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Stereotype and Feminine Image in Media under the
Context of Consumerism Culture

Based on the Analysis of Questionnaire Survey in Beijing Shanghai and Jiangxi

LI Chunlei  LIU Yingjie
( School of Communication Jiangxi Normal University Nanchang Jiangxi 330022 China)

Abstract: Stereotype is a role schema for people to know each other in their social activities. With
the arrival of all media era the mass media exerting an inner deep and imperceptible influence on
audiences through the communication of concept and the behavior mode has become one of the im—
portant ways for audiences to form the role schema which is strengthening or changing their stereo—
types to a certain extent. Based on the analysis of questionnaire of “feminine images in media” this
article tries to understand the audiences’ cognition of feminine images in media and discusses the
influence of consumerism culture on the audiences psychology during the process of female image
molding in media to reveal the communication effect of feminine images in media, the feasible strate—

gies for Chinese media in improving reports of female stereotype and shaping real female images

would be provided.
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