`Using empirical evidence, critically explore gender, racial or ethnic stereotyping within the media`
This essay will critically explore the way in which the media stereotypes both males and females. Firstly, this essay offer a definition of stereotyping and look at psychological theory in relation to why people stereotype. Furthermore, it will consider gender stereotyping in various aspects of the media, including, Disney films and advertisement. In addition, this essay will examine the consequences of stereotyping, looking at prejudice and discrimination. Lastly, a conclusion will be offered looking at whether stereotyping in the media has changed over time, with the changing roles of males and females. For the purpose of this essay, the term media can be defined as a combination of three aspects; communication, technology and culture. From looking at this definition, it can be said that the media is an extremely vast concept and is an inclusion of several different factors. 
Macrae, Stangor and Hewstone (1996) believe that stereotypes are a set of shared beliefs about a particular group in society and can influence social behaviour. Stereotypes influence what information an individual chooses to seek out, attend to and remember about different groups within society. Social cognitive psychologists view stereotypes as mental images of various social groups and suggest that stereotypes are learned and changed through experiences with members of other social groups (Hamilton, and Sherman, 1989). It has been proposed that acquiring stereotypes involves, attending to, recalling and integrating information. Researchers have particularly noted that stereotyping is hugely influenced by the mass media (Macrae, Stangor and Hewstone, 1996). 
From a cultural perspective, stereotyping is defined as public knowledge about different social groups that is shared among the individuals of a particular culture (Macrae, Stangor and Hewstone, 1996). As well as this, Brewer, Dull, and Lui, (1981); Fiske and Neuberg, (1990) note that stereotypes are associated with the social categories in an individual’s memory and have a function within a society. Stereotyping has a function as it allows individuals to maneuverer more easily in extremely complex social settings. Moreover, stereotyping allows this movement as it provides individuals with the ability to simplify their judgements (Hugenberg and Sacco, 2008).
In relation to theory, this essay will now discuss Social Categorisation Theory to offer an explanation for stereotyping. Social Categorisation refers to a cognitive process that places individuals into certain social categories. Social categories are formed based on certain characteristics, including, gender, race and ethnicity. During social situations individuals do not need to obtain accurate information about others as existing category information can be used to acquire this knowledge instead; Social Categorisation Theory (Hugenberg, and Sacco, 2008). 
One research study that supports Social Categorisation Theory as an explanation for stereotyping has been conducted by Macrae et al (1997). Researchers presented to participants a sequence of faces along with non-social stimuli and changed whether a small white dot was presented somewhere on the stimuli. The first group were asked to indicate whether a white dot was present or not, the second group were asked to respond to the way the stimuli looked and the last group were instructed to make various decisions about the stimuli. Previous to the appearance of each stimuli, a word was presented that related to the stereotyping of women. Participants were then given a lexical decision task which aimed to test if the participants thought about the stereotypes associated with women. It was found that when participants were asked to make decisions about the faces, stereotypes were activated. This suggests that when targets are seen semantically, stereotyping occurs, therefore, supporting Social Categorisation Theory as a credible explanation for stereotyping. 
Social Categorisation Theory poses several strengths and empirical research support. However, recent evidence has suggested that there are other theories that also offer useful explanations for stereotyping. Livingston and Brewer (2002) noted that facial features may activate associated responses, without the activation of broader categorisation, therefore, contradicting Social Categorisation Theory. On the other hand, it has been proposed that Social Categorisation Theory is an extremely useful concept within social psychology as it offers a plausible explanation for human cognition. It offers an explanation of important social happenings, such as stereotyping (Hugenberg and Sacco, 2008). O’Doherty and Lecouteur, (2007) have proposed that categorisation is an inevitable process. However, have criticised this theory of stereotyping for leaning towards an individualistic approach, as it draws away from social practices that may influence the development of stereotypes. 
A theory that may offer a more effective approach to stereotyping is the Illusory Correlation. Hamilton and Gifford (1976) suggested that a cognitive bias can change the way in which individual’s process information. The formation of stereotypes is based on the perception of different social groups, and because of this, Hamilton and Gifford (1976) argued that a cognitive bias is the basis of the formation of stereotypes. They also referred to this as an Illusory Correlation. As well as this, it was proposed that an Illusory Correlation can occur as a result of several different factors, including pre-existing beliefs and the importance of certain kinds of information (Hamilton, and Sherman, 1989). In addition, the Illusory Correlation can be defined as judgements that are made between two different variables which are based on stimulus events (Mullen and Johnson, 1990). The overestimations of distinct events can cause an Illusory Correlation between rare behaviours and small social groups, therefore, these rare behaviours then become associated with minority groups, causing the creation of stereotypes (Hamilton and Gifford, 1976). Hamilton and Gifford (1976) noted that individual’s process information that is unfamiliar to them more elaborately, meaning a higher likelihood that stereotyping will occur.  To relate the Illusory Correlation to stereotyping in the media, it could be suggested that people are able to access common events easily via the media, therefore, there is greater exposure for certain events and hence, more stereotyping occurs. 
There have been a number of studies which have explored the hypothesis that Illusory Correlations are the basis of the stereotyping of minority groups within the media. Mullen and Johnson (1990) performed a meta-analysis of several previous research that aimed to explore whether the Illusory Correlation is an effective theory in explaining stereotyping. From evaluating a number of previous research pieces, Mullen and Johnson (1990) concluded that the Illusory Correlation has significant effectiveness in explaining the notion of stereotyping. Researchers proposed that the Illusory Correlation has practical applications and does not lack in strength. However, as a critique of this theory, it was noted the ‘rare behaviours’ presented by minority groups can be difficult to distinguish. It is difficult to know exactly what constitutes as a rare behaviour (Mullen and Johnson, 1990).  
This has also been supported by research conducted by Hamilton and Gifford (1976), who aimed to provide a study that explored the effectiveness of the Illusory Correlation. Participants were asked to read a number of sentences that described a desirable or undesirable behaviour that a member of group A or group B had performed. Researchers deceived participants as there were double the amount of group A and desirable behaviours, (than group B and undesirable behaviours), within the sentences. Researchers found that participants would overestimate how much the least frequent category occurred (group B and undesirable behaviours) and would judge group B generously when compared to group A. The findings of the research indicated that a bias against group B was formed within the participants. Participants perceived differences within both groups, however, there were no differences. This supports the notion that the Illusory Correlation can cause the creation of stereotypes (Hamilton and Gifford, 1976). 
Although there is empirical evidence support for the Illusory Correlation, there are also several limitations associated with this theory. Firstly, Strossner, Hamilton and Mackie (1992) have suggested that there are a number of contextual issues related to the Illusory Correlation. Social context may influence the way stereotypes are formed through this way, there are several social context factors that can affect the way information is processed causing the Illusory Correlation. In addition, it has been suggested that the formation of Illusory Correlations can be influenced by both motivational and cognitive factors. For example, research has indicated that the more an individual engages with intergroup perceptions, the more likely there is to be an increase in processing, thus, decreasing the likelihood of the formation of an Illusory Correlation (Strossner, Hamilton and Mackie, 1992). 
This essay will now explore gender stereotyping within the media, with reference to empirical evidence. Wiley (1995) defines gender as an expression of attitudes, beliefs and behaviours that support dimensions of masculinity and femininity. Gender can be seen as a product of social interaction that shapes beliefs that influence the perception of men and women and creating acceptable behaviour patterns. Within these perceptions, normative expectations are created that influence the way an individual sees themselves and others, these can be defined as gender roles (Fowler and Thomas, 2015). Gender stereotyping in the media has been a focus of many recent research studies. There has been extensive research exploring gender stereotyping within different forms of the media, and generally, research has found that women are underrepresented (Giles, 2003). As well as this, it has been suggested that those who have had higher exposer to the media, especially television, have more traditional ideas of gender roles (Williams, 1981). 
One study that looked at the role of women on the television was conducted by Goffman (1978). The aim of this study was to explore gender stereotyping in advertisement, Goffman (1978) examined the ways that women were often portrayed in ‘passive postures’ during advertisements on the television. It was concluded that females were found to be in lying down positions or being submissive toward a male figure. These conclusions show that women are seen as less important in comparison to males and are often victims of subtle stereotyping in advertisement. In support of this research, conclusions taken from older research studies, throughout the period of 1970 to 1993, stated that almost 70% of all individuals on ‘prime-time’ television were male. During this time, women who were shown on the television were usually married with children and in some cases, oversexualised. The occupations of women were also kept extremely traditional and ‘feminine’, for example, nursing and waitressing roles (Giles, 2003). However, this research was conducted several years ago. The roles of women may have changed since the time of this research, therefore, there is a need for more up to date research studies. As well as this, it is difficult to explore gendered behaviour in advertisements as what one person may see as a generally female behaviour, others may not. Therefore, there may have been issues with researcher bias. 
This essay will now move on to explore gender stereotyping in Disney films. Disney is an extremely influential construct, in particularly for young children, (Garabedian, 2015). Disney has been particularly criticised for the way it portrays women and the way it adheres to traditional, stereotypical gender roles. Psychologists have noted that Disney are guilty of promoting Social Categorisation theory, which was discussed earlier in this essay. Disney has been criticised for placing men and women into social categories based on gender roles. Women are often portrayed as ‘victims’ and are usually rescued by strong, male figures (Tuchman, 1978). 
One study that examined the apparent gender stereotyping in Disney films was conducted by England, Descartes, and Collier-Meek (2011). The study predicted that Disney Princesses and Princes would be portrayed with traditional characteristics, according to gender. A content analysis approach was used to record gendered behaviour and characteristics from films produced over the period 1930 to 2009. It was concluded the stereotyping of men and women had improved from film to film. However, it was particularly noted that films produced in the 1930s and 1950s possessed strong traditional gender roles. After this time period, researchers found an improvement in the stereotyping of gender roles. Nevertheless, there was very little evidence found that showed males and females in roles other than adhering to traditional stereotypes.  
As a positive factor, this study is particularly useful as it takes into consideration Disney films as a whole, not just a small number of the films. Therefore, this research provides a vast overview of the stereotyping that occurs within Disney films. However, researchers noted that there are a number of limitations associated with the study. Researchers noted that it was difficult to record complex gendered behaviours, therefore, they only illustrated behaviour that was obviously male or obviously female. There may have also been researcher bias as different researchers were exploring the films, for example, one researcher may believe that an action was a gendered behaviour whereas, another may not. In addition to critique, only Disney Princess and Princes were examined during this study, researchers did not take into consideration any other characters in the films. Researchers also noted that lighting and music can influence an individual’s perception of gendered behaviour (England, Descartes, and Collier-Meek, 2011), meaning results may have been effected depending on the levels of lighting and music. This leads individuals to question the reliability of this research. 
On the other hand, it is also important to note the media representation of males. Due to the underrepresentation of females in the media, males have received significantly less research attention (Giles, 2003). Wolin (2003) suggest that research exploring the masculine roles within the media is much less common in comparison to females. Research into the portrayal of males is crucial as masculine roles within society are drastically changing in ways that contradict traditional gender roles (Elliot and Elliot, 2005). 
This study is a review of current literature conducted by Fowler and Thomas (2015). The aim of this study was to explore the way males are portrayed in television advertisements and to examine whether there has been a change in the depiction of males between the years 2003 and 2008. By using major broadcasters in the United States, nine hundred and seven adverts were examined from 2003 and nine hundred and sixty one from 2008. Results suggested that some aspects of the portrayal of males in advertisements had changed according to the changes in gender roles within society and males were gradually being portrayed in less manual roles (Fowler and Thomas, 2015). 
It was noted by the researchers that this study had several limitations. Firstly, the advertisements that were explored were all from primetime television, this could make results ungeneralizable to adverts that are broadcast at other times. There may have also been differences in adverts that are shown during specific programmes, for example, Gentry and Harrison (2010) found that adverts that are shown during sporting events are more likely to portray males in traditional masculine roles. As data was collected at two different times of the year during 2003 and 2008, therefore, researchers suggested that there may have been seasonal factors that could have influenced results. Future research may wish to consider the way that males are portrayed at different times of the day and during different programmes (Fowler and Thomas, 2015).
This essay will now look at an explanation for the effects of stereotyping. There have been several research studies that have explored the negative effects that stereotyping can have on individuals and social groups. Both prejudice and discrimination are direct effects of stereotyping, these can both lead to the development of Social Identity Threat (Steele, Spencer, & Aronson, 2002). Stereotyping can cause an individual or social group to feel culturally devalued, causing a threat to their social identity. Research into Social Identity Threat has largely focused on scenarios where individuals have been judged using stereotypes associated with their particular social group. For example, research has shown that exposure to stereotypical Native American sports mascots can lower self-esteem in a group of Native American students, (Fryberg, Markus, Oyerserman, & Stone, 2008). As well as this, the absence of certain groups in the media can have detrimental effects on the aspirations of that certain group, (Schmader, Block, and Lickel, 2015). Social Identity Threat has been criticised for posing several methodological issues and has a lack of empirical research support. In addition, psychologists have noted that the term ‘threat’ can be difficult to define and can have a number of different meanings. Threat for one person may not be threat for another, therefore, there are individual differences associated with the effectiveness of this theory, (Branscombe, Ellemers, Spears, and Doosje 1999).
The general consensus of the research looking at the changing roles of men and women in the media is that it is improving. Recently, psychologists have noted a change in the representation of men and women in the media, contradicting to traditional gender roles. Thompson and Zerbinos (1995) conducted a study which explored gender roles in one hundred and seventy-five episodes of television cartoons. It was concluded that across all cartoons, gender stereotyping was clear. However, researchers noted a crucial shift in the portrayal of traditional gender roles in cartoons made after the year 1985, suggesting that stereotyping within the media may be improving. Thompson and Zerbinos (1995) can be criticised for using only qualitative approaches to research. Adopting a quantitative research method may have provided more valid results. As well as this, more recent research has found that Disney has improved its portrayal of gender stereotyping in films. Female characters are now being illustrated as strong and independent and no longer as being dependent on an assertive male character (Garabedian, 2015). 
[bookmark: _GoBack]In conclusion, this essay has explored, in detail, gender stereotyping in the media, looking at theory and empirical research, and criticisms of both. In addition, this essay critically discussed relevant research looking at gender stereotyping within the media. From looking at the research presented in this essay, it can be said that there is obvious gender stereotyping in the media. However, it can be seen that stereotyping based on gender is improving across the media as a whole. Moreover, it could be suggested that there is a need for more up-to-date research studies that explore gender stereotyping and its effect on both males and females. 
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