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ABSTRACT

Mass communications has great impact on the mihgeaple. It plays a vital role
in influencing the children in deciding gender slén everything from advertising,
television programming, newspaper and magazinespriuc books, popular music,
films and video games, women and girls are morel\iko be shown in the home
performing domestic chores such as laundry or capkas sex objects who exist
primarily to service men, as victims who can't pobtthemselves and are the natural
recipients of beatings, harassment, sexual asaadltmurder. Women bodies are
often used to sell products. These images also imelghaping up the notions
amongst little girls and boys about who they shdwddand what they can achieve.
Psychology offers several theories to explain hbe $exualisation of girls and
women could influence girl's well-being. Ample egitte testing these theories
indicates that sexualisation has negative effetta variety of domains, including
cognitive functioning, physical and mental heal#gexuality and attitudes and
beliefs. Exposure to images of the beauty ideakim®es dissatisfaction, depression
and anger and lowers self-esteem in young girls wathen. When women are
dissatisfied with their own bodies, pictures ofradthin, mostly white models in
magazines, TV, etc can reinforce those negatiManfge There is a need to promote
healthy images of women, gender-based educatioimcady and creating positive
media portrayals of women. Masculinity and femityiris defined and restricted by
boundaries of media, it can create and generatgegeatifferences. As media is the
eye, ear and limbs of the society they could helgreat deal in changing the
stereotypical images of women in society.

Introduction

Today we live in a world that is constantly chamgand is dynamic
in all its aspects. The media plays a very vité ia making our world so
dynamic and constantly changing. In today’s scenaeople tend to believe
that whatever is depicted by the media, whethent pmedia, electronic
media or any other form of media, is true, withaatually going into the
depth of the matter. The media is so influentialt theople tend to believe
that the propagandas shown on the television setsttee newspapers are
absolutely true in all scenes.

In this research paper we will specifically layess on the role of
media in changing the stereotypical image of wontka,effects of media
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on the mind sets of the general public at largedntext to the image of
women as portrayed by the media, effect of mediztuldren of the age

group from 5 to 10 years of age, who are very ¢aggrget etc. There is a
reel world depicted by the media and what is shtwaur children which is

not real. sexualisation of girls by media whosemaim is to create desire
for the products of advertisers, has lead to tlwesmse in the cases of
anorexia and distress among young girls. Medialiing women bodies in

all forms of media whether it is cinema, newspapeigazines or

advertisement’s etc. Women are the largest buysr'sosmetic products,

child care, household good's etc. So media’s prfowis is on woman.

Indian cinema has completed a journey of 100 ygatsyyomen is portrayed
in the same manner i.e. pativrata and obedienth \§dbbalization things

have changed, but now the cinema has started &rgldemale bodies by

exposing the female flesh in film's like Murdersidi, BA Pass etc. Iltems
songs have become the way of attracting audiendelateriorating women

image like Bedi Jalile Jigar Se Piya in the film Kara, Cheekni Chameli in
Agneepath, Munni Badnam Hui from the film Dabaatyg e

Most of the time women is portrayed submissivet, Soferior and
weak. All daily soaps have a company story linewhich women is
portrayed weak, obedient, ideal wife who can garng extent to protect her
family and supportive towards her husband, whictowsh the male
domination in the society. We have conducted aesuramong people
belonging to different backgrounds and found thatiia has played most
important role in shaping their notions, their difides and its effects the
youth and women the most. Survey conducted by warierganizations
prove that youth plays a significant role in ouoramy.

In conclusion we have tried to analyze how medralma motivated
to represent women equally and in a positive marfee need of the hour
is to show that women are powerful, independentrastcsubmissive. There
are many women who have done extra ordinary warkarious fields like
for example India’s former prime minister Mrs. IraliGandhi, the CEO of
Pepsi India Co. Indira Noovi, the famous astronalpana Chawal and
many more.

The Portrayal of Women in Film’s

Cinema is a complex medium of communication thanluioes
sight, sound, motion, drama and messages to caitarattention of the
audience at largeln developing countries like India, there haverbkardly

® lla Patel, Representation of Women in Mass Med{@995) (Unpublished
Institute of Rural Management) https://www.irmaiaipdf/randp/1020_
53632.pdf visited on February 14, 2014
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any efforts to build a feminist film theory or exinm the question of women
in cinema through systematic research. In gendnal,analysis is related
very closely with specific film narratives and mast the times the film
revolves around the male character in the film.

The traditional mythical female characters of itheal women have
continued as archetypes and are the same even itod&yaracterization of
women in Indian cinema in one way or the other. Worare continued to
be depicted in the roles of caretakers (motherswinds) in the family.
Now due to this kind of portrayal of image of a wamto the public, the
people who are of a comparatively low intellectiesk!, specially people of
a rural background and village people, they tenddbeve that even in
reality also the women are weak and they are ditiabor the family and
the society at large, which is a very negative amgdong notion.

The trend in the films also keeps on changinghm e¢arly 1950’s
and 1960's the role of women basically used tofteetmuse wife, who used
to obey each and every command of her husbandyssteto look after the
whole family, she was depicted as a person who made just to do the
house hold work, to obey each and every commanehgby her husband
with full obedience, to serve her in law’s as ie€shas their slave etc.

Until the late 1960s and early 1970s, the Indiaputar cinema
projected dichotomous images of wonfem most of the Indian films
women are depicted as the sidekicks to the maith éetor, she is many a
times shown as a liability to the main characteicWlis played by the male
actor.

In the 1970’s and 1980’s the trend changed agaithi$ period the
woman was shown modern and stylish and a little gz compared to the
woman of the 50’s and 60’s. In this era the womarenshown driving
fancy cars, wearing western style cloths, drinkadgohol and smoking
cigars etc.

But one thing that did not change even in thisveaa that still the
male character was more dominant over the femadeacter. The woman
was still shown as weak, dependant and a liability.

Now came the era of the 1990’s and 2000. This ers avturning
point in the Indian cinema and also was a turniogqipin the image of
women. Now the woman no longer remained a liabiitya dependant or a
weak character. Now she is being shown as a coempleansformed entity,
she is independent, she is confident, she is clyoasd she known’'s the
tricks of the trade.

4 Ibid.



But still there is something negative to it, ilee tharacter sketch of
the lady in the role’s of the film. In the modeihnf industry the woman is
depicted as ultra modern, but when we use the wtird modern, we are
using it in a negative sense. In order to attdaetublic the directors of the
film portray the woman in such a manner that sloidseductive and sexy.
She is seen having sex with multiple male actossguher body to get her
work done and many other things which are consteeimmoral in our
Indian culture and in our society.

Our public is not yet ready to see the portrayah @foman in this
manner, so they have a very negative effect of daiscription on their
mindsets. When a person of a rural or a backwagd koks at a woman in
this kind of a character, he will only think thaetlady in the film is of loose
character and all women living in the city areasthe same as shown in the
film.

Well, to be very honest, this clearly depicts tinage of a woman in
Indian commercial mainstream cinema. As we surbubh any music
channels, all we can see are skimpily clad womenrtidg in some strange
steps with songs which have very little musicahi of a lyrical value. The
popular culture is defining the trend, as it alwénl and we are getting
showered with such ‘item songs’ with famous aceesgyrating to the tune,
or new ‘item girls’ stepping in everyday.

The media wants to put it as the celebration of @man’'s
sensuality. But the question actually is: isn’'tsthist objectification of the
female embodiment?

There is also a trend in the film industry thatthere are the
bedroom, bathroom, cabaret and rape scenes imahén the film will be a
box office hit.

Women are hardly doing anything in these mill-matt#ies, other
than gracing a party, or an occasion of Holi, ocalege fest, smiling
sweetly with a bunch of flowers in their hand antifiaial wind to flow
their tressés Film's like Wanted, Boss, Dabaang, Bhag milkha hha
Chennai Express are a good examples to supportltbge mentioned
statement.

Women’s portrayal in Commercial Indian Cinema:rroni image of society

available at : http://lotusbudfromindia.wordpressnécategory/cinema/
bollywood/ (Visited on February 14, 2014)
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Effect of Media on Children and Teens

We all agree that television is an important ekhi for
communication information and stereotypes that ledljdren learn about
the world around them. Children are specially vidibée to persuasive
messages and we all are well aware of the negatipact of television,
especially on children who are diverted to violeraeel its impact on the
medium of attention spans and writing skills haeerb extensively studied.
Television is encouraging and influencing earlyusdxactivities, drugs and
alcohol abuse amongst children.

Children are unaware of the real conditions whioh @revalent in
the society and think what they are getting fromdimeis correct.The
representation of sex roles on television is veeyvasive and that it is
inevitable that it will influence young childrengew.’

The television, internet and comics expose thewirtoal world and
take them away from the real world. They clearlyndecate the gender
roles, what a boy should do and what a girl shdoldhow they should look,
their choices and even their dressing style is ledégd by media. Media
narrows their choices and opportunities.

Gender roles are defined and redefined by the mefiathis
content is served to the children as if, it is ratuTelevision can play a
significant role in a child’'s growing beliefs andtitudes about what it
means to be male or female in the woflntinuously images are shown
where man is in dominant position, smart, inteligeBoys are associated
with machismo, violence and strength. Masculinétsrare encouraged,
even in cartoons and comics we see that males woespraised like
superman, Batman, Spiderman, Green Lantern, Hetonan e

Whereas girls are always portrayed very shy in neatkind,
preoccupied by their looks and there want for dolifey are shown
dancing, singing and doing household chores.

Both at workplace and at home males are shown dorhiwhereas
females are shown in homes taking care of theiiljaand in submissive
roles. Even the women in video games are shown hhiglad and
sexualized. Also, numerous historical records hewmenen portrayed as
means of pleasure and prizes for attributes ofdsgagnd intellect for men.
This mental set up over the generations make wagoneme to stereotyping
and obijectification more than men.

" van Evra and JudithTelevison and Child Development, 112 (Lawrence

Erlbaum Associates, 1990)



Children do not simply absorb television informatidhey actively
process it and impose their own interpretations exgectations Roles of
women are very limited either as a house wife,hegcmaid, secretary or
doctor etc. After viewing such things on televisiohildren tend to limit
their horizons in regard to their career options.

Research tells us that the more television okildvatch, they are
likely to hold sexist notion about traditional maled female role%.

Advertisements follow the same policy as they alepict boys
playing outdoor games and show them rugged likeeidements of Surf
Excel, Tide, complain whereas girls are shown noorescious towards their
looks and hairs etc as in the advertisement ofadbaate hair oil, Pears soap
etc.

For teenagers media a medium through which théyogknow about
the latest fashion, latest movies. Like Sixtednd&nt of the year etc which
shows the importance of beauty for girls. ChanlikésMTV and channel V
make special programs and serials like GumhrahdiReakeeping in mind
taste and preference of today’s youth. Due tolibigs from the very onset
of adolescent years start objectifying the girlssas symbols and see them
as an object of exploitation.

This imparts a serious change of behavior in theohthey frame a
pre-conceived notion that women are secondary rse¢kd society. As the
box office level teenagers are seen as a huge triagkause in India more
than 40% population is youth. Through media thetgresinfluence is being
pumped in the veins of the youth and this cleahpves the influx of
western culture in our country.

Advertisers specially focus on teens. What is irtgodrhere is that this type
of content is sending out to young and persuadeigeers that man is
superior and authoritative while woman is inferéord passive. There is a
need to keep check on certain shows and advertigemehich may
influence the mindsets of teenagers as they areampetent to distinguish
between fantasy and reality, to identify cogenemttor to disregard such
stereotypes. The youth should use their own brathshould not take any
decision under the influence of media.

The Media & Entertainment industry in India haseb, and will
continue to be, one of the biggest beneficiariesinafia’s favorable
demographics. Being one of the youngest nationhenworld, with high
volumes of content consumption, a vibrant indigen@ontent creation
industry and a favorable regulatory framework, nsakadia an attractive

Ibid
°® Gravdon, Shari and Elizabeth Vernall, “Gendeulss in the Media” N.P (1994)
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investment destination for global M&E companiesdrékh T. Balsara,
Media & Entertainment Leader, Ernst & Young India

Although Gunter and McAleer are dubious in statimat television
alone is “moulding innocent young viewers conceaptad gender,” it is
widely accepted that what children see on telemigian, and sometimes
does, influence their attitudes and behavior inatea of gendéﬁ Michael
Morgan (1982) conducted a longitudinal study toestigate if there was a
meaningful link between television viewing and sebe attitudes over a
period of time. He collected data from a group eénagers about the
amount of television they watched, their acceptasfceex role stereotypes
and their occupational aspirations over a periodwaf years. His results
were shown to "support the view that televisionticates certain sex role
views'*?

This supports ‘cultivation theory’ which statdgt the more time
people spend "living" in the television world, theore likely they are to
believe social reality portrayed on television.

Sexualisation / Commodification and Obijectification of Women by
Media

Television still remains one of the most dominantdmms of
media which promotes stereotypical views regardiveggender roles in the
current scenario of era of advertising. Media igy\weffective and has got a
very strong influence at creating stereotypes mz#iuey are sometimes the
only source of information which we have about shbject and they often
represent a distorted view of those things. No enatthat type of life a
woman lives, there will always be a certain steqeetabout her in the
society in which she dwells. Women in commerciaés @ten confined into
the roles that they can play on television comnadsciln most of the
advertisements in which women act, the commersidilmed in a manner
as to capture the interests of stereotypical wombobbies and interests. In
majority of the advertisements the bodies of woraem pornified. In order
to understand better a stereotype would be bestidled as, ‘when one
ignores the diversity and makes sweeping genetaimabout a group or a
community’s values, behavior and beliefs’. The careials which we see

10 M&E newsreel, Ernst & Young, September 2010

' Gunter, B and McAleer Ghildren and Television : The One Eyed Monster 61

(London : Routeldge, 1990)

Michael Morgan, “Television and Adolescents' $¥le Stereotypes: A primary

proposition of cultivation theory Longitudinal Syfd43:5,947-955 (1982).

13 Jonathan Cohen and Gabriel Weimann, “Cultivagadsited: Some genres have
some effect on some viewerSR 299-114(2000).

12

7



today remains mirrored in an outdated gender digveoby portraying

women as having an ideal body image and actingxasysmbols. the Public
image of a woman heavily focuses on her sexualifeatrather than her
other attributes such as her intelligence or herking capacity etc. the
Women’'s magazines tend to portray women in a vemehning manner,
depicting them as objects in positions of infetigrsubordination and low
social power i.e. her physical appearances andciedlyetheir sexual

attributes are portrayed as their most importasetas

The psychological research done by the APA ofestibws that the
mass media influences girls and young women'’s fsedibout themselvés.

This particularly states that women are portrayedhie media as
physical objects that can be looked at and acted tp satisfy male desire.
They are not viewed as subjective beings with thtsigemotions and
experiences.

The objectification of women sends a cultural mgesshat a
women'’s worth is reduced exclusively to the levieher physical appeal, it
shows that:-

« A woman’'s (and girls’) main concern should be téraat and
sexually satisfy men.

* Women exist as decorative bodies to look good amdaly satisfy
15
men:

* The ‘ideal’ woman is ‘thin, glamorous, sexy and whoplenty of
flesh.

 Females are inferior and flawed.

» Purchasing advertised products will make women seaxy
beautiful, and thus happy and succesSful

The process of commodification in advertising bsingut the
paradoxical nature of the women’s role as a consusie is the object of
transaction in which her own commodification isratitely the object’

14 Report of the APA task force on the sexualisatif girls, available at:
http://www.apa.org/pi/women/programs/girls/repapa (Visited on 13th of
february 2014)

Krassas NR, Blauwkamp JM and Wesselink, “Boxiiglena and corseting
Eunice: sexual rhetoric in Cosmopolitan and Plgyb@gazine's” 44R 751-
771(2001)

Lindner K, “Images of women in general interestd afashion mazagine
advertisements from 1955-2002"$3409-421(2004)
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It is very true as from the reports of the AmeandPsychological
Association (APA) which suggests that the prolifiera of sexual images of
girls and young women in the media is harming trssif-image and
development.

“Television and internet have come to rule overwueld and with
both full of super slim models, young girls endidealizing them. There is
immense emphasis on being thin by the society dB sa&ys Dr.Rajesh
Sagar, Department of Psychiatry, AIIMG.

The APA Task Force on the Sexualisation of Girlswdweted
researches covering the effect of all types of medntent including that of
television, music videos, magazines, video gamles, lhternet, movies,
music lyrics etc. They also looked at the way puotsiare being sold and
advertised to the young girls.

The Task Force described sexualisation as: "whparson's value
comes only from her/his sexual appeal or behatiothe exclusion of other
characteristics, and when a person is sexuallyctbgzl, e.g., made into a
thing for another's sexual usg."

The report also suggests that the volume of sesedlimages has
increased as more media content exists over a watege of accessible
technologies, leading to increased exposure ansspre on young girfS.
Attitude of family members and friends also playgital role in increasing
the pressure. The consequences of the sexualisatiginls in media today
are very real and are likely to be of a negatifkiance on the girls' healthy
development.

There was an advertisement which featured a weallvknfemale
pop star, Christina Aguilera in which she was dedsi® a school uniform,
with an unbuttoned shirt and licking a lollipop ahére are many more such
more advertisements which portray women in this.way

The report of the APA suggests that the sexuatisabf girls
impedes the healthy development of a girl or yowmman in several
different areas. For example by undermining hefidence and making her

7 Meenu Anand, “Women In Television: Depictions dbitortions”(University

of Delhi) available at http://www.du.ac.in/fileadmiDU/Academics/course_
material/hrge_10.pdf (Visited on February 12, 2014

Dr. Rajesh Sagar, “Anorexia rising at an alagnmte” The Times of India
July18, 2007.
http://www.apa.org/news/press/releases/2007/R2&ization.aspx (Visited on
February 8, 2014).

2 www.youtube.com/watch?v=vvKOe4urt4U (Visited on February 12, 2014)
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feel dissatisfied with her body, this can resultniegative self-image and
which leads to feelings of shame and anxiéty.

The Task Force suggests that the parents haveraystifluence in
this area. They could be willingly or unwillinglyebcontributing to the
problem, or they could protect their daughters lyicating them and
supporting them to overcome the effects of the tneg@amages they come
across on the television sets and their day tdiféay

Portrayal of Women in Daily Soaps and Advertisemers

The daily soaps that are shown on the televisias gy a very
important role in influencing the stereotypical geaof woman, most of
these soaps show "home" or the domestic spheteate setting and the
fundamental theme is centered on women with princarycern on family
relationships. The central leading character oftrpogpular and prime-time
daily soap serials are a typical specimen of thevada and the ‘glorious
motherhood’ images. Indian daily soaps show wongtha primary target
for whole of the drama while the male charactees dirown as secondary
and as if they are not important or significant.

Role of Komolika in Kasauti zindagi ki and Rashi Baath
Nibhaana Saathiya and Yeh Rishta Kya Kehlata Hai @&te very good
examples where women is depicted as a negativey.eididnappings,
killings, creating family dispute and marital disimony are some of the role
attributes that are done very perfectly by suchalencharacters in one
episode after the other. In other words they aosvehas a personality with a
very negative character.

Today our serials show a rising trend in extra talrelationships
that are depicted on the small screens. The questiich arises here is that
are we moving towards a society where fidelity © more considered
significant for a marriage?

Are we in any way through our television serialsuicating
negative values of being unreliable, malicious atwhning in our
relationships?

Are we pressurizing our young generation especialgmen to
match the flawless, larger than life, super humaaracters that are being
portrayed on television?

Due to its power, charisma, and the power to lwwepfe towards
itself advertising is the best known and most widdiscussed form of
promotion. Stereotypes abound in the advertisenmantaen are most of the

2L ibid
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times shown advertising automobiles or motorcydedusiness products
like laptops (HP, Dell), job websites (naukri.commonster.com) etc.
Depiction in any manner of the figure of a womaer, form or her body or
any part in any in any indecent manner, thereoflvamount to derogatory
representation if it has:

* The tendency to present a woman as a sexual object

» The tendency to present a woman as a sexual corynfodiman’s
pleasure, or

 The tendency to glorify woman’s subordination tonmas an
attribute to womanhood, or

» The tendency to glorify ignoble servility to man as attribute to
womanhood, or

» The effect of being indecent or being derogatoryotodenigrating
women; or It is likely to deprave, corrupt or irguthe public
morality or morals.

After viewing these daily soaps people tend to tgvé¢his notion
that, generally a socialized woman is one who iy gentle, docile, quiet,
and obedient follows the instructions given to Ineher husband and her in-
law’'s. These characteristics are the predictorslasirable qualities suited
for child-rearing and household work. On the othand, men adopt the
breadwinner's role and he must display the requiredsculine or
independent qualities of aggression, leadershiysttiousness, dominance
etc. Meanwhile in a research it was observed tmatfamilies portrayed in
the top ranked television serials like "Balika Vatlland "Bandini" reveal
that the whole institution is a male construct whihe female leading
character families are absent, the female charatiewn in the serial is
either a single widowed parent or is brought up Hey relatives like
grandmother or aunt, she leaves her maternal fameihynd when she gets
married etc. Woman does not have a universe obWwarand because of this
reason she is termed and defined on the basig dfusband's family. These
serials are found to be the most popular acros®-ssonomic categories
and the popularity of these serials reveals thaham residing in different
backgrounds, at some level enjoy the serials asettserials apparently
fulfill their emotional and psychological needsattarge extend. The women
characters are not depicted as bold, they don’e taky independent
decisions in the family and they are constantiftiigg for injustice against
them. The problems faced by the women are not ddckealistically and
familiarly which each woman can comply with it.

In Indian media, the character sketch of womenueedy tends to
depict them stereotypically to a large extent taring homemakers or

11



sexual objects of desifé A woman does all this work even when she has a
headache or backache or for that matter of factathgr problem. These
advertisements arguably encourage sexism on a leegg scale. These
depictions of a woman reinforce the old Indian dfslithat a woman is
supposed to forgo her own comfort and keep on dbimgsehold chores
without getting tired.

The whiff of tradition is much more stronger in therld of “tell
and sell” than in the movies: women are shown asdamakers, care takers,
home makers, baby sitters etc. they buy the rightth drinks, the right type
of cholesterol free cooking oil for their chubbysbands, the right kind of
washing detergent for stained clothes (and are stleovn washing them,
too), and the right cosmetics for themseles.

Media is showing woman as pornified and hypersésedl. Media
has become a trend setter in the society. Femaleallciige groups are
targeted due which in India there is a increaséhnnumber of cases of
anorexia and many other related diseases. Theseogied and photos
hoped pictures are creating a sense body disdatmi amongst the
women. It is very true that not only entertainmefiannels but news
channels are focusing on this only the faces ofngoueporters keep
changing this shows beauty matters the most for evorithis may be the
reason that reader have become addicted to women.

The advertisement of a very prominent fruit drirkmed Maaza
depects the actress Katrina Kaif as a very seductwoman and the
advertisement is named “Aamasutra”. The main mativine advertisement
is to promote the fruit drink but instead of thia¢ tadvertisement lays more
stress on the sexy and seductive moves of Katrai K

In these times the “New Millennium Woman” is theeomho has all
these attributes:-

* Beauty in a quirky personality (so long as physycahe still has it
going on)

» Hairless body
* Flawless skin
* As thin as possible

» Heavily sexualized (and proud of it)

%2 Ramasubramanian, S., & Oliver, M.B, “Portrayaisexual violence in popular
Hindi films,” 48SR327-336(2003).

% The woman: Portrayal of Women In India — Maha®dkhale available at
-http://iitbwritersbloc.wordpress.com/2013/01/10/tkkeman-portrayal-of-
women-in-the-indian-media-madhavi-gokhale/ (VisitedFebruary 12, 2014))
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Confidence is appearance-generated

Abnormally large breasts

Beautiful clothing

Wears high-heels

After viewing advertisements as above mentioned,came to a

conclusion that the media uses the body of a wamaell various products.

The media uses a woman as a tool to maximize tiguband profit

margins and according to them the best way to sehikeir target is to
represent woman in an indecent form by exposinglash and body parts
that attracts boys and men which will in returnréase the TRP’s of the
advertisement.

Steps Which Should be Taken by the Media to Improvethe
Stereotipical Image of Woman

Vigorous research work should be encouraged irfitfls to portray
the positive image of young girls and women andntake them
more confident.

psychologists and teachers should be given ressute teach
young girls how to access more positive imagesefsselves and
counteract the negative effects that the sexuab@mamight be
having.

Media literacy programs should be developed andowaged,
public health reports should also include sexutdisain their
agenda.

Media awards should be developed for the positoargrgyal of girls
as powerful, self dependant and non-sexualizedexample prize/
award for the best toy or television image.

Convene healthy partnerships between governmeadinlg experts
and the media to work on the issue for the bettetrimethe image
of women in front of the society.

All members of communities from school staff to ibess people
should promote certain extra-curricular activiteegl programs that
would help young girls and women in developing-gesifeem based
on their ability and their character and not orirthppearance. As a
society, we need to replace all of these sexualiseges with the
images showing girls in a positive virtue - ones sleow the

uniqueness and competence of girls. The main aiouldhbe to

13



deliver messages to all the adolescents- boys ilsd- ghat lead to
healthy sexual development.

Conclusion

From above research it is clear that media isessnting the
stereotypical gender roles constantly. The majasoa behind this is the
private players for whom Money is everything. Medg& playing an
important role in shaping the notions among child¥es media is the mirror
of the society, nowadays these wordings stand wrbtaglia is shaping the
society at large. Whatever the media is showing,pdople are adopting it
without thinking as to what consequences they kdlle to face . According
to a report in THE HINDU, each Indian on an averggends 40-50 minutes
a day watching television, surfing the interneingsell phones magazines
and newspapers etc. Among the children media etioge gender roles by
showing female in passive and secondary charaCtearly differentiating
among the roles of male and female, the womanvisya portrayed as
weak, submissive and obedient. For teenagersit issue of great concern
as sexualisation of women is on a boom, they apesed to women images
which are not possible to achieve in reality. Galsage group 15-25 are the
prime target of advertising companies. This podlaf the fantasy woman
lead’s to health disorders like anorexia and digimongst young girls. The
girls are unaware that the images portrayed arealinbrushed and photos
are hopped. They are the soft target of the adchezsti from mobile
advertisements to clothing they are focusing ortlyou

The media fraternity wants to create a desireasinetics, health
care products clothing and jewellery, amongst tbblip. No one is free
from the clutches of media. Serials and moviesrapeating the same 50
years old image of ideal lady i.e. pativarta, obatietc. This is
demoralizing the women from inculcating the chanfjlee government is
also not taking any interest on this issue. Indeogpresentation of women
act 1986 and others laws are not sufficient to dat the issue. There is a
need of system of checks and measures on media.capitalist's are
exploiting women bodies to attract consumers andréate a demand for
their products as most of the revenue is generdwedigh advertisements
and media is used as an instrument of change.

Instead of portraying woman as a mere objecinsis be portrayed
as capable of carrying herself, independently @armhgly who can earn her
bread for herself as men as she is no less tharohiany grounds. This
depiction of women is taking our youth towards #hpaf self destruction.
Media needs to act more mature as they have aneidy towards the
society.
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What we see, we learn, moving on this media magrgy women
into a role of leader, manager, business leadersRatsitive portrayal of
women is necessary. The daily soaps should showtthggles of women
who went through many difficulties in their life sxhieve their aim and in
India there is no dearth of such roles, like Rdrw@ndi to astronaut Sunita
William. They all are different stories of succasshemselves.
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