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Abstract
Stereotypes have important social consequences, such as promoting female dis-
crimination in the workplace, which depends on how women are categorized. Ex-
tending prior work, here we analyze how two important female subgroups, women
who are categorized as professional or sexy women, are evaluated on key dimensions
of stereotype content (morality, sociability, and competence), positive and negative
emotions, and facilitation behavioral tendencies (active and passive). To this end, we
adapted a previous scale of facilitation tendencies to the working environment.
Furthermore, we aim to explore the mechanism involved in carrying out helping
behaviors towards each subgroup of women in the workplace. In order to fulfill these
goals, 201 participants (Mage = 28.88, SD = 12.25; 66.2% women) were randomly
assigned to evaluate a woman categorized as either sexy or professional on the
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mentioned variables. Results show that women categorized as sexy are devalued
compared to those categorized as professionals. We also found that competence has a
driving role in predicting more active facilitation tendencies towards a woman cate-
gorized as professional than a woman categorized as sexy via positive emotions. These
findings have implications for the career development of women.

Keywords
Professional women, sexy women, stereotypes, positive emotions, facilitation
tendencies

Our evaluations of others are often influenced by the stereotypes ascribed to social
groups and categories. Stereotypes, in turn, influence the emotions we experience
towards members of these groups and, ultimately, our willingness to help them. Indeed,
a growing body of work has shown that stereotypes have important social conse-
quences, such as reinforcing prejudiced attitudes or promoting discrimination (see
Dovidio & Gaertner, 2010).

The employment discrimination faced by women in most societies is undeniable
(e.g., Adachi, 2013; Cuadrado et al., 2015). However, the way they are perceived and
categorized influences the stereotypes, emotions, and behavioral tendencies towards
them. Importantly, it has been shown that perceivers process group-related information
at multiple levels, ranging from the broader (i.e., overall category) to more specific (i.e.,
subgroups) levels (Richards & Hewstone, 2001). Indeed, stereotypes ascribed to the
overall category might be distinct to those ascribed to the nested subgroups (Brewer
et al., 1981; Richards & Hewstone, 2001). For instance, perceivers may hold a global
image of women, and several differentiated representations of specific women sub-
groups, such as homemaker, professional woman, and sexy woman (Altermatt et al.,
2003; Deaux et al., 1985; Eckes, 2002; Glick et al., 2005).

Extending prior work, the present research aims to analyze how two important
female subgroups, professional women and sexy women, are evaluated on key di-
mensions of stereotype content, emotions, and behavioral tendencies. Furthermore, we
aim to explore the mechanism involved in carrying out helping behaviors towards both
types of women in the workplace.

Stereotypes, Emotions, and Behaviors Towards Professional
and Sexy Women Subgroups

Over the past few decades, numerous studies have shown the existence of two fun-
damental content dimensions which underlie person and group impressions (see Abele
& Wojciszke, 2019). According to the stereotype content model (SCM; Fiske et al.,
2002), these dimensions are called warmth and competence. Warmth reflects the in-
tentions of different groups and its members towards us (e.g., they are sincere and
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friendly), while competence refers to whether they are capable of achieving their
intentions (e.g., they are skillful and intelligent). Research has shown that information
about warmth is more predictive of affective and behavioral reactions (see Cuddy et al.,
2008).

In this vein, Leach et al. (2007) suggested that warmth might be defined by two
distinct facets, morality and sociability. According to Brambilla and Leach (2014, p.
398), “sociability pertains to being benevolent to people in ways that facilitate affective
relations with them (e.g., friendliness, likeability, kindness), morality refers to being
benevolent to people in ways that facilitate correct and principled relations with them
(e.g., honesty, trustworthiness, sincerity).” A number of studies have demonstrated that
perceived morality plays a primary role over sociability and competence on person and
group perception (Cuadrado et al., 2020; Riva et al., 2016; for a review, Brambilla et al.,
2021).

Although warmth judgments are made more quickly than competence judgments,
sometimes competence takes primacy and represents the most salient dimension in
working environments (see Cuddy et al., 2011). We aimed at confirming this primacy of
competence (versus other stereotype dimensions) when predicting facilitation be-
havioral tendencies towards two distinct subgroups of women (women categorized as
sexy and women categorized as professionals).

Previous research has showed that sexy women are evaluated with a lack of
competence-related traits (Altermatt et al., 2003; Deaux et al., 1985; Six & Eckes,
1991), whereas professional women are evaluated as high in competence (Eckes, 2002;
Fiske et al., 2002).

Glick et al. (2005) revealed that women managers dressed in a sexy manner were
perceived as less competent and elicited fewer positive and more negative emotions
than women managers dressed in a neutral manner. Wookey et al. (2009) also showed
that high-status sexually dressed women received lower ratings in competence than
professionally dressed women.

To our knowledge, only one study (Cuadrado & López-Turrillo, 2014) has com-
pared the evaluations towards different female subgroups on the three stereotype
dimensions (morality, sociability, and competence), as well as on positive and negative
emotions. That research was carried out with an adolescent population. The authors
found that sexy women received worse evaluations than professional women: pro-
fessional women were perceived as more competent, moral, and sociable than sexy
women. Their results also showed that competence was the dimension most attributed
to professional women, while morality was the dimension least attributed to sexy
women. Therefore, it can be concluded that sexy women are devalued compared to
professional women on all three stereotypical dimensions, and that sexy women are
characterized as having low morality, and professional women as being very com-
petent. As a consequence, adolescents reported feeling more positive and fewer
negative emotions towards professional women than towards sexy women.

Although Heflick et al. (2011) did not include subgroups of women as targets, they
offered results that supported the devaluation of sexy women on all three stereotypical
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dimensions. These authors found that when the participants were instructed to pay
attention to the physical appearance (vs. performance) of both men and women, women
(but not men) were perceived as being less competent, warm, and moral. Focusing
solely on morality, and in the domain of intimate partner violence, Pacilli et al. (2017)
found that participants evaluated a fictitious victim of gender violence as less moral
when she presented a sexualized appearance that when their appearance was non-
sexualized. These authors also found a tendency of participants to express fewer
helping intentions towards the sexualized compared to the non-sexualized victim. No
research has directly examined how evaluations of women who are categorized as
professional or sexy women affect participants’ helping intentions towards them in the
work context. The present work fills this gap.

The Stereotypes-Emotions-Behaviors Link

Stereotypes have profound effects on our emotions and behaviors towards others. From
the SCM (Fiske et al., 2002) and other perspectives (e.g., intergroup emotion theory),
emotions derive from cognitive appraisals such as stereotypes (see Mackie & Smith,
2018, for a review). For example, in the workplace, the competence ascribed to a
worker can easily elicit positive emotions towards him/her.

The literature has consistently revealed that emotions more strongly and directly
relate to behavior than cognitions (e.g., Cuddy et al., 2007; Talaska et al., 2008), and
that emotions mediate the stereotype-behavioral tendencies relationships (Cuddy et al.,
2007; Mackie et al., 2000). As such, Cuddy et al. (2007) confirmed that positive
emotions lead to facilitation behaviors. Facilitation tendencies lead to favorable
outcomes or gains for groups and its members (Cuddy et al., 2007, 2008). That is,
people tend to act for the benefit of others when they experience positive emotions
towards them. By contrast, people are less willing to help or cooperate with others when
they experience negative emotions towards them.

Active-passive is a frequent distinction that captures a wide range of behavioral
tendencies. Active behaviors are direct, explicit, overt, intense, and carried out with
directed effort to influence the target. By contrasts, passive behaviors are indirect,
covert, less intense, require less directed effort, and reflect a less deliberate intention,
but have repercussions for the target (Ayduk et al., 2003; Cuddy et al., 2007, 2008).
Therefore, active facilitation explicitly aims to benefit a target (e.g., helping), while
passive facilitation implies convenient cooperation with a target (e.g., acting with the
target for one’s own purposes, simultaneously benefiting the target as a by-product)
(Cuddy et al., 2007, 2008). These behavioral tendencies have traditionally been
measured by using action verbs (e.g., help, cooperate with). In the present research, we
will adapt this measure to the working context.

Although the analysis of the stereotypes-emotions-behaviors link is consistent in the
literature, studies have not considered exploring this relation comparing evaluations
towards subgroups of women. The present research will examine it by considering two
relevant subgroups: sexy and professional women.

4 Psychological Reports 0(0)



The Present Research

To the best of our knowledge, no studies considering the differences between sexy
and professional women subgroups on the three stereotype dimensions (morality,
sociability, and competence), positive and negative emotions, and behavioral ten-
dencies in the work context have yet been conducted. This study aims to fill these
gaps.

The main goal of the present research is to determine if women who are categorized
as professional or sexy women are differently evaluated in stereotypes, emotions, and
facilitation tendencies at work. Thus, based on previous research, we predict that

H1a. Women categorized as sexy women would be perceived more negatively than
women categorized as professional women. They would be perceived as less moral,
sociable, and competent than professional women.

H1b. Women categorized as professional women would be perceived as more com-
petent than moral and sociable. Women categorized as sexy women would be perceived
as less moral than sociable and competent.

H2. Participants would experience fewer positive and more negative emotions towards
women categorized as sexy women compared to women categorized as professional
women.

H3. Participants would be less willing to help or facilitate at work women categorized
as sexy women compared to women categorized as professional women.1

Since the research has shown that the level of hostile and benevolent sexism of the
participants is differently associated to the subgroup of women to whom it is targeted
(e.g., Becker, 2010; Fowers & Fowers, 2010; Glick et al., 1997; Sibley & Wilson,
2004), we will also test whether the sexism of the participants moderates the hy-
pothesized effects of the subgroup of woman on stereotypes, emotions, and facilitation
tendencies. We will also explore whether the sex and age of the participants moderate
such effects.

Additionally, we will explore if the subgroup of woman could have an indirect effect
on facilitation behavioral tendencies through stereotypes and emotions. In other words,
we will test whether there are differences between women who are categorized as
professional or sexy women when predicting facilitation tendencies at work via ste-
reotypes and emotions.

In order to achieve our aims, we adapt the scale of facilitation tendencies (Cuddy
et al., 2007) to the working context, and we analyze its psychometric properties
(descriptive statistics, evidence of validity based on internal structure, estimation of
reliability, and evidence of validity based on their relations with other variables—
stereotypes, emotions, perceived status and competition of the target, and partici-
pants’ sexism).
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Method

Pretest Study

In order to conduct our study, we used photos, which were selected from a major
collection based on the representativeness of the specific category of woman.
Initially, we obtained several photos through Google image searches using the
keywords “professional woman” and “sexy woman.” Later, four expert judges
classified these photographs of unknown (non-famous) women into one of two
categories of interest: professional woman or sexy woman. Subsequently, they
selected the 12 photographs (six for each category) more representative of the
corresponding category.

Finally, 30 undergraduates (15 males and 15 females; Mage = 20.67, SD = 3.63)
classified the 12 photographs into one of the two categories, and then estimated on a
scale of 1 (not at all) to 5 (very much) the degree of representativeness of each photo
in the corresponding category. Based on these results, we selected one photo from
each category: those that were correctly classified by 100% of the participants. The
participants considered these photographs to be fairly representative of their cat-
egory: sexy woman (M = 4.43, SD = 0.50), and professional woman (M = 4.47, SD =
0.63).

Participants

Two-hundred and nine people volunteered to participate in this study. The study was
designed in an online platform for online forms. We followed a convenience sampling
and recruited participants online by publishing the study in social networks. Partici-
pants were adequately informed of their rights and provided their informed consent.
Their participation was voluntary, anonymous, and confidential. The study was ap-
proved by the authors’ University Ethics Committee and was accordance with Ethical
Guidelines for Research. According to pre-established criteria, we excluded eight
participants (two under the age of 18, one who did not provide their informed consent,
and five who failed the manipulation check—who did not correctly identify the
subgroup of woman). The final sample consisted of 201 participants (66.2% women)
who ranged from 18 to 67 years old (Mage = 28.88, SD = 12.25). Most of them had
Spanish nationality (97%). We conducted a sensitivity analysis using G*Power 3
program (Faul et al., 2009) to determine the effect size that the current study could
detect. With a sample size of 201, an error probability of .05, and a power of .80, the
minimum effect size that we could detect for an ANOVA (repeated measures, within-
between interaction) with two groups and three measures was f (U) = .156 (ηp

2 = .024),
and for two measures was f (U) = .199 (ηp

2 = .038). That is, lower values of ηp
2 than

these, would indicate that wemust be cautious with the results obtained. In our study, all
values of ηp

2 of the statistically significant results were over ηp
2 = .024.
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Design

Participants were redirected to two different conditions following an intergroup design:
professional versus sexy woman targets. In each condition, participants were presented
with a picture depicting either a professional woman (102 participants, 50.7% of the
sample) or a sexy woman (99 participants, 49.3% of the sample). Both pictures showed
half body photos of women looking directly to the camera.

The women in the photographs were similar in age and hair color, but varied in their
dressing and posture, and included some clues to capture the cognitive schema as-
sociated with each category. The sexy woman wore a fitted black dress with a low
neckline, whereas the professional woman wore a white striped t-shirt and a fitted black
cardigan. The professional woman wore an architect hat and held a blueprint and a
pencil in her hands. Photos are not shown due to image copyright, but they will be
available from the corresponding author upon request.

The sex of the participants was distributed equally across conditions, χ2 (1) = 0.55,
p = .457, as well as their age, t (199) = 1.09, p = .276, and their level of hostile sexism,
t (199) = 0.29, p = .775, and benevolent sexism, t (199) = 0.78, p = .438.

Measures

After being exposed to the specific target (professional woman versus sexy woman),
participants reported their perceptions, emotions, facilitation tendencies at work, and
perceived status and competition of the target woman. Unless stated otherwise, all
measures used a five-point response scale ranging from 1 (nothing) to 5 (very much). At
the end, participants filled out a questionnaire of sexism and reported sociodemo-
graphic information (sex, age, and nationality).

Manipulation Check. Participants were asked to indicate the category that best fit the
subgroup of woman depicted in the photo: professional woman or sexy woman.
Those who failed to correctly identify the subgroup of woman to evaluate were
excluded from the analyses.

Stereotypes. This variable was assessed with nine items extracted from Leach et al.
(2007) and adapted to Spanish by López-Rodrı́guez et al. (2013, 2014). Participants
were asked to think about that woman and indicate to what extent they thought that the
following characteristics described her: honest, sincere, and trustworthy (morality, α =
.92); kind, friendly, and warm (sociability, α = .83); competent, intelligent, and skillful
(competence, α = .89). The items were randomly presented, and they were averaged so
that higher scores indicate a higher perception of morality, sociability, and competence.

Emotions. We used 20 items extracted from Fiske et al. (2002) and adapted to Spanish
by Cuadrado et al. (2016). The participants were asked to think about that woman and
indicate the extent they feel or have felt the following emotions about her (randomly
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presented): admiration, respect, understanding, security, comfort, fondness, pride,
and inspiration (eight items; positive emotions; α = .87); contempt, disappointment,
disgust, tension, fear, anxiety, anger, resentment, shame, hate, unease, and frustration
(12 items; negative emotions; α = .93). Items were averaged so that higher scores
indicate higher positive and negative emotions. To make sure that positive and
negative emotions items were clearly distinguishable, we conducted two factorial
analyses including the 20 items (one for each subgroup of woman) and fixing the
number of factors to two. Principal components analysis with varimax rotation (to
avoid the factors to covary) extracted for the professional woman two factors with
eigenvalues larger than one that explained 57.85% of variance. Positive emotions
(loadings 0.76–0.25) and negative emotions items (loadings 0.93–0.70) loaded on the
separate factors. In the case of sexy women, the two factors explained 49.74% of
variance. Positive emotions (loadings 0.78–0.55) and negative emotions items
(loadings 0.75–0.50) loaded on the separate factors. We conducted the same analyses
with the total sample: the two factors explained 56.40% of variance. Positive
emotions (loadings 0.84–0.45) and negative emotions items (loadings 0.85–0.69)
loaded on the separate factors.

Facilitation Tendencies at Work. The participants were asked to report the extent to which
they would be willing to carry out the following actions towards a woman like her:
recommending her for a job position, facilitating her professional training, promoting
her at work, facilitating her promotion at work, if possible (active facilitation); working
with her on a team project, cooperating with her at work, carpooling to go to work in
order to reduce expenses, and partnering with her professionally (passive facilitation).
Items were averaged so that higher scores indicate higher willingness to facilitate
women at work actively or passively. This scale was adapted to the working context for
this study (psychometric properties of this scale are analyzed in the section of pre-
liminary analysis).

Perceived Status. Participants also reported the perceived status of the target woman
with three items adapted by Cuadrado and López-Turrillo (2014) from Fiske et al.
(2002): (1) To what extent are the jobs usually held by women like her prestigious? (2)
In general, how economically successful are women like her? and (3) What educational
level do women like her have? The participants responded using a 5-point Likert scale
with alternatives ranging from 1 (not at all) to 5 (a lot) in the first two items, and from 1
(very low) to 5 (very high) in the last item. The Cronbach’s alpha of this measurement
was .39. This variable was not used for the analyses because of its low reliability.

Perceived Competition. Participants also reported the perceived competition with three
items adapted by Cuadrado and López-Turrillo (2014) from Fiske et al. (2002): (1)
Women like her have privileges that make things more difficult for people like me, (2)
The more power women like her have, the less power people like me have, and (3) The
resources earmarked for women like her are resources that are taken away from people
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like me (α = .84). The participants had to indicate their degree of agreement with each
item using a 5-point Likert scale (1 = totally disagree, 5= totally agree).

Ambivalent Sexism. Ambivalent sexism was measured using the Ambivalent Sexism
Inventory (Glick & Fiske, 1996; Spanish version by Expósito et al., 1998), which
showed acceptable reliability for both scales: hostile sexism (11 items: α = .88) and
benevolent sexism (11 items: α = .78). Items were averaged so that higher scores
indicate stronger endorsement of sexism.

Results

Manipulation Check

Most participants correctly identify the subgroup of woman showed in the photo (102;
98% for the professional woman condition; 99; 97% for the sexy woman condition).

Preliminary Analysis: Psychometric Properties of the Scale of Facilitation
Tendencies at Work

In order to confirm the internal structure of the scale, two separated Confirmatory
Factor Analyses (CFA) were conducted: one in the sexy woman subsample, and the
other in the professional woman subsample. A two-factor model (active and passive
facilitation) was specified in each subsample (see Table 1 for descriptive statistics of
items).

In the active facilitation factor, modification indices recommended co-variating the
errors of the item “recommending her for a job position” and the item “promoting her at
work” in the sexy woman sample. The two-factor model yielded an adequate fit for the
professional woman sample, χ2 (19) = 29.488, p = .059, CFI = .962, TLI = .943,
RMSEA = .074, SRMR = .050, and an acceptable fit in the sexy woman sample, χ2

(18) = 28.250, p = .058, CFI = .970, TLI = .953, RMSEA = .076, SRMR = .046. All
factor loadings were statistically significant and over .56.

Internal consistency of each factor in each subsample was also adequate. Active
Facilitation: α = .75/ω = .75 (professional woman) and α = .78/ω = .78 (sexy woman);
Passive Facilitation: α = .77/ω = .78 (professional woman) and α = .83/ω = .84 (sexy
woman).

To obtain evidence of validity of the scale based on their relationship with other
variables, we calculated Pearson correlations. As shown in Table 2, these correlations
showed coherent and consistent associations between both kinds of facilitation ten-
dencies at work and other psychosocial variables. They were positively correlated with
stereotypes of morality, sociability, and competence, and with positive emotions in a
moderate-high degree in both groups. These tendencies were not related to negative
emotions or perceived competition of the target woman. Finally, passive facilitation
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was negatively related with ambivalent sexism only when assessing a professional
woman.

Stereotypes of Women Categorized as Professional and Sexy Women

We conducted a mixed-MANOVA to test the hypotheses that participants can ascribe
different attributes to a professional and a sexy woman, with subgroup of woman as a
between-factor variable, and stereotype dimensions (i.e., perceived morality, so-
ciability, and competence) as a within-factor variable. The multivariate effect of
subgroup of woman on stereotypes was significant: Wilk’s λ = .55, F (2, 198) = 81.05,
p < .001, η2p = .450. Univariate analyses confirmed that a sexy woman received worse
evaluations than a professional woman: F (1,199) = 72.02, p < .001, η2p = .266. As
shown in Figure 1, the sexy woman was perceived as less moral, F (1,199) = 50.74,
p < .001, η2p = .203, less competent, F (1,199) = 163.00, p < .001, η2p = .450, and
even less sociable, F (1,199) = 8.94, p = .003, η2p = .043, compared to the evaluations
received by a professional woman. The multivariate analysis also revealed a two-way
interaction effect between subgroup of woman and stereotype dimensions: Wilk’s λ =
.69, F (2, 198) = 44.29, p < .001, η2p = .309.

A closer inspection of the within-group differences confirmed that the pattern of
stereotypes ascribed for a professional woman and a sexy woman was clearly different.
Pairwise comparisons with Bonferroni tests showed that the professional woman was
perceived as more competent than moral and sociable (ps < .001), and more moral than
sociable (p < .001). However, the sexy woman was perceived as less moral than
sociable and competent (ps < .001), and as sociable as competent (p = .209), which have
medium values. To summarize, while a professional woman was perceived as highly
competent, a little less moral, and much less sociable (see darker bars in Figure 1:
Stereotypes), a sexy woman was considered less moral than sociable and competent
(see brighter bars in Figure 1: Stereotypes).

Emotions Towards Women Categorized as Professional and Sexy Women

We conducted a different mixed-MANOVA to test the hypotheses that participants can
feel different emotions towards professional and sexy women, with the subgroup of
woman as a between-factor variable, and positive and negative emotions as within-factor
variable. The multivariate effect of subgroup of woman on emotions was significant:
Wilk’s λ = .26, F (1, 199) = 556.20, p < .001, η2p = .736. The analysis also yielded a two-
way interaction effect between subgroup of woman and emotions: Wilk’s λ = .67, F (1,
199) = 100.42, p < .001, η2p = .335. The univariate analysis on emotions yielded a
significant effect of subgroup of woman: F (1,199) = 70.66, p < .001, η2p = .262. As
shown in Figure 1, participants felt less positive emotions towards a sexy woman
compared to a professional woman:F (1,199) = 131.57, p < .001, η2p = .398. However, as
previously advanced by the interaction effect, there were no differences in negative
emotions between both subgroups of women: F (1,199) = 1.31, p = .254, η2p = .007.

Cuadrado et al. 11



T
ab

le
2.

D
es
cr
ip
tiv
e
St
at
is
tic

an
d
Bi
va
ri
at
e
C
or
re
la
tio

ns
Be

tw
ee
n
V
ar
ia
bl
es

fo
r
Se
xy

an
d
Pr
of
es
si
on

al
W

om
en

T
ar
ge
ts
.

1
2

3
4

5
6

7
8

9
10

M
(S
D
)

1.
C
om

pe
tit
io
n

—
�.
20
*

�.
14

�.
04

.1
9

�.
13

�.
02

.1
7

.3
3*
*

.2
1*

2.
28

(1
.0
5)

2.
M
or
al
ity

�.
02

—
.7
2*
*

.6
7*
*

�.
26
**

.5
6*
*

.5
0*
*

.3
7*
*

�.
19

�.
09

3.
01

(0
.8
2)

3.
So
ci
ab
ili
ty

�.
07

.7
8*
*

—
.6
4*
*

�.
16

.5
1*
*

.4
6*
*

.3
3*
*

�.
09

.0
1

3.
24

(0
.7
6)

4.
C
om

pe
te
nc
e

.0
1

.5
0*
*

.4
5*
*

—
�.
12

.5
2*
*

.6
1*
*

.5
3*
*

.0
1

�.
13

3.
36

(0
.7
4)

5.
N
eg
at
iv
e

em
ot
io
ns

.0
8

�.
02

�.
07

�.
26
**

—
.1
5

�.
17

�.
16

.2
8*
*

.1
1

1.
37

(0
.5
1)

6.
Po

si
tiv
e

em
ot
io
ns

.0
8

.4
4*
*

.4
8*
*

.4
4*
*

-.0
9

—
.4
6*
*

.3
6*
*

.0
4

.1
3

2.
27

(0
.8
1)

7.
A
ct
iv
e

fa
ci
lit
at
io
n

�.
01

.3
0*
*

.3
4*
*

.3
9*
*

<
.0
1

.5
0*
*

—
.7
1*
*

.0
1

.0
2

3.
32

(0
.8
4)

8.
Pa
ss
iv
e

fa
ci
lit
at
io
n

�.
10

.4
1*
*

.4
1*
*

.5
0*
*

�.
02

.4
4*
*

.6
6*
*

—
�.
05

�.
02

3.
76

(0
.8
6)

9.
H
os
til
e
se
xi
sm

.2
8*
*

�.
30
**

�.
29
**

�.
05

�.
02

�.
07

�.
06

�.
25
*

—
.5
4*
*

1.
83

(0
.7
8)

10
.B

en
ev
ol
en
t

se
xi
sm

.3
0*
*

�.
10

�.
16

�.
16

.3
5*
*

�.
14

�.
07

�.
26
**

.4
9*
*

—
1.
76

(0
.6
7)

M
(S
D
)

1.
31

(0
.5
3)

3.
81

(0
.7
7)

3.
56

(0
.7
6)

4.
55

(0
.5
8)

1.
28

(0
.6
2)

3.
50

(0
.7
1)

4.
24

(0
.7
0)

4.
41

(0
.6
1)

1.
80

(0
.7
8)

1.
83

(0
.6
1)

—

N
ot
e.
D
es
cr
ip
tiv
e
st
at
is
tic

an
d
bi
va
ri
at
e
co
rr
el
at
io
ns

be
tw

ee
n
va
ri
ab
le
si
n
th
e
gr
ou

p
th
at
ev
al
ua
te
d
a
se
xy

w
om

an
(a
bo

ve
di
ag
on

al
,n

=
99

)a
nd

a
pr
of
es
si
on

al
w
om

an
(b
el
ow

di
ag
on

al
,n

=
10

2)
.*
p
<
.0
5;

**
p
<
.0
1.

12 Psychological Reports 0(0)



Facilitation Tendencies at Work Towards Women Categorized as
Professional and Sexy Women

We conducted a thirdmixed-MANOVAwith subgroup ofwoman as a between-factor and
active, and passive facilitation tendencies at work as within-factors. The multivariate
effect of subgroup of woman on facilitation intentions was significant: Wilk’s λ = .78,
F (1, 199) = 55.21, p < .001, η2p = .217. The univariate analysis on facilitation
tendencies yielded a significant effect of subgroup of woman: F (1,199) = 66.08, p <
.001, η2p = .249. As shown in Figure 1, participants were less willing to initiate
active facilitation actions, F (1,199) = 77.53, p < .001, η2p = .280, and passive
facilitation actions, F (1,199) = 38.08, p < .001, η2p = .161, towards a sexy woman
than towards a professional woman. The analysis revealed a two-way interaction
effect between subgroup of woman and facilitation tendencies:Wilk’s λ = .95,F (1, 199) =
10.50, p = .001, η2p = .050. Although participants always tended to more facilitation
towards a professional woman than towards a sexy woman, these differences were
more acute for active tendencies, such as recommending her for a job position than for
passive tendencies, such as working with her in a team project (see F values and effect
sizes for univariate analyses).

The Moderating Role of the Level of Ambivalent Sexism, Sex, and Age of
the Participants

In order to test if hostile or benevolent sexism moderated the effect of the subgroup of
woman on stereotypes, emotions, and facilitation tendencies, we conducted 14 regression
analyses with subgroup of woman as predictor—one for each dependent variable:
morality, sociability, competence, positive emotions, negative emotions, active facili-
tation, passive facilitation; and for each moderator variable: participants’ hostile sexism,
benevolent sexism—using the Model 1 of the macro PROCCESS 3.0 developed by
Hayes (2018). Hostile sexism only moderated the effect of subgroup of woman on
negative emotions, B = 0.20, SE = .09, t = 2.13, R2 = .04, ΔR2 = .02, p = .034. The
conditional effects at different levels of hostile sexism revealed that high hostile sexists
felt more negative emotions towards women categorized as sexy women than towards
those categorized as professional women,B = 0.24, SE = .10, t = 2.31, p = .022. However,
no differences were found for those with medium or low hostile sexism, p > .263.
Benevolent sexism did not moderate the effects of the subgroup of woman on any
variable, p > .059.

We conducted the same analyses in order to test if the age of the participant
moderated the effect of subgroup of woman on stereotypes, emotions, and facilitation
tendencies (7 regression analyses). The age of the participants did not moderate the
effects on any variable, p > .206.

In order to test if the sex of the participant moderated the effect of subgroup of woman
on stereotypes, emotions, and facilitation tendencies, three two-factor MANOVAS were
conducted with subgroup of woman and sex of the participant as factors. The sex of the
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participant did not play a role in any variable. There was no main effect of this factor nor
interactions with the subgroup of woman, ps > .067.

Therefore, we can conclude that our results are not significatively moderated by the
level of sexism, age, or sex of the participants.

Predicting Active and Passive Facilitation at Work

We conducted a serial multiple mediator model to test the hypothesis that stereotypes
and emotions could serially mediate the effect of the subgroup of woman on active and
passive facilitation tendencies at work. We tested whether the subgroup of woman
could affect active and passive facilitation through different indirect pathways: only
through stereotypes (i.e., perceived morality, sociability, and competence), only
through positive emotions, and through both stereotypes and positive emotions serially,
with stereotypes affecting positive emotions.

To contrast this serial multiple mediator model, we used the macro PROCESS 3.0 for
SPSS developed by Hayes (2018), specifically model 80, which combines properties of
parallel and serial mediation. Perceived morality, sociability, and competence were
specified as parallel mediators that send a pathway to a common additional mediator,
positive emotions. This model tests seven specific indirect effects—four passing through
only one mediator (i.e., morality, sociability, competence and positive emotions), and
three passing through two mediators (morality → positive emotions; sociability →
positive emotions; and competence → positive emotions). A heteroscedasticity con-
sistent standard error and covariance matrix estimator was used. All coefficients reported
were partially standardized given that dichotomous variables such as subgroup of woman

Figure 1. Stereotypes, emotions, and facilitation tendencies at work for sexy and professional
women.
Note. Response scale ranged from 1 (nothing) to 5 (very much). Error bars represent standard error of the
mean.
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were in partially standardized form. Percentile bootstrap confidence intervals using 5000
bootstrap samples were used for the inferential approach to test indirect effects. We can
interpret that there are indirect effects when the bootstrap confidence interval does not
include zero.

The first analysis predicting active facilitation revealed an indirect effect of the
subgroup of woman on active facilitation through competence, B = �.54, SE = .14,
95% CI = �0.788, �0.262, and through positive emotions, B = �.20, SE = .07, 95%
CI = �0.366, �0.073, and through both competence and emotions serially, with
competence affecting positive emotions, B = �.10, SE = .04, 95% CI = �0.202,
�0.035. Neither of these bootstrap confidence intervals included zero. As shown in
Figure 2, although the total effect of the subgroup of woman on active facilitation was
significant, once mediators were considered, the direct effect lost its significance.
Perceived morality and perceived sociability had no direct or indirect effects on active
facilitation at work.1

The second analysis, predicting passive facilitation, revealed an indirect effect of the
subgroup of woman on passive facilitation through competence, B = �.66, SE = .14,
95% CI = �0.944, �0.376. As shown in Figure 2, although the total effect of the
subgroup of woman on passive facilitation was significant, once mediators were
considered, the direct effect was no significant. Perceived competence, positive
emotions, and active and passive facilitation tendencies showed substantial explained
variances, over .41. Perceived morality and perceived sociability had no direct or
indirect effects on passive facilitation at work. The same analyses, including negative
emotions, instead of positive emotions, did not reveal new indirect effects.

Discussion

The present research aims to analyze how two important female subgroups, women
categorized as professional and sexy, are evaluated on the fundamental dimensions of
stereotype content, emotions, and behavioral tendencies. Furthermore, we aim to
explore the mechanism involved in carrying out helping behaviors towards both
subgroups of women in the workplace.

As predicted (H1a), women categorized as sexy were perceived more negatively
than women categorized as professionals: the former is perceived as less moral, so-
ciable, and competent than a professional woman. These findings confirm and extend
previous research, according to which “sexy women” are devalued in different ste-
reotype dimensions (Altermatt et al., 2003; Cuadrado & López-Turrillo, 2014; Deaux
et al., 1985; Glick et al., 2005; Heflick et al., 2011; Pacilli et al., 2017; Six & Eckes,
1991; Wookey et al., 2009).

Moreover, according to H1b, and Cuadrado and López-Turrillo’s results (2014) with
adolescent participants, a woman categorized as professional is perceived as more
competent than moral and sociable, whereas a woman categorized as sexy is evaluated
as less moral than sociable and competent. Therefore, competence is the defining
characteristic of the woman categorized as professional, while lack of morality is key in
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order to define a woman categorized as sexy, both from the perspective of adolescents
and adults.

These findings are consistent regardless of whether the raters are male or female.
Previous studies find that both men and women subscribe to similar stereotypes of
“sexy women” (Six & Eckes, 1991; Smith et al., 2018). The present work not only
confirms this pattern with women categorized as sexy women, but also reveals that it
also occurs when evaluating women categorized as professional women. In addition,
the sexism and age of the participants also do not influence their evaluations of the
women’s subgroups.

We also found that participants feel fewer positive emotions towards sexy women
compared to professional women, which partially confirms H3, and the results obtained
by Glick et al. (2005) with adults and by Cuadrado and López-Turrillo (2014) with
adolescents. However, in contrast to these studies, we have not found that participants
experience more negative emotions towards sexy women than towards professional
women. This may be due to (a) the time elapsed between the performance of the studies
(Glick et al., 2005 vs. the present study, 2020), which may have moderated the negative

Figure 2. Serial mediation of stereotypes and positive emotions on active and passive facilitation at work.
Note. Direct effects and (total effects). Coefficients are partially standardized. † = .07; *p ≤ .05; **p ≤ .01;
***p ≤ .001.
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emotions aroused by sexy women, or (b) the type of participants: adolescents
(Cuadrado & López-Turrillo, 2014) versus adults. Future research should further in-
vestigate the role of negative emotions generated by some female subgroups such as
those categorized as sexy women.

Our participants tend to carry out more facilitation tendencies at work towards
women categorized as professional women than towards those categorized as sexy
women, confirming H3. There are no studies assessing both subgroups of women on
this scale, so this is a contribution of the present work. Furthermore, the results reveal
that the differences are more pronounced in active facilitation tendencies than passive
ones, which highlights the need to measure both types of behavior separately.

These findings are not moderated by the level of sexism, age, or sex of the par-
ticipants. Since the participants’ sexism was measured at the end of the questionnaire, to
better capture the moderating role of this variable future studies would measure it
before any manipulation.

Finally, we have tried to explain why participants are more willing to help pro-
fessional women than sexy women in the work context on the basis of the stereotyped
perceptions and emotions they experience towards them. Our results show that this
tendency to favor professional women over sexy women in the workplace is explained
by the evaluations that both types of women receive in competence and the emotions
they arouse. Specifically, participants are more willing to engage in active facilitating
behaviors at work (i.e., hiring and promotion) towards a woman categorized as
professional than towards a woman categorized as sexy because they perceive the
professional woman to be more competent, which in turn generates more positive
emotions towards her than towards the sexy woman.

These results have several implications. On the one hand, despite the primacy of
warmth in social perception, especially morality, our findings indicate that the dif-
ferential evaluations that both female subgroups receive in sociability and morality do
not affect intentions to help them in the work context. On the contrary, the perceived
competence of these women is the only dimension involved in this process. Thus, we
confirm the primacy of competence evaluations in the work context (e.g., Cuddy et al.,
2011), and we also extend the research by including sociability and morality and
revealing that these dimensions play no role in helping intentions in the work setting
towards two female subgroups.

On the other hand, we demonstrate the key role played by positive emotions (versus
negative ones) towards professional and sexy women in the relationship stereotypes–
helping behaviors at work, which is in line with results obtained in studies conducted in
other contexts, and towards immigrant groups (e.g., Cuadrado et al., 2020; López-
Rodrı́guez et al., 2016). Given that behaviors elicited by positive emotions have
beneficial effects in the long term (as opposed to those elicited by negative emotions,
whose effects are immediate; Fredrickson, 2013), the greater willingness to actively
help professional women than sexy women in the workplace would also have effects
that benefit the former in the long term. Therefore, it would be advisable to carry out
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interventions in work settings aimed at breaking the association “sexy women-
incompetence.”

Finally, the relevance of considering the intensity of behavior (active versus passive)
is highlighted. It allows us to have an accurate picture about what may be happening in
the workplace regarding the type of help given to a greater extent to one subgroup of
woman than to another. These are behavioral intentions aimed at explicitly benefiting
the target (active help), as opposed to those that involve only convenient cooperation
with a target (passive help).

Our study has a number of limitations. The photographs of the two women were
distinct targets; therefore, there were many differences in their appearance, beyond their
sexy versus professional clothing. Moreover, social clues that evidence competence
and affect perceived status (i.e., the professional woman wore an architect hat and held
a blueprint and a pencil in her hands) might be responsible for a different evaluation
towards the woman categorized as sexy versus categorized as professional. For ex-
ample, a woman implicitly perceived as highly trained might be evaluated as more
competent, inspire more admiration, and motivate more behaviors to facilitate her at
work.

However, our aim was not to compare the effect of the same target performing the
same job, dressed differently, on stereotypes, emotions, and behavioral tendencies. We
actually aimed to activate in the participants the cognitive schema of women cate-
gorized as professional versus sexy women (using pretested photographs), and to
capture the different evaluation that these subgroups of women could generate. In other
studies, to activate the corresponding category of women, authors used vignettes (e.g.,
Quiles et al., 2008) or descriptions (Cuadrado & López-Turrillo, 2014), which included
different social clues to operationalize the subgroups of women. Authors have also
simply used the category’s name (e.g., Eckes, 2002; Fiske et al., 2002; Glick et al.,
1997) to activate it, so that each participant could imagine totally different targets for
each category. Accordingly, in our study, to activate the cognitive schema of pro-
fessional versus sexy woman, the manipulation of the subgroup of woman involved
multiple clues to elicit a coherent inference.

Our manipulation used physical appearance, but not only focused on dressing and
posture, but also on other social clues related to professionalism such as having a high-
status job, all of which are informative factors in the operativization of subgroups of
women. For example, the attributes associated with the career woman subtype match
the traditionally masculine traits associated with high-status work roles (Glick et al.,
2005). That is, as in daily-life evaluations, multiple factors conflate in the impression-
formation process (e.g., when judging women categorized as sexy vs. professional
women). Future studies might individualize the factors that more strongly guide the
impression about women categorized as sexy and professional women.Moreover, since
we did not include a control condition, future research should also compare the
evaluations of these two subgroups of women with a woman without explicit attributes
of professional or sexy in order to better understand the evaluations towards these two
subgroups of women.
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Ultimately, our results show that presenting oneself as sexy impacts women’s
careers by their being perceived as less competent, their generating fewer positive
emotions, and the tendency to hire or promote them less often than women who fit the
professional subgroup. Consequently, sexy women may be systematically relegated to
the lowest status roles and task assignments, which can influence their opportunities to
demonstrate competence at valued tasks, affecting their career development.

Declaration of Conflicting Interests

The author(s) declared no potential conflicts of interest with respect to the research, authorship,
and/or publication of this article.

Funding

The author(s) disclosed receipt of the following financial support for the research, authorship,
and/or publication of this article: This work was supported by the Ministry of Science and
Innovation of Spain under grant numbers PRX19/00263 and PID2019-105114GB-I00/ AEI
10.13039/501100011033, and by la Universidad de Almerı́a, la Consejerı́a de Economı́a,
Conocimiento, Empresas y Universidad y el Fondo Europeo de Desarrollo Regional (FEDER)
under grant number UAL18-SEJ-D007-B.

Ethical Approval

The study was approved by the authors’ University Ethics Committee (Human Research
Bioethics Committee of the University of Almerı́a; Ref: UALBIO2019/016) and was accordance
with Committee on Publication Ethics’ International Standards for Authors.

Data Availability Statement

The data that support the findings of this study are available from the corresponding author, upon
reasonable request.

ORCID iD

Isabel Cuadrado  https://orcid.org/0000-0002-0946-2696

Note

1. A small indirect effect was also found through sociability and positive emotions serially: B =
�0.02, SE = 0.01, 95% CI = �0.048, �0.002.

References

Abele, A. E., & Wojciszke, B. (2019). Agency and communion in social Psychology. Routledge.
Adachi, T. (2013). Occupational gender stereotypes: Is the ratio of women to men a powerful deter-

minant?Psychological Reports, 112(2), 640–650. https://doi.org/10.2466/17.07.PR0.112.2.640-650
Altermatt, T. W., DeWall, C. N., & Leskinen, E. (2003). Agency and virtue: Dimensions of female

stereotypes. Sex Roles, 49(11-12), 631-641. https://doi.org/10.1023/B:SERS.0000003133.90488.71.

Cuadrado et al. 19

https://orcid.org/0000-0002-0946-2696
https://orcid.org/0000-0002-0946-2696
https://doi.org/10.2466/17.07.PR0.112.2.640-650
https://doi.org/10.1023/B:SERS.0000003133.90488.71


Ayduk, O., May, D., Downey, G., & Higgins, E. T. (2003). Tactical differences in coping with
rejection sensitivity: The role of prevention pride. Personality and Social Psychology
Bulletin, 29(4), 435–448. https://doi.org/10.1177/0146167202250911

Becker, J. C. (2010). Why do women endorse hostile and benevolent sexism? The role of salient
female subtypes and internalization of sexist contents. Sex Roles, 62(7–8), 453–467. https://
doi.org/10.1007/s11199-009-9707-4

Brambilla, M., & Leach, C. W. (2014). On the importance of being moral: The distinctive role of
morality in social judgment. Social Cognition, 32(4), 397–408. https://doi.org/10.1521/
soco.2014.32.4.397

Brambilla, M., Sacchi, S., Rusconi, P., & Goodwin, G. (2021). The primacy of morality in
impression development: Theory, research, and future directions. Advances in Experimental
Social Psychology, 64, 187–262. https://doi.org/10.1016/bs.aesp.2021.03.001

Brewer, M. B., Dull, V., & Lui, L. (1981). Perceptions of the elderly: Stereotypes as prototypes.
Journal of Personality and Social Psychology, 41(4), 656–670. https://doi.org/10.1037/
0022-3514.41.4.656

Cuadrado, I., Garcı́a-Ael, C., & Molero, F. (2015). Gender-typing of leadership: Evaluations of
real and ideal managers. Scandinavian Journal of Psychology, 56(2), 236–244. https://doi.
org/10.1111/sjop.12187

Cuadrado, I., López-Rodrı́guez, L., & Navas, M. (2016). La perspectiva de la minorı́a: ester-
eotipos y emociones entre grupos inmigrantes [The minority’s perspective: Stereotypes and
emotions between immigrant groups]. Anales de Psicologı́a, 32(2), 535–544. https://doi.
org/10.6018/analesps.32.2.205341

Cuadrado, I., López-Rodrı́guez, L., & Constantin, A. (2020). “A matter of trust”: Perception of
morality increases willingness to help through positive emotions. Group Processes &
Intergroup Relations, 23(3), 462–480. https://doi.org/10.1177/1368430219838606

Cuadrado, I., & López-Turrillo, E. (2014). What do adolescents think and feel about the different
female subtypes? An application of the stereotype content model (SCM). International Journal
of Social Psychology, 29(2), 235–264. https://doi.org/10.1080/02134748.2014.918823

Cuddy, A. J. C., Fiske, S. T., &Glick, P. (2007). The BIASMap: Behaviors from intergroup affect
and stereotypes. Journal of Personality and Social Psychology, 92(4), 631–648. https://doi.
org/10.1037/0022-3514.92.4.631

Cuddy, A. J. C., Fiske, S. T., & Glick, P. (2008). Warmth and competence as universal dimensions
of social perception: The stereotype content model and the BIAS map. In M. P. Zanna (Ed.),
Advances in Experimental Social Psychology (Vol. 40, pp. 61–149). Elsevier Academic
Press. https://doi.org/10.1016/S0065-2601(07)00002-0

Cuddy, A. J. C., Glick, P., & Beninger, A. (2011). The dynamics of warmth and competence
judgments, and their outcomes in organizations. Research in Organizational Behavior, 31,
73–98. https://doi.org/10.1016/j.riob.2011.10.004

Deaux, K., Winton, W., Crowley, M., & Lewis, L. L. (1985). Level of categorization and content of
gender stereotypes. Social Cognition, 3(2), 145–167. https://doi.org/10.1521/soco.1985.3.2.145

Dovidio, J. F., & Gaertner, S. L. (2010). Intergroup bias. In S. T. Fiske, D. T. Gilbert, & G.
Lindzey (Eds.), Handbook of social psychology (pp. 1084–1121). John Wiley & Sons.
https://doi.org/10.1002/9780470561119.socpsy002029

20 Psychological Reports 0(0)

https://doi.org/10.1177/0146167202250911
https://doi.org/10.1007/s11199-009-9707-4
https://doi.org/10.1007/s11199-009-9707-4
https://doi.org/10.1521/soco.2014.32.4.397
https://doi.org/10.1521/soco.2014.32.4.397
https://doi.org/10.1016/bs.aesp.2021.03.001
https://doi.org/10.1037/0022-3514.41.4.656
https://doi.org/10.1037/0022-3514.41.4.656
https://doi.org/10.1111/sjop.12187
https://doi.org/10.1111/sjop.12187
https://doi.org/10.6018/analesps.32.2.205341
https://doi.org/10.6018/analesps.32.2.205341
https://doi.org/10.1177/1368430219838606
https://doi.org/10.1080/02134748.2014.918823
https://doi.org/10.1037/0022-3514.92.4.631
https://doi.org/10.1037/0022-3514.92.4.631
https://doi.org/10.1016/S0065-2601(07)00002-0
https://doi.org/10.1016/j.riob.2011.10.004
https://doi.org/10.1521/soco.1985.3.2.145
https://doi.org/10.1002/9780470561119.socpsy002029


Eckes, T. (2002). Paternalistic and envious gender stereotypes: Testing predictions from the
stereotype content model. Sex Roles, 47(3–4), 99–114. https://doi.org/10.1023/A:
1021020920715

Expósito, F., Moya, M. C., & Glick, P. (1998). Ambivalent sexism: Measurement and correlates.
International Journal of Social Psychology, 13(2), 159–169. https://doi.org/10.1174/
021347498760350641

Faul, F., Erdfelder, E., Buchner, A., & Lang, A. G. (2009). Statistical power analyses using
G*Power 3.1: Tests for correlation and regression analyses. Behavior Research Methods,
41(4), 1149–1160. https://doi.org/10.3758/BRM.41.4.1149

Fiske, S. T., Cuddy, A. J. C., Glick, P., & Xu, J. (2002). A model of (often mixed) stereotype
content: Competence and warmth respectively follow from perceived status and compe-
tition. Journal of Personality and Social Psychology, 82(6), 878–902. https://doi.org/10.
1037/0022-3514.82.6.878

Fowers, A. F., & Fowers, B. J. (2010). Social dominance and sexual self-schema as moderators of
sexist reactions to female subtypes. Sex Roles, 62(7), 468–480. https://doi.org/10.1007/
s11199-009-9607-7

Fredrickson, B. L. (2013). Positive emotions broaden and build. Advances in Experimental Social
Psychology, 47, 1–53. https://doi.org/10.1016/B978-0-12-407236-7.00001-2

Glick, P., Diebold, J., Bailey-Werner, B., & Zhu, L. (1997). The two faces of Adam: Ambivalent
sexism and polarized attitudes toward women. Personality & Social Psychology Bulletin,
23(12), 1323–1334. https://doi.org/10.1177/01461672972312009

Glick, P., & Fiske, S. T. (1996). The ambivalent sexism inventory: Differentiating hostile and
benevolent sexism. Journal of Personality and Social Psychology, 70(3), 491–512. https://
doi.org/10.1037/0022-3514.70.3.491

Glick, P., Larsen, S., Johnson, C., & Branstiter, H. (2005). Evaluations of sexy women in low and
high-status jobs. Psychology of WomenQuarterly, 29(4), 389–395. https://doi.org/10.1111/j.
1471-6402.2005.00238.x

Hayes, A. F. (2018). Introduction to mediation, moderation, and conditional process analysis: A
regression-based approach (2nd ed.). Guilford Press.

Heflick, N. A., Goldenberg, J. L., Cooper, D. P., & Puvia, E. (2011). From women to objects:
Appearance focus, target gender, and perceptions of warmth, morality and competence.
Journal of Experimental Social Psychology, 47(3), 572–581. https://doi.org/10.1016/j.jesp.
2010.12.020

Leach, C. W., Ellemers, N., & Barreto, M. (2007). Group virtue: The importance of morality (vs.
competence and sociability) in the positive evaluation of ingroups. Journal of Personality
and Social Psychology, 93(2), 234–249. https://doi.org/10.1037/0022-3514.93.2.234

López-Rodrı́guez, L., Cuadrado, I., & Navas, M. (2013). Aplicación extendida del Modelo del
Contenido de los Estereotipos (MCE) hacia tres grupos de inmigrantes en España [Extended
application of the Stereotype Content Model (SCM) toward three immigrant groups in Spain].
Estudios de Psicologı́a, 34(2), 197–208. https://doi.org/10.1174/021093913806751375

López-Rodrı́guez, L., Cuadrado, I., & Navas, M. (2016). Acculturation preferences and be-
havioral tendencies between majority and minority groups: The mediation role of emotions.
European Journal of Social Psychology, 46(4), 401–417. https://doi.org/10.1002/ejsp.2181

Cuadrado et al. 21

https://doi.org/10.1023/A:1021020920715
https://doi.org/10.1023/A:1021020920715
https://doi.org/10.1174/021347498760350641
https://doi.org/10.1174/021347498760350641
https://doi.org/10.3758/BRM.41.4.1149
https://doi.org/10.1037/0022-3514.82.6.878
https://doi.org/10.1037/0022-3514.82.6.878
https://doi.org/10.1007/s11199-009-9607-7
https://doi.org/10.1007/s11199-009-9607-7
https://doi.org/10.1016/B978-0-12-407236-7.00001-2
https://doi.org/10.1177/01461672972312009
https://doi.org/10.1037/0022-3514.70.3.491
https://doi.org/10.1037/0022-3514.70.3.491
https://doi.org/10.1111/j.1471-6402.2005.00238.x
https://doi.org/10.1111/j.1471-6402.2005.00238.x
https://doi.org/10.1016/j.jesp.2010.12.020
https://doi.org/10.1016/j.jesp.2010.12.020
https://doi.org/10.1037/0022-3514.93.2.234
https://doi.org/10.1174/021093913806751375
https://doi.org/10.1002/ejsp.2181


López-Rodrı́guez, L., Navas, M., Cuadrado, I., Coutant, D., &Worchel, S. (2014). The majority’s
perceptions about adaptation to the host society of different immigrant groups: The distinct
role of warmth and threat. International Journal of Intercultural Relations, 40, 34–48.
https://doi.org/10.1016/j.ijintrel.2014.02.001

Mackie, D. M., Devos, T., & Smith, E. R. (2000). Intergroup emotions: Explaining offensive
action tendencies in an intergroup context. Journal of Personality and Social Psychology,
79(4), 602–616. https://doi.org/10.1037/0022-3514.79.4.602

Mackie, D. M., & Smith, E. R. (2018). Intergroup emotions theory: Production, regulation, and
modification of group-based emotions. Advances in Experimental Social Psychology, 58,
1–69. https://doi.org/10.1016/bs.aesp.2018.03.001

Pacilli, M. G., Pagliaro, S., Loughnan, S., Gramazio, S., Spaccatini, F., & Baldry, A. C. (2017).
Sexualization reduces helping intentions towards female victims of intimate partner vio-
lence through mediation of moral patiency. British Journal of Social Psychology, 56(2),
293–313. https://doi.org/10.1111/bjso.12169

Quiles, M. N., Morera, D., Correa, A., Navas, M. S., Gómez-Berrocal, C., & Cuadrado, I. (2008).
Prejudice towards women: Infrahumanization or undervaluation? International Journal of
Social Psychology, 23(2), 221–228 https://doi.org/10.1174/021347408784135797

Richards, Z., & Hewstone, M. (2001). Subtyping and subgrouping: Processes for the prevention
and promotion of stereotype change. Personality and Social Psychology Review, 5(1),
52–73. https://doi.org/10.1207/S15327957PSPR0501_4

Riva, P., Brambilla, M., & Vaes, J. (2016). Bad guys suffer less (social pain): Moral status
influences judgments of others’ social suffering. British Journal of Social Psychology, 55(1)
88–108. https://doi.org/10.1111/bjso.12114

Sibley, C. G., & Wilson, M. S. (2004). Differentiating hostile and benevolent sexist attitudes
toward positive and negative sexual female subtypes. Sex Roles, 51(11-12), 687-696. https://
doi.org/10.1007/s11199-004-0718-x.

Six, B., & Eckes, T. (1991). A closer look at the complex structure of gender stereotypes. Sex
Roles, 24(1–2) 57–71. https://doi.org/10.1007/BF00288703

Smith, J. K., Liss, M., Erchull, M. J., Kelly, C. M., Adragna, K., & Baines, K. (2018). The
relationship between sexualized appearance and perceptions of women’s competence and
electability. Sex Roles, 79(11), 671–682. https://doi.org/10.1007/s11199-018-0898-4

Talaska, C. A., Fiske, S. T., & Chaiken, S. (2008). Legitimating racial discrimination: A meta-
analysis of the racial attitude–behavior literature shows that emotions, not beliefs, best
predict discrimination. Social Justice Research: Social Power in Action, 21(3), 263–296.
https://doi.org/10.1007/s11211-008-0071-2

Wookey, M. L., Graves, N. A., & Butler, J. C. (2009). Effects of a sexy appearance on perceived
competence of women. The Journal of Social Psychology, 149(1), 116–118. https://doi.org/
10.3200/SOCP.149.1.116-118

Author Biographies

Isabel Cuadrado, PhD, is Senior Lecturer in Social Psychology at the University of
Almerı́a (Spain), and Director of the consolidated research Group “Psychosocial and

22 Psychological Reports 0(0)

https://doi.org/10.1016/j.ijintrel.2014.02.001
https://doi.org/10.1037/0022-3514.79.4.602
https://doi.org/10.1016/bs.aesp.2018.03.001
https://doi.org/10.1111/bjso.12169
https://doi.org/10.1174/021347408784135797
https://doi.org/10.1207/S15327957PSPR0501_4
https://doi.org/10.1111/bjso.12114
https://doi.org/10.1007/s11199-004-0718-x
https://doi.org/10.1007/s11199-004-0718-x
https://doi.org/10.1007/BF00288703
https://doi.org/10.1007/s11199-018-0898-4
https://doi.org/10.1007/s11211-008-0071-2
https://doi.org/10.3200/SOCP.149.1.116-118
https://doi.org/10.3200/SOCP.149.1.116-118


methodological studies.” Her research focuses on stereotyping, emotions, and be-
haviors in gender and ethnic groups. She investigates the role of stereotypes in pro-
moting positive intergroup emotions and behaviors.

Lucı́a López-Rodrı́guez, PhD, is Senior Lecturer in Social Psychology at the Uni-
versity of Almerı́a (Spain). Her current research interests are focused on the psy-
chosocial processes underlying intercultural and gender relations, and new strategies to
improve such relationship and promote social change.

Marco Brambilla, PhD, is Senior Lecturer in Social Psychology at the University of
Milano-Bicocca (Italy) and Director of the Social Perception and Cognition Lab.
Broadly, his research focuses on social perception, social cognition, and intergroup
relations. Specifically, most of his work examines the role of morality in the impression-
formation process and in shaping person perception, stereotypes, prejudice, and
emotions.

Jorge L. Ordóñez-Carrasco, PhD, is a research fellow in the Department of Psy-
chology at the University of Almerı́a, Spain. His main research interests include
psychological measurement, and psychological variables related to suicidal behavior.

Cuadrado et al. 23


	Active and Passive Facilitation Tendencies at Work Towards Sexy and Professional Women: The Role of Stereotypes and Emotions
	Stereotypes, Emotions, and Behaviors Towards Professional and Sexy Women Subgroups
	The Stereotypes-Emotions-Behaviors Link
	The Present Research
	Method
	Pretest Study
	Participants
	Design
	Measures
	Manipulation Check
	Stereotypes
	Emotions
	Facilitation Tendencies at Work
	Perceived Status
	Perceived Competition
	Ambivalent Sexism


	Results
	Manipulation Check
	Preliminary Analysis: Psychometric Properties of the Scale of Facilitation Tendencies at Work
	Stereotypes of Women Categorized as Professional and Sexy Women
	Emotions Towards Women Categorized as Professional and Sexy Women
	Facilitation Tendencies at Work Towards Women Categorized as Professional and Sexy Women
	The Moderating Role of the Level of Ambivalent Sexism, Sex, and Age of the Participants
	Predicting Active and Passive Facilitation at Work

	Discussion
	Declaration of Conflicting Interests
	Funding
	Ethical Approval
	Data Availability Statement
	ORCID iD
	Note
	References
	Author Biographies


