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Introduction - 1,000 words 

 

The representation of female identifying individuals within the creative industries has 
been largely discussed within media studies and academic research particularly 
concerning the themes of objectification, sexualisation and empowerment. Among all 
sectors, specifically dance, film and music, women have consistently been given 
narratives which mean that their appearance and sexuality is highlighted within the 
product. A large debate is whether these representations reflect the expectations of 
the audience, societal standards and industry practice. Even though the creative 
industries are evolving, there are still questions remaining about whether the way 
women are portrayed is heading into larger self expression and control over 
decisions or whether the representation patterns are still existing and reproducing. 
 

The representation of women plays a large role in how the audience interprets the 
woman as well as the meaning of the role within the performance and visual based 
sectors. A women’s body within dance, music and film is sometimes the main 
element for expression, which can lead to the appearance, presentation and 
movement gaining more attention. Some individuals debate and argue that the focus 
of the body can contribute to women being sexualised, specifically when the 
emphasis is on the sexual appeal and the attractiveness within the creative 
decisions. Others do suggest that these representations can be interpreted 
differently which depends on individual perceptions. 
  
Within the history of the creative industries, women’s roles have regularly been 
shaped by the power structures between genders. The research into early stages of 
the industries such as ballet, music and film has shown that female identifying 
performers were constantly given roles and narratives with the ideals of femininity, 
emotional dependence and their visual appeal, whilst the male identifying performers 
were commonly given roles and narratives that showed them more masculine and 
strong and also suggesting that they had control and authority. These patterns 
suggest that the reason why different gender roles are written like this, is because 
the industries were and continue to be heavily led by male creatives. The patterns 
which are recognised from the historical context surrounding the creative industries, 
show that the industry now functions with larger diversity and the social environment 
than history shows. 
 

Recently, there has been a large rise of empowerment narratives including 
confidence and self expression. Female identifying creatives and performers are 
gaining more leading roles, which has begun a large shift in the performers' consent 
being taken into consideration concerning how they are presented visually and has 
become more of known to the public. Some discussions view that the development 
happening currently is evidence that progress is being made for how women are 
represented, suggesting that female creatives have gained more control over the 
portrayal of themselves. 
However, some other questions are being asked in contrast, about whether these 
developments are presenting a substantial change or whether they coincide with the 
beauty, appeal and marketability pressures. These questions have been leading the 
continued debate in regards to the sexualisation and empowerment relationship with 
the creative industries. 
 



The notion of choice and consent are the key issues within this debate. This 
discussion question is to what extent are the choices and decisions in a professional 
environment freely made by the creative, whilst empowerment is usually associated 
with the control over decisions as the female identifying performer and creative. The 
decision making process may be influenced by the structure of institutional and 
commercial in which the creative industries operate within. It can be difficult to fully 
determine the representations of the sexualised visual, narratives and choices are 
made by the individual, the expectations of the industry or whether it is a 
combination of the two. Due to this, there has been ongoing interest in identifying 
where the self expression choices and industry driven representations distinctions 
lay within the creative industries. 
 

Some researchers have raised concerns of the impact on young people of the 
exposure to the creative industries from an early age, including sexualised imagery 
which can appear through the media or even training environments and 
competitions, as it may affect their development. The evaluation of sexualisation 
within the creative industries, highlights that there needs to be more caution and a 
larger need for a context analysis over conclusions. 
 

As there is a variety of perspectives concerning this topic, this dissertation aims to 
explore further on how empowerment, objectification and sexualisation is 
experienced and understood within the creative industries. This study examines how 
each of these concepts are discussed in literature, rather than using just a single 
interpretation and experience. This study not only uses discussions within academic 
work but also how individuals that are connected to the creative industries have 
experienced and perceived these concepts. 
To help support this exploration, the dissertation connects with established 
theoretical works, including Mulvey’s Male Gaze Theory (1975), Bourdieu’s concept 
of habitus (1972) and the Objectification Theory written by Fredrickson and Roberts 
(1997). The study focuses on only three sectors of the creative industries which are 
dance, music and film, and examines how performance, costuming, choreography 
and marketing has shaped representation. The role of social media is also 
examined, specifically in relation to the circulation and creation of representations. 
 

In addition to the literature review, this dissertation includes primary research which 
was collected through an online survey which involved participants that are 
connected to the creative industries. The use of both qualitative and quantitative data 
are used to allow the examination of the observations, experiences and opinions 
which regard the sexualisation within their own professional sectors. This approach 
allowed for common themes to be identified whilst acknowledging the variety of 
perspectives among different roles. 
 

Overall, this study looks to contribute to the current discussion concerning the 
representation of women within the creative industries by providing an unbiased 
examination of empowerment and sexualisation. Combining theoretical analysis and 
primary research, an insight is made into how these issues are understood without 
assuming a definitive answer. In doing so, it highlights how important the use of 
context, agency and influence is when analysing how women are represented within 
creative work. 
 



 
Main body 8,000 words 

 

Literature Review  
 

Introduction 

The representation of women has historically been shaped by gendered power 
dynamics, visual culture, and expectations from society which surround sexuality and 
femininity. Across various sectors within the creative industries such as music, film 
and dance industries there is a common pattern of female roles and narratives being 
positioned as an object for visual pleasure which contributes to the unrealistic beauty 
standards for the creatives and viewers. 
Ongoing debates on whether the industries are promoting the empowerment and 
self-expression narratives are just a way for the industries to use a different format of 
objectifying that is disguised by the positive narratives. 
 

Historically, the dynamics and narrative of female roles within creative practice often 
have been created to showcase the male roles dominance, as female characters 
tend to be created with the characteristics of passivity and weakness but still being 
viewed as the beauty object for the male characters. 
This narrative can be traced from the 19th century ballet industry to early cinema and 
music videos, where women’s bodies have been controlled to be the visual pleasure 
whilst they have little control over decisions and what they feel comfortable with. The 
pattern which has been developed suggests that this is still influencing how the 
modern creative industry world is continuing to work. Even though there are more 
leading roles being given to women that appear to show power, there is still research 
which indicates that sexualisation has become normalised across various sectors. 
 

This literature review investigates theories and research which explore sexualisation, 
objectification and empowerment within the creative industries, including the Male 
Gaze Theory (Mulvey, 1975) Bourdieu’s concept of habitus (1972) and the 
Objectification Theory (Fredrickson & Roberts, 1997) as these studies show the 
foundations for these issues and this topic in particular. 
The review investigates 3 sectors within the creative industries, dance, music and 
film, researching how sexualisation might be manifesting through performative areas, 
choreography, costuming, marketing etc, and also considers how social media 
potentially is impacting how empowerment and objectification is seen. 
Further into this review there is extensive research into the effects in which 
sexualisation and objectification can have for a female creative working within the 
industry, for example, self objectification, internalising sexualisation, body image 
issues and mental health concerns. 
 

By using this review to analyse literature which already exists, it aims to bring more 
context to the issue of empowerment and sexualisation within the creative industries, 
the support of secondary research gives the ability to highlight gaps within the 
creative practice. 
 

Historical Context 
Storylines for ballet performances during the 19th century depicted women as only 
being used to being in relation to a man, their whole character narrative was to 



ensure that the man could save the female character and reinforces the idea that 
men are constantly in power and are stronger than the women in these narratives. 
Many iconic ballet pieces meant that the ballerina would wear seductive and stylised 
clothing to conform to the unrealistic beauty standards to gain attention from the 
male ballet dancers. Even with a female led performance, the female leads narrative 
is there to be pretty and attractive for a man. 
In some cases, empowerment for women can be found in movement and expression 
but due to history, choreographical choices have been shaped to still be perceived to 
please the male audience which contributes to the objectification of women. 
As many pieces of choreography were choreographed by men, most female 
characters were portrayed to be physically and emotionally weak, which pleased the 
male gaze due to men enjoying a man put in a role that is stronger than a woman, 
which reinforces Laura Mulvey’s Male Gaze Theory (Mulvey, 1975) ( Kondakindi & 
McDowell, 2023). 
 

During the twentieth century, the rise of women becoming ‘sex symbols’ emerged 
with a new generation of actresses gaining stardom whilst being heavily sexualised 
within their work due to their appearance aligning with the male gaze, an actress 
who is prominent as an example is Marilyn Monroe. 
From the beginning of Monroe’s career she was sexualised because of her having 
platinum blonde hair, an hourglass figure, red lips and the distinctive sound of her 
voice, during her first ever screen test is is reported that the cinematographer said 
that she was “sex on a piece of film” (Shamron, 1946). However, even though she 
was highly sexualised for her appearance, her persona was also interpreted as 
empowering for women to showcase their sexuality with confidence and not shy 
away from expressing it (Bogutskaya, 2022). 
 

The music industry has historically been dominated by men, with many songs and 
music videos being centred around the male perspectives on desire and sexuality. 
The rise of the rap style during the 1980s began to intensify major issues with 
misogyny, as women within the music videos being depicted as submissive or 
available, which reinforces the dominance of male artists; this has had a lasting 
effect on the rap genre with male artists. 
 

In the 1970s, there was a revolutionary time within the music industry where artists 
began to incorporate sexuality into mainstream music and music videos expressing 
the desires, this happened due to the discussion sexuality becoming more socially 
accepted, this then contributed the rise of female artists during the 90s to becoming 
more playful and empowering with the use of sexuality in their music.  
 

The 2000s within pop culture was a significant turning point, as female artists using 
their sexuality became on the major rise for visibility, artists such as Britney Spears 
and MIley Cyrus, however when record labels began to realise that music with a 
sexually explicit narrative would gain more success, artists were increasingly 
encouraged to reproduce this narrative and image of music due to it selling records, 
meaning young artists within the industry were being given a vulnerable position 
within the industry to be sexualised heavily and were labeled as “the girls gone bad” 
(Lisi, 2014). 
 

 



The Male Gaze Theory 

In 1975, the theory of the Male Gaze was introduced by Laura Mulvey in her essay, 
‘Visual Pleasure and Narrative Cinema’, the theory argues that the portrayals and 
narratives of women on screen are objectified in a sexual way which satisfy the male 
desire, which positions women  primarily objects for visual pleasure. 
The Male Gaze is evident in various media formats, where women are commonly 
depicted as seductive or attractive and positioned to have a sexual agenda with male 
characters in the storylines and narratives. Many women are seen in films, 
advertisements and music videos dressed in revealing clothing whereas male 
identifying performers tend to wear loose fitting and modest clothing and limit their 
body exposure (Mulvey,1975). 
 

However, Kevin Goddard (2000) suggests that the male gaze can also be used as 
agency, arguing that it is used to allow women to hold power over men and 
themselves, due to submitting to the male gaze as it is not thought as submitting as 
a weaker female to a stronger male but believe that those feel more empowered to 
be displayed and using their body and appearance as art for the viewers (Goddard, 
2000). 
 

Sexualisation Within The Industries 

 

Sexualisation Within The Dance Industry 

The theory Habitus by Pierre Bourdieu, demonstrates how individuals normalize and 
internalise the nature of an individual self-consciously through their class, family and 
culture, which shapes behaviour, choices and taste which leads to the creation of 
patterns that reinforce the structure of society (Bourdieu, 1972).  
When applying this theory to the dance industry, it suggests that the sexualisation is 
not just an external pressure which dancers face but it has become internalised, 
within the training process individuals learn to conform to the rules and standards 
within dance, including striving for a socially acceptable body aesthetic which is often 
sexualised by others and the individual themselves (Pickard, 2013). 
 

Female dancers are heavily positioned to enhance the visual presentation for male 
artists, their roles tend to have an underlying sexual motive attached, expressed 
through provocative choreography, clothing choices, or different creative decisions 
(Kangas, 2021). 
This results in a lot of pressure being put on female dancers to conform to the 
appearance standards within the industry, particularly when it comes to working as 
back up dancers for male artists, as they are hired to amplify the male artists' 
masculinity as well as their sexual desire. For female back up dancers, appearance 
and clothing are highlighted as of great importance to securing employment, 
therefore there is a lot of self-imposed pressure to meet these standards (Aubrey & 
Frisby, 2011). 
 

Within the commercial dance industry, the sexualised aesthetic has shifted from 
being creative choices to now being a professional requirement, it has now become 
a standard practice within the industry with the use of revealing costumes, being 
objectified for jobs with the use of a sexual narrative and provocative choreography, 
it has become difficult for female creatives to not risk unemployment by voicing their 
opinions about what they are and aren't comfortable with (Cohen, 2009). 



 

Sexualisation Within The Dance Competition Culture 

 

Dance competition culture has evolved significantly over the years, with the increase 
of choreography being influenced by what is currently being produced in the industry. 
However as the industry is evolving into more sensual stylistic choices, it has caused 
some concern due to provocative movements and inappropriate music choices being 
assigned to young children for competitive performances. 
This raises a highly important question, are such provocative movements 
choreographed with a sexualised motive for children or do the audience over 
sexualise the dancers due to these movements?  
 

In 2010, a major controversy emerged within the dance competition world, when 
young girls aged 8-10 years of age walked out on a dance competition stage wearing 
red lingerie whilst executing very provocative and sensual choreography to the song 
“Single Ladies” (Jessop, 2019).  
Many dance teachers attempt to stay relevant with the constantly evolving dance 
and music industries with their choreography, however as the industry is becoming 
more female empowerment and sexual confidence, the use of these themes within 
choreography which involve young female dancers create concern surrounding 
development and ethical issues, particularly when provocative movements and 
keeping up with the trends are associated with winning competitions. 
 

According to research by Mary Bawden, children should not be required to dance 
movements including, use the pelvis, hips but also included any Brazilian, Afro Beat 
or Caribbean dance styles (Bawden, 2025), this position causes concern as it implies 
that children should not be allowed to express their culture on stage due to them 
potentially being oversexualised by an audience. 
 

Sexualisation Within The Film Industry 

Several studies suggest that the film industry remains to be heavily male dominated, 
for example in a study by Dr. Martha M. Lauzen which is carried out annually, 
indicates that in 2016 only 17% of women were a part of the creation of the top 250 
films, the figure increased to 25% during the year 2021 but in the year of 2024 it had 
decreased by 2% to only 23% of women working behind the scenes as directors, 
writers or producers. Consequently the percentage of male involvement within the 
film creations were 83% in 2016, 75% in 2021 and in 2024 it was 77% (Dr. Martha 
M. Lauzen, 2024). Although the data suggests growth of women working in the 
industry, it does not suggest a large or stable growth as there is no consistency 
within the numbers. This data raises the question of whether the male led industry 
structure affects the way that actresses are portrayed in film. 
 

It is argued that films created by male led creative teams, may contribute to 
actresses being objected to more sexualisation due to a subconsciously applying the 
male gaze while developing the characters and narratives. Historically, the majority 
of audience members at movie theatres were male, films were constructed to attract 
the male viewing by having women portray stereotypical and overtly sexualised 
roles. As more women began to go to the movie theatres, that's when the male 
characters and narratives began to be used to attract the female audience (Guevara, 
2019). 



 

Within the film industry, the themes of objectification and sexualisation is seen 
throughout all genres, there are certain genres in which the objectification of women 
is more prominent than others, in particular the superhero genre of films.  
In a research journal,  Elvira M. Gransden (2024), argues that  “The rise of female 
superheroes in contemporary cinema reflects a significant cultural shift toward 
gender equity and representation” (Gransden, 2024) highlights the visibility of female 
characters taking lead roles within films with resilience and strength which was 
heavily empowering for women. However, the journal then further begins to note 
“this progress is complicated by persistent patterns of objectification” (Gransden, 
2024), suggesting that even though the characteristics of the female character is 
framed as strong and powerful that it is difficult to understand whether the character 
is created to be empowering for women or created to please the male gaze due to 
other aspects, such as the costuming being very revealing and tight fit and the use of 
advertising projecting the appearance of the character rather than the power. 
 

Sexualisation within Film Marketing and Advertising  
In a research study conducted by Ana L Navarro and Terestia Adriano (2024), 
utilized the use of multimodal discourse analysis and were able to explore movie 
posters to analyse how different elements of the posters contributed to the potential 
stereotyping and objectification of women. Their examination of these film posters 
revealed that women were often framed as decorative, passive and even sexually 
available whilst male characters were positioned as powerful and dominant.  
The findings further highlighted that within advertisements they often prioritised the 
appearance of the female character over the narrative of the film, even when a 
woman played a small role within the film they were often positioned in the centre for 
imagery. This reinforces the argument that the use of posters was not used to 
communicate the narrative of the film but to use women’s bodies as a visual tool 
which increased the marketing. Navarro and Adriano argue that such 
representations maintain the patriarchal norms within the film industry by using and 
positioning women to attract viewers as well as normalising the objectification. 
Despite the ongoing discussions within the creative industries surrounding equality, 
progressive representation and empowerment, Navarro and Adriano conclude that 
the marketing of films still and will continue to rely on objectifying and sexualising 
imagery on posters. Their research suggests that the advertising companies are 
resistant to the change, even as the film narratives are evolving the marketing won’t, 
they continue to prioritise profit over the respectful portrayal of women. This 
highlights a persistent contradiction within the industry, objectification is embedded 
within the promotional areas whilst the term empowerment is being heavily publicly 
promoted within the film industry (Navarro & Adriano, 2024).  
 
Sexualisation Within The Music Industry 

In the 1980s, Madonna emerged as a female artist who was an advocate for female 
empowerment, she challenged the standards of female sexuality and independence 
through her music, performances and visual identity. Madonna inspired women to 
control their own bodies and creative choices. Throughout her career she resisted 
allowing external individuals to have control of her work and her body, she fought 
against sexism that was embedded within the music industry throughout her entire 
career. 
 



Within the Music Industry, there is a significant difference between female artists 
employing a sexually charged narrative within their music and music videos to those 
which are pressured to adopt this narrative. During the 1990s, there was a visible 
rise of female artists adopting to be playful with the use of sexuality within their 
music, including groups and performers such as Spice Girls, Janet Jackson and 
TLC, which led to the start of the ‘Girl Power” era of pop. 
However, as the charge of empowerment being associated with the sexual aesthetic, 
it led to many female artists in the 2000s feeling pressure to change their persona 
within their brand to accommodate with the popularity and sales which is seen when 
music has a sexual narrative attached to the work, whether that is within the clothing, 
lyrics or choreography, a prime example of an artist who experienced a lot of 
pressure for professional change and objectification in their work from a very young 
age is Britney Spears (Horan, 2023). 
 

During the 2000s, Britney Spears was labeled as the ‘Good Girl Gone Bad’ reflecting 
the change to her brand which she reportedly had limited power over. At the of 16 , 
she released one of her most famous and successful song accompanied by the 
music video, ‘Hit Me Baby….One More Time’, this production was the trigger her 
public image being hypersexualised, in the music video she was dressed in a highly 
sexualised school uniform with pig tails, it was interpreted that this production was 
catered to meet the male audience, which raised the question of the marketing for 
the young female artist. 
Spears was the subject of sexualisation from the media, male interviewers of very 
well known late night talk shows being very inappropriate by asking questions about 
her virginity, and her sex life at a very young age. Her image was constantly 
sexualised within her work as prioritising selling records over her own well being. 
Due to the prolonged scrutiny she faced throughout her career, she has suffered with 
a lot of mental health issues meaning a conservatorship was established under her 
father, this led to key personal and professional decisions were being made without 
her consent about her work and how she is to be portrayed within the media (Smith, 
2023). 
 

Costumes and Clothing  
Clothing as dancers is very specific to each genre of dance within rehearsals, ballet 
and jazz with leotards and tights, hip hop with baggy clothing, commercials tends to 
be expressing the personality of the dancer. However, on stage there are different 
expectations. Costumes across all styles tend to be exaggerated more or stylised, 
particularly within competitions and theatre as the costumes must be relevant for the 
narrative of the performance. This raises a large question: what is the boundary 
between clothing suitable for the performance and clothing purposely being worn to 
sexualise the female dancers on stage? (Jessop, 2019) 
 

Performance pieces are typically linked to a narrative, and the use of costumes is a 
significant way to communicate this. Consequently, in many dance genres and styles 
of dance, there are highly established costume choices to honour the practitioners 
choreographical and costuming choices. For example, Bob Fosse’s choreographical 
style is associated with women dancing in leotards and fishnets and attire inspired by 
the cabaret aesthetic. As a result, to respect his aesthetic most choreography which 
replicates this use these traditional stylistic costumes to maintain recognisability and 
authenticity (Dara, 2020).  



However, Yuan Peng (2025) argues that the traditional and stylistic costuming 
choice can reinforce the stereotyping between genders and the objectification of 
young girls.  
 

Male Sexualisation 

Historically the beauty standards and expectations for women have always been 
particular, this pattern has been proven with substantial evidence by many studies. 
Traditionally men have not had to face as many pressurised beauty standards as 
women. However within recent years, men have increasingly begun to be subjected 
to forms of beauty standards and objectification within both society and the creative 
industries. 
Lili Hakimi (2023), argues that society allows men to express their sexuality without 
being scrutinized for their appearance or moral judgement. In contrast, women are 
unable to do this due to extra pressure which they experience from a young age, 
particularly regarding body exposure and modesty, often resulting in receiving 
sexually promiscuous comments (Hakimi, 2023). 
In contrast, Angelika Etherington-Smith (2024) observes that male actors have 
received a rise of becoming more sexualised in the public eye has begun being 
normalised within society (Etherington-Smith, 2024).  
 

Social media has begun to considerably intensify sexualisation than in the past, 
more platforms where the public now have free reign of editing videos and photos, 
commenting on the looks of male actors more publicly. 
Although we are seeing a rise of male creative artists continuingly to be objectified 
alongside women within the industry and media, however there is still a large 
difference with how men are portrayed compared to women in the industry when it 
comes to film advertising, music videos and professional backing dancers.  
 

The Effects Of Sexualisation and Objectification 

Female industry professionals within the creative industries, face a lot of pressure to 
constantly subject themselves to potential issues to meet the beauty standards, as 
employment within the industry being heavily about how an individual looks and even 
sometimes are only being casted or not based on their appearance over their talent. 
The unrealistic beauty standards when it comes to body image within the industry 
has led to dietary practices which have developed strict diets and been the causes of 
eating disorders among female industry professionals. A documented example of 
this is  Judy Garland, at the age of 14, she was reportedly described as a “fat little 
pig with pigtails” by the executives of the movie production studio Metro Goldwyn 
Mayer. She was placed on a highly restricted diet which was heavily monitored, 
consisting of chicken soup and black coffee, alongside cigarettes and appetite 
suppressant pills to make sure that she maintained her weight (Bertram, 2024). 
Garland spent most of her life with a reliance on pills and strict diets, which led to 
long term health issues which sadly took her life (Bertram, 2024). 
 

Within the dance industry, eating disorders and body image issues are prevalent, 
particularly in certain genres where there is a narrow aesthetic ideal. Classical ballet, 
for instance, is a highly aestetically led genre of dance where dancers are 
stereotypically tall, skinny with minimal curves, it subjects ballet dancers to a lot of 
pressure to meet the stereotypical standards of being perfect all of the time.  



The training environments for dancers can contribute to these issues, exposure from 
mirrors constantly from a young age can be very damaging on mental health, since it 
promotes self surveillance which is linked to negative body image and mental 
distress (Ohashi et al., 2022). Additionally wearing tight fitted attire, such as leotards, 
for long lengths of time can be heavily damaging and can cause body dysphoria 
(Ohashi et al., 2022). 
 

The effects of sexualisation extends beyond female professionals within the industry, 
the constant exposure of sexualised media imagery which is being published within 
social media, marketing, products from the music, film and dance industries can also 
affect the female audience.  
Emma Rooney (2025), suggests that with repeated exposure to these sexualised 
and objectified images of women within the media it contributes to self-
objectification, which is internalised by the female audience by comparing body types 
or body parts to those which are in mainstream media, therefore it contributes to 
mental health issues indirectly (Rooney, 2025). This argument supports The 
Objectification Theory (Fredrickson & Roberts, 1997) which suggests that persistent 
exposure to sexualised representations causes women to internalise an observer’s 
perspective of their own bodies, leading to self-surveillance, body shame, and 
anxiety. 
Research published by the American Psychology Association, shows the repeated 
exposure to these sexually motive driven imagery, especially for young women, has 
been heavily linked to the increased issues of lower self-esteem, and body image 
issues, and depressive symptoms specifically among young girls (APA, 
2007)(Roberts et al., 2007). 
 

Methodology - 1,000 words 

 

Research Approach and Design 

This study adopted a mixed research method with a strong combination of qualitative 
and quantitative methods to explore how different individuals who are connected to 
creative industries experience and perceive the topic of sexualisation of women 
within the industry. This approach was used to explore the personal experiences of 
all participants as well as identifying different patterns within each response. 
 

The study used an online survey over the course of two months, from November 
2025 to January 2026, in which all participants only completed the questionnaire 
once through an online Google Form survey. This survey used open ended 
questions which allowed participants to answer in depth about their experiences and 
views as well as closed ended questions, which gave the opportunity to collect data 
for structured analysis about specific issues. This approach of combining qualitative 
and quantitative methods provided insight into each participant’s experiences and 
perspectives. 
 

The target number of participants from this survey is 25, however this study 
concluded with 26 by the closing date of the survey. Each participant which was a 
part of this study are currently or had been connected to the creative industries in 
some sort of way, with every participant completing this survey once. This survey 
was designed to ask a large range of different ages, genders and backgrounds whilst 



focusing on one industry, which allowed participants to share their point of views and 
experiences freely.  
 

Data Collection Methods 

To collect data for this study, an online Google Form survey was used as it was 
considered the most appropriate and efficient way to collect data and research 
throughout this process, since it allowed the study to use qualitative and quantitative 
methods for participants to answer in detail and in depth about their own views and 
experiences, as well as respond to structured and specific closed answer questions 
in relation to the sexualisation of women within the creative industries. 
 

Individuals who were asked to answer this Google Form survey, had to have a 
connection to the creative industries, whether they are still currently working or had 
previously retired. Each participant answered the survey once over the time period of 
2 months, starting from November 2025 to January 2026 to allow a specific amount 
of time to reach a target number of 25 participants, however in January 2026, a total 
of 26 individuals had taken part in this survey. 
Participants were recruited through social media, with a post containing the survey 
being shared on multiple platforms and groups specific to the creative industries, to 
allow a large range of backgrounds, ages, genders and perspectives to be included. 
 

Data selection  
Through this study, the participants who were targeted were working or retired 
professionals within the creative industries, including performing arts, tv and film, 
music artists. This survey was not targeted to a specific age group or gender as the 
research required a range of different points of views and experiences. 
The use of data of all 26 participants who completed the survey will be used in the 
results and findings, as all participants provided consent for the use of all of their 
answers for this research opportunity. All participants completed the survey 
anonymously for their own piece of mind when sharing their experiences. 
By using social media to recruit participants for this research, it allowed for a larger 
audience of different backgrounds and ages and individuals from various sectors of 
the creative industries to be reached and invited to participate. 
 

Data analysis  
The closed ended questions from the quantitative method were analysed through a 
summary of statistics with the use of percentages and frequencies, which helped to 
identify patterns within the responses. This approach of collecting data allowed the 
study to gain a summary of the participants' perspectives on specific concerns and 
issues within this topic and provided an overview of the common opinions and views 
regarding the sexualisation of women in the creative industries. 
Open ended questions allowed the study to collect qualitative data and organise the 
responses into key themes, with each response being analysed several times to 
ensure it was placed into the correct and relevant theme. Each theme category 
which was used aimed to capture each participants’ experiences and opinions on the 
sexualisation of women within the creative industries. The use of qualitative data 
allowed the study to not only focus on participants' thoughts but also their own 
personal experiences and the context in which it occurred. 
 



By using both qualitative and quantitative data, the study was able to conduct a 
combined analysis, meaning that it allowed for the comparison of all responses with 
both types of data, which provided a fuller understanding of the topic, demonstrating 
common themes throughout the findings as well as having personal experiences 
backing up the statistics. 
 

Ethical considerations 

There were several ethical considerations taken into account when conducting this 
survey. Before starting the survey, participants were informed within the caption of 
the social media post as well as in the survey introduction itself that all information 
which they provided would be used for research purposes only, and this included a 
consent option for the use of their information at the beginning and end of the 
survey. Participation was voluntary for all individuals that took part in this study, they 
were allowed to withdraw their responses at any time without having to provide a 
reason why.  
To protect the privacy of all participants, all individuals remained anonymous when 
completing this survey. All questions within the survey were designed to minimise 
any potential distress for participants, and they were able to skip any questions 
which they found uncomfortable. 
 

Limitations  
Within this study there were multiple limitations which occurred, such as ensuring the 
number of participants was large enough to provide a full rounded range of 
responses from different backgrounds and careers. Secondly, the use of a survey 
limited the extent to which a participant could answer the questions, meaning 
potential responses were not as in depth compared to other ways such as 
interviews. Lastly, there were time frame limitations, as there was a limited period of 
time available to collect data from participants, and the schedule did not allow any 
additional time for more potential participants to take part. 
 

Results - 1,000 words 

 

Within this section, the data and findings collected from the Google Form survey, in 
which multiple individuals connected to the creative industries to some extent 
participated, are presented. The results present both quantitative and qualitative 
responses, as quantitative data has been converted into percentages and qualitative 
responses have been organised into different categories based on the themes of 
each question.  
The aim of this section is to assess the participants' experiences and views 
regarding the sexualisation, pressure, objectification and empowerment for women 
within the industry. Recurring patterns and personal experiences highlighted within 
this section allows the results to demonstrate how women and other genders 
perceive and experience the sexualisation and objectification of women within the 
creative industry spaces. 
 

Participant Demographic 

During this survey, 26 participants answered the first 6 questions however after the 
6th question the male participant did not answer any further questions but consented 
to the use of their answers for this research. 



Of those who participated, 92.3% identified as female, 3.85% identified as non binary 
and 3.85% were male identifying, 53.85% were from the dance industry, 26.92% 
were from the performing arts industry, 7.96% were from the music industry, 7.69% 
from the creative writing industry and 3.85% from the TV and film industry. 
 

Perceptions of Sexualisation within the Creative Industries 

88.46% said yes and 11.54% said maybe, to the question “Do you think that women 
are still sexualised in the industry?”. For the question “which area do you think 
women are sexualised the most?” 46.15% said Dance, 11.54% said Film and 
Television and 42.31% said Music and Music Videos. 57.69% of participants said 
that they have experienced themselves or another being sexualised within their 
profession whereas 42.31% said they have not.  
When asked about their opinion on how women were portrayed within the creative 
industries in the past, 47.37% mentioned the male gaze, 36.84% mentioned the 
female appearance and 15.79% said about how women were presented to be 
weaker, as a follow up to that question the participants were asked whether they 
think there has been positive progress with how women are presented, the majority 
said yes (61.54%) where as 11.54% said no and 26.92% were conflicted with a full 
answer.   
 

Experiences of Sexualisation and Pressure from the Industry 

From this point of data collection, only 25 participants answered the remaining 
questions. 
All 25 participants answered yes to whether they have noticed any pressure put on 
women to present themselves a certain way.  
57.69% of participants said that they have experienced themselves or another being 
sexualised within their profession whereas 42.31% said they have not. The 
participants were asked to give an example of an experience they have either been 
through or witness, 30.77% said that they have received or witnessed inappropriate 
comments or questions asked to the female identifying creative, 30.77% mentioned 
about women being forced to wear sexualised clothing and costumes, 15.38% of the 
answers emphasise about the creatives physical appearance and 15.38% outlined 
that choreography has been given purposely to sexualise and individual, the male 
participant on the question answered that he no longer wanted to take part in this 
survey due to the questions potentially being to directed towards women.  
 

Empowerment and Objectification 

20% answered yes, 60% answered maybe and 20% answered no to the question 
“Do you think sexualisation in the creative industries can be empowering or is it 
always objectifying?”, which then followed with an open ended question asking what 
their reason for the answer was, the majority of 50% agreed that as long as the 
female identifying creative is in control then it is empowering, 20% emphasised that 
inappropriate comments can make empowerment into objectification due to it 
potentially being a cause of self consciousness, 15% said that all feminism is 
empowering and another 15% said that due to not being able to control how people 
view art it is very difficult to separate empowerment and objectification. To the 
question “have you ever been asked or encouraged to present yourself in a sexual 
way?” 56% said yes and 44% said no. 20% answered yes and 80% said no to 
whether they think that the line between empowerment and objectification is clear in 
the performance world. 



 

The final question which was asked in this Google Form survey was “What would 
make a creative space feel more respectful and empowering for women?”, the 
majority of answers had the same theme of as long the female identifying creative 
had control (33.33%), multiple participants answered with having more of a female 
creative team behind the scenes (22.22%), another theme which was highlighted 
was that dance teachers need to be more aware of comments they might be saying 
(11.11%) and then multiple participants were unsure on what could be done to make 
the creative space feel more empowering and respectful (27.78%). 
 

 

Discussion - 2,000 words 

 

The aim of this study was to collect and explore individual experiences and 
perceptions of sexualisation, empowerment and objectification of women within the 
creative industries from people who are connected to these industries. Findings from 
this study indicate that the music and dance industry are perceived as the most 
prevalent sectors in relation to sexualisation and the objectification of women, 
however these issues are still evident across other sectors within the creative 
industries. Many participants disclosed that they had experienced the feeling of 
pressure to present themselves in a hypersexual manner or meet specific beauty 
standards. However, the results also demonstrate that when women are in charge of 
creative choices then it can be empowering rather than objectifying.  
 

Ongoing Sexualisation and Historical Continuity 
A large majority of participants believe that women are still being sexualised within 
all areas of creative industries, with 23 participants in agreement, particularly in the 
dance and music sectors, due to how women are presented through clothing and 
choreographical choices. This observation aligns with the theory by Laura Mulvey 
(1975) “The Male Gaze Theory”,  which argues that women are still perceived as 
objects and due to the majority agreeing that women still are. 
 

Many responses to the question, “In your opinion, how were women portrayed in the 
creative industries in the past?” included the same views and opinions which are 
highlighted within “The Male Gaze Theory (Mulvey, 1975). Participants expressed 
their views that women were historically always portrayed as an object to please the 
view of a man or portrayed as weaker than the male identifying characters across 
various sectors of the industries which has led to women being portrayed and 
depicted in an overly sexual and submissive way, this coincides with the theory. 
However it is needed to be acknowledged that the “Male Gaze Theory” (Mulvey, 
1975) has received a lot of criticism due to having little consideration for a wider 
diverse audience interperations.  
 
When participants were asked whether they believe that there has been positive 
progress for the representation of women within the creative industries, many 
agreed that some progression has been made. However, some noted that while 
women are increasingly getting casted into roles which depict strong characters, 
they are still being sexualised through clothing decisions for that character. 
Therefore, this highlights the perspective in which there appears to have been both 
progress and persistent limitations for the representation of women. 



 
Therefore, the findings of this study suggest that the male gaze remains present 
throughout the creative industries, but is not as obvious to the naked eye. 
Objectification is becoming more subtle, rather than women being assigned weak 
roles in sexualised costumes, they are now seen more that women are given 
‘empowering roles’ whilst still wearing objectifying costumes.  
 

Pressure, Appearance and Internallisation  
When asked whether the participants have noticed any pressure on women to 
present themselves in a certain way, all participants were in agreement that they 
have. This demonstrates that women within the creative industries are still being 
held to high standards regarding presenting themselves in a sexual way or held to 
unrealistic beauty standards still within the industries. 
 
15 of the individuals who answered this survey reported that they had been 
encouraged to present themselves in a more sexualised manner while working 
within the industry. When the participants were asked “whether they have 
experienced themself or another individual being sexualised within their 
profession?”, the majority of participants answered that they had. Most responses 
mentioned the theme of clothing and costumes within their profession, with multiple 
answers concerning that they have to change their clothing or costume to make it 
sexier and one participant experiencing that the individual “won’t make it in the 
industry” due to the individual refusing to wear sexualised clothing. 
These findings indicate that women have and still are being pressured to present 
themselves in a certain way to achieve a successful career within the industry. 
Consequently, some women may begin to internalise sexualisation themselves as 
they believe it is the only way to be successful. 
 
The results suggest that women being repeatedly exposed to these expectations of 
being sexualised for professional success, may lead to women working within the 
creative industries beginning to internalise sexualisation. This is reflected in the 
responses from the survey, especially when the individuals responses referred to 
feeling pressured to wear certain clothing choices as it will be linked to the success 
of a photoshoot and how refusing to conform to the pressure meant that the 
individual would not have any professional success. 
This establishes an unequal power dynamic between performer and production, 
meaning that women may feel that they have to comply to these creative decisions, 
and this potential pressure can contribute to the normalisation of sexualisation 
within the creative industries, which has made it difficult for those to differentiate 
between the choice of performer or the obligation being given for success. 
 

Empowerment Versus Objectification 
 
Participants were asked whether the sexualisation within the creative industries is 
always objectifying or can it be empowering, the results show that only 20% 
answered yes, whilst 60% answered maybe, indicating that there is no definite 
consensus for this question. This suggests that there is not a definite difference 
between objectification and empowerment as a viewer or creative within the 
industry. 



Additionally, the participants were asked whether they believe that the line between 
empowerment and objectification is clear within the creative industry. A majority of 
80% answered that in their opinion, that the line is not clear. This suggests that there 
still needs to be further work done within the industry to make the line more clear for 
the creatives and performers and for the viewers to differentiate the two. 
 
As there is a lack of consensus with participants about whether sexualisation can be 
empowering or if it is just objectifying, it truly highlights the complexity of the debate 
within the creative industries. Some participants believe that there can be examples 
where sexualisation is empowering as it is used for sexual expression as long as it is 
self directed. Others argue that the history of the creative industry is rooted with 
objectification therefore there is no room for empowerment within the system. 
This also reflects the tension of debates around choice feminism, which frames that 
empowerment is the individual's choice and with little consideration for power 
inequalities. 
 
Due to the uncertainness of the participant’s responses, indicate that the line 
between objectification and empowerment is a large grey area. When the creative 
decisions are being imposed upon an individual rather than being negotiated, there is 
a greater chance that sexualisation will happen. In contrast, when individuals 
maintain control over creative choices regarding their appearance and how their 
bodies are represented, it may be seen as more empowering. This strengthens the 
need and critical importance of consent and respect within the creative industries. 
 

Creating Respectful and Empowering Practice 

 
To explore this further, participants were asked about how the industry could create 
a more respectful and empowering creative space for women within the industry; 
several themes emerged, forming a clear pattern within the responses. 33.33% of 
participants highlighted that the female identifying creatives should have more 
control over decisions regarding their appearance and clothing. These responses 
indicate that giving women more control over decisions will create a better 
environment and workplace for those due to feeling more comfortable and more a 
part of the decisions about themselves. 
Another recurring pattern which was shown within the results, is the responses 
concerning having more female identifying creatives working within the productions, 
this indicates that the participants believe that the more women working behind the 
scenes being more in control of decisions meaning being more respectful towards 
female performers and creatives when it comes to decisions about their characters, 
clothing, appearance, for those projects. 
 
Even though many participants answered this question with ideas and opinions on 
how to make the industry more empowering and respectful, 27.78% did respond and 
expressed that they felt unsure about what can be done to help with the issue, 
therefore suggesting that potentially nothing can be done to help female identifying 
creatives to feel more safe and respected and in control within these industry 
practices. 
 



These findings highlight how women’s bodies are valued within creative spaces, 
there is a strong pressure and expectations for women to conform to these 
sexualised standards when creative decisions are made. This not only affects an 
individual's mental health and well being but also contributes to the rise of 
appearance over talent within the industry. The normalisation of these standards 
within working practice creates exclusion for those that do not meet those 
standards. 
 
The industry needs to address these issues and reflect on the responsibility that it 
has to protect women of all ages from any discriminatory measures due to 
appearance, and can therefore prevent any mental health issues that may arise. By 
the industry prioritising an increase of a female workforce and representation, it may 
start to challenge the norms which have been created over decades that contribute 
to the inequality and objectification of female identifying creatives, however the 
biggest question is, does the industry want to be challenged? 

 

Limitations of Discussion 

Limitations of this study arose due to the study relying on qualitative data, meaning 
many of the findings were the individual's opinions which may have been biased due 
to their own experiences or other external perspectives, rather than purely objective 
responses. This may have made the study more biased to one particular outcome. 
Another factor of this which potentially caused limitations, was the number of 
participants and areas of the creative industries represented, therefore will not have 
had a full rounded data analysis that has the equal information received from all 
genders, all ages, all industries and jobs. 
As the majority of the participants which took part in this study were women, this may 
suggest that the responses are biased due to women being the focus of this study, 
and with a larger demographic of another gender, there might have been a large 
difference within the results which were collected. 
 

Therefore future research could explore a larger demographic of participants and 
roles that they play within the creative industry, to allow future studies to have a 
wider span of responses and thoughts rather than a limited amount, as well as 
widening the participant search to various different locations rather than just one 
area, as this will give a larger chance to achieve getting different opinions and 
responses which will potentially give a less bias response to certain questions. 
 

Additionally, by using an online survey format, it limited the chance for follow-up 
questions or to clarify responses, which may have affected how in depth the 
participants answered the questions. Potentially more qualitative methods which are 
interactive may have allowed the research to be more in depth and detailed 
responses with the use of interviews or focus groups. Despite the limitations which 
this study faced, it still provides insight into personal experiences within the creative 
industries and creates a foundation for future research into this topic.  
 

Conclusion - 1,000 words  
 

This dissertation explored how female identifying creatives are represented within 
the creative industries, with a strong focus on the sectors of dance, film and music. 
By exploring and analysing themes of objectification, sexualisation and 



empowerment through academic theories and literature as well as primary research, 
the aim of this study was to understand how each concept is experienced, 
negotiated and interpreted. Rather than just focusing on one interpretation, this 
research looked to highlight the circumstantial nature in how identities and bodies of 
women are portrayed. 
 

The literature review provided that historically women within the creative industries 
have been shaped by the power structures between genders. In theories such as 
Mulvey’s Male Gaze (1975) it demonstrates that women frequently are positioned as 
objects for the visual pleasure, whilst men gain narratives of strength and authority. 
This pattern occurred frequently across the dance, music and film sectors of 
historical development, where a woman’s sexuality and appearance were priority for 
a production rather than the autonomy. For further context, theories such as 
Objectification Theory (Fredrickson and Roberts,1997) and Bourdieu’s Habitus 
Theory (1972), suggest how women are represented can become internalised, which 
influences both personal identity and industry practice. 
 

Also highlighted within the literature review is how empowering narratives have 
emerged largely within the industries. The visibility of female identifying performers in 
larger and leading roles is increasing, as well as the increasing discussion from the 
public about the consent of the artists, which suggests that the positive evolution of 
representation is happening. However, some remaining research raises concerns 
that empowerment may just coexist rather than replacing the patterns of 
sexualisation and objectification already in place. This contradiction formed a large 
area for inquiry within the dissertation. 
 

The primary research findings support multiple themes which are identified within the 
literature review. A large majority of participants believed that women have and 
continue to be sexualised within the industries, specifically within the music and 
dance sectors. Participants frequently discussed the pressures women face 
surrounding appearance, performance and costuming, suggesting that the 
sexualised representation expectations are continued to be embedded within 
creative environments. The findings suggest that sexualisation is still presented and 
interpreted as normal rather than an exception within the creative industries. 
 

However, the results also disclosed that the views of participants were not definite, 
as many participants showed that they felt uncertainty when it came to being asked 
whether sexualisation can be empowering or if it is just objectification. The uncertain 
responses reflect the academic debate and reinforces how this topic cannot be 
understood through definitions. Instead the findings suggest that there is no definitive 
line between empowerment and objectification and are often intertwined, and are 
dependent on factors such as interpretation and intention. 
 

One of the themes that was significant that emerged from this research was the 
importance of creative consent and agency. There was a large frequency of 
responses from participants about how women felt more empowered when the 
representation is involved within the decision making process especially when it 
comes to decisions about the narrative and appearance. In contrast, many 
suggested that when those of higher authority such as directors, producers and 
choreographers make the creative choices without consulting the individual involved, 



then sexualisation was more likely to be experienced as objectifying or 
uncomfortable. This supports the existing critiques about choice based narratives, 
this argues that that there can be no separation from the economic and institutional 
structure in which individual decisions are made. 
 

Internalisation within the sexualisation norms were highlighted within this study. 
Bourdieu’s study of habitus (1972) suggests that the repeated exposure to the 
expectations of the industry can potentially lead individuals to begin normalising 
these standards as well as reproducing them. This was evident in the responses 
given through the online survey, where from an early age, body aesthetics, visual 
presentation and appearance within training environments are heavily emphasised. 
The line between professional obligation and personal choice can be blurred in 
certain practices, which makes it difficult to identify whether creative decisions are 
self-directed or are long standing industry norms. 
 

Participants were able to acknowledge signs of progression within the creative 
industries despite the ongoing difficulties and challenges. There is an increase of 
consent and continuing conversations about representation, and there is a rise of 
female identifying creatives working behind the scenes. However there is still 
uncertainty around the progression and whether it is uneven. This aligns with the 
contradictions of literature surrounding the progressive narratives and the constant 
reliance on sexualised visuals. 
 

Multiple limitations must be acknowledged. The dominance of female participants 
may have limited the generalisability of the findings. By using an online survey, it 
restricted the opportunities to explore individual experiences further. Future research 
could benefit from expanding participants demographics and widening the discussion 
to interviews and focus groups. This would allow for further insight into 
representation and authority cross over. 
 

In conclusion, this study suggests that the representation of women within the 
creative industries cannot be put into categories as either empowering or 
objectifying. Instead, the representation exists within the historical framework, 
structures of the industry and personal agency, as well as the audience’s 
interpretation. Whilst there are evolving narratives and attention towards 
empowerment, sexualisation still rests as the prominent aspect of the creative 
industries. By combining perspectives of theoretical and lived experiences, this study 
contributes to the discussions and debates surrounding representation and highlights 
how important consent, context and power is when analysing the way women within 
the creative industries are portrayed. 
 

Research Journal Link -   
 
https://uowtsd-
my.sharepoint.com/:w:/g/personal/2304199_student_uwtsd_ac_uk/IQCcGWCv2pw
WQ54oDPigHX2RAa2WiLpX3pqkhSyu-8scMUg?e=J5EYpN  
 

 
 
 

https://uowtsd-my.sharepoint.com/:w:/g/personal/2304199_student_uwtsd_ac_uk/IQCcGWCv2pwWQ54oDPigHX2RAa2WiLpX3pqkhSyu-8scMUg?e=J5EYpN
https://uowtsd-my.sharepoint.com/:w:/g/personal/2304199_student_uwtsd_ac_uk/IQCcGWCv2pwWQ54oDPigHX2RAa2WiLpX3pqkhSyu-8scMUg?e=J5EYpN
https://uowtsd-my.sharepoint.com/:w:/g/personal/2304199_student_uwtsd_ac_uk/IQCcGWCv2pwWQ54oDPigHX2RAa2WiLpX3pqkhSyu-8scMUg?e=J5EYpN


Reference List  
 

 

• Aubrey, J.S. and Frisby, C.M. (2011) ‘Sexual objectification in music videos: A 
content analysis comparing gender and genre’, Mass Communication and 
Society, 14(4), pp. 475–501. doi:10.1080/15205436.2010.513468.  

• Bawden, M. (2025) The shift in children’s dance: From a culture of innocence 
to a battlefield of hypersexualization, DigitalCommons@URI. Available at: 
https://digitalcommons.uri.edu/dignity/vol10/iss3/3/ (Accessed: 24 February 
2026).  

• Bertram, C. (2024) Judy Garland filmed ‘The wizard of oz’ under grueling 
conditions. Available at: https://www.biography.com/actors/judy-garland-pills-
diet-wizard-of-oz (Accessed: 24 February 2026).  

• Bogutskaya, A. (2022) Why Marilyn Monroe is the world’s most 
misunderstood icon, BBC Culture. Available at: 
https://www.bbc.co.uk/culture/article/20220922-why-marilyn-monroe-is-the-
worlds-most-misunderstood-icon (Accessed: 24 February 2026).  

• Bourdieu, P. (1972) in Habitus.  
• Bourdieu, P. and Nice, R. (2019) Outline of a theory of Practice. Cambridge: 

Cambridge University Press.  
• Cohen, P.G. (2009) ‘Book review: Ballroom, boogie, Shimmy Sham, shake: A 

social and popular dance reader’, Journal of Dance Education, 9(4), pp. 132–
132. doi:10.1080/15290824.2009.10387401.  

• Etherington-Smith, B. (2024) Flipping the script on feminism: Unsettling 
Sexualisation of men in Hollywood , Roar News. Available at: 
https://roarnews.co.uk/2024/flipping-the-script-on-feminism-unsettling-
sexualisation-of-men-in-hollywood/ (Accessed: 24 February 2026).  

• Fredrickson, B.L. and Roberts, T.-A. (1997) ‘Objectification theory: Toward 
understanding women’s lived experiences and mental health risks’, 
Psychology of Women Quarterly, 21(2), pp. 173–206. doi:10.1111/j.1471-
6402.1997.tb00108.x.  

• Goddard, K. (2000) ‘“LOOKS MAKETH THE MAN”: The female gaze and the 
construction of masculinity’, The Journal of Men’s Studies, 9(1), pp. 23–39. 
doi:10.3149/jms.0901.23.  

• Gransden, E.M. (2024) ‘Empowerment and objectification: Dual perspectives 
on female superheroes in Contemporary Cinema’, Journal of Research in 
Social Science and Humanities, 3(12), pp. 16–22. 
doi:10.56397/jrssh.2024.12.03.  

• Guevara, F. (2019) History in the making, History in the Making | History | 
California State University, San Bernardino. Available at: 
https://scholarworks.lib.csusb.edu/history-in-the-making/ (Accessed: 24 
February 2026).  

• Hakimi, L. (2023) Women and sexuality: Objectification isn’t empowerment, 
Redwood Bark. Available at: https://redwoodbark.org/79070/opinion/women-
and-sexuality-objectification-isnt-empowerment/ (Accessed: 24 February 
2026).  

• Horan, J. (2023) She rocked it: Feminism and gaze in 90s alternative | by 
Jake Horan | medium. Available at: https://medium.com/@jhoran_02/she-
rocked-it-feminism-and-gaze-in-90s-alternative-3e0091d4b7fe (Accessed: 24 
February 2026).  



• Jessop, L. (2019) Sexual objectification in female dancers | by Leif Jessop | 
Medium. Available at: https://medium.com/@fielpossej/sexual-objectification-
in-female-dancers-70133d4334d7 (Accessed: 24 February 2026).  

• Jon, L. (2014) How women dominated pop music in the ’00s " popmatters, 
PopMatters. Available at: https://www.popmatters.com/how-women-
dominated-pop-00s (Accessed: 24 February 2026).  

• Kangas, K. (2024) Navigating hyper-sexualization and abuse through the 
male gaze - da:NCE dance awareness no child exploited. Available at: 
https://www.danceawareness.com/2021/09/19/navigating-hyper-sexualization-
and-abuse-through-the-male-
gaze/#:~:text=In%20these%20moments%20on%20screen,Bio: (Accessed: 24 
February 2026).  

• Kondakindi, R. and McDowell, A. (2023) Backstage: A look into the ugly 
sexualization of women in the dance world, The Tower. Available at: 
https://www.towerphs.com/articles/2023/3/arts-entertainment/Backstage-a-
look-into-the-ugly-sexualization-of-women-in-the-dance-world-268 (Accessed: 
24 February 2026).  

• Milovanović, D. (2020) ‘Popular dance as archive: Re-imagining keeps the 
Fosse Aesthetic preserved’, Dance Research, 38(2), pp. 255–270. 
doi:10.3366/drs.2020.0312.  

• Mulvey, L. (1975) Laura Mulvey: Visual pleasure and narrative cinema. 
Available at: 
https://www.amherst.edu/system/files/media/1021/Laura%20Mulvey,%20Visu
al%20Pleasure.pdf (Accessed: 24 February 2026).  

• Navarro, A.L. and Adriano, T.Q. (2024) ‘Multimodal discourse analysis on 
female representations in film posters’, Journal Corner of Education, 
Linguistics, and Literature, 4(1), pp. 25–46. doi:10.54012/jcell.v4i1.305.  

• Ohashi, Y.-G.B. et al. (2022) Body dissatisfaction, ideals, and identity in the 
development of disordered eating among adolescent ballet dancers [Preprint]. 
doi:10.31234/osf.io/p2akd.  

• Peng, Y. (2025) ‘Gender stereotypes in dance education: A study of implicit 
biases and intervention strategies in the teaching process’, Humanities and 
Social Sciences Communications, 13(1). doi:10.1057/s41599-025-06314-5.  

• Pickard, A. (2013) 1 ballet body belief: Perceptions of an ideal ... Available at: 
https://repository.canterbury.ac.uk/download/7fc54ae9c08e63c479faa6d4ade
1d873613b1043478509c45a876f2b10da0113/144897/Ballet%20Body%20Beli
ef%20articleRIDEcorrected%20version%20(1).pdf (Accessed: 24 February 
2026).  

• Rooney, E. (2025) About opus, Applied Psychology OPUS. Available at: 
https://wp.nyu.edu/steinhardt-appsych_opus/the-effects-of-sexual-
objectification-on-womens-mental-health/ (Accessed: 24 February 2026).  

• Smith , V. (2023) The objectification of Britney Spears | Victoria Smith | the 
critic magazine. Available at: https://thecritic.co.uk/the-objectification-of-
britney-spears/ (Accessed: 24 February 2026).  

• Zurbriggen, E. et al. (2007) ‘Sexualization of girls is linked to common mental 
health problems in girls and women--eating disorders, low self-esteem, and 
depression; an APA Task Force reports: Psychologists Call for replacing 
sexualized images of girls in media and advertising with positive ones’, 
PsycEXTRA Dataset [Preprint]. doi:10.1037/e592632007-001.  

 



Bibliography 

 

 

• (2025) “in the land of dance”: Unpacking sexualization and the wellbeing of 
girls in competitive dance: Journal of dance education: Vol 23 , no 3 - get 
access. Available at: 
https://www.tandfonline.com/doi/full/10.1080/15290824.2023.2234897 
(Accessed: 24 February 2026).  

• Akhtar, F. and Rasul, A. (2025) ‘Empowering women on screen: Exploring the 
influence of female protagonists on contemporary culture and gendered 
enjoyment in film’, Cogent Arts &amp; Humanities, 12(1). 
doi:10.1080/23311983.2024.2444762.  

• Alexandrowicz, C. (2012) ‘Pretty/sexy: Impacts of the sexualisation of young 
women on Theatre Pedagogy’, Theatre, Dance and Performance Training, 
3(3), pp. 288–301. doi:10.1080/19443927.2012.711130.  

• Aubrey, J.S. and Frisby, C.M. (2011a) ‘Sexual objectification in music videos: 
A content analysis comparing gender and genre’, Mass Communication and 
Society, 14(4), pp. 475–501. doi:10.1080/15205436.2010.513468.  

• Aubrey, J.S. and Frisby, C.M. (2011b) ‘Sexual objectification in music videos: 
A content analysis comparing gender and genre’, Mass Communication and 
Society, 14(4), pp. 475–501. doi:10.1080/15205436.2010.513468.  

• Bandura, A. (1991) ‘Social Cognitive Theory of self-regulation’, Organizational 
Behavior and Human Decision Processes, 50(2), pp. 248–287. 
doi:10.1016/0749-5978(91)90022-l.  

• Bawden, M. (2025) The shift in children’s dance: From a culture of innocence 
to a battlefield of hypersexualization, DigitalCommons@URI. Available at: 
https://digitalcommons.uri.edu/dignity/vol10/iss3/3/ (Accessed: 24 February 
2026).  

• Bertram, C. (2024) Judy Garland filmed ‘The wizard of oz’ under grueling 
conditions. Available at: https://www.biography.com/actors/judy-garland-pills-
diet-wizard-of-oz (Accessed: 24 February 2026).  

• Bogutskaya, A. (2022a) Why Marilyn Monroe is the world’s most 
misunderstood icon, BBC Culture. Available at: 
https://www.bbc.co.uk/culture/article/20220922-why-marilyn-monroe-is-the-
worlds-most-misunderstood-icon (Accessed: 24 February 2026).  

• Bogutskaya, A. (2022b) Why Marilyn Monroe is the world’s most 
misunderstood icon, BBC Culture. Available at: 
https://www.bbc.co.uk/culture/article/20220922-why-marilyn-monroe-is-the-
worlds-most-misunderstood-icon (Accessed: 24 February 2026).  

• Bourdieu, P. (1972) in Habitus.  
• Bourdieu, P. and Nice, R. (2019) Outline of a theory of Practice. Cambridge: 

Cambridge University Press.  
• Brodsky, R. (2018) From Madonna to Janelle Monáe: How female sexuality 

progressed in pop, The Guardian. Available at: 
https://www.theguardian.com/music/2018/apr/17/madonna-janelle-monae-
female-sexuality-
pop#:~:text=But%20has%20it%20ever%20been%20this%20For,her%20feel
%20like%20–%20well%2C%20you%20remember. (Accessed: 24 February 
2026).  



• Carlsson, F., Kataria, M. and Lampi, E. (2024) ‘Sexual objectification of 
women in media and the gender wage gap: Does exposure to objectifying 
pictures lower the reservation wage?’, Journal of Behavioral and Experimental 
Economics, 108, p. 102157. doi:10.1016/j.socec.2023.102157.  

• Chadwick-Brown, F. and Endendijk, J.J. (2024) ‘Associations between 
sexualized media consumption, sexual double standards, and sexual coercion 
perpetration and victimization in late adolescent sexually active boys and girls 
from the Netherlands’, Archives of Sexual Behavior, 53(10), pp. 4049–4064. 
doi:10.1007/s10508-024-02988-1.  

• Choi, D. and DeLong, M. (2019) ‘Defining female self sexualization for the 
twenty-First Century’, Sexuality &amp; Culture, 23(4), pp. 1350–1371. 
doi:10.1007/s12119-019-09617-3.  

• Cohen, P.G. (2009) ‘Book review: Ballroom, boogie, Shimmy Sham, shake: A 
social and popular dance reader’, Journal of Dance Education, 9(4), pp. 132–
132. doi:10.1080/15290824.2009.10387401.  

• Diggory, D. (2017) Why are women so sexualised in music videos? and what 
impact does it have on the audience? - blog - voice magazine. Available at: 
https://www.voicemag.uk/blog/2526/why-are-women-so-sexualised-in-music-
videos-and-what-impact-does-it-have-on-the-audience (Accessed: 24 
February 2026).  

• Etheridge, S.P. (2023) A series of splices. Available at: 
http://susanetheridge.com/the-liberated-women-of-pre-code-
cinema/#:~:text=Because%20of%20their%20economic%20independence,of
%20couples%2C%20marriages%20and%20families. (Accessed: 24 February 
2026).  

• Etherington-Smith, B. (2024) Flipping the script on feminism: Unsettling 
Sexualisation of men in Hollywood , Roar News. Available at: 
https://roarnews.co.uk/2024/flipping-the-script-on-feminism-unsettling-
sexualisation-of-men-in-hollywood/ (Accessed: 24 February 2026).  

• Fedorova, A. (2023) Stereotypical women’s representation in the film industry, 
Arcadia. Available at: https://www.byarcadia.org/post/stereotypical-women-s-
representation-in-the-film-
industry#:~:text=One%20of%20the%20main%20reasons,top%20domestic%2
0film%20in%202018. (Accessed: 24 February 2026).  

• Fredrickson, B.L. and Roberts, T.-A. (1997) ‘Objectification theory: Toward 
understanding women’s lived experiences and mental health risks’, 
Psychology of Women Quarterly, 21(2), pp. 173–206. doi:10.1111/j.1471-
6402.1997.tb00108.x.  

• Garcia Junco Perez, S. (2025) ‘The double bind of Beauty: How women 
navigate appearance-based pressures in the workplace’, Psicología 
Iberoamericana, 33(2). doi:10.48102/pi.v33i2.842.  

• Goddard, K. (2000a) ‘“LOOKS MAKETH THE MAN”: The female gaze and the 
construction of masculinity’, The Journal of Men’s Studies, 9(1), pp. 23–39. 
doi:10.3149/jms.0901.23.  

• Goddard, K. (2000b) ‘“LOOKS MAKETH THE MAN”: The female gaze and the 
construction of masculinity’, The Journal of Men’s Studies, 9(1), pp. 23–39. 
doi:10.3149/jms.0901.23.  

• Gransden, E.M. (2024) ‘Empowerment and objectification: Dual perspectives 
on female superheroes in Contemporary Cinema’, Journal of Research in 



Social Science and Humanities, 3(12), pp. 16–22. 
doi:10.56397/jrssh.2024.12.03.  

• Guevara, F. (2019) History in the making, History in the Making | History | 
California State University, San Bernardino. Available at: 
https://scholarworks.lib.csusb.edu/history-in-the-making/ (Accessed: 24 
February 2026).  

• Hakimi, L. (2023) Women and sexuality: Objectification isn’t empowerment, 
Redwood Bark. Available at: https://redwoodbark.org/79070/opinion/women-
and-sexuality-objectification-isnt-empowerment/ (Accessed: 24 February 
2026).  

• Harris, M. (2020) Gender differences in experiences with sexual 
objectification, ScholarWorks. Available at: 
https://scholarworks.boisestate.edu/mcnair_journal/vol12/iss1/12/ (Accessed: 
24 February 2026).  

• Hewitt, A. (2023) Objectification disguised as female empowerment | by 
Andrea Hewitt | modern women | medium. Available at: 
https://medium.com/modern-women/objectification-disguised-as-female-
empowerment-7eebb78667a (Accessed: 24 February 2026).  

• Horan, J. (2023) She rocked it: Feminism and gaze in 90s alternative | by 
Jake Horan | medium. Available at: https://medium.com/@jhoran_02/she-
rocked-it-feminism-and-gaze-in-90s-alternative-3e0091d4b7fe (Accessed: 24 
February 2026).  

• Jabour, A. (2024) How a survey of women in the 1920s changed the way 
Americans think about sexuality • Kentucky Lantern. Available at: 
https://kentuckylantern.com/2024/08/29/how-a-survey-of-women-in-the-
1920s-changed-the-way-americans-think-about-sexuality/ (Accessed: 24 
February 2026).  

• Jessop, L. (2019) Sexual objectification in female dancers | by Leif Jessop | 
Medium. Available at: https://medium.com/@fielpossej/sexual-objectification-
in-female-dancers-70133d4334d7 (Accessed: 24 February 2026).  

• Jessruhlin (2017) Sexualizing women in Ballet, BODIES NEVER LIE. 
Available at: https://jessruhlin.wordpress.com/2013/03/22/victorias-not-so-
secret/ (Accessed: 24 February 2026).  

• Jon, L. (2014) How women dominated pop music in the ’00s " popmatters, 
PopMatters. Available at: https://www.popmatters.com/how-women-
dominated-pop-00s (Accessed: 24 February 2026).  

• Kangas, K. (2024) Navigating hyper-sexualization and abuse through the 
male gaze - da:NCE dance awareness no child exploited. Available at: 
https://www.danceawareness.com/2021/09/19/navigating-hyper-sexualization-
and-abuse-through-the-male-
gaze/#:~:text=In%20these%20moments%20on%20screen,Bio: (Accessed: 24 
February 2026).  

• Kelly, G. (2020) Sexism sells — the sexualisation of women in advertising. | 
by Georgia Kelly | Medium. Available at: 
https://medium.com/@georgiakellygtk/sexism-sells-the-sexualisation-of-
women-in-advertising-5037a7a4482a (Accessed: 24 February 2026).  

• King, N. et al. (2018) Gender in film and video [Preprint]. 
doi:10.4324/9781315465494.  



• Kobayashi, M., Nakamura, K. and Watanabe, K. (2021) Sex differences in the 
motivation for viewing sexually arousing images by Maiko Kobayashi, Koyo 
Nakamura, Katsumi Watanabe.  

• Kondakindi, R. and McDowell, A. (2023) Backstage: A look into the ugly 
sexualization of women in the dance world, The Tower. Available at: 
https://www.towerphs.com/articles/2023/3/arts-entertainment/Backstage-a-
look-into-the-ugly-sexualization-of-women-in-the-dance-world-268 (Accessed: 
24 February 2026).  

• Lauzen, M. (2024) 2024 celluloid ceiling 1 27th annual edition The celluloid 
ceiling: Available at: https://womenintvfilm.sdsu.edu/wp-
content/uploads/2025/01/2024-Celluloid-Ceiling-Report.pdf (Accessed: 24 
February 2026).  

• Lewis, M. (2021) Early Hollywood and the hays code, ACMI. Available at: 
https://www.acmi.net.au/stories-and-ideas/early-hollywood-and-hays-code/ 
(Accessed: 24 February 2026).  

• Lieb, K.J. (2018) Gender, branding, and the modern music industry [Preprint]. 
doi:10.4324/9781315160580.  

• Long, C. (2023) The ugly side of competitive dance: Harmful outcomes and 
ethical concerns, Markkula Center for Applied Ethics. Available at: 
https://www.scu.edu/ethics/healthcare-ethics-blog/the-ugly-side-of-
competitive-dance-harmful-outcomes-and-ethical-
concerns/#:~:text=Competitive%20dance%20culture%20can%20lead,emphas
ized%20young%20female%20dancers’%20bodies. (Accessed: 24 February 
2026).  

• López, I. (2022) From Marilyn to Barbie: The rise and fall of Hollywood’s 
‘dumb’ blonde, EL PAÍS English. Available at: 
https://english.elpais.com/culture/2022-10-02/from-marilyn-to-barbie-the-rise-
and-fall-of-hollywoods-dumb-blonde.html (Accessed: 24 February 2026).  

• Mackrell, J. (2013) When flappers ruled the earth: How dance helped 
women’s liberation, The Guardian. Available at: 
https://www.theguardian.com/stage/2013/apr/29/dance-womens-liberation-
flappers-1920s#:~:text=12%20years%20old-
,When%20flappers%20ruled%20the%20Earth:%20how%20dance%20helped
%20women’s%20liberation,14 (Accessed: 24 February 2026).  

• Mewawalla, T. (2019) Sexualisation in music: Liberation or objectification?, 
Cherwell. Available at: https://cherwell.org/2019/01/27/sexualisation-in-music-
liberation-or-
objectification/#:~:text=At%20the%20same%20time%2C%20music,and%20s
exuality%20have%20been%20debated. (Accessed: 24 February 2026).  

• Milovanović, D. (2020) ‘Popular dance as archive: Re-imagining keeps the 
Fosse Aesthetic preserved’, Dance Research, 38(2), pp. 255–270. 
doi:10.3366/drs.2020.0312.  

• Morgan, A. (2024) Problem of sexualised lyrics, costumes and choreography, 
Dance Informa Magazine United Kingdom. Available at: 
https://dancemagazine.co.uk/2024/11/the-problem-of-sexualised-lyrics-
costumes-and-choreography-at-uk-dance-competitions/ (Accessed: 24 
February 2026).  

• Morgan, E. (2025) The history of sexualisation of women in the creative 
industry; is it still happening today?, Google. Available at: 
https://docs.google.com/forms/d/e/1FAIpQLSehs4wll2RHYUHozGax-



GShgOoFWOh5F9XPZcxV3XxW5ywtOw/viewform?usp=header (Accessed: 
24 February 2026).  

• Mull, K. (2020) ‘effects of sexual objectification of women in the media’ by 
Keira Mull, Illuminate Journal. Available at: 
https://www.illuminatenrhc.com/post/effects-of-sexual-objectification-of-
women-in-the-media-by-keira-mull (Accessed: 24 February 2026).  

• Mulvey, L. (1975) Laura Mulvey: Visual pleasure and narrative cinema. 
Available at: 
https://www.amherst.edu/system/files/media/1021/Laura%20Mulvey,%20Visu
al%20Pleasure.pdf (Accessed: 24 February 2026).  

• Navarro, A.L. and Adriano, T.Q. (2024) ‘Multimodal discourse analysis on 
female representations in film posters’, Journal Corner of Education, 
Linguistics, and Literature, 4(1), pp. 25–46. doi:10.54012/jcell.v4i1.305.  

• Ohashi, Y.-G.B. et al. (2022) Body dissatisfaction, ideals, and identity in the 
development of disordered eating among adolescent ballet dancers [Preprint]. 
doi:10.31234/osf.io/p2akd.  

• Ohashi, Y.B. et al. (2023) ‘Body dissatisfaction, ideals, and identity in the 
development of disordered eating among adolescent ballet dancers’, 
International Journal of Eating Disorders, 56(9), pp. 1743–1751. 
doi:10.1002/eat.24005.  

• Peng, Y. (2025) ‘Gender stereotypes in dance education: A study of implicit 
biases and intervention strategies in the teaching process’, Humanities and 
Social Sciences Communications, 13(1). doi:10.1057/s41599-025-06314-5.  

• Pennell, H. and Behm-Morawitz, E. (2015) ‘The empowering (super) heroine? 
the effects of sexualized female characters in superhero films on women’, Sex 
Roles, 72(5–6), pp. 211–220. doi:10.1007/s11199-015-0455-3.  

• Pickard, A. (2013) 1 ballet body belief: Perceptions of an ideal ... Available at: 
https://repository.canterbury.ac.uk/download/7fc54ae9c08e63c479faa6d4ade
1d873613b1043478509c45a876f2b10da0113/144897/Ballet%20Body%20Beli
ef%20articleRIDEcorrected%20version%20(1).pdf (Accessed: 24 February 
2026).  

• Pickard, A. (2018) ‘Exploring embodiment through choreographic practice’, 
Frontiers in Psychology, 9. doi:10.3389/fpsyg.2018.01920.  

• Rebeka, H.B. (2024) Shake ya ass, but watch yourself: An intersectional and 
decolonial approach to exploring the sexualization of female recording artists 
and the empowerment of women in the United States, Digital 
Commons@NLU. Available at: https://digitalcommons.nl.edu/diss/839/ 
(Accessed: 24 February 2026).  

• Ritchie, R. (2020) How can you tell if you’re being sexually empowered or 
objectified? ask yourself this simple question, Everyday Feminism. Available 
at: https://everydayfeminism.com/2015/04/empowered-vs-objectified/ 
(Accessed: 24 February 2026).  

• Rooney, E. (2025) About opus, Applied Psychology OPUS. Available at: 
https://wp.nyu.edu/steinhardt-appsych_opus/the-effects-of-sexual-
objectification-on-womens-mental-health/ (Accessed: 24 February 2026).  

• Sandlos, L.A. (2020) Shimmy, shake or shudder?: A feminist ethnographic 
analysis of sexualization and hypersexualization in competitive dance, 
Shimmy, Shake or Shudder?: A Feminist Ethnographic Analysis of 
Sexualization and Hypersexualization in Competitive Dance. dissertation. 
York University.  



• Santoniccolo, F. et al. (2023) ‘Gender and media representations: A review of 
the literature on gender stereotypes, objectification and sexualization’, 
International Journal of Environmental Research and Public Health, 20(10), p. 
5770. doi:10.3390/ijerph20105770.  

• Scheibel, W. (2013) ‘Marilyn Monroe, “sex symbol”: Film performance, gender 
politics and 1950s Hollywood celebrity’, Celebrity Studies, 4(1), pp. 4–13. 
doi:10.1080/19392397.2012.750095.  

• Schick, L. (2013) ‘“Hit me baby”: From Britney Spears to the socialization of 
sexual objectification of girls in a middle school drama program’, Sexuality 
&amp; Culture, 18(1), pp. 39–55. doi:10.1007/s12119-013-9172-7.  

• Sen, S. (2022) Objectification of women by media, Rights of Equality. 
Available at: https://www.rightsofequality.com/objectification-and-exploitation-
of-girls-and-women-by-the-mass-media-and-the-social-
media/#:~:text=Women%20and%20their%20bodies%20have,how%20that%2
0impacts%20our%20society. (Accessed: 24 February 2026).  

• Sheehan, N. (2020) Frazier: Conflicting messages of sexuality and 
empowerment relate to violence against women, Worcester State University 
News. Available at: https://news.worcester.edu/how-conflicting-messages-of-
sexuality-and-empowerment-relate-to-violence-against-women/ (Accessed: 24 
February 2026).  

• Smith , V. (2023) The objectification of Britney Spears | Victoria Smith | the 
critic magazine. Available at: https://thecritic.co.uk/the-objectification-of-
britney-spears/ (Accessed: 24 February 2026).  

• Snapes, L. (2018) From blurred lines to new rules: How sex in pop has 
changed for ever, The Guardian. Available at: 
https://www.theguardian.com/music/2018/jan/18/from-blurred-lines-to-new-
rules-how-sex-in-pop-has-changed-for-
ever#:~:text=She%20writes%20of%20how%20rock,or%20Alex%20Guadino’s
%20Destination%20Unknown. (Accessed: 24 February 2026).  

• Tait, C. and Mustin, E. (2024) How the film industry has let women down, 
Palatinate. Available at: https://www.palatinate.org.uk/how-the-film-industry-
has-let-women-
down/#:~:text=Female%20characters%20tend%20to%20be,Jordan%20Belfor
t%20(Leonardo%20DiCaprio). (Accessed: 24 February 2026).  

• Theartoffemale (2023) Evolution of female characters in popular culture, 
ShoutOut! James Madison University. Available at: 
https://shoutoutjmu.com/2023/04/08/evolution-of-female-characters-in-
popular-culture/ (Accessed: 24 February 2026).  

• Tipple, R. (2025) The rise of the ‘female gaze’ in cinema, and why it matters, 
The Oxford Blue. Available at: https://theoxfordblue.co.uk/the-female-
gaze/?com (Accessed: 24 February 2026).  

• Vanbuskirk, S. (2025) Understanding the male gaze and how it objectifies 
women, Verywell Mind. Available at: https://www.verywellmind.com/what-is-
the-male-gaze-5118422 (Accessed: 24 February 2026).  

• Vendemia, M.A. and Fox, J. (2024) ‘How social media images of sexualized 
young women elicit appearance commentary from their peers and reinforce 
objectification’, Body Image, 49, p. 101683. 
doi:10.1016/j.bodyim.2024.101683.  

• Vine, L.L. (2019) Presenting 13 decades of women saving Hollywood from 
itself, Evolution Of Women In Hollywood Through TV & Film. Available at: 



https://www.refinery29.com/en-gb/2019/12/8978536/ladies-first-women-in-
hollywood-history (Accessed: 24 February 2026).  

• Zurbriggen, E. et al. (2007) ‘Sexualization of girls is linked to common mental 
health problems in girls and women--eating disorders, low self-esteem, and 
depression; an APA Task Force reports: Psychologists Call for replacing 
sexualized images of girls in media and advertising with positive ones’, 
PsycEXTRA Dataset [Preprint]. doi:10.1037/e592632007-001.  

• ‘Sexualization of girls is linked to common mental health problems in girls and 
women--eating disorders, low self-esteem, and depression; an APA Task 
Force reports: Psychologists Call for replacing sexualized images of girls in 
media and advertising with positive ones’ (2007) PsycEXTRA Dataset 
[Preprint]. doi:10.1037/e592632007-001. 

 


