Gender, Racial and Ethnic stereotyping within the media

[bookmark: _GoBack]The media is having an ever-increasing influence over human society, with the prevalence rates of media consumption rising all the time (Strasburger., Hogan., Mulligan., Ameenuddin., Christakis., Cross and Moreno, 2013). Research suggests that around 89% of all citizens residing in the UK have and use the internet weekly, with around 79% of television sets being in individuals’ bedrooms (Office for National Statistics, 2018) and (British Broadcasting Office, 2018). Stereotypes are considered to be the pictures in individual’s heads when they look out into the world, and are not held by a single individual but by many (Macrae., Stangor and Hewstone, 1996). It has been suggested that at as early as two years of age a child can differentiate between male and female and by the age of six, they can hold opinions about genders, sometimes thinking their gender is superior to the other (Aronson, 2004).  Although adult humans create or hold stereotypes, they will often not hold them as facts, however children can be less flexible with their beliefs (Ambady., Shih., Kim., and Pittinsky, 2001).  The media portrayal of stereotypes within their creations has been studied extensively, for example Disney (a very popular children’s film organisation) may be said to have constructed a stereotype of ‘good’ which usually involves someone being what would normally be seen as beautiful. what would commonly be regarded as ‘good’ as beautiful with princesses or ‘good guys’ as physically attractive, whilst villains are portrayed as ugly (Bazzini., Curtin., Joslin., Regan., and Martz, 2010). Gender sexualisation and objectification is also apparent within the media. Much research has explored the prevalence of this within advertising and found a strong correlation between the way media portrays the ideal male or female to the views and opinions of the general public regarding their own bodies (Fasoli., Durante., Mari., Zogmaister and Volpato, 2018). Racial and ethinic stereotypes are suggested to also be apparent within the media, with some media outlets portraying different ethnic groups in a light that may cause anxiety of self-esteem issues (Schmader., Block, and Lickel, 2015).  This essay will explore these in further detail, looking at research and empirical evidence around the types of stereotypes the media often portrays, the prevalence of this and how these stereotypes affect the general public and also the ethnic groups which are included. 
Stereotypes are considered to be the pictures in the head of individuals looking at the world, these stereotypes (or pictures in one’s head) can be held by not only one individual but by many (Macrae., Stangor and Hewstone, 1996). These stereotypes, which can simplify individuals’ thinking, provide expectations about what other individuals are like and how they may behave. This in turn can provide attitude, performance and actions to change compared to what stereotype is held. (Aronson, 2004). Stereotyping can be powerful; an American poll suggested that around half of white Americans commonly endorse stereotypes toward individuals such as African Americans and Latinos, portraying them as unintelligent (Aronson, 2004).
By the age of two years old, children are able to distinguish between male and female, and has been suggested that by the age of six, children are aware of cultural stereotyping, and that the mere awareness of stereotypes are enough to start changing an individual’s biases towards the stereotype consensus (Aronson, 2004), (Ambady., Shih., Kim., and Pittinsky, 2001). At these ages children are able to express beliefs about performance differences between males and females and can sometimes believe and express that their gender is or are better than the opposite in some activities. Adults, while making lots of stereotypes, often think of them as more generalisations about a group, but do not often believe these stereotypes to be true, however, children are less flexible with their understandings of these stereotypes (Ambady., Shih., Kim., and Pittinsky, 2001).  
Media is considered a dominant force within most individual’s lives; this includes television, mobile phones, tablets and social media (Strasburger., Hogan., Mulligan., Ameenuddin., Christakis., Cross and Moreno, 2013). Many studies are looking into the prevalence of media usage, for example Rosen., Whaling., Carrier., Cheever., and Rokkum, (2013) supported evidence that the consumption of media is becoming not only higher, but easier with the help of smart phones and other technology. According to the office of national statistics, 89% of adults within the UK use the internet weekly, 46% of adults watch videos on demand weekly, and that nine out of ten people who reside in the UK have an internet connection. According to the British Broadcasting Corporation numbers of television sets within bedrooms have risen from around 54% to around 79%, and around 72% of the UK typically eat at least one meal around the television. These numbers provide evidence that the majority of individuals are exposed to media on a daily basis. 
One type of media suggested to be gender biased are G-rated movies. These have often been suggested to heavily stereotype women, portraying the petite woman needing rescuing by a handsome prince (Smith., Pieper., Granados., and Choueiti, 2010). Disney films have been iconic for children for the last century, bringing in millions of dollars throughout since that time and they are still extremely popular today (Bazzini., Curtin., Joslin., Regan., and Martz, 2010). However, they are often used as a source for the ‘what-is-beautiful-is-good stereotype’, however Giroux (1995) suggested that Disney films have as much legitimacy and cultural authority for teaching specific roles as more traditional learning styles such as, schools, family and religious institutions. The what-is-beautiful-is-good stereotype is considered to be frequent within Disney and other G-rated movies, for example Beauty and The Beast and The Little Mermaid. Within these female roles, the females are depicted as beautiful and innocent, however Cruella De Vil (101 Dalmatians) and Ursula (the little mermaid) are the villains of their respected films and are depicted as ugly and evil characters. Although these roles and character creations often seen within these types of film, there is a lack of evidence which empirically evaluates the association between character morality and physical attractiveness (Bazzini., Curtin., Joslin., Regan., and Martz, 2010). Even though there is little evidence to suggest that Disney or other G-rated films have knowingly assigned this stereotype within their films, a meta-analysis by Eagly., Ashmore., Makhijani., and Longo, (1991) investigated the what-beautiful-is-good stereotype. They found that many studies, for example Dion and Dion, (1987) and Bassili, (1981) that suggested that the more attractive the individual was, the more they were perceived to have higher levels in social competence, social vitality and extraversion. However there have been studies which suggest the opposite, Cash and Janda (1984) found that the more attractive the individual was perceived to be, the higher the frequency of that individual being stereotyped as vain. Although it has been suggested that the media does not consistently portray the ‘beauty is good and ugly is bad’ stereotype, they have been found to be a common contributor towards it. A study carried out by Bazzini., Curtin., Joslin., Regan., and Martz, (2010) looked at a total of forty films released by Disney as far back as 1938. The evidence from their study suggested that across all the animated films used, attractive characters possessed and displayed higher intelligence, greater moral virtue and low aggressiveness. They also found that physically attractive characters within these films were more likely to achieve positive outcomes towards the end of the films and were more likely to have a romantic connection. The evidence from this study suggests that Disney have used the ‘beauty is good’ stereotype among not only a few of their films but over the vast majority.  This association is also especially frequent within advertising. Downs and Harrison (1985) studied over four thousand advertisements and provided evidence of at least some form of attractiveness message in around 25% of the adverts. 
It has been suggested that the media often portrays both male and females in a sexual manner. This sexualisation of both men and women are used to catch consumer’s attention by both enhancing beauty and constructing sexual associations. Sexualisation can focus upon both a person’s beauty, this being appearance or sex-based, focusing on an individual’s sexual features by implying the sexual readiness of the individual. The term sexual objectification is used to represent an individual as an object for others sexual ambition (Fasoli., Durante., Mari., Zogmaister and Volpato, 2018).  Women’s sexualisation has been exploited in many media outlets over the past few decades, including television, magazines and adverts to name but a few (Ward, 2016). Even though the sexualisation of women has the most prevalence, the prevalence of men becoming sexualised is increasing. 
Sexualisation works by coinciding with individuals’ beliefs on what is perceived as sexy (Fasoli., Durante., Mari., Zogmaister and Volpato, 2018). Smolak., Murnen., and Myers, (2014) explored what individuals thought of as ‘sexy’. Within this study the female participants believed that to appear sexually attractive, make up must be used as well as dressing in short skirts, revealing clothes and high heels, whereas the male participants stated they needed to be fit, clean, well dressed and muscular. The beliefs found within this study have a close association to what the media portrays as the sexy male and female ideal. The media also portrays individuals in sexualised manners, for example, self-touching and playing with clothes and postures. This is believed to convey sexual fantasies, all attributing to the sexualisation and objectification within the media (Fasoli., Durante., Mari., Zogmaister and Volpato, 2018). Sexualisation and objectification is becoming more prevalent within media with sexual portrayals of females accounting for around 45% of young adult female characters in prime-time television and around 50% of reality TV members. 
Sexualisation has also appeared within dialogue, with sexual references to women accruing around five times an hour in reality dating shows. This objectification is also prevalent in music and music videos. Within this stream of media females are more than likely to be provocative, not only in the way they dress but also in the way they act (Ward, 2016). A study by Frisby and Aubrey (2012) found that 71% of female artist’s music videos contained at least one of the four indicators of sexualisation and objectification. They also found a difference between the genre of music and the prevalence of sexual objectification, with country having a low prevalence and R&B and pop having a high prevalence. It is suggested Vandenbosch and Eggermont, (2013), that western society values the male appearance, comprising male appearance standards, for example, muscularity as an important attribute for being sexually attractive or even succeeding in life. This focus on the males appears seems to be running alongside media’s portrayal of the ‘handsome’ male. Vandenbosch and Eggermont (2013) also suggested that media outlets such as magazines and television portray unrealistic male ideals which in turn can ignore personalities. It has been suggested that this media portrayal of both male and female ideals have constructed worries within both young male and female adults and their strivings for a similar appearance. These worries have been suggested to correlate with young individuals’ body modification behaviours (Vandenbosch and Eggermont, 2013).  A study constructed by Vandenbosch and Eggermont, (2013) aimed to explore the relationship of exposed male sexualisation within the media and sexual objectification within young adult males. This study found that the sexualisation of males within media and the exposure of this initiated internalisation of both sexual objectification and appearance ideals with both being closely related to each other, triggered behavioural tendencies to monitor their own appearances. This study suggests that by exposing individuals to media which sexualises and objectifies males, it in turn reinforces the stereotype that the ideal male should be muscular and clean cut.
The portrayals of race and ethnicity within media have varied over time, however it has been suggested that the media have played a strong role in the development of racial and ethnic attitudes (Mastro 2009). Many studies have found associations between viewing media portrayals of race and ethnicity and judgements regarding many race-based attribution and stereotypes as well as evaluations of competence levels, socioeconomic status and social roles, for example, (Zuckerman., Singer and Singer, 1980), (Armstrong., Neuendorf and Brentar, 1992) and (Mastro 2009). The representation and inclusion of the black community on television has elevated in both the quality and consistency of roles. Black individuals have been suggested to constitute around 17% of primetime television. However, given the amount of opportunities within media they still do not have the variety on roles as white individuals, for example, within dramas, black individuals are featured within a mixed-race cast lists; within sitcoms, black individuals are more likely to be featured within a black majority cast, which have been suggested to be less likely to interest diverse audiences. Although black individuals are now offered more variety within media, there does still linger the stereotypical roles of criminality and aggression within it (Tukachinsky., Mastro and Yarchi, 2015). Latino individuals are still not offered the same degree of inclusion within the media. It has been suggested that Latino individuals hold around 6.5% of roles within primetime television. These roles are also fairly limited which constitute themes such as sexuality, subservience, unintellectual and criminality. According to Tukachinsky., Mastro and Yarchi, (2015) the number of roles and what the roles entail does not seem to have changed much within the last few decades.  A study constructed by Schmader, Block, and Lickel, (2015) explored the impact of ethnic stereotyping within the media using participants of the ethnicity portrayed. The study used media which portrayed Latino characters portrayed in a one-dimensional way for comedic purposes and others which portrayed them in a more realistic light. It was found that the comedic portrayals seemed to be more offensive to the individuals from the ethnic group than the latter. Although the comedic portrayals seemed to give the participant a stronger emotional reaction, the realistic representations strengthened confirmation of the group’s stereotypes and thus could send stronger signals of a devalued status among society. Although studies have not explored the impact of these stereotypes, Fryberg., Markus., Oyserman and Stone, (2008) suggested that American Indians experienced a lowering in self-esteem in response to cartoon characters of Indians and mascots who represented admired Indian chiefs. This evidence suggests that regardless of the representation or realism within media stereotypes, there could be emotional consequences for those within the ethnicity (Schmader., Block, and Lickel, 2015). 
The role of media is strong within the lives on individuals and is progressively getting stronger. This essay has explored the stereotypes portrayed within media and the impact this has on the adults and young adults exposed to it. There is evidence that suggests the impact of stereotypes with in media can have detrimental effects on those who consume it, however this essay looks solely at adults and did not include much evidence on its effects on children. However, evidence within this essay suggested that children are able to stereotype by the age of six with less flexibility than adults, and with Disney being a large organisation targeting children, with themselves using stereotypes within their creations, it can be suggested that children may fall victim to these stereotypes and hold on to them more strongly than adults viewing these outlets. There is evidence also to suggest, even though times are moving on an the casting roles and quantity of them are increasing for those within the black community, that more may still need to be looked into, as these roles are still quite stereotypical, and hold on to some of the old stereotypes in which black individuals have played in the past. This can also be said for the Latino community even though there are roles and opportunities opening up to them.  This essay also discussed the role sexualisation and objectification hold within the media for advertising and coercing people to associate a sexual nature to these outlets. This essay found evidence to support the detrimental effect of these stereotypes of the ideal body to young adults who view this. Although this essay examined in detail the evidence gathered around stereotyping within the media, and the effect it has on the general population, it may be informative to explore how these stereotypes influence individuals from young children through to adulthood and how these individuals form their stereotypes with the help of media. 
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