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Face-ism is a unique media phenomenon that has
recently been recognized and defined in research. Face-
ism, which is the amount of facial prominence in a given
photograph, may convey certain messages about the
depicted person. Research has found that higher facial
prominence conveys perceptions of higher intelligence,
ambition and dominance. Is there a gender bias in such
depictions? The purpose of this study was to content
analyze the face-ism phenomenon in the depiction of the
genders in print media. The study investigated the
following hypotheses: (a) Depictions of people in media
images will give more prominence to the face in male
depictions than in female depictions, and (b) These
differences should be found to increase over the last 20
years Results of this study found that males were
receiving significantly higher facial prominence in news
media content. This supported the first hypothesis and
showed that mass media are stereotyping between the
genders. These findings support our hypothesis that the
depictions of people in the media will give more
prominence to the face in male depictions than in female
depictions. Thus, news media may be portraying males
as more intelligent, ambitious, dominant, and females as
less intelligent, ambitious, and dominant thus fueling a
media stereotype.

1. Introduction

Modern mass media are one of the most influential factors in
modern society. The media phenomenon known as face-ism
often appears in well-known outlets of mass media, such as
magazines. The face-ism coding process as defined by Archer,
Iritani, Kimes and Barrios (1983), delineates the criteria for the
selection of pictures to assess face-ism. Using this method, face-
ism can be assessed from newspapers or news magazines.
Face-ism is defined as a tendency to represent people in terms
of their face as opposed to the rest of their body and this term
can be measured in many outlets of mass media including print
and visual media. Studies have indicated high face-ism is
associated with more dominance, intelligence, and ambition;
low face-ism is associated with lower levels of dominance,
intelligence, and ambition. Research also indicates a bias
between different groups of people; face-ism analysis shows a
gender stereotype, as well as status and race stereotypes.
Previous studies indicate that face-ism stereotyping has been
increasing over the centuries, as shown in analyses of paintings
and portraits. Is the face-ism stereotyping of the genders
increasing or decreasing in modern mass media, such as
magazines?
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