Stockholm School of Economics

Department of Marketing and Strategy

MSc Thesis in Marketing & Media Management
Fall 2016

LISTEN TO ME

A study to reveal
mechanisms behind structural
gender discrimination

ABSTRACT Previous research has revealed that women are perceived as less competent in
comparison to men in the public world. One reason for this is that women are frequently
portrayed in traditional stereotypes by the media, which leads to structural gender
discrimination, hurting both individuals and society at large. This study applied an experimental
approach, building on the Saying-Is-Believing paradigm, in order to investigate structural
discriminatory behaviour against women in Sweden when communicating about a public world
topic. The aim was to identify the mechanisms behind sexism and how it potentially could be
counteracted by the use of priming. The result, based on studies of 179 seniors and conducted
with the Ambivalent Sexism Inventory, demonstrated that sexism exists on a general level.
However, this identified behaviour was only observable in interpersonal communication after the
subjects were first primed with images of non-stereotypical women. The images triggered a
backlash effect amongst the men while the women expressed an ingroup favouritism; stressing
the media’s important role in endorsing a gender equal society.

KEY WORDS Interpersonal Communication, Mass Communication, Saying-Is-Believing
Paradigm, Structural Sexism, Stereotypes

AUTHORS SUPERVISOR EXAMINER

Frida Persson Per Henrik Hedberg Micael Dahlén
Anna Séderlind



Persson & Soderlind 2016

We would like to give our sincerest thanks to:

our supervisor Per Henrik Hedberg for your great support,
SPF Seniorerna and Lénns Buss for your generosity in letting us perform the experiment in
cooperation with you,
Per-Olov Edlund for your invaluable support regarding our statistical analysis,
and last, but not least, all the participants in the experiment.



Persson & Soderlind 2016

TABLE OF CONTENT
1. INTRODUGTION tietiiicreericsnterissntesssssneessssntesssssntessssssnsesssssnsesssssnsesssssssessssssnsesssssnsasssssas 6
1.7 GENDER EQUALITY 1ettitititeeitteecteesteeeteeeteeeteesteesaveesteestbeetaessbeebaesaseesaesasesbeesaseeseessseeseesssesseens 6
1.2 THE MEDIA IS REINFORCING STEREOTYPES AND GENDER ROLES......cctiiiieiiecireectee e etve e 7
1.3 SEXISM’S EFFECT ON INTERPERSONAL COMMUNICATION ...cccuviiiieiereereeereesteesreesreesaveesveessveeveens 8
T 4 RESEARCH GIAP ..ttt ettt ettt ettt et e et e et tee e veesteestbeebeeeabeebaesabeenbaesabeeabeesaseebaesasesbeesasesnseens 8
T D PURPOSE. ...ttt ettt ettt e ettt e et e e bt e et e e s taesabeesbeestbeebeeeabe e baessbeenbaesabeebeesaseenbaesasesbeesaresnsenns 9
1.0 DELIMITATIONS ..uttiitveeteeitreesteeeteeeteestteesteesteeeibeesteeesseesseessseesssesasesaseesaseesseesssesasessssessesssseessesssees 10
1.7 EXPECTED KNOWLEDGE CONTRIBUTION ....utiiiteeitieeteeiteeeveesteesveesseesaveesseesaseessesssseessessssesnsesssees 10
1.8 DISPOSITION ...veetieitreeiteeireeetee ettt eeteestteesteesteeetbeestaeesbeestaesabeeabsesaseebeesaseebaesaseebeessseensesssseensenses 11
2. THEORETICAL FRAMEWORK ..coiiiiritrcerenrceresrcsnneessesnnessesnnessssssnessssssnnessessanessessnne 12
2.1 MEDIA AND MARKETING COMMUNICATION .....vteitieeireeitreeiveesteeeireestseeseessseesseesssessseesssesssessssessseens 12
2.2. SOCIAL GROUPS AND STEREOTYPES.....tccttitetieeestieieseeestessaesseessesssessesssesseessessssssesssessesssesssens 13
2.2 1 GENTES STBIEOI/IDOS  uetuvreereesteeeiseeiieesssseseessssesessissestessssessssssssesssessssesssessssssssessssssssessssssees 14
2.3 STRUCTURAL SEXISM AND HOW TO MEASURE IT ..eetteieeeieieeeeseeesesseeseeesesseesessaesseessesseessesseenes 15
2.4 DISCRIMINATION IN INTERPERSONAL COMMUNICATION ....veeitieeveesteeereesireesreesiseereessseesveessnesaneens 17
2.5 THE COMMUNICATION GAME ....ccvieeiieeteecreeiteeetteeeteestveeiveestaeesbeessseeseesssesseesssesaseesssesssessssesseens 18
2.6 PRIMING: A WAY TO COUNTERACT STRUCTURAL DISCRIMINATION ....veeiuveeveestreeireesteeereessneeneens 20
2.7 SUMMARY OF HYPOTHESES ... .tiiitteiteeiteesteeiteestteeteesteeeveestaeesbeessseesseesssesaseesssesseesssesssessssesseens 21
3. METHODOLOGY ettiiierireiicnereniesnnnesiiessnsessesseressesssessssssssssssssasessessasesssssssassssssssssssssasesssssans 22
BT INITIAL WORK ...c.teectee et e ctee ettt e e steesveebeestbeeebeestaeeabeessaeeabeesteseabeebaesabeebaesssesbeesaseebeestsesareens 22
3.2 SCIENTIFIC APPROACH AND DATA GATHERING ....ecovieveeetieeteesteeereesteesireesteesareesseessseesseessnesnseens 22
3.3 RESEARCH DESIGN...uvtiitieiteeiteeereeiteesreesteestreesteestseesseesssesseessesasseessesssseessessssesssessssesssessssesssenns 22
3.4 EXPERIMENTAL DESIGN....eiitteiteeiiieeiteeireeiteestteesteestveeiveestsesbeestesssseessessaseesseesssesseesssesssessssesssenns 23
.4, T EXOBIIMENTE] (GIOUDS ceuvveeuvseeteesereiieesve et esteeeseesaeesseestseeissessssssssessasssssessssssssessssssssssssessseens 23
5.4.2 EXDEIIMENT SUDJECES vetveeutreeteeeieesieests et este et ettteeessestseessestaestssestasssssessssssssesssessssssssessseens 24
3.5 PRE-STUDIES.....uteitieiteeitee ettt eeteesteesteesveesbeestbeesbeestaeebeestseesbeesbassabeebeesabeebeesssesbeesssesbeestsesareens 25
O T (S (16 | S 25
O S o 2N LU0 25
3.6 EXPERIMENT PROCEDURE.......cctttitteiteeitteenteestteesteestseesteesssesseessesssseessesssseesssssssesssesssesssesssessseens 26
3.6, 1 Information 10 The PartiCIDANTS wuueeuieeeereeeeeeecieeecteeesteessteessteassttsessteeestssessssessssssassrsssessees 27
3.6.2 Preparation of EXDEAMENIE! MAIEIEL ......ccueeecieeecieeecieeesieeecieeeciee e st e e steassteessasasssaaearees 27
3.6.3 INtroQUCHON 10 e EXDEIMENT cuveieeeee et eeceeeecteesctteessteaseteasstsessteesarssesssseasaresasarssaearens 27
3.6.4 EXOEIMENT FAIT [ FIIMING vt eteestieesieesitteeieesite sttt sttt s e ste e st esteasate s teessts s e esseesseesseesas 28
3.6.5 Experiment Fart Il: The CommuUNICAION GEIMB...iueeieecieeisesieesirresseseisseseesssseseessssssssesisnens 29
3.6.6 Experiment Fart ll: Control Check and DEmOGIEDNICS e ecieeireceeeiereceeeieeesieesiveeseesineans 30
3.6.6.1 Block 1: Manipulation check of EXperiment Part 2 ..........ccceeeieeenieeenieseseesieieesseeses e sesessens 30
3.8.6.2 BIOCK 2: SEXISM....uiivieteiiuietieteiteetet et eteete et et et eteete et et eseeteete b esseseebeesesesseseesessensesseseetesbessensereetessensereeseereane 31
3.6.6.3 BIOCK 3: DEMOGIAPNICS ...vvtuiuireriiiiieieieitittririsisieie ittt sttt ettt bbbttt be bbbttt bbb bene 31
G.6. 7 DEDIIEIING eveeriieereeeiteeieesttesieesitt et e st st e st e st e st e s sts s sbeestsssbeesatssbeassessseassssssessssessessseenns 31
3.7 DATA ANALYSIS .ot eiteeitee ettt eetee ettt e bt e s veeebeestbeesbeestseebeessseesbeestasaabeetaesaseeabeessseebeesssesbeestsesarenns 31
3.8 DATA QUALITY 1treeteete ettt ettt et ettt ettt eeaeeteeeteeteeebeeaveeaeebeeasesbeeasesteenbeetsesbeensesteenseeteeteensenns 32



Persson & Soderlind 2016

B8, T FROMADITY cavvveeeereeeeee ettt s et e ettt e et e ettt e et e e ettt e st e e s estaesrteaabeseeartaeeateseearteeearteanrtaeearees 32
O I Y o 1Y S 32

RS T2 I 1) (=4 o= V7= o 1 YOS 33

3.8.2.2 EXIEINAI VAIAIY......cvvecveeeeeeseceeeeessees e sss s sses s sses s esss s s st ssesssss s sses s sassssesssns s saensan 33

3.8.2.3 Measurement and ECOIOGICal ValiALY ....c..ccevreririeieinineeeeeneseeees et 34

Bl ETHICS ettt ettt ettt ettt et e e e et e e s tb e e be e s tbeeabeeetbeebeeebeeeabe e baeeabe e beeeabe e beeatbeebeestreeabeens 34
4. RESULTS creticccteeircitenicseressessnnessssssnsessessnnessessnsessssssneessessnnessessanesssssnnesssssssnessessasassesane 36
4.1 MANIPULATION CHECKS ...vteuteteeiesieeteeieesteeteseeessesseessesssesseessesssessesssessesnsesssessesssesseensesseessesssenns 36
S {1 PP 37
4.2.7 How Gender and Age ATeCt The LLeVE] OF SEXISIT cuviueeeivreeireeesieesssieesiveseseesesesessenssesseens 37

4.3 THE SAYING-IS-BELIEVING EFFECT ..ttiititetieciie et etee et ete et ste e ebe e te e veesteesaveebaesaveebeesanaeareens 39
4.3.7 Valdating the Saying-15-BelEVING FIECT .. eeesiecceseeeeceste st steses e seeseseeses e sreeas 39
4.3.2 The Effects of Gender and FPrmiNG O S eeieeecesieseeeesiesissieesiesseseessesessssesssssneens 40
4.3.3 The Effects of Sexism and FrmiNG ON SIB cuveeecieceiieeiesieseeessiestssstesiessteseessessessesssessenns 43
4.3.4 Extended Regression Models with Multiple INnteraction EECES....wervirveeeeniieevesieseieesieans 44

4.4 SUMMARY OF HYPOTHESES TESTING ....uvtettteiteerteesteeeireesteeeireestesssseesseessseessessssesssesssesssesssssssseens 48
B ANALY SIS ettt str e s s snr e s s snn e s ssssan e e s s snn e s s s nn e s s s s nne s s s e sanne s s nnnansesnnne 49
5.1 SEXISM IS HIGHLY PREVALENT IN SOCIETY .uveetieierteeieseeenteeseesseessesssessessesseessesssessesssessesssesssens 49
5.2 SEXISM IS NOT AUTOMATICALLY TRANSFERRED TO THE SIB ....viiitiiiiieiiecteectee ettt 51
5.3 THE EFFECT OF PRIMING IS AMBIGUOUS......cctteitieereeiteeeteesteeeiteesteeeveestvesereesssesbeesssesseesssesnseens 53
B. DISCUSSION ciicieiiicerenicseresiessnresssesnsessessnnessessssessssssssessessanessessanesssssssasssssssnessessasassessans 55
B.1 CONCLUSION ...uttettetteutesttesteestesteestesstesseesesseessesssesseessesssessesssssseessesssessesssesseensesssesseensesseensensenns 55
6.2 CRITICAL REFLECTION ...vtiitteitteeiteesteesteesreesteestseessesssaeeseessasesessssessessssessessssesssessssesssessssessseens 56
O I S I ]l @ I 56
6.2.2 MEINOUT HMIBHIONS teuvtereeteeeeeeeeeeeeste e esteaesta e e ste e e ste e s s rte e et aeastaessstassasssassssseeassssssssnessssees 56

O Il 0] 1211 ) ST 57

6.3 GENERAL DISCUSSION AND CONTRIBUTION...cc.tteutertretesereteeseesseessesssesseesesseessesssessesssesseessesseenns 58
6.4 PRACTICAL IMPLICATIONS ...eeittietteeteeeteeetteesteestteesteesteeeseestaeeseesssesseesssesseesssesseesssesnsessssesseens 60
6.5 SUGGESTIONS FOR FURTHER RESEARCH .....veectiiietieieseteieeeesieestesseeseeessesseensessaesseensesseensesssenns 61
7. REFERENGES ...t cerercceretnsnressssnresscsnresssssaneessssannesssssnnessssssnsessessnsesssssnnessssssanassessane 63
7.1 BOOKS ettt ettt s e et e st e e be e s tbe e be e e taeebeeetaeebeeebbeeabeeabbeebeeetbeebeeetbeebeentaeeareans 63
7.2 JOURNALS AND PUBLICATIONS ....uteittieteesiteeiteestreereesteeeveestaeesseesssesseesssessseesssesseesssesssessssesseens 63
7.3 ELECTRONIC SOURGCES.....ceitteutesttetiestesteetesieessessesseessesssessesssssseessesssessesssessesssesssessesssesseessesssens 67
7.4, EXPERIMENTAL MATERIAL ....ccuvtiitieiteeeteeseeesteestteeteestaeeseestasessessssessseesssessessssesssessssesssessssessseens 68

7 AT IMNAGE RETEIENCES cuveesiiteieesiit ettt ettt ettt stt st ete st e s eteesaeesate e ses s teesstesbeesseesseenseesas 68
APPENDIX cceieieiettttnntceertesssisesnnse e s ss s s ssnsses s s s ssssssssnssassssssssssssnnssesssssssssssnnnsassssssssssne 71
APPENDIX A - EXPERIMENTAL SCRIPT ..vieiuiiiieeitie et esteeeteesteesreesteesareesteesaseesbeesaseessessaseessesssssssessses 71
SCIIOE I SWEBTISIT tevettettee et eete ettt eette et esttesta ettt e s tteeete et tteeessestaeebaesteesasseasasesssesssassseseessseeseessseans 71

R Ol = e ) SRS 73
APPENDIX B - EXPERIMENTAL MATERIAL, EXPERIMENT PART T ..ttt 76
EXDENMENT MATEIIAL 1N SYWEBOISIT cuvvettieeiseeeeetteeteete et tte ettt esteetaestaestssestaaetssessaesassesseesssessseessseans 76
EXperiment mMaterial IN ENQNS.uee i e eeeesiteesie et sttt ettt s ettt sitaesteasstsesteesstssbeesssesseesseanas 90



Persson & Soderlind 2016

APPENDIX C - EXPERIMENTAL MATERIAL, EXPERIMENT PART 2....citieieiierieeiesieeieeeesieeeeseeeee e 104
EXRENMENT MATEITA] 1N SWEBQISI cuvveetieeeieeeeseeteeeeeeeeeeee ettt te st esttessta e st e essestasessestaseassessesessseases 104
EXpErmEnt MATEral IN ENGNS . ueeeveeueeeeeesiee ettt ettt sttt s ittt sts et e s te et e sateenseesaseenses 109

APPENDIX D - EXPERIMENTAL MATERIAL, EXPERIMENT PART 3. .eiiiieiiiierieeieseeie et 114
EXDENMENT MATEITA] 1N SWEBQISI cuvveetieeeteeeeseeteeete et etee ettt te st esttessta e st e essestasessestasessesseseasseses 114
EXpEnmEnt MATENAl IN ENGNS . ueeeuveeueeeeueesiee ettt ettt sttt sttt s sttt este st e s te et e sateetessaseenses 122

APPENDIX E - CODING TEMPLATE ....eettietesteetesteetesseestesseseeessesssessesssesssessesssessesssesssessesssessesssesseenns 130
COAING TEIMPIALE I SWETISH cvvetesreeeieeieeteessstesesstesteestestestesstestesstesseessestessesssssseessesntessesssesnees 130
(@0l glel=lgae I g e ) S 131

LIST OF TABLES

Table 1. SUMMAry Of HYPOINESES ...uuuiiiiiiiiiiiiiiiiiiiiiiiii ettt aaeeeeees 21
Table 2. Overview of EXPENMENTAl GIrOUDS ..vvvvvvrvririiiiiiiiiiiiiiiiiiiiiiieveeeieeseeeeeeeeaeaaeaaeaaaeeeaeeeeaees 24
Table 3. Level of sexism among mMen and WOMEN ........u.ii i 37
Table 4. Baseling for the SIB ffECT .....uuuiiiiiiiiiiiiiiiiiiiiiii e 40
Table 5. SIB-effect for Experiment Group 3. Control Group ........ueeeveeeveeviiiiiiiiiiiiiiiiiiiiiieeeeeee 41
Table 6. SIB-effect for Experiment Group 1. Control Group ........eeevveevvvevieiiiiiiiiiiiiiiiiiieieeeeeee 41
Table 7. SIB-effect for Experiment Group 4. EXperiment group ............eevvvvvvvviiiiiiiiiiiiiiiiiennen, 42
Table 8. SIB-effect for Experiment Group 2. EXperiment group ............eevvevvvviiiiiiiiiiiiiiiieieneen, 42
Table 9. SIB-effect for Experiment Groups 2 and 4 with interaction effeCt...........ccccccccevinn. 44
Table 10. SIB-effect: full sample with interaction effects, (left Sid€) .........vvvvvvviiiiiiiiiiiiii, 47
Table 11. SIB-effect: full sample with interaction effects, (right SId€).........cvvvvviviiiiiiiiiiiiiiiiin, 47
Table 12. Summary of Hypotheses TeStNG.......cociiiiiiiii e 48

LIST OF MODELS

Model 1. Overview of EXperiment ProCEAUrE..........coooiiiiiiiiiieieie e 26



Persson & Soderlind 2016

1. INTRODUCTION

This introductory chapter describes the motivations behind the choice of structural gender
discrimination as a research topic and discusses the role of the media in this ongoing behaviour.
Thereafter follows the purpose of the study, the expected knowledge contribution, and delimitations. In

the end, there is a short disposition of the thesis.

1.1 GENDER EQUALITY

Gender equality is a topic that has received a great deal of attention and traction in the Swedish
society in previous years, even though Sweden is one of the leading countries in the world in
terms of gender equality (World Economic Forum, 2015). However, if one looks more
specifically into the business sector in Sweden, one will see that the level of equality is far from
what would be expected and desired. When it comes to women'’s being paid equally, for equal
work, Sweden is ranked 71 in the world. One example of this inequality is that Swedish
women are working for free, every day after 15:57, assuming that a normal working day ends at
17:00 (Sveriges Kvinnolobby, 2016). Additionally, an analysis of people in top managerial
positions reveals that the representative gender is highly homogenous and male-dominated.
However, there is some light at the end of the tunnel: the number of women in these leading
positions is increasing at a record pace where one in five executives, in listed companies’ in

Sweden, is a woman (Allbright, 2016).

The mentioned factors embrace social issues when it comes to gender inequality in the
business world, but it is also important to take into consideration the fact that inequality also
harms the economy on a global level. A report from a management consulting firm
(McKinsey&Company, 2015) revealed that achieving gender equality in the world has a
considerable economic effect, and the report went as far as to suggest that advancing
women’s equality could add $12 trillion to global growth. There are many potential approaches,
tools, and spheres of power, which can speed up the advancement towards a gender equal
society. One of these spheres of power is the media industry, which enters our lives on a daily

basis.
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1.2 THE MEDIA IS REINFORCING STEREOTYPES AND GENDER ROLES

Media has the most important role in society when it comes to disseminating news and
information to its citizens. Adults spend up to ten hours a day interacting with various kinds of
media, and are exposed to approximately 360 advertisements on a daily basis (Media
Dynamics Inc., 2014). This high degree of exposure demonstrates the media’s power and

omnipresence in our lives.

When digging deeper into the media’s content when it comes to what is actually being
published and in what way, will make raise your eyebrows in surprise. Inside this stream of
information and news, women are considerable underrepresented. Even though women
account for half of the global population, they only represent a quarter of the information that
we consume in the media in Sweden (Edstrom & Jacobsson, 2015). Not only are women
underrepresented in the media, but they are also marginalised and portrayed in a less
favourable manner therein. In contrast to men, who are often portrayed as experts and
spokespeople, women are often portrayed as objects for the male gaze, producing media
sexism (Calogero, 2004; Edstrom & Jacobsson, 2015). One consequence, amongst others, is
that the objectifying portraits confirm a well-recognised concept that women'’s looks are more
important than what they are able to perform (Gervais, Vescio & Allen, 2011). Added to this,

women are also, in opposite to men, often portrayed in a family perspective in the media.

The abovementioned discrepancies concerning the various portraits of men and women in the
media are reproduced over and over again. As humans, we are influenced by what we see,
hear, and read, which implies that what the media produces is a part of our beliefs,
perceptions, and view the world (Bandura, 1971). The repeated portraits of women in the
media create beliefs about the social group of women, which leads to negative stereotypes and
prejudices. The consumers of the media begin to take these stereotypes as the truth and

acting in accordance with them (Bisell & Parrott, 2013).

Thus, the fact that women are underrepresented and portrayed in a less favourable manner has
consequences at a higher level than just the implicit facts. Whether media content mirrors
society or not (Eisend, 2010; Holbrook, 1987; Pollay, 1986) their less dynamic stereotypes of
women creates externalities outside its context. The derived implication is that media and

marketing communications shape and reshape our realities, built on false stereotypes, which in
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the long run leads to that the social group of women is perceived as less competent in the
public world (Gervais et al., 2011; Hedberg, 2012).

1.3 SEXISM’S EFFECT ON INTERPERSONAL COMMUNICATION

The consequences with constantly repeating negative stereotypes of women to the masses are
that prejudices are formed at a structural level. Ultimately, these prejudices lead to structural
gender discrimination towards women (Bargh, Chen & Burrows, 1996). Structural
discrimination refers to the norms, routines, and laws in a social system that unintentionally or
intentionally causes discriminating consequences to a social group of individuals
(Nationalencyklopedin, 2016). In this case, the media and society’s behaviour shapes a reality
where women as a social group are seen as objects and not competent in the public sphere;
the world away from home. The fact that the media reinforces these stereotypes, and that

people act on them, creates structural gender discrimination on a subconscious level.

Gender discriminatory behaviour, called sexism, also influences social interactions and
interpersonal communication (Ritson & Elliott, 1999; Glick & Fiske, 1996). When this form of
discrimination occurs, women are impeded from influencing other people’s shared realities
within the public world. According to Hedberg (2012) this implies that half of the population are
excluded from the shaping, and reshaping, of our shared view of the world. Thus, the usual
way of portraying women, in media and marketing communications, affects the view and
perception of women. Being objectified and seen as less competent, in the public world,
reduces women’s opportunities to develop and prosper in a professional career (Hedberg,
2012). With this in mind, the aim of this study is to better understand the mechanisms behind
structural discriminatory behaviour in general, as well as in interpersonal communication, and
further to investigate the media’s potential to counteract the situation by portraying women in a

more dynamic manner.

1.4 RESEARCH GAP

Several studies have been conducted within in the field of structural discrimination against
women. Hedberg (2012) showed that both men and women discriminate against women in
interpersonal communication and one explanation might be that women are perceived as less
competent in the public world. Azadi and Torstensson (2013) built on Hedberg’s (2012) finding

and demonstrated that it is possible to counteract discrimination against women, in
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interpersonal communication, by priming the subjects with non-stereotypical images of women
before the communication was initiated. Further, it is important to keep in mind that Azadi and
Torstensson (2013) drew conclusions that were not completely statistically valid, a gap this

thesis aims to cover.

Previous studies within the domain (c.f. Azadi & Torstensson, 2013; Jonsson & Zhao, 2014;
Lindgren & Westerberg, 2015) were performed on the same narrow sample; high school
students in the inner city of Stockholm. Therefore, the aim of this study is to add to the body of
research by extending the investigated sample to Swedish seniors from the North of Sweden.
Contrary to previous samples, this sample has been exposed to media and marketing
communication for more than half a century and is more acculturated when it comes to gender
stereotypes. Thus, the question is whether it is possible to counteract discrimination towards
women by using priming, even for this older population where their many decades of

acculturation may be a challenge (Hedberg, 2012; Ruble & Ruble, 1982).

In this study, the authors’ point of departure is to investigate the general level of sexism among
the Swedish population, and add to previous research by Glick and Fiske (1996). From there,
the study will investigate how the identified general level of sexism, as an explanatory

mechanism, affects discriminatory behaviour in interpersonal communication.

1.5 PURPOSE

The purpose of this thesis is to find the mechanisms behind structural gender discrimination
against women and, in extension, to find ways to counteract it in order to create a more equal
business environment. In order to achieve this aim, our approach is divided. The study’s first
point of departure is to establish that there is discriminatory behaviour among the population in
Sweden. The second aim is to further investigate Azadi and Torstensson’s (2013) findings by
examining whether seniors do discriminate against women in interpersonal communication. The
communication game, a well-established way of detecting gender discrimination in
interpersonal communication, will be used as a tool to achieve this. The third step will be to
investigate the possibility of using priming of non-stereotypical images of women as a way of

counteracting discriminatory behaviour.

In the end, the overall aim is to show that priming can be used to counteract discriminatory

behaviour and that the media has a responsibility to fulfil in accelerating the movement towards
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an equal society, by portraying women in a more dynamic manner. In the long run, this will

contribute to erasing the perception of incompetence among the female population.

1.6 DELIMITATIONS

Due to the restricted time frame, some delimitation was necessary in order to fulfil the study’s
purpose. Firstly, this study will investigate the media’s impact and role when it comes to
structural gender discrimination. That means that any other factors that may have an
explanatory power will be excluded. Secondly, the thesis will investigate structural gender
discrimination against women and how women are portrayed in the media. Although,
discrimination against men does occur, it will not be examined in this thesis. Thirdly, the
portrayals of women in the media affect women both on an individual and a structural level.
This thesis will not cover the impact on the individual level. Fourthly, discrimination in the public
sphere, as averse to the private sphere, will be studied by using the communication game as
part of the Saying-Is-Believing (SIB) paradigm. This implies that the structural implications on
interpersonal communication will be studied. The decision to use the SIB paradigm to detect
this kind of discrimination, over other methods, was made since one of the study’s objectives is
to compare this thesis finding to previous investigations within the same domain (c.f. Azadi &
Torstensson, 2013; Hedberg, 2012).

1.7 EXPECTED KNOWLEDGE CONTRIBUTION

Firstly, the authors want create an initial understanding of the situation by showing that both
men and women exhibit sexist behaviour that affects the social group of women in a negative
way. This investigation will be made by using the Ambivalent Sexism Inventory (ASI), a well-
proven sexism scale, which has not been conducted over the Swedish population before (Glick
& Fiske, 1996). Secondly, previous research (c.f. Azadi & Torstensson, 2013; Hedberg 2012)
has shown that women are structurally discriminated against in interpersonal communication.
This thesis will contribute to the existing body of research by adding seniors’ behaviour; testing
if previous findings also are valid for seniors and controlling how seniors’ levels of sexism affect
the outcome. Finally, the authors will investigate how the older population responds to priming
with images of non-stereotypical women, in order to counteract the perceived competence

inadequacy among women, built on the negative stereotypes in mass communication.

10
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1.8 DISPOSITION

This thesis is divided into six chapters. The first chapter introduced the reader to the topic and
it’s relevance to further research. In chapter two, the theoretical framework, which forms the
basis for the derived hypotheses of this study, is outlined. The scientific approach and research
method are described in detail in the third chapter. Chapter four presents the results from the
performed study and chapter five contains an analysis of the results, based on the presented
theoretical framework and methodology. The final chapter presents a self-critical discussion on
the conducted study, as well as an examination of the practical implication, and suggestions for

further research.
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2. THEORETICAL FRAMEWORK

This chapter will describe the theories, concepts, and previous research that will constitute this study’s
theoretical framework. It infroduces research on gender sterectypes, objectification, social roles,
structural gender discrimination, the Saying-Is-Believing paradigm, and priming. The authors have

derived hypotheses, based on this framework, in order 1o salisfy the purpose of this thesis.

2.1 MEDIA AND MARKETING COMMUNICATION

Media and marketing communications surround us no matter where we are, and their
omnipresence is increasing with the growing use of multiple screens and social media. This
makes the industry very influential and powerful in society at large, and the term “fourth estate”
indicates that it is one of the most powerful elements outside official institutions. One of the
main objectives of media and marketing communication is to boost brand equity and sales in
order to maximise profit. This profit comes from sales, which are often derived from advertising
and brand-building activities. The communication creates a need to consume by connecting
the product and its message to specific desirable traits, identities, and social values (Fournier,
1998). These qualities are often expressed by the use of stereotypes in order to simplify the

message for the specific target group.

The environment in media and marketing communication- what we see, hear, and read -
influence a consumer’s perceptions, attitudes, and behaviour. These impressions do not only
influence our consumption behaviour, but they also shape our own reality since the content in
media is given social legitimacy (Bandura, 1971; Bussey & Bandura, 1999; Gerbner & Gross,
1976). This implies that attaching communication to different traits, identities, and social values,

has side effects that lie outside the objective of consumption and profit maximising.

In summary, media and marketing communication play an important role in society since they
influence people's everyday lives. In this role, the media has a responsibility to reflect people
and society in an equitable way, even if the main objective is to maximise profit (Bergstrom,
2014; Pollay, 1986). However, it is a common shortcut, in the creation and building of product
images, to use simplified representations of, and information about, individuals and social
groups with the aim of facilitating the interpretation of a marketing message so that the

intended target group understands and processes the message as intended (Belkaoui &
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Belkaoui, 1976). This approach has unintended consequences that affect consumers

psychological and social ecology (Pollay, 1986).

2.2. SOCIAL GROUPS AND STEREOTYPES

As humans, we encounter an enormous amount of information and we have to be selective
about what we pay attention to. The simple explanation is that we are unable to take it all in.
Thus, we select the information we think is the most important in any given situation (Jones,
1982). The implication is that when we meet new people, either in real life or in the media, we
categorise them into different social groups, as segments, based on their behaviour,
appearance, and visible cues and marks (Allport, 1954). This categorisation relies on our
automatic cognitive systems and occurs unconsciously, or subconsciously, in a systematic
manner. It is within this categorisation process that stereotypes are created and maintained,
and which can be explained as simplified representations of a social group or member thereof
(Mastro, Behm-Morawitz & Ortiz, 2007).

Categorising people into different social groups has been a vital part in our survival, over
generations, and we do so in order to interpret and make sense of our world (Allport, 1954).
This subconscious categorisation is based on intuitive judgement that is sometimes called fast
thinking (Kahneman, 2015). However, these judgments and categorisations into stereotypes
are not based on an objective and real world, but rather on one’s own perception of the world
(Lippmann, 1922), which implies that some assumptions in these processes are inaccurate and
overgeneralised. Examples could be that women are not as smart as men or that all black

people are good at sports.

The outcomes of this unconscious behaviour are oversimplified conceptions, misapplied
knowledge evaluations, and in the end incorrect facts that might hurt the people in the specific
social group (Eisend, 2010). Thus, the social world is divided into groups where every person is
a member of some groups and not a member of others. At the same time, every person has
their own view and perception of the world they live in and which social groups they are a part
of. Based on this, people tend to evaluate their subjective ingroup memberships as being more
favourable than the outgroups in order to maintain a positive self-image. However, positive
evaluations of one’s ingroup identities are therefore based on rejections of outgroups (Stephan
& Rosenfield, 1982). People in outgroups are seen as individuals we cannot recognise or have

a hard time to relate to. On the other hand, ingroups are people that we identify us with based
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on the context of the situation. In the long run, this behaviour leads to the “we” and “they”,

where the “we” are seen as superior in comparison to the “they” (Stephan & Rosenfield, 1982).

When people enter situations with certain preconceptions about a social group, or a person
therein, they are more likely to be receptive to information that confirms his or her perceptions
(Lippmann, 1922). This means that when you encounter a marketing communication message
that confirms a stereotype you have about a certain social group, you become more convinced
about your view of that particular social group of people. One group that suffers from negative

stereotypes is the social group of women; implying half of the global population.

2.2.1 GENDER STEREOTYPES

There are two main stereotypes of women that are continuously reinforced in the media. Firstly,
women are generally portrayed as more domestic, caring, and maternal in social contexts
(Eagly, 1987). Secondly, women are also stereotyped as objects for the male gaze (Calogero,
2004). According to the social role theory, our gender stereotypes are derived from the different
roles men and women are expected to hold in society, based on traits perceived as typical and
desirable for each gender (Eagly,1987; Ruble & Ruble, 1982).

The characteristics of the domestic stereotype of women have often been portrayed in media
as a supportive role to the men. This stereotype is perceived to be less ambitious, dominant,
and adventurous and to be more prone to give up easily. Conversely, men are often portrayed
as more agentic, competent, and daring (Rudman & Phelan 2008). Thus, at the extreme points
of the scale, men are seen as competent and not warm, and women are seen as warm and

incompetent when away from home (Eagly, 1987; Fiske et al., 2002).

In contrast to the stereotype of the domestic woman, women are also sexually objectified in a
daily basis. Mainstream films, advertisements, sport photography, and women’s magazines are
some other channels where women’s bodies are sexually objectified over and over again
(Fredrickson & Roberts, 1997). When men are portrayed in the media, their heads and faces
are emphasised. However, when women are portrayed it is not uncommon that the images
focus on their bodies and body parts, eliminating their heads. This is called body-ism and
implies that the status of women is decreased from that of an individual to the status of an
object. Or, as described in the literature “...the visual media portray women as though their
bodies were capable of representing them” (Fredrickson & Roberts 1997,177). One implication

is that women recognise that they are being judged, more often, on their outward appearance
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than their competencies and characteristics. On an individual level, this might lead to self-
objectification and body image concerns (Garcia, Earnshaw & Quinn, 2015). But sexual
objectification also hurts society at large. Previous studies indicate that women are objectified in
the media, which leads to that they are perceived as less competent in real life (Heflick et al.,
2011).

To sum up; even today the media reinforces these outdated stereotypes; men are prominent
and independent professionals and their counterparts, women, are passive objects or
dependent caretakers (Signorielli & Kahlenberg, 2001). Thus, the stereotypes communicated
through the media trigger people’s prejudices about women, which in the end leads to
discriminatory behaviour at a structural societal level (Gervais et al., 2011; Heflick &
Goldenberg, 2009; Mackie & Smith, 1998).

2.3 STRUCTURAL SEXISM AND HOW TO MEASURE IT

Sexism refers to unjustified negative behaviour against women or men, as a member of a social
group. However, the term is used particularly when it comes to discrimination against women.
When this behaviour occurs at a societal level, one talks about structural sexism or
discrimination. As discussed in the previous section 2.2, women are perceived as less
competent in the public world. This is a form of structural sexism, which is entrenched in the

media’s portrayals of women.

The term sexism can be divided into two forms, benevolent sexism (BS) and hostile sexism (HS)
according to the Ambivalent Sexism Inventory (Glick & Fiske, 1996). Benevolent sexism can be
explained as positive attitudes towards women, but only when the women are viewed through
a stereotypical lens that reinforces their position of subordination. Examples of benevolent
sexism are men opening doors for women, or helping women to install computers. The other
form is hostile sexism, which implies that the attitudes toward the women are negative, as well
as the stereotype (Glick & Fiske, 1996). This encompasses arguments such as females become
excited by pretending they want a sexual relationship and then rejecting the man. The terms
benevolent and hostile sexism together constitutes the ambivalent sexism framework, because
the prejudices and biases contain both positive and negative evaluations of women. The
negative evaluations, i.e. hostile sexism, are often expressed toward women who are acting
against rooted gender stereotypes and social roles. In other words, towards women, or groups

of women, who are perceived as a threat to the ingroup of men’s power and status.
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Conversely, when women are acting in line with prescriptive norms, they are glorified with
benevolent sexism (Barreto & Ellemers, 2005; Glick & Fiske, 2001). This implies that benevolent
sexism is connected to a paternalistic form of prejudices and is directed towards women that

are nonthreatening and seen as lower in status (Glick & Fiske, 2001).

The two forms of sexism create a system of reward and punishment that encourages women
to remain in conventional gender roles. Thus, the ambivalent sexism inventory means that
sexism serves to justify men’s structural power and status in society. Men mainly display hostile
sexism, but men and women alike support benevolent sexism. Why women would accept and
hold favourable attitudes towards the existing status quo, by supporting benevolent sexism, is
explained by Jost and Banaji's (1994) system-justification theory. It states that subordinate
social groups tend to accept their inferior position and start to discriminate against themselves,
thus their own ingroup. When it comes to level of sexism among the Swedish population, it
seems to be relatively low based on the measured gender equality in the country (World
Economic Forum, 2015). However, an investigation by the Eurage (2012) shows that Swedish
women experience the fifth highest level of sexism in comparison to other women in Europe,

regardless of age. This leads to our first hypothesis:

H1: The men in Sweden are more benevolent and hostile sexist than the women,

regardless of age.

Further, benevolent sexism encompasses three components; (1) women should be protected
by men, (2) women have domestic qualities, and (3) women fulfil men’s need when it comes to
romance (Glick & Fiske, 1996). Although there is no earlier empirical support, the authors argue
that women acting in an opposite direction to the three stated components above can combat
benevolent sexism. If this is possible, the overall level of sexism will decrease. But, career
women and feminists are at the same time seen as a threat towards the social group of men by
challenging the gender roles. This might in turn lead to a higher degree of hostile sexism and
the women will suffer from disadvantageous treatment, called the backlash effect (Glick &
Fiske, 2001; Rudman, 1998). These women are perceived as too competent and not warm, in
opposite to how a woman should behave, according to the stereotype. However, the later

argument is considered to be less influential leading to:
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H2: Men who have had at least one female boss in the public world are less sexist than

men who have not had a female boss.

As previously discussed, the way women are portrayed in the media, on an aggregated level,
may influence and lead to discriminatory behaviour in several ways. Previous research has
found that women, as a social group, is less capable of influencing a listener's memory when
communicating about a public world topic (Echterhoff et al., 2005; Hedberg, 2012). This kind of

structural discrimination will be investigated in the following sections.

2.4 DISCRIMINATION IN INTERPERSONAL COMMUNICATION

When people are building new relationships, they often communicate about information that
they assume is socially shared, but the underlying objective of why speakers and listeners
engage in communication is to achieve certain goals. These are (1) to share information that
enhances group problem solving, (2) to optimise one’s self-image, and (3) to maintain social
bonds and to share inner states and thoughts with each other (Higgins, 1992; Higgins &
Pittman, 2008). The behaviour of sharing thoughts and creating a common ground is called
shared reality. In order to achieve a shared reality, the communicators have to share their inner
state successfully (Echterhoff, Higgins & Levine, 2009). Having said that; not everybody is
equally willing to create a shared reality with just anyone (Festinger, 1950). The shared reality is
usually created with someone who is trusted and seen as a reliable source of information,
which an ingroup member often fulfils (Echterhoff et al, 2005). Since women are seen as an
outgroup member when it comes to communication about the public world, and thereby less
trusted, they are continually excluded from this process and are unable to influence people’s
cognition and shared reality. This is partly an externality of the media's use of stereotypes,
which causes women to be perceived as less competent when it comes to public world topics
(Garcia et al., 2015). This implies that the possibility for women to be heard and listened to in
interpersonal communication is limited and they are thereby structural discriminated against in
the business world. A tool to detect discrimination in interpersonal communication is to apply
the communication game within the SIB paradigm. This tool will be examined in the section

below.
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2.5 THE COMMUNICATION GAME

The communication game is a tool that is tied to the SIB paradigm, which aims to detect
structural discrimination in interpersonal communication (Higgins & Rholes, 1978). The
communication game consists of a participant, called the sender, and a fictional receiver, called

the recipient. A description of the game follows below.

The first step in the game is that the sender receives some basic information concerning (1)
who he or she will be communicating with, (2) which topic the sender and recipient will be
communicating about, and (3) the recipient’s attitude towards the topic. The purpose of this
basic information is to manipulate the sender’s mind into adapting to the recipient’s attitude. In
the next step, the sender reads a text about the specific topic. The text is removed when he or
she has finished the reading. The sender is then asked to describe the topic in a written
message, without mentioning the name of the topic, but in such a way that the recipient will be
able to identify the topic at a later stage. If the manipulation is successful, the sender will tune
his or her attitude towards the recipient’s attitude. Thus, the message content and tonality will
hopefully be affected towards the recipient’s attitude (Higgins & Rholes, 1978), called the
“audience-tuning effect” (Higgins, 1992).

A few minutes after the written message has been sent, the sender will be asked to recall the
original text and to write down a new message which should be as close to the original text as
possible. This stage is called the recall stage. If successful, the previous audience-tuning effect
will have an effect on the sender’s memory. This will result in the sender remembering the
original text in the way he or she first wrote the message to the recipient, and in accordance
with the recipient's attitude. This is called the Saying-Is-Believing (SIB) effect. It occurs when a
message that has been tailored to a particular recipient, influences the sender’s subsequent
memory and impression of the message’s topic (Higgins & Rholes, 1978). Thus, the sender
who hopefully became tuned to the recipient’s attitude in the first stage, remembers and
believes what he or she wrote in the first message, rather than what he or she actually read in
the original text. To be clear, a SIB effect takes place when a sender tunes his or her message
according to the attitude of the recipient, which in the next step affects his or her memory and

recall valence of the original text.

The communication game has been reproduced many times (Echterhoff et al., 2005; Hedberg

2012; Higgins & McCann, 1984) and it has shown that it is not certain that a recipient can
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influence a sender’s memory and thereby the communicators will not achieve a SIB effect.
When the SIB effect is not present in the interpersonal communication between the sender and
recipient, it can be an indication of discrimination in interpersonal communication. When this
occurs for a majority of recipients in a specific social group, structural discrimination is present.
This means that some social groups have a smaller possibility of making their voices heard and
being listened to, and are thereby excluded from the making of the social reality that are

constantly reproduced, collectively, in our society (Hedberg, 2012).

Explanatory factors to structural discrimination in interpersonal communication are context and
group belonging (Echterhoff et al., 2005; Hedberg, 2012). When it comes to group belonging,
memory modification is more likely to occur when communicating with someone in the same
social group, thus someone you rely on. Regarding the context, Hedberg (2012) showed that
the production of shared reality also depends on the topic communicated about. For example,
when communicating about a private topic, women are more likely to influence the shared
reality. Conversely, when communicating about a public world topic, women are less able to

create a memory modification since they are perceived as less competent in this world.

Based on the reasoning above, the authors hypothesised that both men and women will
subconsciously categorise their recipient according to gender and stereotypical traits in the
communication game. Furthermore, when communicating about a public world topic, both
men and women will discriminate against female recipients since they are perceived as less
competent in this area. Thus, when the sender recalls the original text about the public world
topic, there will be no memory modification when communicating with a woman, for either male

or female senders. This leads to the third hypothesis:

H3: When communicating about a public world topic with female recipients, recall

valence is not affected by message valence, regardless of the sender’s gender.

Further, research has found that the negative bias against women could be reduced by priming
people with images of non-stereotypical women (Good, Woodzicka, & Wingfield, 2010). Azadl
& Torstensson (2013) extended this finding and showed that it was possible to use the same
method to counteract discrimination in interpersonal communication. This method, to

counteract discrimination, will be discussed in the section below.
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2.6 PRIMING: A WAY TO COUNTERACT STRUCTURAL DISCRIMINATION

Priming is an unconscious memory effect in which exposure to one stimulus impacts another
stimulus (Bargh et al., 1996). For many years, the effects of priming of an individual’s
subsequent behaviour and impressions of others have been studied, and researchers postulate
that a person who is exposed to a priming event will potentially behave according to the
priming in a subsequent event (Bargh et al., 1996; Spencer, Steele & Quinn, 1998). Based on
media’s continuous presence in everyday life, the published images and content can be
considered as having a priming effect. Social learning theory suggests that models or actors in
the media do indeed have the power to influence media consumers’ behaviour (e.g., Bandura,
1971; Bisell & Parrott, 2013; Gerbner & Gross, 1976).

When you are primed with certain types of images on a daily basis, you will start to not
guestion the images that you are being exposed to. One example was found by Gerbner and
Gross (1976). They concluded that individuals who watch a great deal of television, compared
to light viewers, believe that women have limited abilities and interests compared to men in the
real life. According to the authors, the reason for this is that the messages communicated in
television have such a great impact, that they suppress other sources of impressions from the
context. Secondly, their research also found that heavy viewers expressed more stereotypic
views about which professions were best suited for women. Thus, the media exposes its
receivers to content that shape their perception of what a man and a woman should be like.
Jost, Banaji & Nosek (2004) and Good et al. (2010) found that exposure to images of female
counter stereotypes had the effect of reducing bias against women. Additionally, Blair (2002)
argued that it is possible to overcome negative stereotypes by the use of counter stereotypes
and thereby alter people’s old perceptions. Further, these findings were later strengthened

within the SIB paradigm by Azadi and Torstensson (2013).

As previously hypothesised, we expect both men and women to discriminate against women.
By priming people with non-stereotypical images of women, it might be possible to diminish
their discriminatory behaviour. The reason behind the diminishing effect of discrimination could
be that the processing of the images will affect certain cues in the brain, and influence the
subsequent behaviour. However, the priming effect might be less prominent when processed
by people who are more acculturated (Ruble & Ruble, 1982) since they have been exposed to
stereotypical media content for an extensive period of time. However, we consider this effect to

be less substantial than the priming itself. Thus,
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H4: By priming the sender with non-stereotypical images of women, recall valence will

be affected by message valence.

2.7 SUMMARY OF HYPOTHESES

Table 1. Summary of Hypotheses

H1

H2

H3

H4

The men in Sweden are more benevolent and hostile sexist than the women,
regardless of age.

Men who have had at least one female boss in the public world are less sexist than
men who have not had a female boss.

When communicating about a public world topic with female recipients, recall valence is
not affected by message valence, regardless of the sender’s gender.

By priming the sender with non-stereotypical images of women, recall valence will be
affected by message valence.
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3. METHODOLOGY

The following chapter details the research method used in this study. It starts with a presentation of the
initlal work and the chosen scientific approach, and this is folowed by an overview of the experimental
design and the corresponding expermental procedure. Lastly, it holds a discussion regarding data

analysis, valdity, reliability, and ethical considerations.

3.1 INTAL WORK

In order to contribute to the research within the field of structural gender discrimination and to
understand how to counteract it, the ongoing debate was scanned. More specifically, the
authors investigated public opinion in the written press, academia, and documentaries. The
process began in May 2016, with a discussion with Per Hedberg, a researcher at the
Stockholm School of Economics. Some weeks after the start of the process, a decision was
made that this study would be built on Per Hedberg’s previous research in the fields of sexism,

stereotyping, and interpersonal communication.

3.2 SCIENTIFIC APPROACH AND DATA GATHERING

This thesis took a deductive approach since extensive knowledge and theories already exist
within the domain. Theories within the fields of sexism, priming, stereotyping, and the SIB
paradigm were used to derive hypotheses. The objective was to find causal relationships and
generalisable results based on actual human behaviour. Thus, a quantitative data collection

was appropriate.

3.3 RESEARCH DESIGN

Since the objective of this research was to find causal relationships and generalisable findings,
an experimental research design was suitable. There were mainly three reasons. Firstly, in order
to be able to draw conclusions regarding the existence of gender discrimination, and also to
find new ways of changing widespread structural discriminatory behaviour, an experiment was
necessary. This is because structural discrimination is not something you can see with the
naked eye; it is hidden and an experiment makes it possible to actually observe it. Secondly,
because the topic of this thesis is connected to social psychology, the choice of an

experimental design to examine the reality is suitable. Thirdly, the author’s objective was to
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build on research that has already been carried out within the domain, a similar research design

was necessary in order to gather comparable empirical data.

The experiment was conducted on tour buses, an environment that is non-artificial. Because of
this, one could argue that it was a field experiment since the subjects were in a real
environment and were unaware that they were a part of an experiment (Séderlund, 2010).
However, the authors consider it to be a laboratory experiment since a cover story was used to

eliminate speculations and to keep the subjects responsive to the tasks.

3.4 EXPERIMENTAL DESIGN

The experiment relies on the communication game within the SIB paradigm. The
communication game was used as a tool to investigate the level of discrimination against
women in interpersonal communication. Thus, in order to make comparisons and to derive
conclusions comparable with previous studies, the experimental process has been more or less
replicated - with some changes, adaptations, and extensions. Further, a classical experimental
design was applied, constructed in a 2x2 matrix. Thus, the independent variables of interest
could be manipulated and tested in a controlled environment and the control group removed

the risk of any other explanations for causal findings.

The experiment was divided into three parts. In the first, two groups were primed with neutral
images of fruit and two groups were primed with non-stereotypical images of women. In the
second part, the communication game started. Here, the authors investigated whether
discrimination against women in interpersonal communication took place and if the priming in
part one affected the subsequent discriminatory behaviour. In the third part, all the subjects
received identical surveys. The objective of the surveys was threefold: (1) to investigate the
general level of sexism, (2) to ensure appropriate participation in the communication game, and

(8) to gather demographic information.

3.4.1 EXPERIMENTAL GROUPS

The experimental design generated four different groups and the subjects were each randomly
assigned to one of these (Table 2). The subjects’ random seating and the order in which the
experimental material was distributed decided the division of groups. Thus, the subjects were
divided on a random basis and received different treatments (S6derlund, 2010). Groups one

and three had the aim of establishing a baseline for structural gender discrimination in
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interpersonal communication, both for men and women. Groups two and four had the aim of
identifying whether priming could be used as a tool to counteract structural gender

discrimination.

In the first part, all of the groups received a booklet consisting of 15 images (Appendix B).
Groups two and four were primed to the stimulus of non-stereotypical images of women and
groups one and three were primed to neutral images of fruit. In the second part of the
experiment, the communication game, half of the sample communicated with a male recipient,
called Stig, and the other half with a female recipient, called Karin. It was communicated that
both the male and female recipients had a positive attitude toward the public world topic, a
company called Beta (Appendix E). In the third and last part of the experiment, the full sample

received the same survey.

Table 2. Overview of Experimental Groups

Group 1 Group 2 Group 3 Group 4
Experiment Group  Experiment Group Control Group Control group
Stimuli Neutral Non-stereotypical Neutral Non-stereotypical

women women
Sender Mixed Mixed Mixed Mixed
Topic Beta Beta Beta Beta
Receiver Female Female Male Male

N 42 42 48 47

3.4.2 EXPERIMENT SUBJECTS

The experiment subjects consisted of seniors, aged from 61 to 91 years old; all were members
of the senior association SPF Seniorerna. Earlier researchers within the domain had all studied
high school students living in the Stockholm area. This study investigates an older population,
from different locations in the north of Sweden: Sundsvall, Ornskéldsvik, Harmdsand and
Sollefted. Additionally, the experiment subjects are considered to be a heterogeneous group,
since they originate from different locations and their ages extends over two generations. Thus,
they are more or less representative of the senior population in Sweden, which increases the

level of generalisable findings.
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3.5 PRE-STUDIES

Two pre-studies were conducted between September 16™ and September 20", 2016, with the
objective of validating and tailoring the experimental material and thereby optimising the

outcome.

3.5.1. PRE-STUDY 1

The first pre-study was performed on September 16", 2016. A convenience sample of students
from the Stockholm School of Economics participated in the experiment. The objective was to
ensure that the experiment would be easy to understand and perform. In addition, the intended
script was tested to ensure that there would not be any unclear expressions or instructions.
Furthermore, the motive was also to check that the duration of the experiment was within the
estimated time frame. The outcome showed that the instructions were clear and
understandable. Some minor changes were made to the script in order to trick the subjects

that they were communicating with other seniors in real time in the communication game.

3.5.2 PRE-STUDY 2

In order to further improve the chances of a clear outcome, a pilot case was conducted on
September 20", 2016. In this second pre-study the experiment was performed by two
members of the relevant sample, the seniors. The purpose was to ensure that the oral and
written instructions were clear enough for the elderly sample. The authors also wanted to
ensure that the non-stereotypical images of women, in experiment part one, came across as

competent.

The second pre-study resulted in a shortened script in order to not lose the seniors’ attention.
Moreover, the public world topic that the subjects would communicate around in the
communication game was changed. This was done for two reasons. Firstly, the original public
world topic, a Swedish industrial company, seemed too male dominated in the sense that a
significant part of the female seniors had not worked within the industrial sector. Thus, the
temptation to keep the industrial company, which was used in Azadi & Torstensson (2013)
studies, was too risky since it could have affected the outcome of the experiment. The second
reason for modifying the public world topic was that the original text was considered too
complex and technical to be easily understood and grasped in the experimental setting. Thus,

the authors chose to rewrite the text about the public world topic to a more gender neutral one:
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a company within the food industry that was called Beta. The text was also simplified and

altered to resemble more everyday and real-life content.

3.6 EXPERIMENT PROCEDURE

Four separate experiments were carried out on September 27" and 28", 2016. All experiments
took place on Lonns Buss buses’ during a senior trip to and from Aland, Finland. In total, 199
subjects participated in the experiment and 179 answers were completed and validated,

divided into 67 men, 103 women and nine subjects who decided to not reveal their gender.

Model 1. Overview of Experiment Procedure

Experiment part 1 Experiment part 2 Experiment part 3
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3.6.1 INFORMATION TO THE PARTICIPANTS

In order to inform the travellers that an experiment would take place, a mail was sent out three
weeks before the trip. The main purpose was to make sure that the rate of participants would

be as high as possible and to let them ask any questions they might have beforehand.

3.6.2 PREPARATION OF EXPERIMENTAL MATERIAL

The first step in the preparation was to print the experimental material, which then was

assembled into different booklets and blocks.

Experiment part 1 contained a booklet consisting of instructions and 15 images of either non-
stereotypical women or neutral ones. That was followed by a survey to ensure that the images
were processed and that the women were perceived as competent (Appendix B). Experiment
part 2 consisted of four different blocks. The first block consisted of a short instruction, a text
about Beta, and a handwritten note with the information about the recipient (name, gender and
attitude towards Beta). The second block consisted of lined paper where the subjects would
write down a descriptive message regarding Beta to his or her recipient. The third block was a
filler task and the fourth block was lined paper where the subjects were asked to recall the

original text about Beta (Appendix C). Lastly, Experiment part 3 was a survey (Appendix D).

Later on, the booklets and blocks were assembled into roughly two hundred complete
experiments in four different piles, one pile for each treatment. Then, the four piles were
blended, in line with the randomisation principle and divided into four new piles, one pile for
each of the four buses; bus number one (N=38), bus number two (N=46), bus number three
(N=77), and bus number four (N=54). The numbers represent the maximum number of

respondents on each bus.

The next step in the preparations was to number all of the parts of the experimental material.
This was done discreetly with the aim of keeping track of each subject’s experimental parts,

ensuring that the data was collected in a correct way.

3.6.3 INTRODUCTION TO THE EXPERIMENT

The experiment began with an introduction, and an (false) explanation regarding the purpose of

the study. This deception by commission was made in order to avoid hypothesis guessing
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which could otherwise have affected the results (Sdderlund, 2010). In order to make the

procedure as similar as possible, in the four experiments, a script was used (Appendix A).

3.6.4 EXPERIMENT PART |: PRIMING

The purpose of Experiment part 1 was to determine whether the differences in priming, would

affect the subjects’ subsequent behaviour in the second part of the experiment.

Experimenter A began the experiment by telling the subjects that she was a marketing student,
currently in the process of writing her Master’s thesis, at the Stockholm School of Economics
and that her thesis concerned efficient communication in the media. Experimenter A
emphasised the importance of reading the instructions carefully and of not talking during the
study. She stated that there are no right or wrong answers, and she asked the subjects not to
compare the content in their booklets with each other. Experimenter A then continued with
more detailed information regarding the first part of the experiment: the priming part. The
subjects were told that they were going to be assigned a booklet containing five pages of
images, with three images on each page, and that their task was to rate the images, from one
to three, depending on which images they found most appealing. They were either assigned
images of either non-stereotypical women or natural images of fruits (Appendix B). The ranking
task was inserted next to the images to ensure that the subjects had processed the images
sufficiently, in order to ensure priming. After the five pages of images, a couple of questions
followed. The purpose of these questions was two-fold: (1) to fortify the stimulus, and (2) to
ensure that the subjects who were exposed to the non-stereotypical women perceived them as
competent, trustworthy and skilled. Those three traits were chosen from Fiske et al. (2002) and
the subjects were asked to rate the traits on a scale from 1-7 (Appendix B). Nevertheless, the
perceived competence of the non-stereotypical images of the women could have been tested
in a pre-study, but it was decided to insert the questions directly into the main study in order to
ensure that they were perceived as competent in the context of the experiment. For the control
groups, the questions at the end of the booklet were used to pace the timing with the

experiment groups.
Experimenter A personally handed out the booklets to the subjects. When all of the subjects

had received a booklet they had ten minutes to finish the task. When the ten minutes had

passed, Experimenter A collected the booklets and handed over to Experimenter B.
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3.6.5 EXPERIMENT PART Il: THE COMMUNICATION GAME

The purpose of Experiment part 2 was two-fold: (1) to examine if a SIB effect was present, thus
if any discrimination in interpersonal communication took place, and (2) to test if, and how, the

priming affected the SIB effect.

Experimenter B started part 2 by introducing herself as a management student, also writing her
Master’s thesis. She told the subjects that she studied how people communicate and
understand each other by examining how people can make other people understand what they

mean, using written messages.

After the introduction, the subjects were told that they were going to do the study together with
another senior bus that also was on its way to or from Aland. They were also told that
Experimenter B had met these seniors before, and that they had studied different food
companies in Sweden. Experimenter B explained that, for this reason, she knew the other
seniors’ attitudes toward these companies. The subjects were then told that they were going to
communicate with these other seniors. They were also informed that they would (1) be
individually assigned to one of these other seniors to communicate with, (2) that the topic
would be a specific food company, and (3) that their written messages would be sent
electronically to their specific recipient on the other bus. Since they all had a number on their
clipboard, they were told that this was the unique number that matched them with their

‘partner’ on the other bus.

After the aforementioned information was given, part 2 of the experiment began. As already
mentioned, this part was divided into four blocks. In the first block, the sender (the subject) was
given a handwritten message, containing: (1) the name of the company he/she was going write
a message about (Beta), (2) the recipient of their message (Karin or Stig), and (3) information
that their recipient had a positive attitude towards the specific food company. As mentioned
earlier, the reason for telling the subject that his or her recipient had a positive attitude towards
the company was to enable the audience tuning effect (Hedberg, 2012; Higgins & Rholes,
1978). If successful, the sender will adapt his or her message according to the recipient's
attitude and thereby send a more positive message. Together with the handwritten message,
the subjects also received a text about Beta, as well as instructions to make the task as clear

as possible.
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Once the subjects had received the information, they were told that they had six minutes to
read through the given information. After six minutes, the experimenters took back the material
and handed out lined paper where the subjects were urged to describe Beta without
mentioning the actual company name. The subjects were also informed that the reason why
they were being asked to describe the company was to make it possible for their recipient

(Karin or Stig) to identify the specific company. They had eight minutes to write their messages.

When the eight minutes had passed, Experimenter B collected all of the written messages and
told the subjects that she would send the messages electronically to the seniors in the other
bus. Then, the experimenters read through the messages to detect faulty ones. While they did
this, the subjects were given a filler task and were then asked to sit quietly until Experimenter B
came back with more information (Appendix C). After a number of minutes, Experimenter B
returned to announce the results - had the receiving senior for each of the participants

managed to identify Beta or not?

The results were written down and handed out to all of the subjects individually, together with
lined paper (Appendix C). This informed each subject whether the recipient, Karin or Stig, had
managed to identify the described company. The next task for each subject was to recall the
original text about the company, Beta, and write it down in as detailed and correct manner as
possible, on the lined paper. They had six minutes to recall and complete the task. When six

minutes had passed, Experimenter B collected their recall messages and thanked them for

their participation.

3.6.6 EXPERIMENT PART Ill: CONTROL CHECK AND DEMOGRAPHICS

Experiment part 3 consisted of a survey, handed out to all of the subjects. The aim was to (1)
ask manipulation check questions, (2) to investigate the general level of sexism, and (3) to

gather demographic information (Appendix D).

3.6.6.1 BLOCK 1: MANIPULATION CHECK OF EXPERIMENT PART 2

The survey started with questions to ensure that the subjects had participated in the
experiment correctly and to ensure that the subjects had not noticed that the two parts of the
experiment were connected. The subjects were also asked; (1) if the gender of the recipient
was male or female, (2) if the recipient’s attitude towards the company was positive or negative,
and (3) if their recipient succeeded or failed to identify the company. These questions were

asked in order to assess whether a SIB effect was achieved or not.
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3.6.6.2 BLOCK 2: SEXISM

As described in the theory section, an ASI scale was used to investigate the subjects’ level of
sexism. Unlike the original ASI scale, from Glick & Fiske (2001), and as recommended in their
article, the statements had non-reversed wording for all items. Because of the sensitive nature
of some of these questions, the subjects’ anonymity was emphasised when the survey was
handed out. It was also explained that the questions were about society in general, and that
there were no right or wrong answers. The aim of this investigation was twofold. Firstly, to
understand how widespread sexism is in Sweden, but also to investigate how the level of

sexism influences interpersonal communication.

3.6.6.3 BLOCK 3: DEMOGRAPHICS

Lastly, the subjects answered a number of questions of a demographic nature.

3.6.7 DEBRIEFING

There was a supposed risk that the subjects were going to discuss the experimental content
with each other on the trip, so it was decided not to let them know the true purpose in
connection to experiment since it could have influenced the outcome. Instead, they were told
that the final study would be sent to the seniors’ association in the middle of January 2017.
Thanks to the good organisation of the SPF, it was clear that the dissemination of the final

thesis would reach interested members smoothly.

3.7 DATA ANALYSIS

The data from the experiment was inserted into IBM SPSS Statistics Software, edition 23. The
data from the Experiment part 2, i.e., the subjects’ written messages and recall texts, were
scored according to a coding template (Appendix E). The template consisted of the same
amount of positive and negative statements. Experimenter A and Experimenter B reviewed the
written messages and recall texts separately, and later on compared the outcome to ensure
objectivity. Afterwards, a mean for every written message and recall text was computed and
then entered into the data set. Further, in order to compare with earlier studies within the

domain, findings were accepted on a 10% significance level.
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3.8 DATA QUALITY

The purpose of this section is to discuss the accuracy of the study’s findings, in terms of
reliability and validity. This is crucial in order to draw any well-grounded conclusions in a later

stage.

3.8.1 RELIABILITY

Reliability concerns the consistency of results over time. Thus a high degree of reliability implies
that if the study is repeated under consistent conditions the same results will be achieved.
Reliability can be evaluated in terms of stability over time, internal reliability, and inter-observer

consistency (Bryman & Bell, 2011).

In this study, there was a concern about stability over time as the experiment was performed
on four different occasions. However, this weakness was offset by using the same script,
procedure and experimenters on all four occasions (Appendix A). Further, to enhance the
experiment’s stability, the script and procedure were adapted from earlier studies within the
same domain, with minor changes (c.f. Azadi & Torstensson, 2013). Cronbach’s Alpha was
used to measure the internal consistency reliability, which implies coherence in the answers to
multiple-item scales (Malhotra, 2010). Any value exceeding 0.80 was accepted. When it comes
to inter-observer consistency, it defines the degree to which different authors give consistent
judgement to the same phenomena. Inter-observer consistency was thus highly relevant in
Experiment part 2, since the two authors made the coding and measurements. In order to
improve the quality of the data, a coding template was developed (Appendix E). Both authors
coded and computed the message and recall valence individually and the results were
compared in a later stage. The authors’ coding of message valence correlated 0.92 and recall
valence 0.96. In the cases where judgements did not correspond, the two authors discussed

the errors in order to reach an agreement.

3.8.2. VALIDITY

Validity concerns if a study measuring what it sets out to measure (Séderlund, 2005). There are
a number of different kinds of validity, and in this study internal, external, measurement, and

ecological validity will be examined.
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3.8.2.1 INTERNAL VALIDITY

Internal validity concerns if the treatments had an effect on the dependent variable. In other
words, it is the causality between the independent and dependent variable(s) (Bryman & Bell,
2011). A high internal validity is reached if no external factors influences the examined effects.
Given that, in our study the internal validity refers to whether the recall valence is caused by
message valence, the priming, the gender of recipient, the gender of the sender, and level of

sexism.

Two control groups were used in the experiment to increase internal validity. By having control
groups, the authors could control possible external factors affecting the dependent variable and
to secure that the effects on the dependent variable were caused by the treatments.
Furthermore, internal validity was enhanced by the random allocation of treatments and the
experimenters did not know which group a specific subject was assigned to. Additionally, the
control questions, in Experiment part 3, enhanced internal validity by ensuring; (1) that the
subjects participated as intended, (2) that they did not make any connections between the
priming and SIB parts, and finally, (3) that they correctly perceived whom they communicated

with and the recipient's attitude towards Beta.

However, since the experiments took part on four different occasions the study lacks some
strength in internal validity. External factors, such as a question being asked in one session but
not in the others, or a bus driving in an urban area and the other on the highway, might have
had an outcome on the subjects’ ability to focus on the tasks. Notwithstanding these small
shortcomings, all of the experimental sessions shared the same script, which reminded the
subjects not to look at each other’s answers, not to talk with each other during the session,
and to remain focused throughout the whole session. However, it is impossible to be certain

that all of the subjects complied with the instructions in the bus setting.

3.8.2.2 EXTERNAL VALIDITY

The term external validity means how likely it is that the results of the experiment will be valid
and generalisable in other situations or settings, beyond the context of the study (Malhotra,
2010). However, in order for the results to be generalisable, it is a prerequisite that the internal
validity is high, which it ought to be. The external validity is assumed to be decent, though not
extremely high. The potential ingroup feeling of being an SPF member on a trip exclusively with
other members, might affect the validity in a negative way. Additionally, a moving bus might

also trigger other feelings and emotions, than a more traditional experimental setting, potentially
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influencing the result. Even if this study is a quantitative one, and therefore seen as more
suitable for generalisable findings, it is somewhat constrained. The sample of seniors from the
north of Sweden will not be representative for the Swedish population at large. The results
might however be generalisable to the population of the sample, and could serve as an

indication of how the Swedish population behave when it comes to gender equality.

3.8.2.3 MEASUREMENT AND ECOLOGICAL VALIDITY

The term ecological validity means whether the findings reflect real life behaviour and the term
measurement validity concerns whether the measurements measure what they are supposed

to measure (Bryman & Bell, 2011).

As the communication game within the SIB paradigm is a commonly used tool to find hidden
structural discrimination, it can be concluded that the findings will have high measurement
validity (Echterhoff et al., 2005; Higgins & Rholes, 1978). The ecological validity could be
questioned. Firstly, the use of written messages as a substitute for oral communication may not
be entirely natural, but some kind of measurement was essential in order to detect
subconscious behaviour. Secondly, the laboratory setting impairs the ecological validity.
However, the subjects did not “attend” an experiment session per se, and the experimenters
appeared in the real-life setting of a bus trip to or from Aland. Thus, the possible downsides

were clearly diminished.

3.9 ETHICS

Several ethical considerations emerged when collecting and analysing data. The greatest
ethical concern was the fact that it was impossible for the participants to be informed about the
real aim of the study in order to make a personally decision whether he or she wanted to be a
part of the experiment (Bryman & Bell, 2011). However, this was not possible since an
explanation of the aim would have ruined the whole SIB paradigm. Previous studies within the
domain (c.f. Azadi & Torstensson, 2013; Lidgren & Westerberg, 2015) have had a debriefing
session afterwards to reveal the real aim of the study. This was not possible in our experimental
setting, since there was a high risk that the true aim would have leaked out to other participants
on the buses that had not yet participated. In order to finally spread the information about the
true aim of the study and its findings, the senior association, SPF, will forward this thesis to
interested members. Further, before starting the experiment the subjects were informed that

they would remain anonymous, throughout the whole study. Also, the subjects were given the

34



Persson & Soderlind 2016

information that their participation was totally voluntarily. Thus, any participant could decide not

to take part at all, or at any point withdraw their participation.
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4. RESULTS

This chapter presents the empirical findings of the conducted experiment. First, the result from the
amblvalent sexism inventory is presented. This is Tollowed by the SIB paradigm where gender
discrimination within interpersonal communication is tested. Lastly, priming as a tool for counteracting

Structural gender discrimination is examined.

4.1 MANIPULATION CHECKS

Before the results were analysed, the control questions in Experiment part 3 were checked, in
order to make sure that the communication game had been performed correctly. Twenty
respondents were excluded from the data set since they either did not write a message, wrote
a message that was not in line with the task, or did not understand that their recipient was a

man/woman with a positive attitude towards the company Beta.

In the initial part of the experiment, the experimental groups who were primed with images of
non-stereotypical women had to rank how they perceived the images according to three traits:
competence, trustworthiness, and skill. This was primarily done in order to ensure that the
images were perceived as intended: associated to competence. Another purpose was to
ensure that the images were fully processed in order to achieve a priming effect. In total, 85
subjects rated the traits on a scale from 1 to 7. The aggregated mean values were as follows:
competence =5.42, trustworthiness=4.98, and skill=5.37. The three traits measured a
Cronbach’s Alpha of a=0.85, which indicates a high internal consistency. Since all means were
well above the half value of the scale, 4, it was concluded that the images had fulfilled their

purpose.

Out of the full sample, nine subjects did not reveal their gender. They are excluded in t-tests
based on gender, but are included in the data set for the rest of the analysis. Some subjects
did not answer one, or a few questions, but completed the other parts correctly. Those
subjects are included in the dataset. Furthermore, an open-ended question in Experiment part
3 revealed that none of the subjects understood the real purpose of the study. All in all, the final

data set consisted of 179 subjects.
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4.2 SEXISM

The thesis’s first two hypotheses were connected to the level of general sexism in Sweden. The
ASI scale was used, which measures both hostile and benevolent sexism. The scale contains
22 statements, where 11 statements measure benevolent sexism and 11 statements measure
hostile sexism. The subjects rated their agreement on a Likert scale from 1-7. In order to make
an analysis about hostile and benevolent sexism, the statements were indexed into new
variables. The hostile sexism variables had a Cronbach’s Alpha of a=0.91, and the benevolent
sexism variables measured a=0.88. Thus, the Cronbach Alpha’s indicated a high internal
consistency and two new index variables were computed. In a later stage, an overarching
sexism variable for all the 22 statements was computed. This was possible since the overall
Cronbach’s Alpha was a=0.94. Additionally, the computed variables of benevolent and hostile

sexism were significantly and positively correlated for both men and women.

4.2.1 How GENDER AND AGE AFFECT THE LEVEL OF SEXISM

This study’s first hypothesis aimed to examine whether men in Sweden are more sexist than
women, regardless of age, by using the ASI scale. This implies that H1 will be rejected if there
are no statistically significant differences in the level of sexism between the genders and

different age groups.
In order to examine the hypothesis, independent t-tests were performed. The level of sexism
was demonstrated significantly higher for men, both when it comes to hostile and benevolent

sexism.

Table 3. Level of sexism among men and women

Mean Mean Mean Mean
Full Sample Men Women Difference
N =179 N = 67 N =103
Sexism 3,60 4,03 3,23 0,80***
Benevolent 3,70 4,15 3,34 0,81***
Sexism
Hostile Sexism 3,49 3,92 3,12 0,79***
Correlation 0,685*** 0,588*** 0,704***
between HS
and BS

***p<0.01, *p<0.05, *p<0.1
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In order to evaluate whether the age of the subjects had any relationship with the level of
sexism, the sample was divided into two groups, one older and one younger. The mean age of
the sample was 73. Based on that, the younger group comprised of those who were 73 years

or younger and the older group contained subjects who were older than 73 years.

The study found that younger men showed more hostile sexism than younger women on a
statistically significant level (p<0.01). The mean for the men (N=31) was 3.85 and for the

women (N=62) it was 3.03. The same conclusion was shown for benevolent sexism, with a
statistically significant result (p<0.01). The mean for the men was 3.91 and for the women it

was 3.21.

When observing the older group, the men (N=33) had a mean of 3.96 for hostile sexism and the
women (N=37) had a mean of 3.23. Even this difference is statistically significant (p<0.05).
When observing benevolent sexism. The difference was greater, with a statistically significant

result (p<0.01) with a mean of 4.37 for the men and 3.51 for the women.

Based on these findings, it can be concluded that both younger and older men demonstrated a
higher level of both hostile and benevolent sexism than women, regardless of age. Thus, H1

failed to be rejected.

4.2.2 How A FEMALE BOSS AFFECTS THE LEVEL OF SEXISM

The second hypothesis aimed to investigate if men who have had at least one female boss are

less sexist than men who have not. Thus, H2 will be rejected if there is no statistically significant
difference in the level of expressed sexism between the two groups. An independent t-test was

performed.

The data showed that those who have had at least one female boss expressed a lower degree
of both benevolent and hostile sexism. Men (N=24) who have had at least one female boss
during their working life scored a mean of 3.83 on benevolent sexism, while the men (N=37)
that have not had a female boss had a mean of 4.23. The difference of 0.40 units is statistically
significant (p<0.05). Regarding hostile sexism, the men that have had at least one female boss
had a mean of 3.77, while their counterparts scored a mean of 3.94. The difference of 0.17
units is not statistically significant (p>0.10). However, the result revealed that men who have
had a female boss during their working life are statistically significantly less benevolently sexist

than men who have not had a female boss. Thus, H2 failed to be rejected.
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4.3 THE SAYING-IS-BELIEVING EFFECT

In the following section, the results from the communication game will be presented. This
section aims to detect whether discrimination in interpersonal communication occurs, and if

priming can be used as a tool to counteract it for more acculturated people.

4.3.1 VALIDATING THE SAYING-IS-BELIEVING EFFECT

The purpose of hypothesis number three was to examine whether message valence affected
recall valence for subjects who communicated about a public world topic with a female
recipient. In other words, H3 will be rejected if recall valence is positively affected through

message valence and is statistically significant for female recipients.

As earlier mentioned, the second part of the experiment was the communication game. A
number of Ordinary Least Square (OLS) regressions were performed in order to examine the
existence of a SIB effect in the different experiment groups. The first regression of the study
aimed to investigate whether a SIB effect occurred in the full sample, irrespective of which
experiment group the subjects belonged to. To be clear, recall valence measures what
information the sender has memorised, based on how he/she initially formulated a message
with the aim of matching the recipient of the message, Karin or Stig. Recall (i.e. recall valence)
is the dependent variable and the regression examines whether the independent variable,
message (i.e. message valence), affects recall. 3, is the constant and p is the residual. If the

beta (B,) is statistically significant, a SIB effect exists. This leads to the following OLS regression:
Recall = B, + B;Message + |

In the table below, the baseline for the SIB effect was tested. It can be concluded that there is a

statistically significant SIB effect (p<0.01; adjusted R*0.356). Based on the full sample, the

message valence in the first stage affected the recall valence in the second stage. The size of

R? implies that our model explains 35.6% of the variation in the dependent variable recall.
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Table 4. Baseline for the SIB effect

; Full Sample Female Senders Male Sender

Independent variables N =179 N < 103 N <67
Constant 0,064 0,037 0,091

Message 0,681*** 0,681*** 0,590***
(0,070) (0,091) (0,135)

R?=0,36 R? = 0,367 R?=0.237
Adjusted R-square Adjusted = 0,360 Adjusted = 0.225
= 0,356

Dependent variable = Recall Valence
Standard deviation in parentheses
***p<0.01, **p<0.05, *p<0.1

4.3.2 THE EFFECTS OF GENDER AND PRIMING ON SIB

The results from previous section demonstrated a SIB effect in the full sample (N=179). In the
following section we will report the SIB results based on the four experiment groups presented
in the methodology chapter (Table 2). Firstly, the aim is to investigate hypothesis number three:
if both men and women discriminate against women in interpersonal communication, and
secondly to examine hypothesis number four: if exposure to non-stereotypical images of
women counteracts discriminatory behaviour. Both hypotheses are examined in the context of

the communication game by using the following OLS regression:

Recall = B, + B;Message + |

As seen in the tables below, recall valence in all four groups was positively affected by message
valence, which implies that a SIB effect exists in all cases, and is statistically significant
(p<0.05). The fact that the SIB effect was found for both male and female senders who
communicated with a female recipient implies that structural discrimination against women in
the communication game could not be proved. However, one experiment group differed from
the others (Table 8). In the group of male senders, who communicated with a male recipient,
and who were primed with neutral images, a SIB effect could not be proven (p>0.10; adjusted
R°=-0.018). However, as seen in Table 8, this model does not explain what it ought to

measure due to the very low negative adjusted R?. Therefore, this result is assessed as invalid.
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To sum up; women are not discriminated against in the communication game, either by men or

by women. Thus, it can be concluded that recall valence is affected by message valence

regardless of the sender’s gender. Therefore, H3 is rejected.

The outcome of hypothesis three implies that the (expected) premise for examining hypothesis

number four is no longer relevant. This is because no structural gender discrimination was

found to counteract by priming of non-stereotypical images of women. Thus, H4 is rejected

due to the premise of H3.

Table 5. SIB-effect for Experiment Group 3. Control Group

: Full Sample Female Senders Male Sender
Independent variable N = 48 N = 25 N=19
Constant 0,011 0,177 -0,284
Message 0,612 0,624*** 0,242
(0,144) (0,196) (0,286)
R? =0,297 R? =0,315 R? =0,046
Adjusted R-square = Adjusted R-square = Adjusted R-square =
0,281 0,284 -0,018
Dependent variable = Recall Valence
Standard deviation in parentheses
**p<0.01, *p<0.05, *p<0.1
Table 6. SIB-effect for Experiment Group 1. Control Group
: Full Sample Female Senders Male Sender
Independent variable N= 40 N = 25 N=15
Constant 0,151 0,07 0,42
Message 0,722*** 0,627** 0,980***
(0,145) (0,210) (0,228)
R? =0,39%4 R? =0,279 R? =0,605
Adjusted R-square = Adjusted R-square = Adjusted R-square =
0,378 0,248 0,572

Dependent variable = Recall Valence
Standard deviation in parentheses
***p<0.01, *p<0.05, *p<0.1
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Table 7. SIB-effect for Experiment Group 4. Experiment group

: Full Sample Female Senders Male Sender

Independent variable N = 45 N =28 N=17
Constant 0,06 -0,161 0,474

Message 0,650*** 0,665*** 0,697**
(0,136) (0,178) (0,234)

R? =0,343 R? =0,359 R? =0,373
Adjusted R-square = Adjusted R-square = Adjusted R-square =

0,328 0,333 0,331

Dependent variable = Recall Valence
Standard deviation in parentheses
***p<0.01, *p<0.05, *p<0.1

Table 8. SIB-effect for Experiment Group 2. Experiment group

: Full Sample Female Senders Male Sender
Independent variable N = 41 N = 25 N=16
Constant 0,021 0,119 -0,173
Message 0,805*** 0,805*** 0,703**
(0,145) (0,164) (0,362)
R? =0,462 R? =0,547 R? =0,225
Adjusted R-square = Adjusted R-square = Adjusted R-square =
0,447 0,525 0,165

Dependent variable = Recall Valence
Standard deviation in parentheses.
***p<0.01, **p<0.05, *p<0.1

Based on the presented findings, that a SIB effect was found in all groups, the authors are left
with a lot of questions and concerns regarding the divergence between this study's result and
previous studies’ (e.g. Azadi & Torstensson, 2013). In section 4.1 it was proven that sexism, on
a general level, existed within the sample. However, in section 4.2., no discriminatory behaviour

could be proven in interpersonal communication.

It is important to keep in mind that the regression equation used is rather simple, and does not
include any complex interaction effects between different independent variables. With the aim
of better understanding the mechanisms behind gender discrimination, the authors decided to
move forward with a more explorative approach to find new answers in order to fulfil the

study’s purpose.
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4.3.3 THE EFFECTS OF SEXISM AND PRIMING ON SIB

As earlier found in section 4.1, the level of sexism differs significantly between genders and
generations. Additionally, in section 4.2.2 it was found that the gender of the recipient did not
differentiate the result as no discrimination was proven. Based on those two facts, the level of
sexism was incorporated as an independent variable in an OLS regression with the aim of
investigating its effect on message and recall valence. This was done since it was not
reasonable that the subjects rather high levels of sexism on the ASI scale, did not have any

effect on their discriminatory behaviour in the communication game.

The independent variable sexism takes the values from 1 = not sexist at all, to 7 = very sexist.
The variable Message*Sexism represents the interaction effect between the message valence
and level of sexism. The term interaction effect implies the relationship between two or more

independent variables and its effect on a dependent variable. This leads to:

Recall = B, + B;Message + B,Sexism + By(Message*Sexism) + u

The result revealed (Table 9) that for groups primed with images of non-stereotypical women,
recall valence was negatively affected by the interaction effect between message valence and
sexism. This result is valid for the male senders and is statistically significant (p<0.01; adjusted
R?=0.447). The adjusted R? means that 44.7% of the variance in recall valence is explained by
the model. By adding the independent variable sexism into the model, the adjusted R?
increased from 0.165 (Table 8) to 0.447 (Table 9) for the male senders.

As seen in Table 9, the interaction effect Message*Sexism has a negative effect on recall
valence for male senders (-1.447). This means that male senders who were primed with images
of non-stereotypical women and who communicated with a female recipient, did not tune their
attitudes towards the sender, and their memories were not modified in accordance to the SIB
effect. Instead the original texts were remembered in a negative way, even though the message

valence in the first stage was more positive.
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Table 9. SIB-effect for Experiment Groups 2 and 4 with interaction effect

- Full Sample Female Senders Male Sender
Independent variables N 4 N = 25 N <16
Constant 0,141 1,645 -1,700
Message 1,848 1,730 6,716
(0,621) (0,825) (2,192)
Sexism -0,357 -0,426 0,429
(0,227) (0,371) (0,463)
Message*Sexism -0,261* -0,244 -1,447***
(0,159) (0,222) (0,526)
R? =0,522 R? =0,585 R? =0,566
Adjusted R-square = Adjusted R-square = Adjusted R-square =
0,480 0,516 0,447

Dependent variable = Recall Valence
Standard deviation in parentheses.

***p<0.01, *p<0.05, *p<0.1

To sum up, sexism can be concluded to be a more prominent independent variable than the
sender’s gender. In this expanded regression analysis it was also discovered that there are
indications that men do discriminate against women in interpersonal communication. However,
this phenomenon was only found in the group that were primed with images of non-
stereotypical women, and the effect increased with the higher level of expressed sexism. In the
next section we will therefore delve deeper into the domain than all other previous studies, in
order to fulfil the study's purpose: to better understand discriminatory behaviour in

interpersonal communication measured by the variance in recall valence.

4.3.4 EXTENDED REGRESSION MODELS WITH MULTIPLE INTERACTION EFFECTS

Relying on the findings from the previous part, 4.2.2, our purpose of the coming section is to
understand our findings using enlarged models. The study will present two regression models
with the purpose of explaining the variance in recall valence more neatly. The first model (1) will
comprise the independent variable sexism with other independent variables and the second (2)
will comprise the independent variable sender’s gender with other independent variables. The
reason for having the sender’s gender in one regression and sexism in the other, and not
having them together, is to better understand the role of the two independent variables working

as moderators, and affecting recall valence. If they were in the same regression model, it would
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have been harder to understand their individual explanatory power, together with others, on the

dependent variable recall valence.

Below are the models, and in order to draw statistically significant conclusions at least one of

the interaction effects containing three factors, needs to be significant.

The first regression model:
Recall = B, + B;Message + B,Sexism + B;Recipient + B,Priming + Bs(Sexism*Message)+
Bs(Sexism*Priming) + B,(Sexism*Recipient) + Bg(Message*Priming) + Bs(Message*Recipient) +
B1o(Priming*Recipient) + (3;4(Sexism*Message*Priming) + B.(Sexism*Message*Recipient) +

B15(Sexism*Priming*Recipient) + B,,(Message*Priming*Recipient) + p

The second regression model:
Recall = B, + B;Message + B,Sender + B;Recipient + 3,Priming + B5(Sender*Message) +
Bs(Sender*Priming) + B,(Sender*Recipient) + Bg(Message*Priming) + Bg(Message*Recipient) +
B1o(Priming*Recipient) + B+;(Sender*Message*Priming) + B,,(Sender*Message*Recipient) +

B1s(Sender*Priming*Recipient) + B,,(Message*Priming*Recipient) + p

In order to make it easier to interpret the result of the regressions, some variables were coded
as dummy variables, going from a value of O to 1. For the variable priming, O equals neutral
images (no stimulus), while 1 equals images of non-stereotypical women (stimulus). For the
variable sender, O equals a male sender, and 1 equals a female sender. Finally, for the variable
recipient, O equals a male recipient, and 1 equals a female recipient. Neither the variables
sexism nor message were suitable to recode as dummies, since they are not binary but
represent a nominal scale. As mentioned previously, sexism encompasses values from 1=not
sexist at all, to 7=very sexist. As seen in the tables below (Table 10a, Table 10b) three

interaction effects were found significant. These effects will now be interpreted and explained.

The first interaction effect in Table 10a, Sexism*Message*Priming, was statistically significant
(0<0.1; adjusted R? = 0.346). This implies that the interaction effect between the three
independent variables has an impact on the dependent variable recall valence. The interaction
effect’s negative effect on recall valence (-0.188) is explained by the subjects level of sexism,
together with the priming of non-stereotypical images of women, through message valence. For
those who (1) scored a high level of sexism, and (2) were primed with images of non-

stereotypical women, an interesting result was found. Among them, it can be seen that the
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effect of a generally more positive message leads to a generally more negative recall of the
original text. This implies that no SIB effect is present, instead the opposite, a structural

discriminatory behaviour is found. This strengthens the results presented in Table 9.

Moving on to the second statistically significant interaction effect (p<0.05) it can be seen that
the interaction effect Sexism*Priming*Recipient had a negative beta, (-1.014). Thus, for subjects
who were primed with images of non-stereotypical women, and who wrote to a female
recipient, the recall valence was affected in a negative direction the more sexist the subjects
were. This means that, the more sexist the subjects were, under the stated conditions above,
the more negative was the effect on recall valence. Furthermore, both female and male senders
were less influenced by the positive attitude of a female recipient (Karin), compared to a male
recipient (Stig). This implies that these subjects did not tune their messages to the female

recipient's positive attitude.

The last interaction effect, with statistically significant result (p<0.05) is
Sender*Priming*Recipient. It reveals that the independent variables sender, priming, and
recipient together have an impact on recall valence. The outcome on recall valence (1.515)
implies that women who were primed with non-stereotypical images of women, and who
communicated with a female recipient (Karin), wrote the original text in their recall messages in
a more positive way than their first messages. In other words, a strong SIB effect was
identified.
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Table 10. SIB-effect: full sample with interaction effects, (left side)
Table 11. SIB-effect: full sample with interaction effects, (right side)

Full Full Full Full
Independent Independent

E Sample Sample 2 Sample Sample
variables N =179 N =179 variables N =179 N =179
Constant -0,184 0,347 Constant 0,159 -0,225

Message 0,685*** 0,328 Message 0,651*** 0,353
(0,071) (0,360) (0,076) (0,236)

Sexsim 0,071 -0,092 Sender -0,082 0,419
(0,105) (0,172) (0,238) (0,488)

Recipient 0,028 -0,601 Recipient -0,004 0,569
(0,224) (1,191) (0,230) (0,556)

Priming -0,039 -2,043 Priming -0,074 0,625
(0,223) (0,992) (0,230) (0,544)

Sexism*Message 0,082 Message*Sender 0,201
(0,100) (0,287)

Sexism*Priming 0,572 Message*Recipient 0,449
(0,267) (0,332)

Sexism*Recipient 0,211 Message*Priming 0,247
(0,326) (0,301)

Message*Priming 0,724 Sender*Recipient -0,700
(0,518) (0,703)

Message*Recipient 0,301 Recipient*Priming -1.113
(0,540) (0,770)

Priming*Recipient 3,546 Priming*Sender -0,979
(1,725) (0,687)

Sexism* -0,188* Message* -0,293
Message*Priming (0,143) Sender*Recipient (0,353)
Sexism* -0,045 Message* -0,097
Message*Recipient (0,147) Sender*Priming (0,340)

Sexism* -1,014** Message* -0,131
Priming*Recipient (0,464) Recipient*Priming (0,326)
Message* 0,077 Sender* 1,515**
Priming*Recipient (0,315) Priming*Recipient (0,979)

R? =0,362 R? =0,401 R? =0,325 R? =0,401
Adjusted Adjusted Adjusted Adjusted
R-square = R-square = R-square = R-square =

0,347 0,346 0,307 0,346

N =179 N =179 N =179 N =179

Dependent variable = Recall Valence
Standard deviation in parentheses
***p<0.01, *p<0.05, *p<0.1

47




Persson & Soderlind 2016

To sum up: the three statistically significant interaction effects showed that all of the
independent variables; sexism, priming, recipient’s gender and sender’s gender together had
an explanatory power on the variance in recall valence. Furthermore, the regressions also
indicated that the priming of non-stereotypical women had a negative effect on recall valence

for male subjects, whereas this effect was positive for female subjects.

4.4 SUMMARY OF HYPOTHESES TESTING

Table 12. Summary of Hypotheses Testing

H1 The men in Sweden are more benevolent and hostile sexist than Failed to be
the women, regardless of age. rejected

H2 Men who have had at least one female boss in the public world Failed to be
are less sexist than men who have not had a female boss. rejected

When communicating about a public world topic with female
H3 recipients, recall valence is not affected by message valence, Rejected
regardless of the sender’s gender.

Rejected due
to the premise
of H3.

H4 By priming the sender with non-stereotypical images of women,
recall valence will be affected by message valence.
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5. ANALYSIS

In this chapter, the findings from the previous chapter will be analysed in accorgance with the
theoretical framework and methodology. Thus, the findings are analysed and discussed in the light of

the study’'s context. A more general discussion follows in chapter six.

Before beginning the analysis, we would like to reiterate the purpose of this study. As described
in section 1.5, the purpose was firstly to prove that the Swedish population do discriminate
against women on a general basis. The second aim was to identify new mechanisms behind
structural gender discrimination in interpersonal communication, and to further investigate how

this potential behaviour could be counteracted.

5.1 SEXISM IS HIGHLY PREVALENT IN SOCIETY

In order to understand how widespread sexism is among male and female seniors in Sweden,
the ASI was used to quantify its presence (Glick & Fiske, 1996). The ASI measurement has
been used in previous studies, but not in a Swedish context (Glick et al, 2000). Thus, the result
can be seen as a baseline when it comes to negative gender discrimination against women in
Sweden. Furthermore, it was hypothesised that men are more benevolent and hostile sexist
than women regardless of age, which is in line with previous findings in other western European

countries (Glick et al, 2000).

As expected, Swedish men are more sexist than Swedish women, both when it comes to
benevolent and hostile sexism and this is valid regardless of age. In this thesis, it can be
concluded that the level of sexism found is on pair with the mean in other western European
countries, when comparing with Glick et al.’s (2000) study conducted within 19 countries. As
Sweden is seen as a, more or less, equal country (World Economic Forum, 2015) it is
interesting that the finding does not reflect the ranking. Additionally, our result is gathered
twenty years after the result was presented by Glick et al. (1996) making this even more
striking. However, it is important to keep in mind that Glick et al.’s (1996) result was conducted
on a younger sample and our finding is based on a considerable older sample. Our samples’
ages imply that they have been acculturated in society for a long period of time, which might
have affected their level of expressed sexism (Hedberg 2012; Ruble & Ruble, 1982). This is
both in the sense that they have been reinforced by female stereotypes constantly present in
the media, as well as the fact the sample grew up during, or with some connection to, World

War Two; a time when society was less equal. These two factors might have shaped how
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people see and interpret their environment, which is especially crucial during one’s childhood
(Bandura, 1971; Ruble & Ruble, 1982).

Moving forward, our result also showed that the younger group of the male sample expressed
less benevolent sexism than the older group, which strengthens a possible explanation that the
society we grow up and live in forms our view of the world and subsequent behaviour. Still, it
cannot be proved whether the level of sexism increases as age increases, or if it is a product of
upbringing and history. However, we argue that the level of benevolent sexism is rather
constant over one’s lifetime and our finding shows the tendency that younger generations are
less benevolent sexist than older generations. This is a positive finding, since benevolent sexism
supports behaviour that can impede women'’s personal efficacy and competence, by

neglecting the recipient’s abilities (Davies et al., 2002; Hammond & Overall, 2015).

Building on this, our result revealed that men who have had at least one female boss during
their working life expressed a clearly lower level of benevolent sexism. One potential explanation
is that men who have had a female boss have seen women acting in positions where their
competence level is crucial (Glick & Fiske, 2001). Thus, women in power positions might lead to
that women are being perceived as equal to men, and not perceived as a weaker and
incompetent in the public world. This finding stresses the importance of equal rights and
opportunities in business life, in the movement towards a gender equal society. Thus, it is
important that women, to a greater extent, are represented in contexts where their competence
is judged, such as positions in boards and management teams. According to Glick et al. (2000)
hostile and benevolent sexism go hand in hand where benevolent sexism legitimates the
hostile. This implies, if it is possible to lower benevolent sexism, hostile sexism will not be

accepted to the same extent, leading to less structural sexism in society.

In line with earlier theories (Glick et al, 2000; Jost & Banaiji, 1994) our result underlines the fact
that the men’s mean value of benevolent and hostile sexism also predicted the women’s mean
value. Thus, the disadvantaged social group of women adopts the system-justifying beliefs of
the dominant group of men. In other terms, women unconsciously adjust their level of sexism in
accordance to the level expressed by the social group of men (Glick et al., 2000) and the

Swedish women score about 0.8 units lower on the ASI scale.

To conclude, our result stresses that men in Sweden are clearly sexist, both benevolent and

hostile and that there is an indubitable difference between men and women. It was also shown
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that with increasing age, the level of expressed sexism increased. Furthermore, by increasing
the pace of women taking power positions, structural discriminatory behaviour could be
lowered faster, since this will lower benevolent sexism on a general level (Glick & Fiske, 1996).
Moving forward, the fact that men in Sweden structurally discriminate against women will work
as a baseline in the following analysis: how gender discrimination on a general level is

expressed within interpersonal communication.

5.2 SEXISM IS NOT AUTOMATICALLY TRANSFERRED TO THE SIB

The communication game within the SIB paradigm was used as a tool to measure gender
discrimination towards women in interpersonal communication. To be clear, a SIB effect takes
place when a sender tunes his or her message according to the attitude of the recipient, which
in the next step affects his or her memory and recall valence of the original text. If this effect is
missing for recipients of the social group of women, structural gender discrimination is present.
Previous studies have pointed in the same direction, that discrimination in interpersonal
communication against women exists among high school students (c.f. Azadi & Torstensson,
2013; Hedberg, 2012). In this study, it was hypothesised that structural gender discrimination
also is present among the elderly population, where it ought to be even more prominent (Ruble
& Ruble, 1982).

Our empirical data revealed that hypothesis three was rejected because a SIB effect was
present for all subjects who were exposed to neutral images. Thus, the sender’s gender and
the recipient’s gender did not impact the SIB effect, which was the case in Azadi and
Torstensson’s (2013) and Hedberg’s (2012) studies. Recall valence was positively affected by
message valence in all cases and this study failed to empirically support previous findings within
the domain. This implies that the voice of the social group of women is heard by both men and
women and that women are able to create the shared realties, within the public world, that are

continuously produced in our society (Echterhoff et al., 2005; Hedberg, 2012).

The SIB effect that was present for the subjects who were exposed to neutral images, might be
interpreted as there being no inter-group bias between the genders or, not a strong one. One
explanatory factor could be the bus context. The fact that the subjects were travelling together
on their way to or from Aland, and that they represented the senior association SPF, might
have affected their categorisation process (Allport, 1954; Jones, 1982). Thus, it is likely that the

categorisation of the recipient as a fellow traveller, or member of the SPF association, was

51



Persson & Soderlind 2016

more pronounced than the recipient’s gender in the communication game. As can be seen in
the script (Appendix A), the experiment leaders emphasised that the subjects’ recipients were
SPF members, on another bus to or from Aland. This might also have strengthened the ingroup

feeling between the SPF members, making the social group of gender less prominent.

Secondly, the fact that the experiment was conducted on buses might have influenced the
presence of the SIB effect. To perform the experiment on a bus, in opposition to previous
studies which were conducted in classrooms, might have affected the message and recall
valence. As a traveller, you might be in a more positive mood and mindset (Hjalmarsson &
Wallin, 2010). On the other hand, there is also the possibility that the seniors might have been
fatigued and bored at the end of the trips (Morris & Guerra, 2015). These two opposite

viewpoints might have affected the words written and valence in their messages.

A third and final potential explanation for our finding is the choice of the public world topic.
What distinguished our method, in relation to previous studies within the domain, is that this
study had another topic in the communication game. Previous studies’ communication games
(c.f. Azadi & Torstensson, 2013; Lidgren & Westerberg, 2015) were based on an industrial
company. In this study, it was replaced with a food company. This decision was made since
the industrial company have a heritage of a male dominated workforce and the authors saw a
risk that the subjects would consider the topic to be a “man’s world”. This could imply that the
topic, instead of the gender of the recipient, influenced the SIB since a male recipient would
had been seen as more competent and trusted within the industrial sector than a female
recipient. Based on this argumentation, the change of topic enabled the female recipients

likelihood to influence the senders’ shared realities.

To conclude, no discrimination could be proven in the communication game for the subjects
who were primed with neutral images. One reason could be that the categorisation of the
recipient as a fellow SPF member was more prominent than the recipient’s gender. Another
explanation might be that the change of the public world topic positively influenced the
possibility to create a shared reality between the sender and the recipient, regardless of gender.
The fact that no discrimination was proven for these subjects is a contribution to the existing
body of research. This means that even if a subject expressed sexism against women on a
general level, it is not automatically transferred to communication in interpersonal

communication.
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5.3 THE EFFECT OF PRIMING IS AMBIGUOUS

In this study, discrimination could not be proven for the subjects who were exposed to neutral
images. Based on the knowledge that sexism existed on a general level, but was not proven in
interpersonal communication, the authors enlarged the regression model with the objective to
identify the underlying mechanisms to the discrimination. The independent variables sexism,
priming, gender of the sender, gender of the recipient, and message valence were integrated
as interaction effects, in order to examine their mutual effect on the dependent variable recall

valence.

The results in the enlarged regression models revealed that the interaction effects of the
independent variables sexism and priming of non-stereotypical women had a stronger
explanatory power than gender of the sender together with priming. The authors therefore
recommend to also evaluating the independent variable sexism in further research, and not only
the gender of the sender, as previous studies have considered as the most prominent
explanation of gender discrimination. By adding the independent variable sexism, as a part of
the interaction effects, it was possible to see that the priming did have an effect on recall

valence, which without the variable sexism would not have been revealed.

When it comes to male senders, who scored a high level of sexism, had been primed with non-
stereotypical women, and communicated with a female recipient, they recalled the original text
in a more negative way than their valence of their first message. This implies that the images of
the non-stereotypical women had a negative effect on their memory modification and no SIB
effect was present. Furthermore, the result also revealed that it is not only through message
valence that the identified behaviour is shown to be valid. The male senders were also less
influenced by the positive attitude of a female recipient, than of a male recipient, the higher level
of sexism expressed. This implies that male senders took less notice of female senders, leading

to no audience-tuning effect.

The overall outcome can be explained by the so-called backlash effect, which occurs when
women challenge the female stereotypes by expressing more agentic traits, such as career
women who do not behave as they “should do”. Such behaviour is likely to provoke negative
reactions in society and to cause a higher degree of hostile sexism (Eagly & Karau, 2002; Glick

& Fiske, 2001; Prentice & Carranza, 2002; Rudman & Phelan, 2008). This is the outcome here:
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the career women in the images do challenge the gender roles and are, by extension, a threat

to the social group of men when it comes to their dominance over the social group of women.

When looking at the women, who were primed with images of non-stereotypical women, and
who communicated with a female recipient, the result revealed that they are, in opposition to
the men, not threatened but instead empowered. These women remembered the original text
about the public world topic in an obviously more positive way in relation to the group of
women who were primed with neutral images. The female senders perceived the female
recipient as a reliable source of information and she (Karin) was thereby able to influence the
female senders cognition and shared reality (Echterhoff et al., 2005). It can be concluded that
the female senders did not endorse the system-justifying view as a disadvantaged social group
(Jost & Banaiji,1994). Instead they were empowered as the result stresses ingroup favouritism
(Stephan & Rosenfield, 1982).

To conclude, it was found that priming with images of non-stereotypical women had a different
effect in the communication game, depending on whether the sender was a man or a woman.
The men were threatened while the women were empowered. The reaction expressed by the
male sample is explained as a backlash effect, where women in breadwinning roles are seen as
a threat to the male dominated system. Secondly, when being primed with images of non-
stereotypical women, the more sexism expressed on the ASI scale, the higher is the risk that a
person will discriminate against women in interpersonal communication. In the next chapter,
the findings analysed in this section will be discussed further, in the context of the media and

society at large.
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6. DISCUSSION

In this chapter the empirical results will be summarised and discussed in relation (o the study’s
ourpose. We will also discuss the implications of the findings in the light of the media industry and

society at large. Finally, directions for future research are suggested,

6.1 CONCLUSION

The aim of this study was firstly to investigate if the Swedish population do discriminate against
women on a general basis. The second aim was to identify new mechanisms behind structural
gender discrimination when it comes to interpersonal communication, and to further investigate

how this potential behaviour could be counteracted with priming of non-stereotypical women.

Our result confirms that men in Sweden are clearly sexist, both benevolent and hostile. There is
also an indubitable difference between men and women, regardless of age. This implies that
the first hypothesis, that men in Sweden are more benevolent and hostile sexist than women,
failed to be rejected. Furthermore, the result also revealed that men, who have had at least one
female boss during their working life, expressed a lower degree of sexism. Based on that, the

second hypothesis failed to be rejected.

The fact that no discrimination within interpersonal communication could be proven, implied
that the third hypothesis was rejected. In this study, the SIB effect was found in both male-to-
female and female-to-female communication. This is not in line with previous research, where
no SIB effect was found in the natural state, either in male-to-female or in female-to-female

communication (Azadi & Torstensson, 2013; Hedberg, 2012).

The fourth hypothesis aimed to examine if priming with images of non-stereotypical women
could be used to counteract discrimination. Since the SIB effect was found in the full sample,
there was positively no discrimination to counteract. However, our result revealed that the
priming did affect the subjects’ message and recall valence in an unexpected way. For the male
subjects the priming influences the message and recall valence in a negative direction. Their
behaviour could be explained as a backlash effect. This means that women are seen as a
threat to the male dominated system. By adding the independent variable sexism as a part of

the interaction effects, it was possible to conclude that the priming instead had a negative
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effect on recall valence. This implies that women were perceived as competent in the public

world, but at the same time, were considered as a threat.

To summarise, men are more sexist than women in Sweden and the level of sexism could
possibly be lowered by increasing the percentage of women in top management positions.
Moreover, our findings regarding discrimination within interpersonal communication are not in
line with previous research within the domain. Within the communication game, no structural
discrimination was found either in male-to-female or female-to-female communication when
being primed with neutral images. However, when men were primed with non-stereotypical
women, there is evidence proving discriminatory behaviour towards women, triggering a
backlash effect. This implies that the traditional stereotype of the woman still is prevalent

among seniors in Sweden, and more work is needed to achieve gender equality.

6.2 CRITICAL REFLECTION

6.2.1 RESEARCH LIMITATIONS

An important aspect of this study was the investigation of several stimuli that may have an
explanatory factor on the dependent variable, the recall valence. Great effort was put into the
pre-studies that were carried out. However, due to time constraints, the authors did not have
time to perform as many pre-studies as would have been optimal. It would have been of
interest to: (1) make a deeper examination of the traits and characteristics connected to a non-
stereotypical woman from our subjects’ point of view, and (2) to choose the images that were
seen as the most non-stereotypical. However, a manipulation check in Experiment part two
ensured that the subjects perceived the selected women on the images as competent.
Additionally, the fact of using the same non-stereotypical images of women as had previously
been used (Azadi & Torstensson, 2013), added value, since the results could be compared and

the original findings either strengthened or questioned.

6.2.2 METHOD LIMITATIONS

The communication game has been a widely used experiment for decades (Higgins & Rholes,
1978). However, it was a challenge to control the extraneous variables and to secure that the
subjects participated in the experiment as proposed. A majority of the subjects grasped the

information about their recipients’ attitude and gender and none of them understood the true

purpose of the experiment. However, since the experiment was carried out on crowded buses,
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it was hard to prevent the subjects from looking at each other’s papers or performing the
experiment quietly. Thus, there are risks that participants did not participate correctly, doubted
the existence of the recipients Karin and Stig, or interrupted other participants in the study. For
these reasons, a more controlled environment might have been preferred but at the same time,
a more controlled environment would have had a negative effect on the experiment’s ecological
validity. Another way of resolving the uncontrolled environment would have been to have

smaller groups of subjects per experiment, which unfortunately not was possible.

Another aspect that is important to highlight is the subjective coding template used to measure
message and recall valence. It is possible that the perception of whether a statement or a
sentence is positively or negatively charged could differ from one subject to another. This is a
limitation in the chosen method. However, it is important to underline the fact that it is the
correlation between the message valence and recall valence that is the main issue, and that a
consistent method was used for all subjects. Furthermore, when it comes to the measurements
of hostile and benevolent sexism, a scale from 1-7 was used. In previous studies (c.f. Glick &
Fiske, 1996) a scale from 1-5 was used. This disparity is a weakness, making the results less

comparable with previous studies.

In this study, the authors were the two experiment leaders - two females acting in an
authoritarian position. Therefore, we acted in a way that was opposite to the traditional female
stereotype. Both Azadi and Torstensson (2013) and Lidgren and Westerberg (2015) conducted
their experiments with one female and one male experiment leader. For the latter pair, they paid
extra attention to this by hiring a man. The reason for this was to minimise the risk that the
experiment leaders themselves would affect as priming themselves. In this study, the decision
was made to have both the female authors as the experiment leaders because of the risks
associated with hiring an external person. It was assumed, that an external person who was
not knowledgeable in the theoretical framework and the procedure, would have affected the

final outcome more negatively than by having two female experiment leaders.

6.2.3 DATA LIMITATIONS

One objective of this study was to have a sufficiently large sample size to be able to draw
generalisable conclusions. 179 respondents is a marked increase in numbers from previous
studies within the domain, but still not large and heterogeneous enough to draw generalisable
conclusions that are valid for the entire population of Sweden. The uneven distribution of female

(61%) and male (39%) respondents makes it harder to get statistically significant results, which
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impacted the strength in some of the regression analyses. In future studies within the domain,
we recommend to either enlarge number of respondents or/and have a more equal gender

distribution.

6.3 GENERAL DISCUSSION AND CONTRIBUTION

Based on the ongoing debate in Sweden, that women as a social group do not have the same
opportunities in the public world as men, the authors found it meaningful to widen the body of
research. The motivation behind this thesis was to investigate whether the Swedish population
structurally and subconsciously discriminate against women, both on a general level and in
interpersonal communication. With the aim to better understand the behaviour, we wanted to
investigate whether the reduced opportunities for women are explained by that women are
perceived as less competent in the public world and/or if this behaviour is rooted in the male
dominated system as a way to stay superior. Along with this, we wanted to see if the media, as
a powerful stakeholder, could help to speed up the pace toward a gender equal Sweden. The
question that was asked was: by publishing images of non-stereotypical women in the media,
instead of the stereotypical ones that do not always mirror our contemporary society in a fair
manner, would it be possible to decrease the assumed existing level of discrimination, or even

to counteract it?

Earlier studies within the domain suggested to conduct a similar study to theirs, but
investigating an older population since it was hypothesized, but not yet studied, that an older
population would discriminate to a greater extent than a younger sample. Thus, in this thesis it
was decided to investigate the general level of sexism, as well as building on previous findings
within the SIB paradigm by focusing on the older population in Sweden. It could be questioned
why the authors focused on the older population, who is not in the working life anymore and
therefore are less important to investigate. However, our argument is that the elderly population
is growing, constituting approximately 20% of the Swedish population (Boverket, 2016). These
people are mom and dads, grandmothers and fathers, role models and board members. Thus,
we found it important to understand this fifth of the population since they are influencing

coming generations and are a part of the ongoing creation of our shared realities.

The starting point in this thesis was to create a baseline for general sexism in Sweden among
the older population. As in line with the ongoing debate in society, the sample expressed a

relatively high level of sexism, especially the older part of the sample. However, a positive
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finding was that men who have had a female boss during their working life expressed a lower
level of benevolent sexism, than the men who have not had one. When investigating if the
general level of sexism was transmitted to interpersonal communication within the SIB, no
discrimination against women in a natural state was proven. In a previous study by Lidgren and
Westerberg (2015) it was found that discrimination was proven in the natural state and that it
was possible to counteract men’s discriminatory behaviour by priming of non-stereotypical
women who are being spoken about. In our study, the result was reversed. The natural state
led to no discrimination, whereas the priming of non-stereotypical women lead to discriminatory
behaviour among men. Since it was the priming part that gave rise to the behaviour, the reason
seems to be that women in power positions are seen as a threat to the male dominated system
(Glick & Fiske, 1996). Based on that, the women suffered a backlash effect, implying that
women on a structural level not are seen as incompetent in the public world but rather as a

threat (Rudman & Phelan, 2008).

At the same time did women not discriminate other women, either in a natural state or when
they were primed with images of non-stereotypical women. Instead, the priming created an
even more positive impression than the natural state. As previously mentioned, women are
adjusting their level of sexism in accordance to, and constantly lower than, the men (Glick et al.,
2000). This could indicate that men are becoming more and more accepting and are adjusting
their view of what women should and should not do in their roles as women. This might imply,
since women do not discriminate at all, the level of sexism amongst men might not be far away
from a level where women will not suffer a backlash effect or other gender-based discriminatory

behaviour.

To conclude, these findings could be interpreted as the traditional stereotypes of women are
still etched in our minds and are a part of our shared realities. At the same time, tendencies
towards an improvement are also identified for this elderly population. However, when women
go against the traditional stereotypes, it affects men in two ways. Firstly, the images of non-
stereotypical women induce hostile sexism when being looked at for just a few minutes.
Secondly, men who have had a female boss during their working life express a lower level of
benevolent sexism. With this being said, it can be assumed that if the media began to more
truly mirror how women look and behave, a short term effect of this might be an increase in
hostile sexism via the backlash effect. However, in the long run it could be assumed that the
representations of non-stereotypical women in the media might be seen as natural and thereby

lower the level of benevolent sexism. When the level of benevolent sexism is lowered, the level
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of hostile sexism follows (Glick & Fiske, 2001). Our findings stress that the media does have the
opportunity to accelerate the pace towards gender equality. In our study, 15 images of non-
stereotypical women, used as priming, had a significant effect on both men’s and women’s
behaviour. What would then happen if the media took more responsibility for making sure that
women were portrayed in non-stereotypical ways, and that they had the same possibilities to
express their thoughts and knowledge within the public world? The authors are convinced that

the media industry has an important role to play in the gender equality movement.

6.4 PRACTICAL IMPLICATIONS

As discussed in the previous section, the media do have the power to influence our society
towards a more equal reality. This can be done, by portraying women in a more dynamic
manner and thereby reducing men’s prejudices and discriminatory behaviour towards women.
In the discussion below follows several practical implications, especially directed towards the

media industry but also towards people who are publishing content in other industries.

We live in a society that is more or less gender equal when compared with other countries.
However, when you are not aware of it, it is easy to miss the structural sexism identified in this
thesis. The reasons to why it is easy to not pay attention to gender unequal media content is
that it seems natural and in line with our norms. By this being said, we recommend alll
communicators to raise their awareness in this issue and take on their fair share of
responsibility. This could be done in several ways: education, workshops, seminars, lectures,
and the latest trends and research within the field. We believe that by paying more attention to,
and by gaining deeper knowledge about gender equality, communicators could influence the
movement in their daily tasks. Furthermore, this could improve the content that is produced

and communicated in a wide range of channels.

As all publishing activities come with a great deal of responsibility, the authors would like to
extend their recommendation to all companies and organisations that publish content. We urge
that gender equality in communication should be implemented as a part of every company’s
tactics. Communication could be tracked on a weekly or monthly basis in order to ensure that
the signals that are being communicated, both in text and images, are in line with gender
equality. One example could be to implement a KPI that measures content diversity; how
people are portrayed, as well as checking that content representation is evenly distributed

between men and women.
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At a strategic level, the authors would like to direct a recommendation towards CMO’s, brand
and communication managers, and other people in leading positions. The definition of
advertising is changing towards a more brand directed communication that aims to influence
people (Rosengren, 2016). This can be interpreted as that the marketing communication has a
greater influence, especially outside the specific buying situation. The consumers have started
to demand a more sustainable and conscious approach to the brands they identify themselves
with. In order to stay relevant in the field and not to lose customers, it is important that every
marketing and communication department evaluates their communication in a broader
perspective. By broader, we mean that the communication should also contain and address

environmental and social issues.

6.5 SUGGESTIONS FOR FURTHER RESEARCH

A number of limitations were made in the research design to allow it to fit into the given time
frame. This factor, as well as the findings themselves, opens up a number of possibilities for

further research within the domain.

This study did not find any discrimination in male-to-female or female-to-female communication
in the natural state, and is therefore not in line with previous studies. The reason for this finding
could be that seniors did not discriminate against women to the same extent as high school
students, as found by Azadi and Torstensson (2013), and Lidgren and Westerberg (2015).
However, as discussed, an explanatory factor for this ambiguity could also be the topic that
was chosen to communicate around in the experiment. Thus, it would be of interest to alter the
communicated topic even more, and to replicate this study on the elderly population to

strengthen our findings.

The results also revealed that the priming with images of non-stereotypical women influenced
subsequent behaviour. The subjects’ behaviour were influenced by a single exposure of a few
minutes duration. Therefore, it would be interesting to investigate how repeated exposures over
a period of time would affect the sample’s behaviour. For example, would more repetitions

decrease or even remove the discovered backlash effect?

Finally, we also investigated sexism on a general level. The result showed that if you have had a

female boss in your working life, you expressed a lower level of benevolent sexism. We think
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this finding is really interesting, but we did not gather data to understand why this was the
case. Therefore, it would be of interest to investigate further whether it is the fact of one’s is
having had a female boss that lowered the level of benevolent sexism, or if there are other
explanations behind. Could it be possible that it is not the boss herself that explains this

phenomenon, but rather the occupation or the industry?
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10).

Image B:

Segar, M. [n.d] Untlitled.
http://www.theatlantic.com/sexes/archive/2013/03/sheryl-sandberg-gives-american-women-a-
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Image C:
Unknown. (2013) Untitled. http://thinkers50.com/biographies/sheryl-sandberg/ (Viewed: 2016-
09-10).
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Image A:

Abhiiit, T. (2009) Red Apple. http://commons.wikimedia.org/wiki/File:Red_Apple.jpg (Viewed:
2016-09-10).

Image B:
Roberta, F. (2007) Apple Stark. http://commons.wikimedia.org/wiki/File:Apple_stark_s.jpg
(Viewed: 2016-09-10).

Image C:
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http://commons.wikimedia.org/wiki/File:Golden_delicious_apple.jpg (Viewed: 2016-09-10).
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Fir0002/Flagstaffoto (2009) Orange and cross section.
http://commons.wikimedia.org/wiki/File:Orange_and_cross_section.jpg (Viewed: 2016-09-10).
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Image B:
Ankara (2011) Citrus sinensis. http://commons.wikimedia.org/wiki/File:Citrus_sinensis_close-
up.jpg (Viewed: 2016-09-10).

Image C:
Unknown (2005) Ambersweet oranges.
http://commons.wikimedia.org/wiki/File:Ambersweet_oranges.jpg (Viewed: 2016-09-10).
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Fir0002/Flagstaffotos (2006) Bananas white background.
http://commons.wikimedia.org/wiki/File:Bananas_white_background.jpg (Viewed: 2016-09-10).

Image B:
Hopson, S. (2006) Bananas. http://commons.wikimedia.org/wiki/File:Bananas.jpg (Viewed:
2016-09-10).

Image C:
Fir0002/Flagstaffotos (2009) Banana and cross section. Viewed: 2016-09-10 from URL:
http://commons.wikimedia.org/wiki/File:Banana_and_cross_section.jpg
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Image A:

Unknown (2005) Pears. http://commons.wikimedia.org/wiki/File:Pears.jpg (Viewed: 2016-09-
10).

Image B:
Unknown (2005) Blake's Pride pears.
http://commons.wikimedia.org/wiki/File:Blake%27s_Pride_pears.jpg (Viewed: 2016-09-10).

Image C:
Kombucha (2010) Alexander Lucas.
http://commons.wikimedia.org/wiki/File:Alexander_Lucas_10.10.10.jpg (Viewed: 2016-09-10).
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Image A:

Fir0002/Flagstaffotos (2005) Wine grapes.
http://commons.wikimedia.org/wiki/File:Wine_grapes03.jpg (Viewed: 2016-09-10).

Image B:
Unknown (2006) Concord Grapes. http://en.wikipedia.org/wiki/File:ConcordGrapes.jpg
(Viewed: 2016-09-10).

Image C:

Unknown (2006) More Grapes. http://commons.wikimedia.org/wiki/File:More_grapes.jpg
(Viewed: 2016-09-10).
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APPENDIX

APPENDIX A - EXPERIMENTAL SCRIPT
SCRIPT IN SWEDISH

Experimentledare A: Hej! Jag heter Anna Sdderlind, och gér sista aret p& Handelshdgskolan.
Tillsammans med min studiekamrat Frida s& skriver vi nu varsin avslutande examensuppsats pa
skolan och bada tva behdver er hjélp for att skriva klart.

Vi kommer nu gdra tva undersdkningar tilsammans med er, och eftersom bada tva gor
undersokningar kom vi pa att vi kunde sla ihop tva tillfallen och dessutom hjélpa varandra. Ni
kommer alltsé att gora tva separata undersokningar idag och vi kommer att bdrjar med min.
Ditt deltagande ar anonymt och helt frivilligt.

Jag skriver min uppsats inom marknadsféring som handlar om att kormmunicera effektivt med
bilder. Ni kommer att fa varsitt hafte, med tre bilder per sida. Det &r totalt fem sidor, och alltsa
15 bilder. Din uppgift ar att:
1. Titta noggrant pé bilderna
2. Rangordna de tre bilderna pa varje sida fran 1 till 3. Du skriver en etta vid den bild du
gillar béast, en tvaa vid den bild du gillar nast bast och en trea vid den bild du gillar minst.
3. Efter bilderna kommer en enk&t som handlar om undersdkningen i stort.

Det finns inga rétt eller fel svar. Det ar viktigt att ni inte pratar med varandra under tiden ni fyller i
haftet och ni har 10 minuter pé er. Jag kommer dela ut haftena.

[EXPERIMENTET DEL 1 UTFORS] (10 min)
Tack sé jattemycket for att ni deltog i min studie!

Experimentledare B: Hej, jag heter som sagt Frida och jag skriver min masteruppsats inom
ledarskap. Jag undersdker hur manniskor kommunicerar med och forstar varandra. Mer
specifikt tittar jag pa& hur manniskor, genom skriftiga meddelanden, lyckas fa andra att forsta
vad de menar.

Min unders6kning ar lite mer komplicerad &n Annas. Ni i denna buss, har idag blivit
ihopmatchad med en annan buss med SPF:are, som ocksa &r pa vag till/fran Aland. Denna
buss kallar vi er systergrupp, och ni kommer att gbra min undersdkning tillsammans med dem.
Ni har alla, via era nummer pé plattan, blivit ihopmatchad med en varsin person pa den andra
bussen med hjélp av min uppsatskollega. Din uppgift i min undersokning ar att skriva ett
meddelande till din syste senior i den andra bussen.
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Ditt meddelande kommer att handla om ett visst féretag. Jag har tidigare traffat er systergrupp,
dar vi pratat om olika foretag, vilket gor att jag vet om just din systersenior ar positivt eller
negativt installd till foretaget.

Jag kommer att borja med att dela ut tva papper. Pa det ena star det vilken senior just du ska
kommunicera med, vilket foretag ni ska kommunicera kring, samt om din senior ar positiv eller
negativ till féretaget. Pa det andra pappret finns information om ditt féretag.

Du kommer att f& ca sex minuter pa dig att lasa den hér texten s& noggrant du bara kan och
sen kommer vi att samla in texterna igen. Du far da ett tomt papper dar du ska beskriva
foretaget du precis last om, pa ett satt sa att din mottagare i den andra bussen forstar vilket
foretag du beskriver utan att du ndmner foretagets namn

[EXPERIMENT PART 2, BLOCK 1 UTFORS] (6min)

Vi kommer nu hdmta in papperet med information om ert féretag, och ge er ett tomt papper
dar du ska skriva ditt meddelande om féretaget. Ditt meddelande kommer jag att fota av och
skicka till den senior du har blivit ihopmatchad med. Hans eller henne uppgift ar da, att med
hjalp av din beskrivning, lista ut vilket féretag du har beskrivit. Darfor &r det valdigt viktigt att du
inte ndmner féretagets namn i din beskrivning. Ni har nu &tta min pa er att skriva era
meddelanden.

[EXPERIMENT PART 2, BLOCK 2 UTFORS ] (8 min)

Vi kommer nu att hamta in, fota av och skicka era meddelanden till systergruppen, som sitter
redo att ta emot era meddelanden. Om nagra minuter kommer ni da att f& reda pa huruvida just
din mottagare har lyckats identifiera féretaget du har beskrivit. Under tiden som ni vantar pa
svar far ni en annan uppgift att utféra. Det ar viktigt att ni &r tysta dven under denna del.

[EXPERIMENT PART 2, BLOCK 3 UTFORS ] (NAGRA MINUTER)

Nu ar klockan XX:XX, och vi har fatt svar frdn den andra bussen. Det ar viktigt att ni inte pratar
med varandra medan jag delar ut svaren och att ni inte jamfér era resultat.

Ni far aven ett tomt papper, och jag vill att ni dar skriver ned originaltexten om foéretaget som du
laste i borjan av experimentet sa ordagrant som mojligt. Skriv sa lasligt ni bara kan.

Ni har 6 minuter p& er och om ni blir klara innan, sitt bara tysta och invanta vidare

instruktioner.

[EXPERIMENT PART 2, BLOCK 4 UTFORS] (6 min)

Nu har det gétt sex minuter, och jag har bara en sista enkaten kvar. Det &r fragor om
undersodkningen, om samhéllet, och fragor om er sjélva. Det &r ganska manga fragor, men det
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ar som sagt det sista momentet. Jag ar valdigt tacksam for att ni fyller i hela. N&r ni &r klara,
rack upp handen s& kommer vi och samlar in.

[EXPERIMENT PART 3 UTFORS] (20 min)

Tack sa mycket for att ni deltog i min undersokningar!

SCRIPT IN ENGLISH

Experimenter A: Hello! My name is Anna Soderlind, and | am in my last year at the Stockholm
School of Economics. Together with my friend Frida, we are both currently writing a Master’s
thesis in school, and we need your help in order to finalise our two theses.

We are going to do two experiments with you, because we both are looking at older people in
society, and we thought that we could do both at the same time, and help each other at the
same time. You will do two separate studies today, and we will start with mine. Your
participation is anonymous and totally voluntarily.

| am doing my thesis within marketing and more specifically how to commmunicate effectively
with pictures. You will get a booklet each, with three pictures per page and five pages. In total
15 pictures. Your task is to:
1. Look at the pictures carefully
2. Rank the three pictures on each page from 1 to 3. You write a “1” for the picture that
you like the most, a “2” for the picture you like second best and a “3” for the picture
that you like the least.
3. After the pictures comes a short survey, about this study in general.

There are no right or wrong answers, and it is important that you do not talk to each other while
you are filling out the booklet. You have ten minutes to complete the task. | will now start to
hand out the booklets.

[EXPERIMENT PART 1 IS UNDERWAY] (10 min)
| want to thank you all for participating in the study.

Experimenter B: Hil As Anna already told you, my name is Frida, and | am writing my Master’s
thesis in management. | am looking at how people communicate and understand each other.
More specifically am | investigating how people can make others understand what they mean
through written messages.

My study is a bit more complicated than Anna’s. You in this bus, have been paired with another
bus, also representing SPF on its was to/from the Aland ferry. The other bus is called your
“sister bus” and you will do this study together with them. Thanks to the number on your
clipboard, you have all, been matched with a person in the other bus, with my thesis partner.
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Your task in my study is to write a message to the person you have been matched with on the
other bus.

Your message will be about a certain company. | met your sister group earlier, and we talked
about different companies. This makes it possible for me to know if the person you are being
matched with feels positively or negatively towards the company.

| will start by handing out two papers. On the first, there is information about which senior you
have been matched with, and which company you will communicate about, and whether your
senior partner is positive or negative towards the company. On the other paper, information will
be provided about the company.

You will have about six minutes to read the text as careful as you can, and then we will collect
the company information text again. Then will you receive an empty sheet of paper, where you
should describe the company you just read about, in such a way that you partner in the other
bus can figure by name.

[EXPERIMENT PART 2, BLOCK 1 IS UNDERWAY] (6min)

We will now collect the paper with the information about “your” company, and give you an
empty sheet of paper where you write your message about the company. Then, | will
photograph it and send it to the other bus. Your partner senior’s task is to figure out which
company you have described to them with help of your message. Therefore, it is very important
than you do not mention the name of the company in your message. You have eight minutes to
write your message.

[EXPERIMENT PART 2, BLOCK 2 IS UNDERWAY] (8 min)

We will now collect, photograph, and send your messages to the sister group, who are ready in
the other bus to receive your messages. In a few minutes, you will find out if your partner senior
managed to figure out which company you described. While you are waiting, you will be given
another task. It is important that you are quiet even during this part.

[EXPERIMENT PART 2, BLOCK 3 IS UNDERWAY] (A FEW MINUTES)

Now the time is XX:XX, and we have got the answers from the other bus. It is important that
you do not talk to each other while | am handing out the results, and that you do not compare
your different results.

You will also be given an empty sheet of paper, where | want you to write down the original text
about your company, that you read in the beginning of the study, as carefully as possible.
Please write as legibly as possible. You have six minutes to do this, and if you finish early,
please just sit quietly until we give you further instructions.
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[EXPERIMENT PART 2, BLOCK 4 IS UNDERWAY] (6 min)
Now the six minutes have passed, and we only have the final survey left. It consists of
questions about the study, about society and about yourself. | will be grateful if you could fill out

all of the questions. When you are done, raise your hand and | will collect it.

[EXPERIMENT PART 3 IS UNDERWAY] (20 min)

Thank you very much for participating in my study.
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APPENDIX B - EXPERIMENTAL MATERIAL, EXPERIMENT PART 1

EXPERIMENT MATERIAL IN SWEDISH

Instruktioner

Detta hafte innehaller totalt 15 bilder. 3 bilder per sida. Var vanlig titta pa
bilderna noggrant samt rangordna dem enligt instruktionerna pa nasta
sida.

Nar Du ar klar, var vanlig 1agg ihop haftet. Darefter kommer vi att samla in
svaren.

Du har 10 minuter pa Dig att genomféra undersdkningen och Du far inte
prata med nagon under tiden. Dina svar kommer att behandlas anonymt.
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Var vanlig rangordna bild A, B och C pa denna sida genom att satta en 1:a
| rutan vid den bild Du tycker bast om, en 2:a i rutan vid den bild Du tycker
nast bast om, och en 3:a i rutan vid den bild Du tycker samst om.

BILD A RANGORDNA 1-3:

BILD B
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Var vanlig rangordna bild A, B och C pa denna sida genom att satta en 1:a
| rutan vid den bild Du tycker bast om, en 2:a i rutan vid den bild Du tycker
nast bast om, och en 3:a i rutan vid den bild Du tycker samst om.

BILD A RANGORDNA 1-3:

BILD B

BILD C
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Var vanlig rangordna bild A, B och C pa denna sida genom att satta en 1:a
i rutan vid den bild Du tycker bast om, en 2:a i rutan vid den bild Du tycker
nast bast om, och en 3:a i rutan vid den bild Du tycker samst om.

BILD A RANGORDNA 1-3:
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Var vanlig rangordna bild A, B och C pa denna sida genom att satta en 1:a
| rutan vid den bild Du tycker bast om, en 2:a i rutan vid den bild Du tycker
nast bast om, och en 3:a i rutan vid den bild Du tycker samst om.

BILD A RANGORDNA 1-3:

BILD B
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Var vanlig rangordna bild A, B och C pa denna sida genom att satta en 1:a
i rutan vid den bild Du tycker bast om, en 2:a i rutan vid den bild Du tycker
nast bast om, och en 3:a i rutan vid den bild Du tycker samst om.

BILD A RANGORDNA 1-3:

BILD B

BILD C

81



Persson & Soderlind 2016

Nedan folier nagra fragor rérande undersodkningen. Ringa in den siffra som
Overensstammer med din uppfattning:

Bilderna ger mig en positiv kansla
Stammer inte alls Stammer mycket val

1 2 3 4 5 6 7

Jag tycker om bilderna
Stammer inte alls Stammer mycket val

1 2 3 4 5 6 7
Bilderna ar tilltalande

Stammer inte alls Stammer mycket val

1 2 3 4 5 6 7
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Instruktioner

Detta hafte innehaller totalt 15 bilder. 3 bilder per sida. Var vanlig titta pa
bilderna noggrant samt rangordna dem enligt instruktionerna pa nasta
sida.

Nar Du ar klar, var vanlig lagg inop haftet. Darefter kommer vi att samla in
svaren.

Du har 10 minuter pa Dig att genomféra undersdkningen och Du far inte
prata med nagon under tiden. Dina svar kommer att behandlas anonymt.
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Var vanlig rangordna bild A, B och C pa denna sida genom att satta en 1:a
| rutan vid den bild Du tycker bast om, en 2:a i rutan vid den bild Du tycker
nast bast om, och en 3:a i rutan vid den bild Du tycker samst om.

BILD A RANGORDNA 1-3:

BILD C
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Var vanlig rangordna bild A, B och C pa denna sida genom att satta en 1:a

| rutan vid den bild Du tycker bast om, en 2:a i rutan vid den bild Du tycker
nast bast om, och en 3:a i rutan vid den bild Du tycker samst om.

BILD A RANGORDNA 1-3:
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Var vanlig rangordna bild A, B och C pa denna sida genom att satta en 1:a
| rutan vid den bild Du tycker bast om, en 2:a i rutan vid den bild Du tycker
nast bast om, och en 3:a i rutan vid den bild Du tycker samst om.

BILD A

RANGORDNA 1-3:

BILD B

BILD C
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Var vanlig rangordna bild A, B och C pa denna sida genom att satta en 1:a
| rutan vid den bild Du tycker bast om, en 2:a i rutan vid den bild Du tycker
nast bast om, och en 3:a i rutan vid den bild Du tycker samst om.

BILD A

RANGORDNA 1-3:

BILD C
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Var vanlig rangordna bild A, B och C pa denna sida genom att satta en 1:a
| rutan vid den bild Du tycker bast om, en 2:a i rutan vid den bild Du tycker
nast bast om, och en 3:a i rutan vid den bild Du tycker samst om.

BILD A RANGORDNA 1-3:

BILD B

BILD C
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Nedan foljer nagra fragor rérande undersodkningen. Ringa in den siffra som
Overensstammer med din uppfattning:

Bilderna ger mig en positiv kansla
Stammer inte alls Stammer mycket val

1 2 3 4 5 6 7

Jag tycker om bilderna
Stammer inte alls Stammer mycket val

1 2 3 4 5 6 7

Bilderna ar tilltalande
Stammer inte alls Stammer mycket val

1 2 3 4 5 6 7

Baserat pa bilderna pa kvinnorna, hur tycker du att féljande ord stammer in pa personerna?
Ringa in den siffra som dverensstdmmer med din uppfattning.

Stammer inte alls Stammer helt
Kompetent 1 2 3 4 5 6 7
Palitlig 1 2 3 4 5 6 7
Skicklig 1 2 3 4 5 6 7
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EXPERIMENT MATERIAL IN ENGLISH

Instructions

This booklet contains 15 pictures in total. Three pictures per page. Please
look at the pictures carefully and then rank them according to the
instructions on the next page.

When you are done, please close the booklet. We will then collect them.

You have ten minutes to complete the survey, and you are not allowed to
talk to anyone during the task. Your answers will be treated anonymously.
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Please rank the pictures A, B and C on this page by putting a “1” in the
box right next to the picture you like the most, a “2” in the box right next to
the picture you like the second best and a “3” in the box right next to the
picture you like the least.

PICTURE A RANK 1-3:

PICTURE C
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Please rank the pictures A, B and C on this page by putting a “1” in the
box right next to the picture you like the most, a “2” in the box right next to
the picture you like the second best and a “3” in the box right next to the
picture you like the least.

PICTURE A RANK 1-3:

PICTURE C
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Please rank the pictures A, B and C on this page by putting a “1” in the
box right next to the picture you like the most, a “2” in the box right next to
the picture you like the second best and a “3” in the box right next to the
picture you like the least.

PICTURE A RANK 1-3:

PICTURE C
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Please rank the pictures A, B and C on this page by putting a “1” in the
box right next to the picture you like the most, a “2” in the box right next to
the picture you like the second best and a “3” in the box right next to the
picture you like the least.

PICTURE A RANK 1-3:
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Please rank the pictures A, B and C on this page by putting a “1” in the
box right next to the picture you like the most, a “2” in the box right next to
the picture you like the second best and a “3” in the box right next to the
picture you like the least.

PICTURE A RANK 1-3:

PICTURE B

PICTURE C
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Below you will find a few questions regarding the study. Please make a
circle around the number that corresponds to your opinion.

The pictures give me a positive feeling
Do not agree at all Agree totally

1 2 3 4 5 6

| like the pictures
Do not agree at all Agree totally

1 2 3 4 5 6
The pictures are appealing

Do not agree at all Agree totally

1 2 3 4 5 6
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Instructions

This booklet contains 15 pictures in total. Three pictures per page. Please
look at the pictures carefully and then rank them according to the
instructions on the next page.

When you are done, please close the booklet. We will then collect them.

You have ten minutes to complete the survey, and you are not allowed to
talk to anyone during the task. Your answers will be treated anonymously.
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Please rank the pictures A, B and C on this page by putting a “1” in the
box right next to the picture you like the most, a “2” in the box right next to
the picture you like the second best and a “3” in the box right next to the
picture you like the least.

PICTURE A RANK 1-3:
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Please rank the pictures A, B and C on this page by putting a “1” in the
box right next to the picture you like the most, a “2” in the box right next to
the picture you like the second best and a “3” in the box right next to the
picture you like the least.

PICTURE A RANK 1-3:

PICTURE B

PICTURE C
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Please rank the pictures A, B and C on this page by putting a “1” in the
box right next to the picture you like the most, a “2” in the box right next to
the picture you like the second best and a “3” in the box right next to the
picture you like the least.

PICTURE A RANK 1-3:

PICTURE B
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Please rank the pictures A, B and C on this page by putting a “1” in the
box right next to the picture you like the most, a “2” in the box right next to
the picture you like the second best and a “3” in the box right next to the
picture you like the least.

PICTURE A RANK 1-3:

PICTURE C
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Please rank the pictures A, B and C on this page by putting a “1” in the
box right next to the picture you like the most, a “2” in the box right next to
the picture you like the second best and a “3” in the box right next to the
picture you like the least.

PICTURE A RANK 1-3:

PICTURE B

PICTURE C
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Below you will find a few questions regarding the study. Please make a
circle around the number that corresponds to your opinion.

The pictures give me a positive feeling
Do not agree at all Agree totally

1 2 3 4 5 6 7

| like the pictures
Do not agree at all Agree totally

1 2 3 4 5 6 7

The pictures are appealing
Do not agree at all Agree totally

1 2 3 4 5 6 7

Based on the pictures of the women, how well do you think these words corresponds to the
person? Please make a circle around the number that correspond to your opinion.

Do not agree at all Agree totally
Competent 1 2 3 4 5 6 7
Trustworthy 1 2 3 4 5 6 7
Skilful 1 2 3 4 5 6 7
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APPENDIX C - EXPERIMENTAL MATERIAL, EXPERIMENT PART 2

EXPERIMENT MATERIAL IN SWEDISH

Instruktioner

Den har studien handlar om hur manniskor kommunicerar med och forstar
varandra.

Du har blivit ihopmatchad med en av 50 pensionarer som ocksa utfor
denna undersokning i detta nu pa en annan buss.

Du ska nu kommunicera med denna person genom att skriva ett
meddelande till honom/henne.

| detta hafte hittar du en beskrivande text om ett specifikt foretag och Ditt
meddelande till honom/henne ska handla om just detta féretag.

Du har 6 minuter pa dig att lasa igenom texten noggrant.

Efter 6 minuter samlar vi in texten och du far ett tomt papper. Pa det ska
du skriftligt aterberatta texten om ditt foretag, pa ett satt sa att mottagaren
forstar vilket féretag du menar, utan att du namner féretagets namn.
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| ditt fall ska du skicka ett meddelande om foretaget Beta till

en man/kvinna som heter Stig/Karin. Det kan &ven vara intressant

for dig att veta att han/hon har en positiv instalining till foretaget.
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Forsok nu att beskriva det féretag Du precis ldst om med Dina egna ord sa att
Stig/Karin  kan identifiera foretaget. Meningen ar att deltagaren Du kommunicerar
med ska kunna identifiera vilket foretag Du beskriver utan att Du n@mner féretagets namn i Ditt

meddelande. Om raderna ej racker till, skriv pa baksidan av papperet.
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Var vénlig rita av féljande figurer. Det &r viktigt att Du inte pratar med ndgon under tiden.
2.
3

O

UL
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Stig/Karin har lyckats identifiera féretaget Beta. Forsok nu att skriva ned originaltexten om

foretaget som Du laste | borjan av undersdkningen sa ordagrant som mojligt. Om raderna ej

racker till, skriv pa baksidan av papperet. Var vanlig skriv l&sligt.
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EXPERIMENT MATERIAL IN ENGLISH

Instructions

This study is about how people communicate and understand each other.

You have been matched with one of 50 seniors who are also, in this
moment, participating in this study on another bus.

. You will now communicate with that person by writing a message to
him/her.

. In this booklet, you will find a descriptive text about a specific company,
and your message to him/her will be about that company.

You have six minutes to read through the text carefully.

After six minutes will we collect the text and you will receive an empty
sheet of paper. On that, you must recall the text, in a way that the recipient
can understand what company you are describing, without mentioning the
name of the company.
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In your case, you will send a message about the company Beta to a

man/women which name is Stig/Karin. It can also be interesting for you to

know that he/she has a positive view of the company.
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Now try to describe the company you just read about in your own words so that Stig/Karin can
identify the company. The aim is that the participant you are communicating with should be
able to identify which company you are describing, without mentioning the name of the

company. If you need more space, please use the back of the paper.
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Please sketch the following. It is important that you do not talk with others while doing the task.

£
@

L

UL
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Stig/Karin has succeed to identify the company Beta. Now, try to recall the original text about

the company that you read in the beginning of the session as similar as possible. If you need

more space, please use the back of the page. Please write legibly.
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APPENDIX D - EXPERIMENTAL MATERIAL, EXPERIMENT PART 3

EXPERIMENT MATERIAL IN SWEDISH

Nedan foljer ett antal fradgor rérande undersokningen. Vi &r mycket tacksamma
for att du svarar pa samtliga frdgor. Ringa in den siffra som Gverensstammer
med din uppfattning:

Vad tycker du om féretaget Beta som du skrev om?

Gillar inte alls Gillar valdigt mycket

1 2 3 4 5 6 7
Pa vilket satt skulle du beskriva foretaget Beta?

Mycket negativt Valdigt positivt

1 2 3 4 5 6 7
Vad tyckte du om personen du kommunicerade skriftligt med? Svara sa gott du kan d&ven om
du inte fatt nagot tydligt intryck av din mottagare.

Gillar inte alls Gillar valdigt mycket

1 2 3 4 5 6 7
Vilken instélining har du till personen som du kommunicerade med? Svara sa gott du kan &ven

om du inte fatt nagot tydligt intryck av din mottagare.

Mycket negativ Valdigt positiv
1 2 3 4 5 6 7

Vilket kdn hade mottagaren av Ditt meddelande?

Mottagaren var en kvinna

Mottagaren var en man

Vilken instalining hade mottagaren av Ditt meddelande till féretaget?

Mottagaren hade en positiv instéllning till foretaget

Mottagaren hade en negativ installning till foretaget
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7. Lyckades din mottagare identifiera att det var Beta Du beskrev?
Ja

Nej

8. Vilket par av cirklarna nedan (A-G) tycker Du bast beskriver din kommunikation till mottagaren
du kommunicerade med? Véanligen ringa in den ruta som du tycker stammer bast.

a b.
Mottagaren Mottagaren
c d. e
Mottagaren
Mottagaren ‘ Mottagaren
Jag
f. g
Mottagaren
Mottagaren
Jag
Jag

9. Var instruktionerna till undersdkningen latta att forsta?

Ja

Nej
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10.

11.

12.

18.

14.

15.

16.
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Kandes undersokningen vid nagon tidpunkt konstig?
Beskriv med egna ord hur du uppfattade syftet med undersdkningen
Beskriv med egna ord hur du uppfattade studenterna som utférde dettas
Hur val k&nner du till féretaget Beta sedan tidigare?
Kanner inte alls till Kanner mycket val till
1 2 3 4 5 6 7

Har foljer ett antal pastdenden. Ringa in den siffra som 6verensstammer med
din uppfattning

Qavsett hur fullandad han ar, ar en man inte riktigt fullkomlig som méanniska férran
han har en kvinnas karlek.

Instdmmer inte alls Instdmmer helt
1 2 3 4 5 6 7

Manga kvinnor &r faktiskt ute efter sarskilda formaner, till exempel vid
anstallningsforfaranden som gynnar dem mer &n mén, under tdckmanteln att de ber om
jamstalldhet”.

Instdmmer inte alls Instdmmer helt
1 2 3 4 5 6 7

Vid katastrofer bor kvinnor raddas fore man.
Instdmmer inte alls Instdmmer helt
1 2 3 4 5 6 7
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17.

18.

19.

20.

21.

22.

23.
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De flesta kvinnor tolkar oskyldiga kommentarer eller handlingar som sexistiska.

Instammer inte alls Instammer helt

1 2 3 4 5 6 7
Kvinnor blir alltfor latt forolampade.

Instammer inte alls Instammer helt

1 2 3 4 5 6 7
Manniskor &r inte verkligt lyckliga med livet utan en romantisk relation med en person

av det andra konet.

Instdmmer inte alls Instdmmer helt
1 2 3 4 5 6 7

Feminister ar ute efter att kvinnor ska ha mer makt &n man.

Instammer inte alls Instammer helt

1 2 3 4 5 6 7
Méanga kvinnor har ett drag av renhet som fa méan har.

Instammer inte alls Instammer helt

1 2 3 4 5 6 7
Kvinnor bor bli vardade och beskyddade av mén.

Instammer inte alls Instammer helt

1 2 3 4 5 6 7
De flesta kvinnor uppskattar inte fullt ut allt som man gor for dem.

Instammer inte alls Instammer helt

1 2 3 4 5 6 7
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24.

25.

26.

27.

28.

29.

30.
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Kvinnor s6ker makt genom att ta kontrollen éver man.
Instammer inte alls Instammer helt
1 2 3 4 5 6 7
Varje man bor ha en kvinna som han avgudar.
Instammer inte alls Instammer helt
1 2 3 4 5 6 7
Méan &r inte fullkomliga utan kvinnor.
Instammer inte alls Instammer helt
1 2 3 4 5 6 7
Kvinnor éverdriver problem de har pa arbetet.
Instammer inte alls Instammer helt
1 2 3 4 5 6 7
N&r en kvinna val fatt en man att binda sig till henne, forsdker hon vanligtvis att halla

honom i strama tyglar.

Instdmmer inte alls Instdmmer helt
1 2 3 4 5 6 7

Nér kvinnor férlorar mot man i rattvis tavlan, klagar de ofta dver att ha blivit
diskriminerade.

Instammer inte alls Instammer helt
1 2 3 4 5 6 7
En bra kvinna bdr séttas pa en piedestal av sin man.

Instdmmer inte alls Instdmmer helt
1 2 3 4 5 6 7
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31.

32.

33.

34.

35.
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Manga kvinnor far en kick av att reta man genom att verka sexuellt tillgangliga for att
sedan avvisa mans narmanden.

Instdmmer inte alls Instdmmer helt
1 2 3 4 5 6 7

Kvinnor, i jamforelse med man, brukar ha en 6verlagsen kénsla fér moral.
Instammer inte alls Instammer helt
1 2 3 4 5 6 7
Man bor vara beredda att offra eget valbefinnande for att sdrja ekonomiskt for

kvinnorna i sina liv.

Instdmmer inte alls Instdmmer helt
1 2 3 4 5 6 7

Feminister staller orimliga krav pa man.
Instammer inte alls Instammer helt
1 2 3 4 5 6 7
Kvinnor, i jamforelse med man, brukar ha ett mer f6rfinat sinne fér kultur och god
smak.
Instammer inte alls Instammer helt

2 3 4 5 6 7

36. Jag identifierar mig som:

Man

Kvinna

Annat
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37. Ange din alder: ar
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o

38. Vilken ar din hogsta avslutade utbildning?

Lagre an grundskola

Grundskola

Gymnasium

Universitet

39. Vilken plats har du i syskonskaran?

Ensambarn

Aldst

Mellanbarn

Yngst

40.

41.

42.

Ja

Nej

Hur méanga systrar vaxte du upp med? Rakna ej in dig sjélv. stycken.

Hur méanga broéder vaxte du upp med? Rékna ej in dig sjalv. stycken.

Har du ndgon gang haft en kvinnlig chef?
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43. Har du ndgon gang haft en manlig chef?

Ja

Nej
44, Hur manga déttrar har du? stycken
45, Hur manga soner har du? stycken

Hijartligt tack fér din medverkan!
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EXPERIMENT MATERIAL IN ENGLISH

Below you will find a number of questions regarding the study. We will be very
grateful if you answer all the questions. Please make a circle around the number
that corresponds with your opinion.

1. What do you think about the company, Beta, which you wrote about?
Do not like at all Like very much

1 2 3 4 5 6 7

2. How would you describe Beta?
Very negative Very positive

1 2 3 4 5 6 7

3. What is your opinion about the person you were communicating with? Please answer to the
best of your knowledge, even if you do not have any clear impression about the recipient.

Do not like at all Like very much
1 2 3 4 5 6 7

4. What is your view about the person you were communicating with? Please answer to the best
of your knowledge, even if you not got any clear impression about the recipient.

Very negative Very positive

1 2 3 4 5 6 7

5. Which gender did the receiver of your message have?

The receiver was a woman

The receiver was a man
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6. What was the view your receiver had towards the company?

The receiver had a positive attitude towards the company

The receiver had a negative attitude towards the company

7. Did your receiver manage to identify that it was the company Beta you described?

Yes

No

8. Which pair of circles below (A-G) do you think reflects the communication you had with the
receiver? Please make a circle around the box that corresponds to your opinion. (Jag = Me,
Mottagaren = The receiver)

Mottagaren Mottagaren

Mottagaren

Mottagaren ‘ Mottagaren

Jag

Mottagaren

Mottagaren
Jag

@

Jag

123



10.

11.

12.

18.

14.

15.

16.
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Did the study felt weird at any point?
Describe in your own words what you think is the purpose of the study.
Describe in your own words how you perceived the students.
How well did you know Beta before?
Don’t know at all Know very well
1 2 3 4 5 6 7

Below you will find a number of statements. Make a circle around the number
that corresponds with your opinion.

No matter how accomplished he is, a man is not truly complete as a person unless
he has the love of a woman.

Do not agree at all Agree fully

1 2 3 4 5 6 7

Many women are actually seeking special favors, such as hiring policies that favor
them over men, under the guise of asking for “equality”.

Do not agree at all Agree fully

1 2 3 4 5 6 7

In a disaster, women ought to be rescued before men.
Do not agree at all Agree fully
1 2 3 4 5 6 7
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17.

18.

19.

20.

21.

22.
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Most women interpret innocent remarks or acts as being sexist.
Do not agree at all Agree fully
1 2 3 4 5 6 7
Women are too easily offended.
Do not agree at all Agree fully
1 2 3 4 5 6 7
People are not truly happy in their life without being romantically involved with a

member of the other sex.
Do not agree at all Agree fully

1 2 3 4 5 6 7

Feminists are seeking for women to have more power than men.
Do not agree at all Agree fully
1 2 3 4 5 6 7
Many women have a quality of purity that few men possess.
Do not agree at all Agree fully
1 2 3 4 5 6 7
Women should be cherished and protected by men.
Do not agree at all Agree fully
1 2 3 4 5 6 7
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23.

24.

25.

26.

27.

28.
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Most women fail to appreciate fully all that men do for them.

Do not agree at all

1 2 3 4 5

Women seek to gain power by getting control over men.
Do not agree at all

1 2 3 4 5

Every man ought to have a woman whom he adores.
Do not agree at all

1 2 3 4 5

Men are not complete without women.
Do not agree at all

1 2 3 4 5

Women exaggerate problems they have at work.
Do not agree at all

1 2 3 4 5

Agree fully

7

Agree fully

7

Agree fully

7

Agree fully

7

Agree fully

7

Once a woman gets a man to commit to her, she usually tries to put him on a tight

leash.
Do not agree at all

1 2 3 4 5
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29.

30.

31.

32.

33.

34.
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When women lose to men in a fair competition, they typically complain about being
discriminated against.

Do not agree at all Agree fully

1 2 3 4 5 6 7

A good woman should be set on a pedestal by her man.
Do not agree at all Agree fully
1 2 3 4 5 6 7
There are actually many women who get a kick out of teasing men by seeming

sexually available and then refusing male advances.
Do not agree at all Agree fully

1 2 3 4 5 6 7

Women, compared to men, tend to have superior moral sensibility.
Do not agree at all Agree fully
1 2 3 4 5 6 7
Men should be willing to sacrifice their own well being in order to provide financially

for the women in their lives.
Do not agree at all Agree fully

1 2 3 4 5 6 7

Feminists are making unreasonable demands of men.

Do not agree at all Agree fully

1 2 3 4 5 6 7

127



Persson & Soderlind 2016

35. Women, as compared to men, tend to have a more refined sense of culture and
good taste.
Do not agree at all Agree fully
1 2 3 4 5 6 7

306. | identify myself as:

Man

Women

Other

37. What is your age? years.

38. What is your highest completed level of education?

Lower than elementary school

Elementary school

Upper secondary school

University

39. Which place do you have among your siblings?

| don’t have any siblings

Oldest

In the middle

Youngest
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40. How many sisters did you grow up with?
41. How many brothers did you grow up with?
42. Have you ever had a female boss?
Yes
No
43. Have you ever had a male boss?
Yes
No
44, How many daughters do you have?
45, How many sons do you have?

Thank you very much for your cooperation!
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APPENDIX E - CODING TEMPLATE

CODING TEMPLATE IN SWEDISH

Kooperativet Beta

Beta &ar ett kooperativ som séljer livsmedel. De har ca 12 600 producenter anslutna, och det
totala antal anstallda &r ca 20 000 stycken. Huvudkontoret finns i Arhus, och deras producenter
finns i Belgien, Danmark, Luxemburg, Storbritannien, Sverige och Tyskland.

Beta har en rik historia, och kan stoltsera med att vara det férsta kooperativa bolaget i Sverige
som omfattade flera orter (+1). En av Betas populara produkter kallar sig "naturens egen
sportdryck” (+1) och den svenska OS-truppen forknippas garna med den (+1). Beta arbetar
aktivt med sina férpackningar (+1). Deras svarta tetra, for att uppmarksamma “earth hour”,
vann pris (+2) for sin kreativa design.

Beta driver ocksé ett populart traineeprogram (+1) fér unga manniskor som vill arbeta inom
féretaget.

De senaste aren har Beta fatt ta emot massiv kritik (-1) for deras bristfalliga organisation (-1).
Samtidigt som produkternas priser sdnktes spenderade Beta mycket pengar pa resor och
representation. Detta uppmaéarksammades i en dokumentar pa SVT, och ledde till en stark kritik
mot ledningen (-1). Producenterna k&nde sig svikna (-1) och konsumenter boérjade ifrdgasatta
om de kunde lita pa kooperativet (-1). | dvrigt visar personalundersokningar att majoriteten av
de anstallda ar nojda (+1) med sin arbetsplats och kanner att de kan utvecklas inom féretaget
(+1).

Foretagets VD sades upp i samband med avsldjandet av foretagets vidlyftiga
representationskultur (-2). Féretagets f d VD hade en 16n som fick stark kritik f&r sin storlek (-1).
Aret innan VD:n sades upp var ett positivt &r for kooperativet (+1). Dock spés en svar framtid for
Betas produkter pa grund av laga varldsmarknadspriser (-1).
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CODING TEMPLATE IN ENGLISH

The Cooperative Beta

Beta is a cooperative that sells food. They have about 12 600 producers connected to them,
and about 20 000 employees. Their headquarters are located in Arhus, and their producers can
be founded in Belgium, Denmark, Luxembourg, Great Britain, Sweden, and Germany.

Beta has a rich history, and can proudly say that they were the first cooperative company in
Sweden that was present in different cities (+1). One of Beta’s popular products is called “the
sport drink of nature” (+1) and the Swedish Olympic team prefer to be associated with it (+1).
Beta works actively with its packages (+1). Their black tetra, which were made to shield light at
earth hour, won a prize (+2) for its creative design.

Beta have a popular trainee program (+1) for young people that want to work within the
company.

In the last years Beta has received massive criticism (-1) for their inadequate organisation (-1).
While the price given to the producers have been lowered, a lot of money have been spent on
business trips and representation (-1). This was brought up in a documentary on SVT, and led
to harsh criticism towards the top management (-1). The producers felt betrayed (-1), and the
consumers started to question whether they could trust the cooperative business (-1).
Otherwise, employee surveys show that the vast majority of the employees are satisfied (+1)
with their workplace and feel that they can develop within the company (+1).

The CEO of the company was fired in connection to the disclosure of the company’s worldly
culture of costly representation (-2). The former CEO of the company had a salary that was
criticised because of its size (-1). The year before the CEO was fired was a positive year for the
cooperative (+1). Though, a difficult future is predicted because of lower prices on the world
market (-1).

131



