
INTRODUCTION

The association between gender and media is an

important topic that looks at how media influences, shows,

and continues gender roles and norms. How the media

shows gender roles affects how society thinks and also

shapes how people see themselves and act. This plan

explains the goals, importance, and methods for reviewing

how gender and media relate to each other.

Mass media, in many forms, is now an important

part of our lives. Media, identity, and gender problems

are important parts of mass media aand studies in gender.

The reason is that media is widely used and comes in

many forms, making it an important source for shaping

ideas and starting discussions.

The media situation in India is growing in recent

times as there is a plethora of media choices open to the

audiences. Media venues have changed a lot because of

privatization and globalization.

These changes affect how the media shows different
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issues, particularly gender representation, which is a big

worry. What the media shows can affect how people

think and influence them in various ways.

This paper talks about how media represents gender

and what part it plays.

Research Objectives:

– To conduct a critical review of literature on

gender representation in media.

– To analyze trends and patterns in media

portrayals of gender roles and stereotypes.

– To evaluate the impact of such portrayals on

societal perceptions and gender equality.

– To identify gaps in existing research and propose

areas for further studies.

Research Questions:

1. What are the dominant narratives about gender

in media as identified in existing literature?

2. How have media representations of gender
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evolved over time?

3. What are the key stereotypes associated with

women in different media formats, as highlighted by

previous studies?

4. How does existing research address the role of

media in challenging or reinforcing gender norms?

Significance of the Study:

This critical review aims to consolidate existing

knowledge on gender and media, providing a

comprehensive understanding of how media

representations shape societal perceptions of gender. By

synthesizing past research, the study will identify

patterns, trends, and gaps in the literature, offering

valuable insights for media practitioners, scholars, and

policymakers to foster gender-sensitive practices.

METHODOLOGY

The study will adopt a critical review methodology,

focusing on:

1. Systematic Literature Search:

1.1. Identify relevant academic articles, books, and

reports on gender and media.

1.2. Use databases such as JSTOR, Scopus, and

Google Scholar to gather peer-reviewed

sources.

2. Thematic Analysis:

2.1. Categorize findings into themes such as

representation patterns, stereotypes, and

societal impact.

2.2. Analyze how these themes are addressed

across different types of media (print,

electronic, and new media).

3. Gap Analysis:

3.1. Identify under explored areas and

inconsistencies in the existing literature.

3.2 Highlight emerging trends and opportunities for

future research.

Literature Review:

The literature on gender and media underscores the

powerful role of media in reflecting and shaping societal

values. Traditional media has often been critiqued for

perpetuating patriarchal norms, while new media provides

opportunities for more diverse and inclusive narratives.

Existing studies reveal persistent issues such as

objectification, under representation, and stereotyping of

women. This review will critically examine these findings

to provide a holistic understanding of the field.

Mass Media:

Recently, the impact of media on society has greatly

increased and taken on many different forms. Media can

actively influence how we see the world and can change

what that world is like.

Media acts like a “mirror” of our current society. In

reality, it influences how we live and how we see the

world. Media affects society in many ways. The media

provides information on various topics, helping people form

opinions and make choices. The media keeps us informed

about what is happening surrounding us and in the world.

We must learn how to find, understand, and explain media

ideas, and also how to create our own media.

It’s important to know how media affects our lives.

This starts with knowing what media is, as well as its

different functions, types, and genres.

Media is the plural of ‘medium,’ which refers to

something that is in the middle or serves as a way to

communicate. It is also a situation or setting where

something can grow or work well. The idea of media

has expanded a lot, and now it refers to the organizations

that communicate with a large audience. Once hard to

find but greatly wanted, the idea is now popular in our

society. It is now so common that it refers to any tool
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used to hold or share information, like ads, electronic

media, social media, and multimedia.

Media has been defined as “means for

communication designed to reach and influence very large

numbers of people” (Encyclopaedia Britannica, 1980).

Media refers to the ways we share news, entertainment,

education, data, or advertising messages. Media is an

umbrella term that covers all kinds of print, broadcast,

out-of-home, and online communication. It covers all

methods of sharing messages for businesses. It includes

newspapers, books, television, radio, movies, signs, mail,

phone, fax, and now the world of the internet.

Media refers to the techniques that we use to share

and receive information. In simple words, media is how

we share knowledge. This term is often used in place of

mass media or news media. Media refers to various

methods of sharing information with a large audience,

such as TV, radio, movies, newspapers, and the Internet.

Mass Media has been described as “means of

communication designed to reach and influence very large

numbers of people” (Encyclopaedia Britannica, 1980).

Janowitz (1968) described media as tools, such as

newspapers, radio, and films, that are used to

communicate ideas or information.

Media are ways to communicate that share words

with large groups of diverse and unknown people living

in various places, whether nearby or around the

world.Send texts fast and immediately. Big group of

people in different places receive the same information

in the same language, though translations of the main

points may simultaneously be given in subscripts.

Types of Mass Media:

Mass media includes various ways of

communication meant to reach a big number of people.

Mass media can be classified based on its physical form,

the technology used, and the type of contact. Here are

the main types of mass media:Folk media includes forms

of entertainment like puppetry, folk theater, and street

theater. Printed materials include books, booklets,

newspapers, magazines, and similar items.Electronic

media includes radio, movies, and television. New Media

(Internet and Mobile)

Folk Media:

Folk Media, also known as Traditional Media, is a

great way to improve connection and encourage

conversation among local people in any community.

Puppetry is a well-liked type of folk art that is both

fun and educational. Ancient Hindu thinkers greatly

respected puppeteers. They compare God to a puppeteer

and the whole world to a puppet show.

Street Theatre is a conventional way of conveying

ideas. that focuses on social and political topics. It is often

used to raise awareness about important social problems.

Street plays are short and loud, and they use lots of

expression because they are performed in front of large

groups of people. They are known to share powerful

messages. Social changes are strong ways to gather

people together for a cause.

Print Media:

Print media comprises mass communication via

printed information. It includes books, newspapers,

brochures, and other media that are printed. Printed words

give information, knowledge, and news. In the nation of

India, printing came first to Goa in 1556 and spread to

Kolkata and inland areas through the coastal towns.

A key feature of print media is that it provides

detailed news coverage and thoroughly explores topics.

They offer a wide range of news through different types

of writing that are not available in other media in India.

The biggest drawback of paper media is that only people

who can read can understand it.

Electronic Media:

Another popular way people connect and share

information, alongside print media, is through Electronic

Media. Electronic mediums are the media that employ

electronics or electromechanical energy for the end user

(audience) to receive the information.

Electronic media began with the invention of radio,

which allowed people to hear a person from miles away

and amazed millions around the world.

Radio:

One of the biggest developments of the 20th century

was the discovery of radio waves.

Radio is a powerful and immediate way to

communicate. It is very effective and can be found all

around us. Radio programming is the most important way

to communicate with a large audience because of its wide

reach and influence. Radio has a built-in benefit that helps

it address three big challenges to effective

communication: mass illiteracy, difficulty reaching remote

areas, and poverty that limits access to traditional media.
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Movies:

Cinema comes from the Latin spelling of the Greek

word ‘kinema,’ which means “movement.”

The Indian film industry is famous for creating many

movies. Indian cinema is a popular form of pleasure for

all. Digitalization is thought to be the next phase for Indian

cinema, and it is in an advantageous position to exploit

the technology in all aspects: developing capacity,

producing content, processing, management, and

distribution of the digital content in various forms and

sources. Indian films have reached audiences beyond

their local areas. They have come out of the age of love

and fantasy and learned to work on unconventional stories.

Globalization has impacted not just Bollywood films, but

also regional film businesses in India. Many Indian films

are earning more money internationally and are drawing

in foreign producers and directors to the business.

Television:

Since 1926, Scottish television pioneer John Logie

Baird (1888-1946) demonstrated the first television

system, and television has played a significant role in our

lives.

Television is seen as one of humanity’s best products.

It is a multimedia system focused mainly on visuals. TV

can take people right to the scene of an event to see

things unfold live. Having a TV at home is very important

in today’s culture. We rely on it for entertainment through

shows and for updates on current world events.

A TV show affects both our hearing and seeing at

the same time. It is more successful than radio because

it includes visuals, which have a stronger impact on

viewers.

Satellite technology has made it possible for TV to

reach everywhere in the world. Marshall McLuhan said

that television has made the world like a global village,

where people everywhere can share ideas, information,

and pictures. Television shows events as they happen,

which is why we have headlines like “breaking news.”

This establishes TV as a medium that focuses on the

present moment.

New Media:

New Media is also called world media. New media

are recently created types of media. The key trait of the

new communication technology is that it allows for

interaction. In television, radio, and other electronic media,

contact usually goes one way. They don’t allow for

immediate interaction because feedback takes time. New

communication technologies allow us to get quick

responses and feedback thanks to improved methods of

contact.

Modern media can quickly send messages from one

place to anywhere in the world using advanced electronic

technology.

The new communication technologies are founded

on the principle of 5A’a, which states that “anyone can

transfer any information to anyone at any time and in

any location.”

Global media can be much more interactive than

traditional forms of contact. Computers are an important

part of almost all current communication technologies.

Impact of Mass Media on Society:

Media influences how we think and behave in

society. How much influence there is relies on how much

media is available and how widely it spreads. All of the

traditional mass media still have great impact over our

lives.

Books used to be very important because they were

created before newspapers, magazines, radio, or

television. Newspapers and magazines became important

influences after they were created. Sound records and

film have been and continue to be important. Radio and

television had a big impact. As the 20th century ended,

television showed us countless images of ads, pain and

help, sex and violence, celebrities, and more. New and

important ways to share information have emerged in

the 21st century. Blogs, wikis, networking sites, digital

worlds, and numerous other online content-sharing

platforms influence our daily lives.

The media is present in almost every aspect of our

lives. The knowledge we get from TV news, websites,

books, and other sources is very important in our daily

lives. Something this big and everywhere is sure to happen.

Media affects both culture and politics. There are many

different parts in each area, and the media covers both

areas and all these parts. Media can have good and bad

impacts on society.

Media has several positive effects on society. It

provides access to knowledge, improves education, and

allows for independent communication through social

media. Media also helps children learn and grow, and it

keeps everyone informed about current events around

the world.

Here are the main negative affects of media: These
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are problems related to privacy violations, misleading

information through technology, breaches of security (both

in government and institutions), effects on democracy,

social isolation, and too much information to handle.

Women in the Mass Media:

Women can be affected by the media’s impact on

society. Showing women as sexual objects in popular

culture can harm our society. Women are often shown in

sexual ways. This picture has set a bar for what the

perfect woman looks like, and women compare

themselves to it, whether they do it or others do. Research

shows that sexualized images of women in the media

serve as representations of femininity for females,

particularly young girls who are in the process of

establishing their identities. The mental and sexual

development of young females who observe these models

may be affected in the future.

Studies show that seeing sexualized images of

women can lead to lower self-esteem, bad moods, and

feelings of depression in teenage girls and women.

How women are treated as objects in media:

Objectification means showing women in media as

objects instead of portraying them as complete, full

people. This occurs in various situations, like in ads and

movies. Feminist scholars argue that objectifying women

means ignoring their personal and academic skills and

seeing them only as tools for someone else’s sexual

enjoyment. The media often shows women as weak and

easy to overpower. Certain photographs depict only a

portion of the body, such as a headless torso, neck, or

limb.

This can lead to objectification and the idea of

fetishization. It aims to treat women as just parts of their

bodies.

Gender and Print Media:

In India, both paper media and electronic media are

still very popular and reach a lot of people. They also

impact both regular viewers and decision-makers. News

is made by events, not by ongoing processes. Many

important women’s problems are often not considered

Women in Print Media 

Stereotype/Concept Description Examples in Print Media 

Sexual Objectification Women are often portrayed as 

objects of sexual desire, reduced to 
their physical appearance. 

Magazines, especially in fashion or lifestyle, often emphasize 

women's bodies in revealing clothing. Example: Ads for perfumes 
or lingerie frequently showcase women's bodies in seductive poses. 

The "Ideal" Beauty 
Standard 

Media often promotes an unrealistic 

or narrow beauty standard for 

women, equating their worth to their 
appearance. 

Fashion magazines portray women with unattainable body types and 

flawless skin. Example: Ads in Vogue, Elle, or Cosmopolitan often 

feature models with very slim figures and idealized beauty 
standards, reinforcing societal pressure. 

Nurturing & Care giving 
Roles 

Women are commonly depicted as 

caregivers or nurturers, often in 

domestic or family-centered 

contexts. 

Advertisements for cleaning products, kitchen appliances, and 

family-related items often feature women as the primary 

homemakers. Example: Ads for laundry detergent or cleaning 

products show women doing household chores or caring for 
children. 

The "Damsel in 

Distress" Archetype 

Women are often portrayed as 

helpless or in need of rescue, 
reinforcing passive roles. 

In some print media, particularly in advertisement storytelling, 

women are depicted as needing a man to solve their problems. 

Example: Ads for insurance or cars sometimes feature women in 
crisis, needing male assistance. 

Materialism and 

Dependency on Men 

Women are often shown as 

dependent on men for financial 

security or validation, or as obsessed 
with material wealth. 

Print ads, especially for luxury items, often show women relying on 

the validation of a man. Example: Jewelry or fashion ads where 
women are gifted luxury items by men to signify status. 

Emotional & Irrational Women are often depicted as overly 

emotional, irrational, or prone to 

hysteria, reinforcing gendered 
stereotypes about behavior. 

Advertisements or editorial content in certain magazines often 

portray women as overly concerned with emotions, such as in 

beauty or wellness ads. Example: Ads for skincare or anti-aging 

products may depict women obsessing over their appearance, 
reinforcing the emotional weight placed on beauty. 

Fashion-Obsessed Women are stereotypically shown as 

overly concerned with fashion or 

appearance, often in shallow or 
superficial ways. 

Magazines or ads in the fashion industry often depict women who 

are obsessed with trends, prioritizing fashion over other qualities. 

Example: Fashion ads that center around women's desire to look 

fashionable, showcasing a constant pursuit of new styles and 

products. 
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newsworthy in the usual sense.

Women’s empowerment should help women reach

their best potential so they can build a better society for

everyone. Media plays an important role in supporting

this process. Media support is important for social change

and for helping groups that improve the quality of life for

women.

Gender and Electronic Media:

Television is very famous and can reach many

people, even those who cannot read. Because of this,

many governments and officials started using TV to share

information about development. Since the mid-1970s,

television has been used to share messages about

progress with the people of India. However, women’s

issues and their growth were not the only focus. India

lacks a clear media policy, which has led to a rise in

entertainment-focused programming on television. Now,

most TV channels are driven by profit motives.

Many soaps on Indian television show racist

attitudes. In some TV shows, the so-called leader of the

family takes advantage of the younger daughters and

daughters-in-law, trying to teach them how to behave

Indecent Language and Misrepresentation of Women in Print Media 

Type of Indecent 

Language/Representation 

Description Examples in Print Media 

Sexualized Language Women are often described using sexually 

explicit or suggestive language, reducing 
their value to their physical attributes. 

Example: In some advertisements, women are referred to 

as "sexy," "hot," or "seductive" without any other 
context, reducing their role to their appearance. 

Objectification Women are described as mere objects of 

desire or conquest, not as complex 
individuals with agency. 

Example: In car or perfume ads, women are sometimes 

described as "accessories" to products, such as “add a 
touch of elegance with a woman by your side.” 

Degrading or Diminutive 
Terms 

Women are sometimes referred to with 
demeaning or patronizing language, often 

to emphasize weakness or subservience. 

Example: Language like "girl," "chick," or "babe" used 
to describe women, especially in professional or 

authoritative contexts, undermines their authority. 

Victimization & Weakness Women are often depicted as passive 

victims, implying their worth is tied to 

vulnerability. 

Example: Headlines in tabloids that use terms like 

"helpless woman," or sensationalist phrases such as 

"victim of abuse" with a focus on pity rather than 

empowerment. 

Dismissing Women's 

Opinions or Expertise 

Language that belittles or undermines 

women's opinions, dismissing them as 
unimportant or uninformed. 

Example: In some news articles or ads, a woman’s 

expertise may be minimized with phrases like “just 
another woman’s view” or “she thinks she knows.” 

Stereotyping Women's Roles Women are portrayed with language that 

reinforces outdated stereotypes, limiting 
their scope and potential. 

Example: Describing women in leadership roles as 

“bossy” or “hormonal” rather than competent and 
authoritative. 

Minimizing Women’s 
Achievements 

Language that trivializes or ignores 

women’s accomplishments, focusing on 

their appearance or relationships instead. 

Example: In a business magazine, a female entrepreneur 

might be described as “a pretty face in the boardroom” 

rather than emphasizing her professional achievements. 

Patriarchal Framing Women are often depicted in terms of their 

relationship to men, reinforcing patriarchal 
norms. 

Example: Phrases like "wife of," "mother of," or 

"daughter of" are used to define women’s worth 
primarily in relation to their male counterparts. 

properly.

Women are discouraged from pursuing more than a

loving spouse, happy children, and modern living in all

serials that are rooted in the tradition of male chauvinism.

She is shown as a flashy doll, and her only quality is

her looks. Women in every show are often shown making

sacrifices, which doesn’t challenge the male-dominated

society. Women are often portrayed as always

compromising and bargaining.

Sex stereotyping is clearly seen in how men and

women are shown on television in their jobs. Men are

often shown with strong personality traits, while women

on television are usually seen as caregivers, like wives

and mothers. They are often portrayed as being humble

and focused on family responsibilities and love. In contrast,

men are shown as working and competing. There are

fewer women in the same competitive jobs as men, and

they are often seen as unusual. People tend to think

women are more naturally different from men in certain

traits. Even when women are shown as powerful, the

influence of male-dominated society is still clear. Power

and aggressiveness are seen as strange for women and

as a threat to men’s pride. In traditional homes, television
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often helps to support traditional gender roles. Television

definitely helps shape how we think about gender roles.

Gender Roles in Ads:

Advertisements are an important and common part

of watching television. Advertising is the most famous

and talked-about way to promote things because it is very

convincing. Advertising encourages and influences

consumers to buy goods, use services, or consider ideas.

Advertising is important because it helps convince people

to change how they feel about a product, service, or idea.

The regular presence of ads showing different genders,

people, social classes, and other groups affects how we

learn about society.

Ads show men and women based on the ideas of

what it means to be feminine or masculine. Being a

woman means being feminine, and being a guy means

being masculine. There is not much chance for change

or switching jobs, except in specific areas like niche

marketing.

Men and women are frequently depicted in

conventional roles in advertisements. Men are depicted

as more autonomous than women. Men are frequently

depicted in a variety of occupations, while women are

primarily depicted as homemaker and mothers. Men were

more likely to advertise vehicles, business products, and

job internet sites, while women were primarily featured

in advertisements for household items. Women are

frequently depicted in advertisements as cooking in the

kitchen, cleaning a bucket of clothes, and dressing the

wounds of their spouses and children.

Men were usually shown outside or at work, while

women were mainly shown at home:

Women are shown in different ways: as homemakers

in saris focused on their families, as attractive sex symbols

Gender in Advertisements 

Gender Role Example/Incident Description 

Male Authority and 
Leadership 

Nike Ads (Various) Men are depicted as strong leaders, athletes, and decision-makers. 
Example: Ads showing men achieving athletic feats or dominating sports. 

Female Objectification Carl's Jr. "All Natural Burger" 
Ad (2015) 

A controversial ad where a model was shown eating a burger in a 
sexualized manner, reinforcing women as objects of desire. 

Strength and Power 

(Male) 

Old Spice "The Man Your 

Man Could Smell Like" (2010) 

Ads show men as strong, capable, and in control, with humor to underline 

masculinity. Example: A man confidently speaking about products while 
engaging in impossible feats. 

Physical Beauty 
(Female) 

Dove "Real Beauty" Campaign 
(2004) 

This campaign aimed to challenge traditional beauty standards by featuring 

women of diverse shapes, sizes, and ages, though it still emphasized beauty 
as a key theme. 

Domestic Roles 

(Female) 

Oreo (Various) Women in family-oriented ads are shown as the main caregivers, cooking, 

cleaning, or tending to children. Example: Ads showing mothers engaging 

with children while enjoying Oreos together. 

Overly Emotional 

(Female) 

Coca-Cola "Share a Coke" 

(Various) 

Some Coca-Cola ads portray women as overly emotional, associating 

happiness or emotional connection with drinking a soda. 

Sexualization of 

Women 

Pepsi "Bringing the Good 

Times" (2000s) 

Ads that sexualize women to sell products, often showing them in 

revealing outfits or performing suggestive actions. Example: Women 
dancing in a seductive manner to promote a product. 

The "Damsel in 

Distress" (Female) 

Ford Ads for Cars (Various) Women in these ads are depicted as needing a man to rescue them or help 

solve a problem, reinforcing helplessness in the female role. Example: A 
woman stranded on the road waiting for a man to fix her car. 

Materialism (Female) Chanel "No. 5" Perfume Ads 

(Various) 

Women are often shown as materialistic, seeking luxury products to fulfill 

their desires. Example: High-fashion ads where a woman is shown 
indulging in luxury to signify status. 

Nurturing and 
Caregiving (Female) 

Johnson's Baby Ads (Various) Ads show mothers nurturing their children, emphasizing their role as 

primary caregivers. Example: A mother gently caring for her baby, 

promoting products like baby lotion or shampoo. 

Toughness in Sports 

(Male) 

Under Armour Ads (Various) Men in sports ads are often portrayed as tough, overcoming extreme 

challenges. Example: Ads featuring athletes in intense workouts or 
competitions, emphasizing strength and endurance. 

Male Vulnerability Gillette "The Best Men Can 

Be" (2019) 

A more recent ad that tackles toxic masculinity, showing men in various 

vulnerable situations, challenging traditional masculinity. 
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who are both admired and objectified, and as independent

and strong individuals who are confident and ambitious.

Ads for household goods often feature women. They

are shown cleaning dishes, doing laundry, or cooking for

their family. Ads mostly use women to advertise goods

and services. They are used in every item, even when

it’s not necessary. Women are included in men’s items.

These ads show a clear value that people want. Women

are shown as sexual items meant to please viewers by

showing off their bodies. Women are depicted in

revealing outfits and show poses that suggest they feel

empty or insecure. In ads for goods mainly used by men,

like men’s perfume, deodorant, underwear, and soap,

women are often shown as models, highlighting their

bodies.

Women who are fair-skinned, tall, slim, and attractive

are often seen as perfect. Meanwhile, having a dark

complexion is viewed as a significant barrier to personal

growth and even marriage. Great care is taken to

influence young women into believing that being

overweight and having dark skin prevent them from

improving themselves. Shower, cosmetic soap, and

fairness cream? guarantee that their aspirations will be

realized.

Gender Roles in Movies:

Women’s roles in movies often do not appear realistic

and instead represent common stereotypes. In Bollywood,

a ‘good’ woman has usually been seen as someone who

suffers quietly, is obedient, stays faithful, and often makes

sacrifices for others, especially the men in her family.

The ‘bad’ woman is shown as someone who is

Westernized, has blonde hair, is independent, and sexually

bold, leading men to trouble. The Hindi film industry often

suggests that a true Indian woman should be patient and

accepting, even when she faces unfair treatment and

harsh suffering.

Hindi film stories have mostly focused on men. The

themes have been looked at from the perspective of a

male audience. The lady is always less important than

the hero. Her part is defined in relation to any main male

character in the script. It could be a hero, a monster, a

father, a boss, or an older man. She does not have her

own identity, and her story in the picture is closely tied to

the male character. This kind of restriction limits women

to roles that only provide beauty, comfort, and fun.

Some filmmakers chose to tell stories from a

women’s point of view. Mother India (1957) is a Hindi

film directed by Mehboob Khan. It powerfully tells the

story of a woman who fights for justice while balancing

her roles as a wife and mother. She chose to reject the

typical role of a biological mother to become a mother

for the country by sacrificing her own son to protect a

woman’s honor in the village. The image of the traditional

“sati-savitri” woman changed a lot, likely thanks to Nutan.

She portrayed strong characters like Seema and Bandini

without revealing much skin. Meanwhile, Geeta Bali

offered a different take with her playful, tomboyish parts,

moving away from the typical image of the devoted

woman.

In the 1970s, actresses such as Jaya Bachchan,

Smita Patil, and Shabana Azmi redefined the

representation of women in Indian cinema by transitioning

from glamour to roles that were as significant as those

of the male protagonists. This trend of strong female

characters has evolved over the years, with recent films

continuing to challenge traditional narratives and break

stereotypes. For example, Gangubai Kathiawadi (2022)

portrayed Alia Bhatt as a potent and inspiring figure who

transcended societal stigma. In the same vein, films such

as Thappad (2020), which starred Taapsee Pannu,

challenged the ingrained gender norms and addressed

the normalization of domestic violence. The strength and

complexity of female characters in contemporary cinema

were further underscored by Alia Bhatt’s portrayal of a

young spy in Raazi (2018).

Some of the other noteworthy films are Shakuntala

Devi (2020), in which Vidya Balan portrays the iconic

mathematician as she navigates personal and professional

obstacles, and Sherni (2021), which emphasizes the

resilience of a woman in the face of societal and political

obstacles. The film Chhapaak (2020), which stars

Deepika Padukone, illuminates the issue of acid attacks.

In Piku (2015), she portrays an autonomous woman who

balances her personal and professional responsibilities.

These films, along with numerous others, are indicative

of a progressive shift in Indian cinema, which celebrates

women as intricate, central characters who challenge

societal conventions and inspire change.

Conclusion:

This critical review aims to deepen the understanding

of gender and media by analyzing existing research and

identifying gaps. The study aims to bring together existing

knowledge and point out areas that need more research

to help create fairer and more inclusive media practices.

RAJNI YADAV
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Gender Role Theme/Concept Examples Description 

Male Heroism and 
Strength 

Men as saviors, 
warriors, and leaders 

Sholay (1975) – Jai and 
Veeru 

The male protagonists, Jai and Veeru, are depicted 

as brave, heroic figures, saving the day through 
their physical strength and bravery. 

Female 

Objectification 

Women as objects of 

desire or possessions 

Baazigar (1992) – Seema 

and Priya's characters 

In the movie, the female characters are largely 

defined by their relationship with the male 

protagonist, with their beauty and allure emphasized 

throughout the narrative. 

Nurturing and 

Domestic Roles 

Women as caregivers, 

wives, and mothers 

Kabhi Khushi Kabhie Gham

(2001) – Nandini (Jaya 

Bachchan) and other female 

characters 

The film showcases women primarily in domestic 

roles, where they are shown as caring mothers, 

wives, and daughters, especially in the context of 

family dynamics. 

The "Damsel in 

Distress" 

Women in need of 

rescue or protection 

Gadar: Ek Prem Katha

(2001) – Sakina (Ameesha 
Patel) 

The female character is portrayed as helpless and 

dependent on the male protagonist to rescue her, 
especially during the partition and the war. 

Female 

Empowerment 

Women in strong, 

independent roles 

Queen (2013) – Rani Mehra 

(Kangana Ranaut) 

Rani's character embarks on a solo journey of self-

discovery, challenging traditional gender roles and 

showcasing women's empowerment and 
independence. 

Masculinity and 

Toughness 

Men as emotionless, 

stoic, or physically 
dominant 

Singham (2011) – Bajirao 

Singham (Ajay Devgn) 

Singham is portrayed as a fearless, strong, and stoic 

police officer, representing the traditional tough, 
masculine image. 

The "Supermom" 
Archetype 

Women as both career-
focused and perfect 

mothers 

Taare Zameen Par (2007) – 
Ishaan's mother (Tisca 

Chopra) 

While the focus is on Ishaan’s education, the 
mother’s role in nurturing, caring, and supporting 

him through his struggles represents the 
"supermom" archetype. 

Male Vulnerability Men as emotionally 

complex or sensitive 

Tamasha (2015) – Ved 

(Ranbir Kapoor) 

Ved’s character goes through a transformation, 

addressing his emotional vulnerability and struggles 

with identity, showing a more sensitive and 
vulnerable side of masculinity. 

Romantic Roles for 
Women 

Women as romantic 

interests, often defined 

by their relationships 

Dilwale Dulhania Le 

Jayenge (1995) – Simran 

(Kajol) and Raj (Shah Rukh 
Khan) 

Simran’s character is primarily defined by her 

romantic relationship with Raj, following traditional 

expectations of romance and familial duty. 

Action Hero 
Women 

Women in action roles, 

challenging traditional 

gender expectations 

Kahaani (2012) – Vidya 
Bagchi (Vidya Balan) 

Vidya’s character plays a strong, independent role, 

tracking down her husband's killer, challenging the 

stereotype of passive female characters in thrillers. 

Gendered Emotional 

Roles 

Men and women 

portrayed with 

traditional emotional 

expectations 

Kabhi Alvida Naa Kehna

(2006) – Maya (Rani 

Mukerji) and Dev (Shah 

Rukh Khan) 

Maya and Dev both experience complex emotional 

turmoil, but Maya is shown as more emotionally 

expressive and dependent on her romantic 

relationships, while Dev’s emotional struggles are 
more internalized. 

Male as 
Breadwinner 

Men as the providers or 

sole earners in family-

oriented narratives 

Piku (2015) – Piku (Deepika 

Padukone) and her father 

(Amitabh Bachchan) 

The narrative focuses on Piku's responsibility for 

her elderly father, but the traditional expectation of 

the male figure as the primary financial provider 
still influences the storyline. 

Women as 

Sidekicks 

Women playing 

secondary roles to male 
protagonists 

Dil Chahta Hai (2001) – 

Shalini (Suchitra Pillai) and 
Aakash (Aamir Khan) 

Shalini’s character is mostly secondary to Aakash's 

journey, acting as a romantic interest rather than a 
fully developed protagonist in the story. 

We are aware that the subjects of gender, identity,

and media are indispensable components of gender and

media studies. The reason is that many people enjoy

different types of media, and it shapes their thoughts and

sparks discussions. The media in India has grown recently,

offering many options for viewers to choose from. Media

platforms have changed a lot due to privatization and

globalization. These changes will likely impact how the

media examines and reports on various issues, including

gender. Over time, all kinds of media have included a

female aspect. Media affects people’s subconscious and

unconscious mind and shapes them in different ways.

GENDER & MEDIA: A CRITICAL REVIEW OF REPRESENTATION & IMPACT
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Women are often shown in less important and

submissive roles in many TV shows, soap operas, and

movies. The view of the world created by the media is

different from the truth one faced by women every day.

There is a big difference between real women and how

they are shown on television, which is confusing and

troubling. TV shows often don’t show working-class

women. In order to accurately reflect the role of women

in society, media in its various forms must create an

environment that is conducive to more progressive

representations of women.

Indian culture is changing, and it’s important for the

media to show positive stories about people’s voices,

actions, and strength.

Scope and Limitations:

The review will focus on literature published in the

last two decades to ensure relevance to contemporary

media practices. The primary scope will include global

perspectives, with particular attention to Indian media

for contextual relevance. Limitations include potential bias

in source selection and reliance on secondary data.
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