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CHAPTER I – INTRODUCTION 

1.1  Background of the Study 

Media plays an important role in shaping the way individuals understand society, culture and 

social relationships. It influences how people perceive different groups and how social roles 

and expectations are formed. Gender representation in media is therefore an important area of 

study because the portrayal of women and men can influence public attitudes towards gender 

roles and behaviour. Gender stereotyping occurs when individuals are represented according 

to fixed and simplified ideas about how women and men are expected to behave, appear or 

perform their social roles.1 

Gender stereotypes may be found in different forms of media, including newspapers, 

magazines, television, cinema, advertisements and digital platforms. Women may be portrayed 

primarily in domestic, dependent, emotional or appearance-based roles, while men may 

frequently be represented as strong, dominant, independent or economically successful. Such 

representations may contribute to the continuation of traditional gender expectations. At the 

same time, contemporary media has also created opportunities for more diverse and 

independent representations of women and men.2 

The development of digital and social media has significantly changed the manner in which 

media content is produced, distributed and consumed. Unlike traditional media, digital 

platforms use technological systems and algorithms to organise, recommend and personalise 

content for individual users. These systems may influence what content users are repeatedly 

exposed to based on their previous interactions, interests and online behaviour.3 

Algorithmic personalisation can therefore become an important factor in the study of gender 

stereotyping in digital media. When users repeatedly interact with particular types of gender-

related content, recommendation systems may continue to provide similar content. This may 

increase repeated exposure to particular representations and potentially reinforce existing 

gender stereotypes. Digital advertising can similarly use data-driven systems to target 

audiences with personalised content. 

The increasing role of algorithms creates a new dimension to the study of gender stereotyping. 

The issue is no longer limited to what media organisations choose to publish or portray. It also 

involves understanding how digital platforms distribute, recommend and amplify content after 

it has been created. Therefore, studying the relationship between gender representation, digital 

media and algorithmic content distribution is important for understanding the changing nature 

of gender stereotyping in contemporary society. 
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1.2  Significance of the Study 

Gender stereotyping in media is significant because media representations can influence social 

attitudes towards women and men. The repeated portrayal of particular gender roles may 

contribute to the perception that such roles are natural, normal or socially expected. Therefore, 

examining gender representation is important for understanding the relationship between media 

and gender equality.4 

The study is also significant because gender stereotyping is no longer limited to traditional 

forms of media. Social media and digital platforms have introduced new methods of content 

creation, distribution and consumption. Users can create and share content, while platforms can 

use algorithms to recommend content based on individual behaviour. This makes digital media 

an important area for examining how gender stereotypes are reproduced and circulated. 

Another important aspect of the study is the role of algorithmic personalisation and repeated 

exposure. Traditional studies of media representation generally examine the content itself and 

the manner in which women and men are portrayed. However, digital platforms introduce an 

additional question: how does the technological system decide which content is shown to a 

particular user? Understanding this process can help identify whether algorithmic content 

distribution may contribute to the continued visibility and reinforcement of gender-

stereotypical content.5 

The study is further significant from a legal and regulatory perspective. Freedom of speech and 

expression, dignity, equality and privacy are important constitutional principles in India. At the 

same time, various laws and regulatory mechanisms address issues relating to the 

representation of women, digital content and media regulation.6 Therefore, examining gender 

stereotyping requires consideration of both the social effects of media representation and the 

legal framework governing media and digital communication. 

Thus, the study is significant because it examines gender stereotyping across traditional and 

digital forms of media while giving particular attention to the emerging role of algorithms in 

personalising, distributing and repeatedly presenting gender-stereotypical content. 

 

1.3 Review of Literature 

Books and Reports 

1. UNESCO – Gender-Sensitive Indicators for Media 

The publication discusses gender representation in media and the importance of gender-

sensitive media practices. It supports the present study’s focus on gender stereotyping and 

representation.7 
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2. UN Women and UNESCO – The Big Conversation 

The publication examines the representation of women in media and its connection with gender 

equality. It supports the study’s analysis of gender stereotypes in media.8 

3. Safiya Umoja Noble – Algorithms of Oppression 

Noble examines how algorithmic systems can reproduce existing social biases. This work is 

relevant to the present study’s focus on algorithmic content distribution and gender 

stereotyping.9 

Journal Literature 

1. Rosalind Gill – “Gender and the Media” 

Gill examines gender representation and changing forms of sexism in contemporary media. 

This supports the study’s analysis of gender stereotyping in different media forms.10 

2. Studies on Digital Media and Algorithms 

Existing studies discuss how digital platforms use algorithms to personalise and recommend 

content. However, comparatively less attention is given to the relationship between algorithmic 

content distribution and the reinforcement of gender stereotypes. This supports the research 

gap identified in the present study. 

 

1.4 Research Gap 

Existing studies have discussed gender stereotyping and gender representation in different 

forms of media, including television, cinema, advertisements and social media. Some studies 

also examine the influence of digital media on gender perceptions. However, there is 

comparatively less research on how algorithms personalise, distribute and repeatedly expose 

users to gender-stereotypical content. The role of algorithmic amplification in reinforcing or 

normalising gender stereotypes also requires further study. Therefore, this study focuses on the 

relationship between gender stereotyping and algorithmic content distribution in digital media, 

along with its social, legal and regulatory dimensions.11 

 

1.5  Research Objectives 

1. To examine the concept and forms of gender stereotyping and gender representation 

across traditional, social and digital media. 

2. To analyse the role of digital algorithms in personalising, distributing, amplifying and 

repeatedly presenting gender-stereotypical content. 

3. To examine the social, constitutional, legal and regulatory dimensions of gender 

stereotyping in contemporary media and suggest measures for promoting responsible 
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and gender-sensitive media practices. 

 

1.6  Research Questions 

1. What are the major forms of gender stereotyping and gender representation found 

across traditional, social and digital media? 

2. How do algorithmic personalisation, content distribution, amplification and repeated 

exposure influence the circulation of gender-stereotypical content in digital media? 

3. What are the social, constitutional, legal and regulatory issues relating to gender 

stereotyping in contemporary media, and what measures can promote responsible and 

gender-sensitive media practices? 

 

1.7  Research Methodology 

The study follows doctrinal research methodology. The study is based on the systematic study 

and analysis of existing legal, academic and policy materials relating to media, gender 

stereotyping and digital platforms. The primary sources include the Constitution of India, 

statutes, judicial decisions, rules and regulatory provisions relating to media representation, 

gender equality, freedom of expression and digital communication. 

The secondary sources include standard books, research articles, academic journals, reports 

published by national and international organisations and other relevant scholarly literature. 

The study also examines existing literature relating to social media algorithms, content 

recommendation, personalisation and digital media. 

The collected materials are analysed to understand the concept and evolution of gender 

stereotyping, identify its different forms across media, examine the role of algorithmic systems 

in digital content distribution and analyse the relevant constitutional, legal and regulatory 

framework. 

 

1.8  Limitations of the Study 

The study has certain limitations: 

1. The study mainly focuses on gender stereotyping and gender representation in the 

Indian context, while selected international literature is used for theoretical and 

technological perspectives. 

2. It is not possible to examine every form of traditional, social and digital media in detail. 

3. The study primarily follows doctrinal methodology and therefore does not 

independently measure the internal functioning of proprietary algorithms used by 
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private digital platforms. 

4. Algorithmic systems and platform policies may change over time, which may affect 

the technological and regulatory aspects discussed in the study. 

5. The study does not attempt to determine the intention of individual media organisations 

or digital platforms. It focuses on the observable relationship between media 

representation, digital content distribution and gender stereotyping. 

6. The impact of gender stereotypes may differ depending on factors such as age, social 

background, education, culture and patterns of media use. Therefore, the findings may 

not represent the experience of every media user.12
 

 

1.9 Scheme of the Study 

Chapter I – Introduction explains the background and significance of the study. It presents the 

review of literature, identifies the research gap, states the research objectives and questions, 

explains the research methodology and discusses the limitations of the study. 

Chapter II – Concept and Evolution of Media and Gender Stereotyping explains the meaning 

and concept of media, gender, gender stereotyping and gender representation. It examines the 

importance of studying gender stereotyping, relevant theoretical perspectives, the historical 

evolution of gender representation and the major forms of gender stereotyping in media. 

Chapter III – Gender Representation in Different Forms of Media examines gender 

stereotyping in print media, television, cinema, advertisements and news media. It also focuses 

on social and digital media, including gender representation in digital content, social media 

influencers, digital advertising, algorithmic personalisation, algorithmic amplification and 

repeated exposure to gender-stereotypical content. 

Chapter IV – Critical Analysis and Legal Approach Towards Media and Gender Stereotyping 

critically analyses gender stereotyping, objectification and sexualisation in media. It examines 

the constitutional principles of equality, non-discrimination, freedom of speech and expression, 

dignity and privacy. It also discusses the legal and regulatory framework, relevant judicial 

decisions and contemporary challenges, with particular attention to algorithmic content 

distribution, personalised content, repeated exposure and the regulation of digital media. 

Chapter V – Findings, Suggestions and Conclusion presents the major findings of the study 

relating to traditional, digital and social media and the legal and judicial framework. It provides 

suggestions for responsible and gender-sensitive media practices, stronger regulatory 

mechanisms, media literacy and diverse representation. It also identifies the scope for future 

research and concludes the study. 
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CHAPTER II – CONCEPT AND EVOLUTION OF MEDIA AND 

GENDER STEREOTYPING 

This chapter explains the meaning and concept of media, gender, gender stereotyping and 

gender representation. It examines the importance of studying gender stereotyping in media 

and discusses the major theoretical perspectives relating to gender representation. The chapter 

also traces the historical evolution of gender representation from traditional media to digital 

media and identifies the different forms of gender stereotyping found in contemporary media. 

 

2.1  Meaning and Concept of Media and Gender Stereotyping 

2.1.1 Meaning of Media 

Media refers to the various means through which information, ideas, opinions and 

entertainment are communicated to a large number of people. Newspapers, magazines, radio, 

television, cinema and digital platforms are some of the major forms of media. Media plays an 

important role in informing people and influencing their understanding of social issues. It can 

also shape the way individuals perceive different groups and social roles. Therefore, media is 

an important institution for understanding the formation and representation of gender 

stereotypes.13 

2.1.2 Meaning of Gender 

Gender refers to the socially constructed roles, behaviours, expectations and characteristics 

associated with women, men and other gender identities. It is different from biological sex 

because gender is influenced by social, cultural and historical factors. Society often creates 

expectations regarding how women and men should behave, dress, work and participate in 

family and public life. Media can reflect these expectations and may also contribute to their 

continuation or transformation.14 

2.1.3 Meaning of Gender Stereotyping 

Gender stereotyping refers to the attribution of fixed and generalised characteristics, roles or 

behaviours to individuals based on their gender. For example, women may be portrayed as 

emotional, caring and dependent, while men may be represented as strong, dominant and 

independent. Such stereotypes can restrict individual choices and reinforce traditional 

expectations about gender roles. Media representation can contribute to the creation, repetition 

and normalisation of these stereotypes.15 

2.1.4 Meaning of Gender Representation 

Gender representation refers to the manner in which women, men and gender identities are 
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portrayed in media. It includes the roles given to characters, their appearance, behaviour, 

occupations, relationships and social status. Representation may be positive, negative, balanced 

or stereotypical. The nature of representation is important because repeated portrayals can 

influence how audiences understand gender roles and social expectations. 

2.1.5 Relationship Between Media and Gender Stereotyping 

Media and gender stereotyping are closely connected because media can both reflect existing 

social attitudes and contribute to their formation. When particular gender roles are repeatedly 

presented in similar ways, audiences may begin to view those representations as normal or 

socially expected. At the same time, media can challenge stereotypes by presenting women and 

men in diverse and non-traditional roles. Therefore, the relationship between media and gender 

stereotyping can be understood as an interaction between media representation and social 

attitudes. 

 

2.2  Importance of Studying Gender Stereotyping in Media 

2.2.1 Influence of Media on Society 

Media is an important source of information and social communication. People are exposed to 

media content on a regular basis through television, cinema, advertisements, news and digital 

platforms. Because of its wide reach, media can influence people’s understanding of social 

relationships and acceptable behaviour. The study of gender stereotyping is therefore important 

for understanding how media representations may influence social perceptions of women and 

men. 

2.2.2 Media and Construction of Gender Roles 

Media can contribute to the construction of gender roles by repeatedly presenting particular 

behaviours and responsibilities as appropriate for women or men. Women may be associated 

with household and caregiving responsibilities, while men may be associated with 

employment, leadership and financial responsibility. Such portrayals can reinforce traditional 

expectations. However, media can also present alternative roles and contribute to changing 

social perceptions of gender. 

2.2.3 Media and Formation of Social Attitudes 

Media representations may influence the attitudes and beliefs of audiences. Repeated exposure 

to particular representations can make certain ideas appear familiar and socially acceptable. 

Gender stereotypes presented through entertainment, advertising and other media content may 

therefore contribute to the formation of attitudes towards women and men. Understanding this 

relationship is important for examining the wider social impact of media. 
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2.2.4 Impact on Women and Men 

Gender stereotyping can affect both women and men. Women may face expectations relating 

to appearance, domestic responsibilities, sexuality and behaviour, while men may face 

expectations relating to strength, success, independence and masculinity. When such 

expectations are repeatedly represented in media, they may limit the ways in which individuals 

are perceived and represented. Therefore, studying gender stereotypes is important for 

understanding their effects on different sections of society. 

2.2.5 Media and Gender Equality 

Gender equality requires individuals to have equal opportunities and freedom from 

discriminatory stereotypes. Media can either support gender equality through balanced and 

diverse representation or reinforce inequality through stereotypical portrayals. Responsible 

representation can contribute to challenging traditional stereotypes and promoting more 

inclusive social attitudes. Therefore, examining media representation is important for 

understanding the relationship between media and gender equality.16 

 

2.3  Theoretical Perspectives on Gender Stereotyping 

2.3.1 Social Learning Theory 

Social Learning Theory explains that individuals can learn behaviours and attitudes by 

observing others. Media characters and representations can therefore provide models of 

behaviour for audiences. When particular gender roles are repeatedly shown as acceptable or 

desirable, individuals may learn and reproduce those patterns. The theory is useful for 

understanding how media representations may influence gender-related behaviour and 

expectations.17 

2.3.2 Cultivation Theory 

Cultivation Theory suggests that long-term exposure to media content can influence people’s 

perceptions of social reality. Repeated exposure to similar gender representations may 

contribute to the perception that such representations accurately reflect society. This theory is 

therefore relevant to understanding how repeated media portrayals can contribute to the 

continuation of gender stereotypes.18 

2.3.3 Feminist Perspective 

The feminist perspective examines gender representation by focusing on inequality, power and 

the social position of women. Feminist scholars have examined the ways in which media may 

reproduce patriarchal ideas and represent women through limited or stereotypical roles. This 

perspective is useful for analysing issues such as objectification, sexualisation, unequal 
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representation and traditional gender roles in media. 

2.3.4 Representation Theory 

Representation Theory examines how media constructs meanings about people, identities and 

social groups. Media does not simply reflect reality; it also selects and presents particular 

meanings through language, images, narratives and characters. Therefore, gender 

representation can influence how audiences understand what it means to be a woman or a 

man.19 

2.3.5 Objectification Theory 

Objectification Theory focuses on the treatment of individuals, particularly women, primarily 

as bodies or objects for visual or sexual purposes. Media may contribute to objectification 

through advertisements, cinema, entertainment content and digital platforms that place 

excessive emphasis on physical appearance. The theory is useful for examining the connection 

between gender stereotyping, appearance-based expectations and sexualisation. 

 

2.4 Historical Evolution of Gender Representation in Media 

2.4.1 Gender Representation in Early Media 

In the early forms of mass media, gender representation was generally influenced by traditional 

social structures and expectations. Women were frequently represented in domestic and family-

related roles, while men were more commonly associated with public, occupational and 

decision-making roles. These representations reflected the social conditions of the period and 

contributed to the development of familiar gender stereotypes. 

2.4.2 Development of Gender Representation in Cinema 

Cinema became an influential medium for representing gender roles and relationships. Early 

films often presented women through traditional roles such as wives, mothers or romantic 

characters, while male characters were commonly associated with authority and action. Over 

time, cinema began to introduce more diverse female characters and challenge some traditional 

gender expectations. However, issues such as objectification and sexualisation have continued 

to be discussed in relation to film representation.20 

2.4.3 Evolution of Gender Representation in Television 

Television expanded the reach of media representation into everyday households. Television 

programmes and advertisements frequently presented women and men through familiar family 

and occupational roles. Women were often associated with domestic responsibilities, while 

men were presented as providers and decision-makers. Contemporary television has introduced 

more varied representations, although traditional stereotypes continue to appear in some forms 
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of programming. 

2.4.4 Changing Representation in Advertisements 

Advertising has historically used gender-based images and roles to promote products and 

services. Women have often been associated with beauty, household products and caregiving, 

while men have frequently been associated with professional success, technology and authority. 

Over time, advertisements have increasingly included women in professional and independent 

roles. Nevertheless, appearance-based and gender-specific stereotypes remain relevant areas of 

study. 

2.4.5 Transition from Traditional to Digital Media 

The development of the internet and social media has significantly changed the nature of media 

representation. Unlike traditional media, digital platforms allow users to create, share and 

interact with content. This has created greater opportunities for diverse voices and alternative 

representations of gender. At the same time, digital platforms use algorithmic systems to 

recommend and distribute content. Therefore, the study of gender stereotyping has expanded 

from examining media content itself to also considering how digital systems influence the 

visibility and repeated exposure of such content.21 

 

2.5  Forms of Gender Stereotyping 

2.5.1 Stereotypical Representation of Women 

Women may be represented through traditional stereotypes that associate them with 

domesticity, emotional behaviour, dependence or physical appearance. Such representations 

may limit the portrayal of women as independent decision-makers, professionals or leaders. 

Contemporary media has increasingly presented women in diverse roles, but stereotypical 

representations continue to appear in different forms. 

2.5.2 Stereotypical Representation of Men 

Men may also be represented according to traditional expectations of masculinity. Common 

stereotypes include strength, dominance, emotional control, economic success and physical 

power. Such representations may create social expectations about how men should behave and 

express emotions. Therefore, gender stereotyping is not limited to the representation of women. 

2.5.3 Gender Roles and Domestic Stereotypes 

Media may associate particular household and caregiving responsibilities with women while 

presenting men as providers or decision-makers. Advertisements, television programmes and 

films may repeatedly present these roles. Such portrayals can reinforce the idea that domestic 

responsibilities are naturally connected with women and economic responsibilities with men. 
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2.5.4 Beauty and Appearance-Based Stereotypes 

Beauty and appearance-based stereotypes arise when media places excessive importance on 

physical appearance, body shape, skin tone, clothing or other external characteristics. Women 

are particularly subjected to appearance-based representation in advertising, cinema and social 

media. Such portrayals can contribute to narrow standards of beauty and influence social 

expectations relating to appearance. 

2.5.5 Sexualisation and Objectification 

Sexualisation occurs when individuals are represented primarily through sexual characteristics 

or attractiveness, while objectification involves treating a person mainly as an object rather 

than as a complete individual. Women may be particularly affected by sexualised and 

objectified representations in cinema, advertising and digital media. These forms of 

representation are important because they can reinforce gender stereotypes and influence 

perceptions of women’s roles and dignity.22 

This chapter has explained the meaning and concept of media, gender, gender stereotyping and 

gender representation. It has discussed the importance of studying gender stereotyping, relevant 

theoretical perspectives and the historical development of gender representation from 

traditional media to digital media. The chapter also identified major forms of gender 

stereotyping, including stereotypical gender roles, appearance-based stereotypes, sexualisation 

and objectification. The transition to digital media has introduced a further dimension because 

algorithmic systems can influence the distribution and repeated exposure of media content. The 

next chapter examines gender representation and stereotyping across different forms of media, 

with particular attention to social and digital media. 

 

CHAPTER III – GENDER REPRESENTATION IN DIFFERENT 

FORMS OF MEDIA 

This chapter examines the representation of gender across different forms of media, including 

print media, television, cinema, advertisements, news media and social and digital media. It 

discusses the ways in which women and men are portrayed, the continuation of traditional 

gender roles and stereotypes, and the changing nature of gender representation in contemporary 

media. Particular attention is given to social and digital media, where algorithmic 

personalisation, content distribution and repeated exposure may influence the visibility and 

circulation of gender-stereotypical content. 
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1.1 Gender Stereotyping in Print Media 

1.1.1 Representation of Women in Newspapers and Magazines 

Newspapers and magazines have traditionally played an important role in shaping public 

understanding of social issues and gender roles. The representation of women in print media 

may be seen through their presence in news reports, feature articles, interviews, photographs 

and other forms of content. Women may be represented as professionals, political actors, social 

leaders and participants in public life, but they may also be presented mainly in relation to 

family, appearance or personal life. The manner in which women are represented can influence 

how society understands their roles and status.23 

The extent and nature of women’s representation in print media is therefore relevant to the 

study of gender stereotyping. When women are regularly associated with limited or traditional 

roles, such representations may reinforce existing expectations about women. At the same time, 

balanced representation of women in diverse occupations and social roles can contribute to 

broader understandings of women’s participation in society. 

1.1.2 Gender Stereotypes in Print Advertisements 

Print advertisements often use simplified images of women and men to communicate particular 

products or lifestyles. Women may traditionally be associated with household work, beauty, 

childcare and family responsibilities, while men may be associated with employment, financial 

decision-making, technology and authority. Such representations may present particular gender 

roles as normal or expected. 

Advertising is designed to attract attention and create associations between products and 

particular lifestyles. When gender stereotypes are repeatedly used in advertisements, they may 

contribute to the continuation of conventional expectations relating to women and men. 

However, advertisements can also present individuals in diverse and non-traditional roles, 

thereby challenging stereotypical representations.24 

1.1.3 Gendered Language and Media Narratives 

Language used in newspapers and magazines can influence the way individuals and events are 

understood. Gendered language may occur when different standards are applied to women and 

men while reporting similar events. For example, emphasis may be placed on a woman’s 

appearance, marital status or family life rather than her professional role or achievements.25 

Media narratives can therefore contribute to gender stereotyping not only through images but 

also through the words used to describe individuals. Repeated patterns of language and framing 

may influence public perceptions regarding appropriate behaviour and social roles for women 

and men. Gender-sensitive reporting seeks to avoid unnecessary stereotyping and present 
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individuals in a fair and balanced manner.26 

 

1.2 Gender Representation in Television 

1.2.1 Representation of Women in Television Programmes 

Television has a significant role in representing gender because of its wide reach and regular 

presence in everyday life. Women in television programmes have historically been represented 

through roles connected with family, marriage, motherhood and domestic responsibilities. 

Although contemporary television includes women in professional, independent and leadership 

roles, traditional representations continue to appear in different forms.27 

The representation of women in television can influence social understanding of women’s 

identities and expected roles. When women are shown in diverse occupations and social 

positions, television can contribute to broader representations of women’s participation in 

society. On the other hand, repeated portrayal of women mainly through domestic or 

appearance-based roles may reinforce conventional gender expectations.28 

1.2.2 Representation of Men and Masculinity 

Gender stereotyping in television is not limited to women. Men are also frequently represented 

through particular expectations of masculinity. Male characters may be portrayed as strong, 

financially successful, emotionally controlled, dominant or physically powerful. Such 

representations may create a narrow understanding of what is considered acceptable masculine 

behaviour.29 

The repeated presentation of these characteristics can influence social expectations regarding 

men’s behaviour. It may also discourage representations of men as emotionally expressive, 

dependent or engaged in traditionally feminine roles. Therefore, examining the representation 

of masculinity is necessary for understanding gender stereotyping as a broader social 

phenomenon.30 

1.2.3 Gender Roles in Television Advertisements 

Television advertisements frequently communicate gender roles through short and repeated 

visual narratives. Women may be shown performing household activities or caring for children, 

while men may be represented as decision-makers, professionals or providers. Such portrayals 

can connect particular products and activities with particular genders. 

These representations may appear ordinary because they are presented repeatedly in everyday 

advertising. The concern is not that every representation of a traditional role is necessarily 

stereotypical, but that continuous association of specific responsibilities with one gender may 

reinforce limited expectations. Contemporary advertising has increasingly included women 
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and men in roles that do not strictly follow traditional divisions.31 

1.2.4 Stereotypical Portrayal in Television Serials 

Television serials often develop characters and relationships over a long period. This allows 

gender roles and behavioural patterns to be repeatedly presented to viewers. Women may be 

portrayed primarily as wives, mothers or caregivers, while men may be presented as family 

decision-makers or economic providers. Such portrayals can contribute to the normalisation of 

traditional gender roles. 

At the same time, television serials can also present women as independent professionals, 

decision-makers and individuals who challenge traditional expectations. Therefore, television 

should not be understood as producing only stereotypical representations. Its role is better 

examined by considering both the continuation of traditional stereotypes and the emergence of 

changing representations.32 

 

1.3  Gender Stereotyping in Cinema 

1.3.1 Representation of Women in Indian Cinema 

Cinema has a strong cultural influence and provides representations of gender through 

characters, narratives, relationships and visual presentation. In Indian cinema, women have 

historically been portrayed through roles connected with family, romance, sacrifice and 

traditional expectations. At the same time, cinema has also produced women characters who 

are independent, professionally successful and capable of making their own decisions. 

The representation of women in Indian cinema has therefore changed over time. However, 

traditional stereotypes may continue to appear alongside newer forms of representation. The 

study of cinema is important because repeated portrayals can contribute to wider cultural ideas 

about femininity, relationships and women’s social roles.33 

1.3.2 Representation of Men and Masculinity 

Male characters in cinema are frequently associated with strength, authority, physical power 

and control. In some narratives, masculinity is represented through aggression, economic 

success or the ability to protect others. Such portrayals can create a narrow understanding of 

masculine identity. 

The representation of masculinity can also affect expectations concerning men’s emotional 

behaviour. When emotional vulnerability or caregiving is rarely associated with male 

characters, traditional ideas of masculinity may be reinforced. Contemporary cinema, however, 

increasingly includes different forms of male identity and emotional expression.34 
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1.3.3 Female Characters and Traditional Gender Roles 

Female characters in cinema may be placed within traditional roles such as daughter, wife, 

mother or romantic partner. In some narratives, the character’s development may depend 

primarily on relationships with male characters. Such portrayals can reinforce the idea that 

women’s identities are closely connected with family and relationships. 

However, contemporary films increasingly portray women as professionals, leaders, decision-

makers and independent individuals. This change demonstrates that cinema can both reproduce 

traditional gender expectations and challenge them through alternative representations.35 

1.3.4 Objectification and Sexualisation in Cinema 

Objectification occurs when a person is presented primarily in terms of physical appearance or 

sexual attractiveness rather than as a complete individual. Women have frequently been 

subjected to objectifying representations in visual media, including cinema. Camera 

techniques, costumes, narrative roles and promotional materials may contribute to sexualised 

portrayals. 

Such representations are relevant to gender stereotyping because they may reduce women to 

particular physical characteristics and reinforce expectations concerning female appearance. 

The issue also connects with broader concerns relating to dignity, equality and gender-sensitive 

representation.36 

1.3.5 Changing Portrayal of Women in Contemporary Cinema 

Contemporary cinema has introduced a wider range of female characters and narratives. 

Women are increasingly represented as professionals, leaders, athletes, entrepreneurs and 

individuals making independent decisions. These portrayals provide alternatives to traditional 

representations. 

Nevertheless, the presence of progressive characters does not mean that gender stereotyping 

has completely disappeared. Traditional roles, appearance-based expectations and 

sexualisation may continue in different forms. Therefore, the changing portrayal of women 

should be understood as a development alongside the continuing presence of stereotypical 

representations.37 

 

1.4  Gender Stereotyping in Advertisements 

1.4.1 Representation of Women in Advertisements 

Advertisements often use gendered images to create associations between products and 

particular lifestyles. Women may be represented in connection with beauty, household 

products, childcare and family responsibilities. Such representations may strengthen the 
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association between women and domestic or appearance-related roles. 

At the same time, modern advertising increasingly presents women as professionals, 

consumers, decision-makers and independent individuals. The difference between these forms 

of representation demonstrates that advertising can either reinforce traditional stereotypes or 

contribute to changing gender expectations.38 

1.4.2 Representation of Men in Advertisements 

Men in advertisements are often associated with authority, professional success, technology, 

financial decision-making and physical strength. Such representations may contribute to 

expectations that men should be economically successful, powerful or dominant. 

The representation of men in advertising therefore forms an important part of gender 

stereotyping. A narrow representation of masculinity can affect how society understands men’s 

roles and acceptable behaviour. More diverse representations can provide alternative 

understandings of masculinity.39 

1.4.3 Beauty Standards and Gender Expectations 

Advertising frequently uses physical appearance to promote products relating to beauty, 

fashion and personal care. Women are particularly represented through expectations 

concerning skin, body shape, hair and overall appearance. These representations can contribute 

to the construction of particular beauty standards. 

When a particular physical appearance is repeatedly presented as desirable or socially 

successful, it may create expectations about how women should look. Such representations are 

therefore connected with gender stereotyping and the broader relationship between media, 

appearance and social attitudes.40 

1.4.4 Domestic and Occupational Stereotypes 

Advertisements may associate women with domestic activities and men with occupational or 

public roles. For example, household products may predominantly feature women, while 

financial, automobile or technology-related products may predominantly feature men. Such 

patterns can reinforce traditional divisions between private and public spheres. 

The repeated use of these associations may influence perceptions about which occupations or 

responsibilities are considered suitable for women and men. However, changing advertising 

practices increasingly attempt to represent individuals beyond traditional gender roles.41 

1.4.5 Impact of Advertising on Gender Perception 

Advertising does not operate independently from society, but it participates in the wider process 

through which social meanings are communicated. Repeated gendered representations may 

contribute to familiarity with particular gender roles and expectations. This can influence how 
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individuals understand women’s and men’s social positions. 

At the same time, advertising can be used to challenge stereotypes by presenting women and 

men in diverse roles. Therefore, the impact of advertising on gender perception depends not 

only on individual advertisements but also on the broader patterns of representation repeatedly 

presented to audiences.42 

 

1.5 Gender Representation in News Media 

1.5.1 Representation of Women in News 

News media plays an important role in determining which individuals and issues receive public 

visibility. Women may appear in news as politicians, professionals, activists, victims, survivors 

or participants in social movements. However, the extent and manner of their representation 

may differ from that of men. 

The representation of women in news is therefore relevant to gender equality. Balanced 

reporting can recognise women as active participants in public life rather than representing 

them only through personal or family-related identities.43 

1.5.2 Gender Bias in News Reporting 

Gender bias in news reporting may occur when similar situations involving women and men 

are presented differently. Bias may be reflected through the selection of information, emphasis 

given to personal characteristics, choice of photographs or manner of describing the individual. 

Such reporting can influence public perception of women’s credibility, authority and social 

status. Gender-sensitive journalism therefore requires attention to the language, framing and 

context used while reporting matters involving women and men.44 

1.5.3 Language and Framing of Women in News 

The framing of a news story determines how an audience may understand the event or person 

being reported. In reporting about women, unnecessary reference to appearance, marital status, 

family background or personal life may shift attention away from the actual issue. 

Gender-sensitive reporting seeks to focus on relevant facts and avoid language that 

unnecessarily reinforces gender stereotypes. The choice of headlines, descriptions and 

photographs can therefore influence how women are perceived in public discourse. 

1.5.4 Representation of Women Victims and Survivors 

The representation of women who are victims or survivors of violence requires particular 

sensitivity. News reporting may sometimes focus heavily on personal details rather than the 

circumstances of the offence or the broader social issue. Such reporting can affect dignity and 

privacy and may contribute to victim-blaming attitudes. 
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Responsible reporting should therefore balance the public interest in reporting an incident with 

respect for the dignity and privacy of the person concerned. The manner in which victims and 

survivors are represented is an important aspect of gender-sensitive media practices.45 

 

1.6  Gender Stereotyping in Social and Digital Media 

1.6.1 Gender Representation on Social Media 

Social media has changed the traditional relationship between media producers and audiences. 

Users can create, share and respond to content rather than merely receiving content from 

established media organisations. This has created greater opportunities for women and other 

groups to express themselves and challenge traditional representations. 

However, social media can also reproduce existing gender stereotypes through posts, videos, 

memes, comments and other forms of user-generated content. The large volume of content and 

rapid circulation of posts make social media an important area for studying contemporary 

gender representation.46 

1.6.2 Gender Stereotypes in Digital Content 

Digital content can reproduce gender stereotypes through images, videos, captions, memes, 

advertisements and influencer content. Women may continue to be associated with beauty, 

relationships and domestic roles, while men may be represented through strength, financial 

success and dominance. 

The digital environment also allows such content to be reproduced and circulated rapidly. 

Therefore, gender stereotyping in digital media cannot be examined only by looking at 

individual pieces of content; it is also necessary to consider how digital platforms determine 

what content becomes visible to users.47 

1.6.3 Social Media Influencers and Gender Representation 

Social media influencers can play an important role in shaping online representations of gender 

because their content may reach large and engaged audiences. Influencers may promote 

particular ideas about beauty, relationships, lifestyle, masculinity and femininity through their 

regular content. 

Such content can provide positive and diverse representations, but it can also reproduce 

stereotypical expectations. The repeated nature of influencer content becomes particularly 

relevant when platform systems recommend similar content to users based on their previous 

interactions.48 

1.6.4 Digital Advertising and Gender Stereotypes 

Digital advertising differs from traditional advertising because advertisements can be 
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distributed to users based on various forms of data and online activity. Digital platforms can 

personalise advertising according to user behaviour, interests and interactions. 

This creates a connection between gender stereotyping and algorithmic content distribution. If 

stereotypical gender assumptions are reflected in advertising content or targeting practices, 

personalised digital advertising may repeatedly expose particular users to similar gendered 

messages. Therefore, digital advertising requires examination not only in terms of 

representation but also in terms of how content is distributed.49 

1.6.5 Algorithmic Personalisation and Gender-Stereotypical Content 

Digital platforms commonly use algorithmic systems to personalise the content shown to 

individual users. These systems may consider factors such as previous interactions, viewing 

behaviour and engagement. Personalisation can make digital content more relevant to 

individual users, but it can also affect the type of content that repeatedly becomes visible. 

Where gender-stereotypical content receives engagement and is subsequently recommended to 

users with similar interests, the process may contribute to its continued circulation. The 

important issue for the present study is therefore not simply whether stereotypical content 

exists, but how algorithmic systems may influence its distribution and visibility. 

1.6.6 Algorithmic Amplification and Repeated Exposure to Gender Stereotypes 

Algorithmic amplification refers to situations where platform systems contribute to increased 

visibility or circulation of particular content. When users repeatedly encounter similar gender-

stereotypical content through recommendations, feeds or other personalised systems, exposure 

to such representations may increase. 

Repeated exposure is important because stereotypes can become familiar and appear normal 

when they are continuously presented. This does not mean that algorithms alone create gender 

stereotypes. Rather, algorithmic distribution may interact with existing social attitudes, user 

behaviour and commercially driven engagement systems in influencing which forms of gender 

representation receive greater visibility.50 

1.6.7 Changing Nature of Gender Stereotyping in Digital Media 

Gender stereotyping in digital media differs from traditional media because users are 

simultaneously consumers and creators of content. Digital platforms provide opportunities to 

challenge traditional stereotypes, but they can also allow stereotypes to spread rapidly through 

sharing, recommendation systems and personalised feeds. 

The nature of gender stereotyping has therefore shifted from simple media representation 

towards a more complex process involving content creation, user interaction, platform design 

and algorithmic distribution. This development is particularly significant for the present study 
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because it raises questions about how digital algorithms may reinforce or normalise gender-

stereotypical content.51 

This chapter examined gender representation and stereotyping across different forms of media, 

including print media, television, cinema, advertisements, news media and social and digital 

media. It showed that traditional forms of media have often associated women and men with 

particular social roles, appearances and behavioural expectations. At the same time, 

contemporary media has introduced more diverse representations that can challenge 

conventional gender stereotypes. 

The chapter also examined the changing nature of gender stereotyping in the digital 

environment. Social media and digital platforms allow users to create and circulate content on 

a large scale. More importantly, algorithmic personalisation and content distribution can 

influence what users repeatedly encounter online. Therefore, the study of gender stereotyping 

in contemporary media requires attention not only to what is represented, but also to how 

content is distributed, amplified and repeatedly presented to users. 

This provides the basis for the next chapter, which examines the critical, constitutional, legal, 

regulatory and judicial dimensions of gender stereotyping in media, with particular attention to 

contemporary digital and algorithmic challenges. 

 

CHAPTER IV – CRITICAL ANALYSIS AND LEGAL APPROACH 

TOWARDS MEDIA AND GENDER STEREOTYPING 

This chapter critically examines the persistence and changing nature of gender stereotyping in 

traditional, social and digital media. It analyses how repeated representations of women and 

men may contribute to the normalisation of gender roles, objectification, sexualisation and 

appearance-based expectations. The chapter also considers the relationship between media 

representation, gender equality and constitutional principles, particularly Articles 14, 15, 

19(1)(a) and 21 of the Constitution of India. Further, it examines the legal and regulatory 

framework applicable to media representation, including the Indecent Representation of 

Women (Prohibition) Act, 1986, the Cable Television Networks (Regulation) Act, 1995 and the 

regulatory framework applicable to digital media. The chapter also discusses important judicial 

decisions concerning gender equality, media freedom, representation, obscenity, privacy and 

digital expression. Finally, it examines contemporary challenges such as commercialisation, 

social influence, digital content control and the need for gender-sensitive media practices. 
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4.1  Critical Analysis of Gender Stereotyping in Media 

Gender stereotyping in media is not limited to the direct portrayal of women and men in 

particular roles. It also operates through repeated patterns of representation, language, 

appearance, occupation and behaviour. Traditional media has often associated women with 

domestic responsibilities, beauty and emotional characteristics, while men have frequently 

been represented through authority, strength, independence and economic success. 

Contemporary media has introduced more diverse representations, but stereotypical patterns 

continue to appear in different forms. 

The growth of social and digital media has further changed the manner in which gender 

stereotypes are created and circulated. Unlike traditional media, digital platforms allow users 

to create, share and interact with content. At the same time, algorithmic systems influence 

which content is recommended and repeatedly shown to users. Therefore, gender stereotyping 

in contemporary media must be analysed not only from the perspective of representation but 

also from the perspective of distribution and visibility. 

4.1.1 Persistence of Traditional Gender Stereotypes 

Traditional gender stereotypes continue to appear in different forms of media despite changes 

in social attitudes. Women have historically been associated with motherhood, household 

responsibilities, emotional behaviour, physical appearance and caregiving. Men have 

commonly been represented as strong, independent, financially successful and responsible for 

decision-making. Such representations can create fixed expectations regarding how women 

and men are expected to behave. 

The persistence of these stereotypes can be observed in advertisements, television programmes, 

cinema and other forms of popular media. Although contemporary media increasingly portrays 

women in professional, political and leadership roles, traditional representations have not 

completely disappeared. In some cases, modern representations combine new roles with older 

expectations, such as portraying an economically independent woman while still placing 

primary responsibility for household work upon her. 

Gender stereotypes may therefore survive even when the visible representation appears to have 

changed. The important issue is not merely whether women or men are shown in new roles, 

but whether the underlying expectations associated with gender have also changed. This makes 

the continued examination of media representation important from the perspective of gender 

equality.52 

4.1.2 Changing Forms of Gender Stereotyping 

Gender stereotyping has changed with the development of new forms of media. Earlier 
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stereotypes were often direct and easily identifiable. Women were commonly shown as 

homemakers, mothers or objects of beauty, while men were shown as providers, decision-

makers and authority figures. Contemporary media has introduced more complex and 

apparently independent representations. 

However, stereotypes may now appear in less direct forms. For example, women may be 

expected to maintain particular standards of beauty, body shape, lifestyle and personal 

presentation. Men may face expectations concerning physical strength, emotional control, 

financial success and social dominance. These expectations can be communicated through 

entertainment content, advertising, influencer culture and social media trends.53 

Digital media has also enabled individuals to participate in the creation of gender-related 

content. This has created opportunities for challenging traditional stereotypes, but it can also 

provide new ways of reproducing them. Thus, the changing nature of media does not 

necessarily eliminate gender stereotyping. Instead, it may transform the form in which 

stereotypes are communicated.54 

4.1.3 Normalisation of Gender Stereotypes 

Repeated exposure to similar representations may make gender stereotypes appear ordinary or 

socially acceptable. When a particular gender role is repeatedly presented in media, audiences 

may gradually become familiar with that representation. For example, repeated portrayal of 

women as responsible for household work may contribute to the perception that domestic 

responsibility is naturally associated with women. 

Normalisation does not necessarily mean that every individual accepts the stereotype. Rather, 

repeated media patterns may contribute to the creation of social expectations regarding 

appropriate gender behaviour. This is particularly significant when stereotypical 

representations are presented without questioning their underlying assumptions. 

The problem may become more complex in digital media because users can encounter similar 

content repeatedly through recommendations, engagement-based distribution and personalised 

feeds. Therefore, the study of normalisation must consider both the content itself and the 

mechanisms through which the content reaches audiences.55 

4.1.4 Media Influence on Gender Perceptions 

Media contributes to the formation of social perceptions concerning gender. Individuals receive 

information about social roles not only from family, education and personal experience but also 

from media. The repeated portrayal of particular behaviours as normal or desirable can 

influence how audiences understand gender roles. 

For example, media representations may associate women with physical attractiveness and 
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emotional sensitivity, while men may be associated with authority, independence and physical 

strength. Such representations can influence expectations concerning relationships, 

employment, appearance and social behaviour.56 

The influence of media should not, however, be understood as automatic or identical for every 

individual. Audiences interpret media content differently depending on their social 

background, education, personal experience and cultural environment. Nevertheless, the wide 

reach of media makes gender representation an important factor in the broader social 

construction of gender.57 

4.1.5 Impact on Gender Equality 

Gender stereotypes can affect gender equality when they restrict the roles or opportunities 

associated with women and men. If women are consistently represented as dependent, 

emotionally weak or primarily responsible for domestic work, such representations may 

reinforce social expectations that limit their participation in public and professional life. 

Similarly, stereotypical expectations of masculinity can restrict men’s freedom to express 

emotions or adopt roles traditionally associated with women. 

Media can also contribute positively to gender equality by presenting diverse and realistic 

representations. Women can be shown in professional, political, educational and leadership 

roles, while men can be represented as caregivers and participants in domestic responsibilities. 

Balanced representation can therefore challenge rigid gender expectations. 

The relationship between media and equality is consequently not one-sided. Media can 

reproduce existing inequalities, but it can also question and transform them. The important 

issue is whether media practices encourage diverse representation or continue to reinforce 

restrictive gender expectations.58 

 

4.2  Objectification, Sexualisation and Gender Representation 

Objectification and sexualisation are important dimensions of gender representation in media. 

Objectification occurs when an individual, particularly a woman, is primarily presented in 

terms of physical appearance or sexual attractiveness rather than as a complete person. 

Sexualisation involves giving excessive emphasis to sexual characteristics, sexual 

attractiveness or sexually suggestive presentation. 

These forms of representation can be found in cinema, advertisements, television and digital 

platforms. The legal issue becomes particularly significant where such representation is 

connected with indecency, obscenity, discrimination, dignity or other legally regulated forms 

of expression. At the same time, regulation must be balanced with constitutional protection of 
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freedom of speech and artistic expression. 

4.2.1 Objectification of Women 

Objectification of women occurs when women’s bodies or physical appearance are treated 

primarily as instruments for attracting attention or promoting a product, service or message. In 

advertisements and entertainment media, women may sometimes be presented mainly through 

their appearance rather than their abilities, professional roles or individual identity. 

Objectification may also influence the way audiences evaluate women. When media repeatedly 

places greater importance on physical appearance, women may be judged according to 

appearance-based standards rather than personal achievements or abilities. 

The problem is therefore not limited to individual images. It concerns the broader pattern of 

representation and the social meanings attached to women’s bodies. A critical analysis of media 

must consequently examine whether women are being represented as complete individuals or 

primarily as objects of visual or commercial attention.59 

4.2.2 Sexualisation in Media 

Sexualisation refers to the presentation of individuals primarily through sexual attractiveness 

or sexually suggestive characteristics. It may appear in films, advertisements, music videos, 

television programmes and social media content. 

Sexualisation becomes legally relevant when the representation crosses the limits prescribed 

by applicable law. The Indecent Representation of Women (Prohibition) Act, 1986 was enacted 

to prohibit certain forms of indecent representation of women in advertisements and specified 

forms of publication. The Act therefore provides a statutory framework for addressing certain 

representations considered indecent. 

However, not every sexual or nude representation automatically becomes unlawful. Courts 

have recognised the importance of considering the context, purpose and overall message of a 

work while examining questions of obscenity and expression. This is particularly important in 

artistic and cinematic works.60 

4.2.3 Beauty Standards and Body Image 

Media representation often communicates ideas about physical attractiveness, body shape, skin 

appearance, clothing and personal presentation. When a narrow standard of beauty is 

repeatedly promoted, audiences may develop expectations regarding how women or men 

should look. 

Digital platforms can intensify these expectations because users are exposed to edited 

photographs, filters, beauty-related content and influencer marketing. The distinction between 

ordinary personal expression and commercially influenced content may also become less clear. 
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Beauty standards therefore form an important part of gender stereotyping. The issue is not the 

use of beauty or fashion content itself, but the possibility that repeated representation may 

create narrow expectations concerning acceptable appearance. Diverse representation can help 

challenge such expectations by showing different body types, appearances, occupations and 

lifestyles.61 

4.2.4 Impact on Women and Society 

Objectification, sexualisation and restrictive beauty standards may influence both individuals 

and society. At the individual level, repeated exposure to appearance-based standards may 

contribute to pressure concerning physical appearance and social acceptance. At the social 

level, repeated stereotypes may reinforce traditional expectations about women’s value and 

behaviour.62 

Such representation can also affect the way women’s professional achievements and social 

identities are perceived. When appearance receives disproportionate attention, other aspects of 

identity may receive less importance. 

At the same time, the impact of media cannot be attributed to a single representation or 

platform. Media interacts with family, education, culture and other social influences. Therefore, 

the impact should be understood as part of a wider social environment rather than as an 

automatic result of individual media content.63 

 

4.3  Media, Gender Equality and Constitutional Principles 

Media operates within the constitutional framework of India. Freedom of speech and 

expression under Article 19(1)(a) protects the communication of ideas, opinions and creative 

expression. At the same time, equality, non-discrimination, dignity and privacy are protected 

through various constitutional provisions. 

Gender representation therefore raises an important constitutional question concerning the 

relationship between freedom of expression and other constitutional values. The law must 

protect legitimate expression while also addressing legally prohibited forms of discrimination, 

indecency and harm. 

4.3.1 Article 14 – Equality Before Law 

Article 14 guarantees equality before the law and equal protection of the laws. The principle of 

equality is relevant to gender representation because discriminatory assumptions based on 

gender may reinforce unequal treatment. 

The Supreme Court has emphasised that gender-based restrictions cannot simply be justified 

by traditional assumptions concerning women’s vulnerability or social roles. In Anuj Garg v. 
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Hotel Association of India, the Court examined a statutory restriction that prevented women 

from being employed in certain premises where liquor was served. The judgment questioned 

gender stereotypes as a basis for restricting women’s opportunities and emphasised substantive 

equality.64 

Although the case did not directly concern media representation, its constitutional reasoning is 

relevant to understanding how gender stereotypes may conflict with equality principles. 

4.3.2 Article 15 – Prohibition of Discrimination 

Article 15 prohibits discrimination on specified grounds, including sex, while Article 15(3) 

permits the State to make special provisions for women and children. These provisions form 

part of the constitutional framework supporting gender equality. 

The relevance of Article 15 to media lies in the broader constitutional objective of preventing 

gender-based disadvantage. Media representation does not operate independently from social 

structures. Repeated stereotypical representations may contribute to attitudes that support 

unequal treatment. 

Constitutional principles therefore provide a broader framework within which gender-sensitive 

media practices can be considered. At the same time, Article 15 does not mean that every 

stereotypical media representation automatically constitutes a constitutional violation. The 

legal assessment depends upon the nature of the conduct, the applicable law and the 

circumstances of the case.65 

4.3.3 Article 19(1)(a) – Freedom of Speech and Expression 

Article 19(1)(a) protects freedom of speech and expression. Media freedom, journalistic 

expression, artistic works, films and digital communication fall within the broader sphere of 

expressive activity, subject to constitutionally permissible restrictions under Article 19(2).66 

The Supreme Court has repeatedly recognised the importance of freedom of expression in cases 

involving films, publications and digital communication. In Bobby Art International, the Court 

considered the film Bandit Queen in its overall context while examining objectionable scenes. 

In Aveek Sarkar v. State of West Bengal, the Court considered the contemporary community 

standards approach while examining obscenity.67 

Therefore, efforts to regulate gender-stereotypical or sexualised media content must consider 

the constitutional protection given to expression. 

4.3.4 Article 21 – Right to Life, Dignity and Privacy 

Article 21 protects life and personal liberty. Judicial interpretation has expanded the provision 

to include important dimensions of dignity and privacy. These principles become relevant to 

media where publication or representation affects an individual’s personal identity, dignity or 
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private life. 

In R. Rajagopal v. State of Tamil Nadu, the Supreme Court considered the relationship between 

publication and the right to privacy. The Court recognised privacy as an important aspect of 

personal liberty while also considering the position of the press and publication. 

The constitutional protection of dignity and privacy therefore provides an important 

consideration in evaluating media practices, particularly where representations involve 

identifiable individuals or private information.68 

4.3.5 Balancing Media Freedom and Gender Dignity 

The relationship between media freedom and gender dignity requires a careful legal balance. 

Freedom of expression is essential for democratic society, journalism, artistic activity and 

public discussion. At the same time, expression may be subject to constitutionally permitted 

restrictions and specific statutory regulation. 

The legal approach should therefore distinguish between expression that merely challenges 

conventional social attitudes and expression that falls within a legally prohibited category. 

Courts have generally considered context, purpose, content and the applicable legal standard 

while examining restrictions on expression.69 

The challenge is particularly significant in digital media because large amounts of content are 

produced and circulated rapidly. A regulatory framework must therefore address harmful or 

unlawful content without unnecessarily restricting legitimate expression.70 

 

4.4  Legal and Regulatory Framework Relating to Media Representation 

India has several laws and regulatory mechanisms that can affect media representation. These 

include specific legislation concerning indecent representation of women, regulation of cable 

television, digital-media regulation and self-regulatory mechanisms for advertising. 

The legal framework, however, operates differently across different forms of media. Traditional 

broadcasting is subject to statutory and regulatory controls, whereas digital platforms involve 

a combination of information technology law, intermediary regulation and platform-level 

mechanisms. This creates challenges in applying a consistent approach to gender representation 

across different media environments. 

4.4.1 Indecent Representation of Women (Prohibition) Act, 1986 

The Indecent Representation of Women (Prohibition) Act, 1986 was enacted to prohibit certain 

forms of indecent representation of women. The Act applies to specified advertisements and 

forms of publication and contains provisions concerning prohibition, search and seizure and 

penalties. 
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The Act is relevant to the present study because media representation can contribute to the 

sexualisation or degrading portrayal of women. It provides a statutory basis for addressing 

particular forms of representation considered indecent under the legislation. 

However, the existence of the legislation does not by itself eliminate gender stereotyping. The 

Act addresses legally defined forms of indecent representation, whereas gender stereotyping 

can also occur through ordinary narratives, roles, language, appearance and repeated portrayals 

that may not fall within the statutory prohibition.71 

4.4.2 Cable Television Networks (Regulation) Act, 1995 

The Cable Television Networks (Regulation) Act, 1995 provides a statutory framework for 

regulating cable television services. Sections 5 and 6 require transmitted programmes and 

advertisements to conform to the prescribed Programme Code and Advertisement Code 

respectively. 

The Act also provides mechanisms through which transmission of programmes may be 

regulated or prohibited in specified circumstances. Section 19 permits prohibition of certain 

programmes or channels where the prescribed requirements are not satisfied or where specified 

public-interest concerns arise. 

The framework is relevant to gender representation because television content may contain 

stereotypical, sexualised or otherwise problematic representations. Regulation therefore 

operates as one mechanism through which standards concerning media content can be 

maintained72. 

4.4.3 Information Technology and Digital Media Regulation 

Digital media presents a different regulatory environment because content is created and 

circulated through online platforms, intermediaries and digital publishers. The Information 

Technology (Intermediary Guidelines and Digital Media Ethics Code) Rules, 2021 establish 

obligations relating to intermediaries and provide a framework concerning digital media. The 

Rules have subsequently been amended. 

This framework is relevant to gender-related digital content because online platforms may host 

content involving harassment, sexualised material, privacy violations or other unlawful 

content. At the same time, regulation of digital content must operate consistently with 

constitutional protection of freedom of speech and expression.73 

The digital environment also creates an additional issue that is central to this research: content 

may not merely be available online but may be recommended, ranked or repeatedly presented 

through platform systems. Therefore, regulation of digital media must be studied together with 

the manner in which content becomes visible to users.74 
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4.4.4 Advertising Standards and Self-Regulation 

Advertising is another important area in which gender stereotypes may be reproduced. The 

Advertising Standards Council of India (ASCI) operates as a voluntary self-regulatory 

organisation for advertising. Its Code seeks to ensure that advertisements are legal, decent, 

honest and truthful and provides standards concerning responsible advertising. 

Self-regulation can provide a quicker mechanism for addressing problematic advertisements. 

The ASCI Code operates alongside statutory regulation rather than replacing the law. The Cable 

Television framework also recognises the ASCI Code for advertisements carried through cable 

services. 

From the perspective of gender stereotyping, self-regulation can encourage advertisers to avoid 

representations that reinforce harmful or discriminatory gender expectations. However, its 

effectiveness depends upon compliance, complaint mechanisms and the willingness of industry 

participants to follow responsible standards.75 

4.4.5 Challenges in Effective Regulation 

Although India has several legal and regulatory mechanisms, effective regulation of media 

representation presents practical difficulties. One major difficulty is the rapid development of 

digital platforms. Content can be created and circulated immediately, making traditional forms 

of monitoring more difficult.76 

Another challenge is the distinction between unlawful content and content that is merely 

stereotypical or socially undesirable. Gender stereotyping may not always fall within a specific 

legal prohibition. A representation may reinforce traditional gender roles without necessarily 

satisfying the legal requirements of obscenity, indecency or discrimination. 

Digital platforms also operate through complex systems of recommendation and distribution. 

Consequently, the regulatory question is not limited to what content exists but may also concern 

how content is amplified and repeatedly presented to users. This creates a need for greater 

attention to transparency, accountability and gender-sensitive digital practices.77 

 

4.5 Judicial Approach Towards Media and Gender Representation 

The judiciary has played an important role in defining the relationship between gender equality, 

media expression, privacy, obscenity and digital speech. Judicial decisions demonstrate that 

courts must often balance competing constitutional values rather than treating media regulation 

as an unrestricted power. The following decisions are particularly relevant to the present study 

because they address different aspects of gender, expression, media representation and digital 

communication. 
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4.5.1 Anuj Garg v. Hotel Association of India 

In Anuj Garg v. Hotel Association of India, (2008) 3 SCC 1, the Supreme Court examined the 

constitutional validity of a provision of the Punjab Excise Act, 1914 that restricted the 

employment of women in premises where liquor was served. The Court considered whether 

such a restriction could be justified on the basis of assumptions concerning women’s safety and 

social conditions. 

The judgment is significant for the present study because it demonstrates judicial scrutiny of 

gender-based assumptions. The Court’s reasoning is relevant to the broader understanding of 

gender stereotypes because protective measures should not simply rely upon traditional 

assumptions about women’s roles or capacities.78 

Although the case does not directly concern media content, its constitutional approach provides 

a useful framework for analysing how gender stereotypes can influence social and institutional 

practices. It is therefore relevant to the relationship between gender stereotyping and equality.79 

4.5.2 Bobby Art International v. Om Pal Singh Hoon 

In Bobby Art International v. Om Pal Singh Hoon, (1996) 4 SCC 1, the Supreme Court 

considered the film Bandit Queen in the context of obscenity and freedom of expression. The 

Court considered the allegedly objectionable scenes in the context of the film as a whole and 

its depiction of social violence and exploitation.80 

The decision is important because it demonstrates that isolated scenes should not necessarily 

be examined without considering the overall context and purpose of the work. A representation 

involving nudity, sexual violence or disturbing imagery may have a broader artistic or social 

purpose. 

For the present study, the case is relevant to the relationship between gender representation and 

freedom of expression. It shows that regulation of problematic representation must consider 

the context in which the representation occurs rather than treating every controversial portrayal 

as automatically unlawful. 

4.5.3 Aveek Sarkar v. State of West Bengal 

In Aveek Sarkar v. State of West Bengal, (2014) 4 SCC 257, the Supreme Court considered the 

publication of a photograph and the question of obscenity. The Court adopted a contemporary 

approach to evaluating whether material is obscene rather than relying solely upon an older 

and more restrictive understanding of morality. 

The judgment is significant for media studies because it demonstrates that legal standards 

relating to expression must take account of contemporary social conditions and context. The 

existence of nudity or sexual imagery alone does not necessarily determine the legal character 
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of the material.81 

The case is therefore relevant to gender representation because it illustrates the need to 

distinguish between sexual imagery, artistic expression and legally prohibited obscenity. This 

distinction becomes increasingly important in contemporary media where visual content is 

widely circulated through both traditional and digital platforms.82 

4.5.4 R. Rajagopal v. State of Tamil Nadu 

In R. Rajagopal v. State of Tamil Nadu, (1994) 6 SCC 632, the Supreme Court considered 

issues relating to publication, press freedom and privacy. The judgment recognised privacy as 

an important aspect of personal liberty while also examining the relationship between the right 

to publish and the rights of individuals. 

The case is relevant to the present study because contemporary media representation may 

involve personal information, photographs and other aspects of individual identity. Digital 

media has increased the speed and scale at which personal information can be circulated.83 

The decision therefore provides an important constitutional basis for considering privacy and 

dignity alongside media freedom. Gender-sensitive media practices should particularly 

recognise the privacy and dignity of individuals when reporting or publishing material 

concerning them.84 

4.5.5 Vishaka v. State of Rajasthan 

In Vishaka v. State of Rajasthan, (1997) 6 SCC 241, the Supreme Court addressed sexual 

harassment of women at the workplace and laid down guidelines for protection against such 

harassment in the absence of specific legislation. The judgment relied upon constitutional 

guarantees of equality and dignity and international principles relating to women’s rights. The 

guidelines operated until Parliament enacted the Sexual Harassment of Women at Workplace 

(Prevention, Prohibition and Redressal) Act, 2013. 

The case is not a media-representation case. However, it is relevant to this study for its broader 

constitutional approach to gender equality, dignity and protection of women. It demonstrates 

the judiciary’s role in addressing a legal vacuum through constitutional interpretation and 

directions.85 

Its relevance to the present study is therefore limited to the constitutional dimension of gender 

protection and should not be treated as a decision directly regulating media stereotyping.86 

4.5.6 Shreya Singhal v. Union of India 

In Shreya Singhal v. Union of India, (2015) 5 SCC 1, the Supreme Court examined the 

constitutional validity of Section 66A of the Information Technology Act, 2000. The Court held 

the provision unconstitutional, including on the ground that its vague and broad language could 
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have a chilling effect on freedom of expression. 

The case is highly relevant to digital media because it demonstrates the constitutional 

importance of freedom of expression in the online environment. At the same time, it does not 

directly concern algorithmic gender stereotyping or algorithmic content recommendation.87 

Its relevance to the present study lies in the broader question of how digital content can be 

regulated while respecting Article 19(1)(a). Any approach to regulating gender-related online 

content must therefore consider both the protection of individuals from unlawful or harmful 

content and the constitutional protection of legitimate expression.88 

 

4.6  Challenges in Addressing Gender Stereotyping in Contemporary Media 

Contemporary media has created new opportunities for communication and representation, but 

it has also introduced new challenges. Traditional media organisations are no longer the only 

producers of content. Social media users, influencers, advertisers and digital platforms all 

participate in the creation and distribution of gender-related content. 

The speed and scale of digital communication make it difficult to address stereotypical content 

through traditional regulatory methods alone. Algorithmic systems add another dimension 

because they can influence what users see and how frequently they encounter particular forms 

of content. 

4.6.1 Commercialisation and Digitalisation of Media 

The development of modern media has been closely connected with commercial interests and 

technological advancement. Traditional forms of communication such as newspapers, 

television and radio now operate alongside digital news platforms, social networking sites, 

streaming services and other online media. As competition for public attention has increased, 

media organisations and content creators often give importance to content that can attract 

viewers, generate engagement and support advertising or other commercial objectives. This 

environment can influence the manner in which women and men are presented in media. 

Digitalisation has also changed the process through which media content is produced and 

consumed. Unlike traditional media, digital platforms allow individuals to create, publish and 

circulate content without depending entirely upon established media organisations. This has 

created opportunities for women and other underrepresented groups to present alternative 

experiences and challenge traditional gender roles. At the same time, commercially attractive 

content may continue to depend upon familiar images of femininity and masculinity because 

such representations are easily recognised by audiences. 

The commercial and digital transformation of media therefore has a complex relationship with 
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gender representation. Digital platforms can provide greater diversity and participation, but 

they may also reproduce existing stereotypes when content is created primarily around 

audience attention and commercial engagement. Understanding this relationship is important 

for examining the continued presence of gender stereotypes in contemporary media.89 

4.6.2 Social and Cultural Influence on Gender Representation 

Media representation is influenced by the social and cultural environment in which media 

content is produced. Cultural beliefs, traditions and expectations regarding masculinity and 

femininity can become visible through films, television programmes, advertisements, news 

reports and digital content. Consequently, media may reproduce ideas about how women and 

men are expected to behave within society. 

Women are often represented through roles associated with caregiving, family responsibilities, 

physical appearance and emotional behaviour, whereas men may frequently be associated with 

authority, independence, leadership and economic responsibility. When such portrayals are 

repeatedly presented, socially created gender roles may appear to be natural or universally 

acceptable. Media can therefore contribute to the continuation of attitudes that already exist 

within society. 

However, the relationship between society and media is not limited to the reproduction of 

existing beliefs. Media can also question traditional expectations by presenting women and 

men in diverse professional, social and personal roles. Digital platforms have particularly 

created opportunities for individuals to challenge conventional representations and 

communicate experiences that may receive limited attention in mainstream media. Thus, media 

can both reflect existing social attitudes and contribute to their transformation.90 

4.6.3 Algorithmic Content Distribution and Gender Stereotyping 

Digital platforms increasingly depend upon algorithmic systems to determine which content is 

displayed or recommended to individual users. These systems may consider previous searches, 

viewing patterns, interactions and other forms of user engagement while selecting content. 

Although personalisation is intended to make digital platforms more relevant to users, it can 

also influence the visibility of gender-related content. 

Where stereotypical content receives considerable engagement, similar material may become 

more visible through recommendation systems. This may create a repetitive cycle in which 

users are exposed to particular representations of women and men more frequently than 

alternative portrayals. For example, content concentrating on physical appearance, beauty 

standards or traditional gender roles may receive repeated visibility when users interact with 

similar material. 
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The concern surrounding algorithmic distribution is therefore not limited to intentional 

discrimination by a platform. Existing patterns of user behaviour, platform design and 

engagement-based recommendations may interact in ways that increase exposure to particular 

forms of gender representation. Research and policy discussions have consequently identified 

the possibility that social media technologies may reproduce or amplify existing gender 

stereotypes.91 

4.6.4 Personalised Content, Repeated Exposure and Reinforcement of Gender 

Stereotypes 

Personalisation has become an important characteristic of contemporary digital media. Online 

platforms use information relating to users’ interests and interactions to recommend content 

that is considered relevant to them. While this can improve the user’s experience, repeated 

exposure to similar gender-related messages can also influence perceptions of gender roles. 

A single stereotypical representation may have limited influence, but continuous exposure to 

similar portrayals can make particular ideas appear familiar and socially normal. For instance, 

repeated representations of women primarily in terms of beauty, appearance or domestic 

responsibilities may strengthen conventional expectations regarding femininity. Similarly, 

repeated portrayals of men as dominant, strong or financially successful may reinforce 

traditional expectations associated with masculinity. 

Personalised digital environments can make this process more significant because users may 

repeatedly encounter content connected with their previous interests and interactions. 

UNESCO has highlighted concerns that algorithm-driven social media content can increase 

exposure to negative gender norms and stereotypes, particularly among young users. Therefore, 

repeated exposure and personalisation should be considered when examining how digital media 

contributes to the continuation of gender stereotypes.92 

4.6.5 Digital Media, Content Regulation and Freedom of Expression 

The expansion of digital media has created new questions regarding the regulation of online 

content. Digital platforms provide individuals with significant opportunities to communicate, 

exchange information and participate in public discussions. Freedom of expression is therefore 

an important principle within the digital environment. At the same time, online content may 

contain discriminatory, degrading or stereotypical representations relating to gender. 

Content regulation attempts to address harmful or unlawful material while preserving 

legitimate freedom of expression. The regulation of digital media must therefore consider both 

objectives. Measures aimed at controlling harmful content should be accompanied by 

appropriate safeguards so that legitimate expression is not unnecessarily restricted. Effective 
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procedures for reviewing disputed content and providing avenues for redress are also relevant 

to maintaining a fair regulatory framework. 

In the context of gender representation, responsible regulation can encourage media 

organisations and digital platforms to address discriminatory stereotypes while respecting 

lawful expression. Self-regulatory mechanisms, transparent content policies and effective 

complaint procedures can complement legal regulation. The objective should be to create a 

digital environment in which freedom of expression and gender equality are considered 

together rather than treated as mutually exclusive principles.93 

4.6.6 Need for Gender-Sensitive and Responsible Digital Media Practices 

The increasing influence of digital media creates a need for responsible practices that recognise 

the effect of media representation on perceptions of gender. Gender-sensitive media practice 

requires greater attention to the manner in which women and men are represented and to 

whether such representations unnecessarily reproduce discrimination, objectification or 

restrictive gender expectations. 

Media organisations and content creators can contribute to balanced representation by 

presenting women and men in diverse professional, social and personal roles. Digital platforms 

can also consider the effects of recommendation systems, advertising strategies and 

engagement-based distribution on the visibility of stereotypical content. Gender-sensitive 

approaches should not merely focus on removing harmful material; they should also encourage 

the production and circulation of diverse and realistic representations. 

Media literacy is equally important because users should be able to recognise stereotypical 

messages and critically assess the content they encounter online. UNESCO has emphasised the 

importance of gender-sensitive approaches within media production and journalism, while its 

gender-sensitive media indicators provide a framework for assessing gender equality in media 

content and organisational practices. A combination of responsible content creation, gender-

sensitive platform practices, appropriate regulation and informed media consumption can 

therefore contribute to more balanced gender representation.94 

 

CHAPTER V – FINDINGS, SUGGESTIONS AND CONCLUSION 

This chapter presents the major findings of the study on social media and algorithmic gender 

stereotyping. It brings together the issues examined in the earlier chapters concerning gender 

representation in traditional and digital media, the persistence of gender stereotypes, 

objectification and sexualisation, constitutional principles, legal and regulatory mechanisms, 
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and the role of algorithms in the distribution and repeated exposure of gender-stereotypical 

content. The chapter also provides suggestions for promoting responsible and gender-sensitive 

media practices, strengthening regulatory mechanisms, improving media literacy and 

encouraging diverse representation. Finally, it identifies the scope for future research and 

concludes the study based on the research objectives and research questions. 

 

5.1  Major Findings of the Study 

The present study finds that media plays an important role in shaping the representation and 

understanding of gender in society. Traditional forms of media such as newspapers, television, 

cinema and advertisements have historically represented women and men through certain 

recurring roles and characteristics. Women have frequently been associated with domestic 

responsibilities, beauty, caregiving and emotional behaviour, whereas men have commonly 

been represented through authority, strength, independence and economic success. Although 

contemporary media has introduced more diverse representations, traditional gender 

stereotypes continue to appear in different forms. 

The study finds that gender stereotyping is not limited to direct or obvious representations. 

Stereotypes can also appear through language, visual presentation, occupational roles, 

domestic responsibilities, beauty standards and expectations concerning masculinity and 

femininity. Therefore, identifying gender stereotyping requires examination of the overall 

pattern of representation rather than isolated examples.95 

The study further finds that the transition from traditional media to digital and social media has 

changed the manner in which gender-related content is produced and circulated. Social media 

allows users to create, share and respond to content, thereby providing greater opportunities 

for diverse voices and alternative representations. At the same time, digital platforms use 

systems that influence the selection, ranking and recommendation of content. This introduces 

an additional dimension to gender stereotyping because the issue is no longer limited to what 

content is produced but also concerns what content becomes visible to users. 

Another major finding is that algorithmic personalisation can influence the content 

environment experienced by individual users. Digital platforms may use information relating 

to user interactions, interests and engagement to recommend content. Where users repeatedly 

interact with particular forms of gender-related content, similar content may continue to appear 

in their personalised feeds. This does not mean that every recommendation produces 

stereotyping or that algorithms independently create gender stereotypes. However, the study 

finds that algorithmic distribution can contribute to the continued visibility and circulation of 
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already existing stereotypical content.96 

The study also finds that repeated exposure is an important issue in understanding 

contemporary gender stereotyping. A stereotypical representation may have a greater social 

presence when it is repeatedly displayed through recommendations, trends, advertisements or 

other forms of digital distribution. Repetition can make certain representations appear familiar 

and socially normal. Therefore, algorithmic amplification and repeated exposure require 

greater attention in discussions concerning gender and digital media. 

The study finds that objectification, sexualisation and appearance-based representation remain 

important forms of gender stereotyping. Women are frequently subjected to expectations 

concerning physical appearance, beauty, body image and sexual attractiveness. Such 

representations may occur in advertisements, cinema, television and social media. The study 

also finds that contemporary digital platforms can intensify appearance-based expectations 

through influencer culture, edited images, filters and commercially driven content. 

Another finding relates to the constitutional dimensions of media and gender representation. 

Articles 14 and 15 provide important constitutional principles concerning equality and non-

discrimination, while Article 19(1)(a) protects freedom of speech and expression. Article 21 

has been interpreted to protect important aspects of dignity and privacy. The study finds that 

regulation of gender-related media content must therefore consider both the protection of 

gender equality and dignity and the constitutional protection of legitimate expression.97 

The study further finds that India has several legal and regulatory mechanisms relevant to 

media representation. The Indecent Representation of Women (Prohibition) Act, 1986 

addresses specified forms of indecent representation of women, while the Cable Television 

Networks (Regulation) Act, 1995 provides a regulatory framework for cable television content. 

Digital media is subject to the Information Technology regulatory framework, including the 

Information Technology (Intermediary Guidelines and Digital Media Ethics Code) Rules, 

2021, as amended. Advertising is also subject to statutory requirements and self-regulatory 

mechanisms. 

However, the study finds that existing legal provisions do not completely address the broader 

problem of gender stereotyping. Not every stereotypical representation necessarily falls within 

a specific statutory prohibition. A representation may reinforce traditional gender expectations 

without amounting to legally prohibited indecency, obscenity or discrimination. Therefore, the 

problem of gender stereotyping requires attention not only through legal regulation but also 

through responsible media practices, awareness and self-regulation. 

The study also finds that judicial decisions provide important constitutional guidance 
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concerning gender equality, media freedom, privacy and digital expression. Anuj Garg v. Hotel 

Association of India is relevant to the judicial treatment of gender stereotypes and equality. 

Bobby Art International v. Om Pal Singh Hoon and Aveek Sarkar v. State of West Bengal 

demonstrate the importance of context while considering media representation, sexual imagery 

and obscenity. R. Rajagopal v. State of Tamil Nadu is relevant to publication, privacy and 

individual dignity. Vishaka v. State of Rajasthan contributes to the constitutional understanding 

of gender equality and dignity, although it is not directly a media-representation case. Shreya 

Singhal v. Union of India is important in relation to freedom of expression in the digital 

environment. 

Overall, the major finding of the study is that gender stereotyping in contemporary media 

cannot be examined only by looking at the content itself. It must also be examined in relation 

to the manner in which content is produced, circulated, recommended, amplified and repeatedly 

encountered. This is particularly important in social and digital media, where algorithmic 

systems can influence the visibility and distribution of content. The finding therefore directly 

supports the research gap identified in the study.98 

 

5.2 Findings Relating to Traditional Media 

The study finds that traditional media continues to have an important role in constructing and 

reproducing gender representations. Newspapers, magazines, television, cinema and 

advertisements have historically presented women and men through particular social roles. 

Women have often been represented in relation to family, domestic work, appearance and 

emotional characteristics, while men have commonly been associated with employment, 

authority, independence and decision-making. 

The study finds that advertisements are particularly significant because they frequently use 

simplified representations to communicate commercial messages. Women may be associated 

with household products, beauty and caregiving, while men may be associated with financial 

success, technology, automobiles and physical strength. Although contemporary advertising 

has introduced more diverse representations, stereotypical patterns continue to appear.99 

Cinema and television also play an important role in gender representation. The study finds 

that female characters have historically been placed in traditional roles, although contemporary 

cinema and television increasingly portray women as professionals, leaders and independent 

individuals. At the same time, objectification, sexualisation and appearance-based 

representation continue to be observed in certain forms of media.100 

The study further finds that news media may reproduce gender stereotypes through language, 
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framing and the selection of information. The manner in which women victims, public figures 

or professionals are described can influence public perception. Therefore, gender-sensitive 

reporting requires attention not only to the factual accuracy of news but also to the language 

and context used in presenting women. 

Overall, the study finds that traditional media has both a reproductive and transformative role. 

It can continue existing stereotypes, but it can also challenge them by providing diverse and 

balanced representations of women and men.101 

 

5.3 Findings Relating to Digital and Social Media 

The study finds that digital and social media have fundamentally changed the nature of gender 

representation. Unlike traditional media, social media enables ordinary users to create and 

distribute content without depending entirely on established media organisations. This has 

created opportunities for women and other groups to express their experiences, challenge 

stereotypes and participate in public discussions. 

However, the study also finds that greater participation does not automatically eliminate gender 

stereotyping. Users may reproduce traditional gender expectations through posts, videos, 

memes, advertisements, influencer content and other digital material. Social media can 

therefore function both as a space for challenging stereotypes and as a space for reproducing 

them.102 

A significant finding of the study is the role of algorithmic personalisation. Digital platforms 

may personalise users’ content feeds based on previous interactions and other forms of platform 

data. When users repeatedly interact with a particular category of content, similar content may 

become more visible in their individual media environment. This creates a possibility that 

gender-stereotypical content may be repeatedly presented to users. 

The study also identifies algorithmic amplification as an important contemporary issue. 

Content that receives significant engagement may receive greater visibility within platform 

systems. Where stereotypical or appearance-based gender content generates substantial 

interaction, its increased circulation may contribute to repeated exposure. The study does not 

conclude that algorithms necessarily intend to promote stereotypes. Instead, it identifies the 

need to examine how algorithmic systems may interact with existing social biases and 

engagement patterns.103 

Another finding is that digital media has intensified beauty and appearance-based expectations. 

Filters, edited images, influencer marketing and visual trends can create narrow expectations 

concerning physical appearance. The commercial relationship between social media 
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influencers and advertisers can further connect gender representation with consumer behaviour. 

Therefore, the study finds that digital gender stereotyping requires a broader approach than 

traditional content analysis. It is necessary to examine both the representation of gender and 

the technological systems through which that representation reaches users.104 

 

5.4 Findings Relating to Legal and Judicial Protection 

The study finds that constitutional principles provide an important foundation for addressing 

gender inequality in media. Article 14 establishes equality before the law, while Article 15 

addresses discrimination on specified grounds including sex. Article 19(1)(a) protects freedom 

of speech and expression, and Article 21 provides protection for life, personal liberty, dignity 

and privacy through judicial interpretation.105 

The study finds that these constitutional provisions must be considered together. Protection of 

gender equality does not mean that every stereotypical representation can automatically be 

prohibited. Similarly, freedom of expression does not mean that all forms of media content are 

beyond legal regulation. The appropriate legal approach requires consideration of the nature of 

the representation, its context and the applicable statutory and constitutional provisions.106 

The study further finds that the Indecent Representation of Women (Prohibition) Act, 1986 

provides specific statutory protection against certain forms of indecent representation. The 

Cable Television Networks (Regulation) Act, 1995 provides a regulatory structure for cable 

television, while the Information Technology framework is relevant to digital media and 

intermediary regulation. 

Judicial decisions provide additional constitutional guidance. Anuj Garg demonstrates the 

importance of examining gender stereotypes from the perspective of equality. Bobby Art 

International and Aveek Sarkar demonstrate the importance of context when evaluating media 

expression. R. Rajagopal highlights the relationship between publication and privacy. Vishaka 

demonstrates the judiciary’s broader role in protecting gender equality and dignity, while 

Shreya Singhal establishes the importance of freedom of expression in the digital 

environment.107 

However, the study finds that judicial and statutory protection alone cannot address all forms 

of gender stereotyping. Many stereotypes operate through ordinary social narratives and 

commercial practices that may not fall within a clearly defined legal prohibition. Therefore, 

legal protection must be supported by responsible media practices, self-regulation, media 

literacy and greater awareness of gender-sensitive representation.108 
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5.5  Suggestions for Reducing Gender Stereotyping 

Based on the findings of the study, the following suggestions are made to reduce gender 

stereotyping and promote responsible representation in traditional and digital media. 

5.5.1 Gender-Sensitive Media Practices 

Media organisations should adopt gender-sensitive practices while creating and presenting 

content. Women and men should be represented in diverse social, professional and personal 

roles rather than being repeatedly associated with traditional stereotypes.109 

Media professionals should also avoid unnecessary emphasis on appearance, gendered 

assumptions and objectifying representations. Gender sensitivity should be incorporated into 

content creation, editorial decisions, advertising and entertainment production. 

Digital platforms should also consider gender representation when developing content policies 

and recommendation practices. Greater attention should be given to the possibility that repeated 

distribution of stereotypical content may contribute to its normalisation.110 

5.5.2 Responsible Media Representation 

Media content should present women and men as individuals with diverse identities, abilities, 

occupations and experiences. Women should not be reduced primarily to appearance, family 

roles or sexual characteristics, while men should not be restricted to stereotypes involving 

strength, dominance or financial success.111 

News reporting should also avoid unnecessary references to a woman’s appearance, personal 

life or character when such information is not relevant to the subject being reported. In cases 

involving violence or sexual offences, particular care should be taken to protect privacy and 

dignity.112 

Responsible representation can therefore help reduce the repeated reproduction of restrictive 

gender expectations. 

5.5.3 Strengthening Regulatory Mechanisms 

Existing regulatory mechanisms should be implemented effectively and periodically reviewed 

in light of developments in digital media. Regulation should address legally prohibited forms 

of content while maintaining constitutional protection for legitimate expression.113 

Particular attention should be given to digital platforms because online content can be 

distributed rapidly and across geographical boundaries. Greater transparency concerning 

content moderation and recommendation systems may assist in understanding how digital 

content reaches users. 

At the same time, regulatory measures should contain clear standards to avoid unnecessary 

restrictions on lawful speech, artistic expression and public discussion. A balanced regulatory 
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approach is therefore necessary.114 

5.5.4 Promoting Media Literacy 

Media literacy should be promoted to enable individuals to critically understand the content 

they encounter. Users should be able to identify stereotypes, objectification, sexualisation, 

appearance-based expectations and commercially influenced representations. 

Digital media literacy should additionally include basic awareness of personalised feeds, 

recommendations and algorithmic content distribution. Users should understand that the 

content appearing on a digital platform may be influenced by previous interactions and 

platform systems.115 

Media literacy can therefore help individuals distinguish between representation and reality 

and critically evaluate the gender messages communicated through media.116 

5.5.5 Encouraging Diverse and Inclusive Representation 

Media organisations, advertisers, filmmakers, content creators and digital platforms should 

encourage diverse and inclusive representation. Women should be represented across different 

professions, social backgrounds, age groups and areas of public life.117 

Greater diversity should also be encouraged in representations of men so that masculinity is 

not restricted to narrow expectations of strength, dominance or economic success. Diverse 

representation can provide audiences with a broader understanding of gender roles. 

Digital platforms can also provide opportunities for underrepresented voices to participate in 

public communication. Encouraging diverse creators and content can therefore contribute to 

reducing the dominance of repetitive stereotypes.118 

 

5.6  Scope for Future Research 

The present study primarily examines gender stereotyping in traditional, social and digital 

media, with particular attention to algorithmic personalisation, content distribution, 

amplification and repeated exposure. However, several areas remain open for further research. 

Future studies may empirically examine how recommendation systems respond to different 

types of gender-related user interactions. Such research could analyse whether users who 

interact with stereotypical content subsequently receive greater quantities of similar content 

and whether such patterns differ between platforms. 

Further research may also examine the experiences of different groups of users, including 

women from different age groups, social backgrounds and geographical areas. Comparative 

studies between different social media platforms may help identify differences in content 

recommendation and gender representation.119 
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Another area for future research is the legal regulation of algorithmic systems. Further study 

may examine whether existing Indian laws are sufficient to address algorithmic amplification 

and whether greater transparency regarding recommendation systems is required. 

Future research may also examine the relationship between gender stereotyping and other 

forms of representation, including caste, class, disability, age and other social characteristics. 

Such intersectional research can provide a more comprehensive understanding of how 

stereotypes operate within digital media. 

Therefore, further empirical, comparative and interdisciplinary research can contribute to a 

deeper understanding of the relationship between gender representation, algorithms and digital 

media.120 

 

5.7  Conclusion 

The present study concludes that gender stereotyping remains an important issue in 

contemporary media despite significant changes in the nature of media representation. 

Traditional media has historically associated women and men with particular social roles, while 

contemporary media has introduced more diverse representations. However, traditional 

stereotypes continue to appear through domestic roles, beauty standards, objectification, 

sexualisation, occupational expectations and representations of masculinity.121 

The study also concludes that the development of social and digital media has changed the 

nature of gender stereotyping. Digital platforms have created opportunities for individuals to 

challenge traditional representations and express diverse experiences. At the same time, 

algorithmic systems influence the distribution and visibility of content. Personalised 

recommendations, engagement-based distribution and repeated exposure can therefore become 

important factors in understanding how gender-stereotypical content circulates in digital 

environments. 

The study finds that the legal framework provides several protections relevant to gender 

representation. Constitutional principles of equality, non-discrimination, freedom of 

expression, dignity and privacy provide the foundation for analysing media-related issues. 

Statutory and regulatory mechanisms further address particular forms of media content. 

However, the study concludes that the existing legal framework cannot by itself eliminate all 

forms of gender stereotyping because many stereotypes operate through social narratives, 

commercial practices and ordinary patterns of representation.122 

The judicial decisions examined in the study demonstrate the importance of maintaining a 

balance between gender equality and freedom of expression. Anuj Garg highlights the 

http://www.whiteblacklegal.co.in/


www.whiteblacklegal.co.in 

Volume 4 Issue 2 | Oct 2026          ISSN: 2581-8503 

Page | 828   

constitutional importance of examining gender stereotypes through the principle of equality. 

Bobby Art International and Aveek Sarkar demonstrate the importance of context in evaluating 

media expression. R. Rajagopal highlights privacy and publication, while Vishaka contributes 

to the broader constitutional understanding of gender equality and dignity. Shreya Singhal is 

significant in relation to freedom of expression in the digital environment. 

Overall, the study establishes that gender stereotyping should not be examined only as a 

problem of media content. In the digital environment, attention must also be given to the 

mechanisms through which content is personalised, distributed, amplified and repeatedly 

presented to users. This aspect forms the central contribution of the present study.123 

Therefore, reducing gender stereotyping requires a combined approach involving gender-

sensitive media practices, responsible representation, effective legal and regulatory 

mechanisms, media literacy, diverse representation and greater attention to algorithmic content 

distribution. Such an approach can help promote a media environment in which gender 

representation is more balanced, diverse and consistent with constitutional values of equality 

and dignity. 

The study consequently concludes that the future of gender-sensitive media regulation cannot 

depend exclusively on controlling individual pieces of content. It must also consider the 

broader digital environment in which content is created, recommended, circulated and 

repeatedly encountered. This provides scope for further legal, social and empirical research on 

the relationship between gender stereotyping, algorithms and digital media.124 
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