attitude, and indeed in behavior. Though Aubrey and colleagues (2011) did not find
significant results for date rape myths, it could be possible with enough priming and prolonged music
video viewing, this stimulation with regards to networks could correlate with more accepting, and
consequentially dangerous attitudes on the subject of rape.
With such theories, comes to question of causality and directionality. Is it that music videos have this
effect on the behaviors and attitudes of their viewers, and is there some kind of mediator between what
is on the screen and what translates into society; or is it simply that individuals had these attitudes all
along, and seek out music videos that reflect these attitudes?

The Current Study
In summation, this research examined the effects of viewing sexual content in music videos and
viewers’ sexual cognitions. It is a particularly interesting and important research question, as significant
results would suggest that music videos have the potential to negatively alter an individual’s sexual
cognition, which subsequently can lead to risky sexual behavior. It can also translate into societal
misconceptions and myths, such as date rape myths, gender-norms, and double standards between the
sexes. It was hypothesized (H¹) that there would be a significant difference in sexual cognitions between
those individuals who regularly watch music videos containing sexual content, and those who do not. It
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was also hypothesized (H²) that sexual content in music videos would have a significant relationship with
sexual cognitions, with reference to some variables found in the heterosexual script – that is, genderstereotyping with women as sexual objects, and males as dominant, sex driven individuals – as well as
other variables in the literature. It was thirdly hypothesized (H³) that the impact of viewing music videos
containing sexual content would vary based on participant gender.
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Method
Participants and Procedures
Data for the current study came from a recent study conducted at the University Of Central Florida
(UCF) via the Sona System. Participants in the original study took 32.50 minutes to complete the online
questionnaire and received class credit or extra credit for their participation. The current study was
submitted to the IRB for review and was deemed non-human subjects research (see Appendix A)
considering that new data would not be collected. A total of 1,013 college students participated in the
original study. A total of 111 participants were deleted from the study because their responses indicated
that they were not involved with the survey or they did not answer important questions in the study,
leaving a total sample size of 902. The majority of participants were female (n = 647, 71.7%) and
identified as White (n = 613, 68%). The age of students ranged from 18 to 59 (M = 21.58). Two hundred
and eighty-six (31.7%) participants indicated that they were in their freshman year, 12.7% (n = 115) were
sophomores, 29.5% (n = 266) were juniors, 25.4% (n = 229) were seniors, and the remaining .7% (n = 6)
were graduate students.
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Measures
Demographic questionnaire
Participants answered four questions related to their current age, ethnicity, and gender.

Sexual Cognitions
Participants answered a total of 88 questions to assess their sexual cognitions. These questions were
used to assess particular themes of sexual cognitions found in previous research. Seven questions
derived from Ward (2002) and ter Bogot et al. (2010) were used to assess the cognition that dating is a
game or recreational sport (alpha = .70), eight questions (Ward, 2002) were used to assess the cognition
that men are sex driven (alpha = .77), twelve questions (ter Bogot et al., 2010; Ward, 2002) were used to
assess the cognition that women are sex objects (alpha = .73), four questions (ter Bogot et al., 2010)
were used to assess the cognition that men are tough (alpha = .64), two questions (Ward, 2011) were
used to assess level of acceptance of nonrelation and procreation intercourse, sixteen questions
modified from Ward, Handbrough, and Walker (2005) were used to assess participants feminine and
masculine ideals (alpha = .85), fourteen questions (Ward et al., 2005) were used to assess participants
sexual stereotypes (alpha = .83), nine questions (Burt, 1980) were used to assess participants sex role
stereotyping (alpha = .80), nine questions (Burt, 1980) were used to assess participants adversarial
sexual beliefs (alpha = .80), and an additional ten questions (Burt, 1980) were asked to determine
participants sexual conservatism (alpha = .81). Participants responded to all questions using a 6-point
Likert type scale (strongly disagree, disagree, slightly disagree, slightly agree, agree, strongly agree). The
complete list of questions can be found in Appendix B.
12

Sexual Content in Music Videos
Participants rated the top 55 music artists from the top-40 charts on how much they liked the artist with
response options ranging from 1 (I don’t know this artist) to 8 (extremely like). Participants also rated
artists on how much they watched music videos of the artist, with responses ranging from 1(never) to 5
(daily).
Exposure to sexual content in music videos was based on measures of content analysis using the
frequency method for the most current popular songs performed by the top 25 rated artists by
participants using two independent raters. Artists not rated in the top 25 by participants were not
analyzed in the current study. Songs for each artist were selected from the top-40 charts that had been
given air play on radio stations and music television. Top songs included songs off their most recent
album as well as songs from previous albums as radio stations and music television often play current
and previous songs and fans often listen to current and previous songs of artists they prefer (Wright &
Qureshi, 2015).
Raters attended an orientation to content analysis and visual categories to be examined,
participated in training using the frequency method, and were given practice assignments to check for
coding accuracy prior to coding for video content used in the current study. This process was
implemented to ensure that raters did not change the standards of their coding or alter their proficiency
in coding during the process. Raters were given several weeks to complete coding used in the current
study to prevent fatigue.
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As in previous research (Wright, 2013; Wright & Brandt, in press; Wright & Qureshi, 2015), raters coded
for the frequency of the following sexual references: (a) sexual behavior and body language (e.g.,
intimate touch, hand gestures to sexual acts), (b) sexual language (e.g., talk about sexual encounters,
advice regarding sex), and (c) demeaning messages (e.g., objectification of women, sexual violence). This
technique was modified from a similar method implemented by Collins, Martino, Elliot, and Miu (2011)
in an examination of exposure to sexual content on television. This technique has also been used to
examine content within current popular music and its relation to sexual behaviors as well as
retrospective behaviors that occurred within the past ten years (Wright, 2013; Wright & Qureshi, 2015).
Inter-rater reliability for the current study was significant for visual content, r (221) = .87, p < .001.
The list of artists assessed in the current study can be found in Appendix C. Exposure variables
for each music genre will be created for exposure to sexual references via music videos by multiplying
self-reported viewing habits of each of the top rated artists by the average content contained in music
videos. This technique, too, was modified from that used by Collins et al. (2011) and was recently used
to assess sexual content in music (Wright, 2013; Wright & Qureshi, 2015). The total exposure variable
for music videos was used in analysis.
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Results
Preliminary analyses to assess the reliability of scales, distributional characteristics, and the extent of
missing data have been conducted. Missing data were minimal for most variables (< 5%) and were found
to be missing completely at random (MCAR). Therefore, a simple mean substitution imputation method
was used (Kline, 2005). This method involves replacing the missing data with the overall mean value for
the variable. There is the possibility that replacing missing data in this manner can distort the
distribution of the data. However, it had no detectable effect on this dataset. This method of handling
missing ‘data is preferable to deletion methods as it allows for complete case analyses, does not reduce
the statistical power of tests, and takes into consideration the reason for missing data (Twala, 2009).
Moreover, this method of data imputation is a good representation of the original data as long as the
missing data is less than 20%, which was the case in the original sample (Downey & King, 1998).
A Pearson Correlation and linear regressions were conducted to determine whether there were
significant correlations between the sexual content in music videos and sexual cognitions. The music
genres included in analysis were rock, dance, hip hop, country, pop, and R&B. Sexual cognition variables
consisted of dating as a sport, men seen as being sex driven, women being viewed as sexual objects,
men portrayed as tough, sexual conservatism, masculine ideals, feminine ideals, sexual stereotypes, and
adversarial sexual beliefs. A manova was also included in order to analyze relationships between gender
and the variables of sexual cognition and music genre, as well as ethnicity and the variables of sexual
cognition and music genre. This manova also carried out post hoc analysis of the variable ethnicity.
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Correlations between Sexual Cognitions and Music Genres
The Pearson Correlation data can be found in Table 1 and continued in Table 2. There were no
significant correlations between sexual content in rock music videos and the variables of sexual
cognition. Dance music showed significant correlations with dating as a sport, men as sex driven, women
as sex objects, men as tough, sexual stereotypes, and adversarial sexual beliefs. Hip hop showed
significant correlations with men as sex driven, women as sex objects, and men as tough. Country music
showed significant correlations with men as sex driven, women as sex objects, men as tough, and sexual
stereotypes. Pop music showed significant correlations between, men as tough, and sexual stereotypes.
R&B showed the most significant results with correlations between men as sex driven, women as sex
objects, men as tough, sexual conservatism, masculine ideals, feminine ideals, sexual stereotypes, and
adversarial sexual beliefs.

Linear Regressions Analyzing Sexual Cognitions & Music Genre
A total of 9 linear regression models were carried out in order to analyze the strength of relationships
between the visual sexual content seen by viewers in varying genres of music videos, and their sexual
cognitions. Results were significant for adversarial sexual beliefs F (8, 893) = 7.19, p = .00, R² = .06.
Gender of viewers, t (8, 893) = -.21, p = .00, sexual content in dance music videos, t (8, 893) = .10, p
= .00, sexual content in hip hop music videos, t (8, 893) = .05, p = .05, sexual content in country music
videos, t (8, 893) = .06, p = .05, and sexual content in R&B music videos, t (8, 893) = .08, p = .01 all
significantly contributed to the adversarial sexual beliefs of viewers. Unstandardized regression
coefficients for adversarial sexual beliefs and the predictors of ethnicity, gender, and music video genre
can be found in Table 3.
16

A second linear regression model was formulated, analyzing the relationship between sexual
stereotypes, and music genres. Results were significant for sexual stereotypes F (8, 893) = 7.86, p = .00,
R² = .07. Sexual content in dance music videos, t (8, 893) = .16, p = .00, sexual content in hip hop music
videos, t (8,893) = .10, p = .00, sexual content in country music videos, t (8, 893), = .12, p = .00, sexual
content in pop music videos, t (8, 893) = .06, p = .05, and sexual content in R&B music videos, t (8, 893)
= .13, p = .00 all significantly contributed to the viewers’ opinions of sexual stereotypes. Unstandardized
regression coefficients for sexual stereotypes and the predictors of music video genre can be found in
Table 4.
The third linear regression model conducted analyzed feminine ideals, and was not significant, F (8, 893)
= 1.63, p = .11, R² = .01. However, sexual content in R&B music videos, t (8, 893) = .11, p = .00, had a
significant impact on the sexual cognition of viewers in relation to feminine ideals. Unstandardized
regression coefficients for feminine ideals and the predictor music video genre can be found in Table 5.
The fourth linear regression model analyzed the sexual cognition of masculine ideals against music
genres. Masculine ideals did not yield any significant results, F (8,893) = 1.46, p = .17, R² = .01. However,
the sexual content in R&B music videos t (8, 893) = .09, p = .00, was a significant predictor on cognitions
in relation to masculine ideals. Unstandardized regression coefficients for masculine ideals and the
predictor of music video genre can be found in Table 6.
The fifth linear regression model analyzed levels of sexual conservatism against music genre. Results
were significant for sexual conservatism, F (8, 893) = 1.91, p = .05, R² = .13. Sexual content in R&B music
videos, t (8, 893) = .09, p = .00 was a significant contributor in the level of sexual conservatism held by
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viewers. Unstandardized regression coefficients for sexual conservatism and the predictors of music
video genre can be found in Table 7.
The sixth linear regression model formulated was on the sexual cognition of men are tough, and its
relation to music genre. The sexual cognition of men being viewed as tough was significant, F (8, 893) =
4.99, p = .00, R² = .04. Sexual content in rock music videos, t (8, 893) = .05, p = .05, sexual content in
sexual content in dance music videos, t (8, 893) = .13, p = .00, sexual content in hip hop music videos, t
(8, 893) = .09, p = .00, sexual content in country music videos, t (8, 893) = .10, p = .00, sexual content in
pop music videos, t (8, 893) = .11, p = .00, and the sexual content in R&B music videos, t (8, 893) = .11, p
= .00 all contributed significantly to the sexual cognition of men as tough individuals. Unstandardized
regression coefficients for men as tough and the predictor of music video genre can be found in Table 8.
The seventh linear regression analyzed the sexual cognition of women as sex objects, and the variable of
music video genre. Women viewed as sex objects was significant, F (8, 893) = 12.37, p = .00, R² = .09.
Gender, t (8, 893) = -.26, p = .00, sexual content in dance music videos, t (8, 893) = .17, p = .00, sexual
content in hip hop music videos, t (8, 893) = .08, p = .01, the sexual content in country music videos, t (8,
893) = .09, p = .00, and the sexual content in R&B music videos, t (8, 893) = .08, p = .01 were all
significant contributors to the sexual cognition of women as sex objects. Unstandardized regression
coefficients for women as sex objects and the predictor of music video genre can be found in Table 9.
The eighth linear regression was conducted to determine the relationship between the sexual cognition
of men as sex driven individuals, and the variables of music video genre. The sexual cognition of men as
sex driven individuals was significant, F (8, 893) = 6.26, p = .00, R² = .05., sexual content in dance music
videos, t (8, 893) = .16, p = .00, sexual content in hip hop music videos, t (8, 893) = .10, p = .00, sexual
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content in music videos, t (8, 893) = .08, p = .01, and the sexual content in R&B music videos, t (8, 893)
= .11, p = .00 all significantly contributed to the sexual cognition of men as sex driven individuals.
Unstandardized regression coefficients for men as sex driven and the predictor of music video genre can
be found in Table 10.
The final linear regression analyzed the sexual cognition of dating as a sport, with the variables of music
video genre. The sexual cognition of dating as a sport was found to be statistically significant, F (8, 893) =
17.15, p = .00, R² = .13. Sexual content in dance music videos, t (8, 893) = .13, p = .00, sexual content in
hip hop music videos, t (8, 893) = .05, p = .05, and the sexual content in country music videos, t (8, 893)
= .06, p = .05 all significantly contributed to the sexual cognition of dating as a sport. Unstandardized
regression coefficients for dating as a sport and the predictor of music video genre can be found in Table
11.

Manova on Ethnicity and Gender
There were no statistically significant differences in agreeableness with sexual cognitions based on
ethnicity, F (36, 3321.99) = 1.38, p = .068; Wilks’ Λ = 0.95, partial η2 = .01. There were no statistically
significant differences in agreeableness with sexual cognitions based on gender, F (9, 886) = 1.39, p
= .190; Wilks’ Λ = .99, partial η2 = .01. Post Hoc analysis revealed that there was a significant difference
between White and Black individuals (p < .000), and between White and Asian individuals (p = .006) in
relation to sexual conservatism. Mean scores were significantly different for the variables of Black and
White (p = .056) in relation to feminine ideals. Finally, there were significantly different mean scores for
White and Black individuals (p = .027) in relation to adversarial sexual beliefs. There were no other
significant differences found. See tables 12 to 19 for descriptive statistics of the manova.
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Discussion
The aim of this study was to analyze the statistical relationship between the sexual imagery displayed in
music videos and the sexual cognitions of viewers. It was hypothesized that there would be a significant
relationship between levels of music video viewing and sexual cognitions. It was also hypothesized that
there would be a significant relationship between sexual cognitions and the sexual imagery found in
music videos, particularly that pertaining to the Heterosexual script (Jhally, 2007). It was thirdly
hypothesized that there would be a significant difference between gender with relation to sexual
cognitions and music video visual content. Due to a lack of research conducted incorporating sexual
cognitions, this study aimed to fill a void and inspire further analysis into this area.

Outcomes of the music
This study used only visual imagery of music videos that were in the top 40 charts. The genres of rock,
country, hip hop, dance, R&B, and pop were all included in this analysis. Visual content recorded in this
study supported previous literature in relation to sexual content, particularly relating to the sexual
objectification of women (Andsager & Roe, 2003; Seidman, 1992; Ward et al., 2011). The genres with
the most significant results in terms of number of statistically significant relationships were R&B,
country, dance, and hip hop music. Rock was the genre found to have the least significance. Therefore,
the second alternative hypothesis (H²) fails to be rejected. The manova displayed that there was no
statistically significant differences between a participant’s gender and agreeableness with sexual
cognitions. Therefore, the null hypothesis (H³) cannot be rejected. The manova also displayed no
statistically significant differences between a participant’s identified ethnicity and agreeableness with
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sexual cognitions. However, post hoc analysis did display significant results between the ethnicities of
White and Black individuals in relation to sexual conservatism, feminine ideals, and adversarial sexual
beliefs, as well as White and Asian individuals in relation to sexual conservatism.

Implications of Results
Overall, ethnicity was not found to have any relationship with an individual’s agreeableness with sexual
cognitions. This may support previously mentioned theories of Cognitive Dissonance (Festinger, 1957)
and Social Learning theory (Bandura, 2001; 2002) as ethnicity did not have any impact on the
relationship between agreeableness with sexual cognitions, and the rate of exposure participants had to
music videos. Gender, however, did not display any significant differences in agreeableness with sexual
cognitions either. This would suggest that the relationship between music video viewing and
agreeableness with sexual cognitions is not dependent on an individual’s gender. This finding is
contradictory to many results found in the research (Toney and Weaver, 1994; Ward et al., 2002). Hip
hop, dance, and country were all significantly correlated with adversarial sexual beliefs, sexual
stereotypes, feminine ideals, men being seen as tough, women being seen as sexual objects, men seen
as driven, and dating seen as a sport. This supported previous findings with these genres (Andsager et
al., 2003). R&B music was also significant across various sexual cognition variables, including adversarial
sexual beliefs, sexual stereotypes, masculine ideals, sexual conservatism, women seen as sex objects,
men as driven, and dating seen as a sport. Pop music only showed significant relationships with sexual
stereotypes and men portrayed as tough, and rock music was only significant for the sexual cognition of
men seen as tough. This relationship could be further analyzed, as the literature has found a strong
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relationship between men as tough as well as rock music videos pertaining a more violent basis than a
sexual one (Hansen et al., 1990; Sherman, B. L., et al., 1986).
One of the factored decided upon in this thesis was a slightly older demographic than usually found in
the literature between viewers of music videos and sexual cognitions. College students were asked to
participate instead so as to possibly address some of the cultures seen on college campuses, for
example, the Rape Culture. 1 in 5 women on college campuses are sexually assaulted (Krebs et al.,
2007), with 90% of these victims never reporting the assault (Fisher, Cullen, & Turner, 2000). This would
seem to suggest that the culture of rape on college campuses places some of the blame onto the
victims, making them feel as if the assault wasn’t rape, as they were in some way at fault, and caused or
even deserved the attack. With music videos being shown to have strong correlations with more
agreeableness with sexual cognitions such as adversarial sexual beliefs, sexual objectification of women,
and men as sex driven, it could be suggested to be compatible with or even lead to risker sexual
behaviors. The findings in this thesis showed significant relationships between these sexual cognitions
and others, with the variables of music genres, and literature should further explore this relationship
and others that may pertain to rape on college campuses in an attempt to discover ways in which to
reduce numbers of assaults.
Previous literature has also explored the sexual objectification theory (Fredrickson & Roberts, 1997),
stating that the sexual objectification of women and the observance of this, can have negative effects on
a woman’s psychological state. Being subjected to the notion that a woman’s worth is based only on
their physical and sexual appeal to other individuals can lead to internalization of this self-worth, and
has been shown to lead to unipolar-depression and eating disorders, among others (Fredrickson &
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Roberts, 1997). With significant results found with the sexual cognition of sexual objectification of
women, it could be suggested that increased exposure to such imagery in music videos may lead to
poorer mental health in women.

Limitations
This thesis contained some limitations. Firstly, though the sample size was large, the variable of ethnicity
may not have been representative of a population as there were considerably more Whites than other
identified ethnicities included in this study (Hispanic: n=88, 9.8%; Black: n=113, 12.5%; White: n=613,
68.0%; Asian: n=57, 6.3%; Other: n=31, 3.4%). Another limitation is that of the imbalance of the genders,
as there were considerably more females (n = 685, 75.9%) than males (n = 217, 24.1%). A more
representative sample may have yielded significant results in the manova. Due to the design of this
study, directionality of the correlation, linear regressions, and manova could also not be determined.
The sample used was that of college aged individuals, therefore not including the age group of
adolescents, which may have led to alternate results. Lastly, it should be noted that sexual imagery can
be a culturally or societally influenced variable, so though attempts were made to have all data be
objective, there may have been some subjective influences when quantifying rates of sexual imagery in
music videos. However, this may not have necessarily altered statistical results in any way. Future
research may include separate questionnaires or other measures in order to attempt to control societal
or cultural influences.
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Future Research
Though this research filled a small gap in the literature examining the relationship between music video
visual content and sexual cognitions, there are still many variations to be analyzed within this
relationship, particularly concerning directionality. Future studies should attempt to incorporate
culturally and racially rich participants, as well as variables controlling for societal and cultural norms,
which may be influencing attitudes and cognitions also. Further research on rock music and its
relationship with the sexual cognition of men being seen as tough may be further researched with
cognitions relating to violence also, both towards men and women, as well as other related variables.
With such significant results in relation to sexual stereotypes and women seen as sexual objects, among
others, future research should further analyze relationships between these sexual cognitions, and the
possible psychological effects these may have on women, relating to the sexual objectification theory
(Fredrickson & Roberts, 1997).
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Appendix A: IRB Outcome Letter
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Appendix B: Sexual Cognitions Questionnaire
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1.

Casual sex is okay.

2.

You don’t need a relationship to have a good time; all you need are two people who are

attracted to each other.
3.

Sexual activity is desirable as early in a relationship as possible.

4.

It’s okay to have sex with several different people, because then you start getting good at

it.
5.

Dating is basically a game, a battle of the sexes, where both males and females try to gain

the upper hand and manipulate each other.
6.

A good way to reward or punish someone is by giving or withholding sex.

7.

A man will be most successful in meeting or picking up women if he has a “rap” or uses

flattery, sexy, or cute pick-up lines.
8.

Men more often think of sex and therefore they cannot be faithful to their girlfriends.

9.

Men are mostly interested in women as potential sex partners and don’t want to be “just

friends” with a woman.
10.

It’s difficult for men to resist sexual urges and to remain monogamous.

11.

It is natural for a man to want to admire or ogle women and to comment on their bodies,

even if he has a girlfriend.
12.

Something is wrong with a guy who turns down a chance to have sex.
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13.

Men who are “good with the ladies” and who can get any woman into bed are cool.

14.

Men are always ready and willing for sex; they think about it all the time.

15.

It is only natural for a man to make sexual advances to a woman he finds attractive.

16.

Women should really take care of their appearance; men don’t want an ugly woman as a

girlfriend.
17.

A woman has to look sexy in order to be attractive to men.

18.

It is cool for a guy to have a sexy girlfriend.

19.

Women are sexual objects whose value is based on their physical appearance.

20.

An attractive woman should expect sexual advances and should learn how to handle

them.
21.

Women should be more concerned about their appearance than men.

22.

Using her body and looks is the best way for a woman to attract a man.

23.

Women should spend a lot of time trying to be pretty; no one wants to date a woman who

has “let herself go.”
24.

There’s nothing wrong with men whistling at shapely women.

25.

It bothers me when a man is interested in a woman only if she is pretty.

26.

There is nothing wrong with men being primarily interested in a woman’s body.

27.

Being with an attractive woman gives a man prestige.
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28.

Handsome boys can get any girl.

29.

It is cool for a girl to have a real hunk as a boyfriend.

30.

Girls prefer a tough guy as a boyfriend.

31.

As a boy you better be a macho than a nerd.

32.

It is okay to have sex with someone you are very much attracted to but don’t know very

well.
33.

Sex belongs only in married relationships.

34.

It is important for a man to be athletic or in good shape

35.

It is important for a man to be intelligent

36.

It is important for a man to be cool or stylist

37.

It is important for a man to be daring or to be a risk taker

38.

It is important for a man to be physically attractive or ‘fine’

39.

It is important for a man to be nice or polite

40.

It is important for a man to be funny or to have a good sense of humour

41.

It is important for a man to have money or nice things

42.

It is important for a woman to be athletic or in good shape

43.

It is important for a woman to be intelligent
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44.

It is important for a woman to be cool or stylist

45.

It is important for a woman to be daring or to be a risk taker

46.

It is important for a woman to be physically attractive or ‘fine’

47.

It is important for a woman to be nice or polite

48.

It is important for a woman to be funny or to have a good sense of humour

49.

It is important for a woman to have money or nice things

50.

Most women are sly and deceptive when they are out to attract a man, often hiding their

flaws, and play it sweet.
51.

Women are most attracted by a muscular body and a handsome face.

52.

Being with an attractive woman gives a man prestige (e.g., a trophy date).

53.

What women find most attractive about a man is his money, job, or car.

54.

There is nothing wrong with men whistling at shapely women.

55.

Using her body and looks is the best way for a woman to attract a man.

56.

Something is wrong with a guy who turns down a chance to score with a woman.

57.

Men want sex; women want relationships.

58.

Women should not be afraid to wear clothes that show off their figure; after all, if you’ve

got it, flaunt it.
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59.

It is okay for a woman to pursue a man who is already taken. After all, all is fair in love

and war.
60.

Women should do whatever they need (e.g., use make-up, buy attractive clothes, work

out) to look good enough to attract a man.
61.

A man should fight when the woman he's with is insulted by another man.

62.

It is acceptable for the woman to pay for the date.

63.

A woman should be a virgin when she marries.

64.

There is something wrong with a woman who doesn't want to marry and raise a family.

65.

A wife should never contradict her husband in public.

66.

It is better for a woman to use her feminine charm to get what she wants rather than ask

for it outright.
67.

It is acceptable for a woman to have a career, but marriage and family should come first.

68.

It looks worse for a woman to be drunk than for a man to be drunk.

69.

There is nothing wrong with a woman going to a bar alone.

70.

A woman will only respect a man who will lay down the law to her.

71.

Many women are so demanding sexually that a man just can't satisfy them.

72.

A man's got to show the woman who’s boss right from the start or he'll end up

henpecked.
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73.

Women are usually sweet until they've caught a man, but then they let their true self

show.
74.

A lot of men talk big, but when it comes down to it, they can't perform well sexually.

75.

In a dating relationship a woman is largely out to take advantage of a man.

76.

Men are out for only one thing.

77.

Most women are sly and manipulating when they are out to attract a man.

78.

A lot of women seem to get pleasure in putting men down.

79.

A woman who initiates a sexual encounter will probably have sex with anybody.

80.

A woman shouldn't give in sexually to a man too easily or he'll think she's loose.

81.

Men have a biologically stronger sex drive than women.

82.

A nice woman will be offended or embarrassed by dirty jokes.

83.

Masturbation is a normal sexual activity.

84.

People should not have oral sex.

85.

I would have no respect for a woman who engages in sexual relationships without any

emotional involvement.
86.

Having sex during the menstrual period is unpleasant.

87.

The primary goal of sexual intercourse should be to have children.

88.

Women have the same needs for a sexual outlet as men.
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Appendix C: Music Artists
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1. Katy Perry
2. Robin Thicke
3. Lorde
4. Jay-Z
5. Justin Timberlake
6. Lana Del Rey
7. Drake
8. Eminem
9. Capital Cities
10. Awolnation
11. Miley Cyrus
12. Image Dragons
13. Maroon 5
14. Daft Punk
15. Kendrick Lamar
16. Zedd
17. Ariana Grande
18. Sage the Gemini
19. Bruno Mars
20. Miley Cyrus
21. Anna Kendrick
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22. Big Sean
23. Lil Wayne
24. Jhene Aiko
25. Ylvis
26. Hunter Hayes
27. Tyler Farr
28. Luke Bryan
29. Sara Bareilles
30. Carrie Underwood
31. Paramore
32. Jake Owen
33. J. Cole
34. TLC
35. Blake Shelton
36. Macklemore
37. Ryan Lewis
38. Ray Dalton
39. Phillip Phillips
40. Chris Brown
41. Nicki Minaj
42. Jason Aldean
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43. Ke$ha
44. Will.i.am
45. One Republic
46. T.I.
47. Pharrell
48. Lorde
49. One Direction
50. Calvin Harris
51. Lady Gaga
52. Avicii
53. Ciara
54. August Alsina
55. Sean Kingston
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Appendix D: Tables

40

Table 1. Correlations

1

2

3

4

5

6

1 Rock videos

-

.12**

.37**

.25**

.59**

.41**

2 Dance videos

.12**

-

.46**

.53**

.19**

.31**

3 Hip Hop videos

.37**

.46**

-

.54**

.52**

.43**

4 Country videos

.25**

.53**

.54**

-

.42**

.47**

5 Pop videos

.59**

.19**

.52**

.42**

-

.70**

6 R&B videos

.41**

.31**

.43**

.47**

.70**

-

7 Dating as a sport

.05

.13**

.05

.06

.02

.03

8 Men as sex driven

.05

.16**

.10**

.08*

.04

.11**

9 Women as sex objects

.02

.17**

.08*

.09**

.01

.08*

10 Men as tough

.05

.13**

.09**

.10**

.11**

.11**

11 Sexual conservatism

.05

.01

-.01

.00

.05

.09**

12 Masculine ideals

-.00

.02

.04

.04

.03

.09**

13 Feminine ideals

.00

.04

.04

.04

.04

.11**

14 Sexual stereotypes

.02

.16**

.10**

.12**

.06

.13**

15 Adversarial sexual
beliefs

.02

.10**

.05

.06

.02

.08*

*p < .05 **p < .01
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Table 2. Correlations

7

8

9

10

11

12

13

14

15

1 Rock videos

.05

.05

.02

.05

.05

-.00

.00

.02

.02

2 Dance videos

.13**

.16**

.17**

.13**

.01

.02

.04

.16**

.10**

3 Hip Hop videos

.05

.10**

.08*

.09**

-.01

.04

.04

.10**

.05

4 Country videos

.06

.08*

.09**

.10**

.00

.04

.04

.12**

.06

5 Pop videos

.02

.04

.01

.11**

.05

.03

.04

.06

.02

6 R&B videos

.03

.11**

.08*

.11**

.09**

.09**

.11**

.13**

.08*

7 Dating as a sport

-

.43**

.44**

.29**

-.25**

.18**

.16**

.46**

.38**

8 Men as sex driven

.45**

-

.62**

.49**

.25**

.38**

.34*

.63**

.56**

9 Women as sex objects

.44**

.62**

-

.63**

.23**

.46**

.44**

.78**

.62**

10 Men as tough

.29**

.49**

.63**

-

.26**

.47**

.42**

.65**

.51**

11 Sexual conservatism

-.25**

.25**

.23**

.26**

-

.32**

.30**

.29**

.39**

12 Masculine ideals

.18**

.38**

.46**

.47**

.32**

-

.87**

.51**

.35**

13 Feminine ideals

.16**

.34**

.44**

.42**

.26**

.87**

-

.50**

.33**

14 Sexual stereotypes

.46**

.63**

.78**

.65**

.29**

.51**

.50**

-

.71**

15 Adversarial sexual
beliefs

.38**

.56**

.62**

.51**

.39**

.35**

.33**

.71**

-

*p < .05 **p < .01
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Table 3. Regression Coefficients for Adversarial Sexual Beliefs

Adversarial
sexual beliefs
Sig. (1-tailed)

Beta

Sexual Imagery in Rock videos

.02

-.03

Sexual Imagery in Dance videos

.10**

.05

Sexual Imagery in Hip hop videos

.05*

.03

Sexual Imagery in Country videos

.06*

.00

Sexual Imagery in Pop videos

.02

-.03

Sexual Imagery in R&B videos

.08**

.11

R²

.06

F

7.19

*p< .05 **P< .01
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Table 4. Regression Coefficients for Sexual Stereotypes

Sexual
Stereotypes
Sig. (1-tailed)

Beta

Sexual Imagery in Rock videos

.02

-.06

Sexual Imagery in Dance videos

.16**

.10

Sexual Imagery in Hip hop videos

.10**

.02

Sexual Imagery in Country videos

.12**

.03

Sexual Imagery in Pop videos

.06*

-.01

Sexual Imagery in R&B videos

.13**

.14

R²

.07

F

7.86

*p< .05 **P< .01
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Table 5. Regression Coefficients for Feminine Ideals

Feminine Ideals
Sig. (1-tailed)

Beta

Sexual Imagery in Rock videos

.05

-.03

Sexual Imagery in Dance videos

.13**

.01

Sexual Imagery in Hip hop videos

.05*

.01

Sexual Imagery in Country videos

.06*

-.01

Sexual Imagery in Pop videos

.02

-.03

Sexual Imagery in R&B videos

.03

.14

R²

.13

F

17.15

*p< .05 **P< .01
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Table 6. Regression Coefficients for Masculine Ideals

Masculine ideals
Sig. (1-tailed)

Beta

Sexual Imagery in Rock videos

-.00

-.04

Sexual Imagery in Dance videos

.02

-.03

Sexual Imagery in Hip hop videos

.04

.04

Sexual Imagery in Country videos

.04

.00

Sexual Imagery in Pop videos

.03

-.05

Sexual Imagery in R&B videos

.09**

.14

R²

.01

F

1.46

*p< .05 **P< .01
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Table 7. Regression Coefficients for Sexual Conservativism

Sexual
Conservativism
Sig. (1-tailed)

Beta

Sexual Imagery in Rock videos

.05

.05

Sexual Imagery in Dance videos

.01

.01

Sexual Imagery in Hip hop videos

-.01

-.05

Sexual Imagery in Country videos

.00

-.03

Sexual Imagery in Pop videos

.05

-.03

Sexual Imagery in R&B videos

.09**

.12

R²

.02

F

1.91

*p< .05 **P< .01
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Table 8. Regression Coefficients for Men as Tough

Men as tough
Sig. (1-tailed)

Beta

Sexual Imagery in Rock videos

.05*

-.04

Sexual Imagery in Dance videos

.13**

.09

Sexual Imagery in Hip hop videos

.09**

-.01

Sexual Imagery in Country videos

.10**

.02

Sexual Imagery in Pop videos

.11**

.09

Sexual Imagery in R&B videos

.11**

.04

R²

.04

F

4.99

*p< .05 **P< .01
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Table 9. Regression Coefficients for Women as Sex Objects

Women as sex
objects
Sig. (1-tailed)

Beta

Sexual Imagery in Rock videos

.02

-.02

Sexual Imagery in Dance videos

.17**

.12

Sexual Imagery in Hip hop videos

.08**

.05

Sexual Imagery in Country videos

.09**

.01

Sexual Imagery in Pop videos

.01

-.08

Sexual Imagery in R&B videos

.08**

.10

R²

.10

F

12.37

*p< .05 **P< .01
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Table 10. Regression Coefficients for Men as Sex Driven

Men as sex
driven
Sig. (1-tailed)

Beta

Sexual Imagery in Rock videos

.05

.02

Sexual Imagery in Dance videos

.16**

.10

Sexual Imagery in Hip hop videos

.10**

.06

Sexual Imagery in Country videos

.08**

-.02

Sexual Imagery in Pop videos

.04

-.09

Sexual Imagery in R&B videos

.11**

.13

R²

.05

F

6.26

*p< .05 **P< .01
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Table 11. Regression Coefficients for Dating as a Sport

Dating as a sport
Sig. (1-tailed)

Beta

Sexual Imagery in Rock videos

.05

-.00

Sexual Imagery in Dance videos

.13**

.09

Sexual Imagery in Hip hop videos

.05*

.02

Sexual Imagery in Country videos

.06*

.02

Sexual Imagery in Pop videos

.02

.03

Sexual Imagery in R&B videos

.03

.00

R²

.13

F

17.15

*p< .05 **P< .01
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Table 12. Manova Descriptive Statistics for Dating as a sport

Hispanic

Male
Female

Black

White

Asian

Other

Mean

Std.
Deviation

Mean

Std.
Mean
Deviation

Std.
Mean
Deviation

Std.
Mean
Deviation

17.92

5.99

18.70

5.42

18.83

5.65

22.50

6.36

18.39

6.64

18.65

6.18

18.64

6.54

-

-

Std.
Deviation

17.10

5.43

Table 13. Manova Descriptive Statistics for Men as Sex Driven

Hispanic

Male
Female

Black

White

Asian

Other

Mean

Std.
Deviation

Mean

Std.
Mean
Deviation

Std.
Mean
Deviation

Std.
Mean
Deviation

22.27

6.84

22.10

8.24

21.95

6.40

28.00

7.07

23.23

6.84

22.00

6.55

22.93

6.91

-

-

Std.
Deviation

21.52

6.12

Table 14. Manova Descriptive Statistics for Women as Sex Objects

Hispanic

Male
Female

Black

White

Asian

Other

Mean

Std.
Mean
Deviation

Std.
Deviation

Mean

Std.
Deviation

Mean

Std.
Deviation

31.36

9.63

33.20

9.55

32.07

9.31

29.50

3.54

34.76

9.63

32.86

9.95

33.56

9.02

-

-
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Mean

Std.
Deviation

31.84

8.43

Table 15. Manova Descriptive Statistics for Men as Tough

Hispanic

Male
Female

Black

White

Asian

Other

Mean

Std.
Mean
Deviation

Std.
Deviation

Mean

Std.
Deviation

Mean

Std.
Deviation

11.30

4.11

12.80

4.39

11.62

3.94

13.00

5.66

12.29

3.76

12.13

3.96

12.36

3.27

-

-

Mean

Std.
Deviation

11.87

3.88

Table 16. Manova Descriptive Statistics for Sexual Conservatism

Hispanic

Male
Female

Black

White

Asian

Other

Mean

Std.
Mean
Deviation

Std.
Deviation

Mean

Std.
Deviation

Mean

Std.
Deviation

41.40

7.33

42.10

7.53

40.17

7.30

50.50

4.95

43.10

7.73

39.47

6.81

42.70

8.08

-

-

Mean

Std.
Deviation

40.23

6.82

Table 17. Manova Descriptive Statistics for Masculine Ideals

Hispanic

Male
Female

Black

White

Asian

Other

Mean

Std.
Mean
Deviation

Std.
Deviation

Mean

Std.
Deviation

Mean

Std.
Deviation

33.31

5.59

36.70

5.93

33.62

5.84

40.00

2.83

34.60

5.88

33.29

5.69

34.27

6.50

-

-

Mean

Std.
Deviation

33.35

5.45

Table 18. Manova Descriptive Statistics for Feminine Ideals

Hispanic

Male
Female

Black

White

Asian

Other

Mean

Std.
Mean
Deviation

Std.
Deviation

Mean

Std.
Deviation

Mean

Std.
Deviation

33.86

5.86

34.90

4.51

33.51

5.89

39.00

2.83

34.89

5.73

33.22

5.89

33.87

6.34

-

-

53

Mean

Std.
Deviation

33.32

5.54

Table 19. Manova Descriptive Statistics for Adversarial Sexual Beliefs

Hispanic

Male
Female

Black

White

Asian

Other

Mean

Std.
Mean
Deviation

Std.
Deviation

Mean

Std.
Deviation

Mean

Std.
Deviation

22.73

7.10

27.90

10.20

22.28

7.62

25.50

.71

24.50

7.73

22.58

7.63

24.75

6.92

-

-

54

Mean

Std.
Deviation

23.65

7.57
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