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9 

REPRESENTATIONS 
OF GENDER IN 
PRINT MEDIA AND 
ADVERTISI NG 

'·W..!COl1\~ to Your Grown -Up Life, Girlfriend!" shouts the h .. adlltlt' from R"dlx)",k 

lllJgaZItlC'S media kit.! Empowt'TmclH seems to ooze from the w('h plge, urgmg 

wOlllen [0 be: thelT ben ~dves. Accordmg to R.·Jbtlok'J m .. dia kit, the nl:lglzmc's 

llllUlon IS to be the "tolll-life gUIde for every w oman blazlIlg hl"T own path through 
adulthood lnd tlkmg on new roles - wife, mom, homeowner - wlthollt ]':UIIlS go 

of th .. 1I1llque wOlilan she has worked iO hard to b"COIlH~."~ The medIa kit lIsa 

mdudes l notc from the current edLtor- m--<:hief, St.1cy M ornson, whICh nates. 

·'\Vh .. n [ was grOWIIlS up. I always knew [ would b .... a tlIoth .. r. It was a big. defin

IIlg dr .. am, to be able to ram: Jnd adore a chtld. But that was nt'ver my only dr<'am, 

and on.: of th .. challenges of Illy grown-up lif .. is to k .... p ( .. dmg wonderful lbout 

who [ c:ln be, b~yond l diape:r-changmg, runny-nosc:-wlpmg lovc: machlne:." It fe:ds 

like thc: femlle: ~mpowe:rl1le:nt pOHe:'r chtld of llllgaZllle:'l, finally provldlllg wome:'n 

a change from the usual "how to ple:asc: your !lun" OT "drop :!5 pounds III 6 w~e:'ks 

to fit uno those:' size: 00 je:'am" that aTe:' the:' Hock lnd tTadc: of other popubr w omen's 

magJZln~\' But R .. dlxI<'/.: disappoints, as mixed messages abound, as while: the taglllle:s 

say one thlllg, cover im a!;e:'s, which put forth id ealized images of beauty have: be:e:n 
shown to say 311othe:'r. 

For example, in July :!007, the magazine fe:'atured country lllusic Slnge:r Faith Hill 

bealllltlgon It! cover, Sort of, anyway. It turns out Faith Hill With a lot of Photos hop 

tweakll1g appeared on the COVe:'T of R,'dbaok magazine. Jezc:beLcom, l pulls-no

punches website covenng Hollywood, (aihlOn, and politiC!; for WOtll~n, s~cured a 

J)",rmfy"' U,S . . 11_ Mr"i~, FiISl Edmon C~lhenlle A Luther, CHolyn RJlLg<'r lepre, 
N,eem,h Cbrk 
(:12012 C,thcnlle A lUlhn, C~rolyll Itlnger Lepre, ~nd N,eenuh Cbrk 
Pubbshed 20 I ~ by Blackwell Pub~slllng Lid. 
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Figure 9.1 : Kelly 

Clarkson's 

computer altered 

Self cover next to 

her real self. 

Reproduced 

courtesy of 

J e~ebe l. com 

copy of the Original photograph taken o f Hill and wrote ~ sothll1g ~rtlcle 
. 

rlppmg 
R.'rll"I<,k for Ih Photmhop hatchet job, transforming an "alre~dy ~bov t' -average 

39-year-old" mto "a female forgery.") Among the t1m1b'"i changed: rrimmltlg a 

"saSh')'" earlobe, thinnmg an arm so it loob fatl e~s, boneless and lpproXlIllately o nt' 

IIlch wide, removlIlg all lines and wrinkles on f."lce, lengthemng the neck. adding 

hair to make It look fllllt'r, and an overall sl1l11l1llng of the body. R"rl/}(1(,k is not 

alone In Idealized deplCtlom, and mme argue that th iS klild of lirbrushlllg IS common 

and JUst part of mag;.zines today. Kelly Ciarbon, the winner of the first season of 

.-1",,·';(,111 IrltJJ (::!OO:::! debut), appeared on the September cover of S"if magazille III 

:::!OO9, and noted when asked about tht.' final ve rsion of the cover: "It's very colorful. 

and they definitely have Photoshoppt.'d the (Tap out of me, but I don't care! 

W hoever she IS . she loob great." ~ 

But the writers at Jezebcl.com argl.lt' that the alterations ofwomell, which per

petuate what they call "The Cover lit.', " has a damaging effect on the women who 

sec these \.lIlrt'alistic and Impossiblt' to attain images day ~fter day. They write: 

Honestly. it sort ofbrokt' OUf ht'artl that II wal R,'dbwk; the 1lIagnine has bt't'li criti
Ci zed bt"foTe for mlllc que,tionablt' covers ... and, afi:er all , (t'aders of mag.1Zincs likc 
R.-dl!<~,k worry that thcy call 't havt' it all al II is (the grcat career. the lovmg husband, 
the hcalthy kid" the perfect body) ... Magnine-rt'touchmg may 110t be a lic 011 par 
with [govcrnmcnt hCII but in J world whcrc girls ali young ai clght arc gomg on the 
South Beach Dict, tccnagcrs art' gt"ttmg brcl'>t IIllpbms ali gr~du~tion Slfi:s, profelSlonal 
womcn aT.: almo'>t l"<."'qulTed to fct ishi~t' hlndbags, and cvcryonc IS sp.:ndmg WJY too 
much goddamn tllllC figuring out how to poSt' III a way that will look as good as that 
fn.:nd With thc r.:ally popular MySpact' profilc, n'li ~u'>tl wrong. .\ 

Thl~ chapler Will addre~s how women and l1lt'n have been represellted III maga

ZHlei, newipapers, and print advertising. As With the prevIous chapter, 31though thlli 
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(."hapt~r is :tbout issu~s regarding gender and tht.'" ma~~ media, du~ to tht.'" preponder

al1(."e of r~search on women and the press, its focus is mostly regardmg f~Il1:tle 

reprt.'"sent:ttlOIU, First, a brtef disnusion abo ut writer and aCTIVIst Detty Fried:m, 

l1Iagazm~s, and f~nllnism may help explain why the repres~nt:ttlOm of wom~n 3re 
at tUlles cel~brated, problematic, and 1IitinlJtdy, evolving. 

HISTORICAL BACKGROUND TO WOMEN 
IN THE PRINT MEDIA 

WOIll~n wer~ the t:trget audience for many of the very first magaZInes publishe:d in 

the United States. Beginning with tht.'" short-lived TIlt' u u/}·'s IH"J;lr.::im·llIId R"p,>silory 
'!f Emalili"i ",'S Kllmdrl!l!.r . pllblisht.'"d in 179:2 , womt.'"n\ magazines have lo ng been a 

hrge p:trt of print medi a. Sever:tl of the most prominent wom en's tlla&uines, co m 

monly kno wn as "'17". 5'H'" 5i.t,.,>,)! were launched in the late 18005 and e:arly 

1900s . Thes~ ma&uitl es included Brita HOIm's IIml Gllnlm., Fllillil). Cirri,·, C(I()d 

Housdt,·'·pi".'S, urdit's' H,,,,,,· Joun/III, R.·dbook, IVOIllm's Day, and the now-defutlct 

,\leCal/'s. From the very beginning, women were urged o n to p~ffec tl OIl. The 

Illagazltles they read III the early 1900s included infonllation on how to keep a 

bett~r home, how to behave and look like a lady, how best to car~ fOf you r husband 

and chrldr~n, and how to cook to please your family. Magazine Imtorian Fr:tnk 

Luther Mott notes that the conHam Hream of advice on how to be perfe:ct was so 

preval~nt he wondered If some might h.1ve grown weary of H.b Conslde:nng that 

the popularity of these ll1ag.ullles continued into the 19605, tillS was probably not 
Ih~ case. 

\Vnter and aCllvis t Detty Friedan, in her 1963 book "TIlt' F,·millill.' Mysliqu.·, " 
threw much blame on wo men'!> magazine~ and their role III perpetuating the femi

mile Uereotype o f the "happy homewife heroine."] Friedall was a fOfmer wnte:r for 

Illany wOI1l~n's mag.uines. and ~he had becom e increasingly troubled by the im:tge 

o f the perfect woman she sa w being forlllt.'"d within the pages of the popular maga

zines of the tillle: in pursuit ofblis~ful do menici ty. w hich was characterized by hOllle 

and husband - :tnd that happiness was impmsible w ithout both. She writes: 

Experts told them how to catch a mall and ke,-,"p him, how to brealtfeed children 
and handle their toilet training, how to cope with sibling rivalry lnd adolescent 
rebellton: how to buy 3 dlihwalher, bake bread. cook gourmet Inalls, and build a 
SWlllll11l11g pool with their own hands: how to drei~. look, and Jct more femmme and 
make marnage more excitmg: how 10 keep their hU!ibJnd~ from dymg young and 
their ~ns from growing into delinquent!>. They were taught to pity the neurotIC, 
unfenllnme, unhappy women who wanted 10 be poell or phY5icl'>IJo o r preSIdents. They 
leamed that truly femmme women do nO{ WJnt nreers, higher educ~lIon, poliucli 
nghts - the mdependence and the opportunit ie~ that the old-fashIoned felllllmU 
fought for.M 
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Fri edan summari zed w hat ~h e called a typical i ~Hle o f a po pular magazine in th e 

early 1960s: it includ t"d ~ t"ven ~hort ~ tori es about marriagt" , ch ild ren. o r th t" joy o f 

b t"ing a housewife, a ft"a turt" story on ma tt"rnity f.1~ hion , patterns for h ome ~ewing 

and craft~, o nt" article on d it"ting and anoth t" r on how to p rt"vt"nt fem alt" bald nt"ss. 

an arti cle callt"d "An Encyclo pedia Ap proach to Finding a S..:-cond Hu ~band," and 

an article on o vercoming an "inft" riori ty co m p lex: ' In co m m t"nti ng on su ch a typ ical 

iSHl t", ~h..:- wri te ~ : 

Thi~ was tll t" imagt" of t ht" American woman in t ht" year Cast ro It''d a rt"volm ion in 

Cuba and mt"n Wt"Tt" train t"d to travd into otitt" r ~pac t" ; the year t hat tht" African con

tint"nt brought forth nt"w nat iom , and a phn t" whost" ~p t"t"d is greater t han th t" ~p t"t"d 

of ~ou nd bro kt" up a Summit Conft"rt"nce; tht" yt"ar arti~t\ pickt"tt"d a grt"at 1ll1lleUlll in 

prote ~t agaimt th t" h t"gt"lIlony of ab>tract art; phYlicim t"xp lort"d tll t" conct"pt of lllt i

mattt"r; a~tronomers . bt"caUle of nt"w radio tdt"scope ~, had to alter tht"ir conc t"pt ~ of 

the expanding univt"rst" ; b iologi>t> mad t" a brt"akthrough in tll t" fu ndamt"lltal cht" lIl iltry 

of lift" ; and N egro youth in Southern Ichooh forc t"d tht" Unit t"d Stat t"~ . fOT tht" first 

ti lll t" ~inct" tht" Civil \Var. to fac t" a momt"nt of d t"mocrat ic truth. But t hi~ magazin t", 

publilh t"d for over 5,000,000 Am t"rican WOIllt" Il . almost all of w hom havt" bt"t"n 

th rough high ~chool and nearly half to college . contained almost no m t" nt ion of th t" 

world b t"yond th t" homt" . In t ht" ~econd half of til t" twt"llt it"th century in America, a 

woman'> world wa~ confin t"d to ht"r own body and b t"auty , t ht" charming of man. th t" 

bearing of babi t"l . and th t" P hy~i cal cart" and It" rving of hu~band , child rt" n, and homt", 

And t his wa~ 11 0 anomaly of a ~i ngl t" i l~u t" of a ~ingr.... wOIll t" n's magazin t":' 

• Following, and perhaps becau~t" of. Friedan " groundbrt"aki ng book , w otn t" n ~ 

m agazin es di d b egin to changt", w ith an increas..:-d willingn..:-~~ to covt"r career w omen 

and ismt"s b t"yo nd b eauty and h omt", although m any ob~ervt"r~ arpl t" the change ha ~ 

been slow and not n early as dramatic as on e m igh t Hlppme . 

GENDER IN MAGAZINES 

"Tht" St"ven SiHt" rs" r t"ached th e p eak of tht" ir circ ula tions in the mid 1 970~ , w h t" n 

they had an aggrt"g.1 tt" circulation o f 46 m illion. 10 Illcrt"as t" d competi tio n from nt"wer. 

mo re n icht"-oriented magazi nt"~ slowly erod t"d t h i~ IHlm bt"r . Many o f thes t" m aga

zin t"~ rdlected til t" social change~ w omen wert" exp eri..:-ncing. For t"xam p lt". iU S . 

m aga zin e, laullch t"d in 1972 , o ift" r t"d a ft" lllinist alte rnative to the trad itio nal w ome n " 

lllJgazin t"~ . T h e magazine was succ t"lIful wi th topics ranging from poli tics to global 

cu rrt"IH aff.1i rs. altho u gh ci rculation ra tes, t"Vt"1l a t i t~ mo st popular, never n t"ared 

thos t" o f tilt" trad itional w o mt"n's magazin t"~. But p t" rhap ~ th t" b t"st examplt" of tht" 

break frolll th t" '"ha ppy hOIll t" lllaker heroint"" occurred w h t"n auth or and busin t"~s 

w oman H elt"n Gurley Bro w n took o ver th e re in> at C"smopo/ita!1 in 1964. W h t"n 

COSllwpo/ital! wa~ originally launched in 1886 . it w as as a family m aga zin t" , w ith 

d epartmt"nt~ for w om t"ll tha t focus..:-d on fashion , househo ld d..:-corating, cooking, 

and child-cart". Wi thi n a few years , as it grt"w in popularity, Cosmop,,/it,,!! 's focu~ 
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dunged and beca me a l<,adlng marK<'t for ficti on . featurin g major authors mdudmg 

Ed ith Wharton. Rudyard Kipling, and JacK London. Ill. strength as a repository for 

fictlon grew over th<' next 50 y<,an. as did it!. r<'putatio n for investlga tlve Journalism. 

By the mid 1950s C()slIl()p,,Ji lil" '$ circulation w.u declining, along with the ci rculations 

of Illany general inter<'st magaZlIles. TillS downward spinl co ntinued for the next 10 

years. until C'IS/III'PO/i t<l u was r<,defined as a women's speCial interest magazine. but 

not In the mold of the W0I11<,n 's magazines that came before. liKe Lllli.·s' Hmll.-jollnw/ 

or IV,ml<lu 's Dill', 
Gurley Brown, who :nlthorl'd till' best- idling S.·x ,/lid II,.· Sill.!!I.· Girl, w~s abll' 

to ren13Ke the llla&1ZlIlI' to lSSl'rt that women should h~ ve a strong sexual Identity , 

and emphasized thO' idl'a dut independl'nce and " living it up" were ultimate desires. 

Cos lm'JI<)/i l,m now urges rel den to bdil'vl' tha t tlll'y have a right to ellJOY sex, Jnd 

thlt men lre desi rable but flr from perfect. Bl' ing a "COllllO G irl" means you are 

no t Jfrlid to be pow<'rful, to domimtl' a man (especiall y in bed), and to be single. 

C riti cs wo uld argue th,1\ C,'SIIwl',,/i l,w's m e,sage though is fraught with contradic

tio m: be single, but pursue a man; be yourself, but be beautiful Jnd thin; be power

ful, but do not work so hard ,n to not have lou of fun . And so the messlge to 

women rem aim confusing. 
Neverthdess, women's magazines remain one of the mOlt popuhr forms of 

media. The marK<'t tod ay is Aooded w ith women's tides . ranging from the mo re 

trad ltlolul offenngs like Glmm>llr, which focuses 0 11 a wide range of women's topics 

from beallty and fashion to health and poli tics, to Bitrh , a fem inist llIaga zine focus<,d 

on comlllentary of pop culture. O f the top ten magazines by clrcuhtloll at the end 

of ::!OO9, five were wo men's titles (B,·/I.., HOIIlt'J aud G"rd"lIs, G,>Od Houst'/.:.·.·p;'tl!, 
F<lw ily CirrI.·, I,VOIIIe'" 's D 'IY, and LJdin' HO/IJ,·j oum<lf).11 M edia re~earchers Maureen 

Denley and Sheila Gibbons no t<' thar celebrity cul ture has never been more popular 

in women's llIag.1 Zl nes than it 110 roday, with w omen's lives rou tindy bemg ex plained 

through the experiellC<' i of well-Known peo ple.' ~ They ~lso argue that the confuslllg 

me~S3ge o f yeaTS past continues: "the nuxed messages many wo men's Illlg.1Zlne send 

- empowerment and d~p<'ndency, mdepend ence and entanglement, strength and 

~eductiveness - can be confusing to wo men and girls and so mewhat frustnting fo r 

them as they try and d<,code rh~it;' messages for themsdves."u 

Print medi a, in general, have been fo und to prt;'sem stereotypical portraits of 

women . and - altho ugh wOlllen\ maga zines today do cover ismes related to politics 

o r o ther world iSHles - the gelleral form ula is sti ll beauty . fa~hion . w r:: ight loss , 

cooking, llld sex. A ::!003 study of the portrayal of working women in mainstream 

magazines by mr::dia res ~ a rcher J uaniu J. Covt;'rt , found that if successfu l working 

women were presel1t<,d in a posi t ive way . they were likdy to be deSCribed lIS111g 

nereo typicllly posi tive f<'lIlin ine qualiries, mch as having good beauty and (,slllon 

seme. " Co vert also fo und that though there were several ar ticles lbollt worKmg 

wo men or the workplac~ 111 general in rhe magazine~ Hudied, the most common 

Ho ries were about b<'aUlY and fa shion. A strong emphasis was placed on " cdebritles

as-wo rklng- woman," and llIany of rht;' magazines mr::d thiS lo rmub for the worKing

wo men sto nes. 
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W hilt' tht' wotnt'n \ tnagazint' gt'nrt' h:;u Aouri~ht'd, m~Slzint's for l1It'n luvt' had 

a slightly dlfTt'rt'nt histo ry, Mt'n'~ magazmt'~ fir.;t bt'gan to bt' pubhsht'd in tht' t'arly 

mllt'tt't'nth ct'ntury, and covt'rt'd nt'w~ and inforll1ation ~bout crimt', sport, advt'n

ture. huntUlg, and fi~hing, By tht' middlt' oftht' tWt'l1tit'th century. publlCatiom that 

focllst'd on th<'it' topics continut'd and grt'w to no t only IIlcludt', but to bt' domi
n:J.tt'd by th05t' mellt' magazines that cover('d urban life and St'" ,IS In 1933, &ql/i,., 

w:1$ foundt'd by journalist and bminemnan Arnold Gmyich as a llIag:lZllle that 

combmt'd fashion, humo r, and high quali ty fi ction 31ld nonfiction frol1\ Atn(,Tlca \ 
bt'st writ('fS, \V Hh the hdp of an article w ritten by 3uthor Ernest Hemingway that 

w as publisht'd in the fint issue, Esquin' was 3 huge success right out of the gate. 
During th(' J940s, Esquirt· began running fo ldout "girlie 3rt," whICh appealt'd to the 

malt' audit'nce's more pruri('n t interens. l
" 

In 1953, blilinemnan and ,df-proclaime."d playboy Hllgh HdiH:r, who had previ

ollsly worke."d as a promotional co py writer for Esquirt· , 3d~ptt'd the." [ squirt' form ula, 

and pushe."d the sex formula evt'n further publishing the flTSt iSHIt' of P/IIY/)('Y, which 

indudt'd a nude c ... !Herfold photograph of actress and iconic st'x symbol M arilyn 

M onrot' . Th ... magazine spark ... d many rival pu b li c~ tions , including Pt'IItiWIIS", and 

plenty of controversy throughout its many y(,Jn of publication. HOWt'Vt'T, though 

its ci rculation has dipped, especially since the advent of the Intt'rnt't, which hdped 

make pornography and nude conte."nt eas ily acce."uible :1I1d free, Pid)'OOY r('maim a 
strong part of th(' tn('n \ magazine iandscap(', 

Today, Judi th L('ville, author of A'Iy Em'my, j\ly L w.'; IVom.'II, 1\-1.-", 1/11(/ 1111' 
Di/l'IIJ1/IIIS ojC..,,,I.'T, argues that men's magazln('~ fall into two bnslc CJtt'gorit's: ~p('

cializt'd Illngazine .. , ~uch aii tho§(' about squirrel hunting :md eB rad,os, and thos(' 

about st');. She wrltt's, " My newiistand ca rrie."~ hundreds o f both kmds. N o fewa 

dUll forty publIcations displayed cater to auwlllotive afi cionados, almost a~ many 

to weaponry Ellutles ... and I Ion cOllnt at fifty skll1 JlI~g.1ZlIles - past P/"l'iwy to 

j",'o;'l!.s and beyond.,,17 Bm, sh ... also no te§ a muller category ofgent'ral intt'rt'S! m ... n's 
Illag:azint's that continue to thriVe", though not nearly on par, cl rcuhtlon- wlse", WIth 

tht' gent'ral IlltefeH women's magazines. Esquin-, CQ, D","ifs, I\/'Ixim, and AIm 's 
j (lllrrllJ/ art' II1clud ... d in this category, and Levine ~u&;ests that thest' n13gazine"s are 

particuhrly good fO f analyzing mes~ages of social transformation as relate"d to mas

culinity. M agazin ..... li k ... Details and CQ offe."r lip content that appt'nll to a h ... te ro
se."xual and homosexual Jud ietlc(' , (achieving th e "idt'al bahnce of '('1bn ... s .. ' nnd 

'regld ar-guy at ti tude ' - code for gay and straight - by am llll ing that whatever their 

sexual prt'ference, m ... n want to look good, f('el good. read good writin g, and luv(' 
good rdatio nship .. "),1 1 while Esquirt· Jnd kim's j.mnM/ have maintained a "man's 

11Ian " attitude" to ward cont('nt, fOCllling on rugged indiVidualism, and a llIaimtr('am 

straight attitud ... to ward the Judi ... tlce, 

i\I'I.\'im, launch('d by Denlli~ Publishing in 1997 . IS targt'ted at young men and i~ 

pa rt 0 f tht' gt'n r(' of tn('n '~ magazi nes called "laddie III aga Zl ne."s" or "lads' m aga zi n('s ... 

The llIagazltl t' IS aggr(,Hivdy het('rosexllal, filled WIth srOTle"S and advertiselllenu 

fOCUSing on st'x, drinking. and sports. \Vith LIl often lowbrow humor, o nt' COIll
IlHlmcatlOIl scholar mgg('s ts th(' magazine." connote~ all "OmllJdlfeCtlonal cont ... mpt 
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Should Men Care About Gender Stereotypes? 

Consider the following excerpted article by Alex 

Gibson entitled, · Why Men Should Care About 

Gender Stereotypes:" Do you believe that his 

points are valid? Can you think of examples of male 

gender role stereotypes that media perpetuate? 

Let 's not kid ourselves: men as well as 

women are limited by gender stereotypes. 

The idea of men as stupid and se~~bsessed 

is an enduring generalization tI1at is allowed 

to nourish in - dare I say it - a much more 

brazen way than the stereotypes about 

women, mainly because no man ever stands 

up and says: • Hey, tI1at 's se~ist and it offends 

me!" The problem is, while women are encour

aged to reject tI1e ludicrous icleas tI1at are 

held about them, men are supposed to 
embrace them, 

Christ. guys, have you seen what we're 

supposed to be like? Looking solely at stereo

types, men do not fare well. I would never dare 

to suggest tI1at men h8\le a harder time tI1an 

women in general society, because tI1at's just 

patently untrue, but in terms of stereotypes 

we fail utterly, Male perceptions of women are 

designed to make us feel smug in our superi 

ority, but tI1e way we 've chosen to label our

selves should make any man feel tI1oroughly 

humiliated and ashamed of his gender, 

Men are often charactenzed as spoiled, 

helpless brats utterly unable to perform 

simple household tasks, too stupid to remem

ber anniversaries and appointments and com

pletely unable to understand tI1ese strange 

female creatures and tI1eir hysterical emo

tions, We're base brutes ruled by our overac

tive se~ drives who simply can 't help being 

crass and immature, because that is the way 

God made us, This IS precisely the kind of 

ridiculous stereotype that, if applied to 

women, would be torn to shreds in Intelligent 

debate, So why don't men object? 

Gibson makes the argument that men have never 

had to think about gender: 

Here 's the thing: men don't h8\le anything 

remotely equivalent to feminism. from an 

early age, women are aware of their gender 

and what it means for their lives. far more 

than men are, Feminism encourages women 

to shed gender stereotypes and consider 

themselves as individuals, Men simply don't 

think about gender, Why would you, wnen i t 

rarely Impacts in a noticeable way on your 

life? lIery rarely is your progress barred 

because you are a man and it is true that 

male culture generally does not promote 

frank and open discussion of such issues, 

So what can we. a group of individuals who 

clearly care about gender equality and 

despise gender stereotypes, do about this? 

A prevailing culture of stupidity just isn't good 

enough for men or women, even if the former 

often don't realize it. Men can be the atten

tive and understanding partners that women 

want, and It i s a tragic shame that society 

has conditioned the male mind to reject this 

senSitiVity as weak and inappropria te. The 
change that needs to be made is cultural , but 

that doesn't make it any less difficult. 

" Alex Gibson, "Why Men Should Care About Gender 

Stereotypes," The F Word: ConrempOfflry UK 

feminism , February 2. 2008. accessed March 22. 

2011, http:;I _ .thefword.org.uk/ features/2008/ 

02/men_stereotypes. 
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and ang~r" toward wo men (particularly feminins), toward gays, toward "s<miuve" 

m~n, and toward the readers thenudves. I
" In the ll13ga Zl!1e, masculinity is defined 

and men ar~ encouraged to look and perform III cert:lIn ways lS to r~gain their 

"Illanlm~ss" and recapture the former mlle power dut perhaps has slipped away 
from t h~l1\. In cha r:J.cterizing lads' magazines, media professor K lr~n R oss writes, 

"M~n l re gJven nudge- lludge- wink- wink permissio n to be the wont example of 

their Neanderthal Plst, gruming, flrti ng, and play fighting III th~ foren wHh their 

Illltes before gOUlg back to the cave at night to have rough sex with the wom<n 
who hav< waited patiently and open- legged for thelT Teturn.":!U As a bds' lllag:Jzill<.', 

A'II/xim is a uep-by-uep, how-to guide in how to be a "11I~n." ~lbeit some coment 

seems so ova the top that It is most likely bei ng used either as p~rody or to get a 

qUi ck bugh . 
M en's md wOlllen's lllag:JZllles are not the only lll ~&1Zin e genres th~t appe~r to 

perp~t\late gender role stereo typing. Studies have also sho wn parenting magazines 

to d~pict men ~nd women in Itereotypic ways . Res~;lrchers of one ::!O08 uudy of 

th~ photographic images in four m ajor parenting ma&1Zin~s fo und that men are 

drastically underrepresented , shown approximately olle- third as of tell as mo thers or 

women . \V h<n men are portrayed they are more likely to be IIlteracting with chil
dren in a playful o r recreatiollJl w ay, such as participatlllg in a sporting activi ty. ,I 

W omen are shown as nurturers, and more of tell thall men. ar< pictured expressing 

afT~ction or canng fo r a child in a gentle way. H owever, 1Il an ~ncouraging remIt, 

the portuyals of boys and girls in photographs were not gend<r ster<otyp<d, and the 

res~a rch<n alb'lle that the repeated viewlIlg of these gellder-equalll1lag~s 11lIght have 

the power to tr:J.mform any existing stereotypes of how boys and gi rls should act. 

GENDER IN PRINT NEWS 

Like th~ res~arch done on many of the ethnic and social groups discussed in previ

ous ch~pt<'rs, Illuch of th~ research done on wo men h~ ~ sho wn th<.' representations, 

th~ H<.'r<.'oty pei, and the overall frames used to depict wo men in print news to be 

problem atic. For example, journal ism professor Ca ryl Riv~rs, in h<.'r book S.-llil!~ 

AII.\"i"I)', writes, "it's all bad news" for wo men. ll She argtl~s that though the new! 
media today do no t relegate women to a "lo w-prestige 'women 's page'" as in day! 

past, th~t there is a clear narrative frame rltat appears regularly, and that though there 
are b~lanced, well-reported stories about wom en in the n~ws media, there are 

innumerable "chain reanion " stories that jump fro m newsplp<r to teleVision sound 

blt< to l1lagazine to the Internet and thus have thematiC sraylllg pow<r. \Vom .... n are 
not told they cannot achieV(", but they an: la id thai if they do, they WI)] b< miser

abl<, as W ill Ill .... ir children. Their fam ilies and their sex IIve~ will sufTer. They 

will ag~ badly. Day-care children becollle bullies. lnd nannies cannot b .. trusted. 

\Vol1\~n III power are scary, Illasculine, and lead person~lly unflilfillmg liv<s. Rivers 

l1lak~s a strong cal .. that these frallles, cou pled with the tr~nd of women lagging 
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bd1ll1d men as source~ 

III news stones, lIlRu

ence readers' percep

tions of women and 

felllLlllsm III generaL 

The way women 

and men have been 

portrayed III the news 

Illedia, and the role:s to 

whIch !lle:n and women 

have: be:en auigned, 

have be:ell the: subJe:ct 

o f re:$e~rch lor se:ve:r~1 

decades. Mmy of the:se: 

Hudles have looke:d 

for b~sic counts on 

the numbe:rs of Ille:]} 

vel""lus WOlllell who are: 

pre' selH In news stortes. 

IIlcludmg being used as 

sources or the focus. 

They have also too ked 

at who are the ceport

en, presenters. lnd 

WrLtel""l of news stone:s. 

and III what rote~ 

men and wOlllen are 

shown (I.e . III the 

home, In the work

pl:tce:, as le:ade:n. as vlctLms. e:tc.) In moS[ analpe:s, rese:archers find e:vid e:nce of a 

gene:ral l:tck of ce:pcese:LHltLOn o f wOIlle:n . 

In seve:cal studLe:s done in the 1990s and ::!OOOs . J distinct g<."nder gap was reported 

Ll1 the use of men versus women as news sources . For example. in Olle of Its stlLdles, 

the Project for Excdlence III Journalism examin ed 16,800 news stories lcron 45 

news outlets over a COlifSe: of nine momhs in ::!004 , an d found that more than thre:e: 

quarter! o f the stories allalyze:d conta ined male sources, compared to onl y one-third 

of stOTies that containe:d a female souTce lJ (s<."e Table 9 .1). The only tOpIC cate:gory 

in which wOIlle:n we:re LUe:d as l sourc<." more than 50 p<."TcelH o f the time wefe 

lifestyle Hone:s. and the: subjects III which womell were least likdy to be clte:d wefe 

011 foreIgn affaln lnd sports. 

OVt'rwhdllllngly. males dOlllLllatt'd the front page ofnewspapel""l, beIng used as 

so urces I n stones 79 pe:rcen t of the tillle, app .... arJ ng in 69 peTc<."n t of the photog.raph~, 

lnd llIlles wTltmg 66 pe:rce:nt of th .... HOrles (s ........ Tabl .... 9.2). \Vhell stOTles were 

written ~bout o r by women, they w .... re mor .... likdy to app<."ar at the bottom of the 

Figure 9.2 ; A 

harried mom. 
(Photo 0 Derek 

LattajiStockphoto. 
com.) 
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Framing Working Women 

Journalism professor Cary l Rivers , in her book 

Selling Anxiety, suggests that the news media 

frame working women in two basic ways: as 

superwomen or as " twitching wrecks." She wri tes. 

"The former are often profiled in business pages , 

li festyle pages, and TV features , They are accom

plished, incredibly organized. and never seem to 

sweat . On the other end of the media 

spectrum are the Twitching Wrecks. They 

seem to inhabi t every 'working woman' trend 

story that rolls off the presses or onto videotape , 

Such women are endlessly miserable, eternally 

frazzled."8 

Consider the two following news story excerpts , 

Compare and contrast the working woman 

frames , What have your news media experiences 

shown you about these frames? 

From Newsweek: b 

For the New York lawyer, it all hit home in the 

grocery store. She had s topped in with her 

6-year--old to pick up a few things, but since 

the babysitter normally did the shopping. she 

was unprepared for what was about to 

happen. Suddenly there was her son. whoop

ing and tearing around the store, skidding 
the length of the aisles on his knees , -This 

can 't be my child." she thought in horror. 

Then the cashier gave a fi nal twist to the 
knife. -Oh," she remarked. "So you're the 

mother," 

The author continues: 

That was the moment when the lawyer was 
forced to admit that spending" quality time" 

with the kids didn't seem to be working. She 

and her husband. a journalist. had subscribed 
in good faith to the careerists' most trea

sured rule of parenting: it isn't how much time 

you spend with your kids, it's how you spend 

the time , But despi te those carefully sched

uled hours of parental attention between 

dinner and bed, their two kids were in danger 

of turning into lit tle brats. Next month the 
family is moving to a suburb, and she 'll go to 

work part-time. 

Later in the artic le, the author argued: 

Not every family can, or wants to, make a lif e 

change on that scale. But many are starting 

to question whether time devoted to their 

children really can be efficiently penciled into 
the day's calendar, like a business appoin t

ment with a couple of short. excitable clients. 

No wonder a growing number of psychologists 

and educators who work with children would 

like to get rid o f the whole idea of quali ty time. 
"I think quality time is just a way of deluding 

ourselves into shortchanging our children," 

says Ronald Levant, a psychologist at Harvard 

Medical School. 

From Working Mother magazine :" 

She's among a handful of top advisors who 

si t down each morning with President Barack 
Obama , But before that meeting - or chief of 

staff, senior staff and legislative strategy 
meetings - Mona Sutphen has a sit--down of 

a di fferent sort : at the family breakfast table. 

With husband Clyde Williams. she gets their 
kids ready for school. -I see Sydney and 

Davis amid the morning chaos and mayhem," 

Mona laughs. "Getting dressed, eating break-

fast. finding art supplies ." Mona may have 

one of the most intense jobs in the country, 

but she takes time in the morning to make a 

really mean oatmeal. 

The author continues: 

-She has an amazing ability to keep per

spective about what's important and has 
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a great sense of humor," says her friend 

Nina Hachigian , ·She doesn't take hersel f 

too seriously. even though she's in a very 

serious position." As one of two deputy 

chiefs of staff. Mona helps coordinate the 

President's vast domestic policy agenda. 

Sure. there 's inherent glamour in her high

ranking position - she works a few doors 

down from the Oval Office - but there's 

also constant stress and marathon days. 

Mona typically works from 7:00 a.m. to 

9 :00 p ,m .. five days a week , with half-<:lays 

on Saturdays. 

The author concludes: 

The steady stream of serious and time-sensi

tive decisions that need to get made require 

Mona to offer recommendations and move 

things forward faster than she might like. 

More than a decade of experience in govern

ment, including traveling the world as a U.S. 

Foreign Service officer and serving in the 
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Vv'hite House during the Clinton administra· 

tion. has primed her for the job, say col

leagues, Mona realizes she 's in the middle 

of an astonishing opportunity: "There are 

moments when I'm sitting in a cabinet 

meeting or in the Oval Office and I realize 

people will write about this conversation in 

history books," 

· Caryl Rivers, Selling Amciely: How The News Media 

Scare Women (lebanon, New Hampshire: University 

Press of New England, 2007). 15. 

"Claudia Kalb, Pat Wingert, Robina Riccitiello. 

Patricia King and Anne Underwood. "The Myth of 

Quality Time," Newsweek, May 12, 1997,62, 

'Suzanne Riss, -Real Mom Stories: Vv'hite House 

Deputy Chief of Staff for Policy and Mom of Two." 

accessed March 22. 2011. http://www,working 

mot her.com/web?service-directjl/ViewRotating 

PortJetjRotatingPortalBlocksl dlinkArticle&sp-S291 

3&sp-79 

Table 9.1 ; Male and Fem ale Sources in the News , 

Number of ti mcs 

referenced pcr story 

o 
1 
~ or m o re 

2.t% 

21% 

55% 

No'~: TOil!> OlUl' OlO' ~qllJl 100 due '0 rounom!; 

Fenuks 

'" 20'X. 

1.t% 

FrOIH "The Geno", G , p W OIHC'n ,,"C' Still Mi"'II1~ :t> Sourco for JOUTll.lli,,,,·· 

M ,l' 13, 200 5, The PC'''" RocMch Cen.",'. Pr oject for Excd lcnc< ill 

Jourlllh,,". 
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Table 9.2: Male versus Female Representation on the front 
Page of Newspapers. 

Rek",,"ced III articles 

Shown III phocogr.tphs 
Wrile", of ~rtides 

''''' ''''' 66% 

::! 1% 

'''' '''' 
From 'h .. Gende.- G",,: WonloCl.e SIlII "'Ii""" ... Sou«., {Of JOtJ"'.oI".>~ 

M..,· !J. 20m. Tlx Pew Rnc",ch Cen'e.-', 1-..,,«1 {Of Elecdl""", ,,' 

J""nuh,.,~ 

pa~e: bdow the: fold . a le:sl promine:nt location. Photosr~phs of wome:n were: aim 

Illore: likely to be below the: fold . This Hudy, compan·d w ith studie:s of fe:llIale:s and 

1ll~Ie:s on th e: front page ova the: past thre: .... de:cade:s. dlOWS th~t li ttle: has changed 

since: the: 1970s. W ome:n are: al lInde:rre:pre:se:nte:d now as they we:re: the:Il , although 

w Ollien now olltnllmbe:r me:n in the: ge:n .... r~l population.!· 

One: ar!!;ument mgge:stl that the: common use: of male: SOUTCe:S ste:I1lS from the: fJct 

that Ille:]} ar<, more likdy to hold pmitiotll o f pOWI:'T in our socie:ty and are: the:re:fore: 

more: accessible. R<'porte:rs on de:adlinl:' have: to Il:'l:'k out re:adlly avaibbl<, source:, 

and tend to use: th<' same: §ource:s ove:r and ov<'r again, whe:n a source proves reliable: 

and acceSSlbl<,. Diversity in re:porting on deJdline: nught not be a top priority. 

H owe:vef. SOI11<' res<'arche:n have: attt."mpt .... d to de:bunk tillS pe:rspective.Joufllaliml 

pro fe:ssor Cory ArmHrong found ltl h .... r Hudy of the: IIlAUellce: o f TepOTler s<'nder 

on SOUTce selectioll thai womt."1l art." mo rt." ilkt."ly to se:e:k out and me: feillale source:s 

in the:LT stories. and Ihat me:n :tre: more: likdy to se:e:k ou t and usc male source:s in 

the:Lr stOrLes. r<'gardle:ss of story topic.!!> If re:poTtl:'TS se'e'k out and usc source:s base:d 

on acceSSlbLlity or on local promine:nce' (for LtlstJnce. approxLlllltdy 60 percen l o f 

all privatdy hdd fi rms :tre: owne:d and ope:f3Ie'd by I1Il:'n) the:n. a gende:r discrepancy 

might be: C' xpecl<,d. But, if, as ArmsITong\ Itudy found. women are: more likely 

to liSe: wome:n as source:s, [he:1l Oil .... might wonde:r - why aTe: fe:male: re:por t<'n 

more: likdy to be: ab le: 10 locate: ft." mal e: source's? Simple: acce'ssibihty is no longer a 

valid argume:nl. Armstrong m gge:Hs Ihat il may come: down to com fort levd : 

wOIlle:n teel more com fortable: contacting wo me:n. and 1LLe:1l fe: d ilIore: co mfortable: 

contac tlLlg !ll <'n . 

Othe:rs have: found that whe:n wome:n lin' uSl:'d as source's , the:y 1lI 0st oft<'11 are: 

tise:d in local news storie:~ . and are: re:prt."~e:nte:d al victims more: ofte:n than Ie:ade:n, 

he:roe:s. or nLccessful bmine:ss pe:ople:. In ge:ne:ral. WOll1 e:Ll are: more: ofte:n than m<'n 

ide:ntifie:d by pe:rsonal information, such as physical de:scnptioll. clothing, marital or 

pare:ntll statm. while: me:n are: more: likdy to be' idl:'ntifil:'d by occupation , e:xpe:ri<'nce 

and background.!" In he:r smdy on ge:nde:r-rol .. ue:re:otypin~ III the: Ile:ws. media 

scholar Judy VanSlyke: T urk found thai the:re: was no statistically SLSL1Lficlilt differ

ence: between male: and fe:male: rt."porte:n LIl Ih .. USI:' o f personal au nbUle:s as de:snip

tOn fo r sourc<,s. both we:re: e:qually likely 10 USI:' Ihe:m, !7 
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Political stonots. in particular. highlight gt'nder- role stercoryping III ncws. M~ny 

rcsclTcheTS h~ve ~nalyzed f<,m ale candida te~ in political races aa OH the country , In 

gcm:ral. these studlots hav<, fo und that male and fem ale political ca nd idates lTC Pf<'

sentcd 111 very diffotf<,nt ways and alo ng gend<'T- role uefeo typots,!1 Fotmalot candidates 

tend to bc presentcd as b<'lIlg compassionat<' and warm. and mal<' ca ndidates lr<' 

pr<'I<'llted as b<'IIlS tough and ~ggr<,ssive. Femal<, candidates ne m OTe likely than 

male candidat<'s to hav<, subnantive column inches dt'voled to appearanc<'. <'1ll0-

tionJllry, and p<'TSo n~li ty. Th<, us<' of sources in political sto ries. too. t;tk<,s 011 addcd 

impoTt3nce whcll it is consid<'r<,d that <'xPt'rt sources used in politica l storiots sub

stalltlvdy Impact vo t<' r attirudt' and undt'fnanding, Expert sourecs Jdd valu<, to a 

news story. and thc lIS<' of a particulaf somct' by a jOllTllJlist prOVides that SOU fCt' 

with a credibility Jnd trun. which can build tht' level of authority attributcd to that 

person. In o ther wo rds. readt'T5 and vit'wt'TS will trust in tllc crcdibiliry and ~uthority 

of:l particubr SO\lrCot , in part b<'caust' tht' journalist is tdling them the pCfson II all 

cxpcrt. 
\Vhcll thinking about how WOlllt'n art' portraycd in print 11lcdia. turrllng to 

studies on thc covt'fagc of ho w tht' prt's! fram t's tht' lllost visiblc Amcri can wo man. 

thc First Lady. ca n offt'r an intt'rt'sting perspt'ctive. The First Lady is the subjt'ct of 

much pren sCT\1tIny. and it has bt't'n widdy hdd by Tcst'archcrs that socict31 norms 

about how WOIllCIl fi t into the It'adt'nhip rt'aim and what the "appropfiatt' ro l<''' 

fo r a w oman should bt' compilca t<'s covt'rlge of this po wcrful (and yet. not pOWt'f

fu]) woman. O Vt'f tht' past three dt'cadt's. tht'rt' havt' bt'en changes III ho w wom cn 

art' vicwed 111 our soclt'ty. <'spt'Clally in tt'rms of their politicalmAuellce. and more 

specifi cally. the public pt'fct'ptJo n o f what rolt' a Fim Lady should play IS chmglllg. 

Much study has bct'n dont' o n the Fint Lady and hcr office With com ider:lblt' atten

ti on p3id in rect'nt yt'aTS to st<'reotyping and tht' mt' of fr.lllles . ."1 As J ill Abrah:lm 

mggesu. 3S framt's 3ft' oftt'll marked by comroversy ~nd social rdev:lncy. and that 

First L:ldies art' oftcll sct'n as symbols of Amt'rican womanhood . then the cultural 

controversy over gendt'T rolt's pro vidcs a powerful framt' through which thc Illt'dia 

cover thcse w Olllcn. J(I 

First Lady scho lar l3t'tty Wmfidd dt' fi nt'd four major frames used when a First 

Lady appt'arcd 111 thc news: .11 an t'KOrt, accompanying thc Prcsident : as :I styl ... 

scttCT. serving :IS :I soci:ll role modd: as a "noblcssc oblige:' performing ch~rit:lbl ... 

good works; :lnd in :I policy :ldvilor ro lt'. }1 Another major frame Uied is Ollt' thnt 

cm ph3si zes :I Hercotypi c:l i or traditionally expectt'd gendcr role . such as t h ~t of the 

sacri fi cing, supportive spouse or tilt' locial function-performing lady of the hO\lse :11 

Rese~rch has shown that the mort' politically activc thc First L~dy . ~Ild thc lCls thcy 

fulfilled thc bchind - thot-scelles wife stert'otypt' . tht' more negative thc textual 

coverage.l.I 

7i'II" writt'r Kurt Andt'fs<'11 WTlt ... ,> that: " tht' country expects its Fint L:ldy to 

represent somc :lpproximat<, idt'ai of American womanhood . and that pcrfcctly 

modeTll superwoman is. in the 1980s. powerful but fenmml ... , ro malltically allvt', 

but socially cngagcd."J.I Ano ther 7im.' article Hates: 
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Tht" pt"r~on a pillow away from tht" prt"~idt"llCy i~ ht"ld up to an unddint"d idt"al: ~ht" 

bt"ars all Amt"rica's conflicting notions about womt"n a~ wivt"s. motht"r~ , lovt"r~ , col

It''agut''~, and frit"nd~. A First Lady ~hould bt" channing but not all fluff, graciou~ but 

not a doormat. ~ub~tJntivt" but llot a co- Prt"~idt"nt. Sht" rnu~t ddt"lld ht"r hmband and 

~mi lt" bravt"iy Wht"ll ht" ~ays ~tupid thillg~, 

Th..- articlt" continu..-s: 

Sht" must look grt"Jt, t"Vt"l1 fashionablt", Wht"ll a showt"r and clt"an clOtllt"~ would IUfflct" 

for anyont" t"ist": pOISt"S~ pt"rft"ct childrt"l1 though ~uch crittt"rs do not t"xist in natllrt"; 

and traipst" around tilt" globt" in a mit and ~t"mib lt" pumps Wht"ll ~ht" would ratht"r bt" 

homt" with a good book. Sht" ha~ both a day and a night job, but i~ not allowt"d a 

proft"s~ion of ht"r own. Hardt"~t of aiL sht" ha~ to appt"ar to loV'-" ..-vt"ry minutt" of itY 

Hillary Clinton most oftt"n was fram..-d as a f..-miniH cart"t"r woman. During tht" 

Monica Lt"\vimki so:: scandal in 1998, itHt"Tt:stingly, when Clinton donn..-d ht"r 

"stand by your man " pt"r~ona, a v..:ry traditional gend..-r rol t", ht"r fJvorabili ty ra ting 

rt"ached som..: of its hight"st levds during htr tt"rm of offic..:. 

Laura Bush wa~ fram..-d as the "un-Hillary,".16 a First Lady drawn from tht" tra

ditional Barbara Bush cloth. R t"port~ commt"tHed on ht"r lovt" of books and librari..:s, 

h..-r composure undt"r pre~sur..-, and as a "partn..-r in her hmband 's lift", but not 

hi~ work ... .l7 According to ont" US 1\" ' 11'5 allll [{'mid R'ptn1 article, Laura Bmh 

is "mor..- gardt"n club tlun h..-althcar..- ta,k forct", mort" homt"body than world trav

d..-r, mor..- li~t<."nt"r than Hump 'pt"akt"r. And all, appart"ndy by choic..:, m ht" ring in 

h..-r own t"ra as pt"rhaps tilt" first post-feminin first lady .".J,I 5110: pbyt"d a mort" tra

ditionally f..-minine gt"ndt"r role and was as uncontrov..-rsial a~ any first lady in tht" 

past two d..-cad..-s. Ht"r approval ratings rt"maim:d extrt"mdy high for h..-r eigln y..-ars 

in the Whit..- Hous..-, Ilt"vt"r falling bdow 80 pt"rc..:nt. 

Covt"ragt" of Michdlt" Obama . tht" Ivy L..-agu t" t"ducat..-d wift" of St"nator Barack 

Obama, ha~ to datt" b..-en intt"r..-sting. Early on, ,ht" came undt"r fi r..- for bt"ing too 

oUTspoken and too aggr..-"ivt", giving mort" ammunition to tht" ov..-rall discussion of 

gt"nder rolt" portrayal and socit"tal t"xpt"ctatiom about women. Sht" r..-c..-ivt"d somt" 

daggt"TI for com!1lt"nt, dut wert" considered antipatriotic. She was a fin- b umping 

caricaturt", a ~tt"rt"otypical "angry black woman." and to counter the negativt" att t"n

tion, Obama changed h..:r imagt". Obama showt"d "Idf- restraint and dilciplint" by 

dialing back"-·) and workt"d to reJ~sure vot..-rs that sh..- wa~ "jmt li k..- you."-lO Sht" 

wa~ ct"r tain to dt"momtrate tht" Tt" was warmth bt" twt"t"n ht"r and ht"r candidatt" 

husband and making ht"r children the top priority. Ft"minist, objt"cted, but thi~ mort" 

traditionally ft"mini nt" woman played wdl in tht" prt",s and with vott"rl. 

Aft..:r th..- ::W08 dt"ction, a nt"on-bright ligllt wal focused on the Obama family 

- t",pt"cially Michdlt" Obailla. Tina' invit t"d its rt"adt"rs to "M..-et tht" Obama, !" a, if 

th..-y wt"rt" ~itcom characters.~1 In tht" article. Oba!1la is not compar..:d to any formt"r 

first lady, b ut to Laura Pt"tri..-, the Dick Van Dykt" ,how'~ "amiably nt"edli n g sup

POrtt"T ... asking him to takt" tht" girls to school tht" morning after tht" dt"ction."" 

Prt"s'i to datt" has mad..: ht"r a fashion icon, mom-in---t::hi..-f. and on..- half of In 
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extremely luppily married coupl ..... Bur it i~ clear that what gender role Ohama will 

play i~ ~ tlil in Aux. 

GENDER IN ADVERTISING 

GenenUy ~peaking, adverming hali b ...... n slower to change with ~ocietl.l norms, and 

nowhere is that more obvious than in th ... way women and men are presented III 

advertisements. In the 1950s, as with magazines, women w ... re portrayed as house

wiv ... s, carmg for their (.1ll1llies. Th ... y cooh·d. d ... aned. did laundry, and m~de 

themselve~ look be~utifu l for th ... ir husband, . Men , on the other hand . were shown 

as bminess-oriented and pillar.; of th ... hom .... Th ... message th ... !e advertilemelltS sent 

was clearly th~t wonH."n belong ... d in th ... hom ... , while men were the breaclwinll .... rs. 

The 19601 brought sOln .... chang .... but m ... n w ... re sti ll in dominant posi tions in co m -

parison to W0111en. \V ornen wer ... more oft ... n portr~yed as sex objects , showing 

more skin. and when pictured with m ... n, were beautifu l. had hourgl~ss figures, and 

were clearly "ami candy. " Advertisers took advamag ... of the imecuriti ... s of wom en 

as pertained to their looks. W rit ... r and mark ... ting consultant Michelle M iller describes 

on ... 3d during that period: .... Ueauty cream was marketed with a 1l1agazme advertue

ment showmg 3 distraught wif .. looking on as h .. r husband talked with a be~utlful 

young wOlllan; the masthead r .. ad, '00 .. 5 Your Husband Look Young .. r Than You 

Do?'''u As til" ad demonstrates. S ... XISIlI cominued to rule in the 19605. 
\Volllen were pictured llIore oft ... n in working roles in th ... 1970s. but these roles 

were more subserVient than Ih ... Jr male counterparts. Com mon occupations for 

women were secretary, hairdrena. and wai tress. Th ... IlH'ssage was sti llth;l\ women 

w .... re not equal to men, were s ... xual objects to b .... used. and did not h~ve :lIly real 

power in society. In a larg ... content analysis o f general IIlterest Ill~gazines, media 

researchen Alice Courtney and Safah Lock .... retz examined images of women ~nd 

men 111 m~&1Zme advertisements . .. They found that: 

• W om en were rarely ~hown in out--of-hom ... working roles. 

• Few women were shown as a prof ... ssional or high-level business people. 

• W omen r~rely ventllred 6r from hom ... by tll ... mselves o r with other women. 

• W om en were shown H d ... p ... nd ... nt on m ... n's protec tion . 

• Men were show II regarding women a! s ... x object! or as domestic adjuncts. 

• Females were most often sho wn in ads for cl .... aning products, food products. 

b .... auty products. drugs, clothing. and home appliances . 

• Men were most often shown in ads fo r cars. travel. alcoholic beverages, cig.1rettes, 

banks . industTial products, .. nt<."TtJinment media, and industrial companies. 

The main message III thes .. ads was that men were til .... prOtectoD who carfled 

out more lI11portalll roles and had to mak .... more sigmficant decisLoLu for themselves 

and for their families than did women. 
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A largt" r shift occurrt"d in th t" 1980 s. W o mt"n and mt"n wt"rt" ,till brgdy pictured 

ltl traditional g t" nd t"r rol t"s, w omt"n in th t" hom t" and mt"n at w ork , but tht"rt" w a, 

movt" m ent to a mo rt" mod ern d t" piction . Advt"r t ist" mt"nt~ Hartt"d show in g m t"n at 

hom t". h elping OUT w ith th t" chort"~ , and caring fo r childrt"n , and w om en b egan to 

b t" picturt"d with rt"gubri ty in tht" w orkpbct". and not alw ays in a HlppOrt rol l.". 

I ntt" r t"Hi n gly, though m ort" w o mt"n wert" show n in th I." w o r kp b c t" stt"rt"o ty pt"~ o f th t" 

" w o rki ng w o m an" wt"n ." loud and cl ear . O nt" study a,kt"d w o m t"n th t" ir opinion 

about a 1985 Amt"rican Exprt"s, ad campaign , d ubb t" d th t" B t"tty B rit"fca~ t" campaign. 

which appt"ar .... d inmaga zint"~ and on td .... visio n.~' III thi~ ad, 13 .... tty, a cart"t" r w o m an. 

al w ays w ort" a twt"t"d sui t and carri ed a bri efcast". Sh t" w as nevt"r w itho ut the st" v t" r t" 

sui t, and , t"t" m t"d to bt" clutchin g th t" bri efca~ t" w ith int .... m ity . Lisann t" R elmt" r , w ri tt"r 

fo r th e Sp"kane Chronic!.-, no tt"s: 

W ht"n Hdt"n Hom t" makt"r frt"t s about tht" waxy buildup on h t" r kitch t" n fl OOf and 
ring-around-th .... -collar on ht"T hmband' s ,hirt~ , sh t" 's probably not making a good sal t"1 

pitch to cart"a womt"n. To grab th t" ir attt"ntion, advt"rt i,a s havt" eft"att"d Bt"tty B ridcast" , 

w ho tums out to b t" anoth t"r lilly stt"rt"otypt" .. . Sh .... [wt"ars] a twt"t"d suit appropriat t" 

for th t" boardroom b ut sh t" was ,itting in tht" blt" acht"fs at a bast"ball gam t" , cht"aing on 
tht" tt"am w ith ht" r two daught t"r> . . . Sh t"'s an t"xagg....rat ion of t ht" cart" .... r woman . a 

blatant symbol in ht"T dft"SI -for -sllcc t"SI suits , and sh t" has b t"com t" an advt"rtising clieh;:'''''' 

M ort" than 75 p t" rcent of w om t"n r t"po rtt"d that th t"y wt" r .... imultt"d b y this po r

tray al, and the inh t" rent id .... a that w o men w ho w ork outsid e th t" hom e mUST givt" 

up all hi nt, of ft" m inini ty to be su cc t" lSful. T h t" sup t" rw o m an imagt" , in mallY of it , 

fo rm~, was o pt"nly d t" rid t"d , a~ Renn t" r writt"~ : " A pt" rfume com m t"rcial a few yt"a r> 

back ft"aturt"d a mpt" rw oman singing to a man : ' I bri n g h o m .... th t" bacon , fry it up 

in pan ... and Il t"v .... r It" t you forgt"t yo u 'rt" a man. ' Cartoollin N icol l." Holland t"r 

b t .... r ribbed th t" conull t" rcia l w ith th t" remark: 'That w oman must bt" on drugs. ' ,,-17 

By 1989, advertiser> liHt"n t"d , and tht" im ag t"s of harsh Detty wt"r t" p h ast"d o ut III 

plac t" of a It'' s~ Itt"r t" o ty pical w orking w oman , thougll th t" Hlpt"rw o m an im ag t" 

ling .... r .... d . 

Tht" 1990s b ro ught mo rt" o f th t" sam t" . W omt" n wt" rt" still g t"nt" rally th t" a nt", 

cooking and cl t"aning, w hil t" m .... n wt"rt" d t"p ictt"d in m iu . dominant at w o rk, travel

ing for busin t"s~ , o r w orki ng in tht" yard aT hom t". What had gro w n much stro ng t"r. 

how t"vt"T, w as th t" ,t"xual objt"cti fi ca tion o f w omt"ll. A nn J. Simo nto n, a formt" r to p 

mo dd b t" fof t" b t"com ing th t" found t" r and dir t" cto r o f M t"diaWatch , an t"d u catio n al 

nonprofi t org:ltli zation tha t has as 0 n I." o f its m ain foc u ,es th t" t"xposing of th t" med ia ' , 

rol t" in exp lo iti n g w om t"ll. writt"~ : 

Tht" advt"rtist"d woman i, a compicuom, two -dimt"lJI ional arti fi ct" . H t" f lips aft" St"1JI1I 

ally partt"d. Th t" ft" is a fi nga in or ova h .... r mouth, as if to stop h t"T from 'p t"aking. 
Somt"t im t" s h t"T mouth is wid t" opt"n, sli cking and nibbling. Sht" do t"sn't ,mil t" t"asily. If 

sht" do t"s, ha grin is ht"r privatt" St"crt"t. Sh t" ap pt"ars to b t" tt"asing, angry. dfuggt"d, or 

scart"d. Tht" advt" rtist"d WOlllan is mad t"-idt"ntifi .... d; Ih t" o ftt" n compt"t t" s with otha 

t~mJI t"s for mal t" attt"llt ion. Th t" advt" lt ist"d woman is tht" implit"d bonm that got" , along 
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wuh dlt" tnp to Hawaii, tht" wfa bt"d, that ~Ix -pack ofbt"t"r. Hn hnk to products IS 
w common we fall to noUc", her, or queition h ... r purporoe:'" 

For the past 40 yt"ars, J t"an KIlbournt", award-winning documentarian, has dont" 

pioneering work on tht" imagt"! of women in advertislllg. In the Killillg UJ Softly 
films (1979: 1987; 2000; 2010), KIlbourne argues that advertisi ng is everywht"re, 

selllllg not only products, but valut"li and concepts oflove. sexuality, love. rom:mce. 

mccen. and nonllalcy.""J \VOlllen in advertising are impossibly perfect. and tht" 

problem WIth tht"se imag ... s is that they not only sell products to help crea te this 

impossible perft"ction but also all Impossible standard of beauty and thinness. Sht" 

mggests that 11llplicJt III th",st" l1lt"ssagt"s is that if women do not succeed III ~chit"vll1g 

this impossible st:lIldard. which of course they cannot. they simply :lTe not trying 

hard enough, which st"riously and pt"rmant"ntly t" rodes w omen's self-esteem. 

Other trt"nds that K ilboUTllt" notes includ ..... th ..... practice of turning wom en's bodies 

into "things" or objt"Cti , like beer bo ttles or road signs. W omen of co lor ~re often 

shown as animals. dt"pictt"d in leopard skin or animal prims. with the implit"d message 

being th~t tht"y art" somehow " not flllly hUlllJJl,"' fur ther objectifying tht"lll. 

Advertising is. as KIlbourne puts it, "relentlessly heterosexua!'" with the oftt"ll 

repeated Illessagt" that W 0111.-11 need a man to be complete. Sex is everywhere. and 

lIsed to sell everything from cars to watches to handbags. 

W Olllen take up less physu::al spac ..... in adv ..... rtising than men do . ~nd appear III 

stances of vulnt"rabihty. while lllt.'11 art.' depictt.'d in stanct.'s of power and ~ggrt"Hion. 

This is only revt"rsed wht.'n ract.' t.'ntt.'n into the advt.'rtisemt.'nt. and then the whitt.' 

model is depIcted in tht" stanc ... of POWt.'T. Kilbourne acknowledges that ill recent 

years, more advertISIng has app.-ar ... d that objectifi ... s men. with Illen appearmg lS 

body parts WIthout ht"ads. III Jylllg down positions of vulnerabIlity, llld Iludt". but 

she argues that thest" lds do not occur nearly lS often as ads that objectify wOlllt"n 

and are not ~s d~l\l3ging. Sh ... argues that l far greater problem is that men art" so 

often depic tt"d ~s being th ... p ... rpt.'trators of violenc .... lild tlut thIS Image of m~iCU-

linity teaches young m ... n that thIS is acc ... ptable behavior and th ... norm. Sht" nott"s, 

In genera!. hUlllan qllaltti ... s arl'" divided up, polarized, and labeled maiculine and fl'"llll
nIne. And th ... n the fl'"lllinine IS consistently devalued .... which callies mt"n to 
dev~lue not only wom ... n, but also all thOle qualities that get labeled 3S fellllllill'" by 
the cll!t ll r ... . And by th]t I m ... an qualitiel like compassion. coop ... ratlon . nllrtllrinp:, 

I ··!\II 
elllJl~t ly. S ... lliltlvlty. 

Today. studIes luv ... dlown that tht.' re has b ... en no fund amental changt" in the 

percentages of wom ... n portray ... d in advertisem ents versus men. nor in the ways 111 

whi ch advertISements contllHl ... to ster ... otypt.' both genders and to objecti fy womt"ll. 

M ed Ia scholar DaVId Gauntlt.'{{ argues that the kind of women society t"Kpt"Cts to 

see IS dIfferent - a mar ... vibrant. busy. confidt.'nt. lttractive success - and while this 

IS not always borne out. as th ... cOluumt.'r changes, advertising changes toO.11 For 

ltutance. cOllSumt"n :ITt" ltkely to Hill see a woman p ... ddling a cleaning product. and 
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Illopping tho:" kitcho:"n Aoor or ~crubbing the range. but the Illo:"~~ago:" i~ tlut ~ho:" want~ 

to do it fast and o:"a~y, m ~h t' can gt' t om tht' door and 011 to sOlllo:"thing d~t' (though 

tim sOIllt'tlung d~t' i~ oftt'n anotht'r gt'ndt'r-typical t:uk, likt' dnvmg tilt' carpool 

Illl111Van). 
"Frt'o:"d0 1ll" and "libt'ra tion " art' common theme:s in prod ucts lllarkt'lo:"d to 

wom o:"n. Rt'lio:"archt'r.; point OUI tha t Ihi~ ~pt'ab to the post- femllust supt' rwoman: 

"look at 1110:". having it all, doing it all, illliling all the: whde ... thanks to this nt'w, 
improvt'd timt'-saving product." Gladt' tdls a woman ~ho:" eln "fool ho:"r frio:"nd5" into 

thmking ~ho:" has bahd and clo:"aned all day by lIghting a ca ndlo:". C ro:"st WhJ{o:"strip~ 

tdls WOlllt'1l tht'y call 1I~t' tht'i r product while doing anythlllg at :111. o:"vt'll klmng, 

according to a rt'ct'nt advt'rti~ing campaign. Skt'tche:rs and Rt't'bok t'llcouragt' 
WOl11o:"n to Wo:"lf tht'ir nt'w mmclt'-toning arhle:tir ~hoes that save: tht'm tilt' timt', 

mone:y. and drort of going to tht." b,),lll. 

Eve:n tHore litt."rally. advt'rti~ing tdls women they C3n be freed and liberatt'd from 

tbe biologic dt."tHt'lm of bt' ing female. Fe:m inine he:alth md beallty ptoducts 
tell W01llt'n tht'y can "foo l M otht'r Nature." and any number of bt'311ty ptoducts 

advise women tllt'y can "turn back the clock" and "fight the: sigm o f aging" by 

using certain lotiom and potiom. Hair dyt' rompanie:s urge W011l e:n Iitaally to 

"fight" thelT grt'y~ bt'camt' "why bt' grt'y wht'n you can be yourself?" D rug com

panies lure womt'n into a~king tht'ir doctor~ fo r certalll prescription dru!9, from 

those dut can hdp you grow longt' r, thicker la~hes , to shots that purpoTto:"dly h't'p 

bont's strong, by appt'aling to tilt' ft'ar of growing old o r llllattraCTlvt'. T oday\ beauty 

ldo:"al stresses to womt'n that "you can't bt' young enough, thin e:nough, o r bo:"Juuful 

eno ugh." Though advt'Tt iiing cannot alont' be blamed fo r creatmg tho:"st' ido:"as. 
reso:"archo:"r.; arguo:" that COJUUlllo:"f§ should hold Jdve:rme:rs accountable o:":lch and t'vt'ry 

WHe tho:"y promott' tllt'lll. 

GENDER TRENDS AND "THE MALE GAZE" 

Though this ldt'a Ius bt't'n toucht'd on in the prt'vious se:ction. It is worth t'xploring 
the concept of "Tht' M alt' Gazt' " on its own. The theory of the !lUll,· SIl~T stt'ms 

from feminist and fi lm stud y re!t'arch, and in !implistic terms implies that tilt' imagt' 
of a woman is c reatt'd from tht' pt'Tspt'ctive of an implied 1l1~le ob5ervt'r. In o tht' r 

words, femalt's art' shown ofTt'ring up their ft'mininity for tht' p leasure o f an abs t'nt 

mall' spe:ctator. From this malt' gazt' pt'r~pt'ctive, women who view tht'st' ads may 

form ideas about what WOlll t'n art' supposed to look like and how W01l1t'1l art' sup

posed to act . For imtanct', WOtllt'tl art' shown as body parts. o f tell withollt fact's, as 

subserVIent and in lying down or crollcht'd positions. W 011len are: regularly do:"pictt'd 

with theIr It'& o r mouth widt' opt'n. bt'nding over. gazml:; It the call1t'ra (:lnd thm 

the: vIewer of tht' advt'rti~t'mt'nt) in t'itht'r a It'xually hungry way o r Jll fo:"aT. Otht'r 

ads show tht' conct'pt of tht' malt' gazt' t'ven mo re dlre:ctly with the WOlllo:"n bt'ing 

dlro:"ctly oglo:"d. apprt'ci:ltt'd, or dominatt'd by one or more 11I:lle VleWt'f§ in tht' pho-
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tograph. Res ... archer~ 

Amy Malkin, Klillberlu: 

\Vorlllan, and Joan 
Chnsler conducte:d a 

uudy of weight and 

body typ ... of mag.1ZII1 ... 

cov ... r models. Th ... y 
conclud ... d tlut both 

• m ... n's and women s 

magalUl"'S COlllnllll11-
cat... messages about 

w",ght, body typ"', and 
s",xllal attrac tive:ne:ss of 

WOlllell through the:ir 

choice of cov ... r models. 

Each type of nugnll1e: 
r .. Rect ... d th ... nllle gne: 

"tend[ingj to portray 

what women should 

look Ilke :md what 
men should look for. ,';2 

The ld ... a of re:adll1g 
an advertmng photo

graph for lI11phe:d l11ean

IIlg IS not a new one. 

SOCIologISt Ervmg Goffil13n . the: author of a semmal study on WOllle:n and adve:rtls

IIlg pubhsh ... d m 1979. created ... method for analYlltlg photographs of m ... n and 

wOlllen III adve:rtlilng. whICh codes common poses in a number of ways, III an etTort 

10 draw alSumptlolU about the portrayed mascllimity and feminllllty of th ... people: 

shown. GotTman's cbsslfication allows for a m ore nuanced evaluatton of P,Ctur ... S 

that Il\OV",S be:yond a black and wlme typology (a pictur .. is sexist or not) to a con

sid ... ratton of how pose tfammits me:ssage:s about the: appropriate rol ... s, looks. or 

b ... haviors for women and lllen. For imtanc .. , GotTman's classification llOt ... S the use 

of the " felll inine tOllch "' In ad ve:rtJse:me:nts. W om ellmO!t often lr ... d ... pict ... d lightly 

clr ... ssing ln obje:ct. whe:re::!s 1lle:n lre: lllore likdy to b .. depicted as grasping or 

luing III obj ... ct. \V om e:n also afe IllOTe li kely to be touching thelllseives III a picture:, 

mch as TeHl1lg their fingertips ag;timt thei r chin or neck. Body pOSition IS llso COll

sidered. W hen a pe:rson is pictured reclini ng on the Roor o r lying on a bed. the 

Impression l! of sexual lVllbbihty. If ... penon is pictured WHh the head. afm, or 

knee turned at an awkward or llllnaturalangle, this posture can be read as one of 

an accept:lnce of subordulJtJon. an expressIOn o f ingratiation, SUbnllislveness, lnd 
" , ) app .. aseillent. 

GOffillln also desctlbe:s a pattern. called {juIISt·d lI'i rltdr<lIl'<lI, III willch women mOTe 

ofl ... n thall men are plClure:d lS "removed psychologically from the social s!tUltion 

Figure 9.3; This ad 

was used to 
promote Kahlua 
liqueur. Notiee the 

placement of the 

airplane. 
{Advertising 

Archives., 
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at brg~, l~aving th~m dimri~nt~d in it , and pn:~ur1llbly, th~r~for~, dep~nd~nt on 
tile prolecti vene$§ and goodwill of otheT§."; ~ Coffman, as wdl a~ otller r~§~a rcllen, 

lfb'l.le that th~ "oth~r" that i~ provid ing prot~c tion i~ male. Exampl~s of tillS IIc~m~d 

withdrawal could be found if th~ femal~ in th~ ad was d~plct~d as gazing in an 

undlr~cted way U1l0 th~ middle diH:lnce.:ls pr~occupied, perhaps by tWIsting a pi~c~ 

of clolhmg. as r~tr~atlllg b~hind obj~cn, covering the face to conc~a l an ~mouonal 

reaction lnd snuggling into, fold ing into :lnother penon, g~n~r~lIy a mal~. 
M any r~S~lTchers have followed up on Gofl'nllll's work, and concluded that 

though SOI1l ~ of hi§ gender itereotypes have lesselled over time, many lUll r~main 

as Comlllonplace. For illllanc e, Illass cOlllmuniCatlOn professor M~e-Eun Kang con

ducted a study of magazine advertisements that appeared III V,~"' .. Marlmlois"//'·, and 

McGIll's , using Coffi llln's categories and two c:ltegories she addd, (I) body display, 

d efi n~d as the levd of body display shown, either in the form of body-re vealing 

clothing or in nudity ; and (2) independellce, designed to look at the "big picture" 
of th~ ad v~rtisement in terms of implied sdf-assurance,ss In this swd y, body

rev~aling clothes include, among o thers, mini-skirts, tight shirts , ev~ning go wns that 

~:o.:p ose cl~avage , " see-through" clothes , or bathing suits. N udity was defined as 

uncloth~d llIodds. including models translucent under ~pparel and lingerie, mod els 

cloth~d III Ilothlllg except a towel, or modds depicted WIth no clothing at all. She 

conclud ed that the images of women in 1991 adverllsemenu d id not signifi ca ntly 

chang~ frolll the image~ found in 1979 adverti~ements, e:o.:cept In two of the coding 

categon~s; ]icem .. d withdraw al and body dIsplay. [n these two cat~gon~s. advertise

l1I~nts 111 1991 showed signific:lntly higher levels offell1l1e hcens~d wnhdrlwal. with 
wom en app~aTlng to o ften appear "ment:llly lost" o r "mentally driftmg," and ~ig

mficantly lugher levds of body display, She concludes th:\t the :ldv~rmlllg induHry 

Ius not chang .. d much at all in iu depiction o f women. except, perhaps to b .. even 

worse and c~rtalllly m ore sexually explici t. 

Although much discussion foc.uses o n the se :o.: ualiz:ltion of WOI1\ ~1l in adv .. rtise

m~nl5, ~vld~nc .. e:o.:uts. that men are aim increasingly being targets for ~e :o.: uali~"ltion . 

For e:o.::lmple, social researchers Tom Reichert 3nd his coll eagues ~xamilled the 

portrayals of men and w omen in six US tlIagJZHle advertisements frOIll 1983 and 

1993 . They found that both men lnd w omen WeTI' more oftI'll se :o.: uallzed in 1993 

thnn in 1983. Furthermore, in that time span women were three time$ more likely 
to be dressed in a sexually explicit manner than men for both time franl~s. sb In a 

m ore r~cent study, I113S S co mmunication resea rchers Titl'any Shoop, Ca therine 

Luther, and Carolynn M cM ahan eXJm ined images of se:o.: uahty in ad vt'"rtist'"ments 

featured in US and Japanese fashion magazi nes. [n thelT cross-culwral study. the 

authors found that all o f the magJzines they examined (U.S.: Cosmo, Clamollf. 

D.'Mils, CQ; J a panesI': Vi vi . Cdm Call . J\'It'II ' j J"ka. JH t'II 's 1\'0 11_ No) pres~nted se :o.: ul l

iz~d lIl11ge~ o f both men and women . Overall, however. th~ p~rcentag~5 off .. male 

Illodel~ being shown in sexually provoc:ltive poses :lnd dress were mil higher than 

the p~rc~ntage s of nllie nlOdds.51 

[t app~Jn, thaefo re, that with Hrides being nllde tow:lrd g~nder ~quahty. ratha 

than portraymg w omen in less sexualized ways, advertisen hav~ opt~d to e:o.:press 
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equalHY by sexual!zlllg both men and wom en in thei r adi. Perhlps It IS hard for 

ldve:rtisers to vee:r l WlY from the tenet thl t '\ex sells." 

GENDER IN NEW MEDIA 

The wldespreld use and popularity of the [ntanet has opened up oppo rtumtle: i 

for wom e:Il's groups to advoc~ te fo r equality and leiis Hereotypicll repre:sent:ltlon 

and to provide In outlet lild 1 vi rtual gltha ing place for the exchange o f idels lnd 

frie:ndship. Some: inte:resung sites include the following: 

• N ational O rglnization for W om en - http://www.no w.orgNO W. founded III 

1966, is the: hrgest feminiH orglnization in the U ni ted Stateii and IllS as its goal 

to take: actio n to bring equl li ty for all wom en. The website oil'Crs news stori es, 

cllls to lction, hot topio. clllpter informJtio n, and blog links, llllOllg o ther 

resources . 
• The Third W ave.' Foundltion - http ://www.thi rdwavefoundation.org Third 

W lVe: IS :I fe:lllmist, activist foundation that worb nationally to support young 

women lnd tramge.'ndered youth through grant making, leadershi p devdopment, 

and advoc3cy. The website.' offers linb to leadership and job opportunities, as 

well as ne:ws stories and documentaries det.li ling Third W ave grlnt proJects. 

• DlogHer - http://www.blogher.colll Dlogl-ler is a bloggmg comll1umty for 

women. M ore th:ln 38,000 wome.'n have registered more thall \8,000 blogs With 

thiS growmg network, which connec ts info savvy bloggers, ldvertlse:rs, and 

relders. Ili0gHer hous a large social media conference for wom e:1l e.'ach Ye.'lr. 

According to their miSSIon Hltement, DlogHer's goal is to "f..cllit3te lnd CUrl te 

a COIlHllUlllty tlllt empowers our members and creates value fo r 311." 

CONCLUDING REMARKS 

It would be: e::lsy to deduce, based on the discussion in this and the pre:vio lls chapter 

on ge:nder lnd e:ntertl inmem media, that men and women conti nu e: to t:,ll victim 

to itereotypes. Men. however, tend to fare better in these stere:o types by being 

portrayed as the dominlnt and mo re importlnt sex in our soci e:ty. Al though th e: 

Illa!i medil have increlsingly Harted to objectify men as sex obJ ecu, women con

tinue to be the: one:s who lre lllarglilalized lnd objectified in adver ti$ing. Eve:n ne:ws 

portraYlls o ften flil to sho w women as three-.dimemional. produc tive. :md int e: lli

gent hunlln bemgs. 
N OIle:theless, positive chang~ are happening. \Vomen's maglZilles, sllch :IS 0, 

'nrC' Opralr j\fIl~~a.:1I/'" lnd )\1",.. .• boau hIgh circulation number! and mclude a sense 

of todly'$ more e:mpowered, multifaceted w oman . M ore women are moving mto 
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th~ n~WHOOm'i of bo th print and bToadca'it outl~ts, and tht"Tt" is a tTt"nd for w omt"n 

to appt"aT mort" oft~n than in tht" paH in nt"ws stori ~s, both in focm and as sourc t"s . 

Clearly. tht"rt" is Hill work to bt" done . For imtance, maTginalizing and Her t" o typi 

cal imag~'i ofwo l1lt"n in advt"rtising art" not just th~ norm but aT t" t"xp t"ct~d . A rt"ct"nt 

STudy of collt"gt" womt"n found that though th ey T~cognizt"d tht" highly sexualized 

way thar w omt"n W~Tt" porrrayt"d in advt"rtising, th~y saw li nlt" wrong with i t. It was 

just tht" >tatus quo. M any r~portt"d that th is w a'ijus t tht" way thin~ wt"rt" , and ther t" 

w as n o rt"a'io n to take ofTt"mt". P t" rhaps this is tht" la rgt"r issut" fo r comid<.""Tation ht" re 

- not just that th~se H~rt"otypes t"x ist, but that th~y aT~ so pr~val t"nt tha t t11t"y art" 

simply part of o ur cultural vocabulary. A nd in a world wh<.""rt" harmfulltl\J.g~'i art" 

commonpb c t" , and stert"otyp~ s art"" just part oftht"" bndscapt", th~T~ i'i no lmpt"tus to 

changt"" . 

Reflection Questions and Thoughts to Consider 

1. Cornpaft"" and cOlltrast tht"" way womt""n aft"" Pft"" 

st""ntt""d in a vafi t""t y of COllSu mt""r m agazin t"" s. Choost"" 

m agazint"s targt""tt""d a fan gt"" o f aud it"" nc t""s: for illStanCt"": 

a tt""t""n magJ.zint"" . a 1Il t""1l"s m agJ.zin t"" . a Latina lIlagJ. 

zint"" . a tfaditional womt""n ' 'i magazin t"" . How do tht" 

portrayals vary? Do you St""t"" difft""rt"llt lIlan ift""statiom 

Of Vt"" rsiOllS o f 'itt""rt""otypt""'i? What 'iilllilaritit""'i do you 

St"" t"" ? 

,., Pt"" rform tht"" samt"" t""xt"" rcist"" . Only this t imt"" , comida 

how mt""n aft"" rt""p ft""st""lltt""d. HowaT'-" m t"" n It t"ft"" O

typt""d? Do tht"" Itt""rt""otypes vary acrol'i mag;tzint""s? AI 

disc ullt""d in Box C of th t"" pft""v ious c haptt""f , common 

m alt"" Itat"" otypt"1 inciudt"" tht"" action hao, tht" 

buffoon, t ht"" big Ihot , t ht"" Itfong lilt""nt tyPt"", tht"" Jock 

and tht"" joka. Can YO Il find t""um plt""1 o f an y o f th t""st"" 

in print mt"dia , al wdl as III t""ntt""rtainm t""llt m t""dia? 

Which aft"" tht"" most common? Art"" lomt"" mort"" 

commOll thm otht"J"'i in c t""rtain publications? 

3. Comidt"f tht"" conct""pt ofth t"" ma lt"" g;tZt"" . W hy do you 

bdit""vt"" it il such a pt""fValivt"" form of vision in advt""r

t ising and otha forml of m t""d ia? Can you locatt"" any 

t"xampl t"" 1 that dlOW tht" malt"" gazt""? 

4. Tht" nt""ws mt""diJ. fralllt"" WOIllt""ll in politiCl in a 

varit""ty of way I. Examint"" It""vaal ft"" Ct"" nt nt"" wl ltofit""1 

writtt"" n about Hillary Clinton , Sarah Palin , Nancy 

Pdosi . Olympia SllOWt"", Of any ot ht""r ft"malt"" polit i

cian YO Il choost"". Do you St""t"" ct""rtain tht"lllt""1 

ft"" pt""att""d? Do you bdit""vt"" ft""malt"" politicians art"" 

trt""att""d t ht"" samt"" as tht""ir malt"" cOllntaparts? How \0 

Of how not? 
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