Key to Effects of Progressive and Sex-Object Images of Women in Advertisements

Table 1 for question 4 







M

s
Sex-object advertisements (n = 15) 

29.80

8.33

Progressive advertisements (n = 15) 

25.53

9.32

Control advertisements (n = 15) 


23.27

8.42

5- 7. Answers may vary
Key to Negative Behaviors of Boys When Interacting with Their Fathers

1. Students' predictions may vary. 

2 10.4

3 6.90

4 .28

5 53

6 .01

7 50

8 -.30

9 47

10-12. Answers mav vary. 

