For millions of children, the media—TV, movies, video games and the Internet—has become the other parent in their lives. 

Do you feel like you're in a battle with the media for the hearts and minds of your children? 

The Influences
From TV to video games, what's affecting your child's thoughts and decisions? You may be surprised at what they watch and what it may mean. 

What Parents Can Do
Children spend as many as 40 hours a week using all forms of media, and a recent study found parents are only spending 17 hours a week with their kids

How has the changing face of television, the media and other popular culture influenced your family's views on sex? You might be surprised. 

Television Through the Years 
In 1953, Thursday night's family hour consisted of The Dinah Shore Show and You Bet Your Life. Ten years later, the most popular show was The Andy Griffith Show. Today, children watching primetime see it all: sex, skin, revealing clothes and suggestive dancing. 

Shocking Statistics 



	
	The average child watches 20 hours of television a week. 
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	In the top shows for teenagers, a child sees nearly seven scenes per hour that have sexual content. 
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	Most teenage girls admit that they have learned about sex or gotten ideas from what they see on television, in music lyrics, in movies and on the Internet. 
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Monitoring Moms
Colleen and Amanda, both mothers of teenagers, kept journals of the information their family received from primetime TV. They both admit to being shocked at how explicit and troubling the programming really was. 

Colleen: On a typical Thursday night, I kept track of what my two children were watching. In one hour, from 8 p.m. to 9 p.m., there were 15 references to sex. We don't have cable intentionally—and this was on primetime. You can't control what's on a commercial either. 

Amanda: My eight year old asked me about sperm after a scene on television. Gray hairs were growing on my head as fast as she was asking questions! The very next show talked about a man being gay. I used to think these shows were funny until I really looked at them through my daughter's eyes. The journal helped me see not just to what she's watching but how much
In psychology, communication theory and sociology, media influence or media effects refers to the theories about the ways the mass media affect how their audiences think and behave.

The shift of media and media industry over the past few years into new forms, such as DVD and the internet, changes the modalities available for audiences to consume and receive media. The change has caused some media theorists to call into question the influence that the media have over attitudes and beliefs.

Urbanization, industrialization and modernization created social conditions in which the mass media developed. The bulk of the content of the mass media is not designed to challenge or modify the social and political structure of a nation, either in a one party state or in a democratic society. The mass media play a crucial role in forming and reflecting public opinion: the media communicate the world to individuals and reproduce the self-image of society. Critiques in the early-to-mid twentieth century suggested that the media weaken or delimit the individual's capacity to act autonomously - sometimes being ascribed an influence reminiscent of the telescreens of the dystopian novel 1984. Mid twentieth-century empirical studies, however, suggested more limited effects of the media. Current scholarship presents a more complex interaction between the media and society, with the media generating information from a network of relations and influences and with the individual interpreting and evaluating the information provided, as well as generating information outside of media contexts. The consequences and ramifications of the mass media relate not merely to the way newsworthy events are perceived (and which are reported at all), but also to a multitude of cultural influences that operate through the media.

The media has a strong social and cultural impact upon society. This is predicated upon its ability to reach a wide audience which often sends a strong and influential message. Marshall McLuhan uses the term “the medium is the message” as a means of explaining how the distribution of the message can often be more important that the message itself. [1] It is through the persuasiveness of mediums such as television, radio and print media that reach the target audience. These have been influential mediums as they have been largely responsible in structuring the daily lives and routines of Australians. [2]Television broadcasting has a large amount of control in influencing the content that society watches and the times in which they are viewed. This is a distinguishing feature of traditional mediums and although they are by no means redundant, the development of the internet has challenged the traditional participation habits involved in mediums such as television. The internet has lifted some of the restrictions placed on society by allowing for diversification of political opinions, social and cultural differences and heightened level of consumer participation. There have been suggestions that allowing consumers to produce information through the internet will lead to a bombardment of too much information. It can however allow society a medium for expressing opinions and moving away from the political restrictions placed on society.

http://www.media-awareness.ca/english/issues/stereotyping/women_and_girls/index.cfm
We all know the stereotypes—the femme fatale, the supermom, the sex kitten, the nasty corporate climber. Whatever the role, television, film and popular magazines are full of images of women and girls who are typically white, desperately thin, and made up to the hilt—even after slaying a gang of vampires or dressing down a Greek legion.

Many would agree that some strides have been made in how the media portray women in film, television and magazines, and that the last 20 years has also seen a growth in the presence and influence of women in media behind the scenes. Nevertheless, female stereotypes continue to thrive in the media we consume every day.

This section of the site provides a snapshot of the issues around the media’s portrayal of women and girls—from effects on body image and self-identity to ramifications in sports and politics. It looks at the economic interests behind the objectification and eroticization of females by the media as well as efforts to counter negative stereotyping. And it provides the latest articles and studies that explore the ways in which media both limit and empower women and girls in society.

	Beauty and Body Image in the Media
"We don’t need Afghan-style burquas to disappear as women. We disappear in reverse—by revamping and revealing our bodies to meet externally imposed visions of female beauty."
Source: Robin Gerber, author and motivational speaker 
Images of female bodies are everywhere. Women—and their body parts—sell everything from food to cars. Popular film and television actresses are becoming younger, taller and thinner. Some have even been known to faint on the set from lack of food. Women’s magazines are full of articles urging that if they can just lose those last twenty pounds, they’ll have it all—the perfect marriage, loving children, great sex, and a rewarding career.

Why are standards of beauty being imposed on women, the majority of whom are naturally larger and more mature than any of the models? The roots, some analysts say, are economic. By presenting an ideal difficult to achieve and maintain, the cosmetic and diet product industries are assured of growth and profits. And it’s no accident that youth is increasingly promoted, along with thinness, as an essential criterion of beauty. If not all women need to lose weight, for sure they’re all aging, says the Quebec Action Network for Women’s Health in its 2001 report Changements sociaux en faveur de la diversité des images corporelles. And, according to the industry, age is a disaster that needs to be dealt with.
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The stakes are huge. On the one hand, women who are insecure about their bodies are more likely to buy beauty products, new clothes, and diet aids. It is estimated that the diet industry alone is worth $100 billion (U.S.) a year. On the other hand, research indicates that exposure to images of thin, young, air-brushed female bodies is linked to depression, loss of self-esteem and the development of unhealthy eating habits in women and girls.

The American research group Anorexia Nervosa & Related Eating Disorders, Inc. says that one out of every four college-aged women uses unhealthy methods of weight control—including fasting, skipping meals, excessive exercise, laxative abuse, and self-induced vomiting. And the Canadian Fitness and Lifestyle Research Institute warns that weight control measures are being taken by girls as young as nine. American statistics are similar. In 2003, Teen magazine reported that 35 per cent of girls 6 to 12 years old have been on at least one diet, and that 50 to 70 per cent of normal weight girls believe they are overweight.

Media activist Jean Kilbourne concludes that, "Women are sold to the diet industry by the magazines we read and the television programs we watch, almost all of which make us feel anxious about our weight."

Unattainable Beauty
Perhaps most disturbing is the fact that media images of female beauty are unattainable for all but a very small number of women. Researchers generating a computer model of a woman with Barbie-doll proportions, for example, found that her back would be too weak to support the weight of her upper body, and her body would be too narrow to contain more than half a liver and a few centimeters of bowel. A real woman built that way would suffer from chronic diarrhea and eventually die from malnutrition.

Still, the number of real life women and girls who seek a similarly underweight body is epidemic, and they can suffer equally devastating health consequences.

The Culture of Thinness
Researchers report that women’s magazines have ten and one-half times more ads and articles promoting weight loss than men’s magazines do, and over three-quarters of the covers of women’s magazines include at least one message about how to change a woman’s bodily appearance—by diet, exercise or cosmetic surgery.

Television and movies reinforce the importance of a thin body as a measure of a woman’s worth. Canadian researcher Gregory Fouts reports that over three-quarters of the female characters in TV situation comedies are underweight, and only one in twenty are above average in size. Heavier actresses tend to receive negative comments from male characters about their bodies ("How about wearing a sack?"), and 80 per cent of these negative comments are followed by canned audience laughter.

There have been efforts in the magazine industry to buck the trend. For several years the Quebec magazine Coup de Pouce has consistently included full-sized women in their fashion pages and Châtelaine has pledged not to touch up photos and not to include models less than 25 years of age.

However, advertising rules the marketplace and in advertising thin is "in." Twenty years ago, the average model weighed 8 per cent less than the average woman—but today’s models weigh 23 per cent less. Advertisers believe that thin models sell products. When the Australian magazine New Woman recently included a picture of a heavy-set model on its cover, it received a truckload of letters from grateful readers praising the move. But its advertisers complained and the magazine returned to featuring bone-thin models. Advertising Age International concluded that the incident "made clear the influence wielded by advertisers who remain convinced that only thin models spur the sales of beauty products."

Self-Improvement or Self-Destruction?
The barrage of messages about thinness, dieting and beauty tells "ordinary" women that they are always in need of adjustment—and that the female body is an object to be perfected.

Jean Kilbourne argues that the overwhelming presence of media images of painfully thin women means that real women’s bodies have become invisible in the mass media. The real tragedy, Kilbourne concludes, is that many women internalize these stereotypes, and judge themselves by the beauty industry's standards. Women learn to compare themselves to other women, and to compete with them for male attention. This focus on beauty and desirability "effectively destroys any awareness and action that might help to change that climate."


