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A Content Analysis of Social Groups
in Prime-Time Spanish-Language
Television

Dana E. Mastro and Michelle Ortiz

The popularity of Spanish-language television in the United States has
been increasing rapidly, yet little is known about the images viewers
are likely to encounter when exposed to this content. As such, the pres-
ent study investigates the representation of men and women in the
2004 prime-time, Spanish-language television season. Social identity
theory provides a framework for understanding the potential influence
of exposure to these depictions. Most notably, wealthy women were
characterized as the slimmest, most provocatively dressed, and most
submissive characters on Spanish-language television, whereas
wealthy men were the heaviest, most conservatively dressed, and most
dominant figures in prime time.

Historically, content analytic research has pointed to disparities in the represen-
tation of Latinos in U.S. media offerings in terms of both the sheer number of La-
tino characters (Greenberg, Mastro, & Brand, 2002) as well as the of-
ten-stereotypical nature of these depictions (Ramirez Berg, 2002). Although a
small but growing body of empirical studies documents the nature of Latino por-
trayals on U.S. television, little empirical research has examined the imagery pre-
sented in Spanish-language television. Research investigating the features of Span-
ish-language portrayals becomes particularly meaningful when the rapidly
increasing viewership and popularity of Spanish-language television networks in
the United States is recognized (Barnes & Jordan, 2005). Moreover, given that the
programs aired on these networks are nearly exclusively produced outside the
United States (Consoli, 2005; Univision, 2005) they are likely to differ from those
on English-language networks, owing in part to differing cultural norms and ide-
als, including those associated with traditional gender and sex roles (Glascock &
Ruggiero, 2004). When considered from the perspective of social identity theory,
the characteristics of these portrayals become of consequence as these images
would be implicated in processes of identity formation and social comparison
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(Harwood & Roy, 2005) among U.S. Latino viewers. Therefore, the present study
applies a social identity theory framework in content analyzing a 1-week, random
sample of Spanish-language television.

Spanish-Language Networks in the United States

The Spanish-language television industry has been steadily growing in the United
States since the establishment of Univision (Stillig, 1995), which currently ranks as the
most-watched Spanish-language network (Grillo & Bednarski, 2004). Indeed, since
the inclusion of Spanish-language programs in the Nielsen rankings, Univision has
emerged as the fifth most-watched television network in the United States (“ Television
en Fuego,” 2006), due to some extent to reaching 98% of all U.S. Latino television
households (Univision, 2005). Telemundo is second in Spanish-language television
viewership, penetrating 92% of U.S. Latino television homes (Telemundo, 2005), fol-
lowed by the Univision Communications-established Telefutura, which reaches 85%
of Latino television households (Downey, 2005b). The final player in the Span-
ish-language television race is Azteca America (Downey, 2005a), currently reaching
77% of the total U.S. Latino population (Azteca America, 2005).

Telenovelas,’ similar to soap operas, dominate the Spanish-language television net-
works and provide the principal basis for Univision’s high ratings (Azteca America,
2005; Consoli, 2005; Downey, 2005b). Given their tremendous popularity, these pro-
grams have attracted the attention of the U.S., English-language networks. Notably,
ABC, CBS, FOX, and NBC all have English-language telenovela projects in develop-
ment, with plans to begin airing as early as 2006 (“Television en Fuego,” 2006;
“Telenovelas,” 2006).

It is notable to point out that in addition to Univision’s status as the most watched
Spanish-language television channel, it also presents a threat to the major U.S. broad-
cast networks; frequently outranking at least one of the English-language networks
among young adults (Barnes & Jordan, 2005). Univision further asserts that more U.S.
Latinos watch its programming in every daypart than any of the four mainstream
broadcast networks (Univision, 2005). When assessing media use among bilingual
Latinos in the United States, this is meaningful as members of this segment of the pop-
ulation have the option of selecting from both English- and Spanish-language pro-
gramming—uvastly broadening the television offerings. In fact, research has revealed
that whereas older viewers are likely to attend more to Spanish- than Eng-
lish-language programming (Barnes & Jordan, 2005) due to the fulfillment obtained
from watching shows that represent their cultural background (Faber, O’Guinn, &
Meyer, 1986), younger viewers increasingly choose Spanish-language programming
based simply on the appeal of the content (Barnes & Jordan, 2005).

Focusing attention on Spanish-language television is additionally valuable because
Latinos typically report among the highest levels of television consumption in the
United States. Across all age groups, Latino American households watch more televi-
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sion in prime time and daytime than the average U.S. home (Nielsen, 2005). When
these elevated rates of television consumption are coupled with theoretical research
suggesting that media effects are more pronounced among frequent users of the me-
dia (Gerbner, Gross, Morgan, & Signorielli, 1980), the imagery to which this segment
of the population is exposed becomes increasingly important; both in terms of view-
ing English- and Spanish-language television.

Portrayals of Latinos on English-Language U.S. Television

The frequency and nature of Latino portrayals on U.S. television has been an issue of
longstanding concern—Latino representation in U.S. programming is rare and when
present, these images often involve negative stereotypes (Greenberg et al., 2002). In-
deed, during the fall 2003 season and across six broadcast networks, Latino characters
on prime-time television programming accounted for only 6.5% of the character popu-
lation (Children NOW, 2004), despite comprising approximately 12.5% of the U.S.
population (U.S. Census, 2000). Among all Latino characters portrayed on television,
only 11% held high-status jobs, with Latinos more likely to be seen in roles as domestic
workers than any other racial/ethnic group (Children NOW, 2004).

Harwood and Anderson (2002) found that Latino television characters were deemed
less attractive and less appropriately dressed than their White counterparts. Addi-
tionally, they were identified as the lowest in social attraction and fulfilled negative plot
functions more so than Whites, indicating the malevolent nature of these characteriza-
tions. Mastro and Behm-Morawitz (2005) found thatamong men, Latinos were of lower
job authority than Whites, and among women, Latinas were of lower social authority
than Whites. Although not significant by Scheffé tests, chi-square tests revealed that La-
tinos were portrayed as lazier and had lower levels of intelligence than White charac-
ters. Moreover, compared to their White peers, Latino women possessed the lowest
work ethic and demonstrated the greatest levels of verbal aggression, whereas Latino
men displayed lower levels of articulate speech and greater levels of antagonism.

When taken together, content analytic research suggests that the manner in which
the majority of Latinos are depicted in English-language media reflects several long-
standing media stereotypes (Ramirez Berg, 2002). These images include representa-
tions of Latinos as criminals and deviants; as sexual provocateurs and objects of sex-
ual desire; and as dimwits and targets of ridicule. Consequently, it is not surprising
that Latinos in the United States are increasingly turning to the Spanish-language net-
works, but what can viewers expect to encounter when tuning in to the offerings on
Spanish-language television?

Portrayals on U.S. Spanish-Language Television

To date, only one empirical study documents the content found on Spanish-
language television (see Glascock & Ruggiero, 2004). In their analysis of three Span-
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ish-language networks (Univision, Telemundo, and Azteca America), Glascock and
Ruggiero (2004) provide preliminary insights into the Spanish-language television
landscape. In so doing, their findings make a notable contribution by offering an ini-
tial look into the images provided in the Spanish-language, prime-time landscape.
Specifically, Glascock and Ruggiero (2004) report that males (52%) slightly outnum-
bered females. Women were identified as younger, tended to have lighter skin and
hair color, and were more provocatively dressed than men. In terms of occupations,
men held more professional jobs whereas women held more support and service
jobs, such as maids and waitresses. Moreover, women were portrayed as having more
parental responsibilities than men; a finding they suggest is indicative of the tendency
for media content to provide representations that maintain traditional gender and sex
roles.

Among both sexes, lighter-skinned characters were more likely to be in major roles
and of higher socioeconomic status; with darker-skinned characters more likely to be
in supporting roles and of lower socioeconomic status (Glascock & Ruggiero, 2004).
Additionally, lighter-skinned characters were depicted as younger than darker-
skinned characters. The authors posit that these results, privileging lighter-skinned
characters, point to existing real-world biases within the Latino communities that fa-
vor a fair complexion.

Although Glascock and Ruggiero’s (2004) results are noteworthy, features of the de-
sign suggest that continued research is in order. First, the lack of a random sample of
programming limits the ability to confidently generalize from their findings
(Neuendorf, 2002). Second, inter-coder reliabilities do not consistently meet conven-
tionally identified levels of acceptability (Krippendorff, 2002). Last, the categorical
nature of many of the variables restricts analytical options. Accordingly, the present
study addresses each of these points in order to expand on their foundational work.

Theoretical Implications

As the content analytic studies of U.S. and Spanish-language television networks
indicate, Latino viewers attending to either type of media have the potential to be ex-
posed to skewed representations as they relate to portrayals of different groups. When
it comes to U.S. television programs, Latino viewers are likely to encounter negative
or stereotypic representations of their ethnic group. When exposed to Spanish-
language media, viewers may witness certain social groups (i.e., men, wealthy,
young, & light skin characters) as dominant over other groups. Of course, it is not the
duty of the networks to provide programming that strictly replicates or improves on
the social world. Nonetheless, the potential outcomes of viewing should not be ig-
nored. Social identity theory (Tajfel & Turner, 1979) provides an appropriate frame-
work to assess the possible effects of exposure to these images on audience members’
social identities and future intergroup interactions.
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Social Identity Theory and the Media

Social identity theory (SIT) posits that people’s identity is derived (in part) from their
membership in different groups, which offer norms of thinking and behaving (Hogg &
Abrams, 1988). Through the process of categorization, individuals psychologically
compartmentalize people into groups in relation to the self such that people are iden-
tified as either in-group or out-group members (Abrams & Hogg, 1990; Brown, 1995;
Hogg & Abrams, 1988). When the in-group is favorably compared to an out-group,
self-concept and esteem are maintained and enhanced (Brown, 1995; Hogg &
Abrams, 1988). Alternatively, self-esteem may be weakened when membership in a
subordinate group confers a negative social identity (Abrams & Hogg, 1990; Hogg &
Abrams, 1988). Such intergroup comparisons can be made on the basis of sex
(Ambady, Paik, Steele, Owen-Smith, & Mitchell, 2004), complexion (Uhlmann,
Dasgupta, Elgueta, Greenwald, & Swanson, 2002), age (Harwood, Giles, & Ryan,
1995), race/ethnicity (Mastro, 2003), and a variety of social groups and/or categories.

When a group fails to provide members with positive group distinctiveness, indi-
viduals may engage in the process of comparing a subgroup membership with other
relevant subgroups on dimensions that are more advantageous (Gaertner & Dovidio,
2000). For instance, Uhlman et al. (2002) found that Latinos held more favorable atti-
tudes toward light-skinned Latinos than toward dark-skinned Latinos. However, these
differences did not arise when the overarching group (i.e., both light- and
dark-complexion Latinos) was compared to Whites.

Notably, research has revealed that television messages can become incorporated
into the ongoing processes of social comparison and identity formation (Harwood &
Roy, 2005; Mastro, 2003). For example, in terms of depictions of ethnicity on Eng-
lish-language television, Latinos may perceive a negative status associated with their
in-group, as their televised counterparts are often confined to unfavorable portrayals
(Harwood & Anderson, 2002; Mastro & Behm-Morawitz, 2005). Upon failing to
achieve positive group distinctiveness, Latino viewers may seek out television mes-
sages that provide positive group distinctiveness, possibly turning to the Span-
ish-language television networks.

In support of this identity-based viewing strategy, Harwood (1997; 1999) found that
individuals preferred television messages that substantiated their social identities and
provided grounds for the establishment of favorable group-based distinctions. Addi-
tional anecdotal evidence for such viewing preferences can be gleaned from the fact
that the Spanish-language television networks are enjoying rapidly increasing popu-
larity among bilingual Latinos, a demographic that has the opportunity to select be-
tween English- and Spanish-language television media (Barnes & Jordan, 2005). The
social identity-based implications here are that in addition to merely preferring this
content, audience members may learn the normative attributes and social positions of
different groups in society. Thus, in attempts to reinforce and enhance identity needs
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through the use of Spanish-language media, Latino viewers may further acquire
knowledge about group norms, social standing, and the like.

However, the imagery presented on Spanish-language television may not be offer-
ing entirely evenhanded portrayals of different groups (Glascock & Ruggiero, 2004);
particularly in terms of strongly held gender-role attitudes (Mirande, 1997) which de-
fine men as strong, courageous, aggressive, emotionally detached breadwinners and
women as passive, obedient, self-sacrificing homemakers (Gonzalez, 1982; Soto,
1983). That is, Spanish-language television may be teaching, or reinforcing, the group
norms associated with each sex. Specifically, men and women may see different char-
acteristics and attributes associated with their on-air counterparts and incorporate
these into their cognitions about the two sexes. Given findings from Rivadeneyra and
Ward (2005) revealing female Latino adolescents’ television exposure to be positively
associated with more traditional gender role attitudes (suggesting that viewers indeed
learn about their own in-groups via media consumption), the importance of docu-
menting the imagery presented in Spanish-language television is underscored. As
such, the present study was designed to investigate this content. In particular, consis-
tent with findings from existing research, the following hypotheses were developed
regarding representations of men and women in Spanish-language television pro-
gramming.

H1a: More men than women will hold professional occupations.
Hip: More women than men will be found working as homemakers.

It is important to recognize, however, that individuals are members of a variety of
different groups (Gaertner & Dovidio, 2000) and identification with each of these
groups (both in isolation and in combination) is likely to affect the messages they
attend to and learn from the media (Harwood & Roy, 2005). For instance, an older
male television viewer may not only learn norms associated with his sex from tele-
vision, but also those associated with his age group. Moreover, attention and identi-
fication may be enhanced by the in-group specificity of the television model (in this
example, an “older male” character as opposed to simply a “male” character or an
“older” character). Therefore, for content analytic research to appropriately and ef-
fectively address the potential influence of exposure, consideration also should be
paid to the intersections of different group memberships in terms of how they are
represented. Accordingly, the present study extends its focus beyond merely docu-
menting representations of men and women, but additionally examines the inter-
section of sex with age, skin complexion, and socioeconomic status. Importance is
given to these groups as research has revealed each of these categories to be asso-
ciated with meaningful group-based norms and values that may be associated with
biases in intergroup attitudes and beliefs (see Gilens, 1996; Harwood et al., 1995;
Uhlmann et al., 2002). To explore this issue, the following research question was
developed.
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RQ1: How do age, complexion, and socioeconomic status influence the manner in
which male and female characters are represented on television?

Although tests of the proposed link between exposure to Spanish-language televi-
sion and intergroup cognitions will require experimental examination, the present
study offers an important first step by documenting the nature of the images that are
likely to influence social identity and intergroup behaviors. Only by first empirically
analyzing the portrayals depicted in Spanish-language television, can effects studies
be formulated to assess the implications of exposure.

Method

A composite week of evening television (7-11 p.m. Monday-Sunday) was con-
structed from a random sample of programming across the four major Spanish-
language networks (Azteca America, Telefutura, Telemundo, & Univision) using a
random numbers table. The sample was recorded from October to December 2004.
All programs were analyzed intact; accordingly, if a program began before 7 p.m. or
ended after 11 p.m., it was included in its entirety.

Two student coders (one male and one female), fluent in Spanish, were trained on
programming outside the actual sample until acceptable levels of inter-coder reliabil-
ity were achieved. Although none of the specific episodes used for coder training or
reliability assessments were contained in the actual sample, all programs selected for
training were recorded from the four major U.S. Spanish-language networks. Conse-
quently, these same programs (not episodes) appear in the final sample randomly se-
lected for evaluation. Coders received a total of approximately 30 hours of joint train-
ing conducted by this study’s authors over an 8-week period. Alongside these formal
sessions, 2—4 hours per week of practice coding trials were required. Once appropri-
ate levels of reliability were stably attained, evaluations of the actual sample began,
with programs randomly assigned to each coder. Reliabilities were computed using
Krippendorff’s alpha and are reported individually below. These were assessed based
on four, randomly selected episodes, which provided 39 units of analysis (i.e., charac-
ters) for each of the coders to evaluate.

Coders evaluated only the non-dubbed, scripted, fictional, entertainment program-
ming within this random sample. Accordingly, programs such as telenovelas, come-
dies, parody shows, family dramas, courtroom/crime dramas, medical dramas, etc.,
would be viable to code, whereas reality-based programs and news magazine formats
would be excluded from analyses.

Only the main characters were analyzed both at the character level and at the inter-
action level. Main characters were defined by playing an integral role in the develop-
ment of the story line for the particular episode. At the character level, measures of the
characters’ attributes were based on the entire program. Alternatively, at the interac-
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tion level, only the character’s first substantial interaction was coded to assess the rel-
ative position of the character. Consistent with existing research, a substantial interac-
tion was defined as a conversation between at least two characters involving at least
three turns (Mastro & Greenberg, 2000).

Character Level Attributes

Demographic information (i.e., sex, age, occupation, and income level) was coded
for all main characters. Gender was the character’s biological sex (a = .95) of either
male or female. Age (a=.93) was recorded on a 5-pointscale from 20s or younger (1) to
50s orolder(5). Although categorizing age in this manner limits the ability to make more
subtle distinctions between characters within the youngest as well as the oldest catego-
ries, it provides the most effective grouping to statistically assess the questions of interest
to the present study. Occupation (a = .85) was defined as the character’s primary re-
sponsibility, including: professional/business person, service provider, government/le-
gal position (e.g., lawyer, judge, police officer), homemaker, or other. Income level (. =
.80) of the character was rated from little/no wealth (1) to well-off/rich (5).

Physical attributes also were coded on a 5-point scale for all main characters. Body
type (a = .80) indicated the character’s physical fitness ranging from excessively thin
(1) to obviously obese (5). Complexion (o« = .89) was coded to indicate the character’s
skin tone such that fair/pale skin was coded as (1) and dark skin was coded as (5).
Physical attractiveness (o« = .85) was based on the extent to which the character was
deemed generally physically unattractive (1) or appealing to others (5).

A character’s speech was assessed on a 5-point scale ranging from inarticulate to
articulate (o = .85). Inarticulate characters were unable to convey ideas to others
based on their communication skills (1), whereas articulate characters were adept at
clearly communicating their ideas to others (5). Motivation (« = .85) was measured to
assess the character’s initiative. A lazy character was wholly inactive and lacked drive
or initiative to engage in any activity (1), and a motivated character was very active
and exemplified great initiative (5). A character’s level of respect (o« = .87) also was
coded ranging from ridicule (1 = target of social derision and criticism) to respect (5 =
highly esteemed).

A character’s intelligence (o« = .93) ranged from unintelligent (1) to intelligent (5).
Unintelligent characters displayed a lack of basic reasoning skills, whereas intelli-
gent characters displayed intellectualism and advanced cognitive reasoning. Flirta-
tious behavior (a = .80) was coded according to the extent to which the character
was coy and modest (1) versus enticing and playful (5) in social situations. Finally,
characters’ social authority (« = .89) and job authority (a = .93) also were coded. A
character was of low social authority (1) if he/she received social advice from
other characters and was of high social authority (5) if he/she gave social advice
to others. Similarly, a character was deemed low in job authority (1) if he/she was
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subservient to others in the workplace and high in job authority (5) if he/she is in a
position of control or power in the work environment.

Interaction Level Characteristics

Interaction level variables measured the features present in each main character’s
first substantial interaction. Conversation topic (e.g., health, love, politics, business,
etc. in a 14-topic category scheme) was coded for all interactions (a = .97). Domi-
nance (o = .84) in the interaction was coded on a 5-point scale (1 = character is sub-
servient or conformed easily to the will of others; 5 = character is authoritative and as-
sertive in nature). The physical aggressiveness (o = .90) of characters was assessed
according to the extent to which the character used physical force, with (1) represent-
ing the lowest level of force (or absence thereof) and (5) indicating the highest degree
of unnecessary physical aggression. Similarly, verbal aggression (a = .85) referred to
the extent to which the character used hostile and abusive language, with a score of
(1) designating the lowest degree of verbal aggression and a (5) indicating the highest.

The degree to which the character appeared to be a sex object (o« = .89) in the inter-
action was measured on a 5-point scale indicating whether the character did not ex-
hibit sexual objectification (1), or was strongly considered a sex object (i.e., his/her
primary social role involved providing sexual pleasure to others present in the inter-
action; coded as 5). Sexual aggression (o = .85) identified the extent to which the
character initiated sexual engagements on a 5-point scale ranging from not sexually
aggressive (1) to actively aggressive sexually (5). Finally, in terms of attire (a = .90),
conservative dress (1) was unassuming and revealed no skin whereas provocative
dress (5) revealed excessive skin or was notably tightly fitted.

Analyses

In order to assess differences in depictions based on the biological sex of the char-
acter, chi-squares and t-tests were executed depending on the level of measurement
of the variables. For further insights into findings from chi-squares, adjusted standard-
ized residuals also were examined. In addition, because theory suggests that varying
representations of group memberships have the potential to differentially influence
identification and social identity concerns, 2 X 2 ANOVAs were used to examine the
extent to which sex interacted with age, income level, and skin tone, in predicting the
manner in which characters were depicted in Spanish-language programming.

Results

This 1-week sample of Spanish-language programming yielded a total of 36
scripted, fictional, entertainment programs; containing 308 main characters involved
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in substantial interactions. The remainder of the programs randomly sampled to con-
struct the composite week fell outside the programming genres of interest. Each of the
coded programs was identified as an hour-length, regularly occurring, soap-
opera/telenovela. Fifteen were aired on Telemundo, 10 on Azteca America, another
10 on Univision, and one on Telefutura.?

Among the characters depicted on these shows, 40.6% (n = 125) appeared on
Telemundo, 33.8% (n = 104) on Univision, 22.7% (n = 70) on Azteca America, and
2.9% (n =9) on Telefutura. Most commonly, characters were identified in their 20s
(45.5%, n=140), with the slight majority of characters found to be female (52.3%, n
= 161). T-tests revealed the women (M = 2.89, SD = 1.22) to be significantly younger
(t=2.18, df =308, r=.12, p < .05) than the men (M =3.19, SD = 1.16).

Characters were most often depicted discussing domestic issues/family matters (n =
111, 36.0%). Although no specific occupation predominated (as the most commonly
noted occupation was that of “other”), characters were found most frequently in busi-
ness/professional positions (n = 43, 14.0%) followed by jobs in service positions (n =
23, 7.5%), and occupations in the legal system (n = 11, 3.6%). Additionally,
chi-squares (excluding the category of “other”) revealed significant differences in oc-
cupation based on the sex of the character (x> = 25.82, df = 3, Cramer’sV = .54, p<
.01), with men more frequently found in business/professional positions (n = 31,
58.5%) and government/legal positions (n =11, 20.8%) than women (n=12, 33.3%
and n = 0, respectively). Women were more often found to be homemakers (n= 11,
30.6%) and in service positions (n = 13, 36.1%) compared with their male counter-
parts (n =1, 1.9% and n = 10, 18.9%, respectively). Examinations of the adjusted
standardized residuals revealed significant differences from expected values for men
(2.3) and women (-2.3) on the category of business/professional occupations. Differ-
ences from expected values for men (2.9) and women (-2.9) also emerged for govern-
ment/legal positions. Finally, men (-3.9) and women (3.9) were revealed to differ sig-
nificantly from expected values on the category of homemaker. Significant differences
were not revealed for service occupations.

Because the precise nature of media representations has the potential to influence
aspects of social identity, analyses were next conducted to specifically examine the
extent to which sex interacted with age, socioeconomic status, and skin tone in pre-
dicting character attributes and interaction characteristics. Thus, 2 X 2 analyses of
variance were used. Accordingly, median splits were created for the variables age, in-
come level, and complexion, to allow for use as predictors in these two-way
ANOVAs.

Character Level Attributes

Age. In examinations of social authority, a significant sex by age interaction was
revealed F(1, 80) = 6.17, n?> = .06, p < .025, indicating that older men demonstrated
the highest level of social authority whereas older women exhibited the lowest level
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Table 1
ANOVA Descriptive Statistics for Sex by Age, Income Level,
and Complexion Interactions on Character Attributes
and Interaction Characteristics

Men Women
Dependent Variable N M SD N M SD
Social Authority Younger 13 377 083 13 346 0.78
Older 36 4.06 092 22 267 0.65
Job Authority Younger 13 346 078 13 3.15 0.80
Older 36 4.31 095 22 3.00 0.74
Body Type Higher Income 71 237 057 72 206 047
Lower Income 74 222 071 87 217 0.59
Attire Higher Income 32 1.13 034 18 213 0.99
Lower Income 17 135 049 17 118 0.39
Dominance Higher Income 32 4.69 047 18 3.63 0.52
Lower Income 17447 051 17 412 0.60
Intelligence Dark Skin 92 395 072 69 4.07 0.60
Fair Skin 51 4.02 055 87 3.77 0.64
Articulation Dark Skin 92 429 072 69 433 0.56
Fair Skin 51 4.57 0.54 87 431 0.70
Verbal Aggression Dark Skin 92 158 070 70 1.29 0.49
Fair Skin 51 1.63 0.66 89 1.66 0.69

of social authority (see Table 1 for descriptives). This difference was significant by
simple effects tests A(1, 56) = 23.11, p<.01. The same pattern was revealed in assess-
ments of job authority F(1, 80) = 5.01, n2 = .05, p < .05. Older men were character-
ized with the highest level of job authority and older women were depicted with the
lowest level of job authority (Table 1). This difference was again significant by simple
effects tests F(1, 56) = 18.75, p < .01.

No interaction effects were revealed in the sex by age analyses of variance examin-
ing body type A(1, 294) = 0.00, p> .05; attractiveness F(1,294) = 0.16, p> .05; articu-
lation F(1, 294) = 0.04, p> .05; motivation (1, 294) = 0.48, p> .05; intelligence A1,
293) = 2.50, p > .05; level of respect A1, 294) = 1.11, p > .05; or flirtatiousness F(1,
293) =0.01, p> .05.

Income Level. Examinations of the influence of sex and income level on the
manner in which characters were depicted on Spanish-language programming dem-
onstrated disparities in terms of the body type of the character. Specifically, ANOVA
findings revealed a significant sex by income level interaction for body type F(1, 300)
=3.83,m?=.01, p=.05, such that women with higher income levels were depicted
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with the slimmest physique whereas men with the highest income level were por-
trayed with the heaviest body type. Simple effects tests revealed this difference to be
significant A(1, 141) = 12.71, p < .01. Descriptive statistics can be found in Table 1.
No other sex by socioeconomic status differences emerged.

Complexion. Analysis of variance results revealed significant sex by complexion
interactions in predicting both intelligence F(1, 295) = 6.08, n? = .02, p< .01 and ar-
ticulation F(1,295) = 3.70, n? = .01, p=.055. On the measure of intelligence, simple
effects tests revealed men with a fair complexion to be significantly more intelligent
than women with a fair complexion F(1, 136) = 5.40, p < .025. See Table 1 for de-
scriptive statistics. In terms of articulate speech, men with a fairer skin tone were
judged most articulate whereas fair-skinned females were deemed least articulate.
This difference was significant by simple effects tests F(1, 136) = 5.11, p = .025. No
other significant interactions emerged for examinations of the influence of sex and
complexion on character attributes.

Interaction Level Characteristics

Age. Nosignificant findings emerged on examinations of the influence of sex and
age on any of the interaction characteristics. This included: dominance F(1, 293) =
0.01, p>.05; physical aggression F(1,70) =1.13, p>.05; verbal aggression F(1, 70) =
0.34, p>.05; sexual objectification A1, 70) = 0.01, p>.05; sexual aggression (1, 70)
= 0.00, p > .05; or attire F(1, 70) = 1.94, p > .05.

Income Level. The socioeconomic status of characters interacted with sex in pre-
dicting the extent to which characters were depicted wearing provocative attire A1,
80)=21.15,72=.22, p<.01. Specifically, men of higher income levels were found to
dress most conservatively whereas women of a higher income level dressed the most
provocatively. This difference was statistically significant based on simple effects tests
F(1, 48) = 23.44, p < .01. See Table 1 for descriptive statistics. Income level and sex
also interacted in predicting dominance F(1, 80) = 6.86, 2 = .07, p < .01 such that
men of higher socioeconomic standing were the most dominant but women in the up-
per income range were most submissive. Simple effects tests revealed this difference
to be significant F(1, 48) = 31.38, p < .01. No other significant findings on income
level were revealed.

Complexion. Sex and complexion interacted in predicting evaluations of verbal
aggression F(1,298) =4.54, 2 =.01, p<.05. In particular, men with darker complex-
ions were deemed significantly more verbally aggressive than women with darker
complexions F(1, 160) = 8.83, p< .01 based on simple effects tests. See Table 1 for de-
scriptive statistics. No other significant ANOVA results emerged for examinations of
the influence of sex and complexion on interaction characteristics.
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Discussion

Research investigating the relationship between media exposure and subsequent
perceptions about the characteristics of different groups supports the assertion that tele-
vision viewing has a measurable influence on consumers’ cognitions (Armstrong,
Neuendorf, & Brentar, 1992; Mastro & Kopacz, 2006). This is consequential when con-
sidering the findings from the present study, which reveal that different formulas are
used when depicting men and women in Spanish-language programming. Consistent
with results from Glascock and Ruggiero (2004), although a nearly equivalent number
of male and female characters were represented, women tended to be younger than
their male counterparts. Men also appeared in business/professional settings more fre-
quently, whereas women were more often seen in roles ashomemakers. The correspon-
dence between these outcomes and those from Glascock and Ruggiero (2004) illus-
trates some stability in the Spanish television offerings, at least in this regard.

Although the documentation of these purely gender-based differences is meaning-
ful, it is additionally valuable to identify variations in gender portrayals based on in-
tersections with important group memberships (i.e., age, socioeconomic status, and
skin tone). This serves two primary purposes. First, offering greater detail regarding
the content of Spanish-language television allows for more meaningful comparisons
to be drawn between Spanish- and English-language television fare. Second, by pro-
viding greater specificity in terms of the characterizations of men and women in Span-
ish-language television, the manner in which viewers’ identity-based outcomes may
be affected can be better understood.

Spanish- Versus English-Language Television

Given that a mere 6.5% of the English-language television population is Latino
(Children NOW, 2004), for Spanish-speaking Latino viewers looking to find images of
their ethnic in-group the obvious choice is Spanish-language television. Despite this
difference in sheer frequency, however, several of the characterizations consumers
might encounter on Spanish television appear to parallel those on English-language
television. Consistent with portrayals of Latinos (Mastro & Behm-Morawitz, 2005)
and Whites (Signorielli & Bacue, 1999) on English-language television, youth is em-
phasized. Indeed, few portrayals of older age groups appear in either programming
outlet. In addition, whether viewing Spanish- or English-language television, the im-
portant role of the family in the lives of Latinos is emphasized. Results from the current
study reveal that characters on Spanish-language television were most frequently en-
gaged in discussions related to family matters; with women commonly serving in
roles as homemakers. Similarly, when depicted on English-language television, La-
tino (as well as White) characters are regularly seen as family members (Mastro &
Behm-Morawitz, 2005). However, in terms of topics of conversation found on Eng-
lish-language television, crime ranks at the top of the list for Latino men (Mastro &
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Behm-Morawitz, 2005). From a social identity perspective, it would not be unreason-
able to argue that in order to manage identity needs, Latino viewers may migrate to-
ward Spanish-language television simply to avoid the negative focus on criminality
that often accompanies portrayals of their ethnic group in English-language media.

Similarities between Spanish- and English-language television are also revealed
when examining a variety of character-based attributes. Findings from the present
study indicate that older women display the lowest levels of social authority on Span-
ish-language television, whereas older men exhibit the highest. This is not unlike
what viewers can expect to encounter when watching English-language television;
with Latino female characters demonstrating lower levels of social authority than their
White counterparts (Mastro & Behm-Morawiz, 2005). In terms of job authority much
the same pattern emerges. Consistent with Spanish-language programming, on Eng-
lish-language television older male characters are seen more often in the workplace
(Signorielli & Bacue, 1999) and are more authoritative in the workplace than are fe-
male characters (Mastro & Behm-Morawiz, 2005). From a social identity perspective,
the implications of these findings for Latino women are particularly consequential.
Regardless of whether they attend to English- or Spanish-language television, Latino
women encounter messages that have the potential to diminish their status both in
terms of social authority as well as with regard to job authority. This may be of even
greater concern for older women whose on-air counterparts exhibited the lowest lev-
els of both social and job authority on television. Accordingly, exposure to these sub-
ordinate images of one’s in-group may ultimately have a negative influence on the
self-concept of women viewers (older women in particular) due to the inability to
achieve positive group distinctiveness.

Spanish-Language Television and Possible Identity-Based
Outcomes

This study’s results reveal male characters with lighter skin tone to be more intelli-
gent, articulate, and verbally aggressive than their darker on-air counterparts. Alterna-
tively, women with lighter skin tone were less intelligent, less articulate, and more ver-
bally aggressive than were women with darker skin tones. These findings partially
support the notion that a preference exists for lighter skin tone in Latin America and
among Latinos in the United States (e.g., Farley, 1999; Wade, 1997). Thus, Latino view-
ers may infer from Spanish-language television that men with fair skin enjoy a greater
potential for success and accomplishment in life due to the inherent possession (or at
least the attainability) of these desirable features. However, the disparity between men
and women in terms of the attributes associated with lighter complexions leaves open
the possibility that assumptions based on skin tone may not universally hold.

In terms of the potential for Spanish-language television content to reinforce tradi-
tional gender roles, which define Latino men as tough, assertive, and controlled
whereas women are submissive and deferential (Gonzalez, 1982; Soto, 1983), some
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support for this assertion was revealed. Wealthy men were characterized with the
heaviest body type, the most conservative attire, and the most dominant interaction
style. Alternatively, wealthy women were the slimmest, most provocatively dressed,
and the most submissive characters on Spanish-language television. Although not
wholly representative of traditional Latino sex roles, these findings appear to suggest
somewhat of a reliance on these norms, particularly among those who have achieved
economic success in life. Accordingly, from a social identity perspective, consump-
tion may lead to the reinforcement of these attributes among viewers who identify
with the characters. Furthermore, viewers aspiring to similar ends may attempt to em-
ulate these features.

Taken together, the findings from the current study provide a picture of the over-
arching imagery viewers are likely to encounter when tuning in to Spanish-language
television. From the perspective of social identity theory, such data are meaningful as
they offer insights into the possible influence of exposure on group-based outcomes.
From this perspective, one might expect that Spanish-language television viewers
may begin to associate features such as power, social influence, career success, intel-
ligence, and competence, with men—particularly older men. Conversely, for
women, intelligence and articulate speech may come to be considered secondary to
qualities such as attractiveness and youth.

Although it is recognized that the media are only one of myriad factors that con-
tribute to the development and maintenance of group identities, when considering
that Spanish-language media acts both as a source of information for Latinos as
well as a resource to promote positive social identity (“Making,” 2006), its impor-
tance should not be ignored. Indeed, empirical research substantiates the claim that
media messages become incorporated into the process of identity formation, indi-
cating that audience members use media to create environments that support their
group identity; oftentimes beyond that which exists in society (Harwood, 1999).
Given the heightened state of ethnic and racial awareness provoked by recent im-
migration reform proposals in the United States, the importance of the media in the
lives of U.S. Latinos may be particularly consequential at present. Of course, link-
ing media exposure with viewer outcomes will require effects studies which in-
clude both audience level as well as content level characteristics (Shoemaker &
Reese, 1996), however, the results provided here offer the necessary first step in this
research process.

Notes

Telenovelas, similar to U.S. soap operas, air on a daily basis, but have a definitive end-
ing-point, after 20 weeks or approximately 150 episodes (Downey, 2005b; McAnany & La
Pastina, 1994). Univision and Telemundo differ in their approach to producing and airing this
particular genre. Although the telenovelas featured in Univision’s programming are produced in
Mexico, Telemundo has increasingly invested resources in the recruitment of producers, writers,
and actors to create novelas depicting the Latino experience in the United States (Becker, 2005).
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2As an Univision Communications—owned and -established network, Telefutura’s program-
ming strategy is to offer alternate genres from those being offered on the other major Span-
ish-language networks for every daypart (Univision, 2005). For instance, while Univision and
Telemundo broadcast telenovelas in prime-time programming, Telefutura airs mainstream, Hol-
lywood movies. In doing so, Univision prevents losing its own audience to Telefutura while ex-
panding its viewership.
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