Using Empirical Evidence, Critically Explore Gender, Racial or Ethnic Stereotyping within the Media

[bookmark: _Hlk4614019]Contemporary media is one of  the most dominant, persuasive sources of information and opinions currently available. Moreover, stereotyping within the media remains a pervasive issue across many demographics, primarily affecting race, gender, ethnicity and sexuality. Of all forms of stereotyping, it is perhaps gender disparities that are the most notable within the media, continuing to communicate ideologies of gender and reinforcing the disparity of the gender dichotomy (Jóhannsdóttir & Einarsdóttir, 2015). Perceiving the reinforcement of stereotyping within the media, this discussion intends to provide a critical evaluation of stereotyping, prejudice and discrimination and its role within the media. In this instance, this discussion will primarily focus on gender stereotyping across media demographics. Several theories have been linked to stereotyping and prejudice including Sandra Bem’s (1981) Gender Schema Theory and Albert Bandura’s Social Learning Cognitive Theory (1977). these theories will be explored, with an aim to comprehend the nature of stereotyping. Subsequently followed by empirical studies to support the pervasiveness and impact of gender stereotyping within the media. Conclusively, this discussion will explore gender stereotyping in its current state, linked with future research examples.
     Stereotyping can be defined as the disparity of perceptions towards a target group of individuals. Stereotyping occurs when prior assumptions are formed about individuals over a variety of demographics, primarily targeted towards race, gender, ethnicity and sexuality (Zavyalova, 2015). Similarly, stereotyping occurs when an individual perceives all members of a particular group to have similar characteristics and disregards the variability among individuals. This may occur when interactions with unfamiliar individuals are brief, yielding limited personal information, leading to social perceptions being influenced by previous experiences or preconceived convictions (Hinton, 2013). To appreciate the nature of stereotyping, it is necessary to comprehend the motives for categorising individuals with prior assumptions. Several theories aim to rationalize an individual’s natural function to stereotype, more notably, contemporary theorist Albert Bandura. Gibson (2004) discloses that Bandura developed The Social Learning (Cognitive) Theory in 1977; expanding on previous theories of observational learning, with an aim to understand the cognitive process involved in observational learning. Bandura proposed that individuals learn through the process of observation, either directly or vicariously through the process of imitation. In subsequent works, Bandura’s theory was relabelled ‘The Social Cognitive Theory’. Deaton (2015) further defines Bandura’s theory as the connection between the cognitive approach and the behaviourist approach; equally, in order for social learning to be effective, the learned behaviour must satisfy an individual’s subjective perceptions or internal characteristics. Much of social learning is thought to occur in early childhood, formed through cultural norms, where consistent exposure to stereotyping, may lead individuals to form preconceived categories in which to place individuals. In addition to individuals’ natural tendency to stereotype, individuals can similarly find themselves being subjected to and becoming perpetrators of prejudice as a result of stereotyping (Harper & Schoeman, 2003).
     Brown (2011) defines prejudice as an unwarranted, inflexible, attitude towards individuals due to their social or biological category; a prior opinion profoundly based on a stereotype. These opinions can be illustrated in a positive or negative manner. Theorist Gordon Allport aimed to define the parameters of the basic human nature to be prejudice using a cognitive approach. In his 1954 work titled ‘The Nature of Prejudice’, Allport illustrated that prejudice was not a single concept, however, could be defined by a variety of perspectives, Allport termed these, cognitive, sociocultural and motivational. Allport identified that it was human nature to acquire a sense of belonging subsequently, developing a salient group identity. Furthermore, Allport proposed that individuals are able to acquire multiple identities, for example, a female can identify herself by her gender, ethnicity and her religion (Dovidio, Glick & Rudman 2008). Moreover, prejudice can be prevalent among all demographics and is particularly present in respect of gender disparities, subsequently causing individuals to use gender as a category for social information, leading to discrimination (Harper & Schoeman, 2003).  Several theories explore the nature of gender stereotyping and prejudice, more significantly, and often cited in psychology research is the 1981, social cognitive work of feminist icon, Sandra Bem. Bem’s research termed The Gender Schema Theory supported the idea that individuals can become gendered from early childhood, thus influencing their cognitive and categorical processing in the future. Bem explored the concept that children often develop feminine and masculine concepts early, defining and regulating their behaviour in relation to basic cultural definitions of gender (Starr & Zurbriggen, 2017). Similarly, Range and Jenkins (2010) add that Bem’s research explored the concept that children encode and categorise new information consistent with culturally identified norms of femininity and masculinity. Furthermore, children learn to incorporate new information, relative to their gender; this information will interact with prevailing schema to regulate individual perception and behaviour. 
    Relative to the acculturation of gender dichotomies throughout an individual’s childhood and adolescence, the media continues to reinforce these disparities. Media plays a significant role in the construct of gender norms; portraying and influencing gender role stereotypes. These stereotypes are often founded on gender specific attributes; for example, typical masculine and feminine behaviour, occupations and domestic activities. As media is being consumed, personal identity continues to be shaped in response to gender schema, causing stereotypes to be reinforced,  further solidifying identity, causing a cyclical issue (Coyne at al. 2014). 
      According to Rubio (2018), media traditionally portrays females in a more domesticated, decorative role than their male counterparts, and comparatively, males are portrayed in a more dominant, masculine role; this is often apparent in advertisements. In response to these traditional norms, Rubio conducted a study analysing the significance of stereotypical images portrayed in advertisements; the study explored 155 advertisements of males and females in work settings. The findings of Rubio’s study indicated that females predominantly featured in domesticated, nurturing roles or selling roles. Furthermore, of the 17% of the adverts viewed, female body parts were utilised as a tool in which to sell products. Additionally, in 47% of the footage, male voice overs were utilised to promote products, suggesting males have a more dominant role. Rubio’s study comprised of relatively large sample of advertisements, enhancing the ecological validity of the study. Moreover, the results were analysed both qualitatively and quantitatively, causing the results of the study to be more robust and generalizable. However, a weakness to the study can be found in the scarcity of limitations discussed within the study. However, further improvements to the study could be made by gaining qualitative viewer’s opinions on the advertisements relating to how they perceived each gender’s role to enhance the results. Rubio’s study supported their hypothesis that female counterparts predominantly take a less focal role within the media, portraying more nurturing, domesticated. Comparatively, males played more dominant, masculine roles, promoting a hierarchy over their female counterparts. The findings of Rubio’s study are supported by a more substantial study, conducted by Paek, Nelson and Vilela (2011). The study aimed to explore gender role portrayal and correlation with product type on a large-scale study, across a range of countries. The study examined a total of 2,608 advertisements from a range of seven countries, using coding techniques to mark descriptive factors found within the advertisements. The findings of the study indicated that product type and gender role are significantly correlated. Moreover, males featured more frequently across all advertisements, possessing a more dominant role. The overall findings were significant for gender stereotyping for all countries with the exception of South Korea where females featured more frequently than their male counterparts. The study included many strengths, including its large sample size and large demographic area, resulting in robust finding with higher ecological validity. Although the study appeared to have robust, generalizable results, the researchers noted that some advertisements analysed were recorded late in the year and gender portrayal and product type may be influenced by festive periods. Conclusively, there are significant examples of literature to support findings that gender stereotyping remains a pervasive issue among many demographics in advertisements, with significant equalities between genders.
     More notably, a significant change between the gender dichotomies has been seen within entertainment media, in particular the portrayal of characters within video games. Video games were first introduced in 1940 by Edward Condon who developed Nim; these games, and others like it, traditionally embellished on gender stereotypes and often promoting sexual objectification and prejudice. The games typically portrayed male characters in a dominant, masculine, ‘saviour’ role; however,  in comparison female characters often had no significant role, a  decorative role or were often presented as the victim. However, it was not until 1996 that SEGA introduced the first female protagonist, Laura Croft in Tomb Raider. Nevertheless, the introduction of the first female lead character provided a much-needed shift in the reduction of prejudice and discrimination towards females, stereotyping remained prevalent. The character, although presented as tough and conformed to typical masculine norms, the character still appeared to be subject to sexual objectification, with large breasts, petite frame dressed in provocative clothing (Kondrat, 2015). Although entertainment media have made positive changes towards the introduction of female lead characters, the continued sexual objectification of characters can negatively impact players, particularly when considering that currently 45% of all video game players within the United States, are now female (The Entertainment Software Association, 2017).  Research conducted has shown links to sexual objectification and poorer mental health, as examined in a study by Miller and Summers’ (2007). Their research found that adolescents are subjected to various forms of media on average seven hours per day, and that messages portrayed in video games can negatively impact mental health. Millers and Summers add that through the process of social comparison, females may identify messages within the game of sexual objectification and subservience; this can lead to body image dissatisfaction, depression and can influence eating disorders. Moreover, males can be negatively impacted by the portrayal of masculine, muscular characters which can similarly lead to negative body image, low self-esteem and could potentially lead to eating disorders or steroid use. Millers and Summers’ study aim to investigate the portrayal of female and male characters within video games. The study analysed 115 popular game characters, found in game magazines, characters were then coded in accordance with their features, roles and abilities. Findings of the study supported their theory that females often played the secondary, insignificant, victim role; similarly, males were found to play the dominant role and considerably outnumbered females in main character roles. There were however limitations to the study, as noted by the researchers, that the video games were not watched or played, limiting the validity of the research. Furthermore, the coding of the characters could be subjected to researcher bias due to researcher’s subjective perceptions of characters. Conclusively, it is apparent that gender stereotyping still occurs in character creation in video games, gender inequalities and prejudice have seen a reduction over the decades.
[bookmark: _GoBack]     Although many individuals spend significant amounts of time surrounded by media, a large proportion of the population are regular music listeners, therefore deeming it necessary to explore gender stereotyping in music media. According to Flynn et al. (2016), the consumption of popular culture music continues to be an enjoyable, social pastime with individuals, in particular adolescents, on average spending four hours per day listening to music. Due to the ease of accessibility of music, adolescents can be easily influenced by provocative videos and explicit lyrics, in particular at a stage where self – identity is being sought and solidified. Gender disparities and the reinforcement of stereotypes can be particularly apparent in contemporary popular culture, where music videos solidify gender inequalities, predominantly favouring male dominance (Lindsey, 2015). In support of this claim, a study conducted by Kalof (1999) aimed to examine the influence of gender stereotyping in music videos and its effects on sexual attitudes. The study included 44 participants, 21 male and 23 females with a mean age of 21. Half of the participants were asked to view a popular Michael Jackson music video containing sexual imagery and the control group were asked to view a video containing no sexualised images. Subsequent to the viewing, participants were presented with an attitude scale questionnaire assessing their views on interpersonal violence. Findings of the study indicated that exposure to sexual images had an overall significant effect on attitudes towards acceptance of interpersonal violence. However, the study was not without its limitations, as popular culture has seen significant changes over the previous two decades, it would be beneficial to recreate the study with a more contemporary video in an era where sexual objectification is more profound, yet more acceptable. Furthermore, as the video viewed was formerly extremely popular, this may has influenced participants attitudes, due to preconceived opinions of the artist. In response to these limitations a more contemporary study conducted by Flynn et al. (2016) was explored. Flynn et al’s study aimed to examine gender stereotyping and body objectification of females within a selection popular music videos with a range of music genres. The researchers examined 600 provocative, explicit song lyrics over six genres, over a period of five years and documented the incidence of female sexual objectification within the lyrics. The study reported findings that indicated 80% of the Rap and R&B videos contained significantly more sexual objectification of females compared to their male counterparts.  Although the study had strengths in the relatively large sample size, increasing generalizability; the researchers could have benefited from viewing the videos alongside transcribing and coding the lyrics to provide a qualitative enhancement. Moreover, should the study be recreated over a longer timeframe, this would enable researchers to add more substance to their findings by analysing findings over different eras. 
     As the examined literature has indicated, gender stereotyping has been a pervasive issue, that in particular primarily effects females; subjecting them to prejudice and discrimination among many media demographics. Considering the pervasiveness of stereotyping, there is now a prerequisite to consider where contemporary media currently stands on gender stereotyping. Furthermore, this includes what future research can be compiled to ensure the disparities between gender are reduced. The Global Media Monitoring Project’s (GMMP) 2015 report titled, ‘Who Makes the News?’, provides gender statistics on a five-yearly basis, from 114 countries, for media including the news, television and radio. The results of these statistics indicated that the disparity between genders in the media, continues to be a pervasive issue. The statistics show that only 38% of all news readers globally are female, further indicating that this figure has only risen 8% in ten years. More alarmingly, females only account for 24% of individuals seen or heard on television; conversely, these results have not altered since 2010 (World Association for Christian Communication, 2015). 
These statistics and empirical evidence imply that although the rate of females employed by the media is rising, the inequalities between the gender dichotomies is undisputable. In relation to future research, media companies may seek  to edit the way advertisements, music videos and television programs portray female roles and avoid gender promotion of products. Should females be given more significant, equal roles to their male counterparts, this has the potential to dramatically close the gap in gender equalities.
To conclude, this discussion has explored the prominent role that media can play in the pervasiveness of stereotyping, prejudice and discrimination. Several theories have been explored with an aim to comprehend the nature of stereotyping, including Sandra Bem’s 1981 Gender Schema Theory and Albert Bandura’s Social Learning Cognitive Theory 1977. Significant findings of this theory examination indicated stereotyping occurs in early childhood through the process of imitation and observational learning and a desire to have a salient group identity. Furthermore, empirical studies have provided evidence to suggest that males within the media play more dominant roles than their female counterparts and that the disparities between genders is still evidently present. The nature of this stereotyping has been shown to have significant implications for individual’s mental health and self-esteem. Therefore, these implications now deem it necessary that gender stereotyping, particularly within the media needs to be reduced through the process of inclusivity. Should the media adhere to the promotion of inclusivity across all media demographics, this could lead to reaching larger audiences, and more significantly completely close inequality gaps. 
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