This essay will discuss the stereotypical portrayals of women in the media and the wider effect of prejudice and discrimination against them. The impact on self-concept via self-categorisation, gender role conformity, mental health and stigma. Psychological areas discussed will be stereotype threat and stereotype lift, social identity theory and in-group and outgroup orientation. The effect of this will be applied against the discriminatory behaviour towards the female group. Also included will be the sexualisation and objectification of women in the media, which will be assessed relative to modern day treatment of sexual assault victims. Promotion of violence against women in media will be studied, along with rape myth acceptance, which places blame on the victims of sexual assault rather than the perpetrator of the act. Furthermore, the harmful male stereotype of aggression and assertiveness, differences in socially acceptable sexual behaviour for males and females, and the implications it has on rape myth acceptance. Types of media assessed will be advertisements, games, social media and television. Discussion will also evaluate past and present media stereotyping to establish whether representation in the media and in society has changed overtime.  
“Stereotypes are usually defined as beliefs about groups, prejudice as evaluation of or attitude toward a group, and discrimination as behaviour that systematically advantages or disadvantages a group” (Careem et al., n.d.). A typical societal belief is that women are nurturing, passive, and emotionally delicate. There are expectations of women to behave, conduct and present themselves in particular ways. These expectations have been reinforced by media stereotyping and considering the vast, influential supply of media all around us, could account for real world attitudes and treatment of women. With children being particularly impressionable, equal representation of gender roles in the media is crucial for future societal change and treatment of both men and women.
Advertisements in the 1960s were largely based on gender roles, with the women serving their husbands and striving for their approval. An American coffee brand ‘Folgers’ was infamous for this, even branding their coffee as ‘husband pleasing’. With television adverts including remarks such as, “how can such a pretty wife make such bad coffee?”. This derogatory tone continues throughout these adverts and even features aggression towards the wives for their inadequate coffee (Bondfield, M. 2020). A study of Massachusetts court cases in 1964, investigated potential causes of domestic violence against women. Deeming quieter men as the culprits for violence due to emasculation by their assertive and dominating wives. This provides strong evidence of gender conformity, even by psychiatrists of the time. The study also claimed that the consumption of alcohol by the husband would enable him to be more assertive and demand intercourse with his wife. If she refused, then she would receive violent treatment as some sort of therapeutic outlet for the husband. As for the wife, she supposedly derived masochistic pleasure from being beaten, to relieve herself of her guilt caused by her controlling demeaner (Snell et al., 1964 as cited in Dockterman, 2014). This dangerous association of violence against women and justification of male aggression could provide an insight into society today, and how sexual assault victims are discriminated against. A paper was published by Fox. W & Renas. R (1977), about the effect of stereotypes and the impact on women’s careers. It stressed the ingrained beliefs about women in the workplace - that they are demanding when assertive and naive if they are not. It was clear that women at that time, in the opinion of others, could not compare to men in the workplace and change was not wanted. The view was that women lacked the same commitment and responsibilities as their male colleagues and a woman’s career aspirations were hindered by societal expectations. A view which still exists today. In addition, it focussed on the stereotyping in advertisements, how this impacted a woman’s self-perception and therefore her career options. This highly biased environment in the workplace and the sexual stereotyping of women in adverts, along with societal roles for men as financial decision makers, highly disadvantaged women’s careers. Also stated is the prevalence of discrimination at that time, against professional women, often being sexually objectified.
A more recent review emphasises how stereotypical media can impair academic achievements, mental and physical health of a certain group - the effect of stereotype threat. It provides more substantiating evidence suggesting that the portrayal of women as young, sexual, domesticated, devalued and passive beings, negatively effects their ambition. Claiming that it could in part, account for the gap in academic credentials between males and females. The non-stereotyped group can be positively impacted by a stereotype lift effect. In this case men, who are frequently represented in the media as powerful with leadership qualities (Appel & Weber, 2017). This is reflected in current leadership roles in employment. Even with the growth in gender equality within society today, it seems evident that women continue to be negatively impacted by gender bias, whereas men continue to excel. This is supported by the 2020 report of CEOs in the UK showing little progression since 2012, with men accounting for 95% of CEO positions (Killian, 2020). 
The in group-out group association is the division between two groups of people based on the Social Identity Theory. Meaning the group of people which you share personal or social traits with, such as the team you support, gender or race, is the one you will identify with. Ingroup-outgroup association allows for prejudice and discrimination against the group that differs from your own (Tajfel, et al. 2009, as cited in Thomae & Pina, 2015). Self-Categorisation Theory is the process of categorising oneself into one of the two groups as mentioned. This can cause bias, ingroup solidarity and stereotyping of the outgroup (Thomae. & Pina, 2015). One study explored the effect of the attitude of males towards females when sexist humour was involved. This type of humour within the group encouraged attitudes of rape culture such as, sexual harassment towards women, and rape victim blame to further unify the ingroup. One suggestion for this occurrence was the rise of gender equality. Thus, threatening the hierarchy of men and therefore they responded with hostility and misogyny. This allows us to determine a link between intergroup discrimination, threat, and sexist humour. As the jokes are made at the expense of women, it gives the men a feeling of superiority, seemingly reducing fear of ingroup threat. The study showed that attitudes of men that supported gender conformity, and the use of sexist humour, served to degrade the outgroup and encourage the use of sexual violence against them (Thomae & Pina, 2015). This conclusion is supported by Ryan & Kanjorski (1998) as their experiment assessed the use of sexist humour among college students in America. They too suggested that the jokes about women correlated with rape and violence acceptance against them.
Further research suggests that men who view advertisements with sexual objectification of women are more rape supportive. Women in societies that endorse more stereotypical based roles, have less rights and freedom, and are more at risk of violence, sexual and nonsexual (Dill-Shackleford, 2009). The presentation of women as objects of sexual desire or attention is ubiquitous in television. A Belgium study explored the effects of sexually objectifying media on adolescent girls. It found that exposure to this content affected the girls’ view of their sense of self, self-objectification, sex appeal and beauty standards. Highlighting the way that western media sexualises women’s bodies and focuses on female body image rather than personality is pertinent in music videos - portraying the female body as a seductive or decorative object. Including the suggestion (of both past and present media) that maintaining beauty ideals can attract men and therefore result in positive life outcomes such as relationship status and achievements. It also stated that the basis of social media on appearance can alter the perception of oneself, with users often removing photos of themselves that do not attain to these ideals. (Vandenbosch & Eggermont, 2012). 
Despite the belief that women should be objects of beauty, sexually desirable and the sexualisation of women being rife in the media, there is a double standard in the expectation of their sexual behaviour. One American study demonstrated this, by highlighting the effect of media conveying negative stereotypes of women who engage in casual sex, often being deemed as having low self-esteem. It stated that despite casual sex being increasingly acceptable within society, and the rise of gender equality, women engaging in this type of sex are seemingly stereotyped as having low self-esteem, in comparison to men who were rated high on self-esteem levels (Krems, 2021). Men are highly accepted in society as sexual beings, as is their need for sexual fulfilment. This harmful acceptance of stereotypical masculinity along with female objectification in the media could in part, account for the rates of female sexual violence victims and the attitudes towards them. This theory was explored when undergraduate men’s media usage was compared against their objectification and sexual violence acceptance against women. The results indicated that even when viewing non sexually violent media such as sports, the objectification of women in this material contributed towards their stigmatisation and discrimination of them. These dangerous portrayals dehumanise women, allowing them to be immorally treated and suggesting that victims of rape are at fault for the violence perpetrated against them (Seabrook et al., 2019). Hypermasculine males adopting these damaging attitudes felt lower sympathy levels towards rape victims than other males (Dill-Shackleford, 2009). Once again reinforcing the negative influence of sexist media toward adverse attitudes of women and vindicating male perpetrators of violence. 
Research of exposure to violent game play indicates a higher acceptance of sexual exploitation of women. Multiple studies have concluded that male players of violent games have supportive attitudes towards rape, violence, sexual aggression and harassment. Particularly troubling considering that men are the top consumers of gameplay in America. Female games characters are typically objectified and have roles related to sex, with violence against them being encouraged and rewarded (Beck et al., 2012).  A highly popular best-selling game series ‘Grand Theft Auto’ enables the male player to engage in intercourse with a prostitute and carry out her murder in callous ways, such as kicking her in the genital area until she bleeds out, the use of a golf club or by shooting her. After which he will be rewarded by taking his money back. (Dill-Shackleford, 2009). You can also physically attack female characters that are provocatively dressed. In response to this the character vocalises how she “likes it rough”. This sexualises violent acts and gives the impression that it is enjoyable for the female character, therefore enforcing rape myth.  This is another concerning example where virtual media translates into real life scenarios, and the barbaric myth that rape is a pleasurable experience for the victim. Some games are even rape goal orientated, this is particularly alarming in today’s highly realistic, graphic material which uses enactment of the body rather than use of controller (Beck et al., 2012). As part of a study, ninety-six women that viewed prime time television also had a higher tendency to accept rape myth and to determine rape accusations as fabricated. This is supposedly caused by storylines in daily television adopting these rape myths. The data analysis also found an association between conservative political beliefs and the acceptance of rape myth (Kahlor and Morrison, 2007). Another aspect of rape myth acceptance is low sympathy towards the victim. Research on this suggested that modelling sexuality and associating it with violence via media, can be attributed to rape myths and the desensitisation of sexual assault. When considering the above, by consuming these types of violent games that degrade women, could account for an indirect promotion of rape (Ellis 1989 as cited in Beck et al., 2012). Another concern is the influence of these games on young people, with American youth’s media usage of around 45 hours a week. Viewing this genre for such a length of time, could distort their expectations of sexual relationships (Dill-Shackleford, 2009). 
In modern culture we must also consider the effect of social media. The cases of Anita Hill and Blasely Ford who both testified against a supreme court nominee accusing him of sexual assault was highly published and open for online scrutiny, with politics being placed as a more pressing issue. The victims gave their testimony against a predominately male panel and received death threats and warnings over their families’ safety due to the allegations. This report considers the issues of digital technology promoting harmful ridicule and doubtful narrative over claims of sexual assault. Initially news coverage was sympathetic towards the victims, but rape supportive attitudes increased overtime, with television as the worst culprit. Even the previous President of the United States publicly mocked one of the victims and dismissed her claims. However, social media does provide a platform for awareness of maltreatment against women, such as the significant ‘#Metoo’ movement (Blumelli E. & Mulupi, 2021).
To conclude, stereotypes still evidently exist today in society and in media even if not as blatantly as in past advertising. Gender equality is on the rise but at a slow pace and males still predominantly account for people on television and have more dominant roles, with women continuing to be displayed as sexual objects in all types of modern media. Objectification of women in media is highly harmful to women and young girls’ mental health, with music videos being particularly culpable. The lyrics further objectify and sexualise women. Violence perpetrated against women is currently a pressing issue and women in the workplace still face bias and guilt for being assertive, or for working instead of being at home with their children. Proving that the expectation of women as caregivers still suffices. More women are attending higher education but are still underrepresented professionally. Stereotype threat/lift is evident in modern society as women continue to fight for equal status. Also demonstrated was the power of group categorisation and the effect of this on rape acceptance and sexual harassment. This was particularly prominent alongside sexually objectify or violent material which dehumanises women and targets them for sexual assault. Violence against women is very much prevalent, with rape seemingly decriminalised due to lack of reporting because of fear of media and public scrutiny. Victims continue to be doubted and the perpetrator walking away unscathed for the majority. Even with accusations against a man of sexual misconduct, it still enables them to excel. Donald Trump for example, who eventually became President of the United States. Proving the true sustenance of male power dominance and patriarchy. Social media has played a part in the increased exploitation of victims of sexual violence and poses safeguarding issues. However, social media has also shown to play a positive part in this issue, in contrast to the negatives. Empowering feminists, victims and social justice advocates and enabling them to fight for the prevention of violence against women and highlighting the injustices within society. 
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