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PSYCHOLOGICAL INFLUENCE OF MODERN MASS
MEDIA ON FORMATION OF GENDER STEREOTYPES

Introduction. Modern mass media plays essential part in
universal process of socialization, when a person gains personal
awareness of their culture and social order. The stated process of
socialization develops perception, thinking and behavior of every
person. Theory of modeling tells us how a person masters new
models of behavior depicted by means of mass communication.
Another prominent form of socialization is acquisition of the
behavior which demands team communication principles from a
person. The theory of social expectation proves a person observing
social state, norms, roles and control through the social life and
groups of people depicted by the media.

Aim and tasks. The main purpose of the article is to study
the media in the formation of existing stereotypes in society.

Results. Mass media, mirror reflecting modernity, develop
knowledge of gender equality and the system in masses. Gender
stereotype can be defined as peculiar means of relation between
journalistic creativity and reader (text creation and its reading),
sign system that facilitates mutual understanding. Gender
stereotypes can be reviewed as a means of cognition and relation
between sexes, which are based on images and discourse.
Formation of gender stereotypes is determined by social and
demographic factors, among which age and marital peculiarities
between sexes, as well as education, intellect, urbanization
prevail. In media gender sterecotypes are characterized by
dynamic, as they represent product of correlation of creative act
and perception. In addition, research conducted by us is very
interesting, the aim of which was to list and distinguish certain
tendencies in Georgian TV commercials. From 200 interviewed
respondent, aged 20-30 years, majority reckon that in
commercials dominated by female, the addressee’s appearance,
her marital status are emphasized. In commercials intended for
men, the main emphasis is drawn to power, strength and courage.
Peculiarity of such type of exposure is the use of associative
comparisons and psychological characterization connected with
masculine stereotypes.

Conclusions. Therefore, gender stereotypes are often
widespread and superstitious opinions on woman and man’s
abilities, features, social behavior and social functions. Lack of
information concerning gender issues partly determines
existence of stereotypes. Potentially, the press can play an
important part in establishing gender equality. The objective of
modern journalism is to break existing stereotypes, develop
modern techniques and forms of evaluation and apply them in
journalistic activities. As the main function of journalism is to
transfer important and progressive ideas to the society,
considering the time and era, including modern notion of
gender and gender relations.

Key words: modern, mass media, socialization, gender,
social behavior, attitudes, relations.
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ICUXOJIOTTYHUI BIIJINB CYYACHOI MAC-MEJIIA
HA ®OPMYBAHHA 'EHAEPHUX CTEPEOTHUIIIB

Beryn. Cyuachi 3acobu MacoBoi iHpopmarii BimirparoTh
ICTOTHY pOJIb B YHIBEpCAJIBHOMY IIPOIIECI comiaji3amii, KoJu
moarHa HaOyBae 0coOMCTY OOI3HAHICTh TPO CBOK KYIBTYPY 1
ColliaJbHUIM YCTpid. 3asiBIeHU mpolec colliamizaiii po3BUBaE
CIPUIHATTS, MUCICHHA 1 TOBENIHKY KOXKHOI IIoAMHHU. Teopis
MOJICTIIOBAHHSI CIPUSE OCBOEHHIO HOBUX MOJIENEH IOBEIIHKH,
300pakeHi 3a JOMOMOrol MacoBoi komyHikaiii. Ille oxHiero
BKJIMBOIO (POPMOIO coIliamizalli € Ha0yTa MOBEIiHKa, IKa BUMArae
BiJl JIIOJWHU TPHUHIUIIB CHUIKYBaHHA. Teopis comiadbHHUX
OYiKyBaHb JIOBOJHTH, IO JIOJIMHA CIIOCTEPIra€ 3a COIialIbHUM
CTaHOM, HOPMaMH, POJISIMH 1 KOHTPOJIEM Yepe3 COIialIbHE KUTTS 1
IpynH JirojeH, 300pakeHi B 3acobax MacoBoi iH(popMaliii.

Meta i 3aBaanHsi. OCHOBHOIO METOIO CTATTi € BHUBYCHHS
Megia y GOopMyBaHHI iICHYIOUMX CTEPEOTHIIIB y CYCIUTBCTBI.

Pesyabratu. 3MI, n3epkanbHO BiIOOpaKalOTh CY4acHICTb,
PO3BUBAIOTH 3HAHHS PO TEHJEPHY PIiBHICTH 1 cHCTeMi B Macax.
lenpepHuii crepeoTMnn MOXKHA BWU3HAYMTH SIK CBOEPIAHWE 3aci0
3B'I3KYy MDK JKYPHAIICTCBKOIO TBOPYICTIO 1 YWTadeM (CTBOPEHHS
TEeKCTy 1 WOro 4WTaHHS), CHUCTEMY 3HAaKiB, sIKa CIIPHSE
B3a€MOpPO3yMiHHIO. ['€HJIepHiI CTepeoTUNH MOKHA PO3TISIATH SIK
3aci0 Mmi3HaHHS 1 3B'A3KYy MIDK CTaTsIMH, SIKi 3aCHOBaHI Ha o0pazax i
TUCKypcl. @opMyBaHHS TEHICPHUX CTEPEOTHUIIB BH3HAYAETHCS
COllialbHUMH 1  JeMmorpadiuauMu  (QakTopaMu, cepel  SKUX
MePEeBaKarOTh BIKOBI Ta CIMEIHI OCOOJIMBOCTI MIXK CTaTSAMH, a TAKOXK
OCBiTa, IHTENeKT, ypOaHizamis. Y 3acobax MacoBoi iH¢opmarii
TCHJICPHI CTEPEOTHIM XapaKTEPH3YIOThCS JUHAMIKOI, OCKUIBKH
BOHU TIPENICTABIIIOTH COOOK0 TPOIYKT CIIBBIHOLICHHSI TBOPYOTrO
akTy 1 crpuiHaTTa. KpiM Toro, mpoBeleHe HaMHU JOCIIIKCHHS
HAMpaBJICHO HAa BUAUICHHS TIIEBHUX TEHJCHIIH B TPY3UHCHKIH
tenepeknami. 3 200 onmranux pecrionneHtiB y Bimi 20-30 pokiB
OUIBIIICT, BBaXKAa€, MO B peKiIaMi, Je JOMIHYIOTh IKIHKH,
MIJKPECTIOIOTLCS 30BHIIIHICTh ajgpecaTta, 1l CIMEHHHMH CcTaH. Y
pEeKIIaMHUX PONHKAX, MPU3HAUCHHX JUISl YOJOBIKIB, OCHOBHUH yIop
POOHUTHCS Ha BiIaLy, CHIIY 1 CMUTUBICTh. OCOOIMBICTIO TAKOI'O THITY
BIUIUBY € BUKOPHCTAHHS aCOLIATUBHUX IOPIBHSHD 1 IICHXOJIOTTUHUX
XapaKTEPHUCTHUK, MOB'SI3aHUX 3 YOJIOBIUUMH CTEPEOTHIIAMH.

BucnoBku. TakuM YWHOM, TEHJAEPHI CTEPEOTHIIH YacTO €
IMIUPOKO TOIIUPEHUMH 1 3a0000HHMMH JyMKam# Mpo 3A10HOCTI,
0COOJIMBOCTI, COIialibHy MOBEIIHKY 1 comianbHi (QyHKIIT >KiHKH 1
qoJsioBika. BijcyTHicTh iH(OpMAaIii 3 TeH/IepHIUX MUTaHb YaCTKOBO
BH3HAYAE iCHYBaHHs cTepeoTUiB. [loTeHIiiHO Tpeca MoXe 3irpaTu
BaYUIMBY POJIb y BCTaHOBJICHHI T'€HJEPHOI piBHOCTI. MeToro
CY4acHOI J>KYPHANICTHKH € pPYHHYBaHHS ICHYIOUHMX CTEpPEOTHIIIB,
pO3po0Ka Cy4acHHUX METOJIB 1 (pOpM OLIIHKH Ta TX 3aCTOCYBaHHS B
KYPHATICTCBKIM  mismbHOCTI. B sikocTi  ocHOBHOI  (yHKIi
KYPHAIICTUKH € Tiepefada BaXKJIMBUX 1 TMPOrPECUBHUX iae
TOBAapHUCTBY 3 ypaxyBaHHSM dYacy i €MOXH, BKIIIOYAIOYH CydacHe
VSIBIIGHHSI TIPO TEHJIEp 1 TeHIepHi BITHOCHHH.

KarwuoBi cioBa: cydacHicTs, 3aco0u MacoBoi iHQopMaIlii,
coliajizalisi, reHaep, ColliajbHa MOBEAIHKA, YCTAHOBKH, BITHOCHHH.
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Introduction. Modern mass media plays
essential part in universal process of
socialization, when a person gains personal
awareness of their culture and social order. The
stated process of socialization develops
perception, thinking and behavior of every
person. Theory of modeling tells us how a
person masters new models of behavior
depicted by means of mass communication.
Another prominent form of socialization is
acquisition of the behavior which demands team
communication principles from a person. The
theory of social expectation proves a person
observing social state, norms, roles and control
through the social life and groups of people
depicted by the media. When reflecting physical
and social world, mass media link their meaning
to certain words, aspects of reality, social
situations and categories of people. Theory of
relation between words and their meanings
proves that once learnt meanings and general
interpretations become the basis of people’s
behavior. A person acquires such behavior only
in case when identifying himself with the model
and can adjust the model’s behavior to himself.
Application of the theory of relation between
words and their meanings is important when
analyzing stereotypes. It is obvious how the
media vernacularize number of views on certain
types of people [1]; each of us use mass
communications in various ways, at our own
taste, interests, opinion, attitudes and values.
Above stated features are developed through the
experience gained in different social groups and
categories. Women’s movement of nineteenth
century and its modern phase have drastically
changed a woman’s role in the modern society.
Nowadays a woman, as a consumer, possesses
significant economic power, especially after
having started work [1].

Aim and tasks. True democracy implies
equal participation of women and men in social
life. Media is able to play important part in the
process of establishing gender equality and
pluralistic society. However, simultaneously,
media, has the power to deepen stereotypes
existing in society and instead of supporting
inclusive society promote reticence. Gender
issue is directly connected with harmonious
development of society and individual’s role in
the stated process.
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It is obvious that a person is driving force
of progress and the aim of this movement [2].

Gender stereotypes are widely spread and
often represent imprecise opinions on abilities,
features, social behavior and social functions of a
woman and a man. Gender stereotypes bring
attention to the idea of woman’s place being at
home whilst man’s-outside home, that woman
should be mild, relinquent, caring, that she cannot
successfully manage and lead large affairs, that she
only undertakes insignificant, daily chores, that she
is good executor but not a creator, her intellectual
abilities being inferior to those of man. A woman’s
obligation is to endear herself to a man, fulfil
reproductive function. Thus, we assume sex is
defined biologically. Gender refers to opinions,
expectations and rules for women and men. It is
socially determined: people are born as women or
men, however they are taught and expected certain
behavior, what features to have, what position to
take in the family and society, what relationships to
have, what rules to follow etc. This mindset is
transmitted by family, people of authority, religious
and cultural institutions, school, media, peers etc,
other important people and institutions for
socialization of a person. Gender is formed in
social and cultural environment (sometimes it is
said that gender is not formed bur ‘“created”) and
represent combination of features, social behavior,
roles and statuses which are determined for woman
and man in particular society. Gender also implies
viewpoint on femininity and masculinity [3].

Results. Mass media, mirror reflecting
modernity, develop knowledge of gender
equality and the system in masses. In journalistic
work gender relations are characterized with
wider range of manifestation: from content to
linguistic and stylistic peculiarities. One of the
means of gender expression is stereotypes.
Among widespread stereotypes established by
press, scholars distinguish special group of
gender attitudes, which 1is linked through
representation of relation between sexes. Images,
characteristics of a woman and a man, nature of
their interrelation, social functions and roles are
created by mass media. Gender stereotypes can
be considered as firm, extended idea equivalent
to concepts of “woman” and “man” concerning
behavior models and character nature, which are
relevant to social roles and functions between
sexes.
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It is developed by the existing culture and
is reflected in visual and verbal images. Gender
stereotype can be defined as peculiar means of
relation between journalistic creativity and
reader (text creation and its reading), sign
system that facilitates mutual understanding. In
texts displayed by mass media we can come
across two groups of stereotypes. One group
depicts real state of things (for instance,
women’s position on lower levels in society,
family, which is reinforced by defining a
woman’s role by particular society: raising
children, doing chores etc.). The second group-
not representing reality and being outdated
stereotypical conception is still often used as a
means of manipulation, for instance, belief of
beauty and youth- being result of opulence and
success. Generally, gender stereotype is formed
based on personal experience and information
gained from internal sources, for example:
examples gained through parents’ experience,
being reinforced from childhood, examples

from people around, through products of art and
pop culture, media culture. Gender stereotypes
can be reviewed as a means of cognition and
relation between sexes, which are based on
images and discourse. Formation of gender
stereotypes is determined by social and
demographic factors, among which age and
marital peculiarities between sexes, as well as
education, intellect, urbanization prevail. In
media gender stereotypes are characterized by
dynamic, as they represent product of
correlation of creative act and perception.
System of gender stereotypes is based on binary
opposition between masculinity and feminism,

masculinity 1is similar to active creative,
cultural, civilization origin, and feminine
represent  passive,  reproductive,  natural

beginning. According to the stated are the social
roles distributed, and assigned to them and are
covered similarly by the media: for women-
family roles, for men- professional ones.

Table 1. Manifestation of binary opposition in mass media

Binary

o Image of woman
oppositions

Image of man

Family and carrier

Claim that prior value is family

Regulated that prior value- successful carrier
(in profession and business)

Profession and
family functions

Tendency of transferring maternal obligation to
professional and social fields, their obfuscation

Impossibility to transfer paternal liabilities to
professional and social fields, their
stratification

Carrier and social

Compulsory statement of additional social

Maximum concentration on business,
profession is depicted as strong image of a

load liabilities (charity, other activities) hero. Absence of additional social liabilities
Freedom and | Promotion of necessity of woman’s freedom . .
. . . Necessity of freedom as life value for man

personal happiness and free will, for the personal happiness
Business and Women involved into business and work .

) ) . . Leader features characteristic to man serve as
personal relationships are tend to solitude, especially when a ouarantee for personal relationshin success
relationships expressing leader features characteristic to man & P P

Source: compiled by the author.

Some sociologists look for the feminine
and masculine characteristic features in the
basis of stereotypes. Strive for leadership, being
ambitious, sense of responsibility, management
and decision making skills etc. are considered to
be masculine features. Rarely can women’s
voice be heard on “serious issues”- politics,
economics, government affairs, business,
defense, which according to existing stereotype
are considered to be men’s competence. Women
can be seen in materials prepared on more “light
topics® (for example art, fashion) and are rarely

seen in economists, managers, business leaders
or other roles. Women are presented on TV or
in newspaper articles chiefly in coverage of
issues only concerning women according to
widespread stereotypes, for instance in materials
referring to social problems. In addition, there is
lack of women respondents in TV shows on
issues such as politics, government affairs,
legislative changes, economics. For example, in
report on a ministry, rarely can be heard female
respondent’s point of view concerning activities
of this ministry.
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It should be noted that female respondents,
as a rule, are women of title- officials, culture or
public figures. Media do not generally show
interest in opinions of ordinary female citizens.
Even less attention is paid to certain categories for
instance, those representing elderly, ethnic or
religious minorities [4-7]. The reason behind this
kind of attitude is often the representatives of
media itself being enslaved by these stereotypes.
They often share and sometimes even
unconsciously spread stereotypes of the role of
woman already existing in society. Lack of
information concerning gender issues partly
determines existence of stereotypes. Potentially,
the press can play an important part in
establishing gender equality.

Therefore, media should regularly cover issues
connected with female problems, facilitate
discussion on gender stereotypes for better
awareness of the society. However, media is to
blame for little interest towards the stated topics,
as well as manner of their coverage [8-10].

In addition, research conducted by us is
very interesting, the aim of which was to list
and distinguish certain tendencies in Georgian
TV commercials, such as features assigned to
characters, their social role, abilities, gender
balance in commercial, stereotypical attitudes
towards both sexes and compliance of the
commercial with the recognized standards (table
1, table 2, fig. 1).

Table 2. The results of a survey of comparisons of characteristics in mass media

Ne Questionnaire Yes | No | Partly

1. | Are female and male gender images equally presented in commercials? 55% | 37% | 8%

2. | Are beauty and tenderness in commercials linked to female image? 85% | 4% | 11%

3. | Are physical strength, assertion in commercials linked to male image? 80% | 7% | 13%

4 Do men perform the parts of businesspersons, doctors, people of serious professions in 70% | 129% | 18%
commercials?

5. Do women .in corpmercials most frequently perform parts of those engaged with household 65% | 10% | 30%
chores, raising children?

6. | Do photo/visual materials highlight physical aspects of woman? 70% | 10% | 20%

7. | Do some photo/visual material of commercial disgrace woman? 60% | 15% | 25%

Note: Interviewed 200 respondents, aged 20-35.

9,90 85
80

80

70

1 2

70
60
60 55
50
40 37
30 25
18
10 8 ! -
0 T T

3
HYes lNo

7 .
Partly Questionnaire

Fig. 1. Diagram of research results

Source: compiled by the author.

Conclusions. Therefore, gender
stereotypes are often widespread and
superstitious opinions on woman and man’s
abilities, features, social behavior and social
functions. The objective of modern journalism
is to break existing stereotypes, develop modern
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techniques and forms of evaluation and apply
them in journalistic activities. As the main
function of journalism is to transfer important
and progressive ideas to the society, considering
the time and era, including modern notion of
gender and gender relations.
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