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October 25, 2019 

Friday 9:00 am - 2:30 pm 

Clinton Hall 

Room 107 

 

9:00 - 9:30 Morning Mingle 
(coffee and pastries provided) 

 
9:30 -10:45 Session 1  

 
10:45-11:00 Break 

 
11:00 -12:00 Alumni Spotlight 

 
12:00 -1:15 Lunch (on your own)  

 
1:15 - 2:30 Session 2 



Brynn Thompson 
 

 

Marital Happiness and Sexual Behaviors of Older Adults   
 
 
The quality of a marriage or partnership can have a substantial impact on 
many areas of life.  A good working relationship can be a significant 
resource for coping with difficult life situations and stress and may 
contribute to partners' emotional and psychological well-being and 
healthy lifestyle.  However, marital quality among older adults is often 
overlooked in favor of studying younger couples.  This study examines the 
relationship between marital happiness and sexual satisfaction, as well 
as other contributing factors, in the lives of older American adults.  Data 
from a restricted sample (N=1278) from the second wave of the National 
Social Life, Health and Aging Project was analyzed.  Regression models 
were used to examine associations with marital happiness.  Within OLS 
regression gender, education level, mental health, self-rated happiness, 
absence of sexual quality, physical satisfaction, and emotional 
satisfaction were each statistically significant.  Females reported higher 
marital satisfaction than males.  Higher educated individuals expressed 
less satisfaction within their marriages than those with less formal 
education.  Those that rated their mental health, happiness, and physical 
and emotional satisfaction high also reported higher marital 
satisfaction.  Participants that reported an absence of sexual quality 
generally rated their marital satisfaction lower.  Since the specific sex-
related aspects of absence of sexual quality and physical satisfaction 
were significantly associated with marital satisfaction, further 
examination may influence the quality of sex within the older adult 
population.  

9:30 - 10:45  

 



Kate Nance 
 
 

Seeing Red: An Examination of Intimate Partner Violence and Gen-
der in Popular Television  
 
Deemed “The Buffy Effect,” there is a trend in violence against femme fa-
tales in media when they are deemed "superpowered" or otherwise hold 
levels of power making them perceivably “equal” to male counterparts in 
physical strength. In a brief examination of popular TV shows with 
"strong" female-identifying characters, I identified instances of physical 
abuse, sexual abuse, and emotional aggression that occurred between 
romantic partners. I found these behaviors are extraordinarily common 
amongst the shows analyzed and affect characters differently based on 
their gender identity and the societal gender roles these characters fall 
into. Themes such as excused violence resulting from "mind control" 
emerged from analysis and were present in multiple shows, paralleling 
common themes in rape culture suggesting men are unable to control 
sexual urges and violence because of their "nature." This research was a 
case study assignment for Jodie Simon's "Femme Fatale in Film" course, 
later adapted for the 2018 Southwest Popular Culture Conference, and 
under current adaption to allow for new analysis as well as examination 
of additional television shows/seasons to previously examined shows.   

1:15 - 2:30 

Emily Guthrie  
 

 

Socialization Through Advertisement: A Content Analysis of YouTube 
for Kids  
 
Advertising in children’s media impacts children socialization. There is a 
large amount of advertising in YouTube videos aimed at children, what kind 
of advertising are they seeing? YouTube Kids, is an online media platform 
that is specifically tailored to children 12 years old and younger. I will 
examine the amount of advertising that is integrated into the platform. 
YouTube Kids is a portion of the Alphabet company (Google) one of the Big 
Five Tech Companies. Advertising accounts for 88% of their revenue. 
Additionally, technological determinism would suggest that advertising  in 
media is having influence over the viewer. Examining YouTube kids will 
help to understand what and how much advertising children are seeing. A 
quantitative content analysis showed that within a sample of 5 videos that 
all the videos contained at least 1 type of advertising. The smallest amount 
of advertising fifteen seconds while the largest amount was eight minutes 
and fifty-nine seconds. The advertising acts as a social agent through 
socialization, and the spread of ideology and beliefs about consumerism. In 
the study that I conducted, I found that advertising is a key element in 
producing digital content. Because of this, children might be forming 
ideology based on the large amount of advertising they are seeing.  



Trang Doan 
 

 

Exploring Dogs as Social Interaction Facilitators: Does Breed  
Stigmatization Play a Role?  
 
Greater acceptance of dogs in public spaces leads to a greater presence 
of dogs in urban settings, and in turn, people have greater exposure to 
dogs and their owners. Exploring the effects dogs may have on their 
guardian and others via dog-fostered interactions with the public is vital 
to understanding the role they play in shaping human lives and urban 
societies. Learning about the way in which the presence of dogs of a 
stigmatized breed influence their owners’ interactions with strangers in 
public can pave way for deconstructing the stigma of aggressive breeds 
to achieve a more interconnected society through the opening of social 
possibilities currently limited to non-aggressive breed dogs. In my paper, 
I explore the social catalyst effect by examining social interactions 
between people, primarily between dog walkers/owners and strangers, in 
the presence of dogs in urban settings, and the role aggressive breeds, 
particularly the American Pit Bull Terrier (APBT) breed, may have in this 
effect. I utilized an ethnographic observational method to conduct field 
research in Wichita, KS, mostly occurring in the downtown area.  
My research found that dogs are a bridge to short, superficial 
conversation and surpass the tension of gaze avoidance, but the effect is 
brief and varies under different conditions of the environment. Dogs of a 
stigmatized breed have the greatest potential to foster the effects of the 
social catalyst phenomenon for people that have an aggressive breed dog 
as a companion.  

9:30 - 10:45  

Morgan Bretches 
Amy K. Chesser, PhD; Jacie Green, MA; Nikki Rogers, PhD  
 

Knowledge and Attitudes of Older Adults: An Interdisciplinary  
Assessment  
 
By the year 2030, 1 in every 5 United States residents will be age 65 and 
older. As those working in the health professions continue to provide care 
for the health and wellbeing of this growing population, ageism becomes 
an increasing concern. Few studies have investigated ageism and older 
adults for students across all disciplines in health professions. This study 
sought to find the relationship between knowledge of adults and ageism in 
university students within the health professions. The study population 
included undergraduate and graduate students from Wichita State 
University’s College of Health Professions (N=530) enrolled from August-
December 2018. The study design was cross-sectional and the 
questionnaire included the Palmore Facts on Aging Quiz (PFAQ), the Scale 
of Ageism (FSA), and demographic questions. Results showed significant 
negative relationships between knowledge and ageism [r(481) = -.210, p 
< .01], as well as age and ageism [r(477) = -.162, p < .01]. The results show 
support for the concept that knowledge about aging can positively impact 
attitudes toward older adults. There is also value in expanding existing 
research that interaction with older adults can have a positive influence on 
attitudes towards older adults. Future research should focus on how 
current healthcare workers score on the same assessments and 
educational practices to improve curriculum by providing positive 
interactions with older adults.  



Kaitlyn Hemberger 
 
 

Weapons of Masculinity: A Semiotic Analysis in the Marvel  
Cinematic Universe  
 
The Marvel Cinematic Universe boasts the highest-earning film of all 
time, and today, Captain America, Iron Man, and Thor are household 
names in American society. These cisgender, heterosexual white men are 
the only three heroes to receive a trilogy thus far in this extended 
popular film series, and in their respective journeys, each one grapples 
with a different aspect of hegemonic masculinity as they try to fulfill the 
hero ideal; under the “mask” of masculinity, Thor battles with 
“worthiness,” Captain America solves his problems through violence, and 
Iron Man emotionally detaches from his feelings. Through a semiotic 
media analysis of Thor’s hammer, Captain America’s shield, and Iron 
Man’s armor suits in Thor: Ragnarok, Captain America: Civil War, and Iron 
Man 3, the last movies in their trilogies respectively, this undergraduate 
paper in sociology 316 (Men and Masculinities) outlines the symbolic 
nature of these weapons of violence as a substitute for hegemonic 
masculinity. In many ways, they inflict pain unto the villains as much as 
they do our heroes themselves by isolating them from their relationships 
and harming their self-images. When they finally put down their weapons 
in order to heal, though, Thor, Captain America, and Iron Man ultimately 
send the message to young men today that true strength comes not from 
suffering through the negative effects of hegemony but through giving up 
these unhealthy behaviors for community, happiness, and self-
acceptance.   

1:15 - 2:30 

10:45-11:00 



Wichita Area Sexual 

Assault Center 

 

Cammie Goen is an alumna of WSU receiving her BA in 2014 and MA 
in 2016. Cammie is currently working as a Community Education 

Advocate for Wichita Area Sexual Assault Center (WASAC). 
 

The title of her presentation will be: 
 

Applied Sociology and Sexual Assault Advocacy  

11:00 - 12:00  

12:00 - 1:15 


