The influence of the media and advertising on Gender roles, stereotyping and gender bias. 

[bookmark: _GoBack]The media has been known to give misleading views to society throughout history. The media also attempts to manipulate the way we view gender by giving false images of what males and females should represent to society and the pressures the media put on both males and females.
This essay will look at gender-related stereotypes and how the media can influence what is expected of both masculinity and femininity (Dines & Humez, 2003). Also, theories of media representation and the key issues where gender is concerned will be discussed. Stereotypes of male and female from a social point as well as how media under-represent women. I will also be talking about conflict theory and the interactionist theory and some of the history of gender inequality. Social challenges can be difficult to explore without a theoretical framework, so this essay is going to introduce the conflict perspective which sees society as competitive. 
[bookmark: _Hlk536785603]Karl Marx (1818-1883) is deemed the father of social conflict, and like Marx’s ideas, it is structured in a way that in society we compete against each other which generates conflict by profiting a few but at the disadvantage of the majority. “Emphasizes the role of coercion and power, a person's or group's ability to exercise influence and control over others, in producing social order” (Parpart, et al.; 2000). The competition for this power suggests that we will continue the development of inequality. Therefore, men and women are encouraged to compete against each other for power. Additionally, the interactionist theory looks at how society arises because of interactions between people (Connelly, et al.; 2000). 
The interactionist perspective suggests that as a result of the media’s portrayal of gender stereotypes men and women as individuals will become undervalued and lose their uniqueness. Another consequence is that if as a society we would become used to these stereotypical ideas and by conforming we are giving the media the power to continually set the standards for men and women. (Connelly, et al.; 2000). Although both conflict perspective and the interactionist perspective give some knowledge of the gender stereotypes that the media has so much power over today’s society it's also of importance to consider the historical roots from where they came.
If we look back at history, the ideals of “perfect beauty” came from the Greek arts when a nude female would have been unthinkable, but a male torso was seen as magnificent. Moreover, it was in the 1830s when men and women would start to compete with one another, and the fascination of the female beauty was born (Wolf, 2013).
If we look back at early Christian societies females were of lower status and society’s laws did not recognise women for much else other than raising children and domestic chores. Women were inferior because of a patriarchal society.
Advertisements throughout history have always portrayed women as the weaker sex, more passive and dependent on men. They are expected to downplay intelligence and play to specific rules. It was documented in 1987 that two-thirds of individuals represented in the media were men (Wood, et al.: 1994). It also stated that females were played down regardless of advertisements, film or newscasters. Furthermore “study report sex bias” 1989 reported that only 16% of women were cast as newsreaders and that when it comes to stories men are mentioned ten times more than women which gives false percentages when it comes to males and females in the population. This could give the misleading belief that men are the cultural standard (Wood,1994). 
Previous studies investigating gender stereotyping do not give a clear or consistent picture regarding the ways in which males and females are stereotyped. However, it has been generally agreed that the media uses stereotypical gender roles in advertising (Furnham & Mak,1999). 
There are several issues that remain controversial though, Wolin, (2003) suggests that in western societies advertisements are becoming less stereotypical while others suggest that there is no change in the way women are stereotyped in advertising even suggesting that it has become worse (Milner & Higgs, 2004). 
A study investigating advertising on Australian tv compared their findings with adverts from the 1980’s and 1990’s and concluded that in fact the representation of women on Australian advertisements had become more stereotypical, thus making the expectations of women further away from their actual reality and roles (Milner & Higgs,2004). Opposing studies however, suggests that women today are breaking free from negative stereotyping and in fact making equal ground to their male counterparts. It is suggested that advertisements portray women in the present day as contemporary and fast becoming equal to men (Furnham & Mak, 1999).
[bookmark: _Hlk536337931]It's November 2002 and a picture of a woman in her underwear, bra falling off her shoulder grace the page of Elle magazine. She is the advertisement for “Dior addict” perfume. It is this kind of image that sexualises and victimises women, making her a sex object. Advertisements have been gender biased throughout history. Back in the 1950’s one such advert for Chase, and Sanborn coffee implies that it is the norm for a male to be dominant over a female. It shows a male appearing to be assertive towards her for not “store testing his coffee”. It can be suggested that ads like these can motivate a man to be dominant over a woman. Furthermore, it can subconsciously lead the woman to believe these statements made by the media which in turn can restrict her abilities and experiences (Garcia-Favaro & Gill, 2016).
In the late 1980’s the stereotype for women was slowly changing from that of the expected housewife or stay at home mum into desirable objects, the media was portraying women as sexual entities. One example of this sexual representation is The Yves Saint Laurent advert for opium perfume that featured the model Sophie Dahl. Parted legs, closed eyes and sensual lips invite viewers to believe women are sexual objects. This stereotyping can create imbalance for men and women. Although such images may not be classed as pornographic, in this case, there were many protests from the general public about it presenting females as sexual objects. This image was removed for being offensive and demeaning to women by the advertising standards authority (Attwood, 2004). 
Victimisation of women that was once only restricted to pornography has now found its way into advertising, film and tv. According to Kilbourne, (2012) it’s pornography that provided advertising with compromising body positions, facial expressions and the sexual impact between men and women. She claimed that these advertisements were seen to show men overpowering women. However, there have been a number of studies that have looked at the association between pornography and sex crime. Kutchinsky, (1991) when conducting a study on this matter, found little evidence. During the 1970’s -1980’s Kutchinsky found that although statistics for rape crime in west Germany, Denmark and Sweden had risen it was still less than other violent assaults. Furthermore, the production of pornography at this time was on the increase and reports of assaults and rape became more widespread. This would suggest support for the “no effects” position. Yet, it can still be disputed that women are nevertheless affected in a negative way by pornography either by being mistreated, assaulted, or merely being controlled by a man (Cameron & Frazer, 2000). 
It was suggested by Lindner, (2004) that advertisements, since the 1970’s, have represented men as having a higher social power than women and that women were presented as objects of desire. For example, 59.2% of advertisements shown in women’s fashion magazines depicted woman as objects of desire, however, advertisements for general interest magazines only showed 8.2% of women as objects of desire. Furthermore, it was reported by Stankiewicz & Rosselli, (2008) that images of women shown as sex objects in men’s magazines of 70.9% were higher than that of images shown as sex objects in women’s magazines of 48.8%. Baker, (2005) also stated that this was the case, that women were far more likely to be presented as sexual objects in a man’s magazine than in a women’s magazine. It could be easy to see, given this information, that men dominate when it comes to the media industry and therefore are responsible for the negative image of women. However, the women’s magazine industry has pretty much always been dominated by women and as reported earlier by Atwood, (2004) in November issue of Elle magazine Sophie Dahl is portrayed as a sex object with so much complaint from the general public that it was removed for being offensive. This could suggest that even without dominance from the male population that women still create a social structure based on their appearance instead of their intellectual skills. Therefore, it could be seen that women are also to blame for placing these stereotypical views onto each other (Tuchman, 1979). 
It was suggested by Tozer et al; (2011) that media only represent the stereotypes that are already in our society and that it cannot be blamed for influencing gender-based stereotypes. Although to some extent there may be truth in this statement if the media were to produce messages and images that were of a more positive nature and balance then maybe their powerful influence over society would have a more positive outcome.
However, the media usually give the negative not the positive, in a way that it normalizes existing gender-based stereotypes. Again, Tozer et al; (2011) claimed that the media usually favour one gender type over the other, this is because the media tend to favour the gender group that is accepted as the majority in society. In most cases this is men not women. Doing so is a danger to our society as it has and will continue to create an environment that is unfavourable to one gender and agreeable to the other. However, when the media portrays the minority, and in this case the woman, it gives a negative view on gender stereotype for both men and women as they will both have a distorted view of the truth. For instance, if a woman is seen to be acting in a way that’s not excepted by her gender stereotype she could be viewed as going against the norm of what is expected from her by society, therefore, could face criticism from both males and females (Chesney-Lind & Irwin,2013).
Nevertheless, men are affected as well as women when it comes to gender stereotypes that have been generated by the media. One example of this is how men are stereotyped with being both emotionally strong and physically strong. Pollack, (1999) stated in his book: rescuing our sons from the myths of boyhood, that from childhood boys have been taught through the media that to show certain emotions deemed them weak. It’s the media that have portrayed these damaging stereotypes towards men. From childhood boys will adjust to a significant role and follow the rules set out by the media known as the “Boy code” They will hold onto these traits as they grow into manhood (Pollack, 1999).
Today gender stereotypes can be found in all forms of media. It is seen as the best marketing tool for advertisements, magazines, film and tv. As a society, we have had these values taught to us for many years and therefore as consumers see these representations as factual (Bessenoff, 2006).
In today’s society, women’s inferior status is mainly due to the way they are presented in a sexualised way as a result of advertising and the media. In his book; cultural encounters reflections on beauty in the west, Mitter, (2000) states that beauty is presented and marketed globally through the media, it is through the media’s advertising that we decide which type of person we want to reveal. This could be damaging to the individual if they look to advertising to develop perceptions of themselves as the media will manipulate gender stereotypes to sell their products. The problem that can arise from this is that the individual will internalise these stereotypes which will maintain them. 
Some common stereotypes aimed at women are sexualisation and infantilization both of which are very damaging to the portrayal of women by showing them as objects of desire, childlike and innocent. Furthermore, this type of gender stereotyping dehumanises a woman. (Ferguson, et al.; 1990). An important practice in the media when it comes to advertising is infantilization, this technique works well as it suggests that a woman needs a man to look after her, it shows her as dependant on a man, and it shows her as needy and childlike. Infantilization is to depict a woman as childlike and young. This mindset will therefore perpetuate the imbalance between men and women. 
Furthermore, when a woman is portrayed as a sex object for men to desire within the media, it could suggest that she is looking for attention and is highly sexual. When these types of images are used for the sexualisation of women, it not only can give the wrong impression but also perpetuates the inequality between men and women through stereotypes (Coltrane & Messineo, 2000). 
One example of women being sexual objects and men being the aggressors are music videos. They frequently show women in provocative clothing and dancing suggestively and showing out to the man (Texier, 1990). Warshaw, (1991) stated that many films reveal rape and physical abuse to women and that men are pressuring women to perform sexual activities. Furthermore, cinematic presentations of this type were seen as sexual encounters with women in the film rather than abuse towards women.  One example of this is the movie: the colour purple, that tells the story of a young black girl that has to endure domestic violence and rape on a daily basis. The male characters in the film dominate women with violence. Some critics claimed the film was “over-sentimental and stereotypical” (Corliss, 1985). Likewise, “slasher” films have been found to show a lot more violence towards women than towards men. Women are dominated forcefully by male characters either during or after a sexual scene (Cowan, & O'Brien, 1990). It is these sorts of movies and media images that suggest women are there for the pleasure of a man. This kind of media can dehumanise women and make them feel inferior to men. As suggested by Russell, (1993) in doing so this can also create limited perceptions for the next generation and pass off violence as sexy.  Men, on the other hand, are usually portrayed as powerful and strong, and there seems to be a gender hierarchy where men are on top so to speak. Women try to overcome this hierarchy daily to be accepted in society as equal to man. However, men also have pressures which society has placed on them as social norms. Because men are placed by society at the top of the hierarchy ladder, there is an expectation to be strong, capable and brave. It is these kinds of messages that the media put across that gives gender-related demands and maintains stereotypes. Additionally, it gives the man pressure from society to perform and fulfil these expectations even if he is unable to do so. It is society’s gender-related demands that expect women to be submissive and men to be leaders. This is a technique used by advertising as it portrays men as leaders and the rulers in our society. This kind of stereotyping gives power to the man, leaving women to fight for equality. It is this mindset that advertising and the media create that maintains gender stereotypes (Peirce, 2001).
With advertising and media perpetually using gender stereotype for marketing, it is inescapable that these types of messages will be internalised by men and women and they will act the way expected of them by society, to validate these stereotypes. If this is the case, then women will continue to be seen as caregivers and emotional in contrast to men whom are seen as leaders. If as a society we cannot try to understand how this inequality of power is formed, it seems probable that physical intimidation and economic exploitation will carry on being exposed and accepted by society (Smith & Green, 1984). Similarly, this inequality will be harmful to the welfare of society as it suggests to men that it is acceptable to treat women as objects of desire and exploitation and that this is acceptable.
It is vital that we learn from history and the mistakes of early Christians who consigned women as caregivers and homemakers and men as the breadwinners. We must try to see advertising aimed at gender stereotypes as incorrect portrayals to avoid internalising incorrect interpretations so we can protect our future females from this kind of exploitation. Also, we should consider the experiences instilled by the conflict theory in order to encourage equality for men and women.  
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