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Introduction 

Media discourse plays a significant role in shaping public understanding of gender 

roles and identities. Through recurring narratives, linguistic choices, and visual 

portrayals, media texts contribute to constructing what it means to be “male” or 

“female” in society. In English-language media, representations of gender are not 

merely descriptive—they are performative, reinforcing or challenging social norms, 

ideologies, and power dynamics. 

Traditionally, media has relied heavily on gender stereotypes, portraying men as 

rational, dominant, and active, while women are shown as emotional, passive, and 

appearance-focused. However, the rise of digital platforms and intersectional feminism 

has introduced more diverse portrayals, though not without contradiction or backlash. 

This paper critically analyzes how gender is constructed in English-language media 
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discourse and what implications these constructions have for social equity, self-

perception, and cultural expectations. 

1. Language and Gender: Theoretical Foundations 

The study of gender representation in media is grounded in theories from critical 

discourse analysis (CDA), feminist linguistics, and social semiotics. Scholars like 

Fairclough and van Dijk argue that media texts reflect and reproduce societal 

ideologies. Language, in this context, is not neutral—it carries power, bias, and intent. 

In gendered discourse, lexical choices, sentence structures, and even pronoun 

usage reflect deeper societal norms. For example, men are more frequently described 

with action-oriented verbs (leads, wins, commands) while women are associated with 

appearance-related or emotional terms (beautiful, cries, supports). 

2. Gender Stereotypes in News Media 

News outlets, both print and digital, often reinforce traditional gender roles 

through framing and source selection. Studies show that men are more frequently 

quoted as experts, while women are underrepresented in politics and economics 

coverage. Headlines and images may subtly sexualize or infantilize women, reinforcing 

perceptions of lesser authority. 

For example, when reporting on female politicians, media often emphasize 

personal appearance, family roles, or emotional tone, whereas male counterparts are 

described in terms of strategy or leadership. This linguistic framing affects not only 

public trust but also women’s participation in public life. 

3. Advertising and the Commercialization of Gender 

Advertising is a powerful force in constructing gender norms. In English-language 

advertisements, women are often portrayed as caregivers, homemakers, or sexualized 

objects, while men are shown as powerful, assertive, and independent. This binary 

construction is especially visible in commercials for household products, fashion, cars, 

and technology. 

However, recent shifts toward gender-neutral marketing and inclusive advertising 

(e.g., featuring LGBTQ+ identities or breaking traditional roles) signal a growing 



 ОБРАЗОВАНИЕ НАУКА И ИННОВАЦИОННЫЕ  ИДЕИ В МИРЕ       

     https://scientific-jl.org/obr                                                                 Выпуск журнала №-69 

Часть–2_ Мая –2025                     
110 

2181-3187 

awareness of representation ethics. Still, some campaigns face criticism for “faux 

feminism” or performative diversity, where inclusion is used as a branding tool rather 

than a genuine value. 

4. Film and Television: Evolving Roles and Persistent Tropes 

English-language film and television have historically centered male protagonists, 

with female characters often relegated to supporting roles, love interests, or “damsels 

in distress.” Common tropes such as the “manic pixie dream girl,” “angry feminist,” or 

“overachieving career woman” limit the complexity of female characters. 

Nonetheless, there has been notable progress in the last decade. Series like The 

Crown, Killing Eve, and Orange Is the New Black offer multidimensional female leads. 

Male vulnerability and emotional expression are also being explored more openly in 

productions like Normal People or The Last of Us, challenging hegemonic masculinity. 

5. Social Media and Digital Gender Discourse 

Unlike traditional media, social media allows users to produce and challenge 

narratives about gender. Hashtags like #MeToo, #HeForShe, and #GirlsSupportGirls 

have mobilized digital activism and reshaped gender conversations globally. 

Influencers, bloggers, and creators use platforms like Instagram, TikTok, and YouTube 

to perform and negotiate gender identities in real-time. 

While digital discourse allows for intersectionality and inclusivity, it is also a site 

of gender-based trolling, cyber harassment, and polarization. Female public figures 

often receive disproportionate abuse online, highlighting the persistence of digital 

misogyny even in progressive spaces. 

6. Linguistic Devices and Gender Positioning 

English-language media often uses specific linguistic devices to subtly frame 

gender roles. These include: 

• Naming practices (e.g., calling women by first names vs. men by 

surnames) 

• Modality and hedging (e.g., “she might run for office” vs. “he will lead the 

team”) 
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• Passive constructions in narratives of violence (e.g., “she was attacked” 

vs. “a man attacked her”) 

These choices contribute to a discursive bias, where men are agents of action and 

women are recipients of circumstances. This affects how readers perceive agency, 

responsibility, and credibility, particularly in stories about politics, business, or crime. 

7. Gender Representation in Headlines and Visuals 

Media headlines often carry gender bias, especially in tabloid or online 

journalism. For example, women are frequently described in relation to their 

appearance (stuns in red dress, shows off figure) or relationships (wife of footballer, 

mother of three), while men are characterized by achievements (wins contract, 

launches startup). 

Visual framing also plays a role: male figures are more often depicted in 

authoritative stances (e.g., arms crossed, standing tall), while women are shown 

smiling, seated, or looking away, which conveys lower status or passivity. This 

difference reinforces gendered power hierarchies even without explicit language. 

8. Double Standards and “Symbolic Annihilation” 

A key concept in media gender studies is “symbolic annihilation” (Tuchman, 

1978), referring to the underrepresentation or trivialization of women and marginalized 

genders. This still manifests in modern media through: 

• Limited screen time for female characters in major films 

• Ageism (older women are often excluded from visible roles while older 

men retain prominence) 

• Oversexualization of women vs. desexualization of men in family-

oriented media 

Moreover, double standards persist: a woman in power may be described as 

“bossy” or “shrill,” while a man with similar behavior is praised as “assertive” or 

“decisive.” These disparities shape the social acceptability of gender performance 

across industries. 

Conclusion 
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Gender representation in English-language media is both a mirror and a mold: it 

reflects cultural attitudes while shaping societal norms. While traditional media have 

long perpetuated reductive gender stereotypes, contemporary shifts—fueled by social 

movements and digital empowerment—are redefining the narrative. However, these 

changes are uneven and often performative, revealing the ongoing tension between 

representation and reality. For meaningful change, media creators must engage 

critically with gender discourse, prioritize authentic voices, and dismantle long-

standing biases in both language and imagery. 
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