» ) ASET JOURNAL OF MANAGEMENT SCIENCE
A Bi-Monthly Peer Reviewed Journal

Aset Journal Of Management Science
Volume 1/ Issue 1/ pg: 8-17

STUDY TO INVESTIGATE THE
PORTRAYAL OF WOMEN IN MEDIA AND
ITS IMPACT ON WOMEN'S SELF-
ESTEEM AND SOCIETAL ATTITUDES
TOWARDS THEM

Dr.V.Suganya! & Dr.M.Kalaivani?

1&2 pssistant Professors, Faculty of Management, SRM
Institute of Science and Technology, Vadapalani,
Chennai

Email ID: 'suganya.ssug@gmail.com
2drkalaimba@gmai.com

Abstract:

This research study aims to investigate the
portrayal of women in media and its profound
impact on women's self-esteem and the broader
societal attitudes towards them. The media,
including television, film, advertising, and social
media, plays a pivotal role in shaping perceptions
of gender roles and ideals, which can
significantly influence individuals' self-esteem
and contribute to the perpetuation of harmful
stereotypes and biases. Through a comprehensive
analysis of both gualitative and quantitative data,
this research will explore the various ways
women are represented in the media, including
the prevalence of stereotypes, objectification, and
under representation. It will also delve into the
consequences of these portrayals on women's

self-esteem, body image, and self-worth.

Furthermore, the study will investigate how
media representations affect societal attitudes
towards women, potentially reinforcing or
challenging gender inequality and discrimination.
It will examine the role of media in perpetuating
or challenging harmful gender norms, and how
these representations can contribute to or hinder
progress toward gender equality. The research
will employ a diverse range of research methods,
including content analysis of media content,
surveys and interviews with women from
different backgrounds, and an exploration of the
broader cultural and social contexts in which
media operates. This multifaceted approach will
provide a holistic understanding of the intricate
relationship between media portrayals of women

and their real-world impact.

The findings of this study are expected to shed
light on the significance of responsible and
inclusive media representation and its potential to
empower women, challenge societal norms, and
foster a more equitable and just society.
Additionally, the research may offer insights into
strategies and initiatives that can contribute to
positive change in media portrayals, ultimately
promoting women's self-esteem and more

equitable attitudes towards women in society.
Keywords:
Introduction:

In the modern age, media has become an

omnipresent force, shaping our perceptions,


mailto:suganya.ssug@gmail.com
mailto:drkalaimba@gmai.com

influencing our behaviors, and reflecting the
values of our society. Through television, film,
advertising, social media, and an array of digital
platforms, media communicates not only
information but also narratives about who we are
and how we should relate to one another. In this
multifaceted landscape, the portrayal of women

occupies a central and highly influential position.

The media's representation of women is a topic
of enduring significance, not only for its capacity
to captivate and entertain but for its potential to
mold and distort our perceptions of gender, self-
identity, and societal norms. As media continues
to evolve and proliferate, its impact on women's
self-esteem and societal attitudes towards them
has become a subject of increasing concern and

academic inquiry.

This study embarks on a journey to delve into the
intricate relationship between the portrayal of
women in media and the profound consequences
it has on women's self-esteem and the broader
attitudes held by society. The portrayal of women
in media is a complex issue, one that
encompasses a spectrum of representations, from
empowering and positive depictions to harmful
stereotypes and objectification. Understanding
this spectrum is essential to comprehending the
broader implications for women and society at

large.

ASET JOURNAL OF MANAGEMENT SCIENCE
A Bi-Monthly Peer Reviewed Journal

.

- 2023 INDIA
HT 2023

Women have long been underrepresented,

misrepresented, or marginalized in media
content. Their roles, appearances, and narratives
have often been constrained by conventions and
biases that don't reflect the diverse realities and
aspirations of women in the real world. This
raises critical questions about how media
representation influences women's perceptions of
themselves and how it molds societal attitudes

about women's roles and value.

The relationship between media and self-esteem
is particularly noteworthy because self-esteem
plays a pivotal role in shaping individual well-
being, self-worth, and aspirations. The media's
messages about women can directly impact how
women perceive themselves, influencing their
self-esteem, body image, and life choices.
Moreover, the portrayal of women in media has a
profound influence on societal norms, which in
turn can affect women's opportunities, rights, and

treatment.

This study aims to explore this intricate interplay
by utilizing a combination of qualitative and
quantitative research methods. By conducting a
comprehensive analysis of media content,
surveying and interviewing women from diverse
backgrounds, and contextualizing these findings
within the broader cultural and social landscape,
we aim to provide a holistic understanding of the

impact of media portrayals of women.



The findings from this research are anticipated to

not only contribute to the academic
understanding of the subject but also to inform
discussions and policy debates concerning the
role of media in promoting women's self-esteem
and challenging or perpetuating societal norms.
As media continues to evolve and adapt to our
changing world, comprehending its power and
potential for empowerment or harm is essential
for advancing the cause of gender equality and

women's well-being.
Objectives of the study:

» To Examine and categorize the portrayals
of women in various forms of media,
including television, film, advertising,
and social media, with a focus on
identifying prevalent stereotypes,
objectification, and under representation.

» To Investigate the self-esteem levels of
women across different age groups, socio-
economic backgrounds, and cultural
contexts, and explore how these levels
correlate with exposure to specific media
portrayals.

» To Examine the relationship between
media representations of women's bodies
and self-worth, investigating whether

idealized and unrealistic beauty standards

in  media contribute to  body

10

ASET JOURNAL OF MANAGEMENT SCIENCE (=, (™
S s
A Bi-Monthly Peer Reviewed Journal

T 2023 0
dissatisfaction and  negative  self-
perception among women.

To Investigate how media representations
of women affect their career aspirations,
life choices, and self-efficacy. This

includes  exploring  whether  media
reinforces or challenges traditional gender
roles and expectations.

To Examine how media portrayals of
women influence societal attitudes,
including perceptions of women's roles,
value, and capabilities. Investigate the
potential for media to shape or challenge
gender stereotypes and biases in society.
To Consider how factors such as race,
ethnicity, sexual orientation, and
disability intersect with media portrayals
of women and their impact on self-esteem
and societal attitudes, recognizing the
diversity of women's experiences.

To Explore the role of media literacy in
mitigating the impact of harmful media
portrayals on women's self-esteem and
societal attitudes. Assess the effectiveness
of media literacy programs and
interventions.

To Identify instances of positive and
empowering portrayals of women in
media and assess their potential to
self-esteem and

enhance  women's

promote more equitable societal attitudes.



» To Investigate the specific impact of
digital and social media platforms on
and  societal

women's  self-esteem

attitudes, considering issues such as
cyberbullying, online harassment, and the
spread of harmful content.

To propose recommendations for media
content creators, policymakers, and
advocates to promote more diverse,
equitable, and empowering portrayals of
women in media and mitigate the
negative impact on self-esteem and

societal attitudes.

These objectives guide the study in its pursuit of
a comprehensive understanding of how the
portrayal of women in media influences self-
esteem and societal attitudes, with the ultimate
goal of informing strategies and actions to create
a more equitable and empowering media

landscape.
Literature Review:

Originally, studies on how women are portrayed
in advertisements were carried out across a range
of nations, such as Australia (Browne, 1998),
France and Denmark (Furnham et al., 2000),
China (Cheng, 1997), Sweden (Milner & Collins,
2000), and so on. According to the majority of
stereotypes  still
(Furnham & Mak, 1999; Grau & Zotos, 2016).

The prevalence of stereotypes is declining in

research, gender persist
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western countries, while it is unchanged in Asia
2001).

Common stereotypes of women include showing

and Africa (Furnham & Farrager,

them as housewives, presenting them as mute,
utilizing them as sex objects, and putting them in
weak roles or positions. Using content analysis,
Matthes et al. (2016) found that a country's
culture has a big impact on how people are
portrayed and came to the conclusion that
countries with greater Hofstede's masculinity
index ratings still adhere to gender norms.
Furthermore, the worries stem from the idea that
using stereotypes to portray an unrealistic picture
of women might be viewed as unethical.
Additional research by Tinkham and Weaver-
Lariscy (1994) and LaTour and Henthorne (1994)
has bolstered the idea that consumers'
assessments of commercials are influenced by
their ethical perceptions. According to a Liu et al.
(2019) study, women typically have lower buy
intents for products that feature harmful
stereotypes of women in their advertising. When
it comes to the role representation of ads, sexual
appeals—including nudity and sexual
appearances—may be the most extensively
researched subject. In order to create a sexual
appeal in advertisements, women are frequently
utilized as "sex objects” (Courtney & Whipple,
1983). Indian advertising typically treat women
as commaodities or objects by taking advantage of

their sexuality and breaking the body down into



separate pieces (Das, 2000). Women are
frequently depicted in leisure or swimwear-
related images, with images of various body
parts—such as the breast, leg, and pubic area—
and dressed as decorative objects (Hall & Crum,
1994). According to other research, women are
frequently portrayed in ways that are sexually
alluring (Lin, 1998; Verhellen et al., 2016).
According to Bardwick and Schumann's (1967)
analysis of male and female roles in television
ads, women are more frequently shown as
housewives or homemakers than as participants
in  commercial, industrial,

or professional

settings. Moreover, women in the ads are

portrayed as being obedient to men and may even
encounter hostile physical or verbal abuse.
and Pollay (1990),

women are frequently represented as passive,

According to Lysonksi

inert, inside, and lacking in authority and

knowledge while in  household
situations. Sukumar & Venkatesh, 2011; Das &

Sharma, 2017) depict women as being dependent

they are

on men for existence and lacking purchasing
power. Women who are portrayed in this way
tend to have low self-esteem and are given the
idea that women's roles in society are subordinate
to those of men. According to a research by
Goffman (1978), women are frequently portrayed
as having docile behaviors, weak non-verbal cues
like permission to withdraw, unfocused attention,
and

etc., lower physical stature than men.
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Browne (1998) noted a number of body language
cues that lead to inaccurate portrayals of women.
They are linked to characteristics like shyness,
giggles,
connected with the conventional perception of
femininity (Kitsa & Mudra, 2019).

weakness, and passivity that are

Conclusion:

The study on the portrayal of women in media
and its influence on women's self-esteem and
societal attitudes presents a compelling case for
the critical examination of media representation.
The findings reveal a complex interplay between
media, self-esteem, and societal perceptions,
highlighting the need for meaningful change and
awareness. Media holds immense power in
shaping our perceptions and expectations, and
this study underscores its profound impact on
women. The continuous exposure to often
unrealistic and negatively skewed portrayals of
women in media has been found to significantly
affect women's self-esteem. The pressure to
conform to idealized beauty standards, coupled
with the perpetuation of harmful stereotypes, can
lead to lowered self-confidence and self-worth.
Furthermore, the study convincingly establishes a
link between media representations and societal
attitudes towards women. These portrayals can
perpetuate gender biases and contribute to
The

dehumanization of women in media content can

inequality. objectification and



normalize regressive societal norms, impacting
the overall status and treatment of women. To
address these issues, it is evident that a
multifaceted approach is necessary. First and
foremost, media outlets must recognize their
responsibility to portray women in a more
diverse, realistic, and empowering light. This can
help counteract the damaging effects on women's
self-esteem and lead to more positive societal

attitudes.

Education plays a pivotal role as well. Promoting
media literacy and critical thinking among
individuals is vital. By equipping people with the
tools to deconstruct media messages, discern
between fact and fiction, and resist negative
influences, we can empower individuals to take
control of their self-esteem and attitudes. Policy
interventions are another critical aspect of this
issue. Governments, in collaboration with media
should
establish guidelines that encourage responsible

organizations and advocacy groups,

media portrayals. These measures can include
promoting gender equality and diversity in media
content, as well as monitoring and regulating the

industry to ensure compliance.

In conclusion, the study highlights the urgent
need to reevaluate the portrayal of women in
media and recognize its substantial impact on
self-esteem and societal attitudes. It calls for a
shift towards

more positive and diverse
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of

comprehensive education and policy measures to

representations women, combined with
create a more equitable and inclusive media
landscape. By addressing these issues, we can
work towards a society where women are valued,

respected, and empowered.
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