Using empirical evidence, critically explore gender, racial or ethnic stereotyping within the media.

Persuasive and interpersonal communication messages that are displayed in the media can have a profound effect on social norms, which can then regulate and influence stereotyping behaviour. Furthermore, any changes to these norms can profoundly affect society in a positive or negative manner by regulating gender norms (Yomogida et al, 2017). Stereotyping continues to occur in all areas of the media, and this can lead to prejudice and discrimination, thus providing a need to investigate the impact of stereotyping and its role in the media. This essay aims to critically discuss stereotyping, discrimination and prejudice in its general form. Furthermore, this will be followed by a discussion of several theories that aim to explain the nature of stereotyping, prejudice and discrimination. In this instance, the theories that will be discussed will be Albert Bandura’s Social Learning Theory (1971) and George Gerbner’s 1960’s Cultivation Theory. Subsequently, considering the nature of stereotyping that occurs among race, ethnicity, sexuality and gender, this essay will focus on gender stereotyping within the media. A critical discussion of empirical studies will follow, incorporated with an aim to comprehend where stereotyping in the media presently stands in the 21st century.
Stereotyping can be defined as a person’s negative or positive assumption about a thing or group, solely founded upon the way the particular thing or group appear from the outside. This includes being blind to race, gender or ethnicity, completely disregarding individual differences. Stereotyping can often lead to prejudice towards people as how a person appears outwardly, is just a small fragment of  the person in their totality (Boso, 2017). According to Nelson (2015), prejudice can be defined as an adverse attitude towards group of people or the individual themselves. This prejudice behaviour can be relevant to the person’s own moral values and their interpretation of stereotyping. Nelson also defines prejudice behaviour as a natural by-product of basic human psychological processing. The process of prejudice can then lead to a negative state of mind, which can then lead to discrimination, as further explained by Becker (2010). Becker explains that discrimination can alter between individuals and can be dependent on socioeconomical status and ignorance towards individual differences. Discrimination is a negative process towards members of a group or an individual normally based on social or the physical distance between them. Although stereotyping, prejudice and discrimination can affect many groups of people, including race, gender, ethnicity and sexuality, the following section will explore the nature of gender stereotyping.
When a person directs their stereotyping towards a specific gender and disregards individual differences, this is then referred to as gender stereotyping. This stereotyping assumes particular genders must act out certain roles in their homelife as well as in their work life, and the individual is expected to act accordingly to their assigned sex (Banks & Alejandro, 2016).  Murnen et al, (2016) also states that gender stereotyping traits derive from the perceived social roles of males and females, for example, men surpass females in occupational roles, compared to female who acquire a more domesticated, nurturing role.
One theory that aims to explain to process of stereotyping is the Cultivation Theory, developed by professor George Gerbner in the mid 1960’s. The theory argues that over exposure to media consumption can shape peoples’ reality and their views and opinions of the world. Furthermore, the more people are subjected to over exposure of media consumption, the more they receive messages from the media and then eventually familiarise their views of the world based on these messages (Alitavoli & Kaveh, 2018). Kondrat, (2015) suggests that the Cultivation theory research mostly analysed magazines, news and television. In this research it was found that males and females, who are heavy television programme consumers; engaging in programmes such as reality dating shows, had increased stereotypical views on gender. These views included perceiving that women are sex objects and men are perceived to be  predominantly sexually driven and dating to them is just a game. Furthermore, the Cultivation Theory assumes that television will remain a part of people’s lives for a sustained period, therefore continuing to issue repetitive and ritualised ideas of cultivated norms based on assumed facts of life. The Cultivation Theory proposes a longitudinal effect on the cultivation of people’s perceptions of basic gender norms and assumes that when these preconceived gender norms are defined, then it would be very difficult to redefine these norms (Krijnen & Bauwell, 2015).
Another distinct theory that aims to explain how and why individuals stereotype, is called the Social Learning Theory. The Social Learning Theory was developed by psychologist Albert Bandura in 1971 and suggested that new patterns of behaviour can be acquired through direct experience or by observing the behaviour of others, or by the process of imitation (Bandura, 1971). Helwig, (1998)  further states that Social Learning Theory has been used to explain why children choose a specific occupation based on gender stereotypical behaviour, through observational learning, behaviour and modelling. Stereotypical norms are often defined in childhood gradually but consistently; furthermore, Helwig states that reinforcement through the actions and perceptions of parents and teachers, gender norms are further reinforced. This can lead to boys and girls being taught to pursue gender appropriate sports and occupations, for example football for boys and gymnastics for girls. Ryle (2011) explores the Social learning Theory further, by adding that it considers much of the behaviourism approach in its theoretical views. Furthermore, Ryle adds that children in particular are subjected to conscious, selective rewarding behaviour by their parents, peers and teachers for completing a specific gender type behaviour. These rewards are given for a behaviour that is deemed more appropriate when performed by a specific gender; a behaviour that falls in line with their birth assigned gender. This is particularly evident for boys and girls displaying emotions, boys are seen as weak for crying and can be reprimanded whereas girls are often not and are instead seen as sensitive. Moreover, Ryle adds that children in particular will model and alter their behaviour to be consistent with people of the same sex; forming stronger bonds and allegiances with a parent or friend of the same sex, imitating their behaviour forming a group identity.
In line with the Cultivation Theory and the Social Learning Theory, Jain & Pareek, (2018) explored how electronic media content represents gender roles relative to performing domestic duties. The researchers viewed a total of 30 television series that aired from 1990-2016, in addition, the study also viewed 14 contemporary and old television commercials. The findings of the research showed that women are mostly represented in doing domestic chores on television and advertisements. However, it is evident that as media continues to portray a domesticated female image, it is preventing any significant changes in the promotion of  gender equality. Jain & Pareek also state in their findings that women participate in employment at a lower rate than men, and this rate fell recently from 31% to 24% throughout the years. Although the study viewed a large range of television series and advertisement from a range of genres, the study could have benefitted from acquiring a larger sample to allow for more vigorous results, making them more generalizable. The study, however, failed to provide any limitations in the report of their study, thus increasing difficulty for future researchers to replicate the study. Furthermore, a considerable limitation noted was that the research only compiled data from India, limiting the generalizability of the results. Conclusively the study would benefit from a larger range of media examples and increase the geographical locations. These finding support both the Cultivation Theory and the Social Learning Theory in their explanation of typical gender roles.
As has been previously discussed, gender cultivation can begin in early childhood, most significantly through the television and films that are watched. In support of this, a study conducted by Jacoby (2018) aimed to examine pre-school girls and their perceptions of princesses and their awareness of gender role stereotypes in Disney media. This primary aim was followed by a secondary aim to explore how the girls would incorporate princesses in their pretend play. In order to collect the data, the use of pretend play observations and semi structured interviews where used. The participants included 31 pre-school girls aged between three and five, from a variety of racial and ethnic backgrounds from four classes at two US pre-schools, one private and one free government funded. Findings for the study indicated that pre-school girls exhibit highly gendered play patterns when pretending to be princesses, supporting the Cultivation Theory and the Social Learning Theory. More findings of the study indicated that when the girls where pretending to be princesses, they also displayed four princess related themes, paying close attention to clothing and accessories, attention to beauty, mimicking body movements and exclusion of male integration in their play. The limitations of the study where the sample size of the study was too small to deeply analyse the connections between pretend play behaviour and Disney media exposure and could have benefitted from a larger sample size. Furthermore, when analysing the differences of pretend play between the two pre-schools; the private schools’ observations were conducted behind a one-way mirror, however, observations in the government funded pre-school was conducted in the class. The disparities between observation methods may have significantly influence the child’s behaviour and thought processes in pretend play, leading to bias against a particular group. A similar study conducted study by Coyne (2016), examined the levels of engagement between Disney princess media and products in relation to gender stereotypical behaviour, body image and also prosocial behaviour in early childhood. The study consisted of 198 children of mixed ethnicity and gender recruited from four different pre-schools and nurseries within the United States. The study was conducted across a one-year time period with parents of the child reporting levels of engagement to Disney products and behaviour throughout time. The findings of the study showed significant correlations for princess engagement relative to higher levels of female gender stereotyped behaviour for both boys and girls. These results indicated that exposure to gender stereotyped media creates more stereotypical behaviour among both genders. Coyne additionally stated that although there is little wrong with having a gendered manner or expressing femininity, these behaviours may  have problematic effects of how girls view their opportunities and experiences in life, due to the preconceived notions regarding gender. The study has a larger sample size compared to the study conducted by that of Jacoby, providing more robust results. However, limitations of the study included that most children came from white middle-class families, this could have influenced time exposure to Disney media and products and access to them, compared to children of a different race, where cultural norms differ. As discussed by the researcher, future research could examine a more longitudinal study on princess engagement and gender behaviours throughout childhood into adolescents, among mixed races.
It is apparent that media continues to present perceived gender norms as an acceptable way to promote products and engage in social enjoyment. However, this can have implications for individuals where gender stereotyping within the media, can lead to discrimination against a particular sex. According to Fernández, Bedía, and Cerdá (2016) violence against women is a prominent issue globally, and the ability of this is apparent across all forms of media. The media continues to present symbolic images and messages that promote discrimination of women, promoting gender stereotypes that can reinforce inequality between the sexes. The media continues to present images of women being subjected to sexual objectification and violence, resulting in devaluing their role. This portrayal of inequality in roles can lead to the discrimination of women, female oppression and invisibility of female roles within the media. Zhang, Srisupandit and Cartwright (2009) state that gender role stereotyping, and discrimination is particularly present among advertisements where advertisers use these stereotypes to aim a product towards a particular target  group. Furthermore, the aim of this gender role portrayal aimed to gain a shared experience with consumers over their sex. Zhang, Srisupandit and Cartwright conducted a study to explore whether female discrimination was present across more than one country with different cultural norms. The study predicted that female actors would be portrayed in a domestic or decorative role and that males would be displayed in specific occupational role. The study viewed a selection of advertisements from China, Thailand and the United States from different topics and predicted that female would be shown in more advertisements than males, equally that males would be shown in a professional role. Results of the study found that females were significantly presented more in advertisements across the three countries. Equally, males accounted for over 80% of characters seen in an occupational role, confirming the researcher’s hypothesis. However, although the study appeared to investigate a large amount of data, the report did not give a total number of adverts watched, furthermore the study had not listed any limitations. Future research for this study could include repeating at a later date to explore whether these figures change after a period of time, additionally it would be advantageous to explore other countries. 
It is clear from the empirical studies that gender stereotyping, prejudice and discrimination has been a common issue among many counties over a period of time. Although there have been significant changes since in gender role portrayal, the following section explores where gender stereotyping in the media now lies. According to O'Brien (2009), pre 1970 women were often sexually objectified in the media and were portrayed as demure with their distinctiveness of character, primarily dependant on a man’s desire. However, a shift in diversity of roles occurred in the latter part of the 1970’s where there began to be a role reversable for genders. Female actresses became more autonomous in their roles and more financially independent; in time, less supportive roles were given to females in favour of more lead roles. In the latter part of the 20th century, programmes began to include more female detective roles for example, ‘Murder she Wrote’ and ‘Charlies Angels’, further increasing the acceptance and popularity of female lead characters. In order to understand where the media now lies now in the representation of gender stereotypes, Images provided a statistical report called ‘How Balanced is Gender Representation in Media’ in 2018. This report provides considerable statistics that show where gender lies between the years 2017 to 2018. In respect to the music industry within the last year, female singers have topped the charts for longer period than males have. These results are equally similar for he best seller book charts. However, although literature and music appear to have considerably improved in the equality of genders, in relation to films it is clear that males clearly still dominate the roles, with male protagonists being significantly more prevalent. Equally, the same is apparent for directing roles, with only one female director being accounted for of all top selling films between 2017 and 2018. This leads to the view that the reality of gender inequality is still evident in many aspects of media, and although the roles of gender are becoming more equal there still appears to be a significant margin for improvement (Images, 2018).
[bookmark: _GoBack]In conclusion, this essay has discussed the nature of stereotyping, prejudice  and discrimination particularly in relation to gender stereotyping and the impact it has on behaviour. As previously discussed there are many theories that explore the reason why individuals stereotype, this was presented by discussing Albert Bandura’s Social Learning and George Gerbner’s Cultivation Theory. Both theories discussed that the cultivation of stereotypes occurs in early childhood through the course of observational learning, imitation and conscious, selective rewarding. This becomes particularly apparent in the construct of typical gender behaviour in line with individual’s assigned sex. Furthermore, this essay has discussed the influence that media has on the cultivation of stereotyping, in particular gender stereotyping. Empirical studies have been utilised in order to explore the process of gender stereotyping and its relation to the media, particularly in respect of Disney films. Furthermore, this essay has sought to understand where gender roles and gender stereotyping now lies in the 21st century.





















References
Alitavoli, R., & Kaveh, E. (2018). The U.S. Media’s Effect on Public’s Crime Expectations: A Cycle of Cultivation and Agenda-Setting Theory. Societies, 8(3), 1-9.
Bandura, A. (1971). Social Learning Theory. General Learning Press, 1-46.
Banks, L. J., & Alejandro, H. (2016). Changing Definitions of Sex under Title VII. ABA Journal of Labor & Employment Law, 32(1), 25-44.
Becker, G. S. (2010). The Economics of Discrimination (second ed.). Chicago: University of Chicago Press.
Boso, L. A. (2017). DIGNITY, INEQUALITY, AND STEREOTYPES. Washington Law Review, 92(3), 1119-1183.
Fernández, E. G., Bedía, R. C., & Cerdá, M. E. (2016). The Media and the Symbolic Violence Against Women. Revista Latina de Comunicación Social, 71, 818 - 322.
Helwig, A. A. (1998). Gender-role stereotyping: Testing theory with a longitudinal sample. Sex Roles, 38(5-6), 403-423.
Images. (2018). How Balanced is Gender Representation in the Media 2017 - 2018. Serbia: Images.
Jacoby, J. C. (2018). Playing Princess: Preschool Girls’ Interpretations of Gender Stereotypes in Disney Princess Media. Journal of research, 79(5-6), 229-313.
Jain, R., & Pareek, S. (2018). Gendered Portrayals of Domestic Work in Indian Television. Journal of International Women's Studies, 19(6), 106-117.
Kondrat, X. (2015). Gender and video games: How is female gender generally represented in various genres of video games? Journal of Comparative Research in Anthropology and Sociology, 6(1), 171-193.
Murnen, S. K., Greenfield, C., Younger, A., & Boyd, H. (2016). Boys Act and Girls Appear: A Content Analysis of Gender Stereotypes Associated with Characters in Children's Popular Culture. Sex Roles, 74(1-2), 78-91.
Nelson, T. (2015). Handbook of Prejudice, Stereotyping and Discrimination (second ed.). New York: Psychology Press.
O'Brien, J. (2009). Encyclopedia of Gender and Society, Volume 1. California: SAGE Publications.
Ryle, R. (2011). Questioning Gender: A Sociological Exploration. California: SAGE Publications.
Sarah M. Coyne, J. R. (2016). Pretty as a Princess: Longitudinal Effects of Engagement With Disney Princesses on Gender Stereotypes, Body Esteem, and Prosocial Behavior in. Child Development, 00(0), 1-17.
Tonny Krijnen, S. V. (2015). Gender and Media: Representing, Producing, Consuming. New York: Routledge.
Yomogida, Y., Matsumoto, M., Aoki, R., Sugiura, A., & Phillips, A. N. (2017). The Neural Basis of Changing Social Norms through Persuasion. Scientific Reports (Nature Publisher Group), 7, 1-15.
Zhang, L., Srisupandit, P. "., & Cartwright, D. (2009). A Comparison of Gender Role Portrayals in Magazine Advertising: The United States, China and Thailand. Management Research News, 37(7), 683 - 700.



