
Cultural Stereotyping in 

the American News &

Entertainment Media

The Imagistic and FORMULAIC 

Framing of the “Self” and the 

“Other.”



Cultural Stereotypes and Story-Telling

• Stereotypes are a central part of 
nearly ALL stories!

• STORY TOOLS:  Quick/Identifiable→
quickest “meaning-making” comes out of 
oppositional forces

• EMPHASIZE Dramatic Tensions

• Frequently represent the EXTREMES of our 
Cultural Biases.

• Frequently “normed” and therefore largely 
invisible to consumers AND producers of media

• Information Overload + 

• Quick Stories + 

• Lack of context

• Unidimensional + 

• Uninformed populace + 

• Humor (All comedy all the time)+

• Extreme Solutions+



Framing of NEWS STEREOTYPES
Baseline Biases of MOST media organizations

➔ Bias #1: Nationalistic/Patriotic Political-

Editorial Bias– News/Media almost always

reinforce the Government on foreign policy 

issues. News Patriotism. Largely “invisible”

➔ Bias #2: Corporate Consumer Culture Bias. 

Audiences→Advertisers:  70%-30% split  

(ads vs. news). PRO BUSINESS + PRO 

TECHNOLOGY

➔ Bias #3: News slants/angles create-

reinforce Mainstream Cultural 

Biases/Viewpoints



POLEMICS: Dramatic/Confrontational Divisional 

DRAMATIC and Oppositional Polemics through 

IMAGES, HEADLINES, and EDITORIAL SLANTS

1. Gender:  He-She-They

2. Politics: Conservative vs. Liberal

3. Age: Children – Tweens – Adults – Elderly 

4. Religion:  Christians vs. Muslims; 
Believers vs. Non-believers

5. Race: Black vs. White

6. Economics/Income/Cla$$: Elites of 
Society vs. Common People

7. NATIONALISTIC: US vs. Them



NATIONAL NEWS: Time Magazine as an AGENDA 

SETTER for NEWS & American Foreign Policy

Time Magazine = News for the “common

man”

Henry Luce—Founder  (1923) 

National & GLOBAL ADVERTISING (FULL 

COLOR)

Mainstream News Digest– One sitting.

The News/Ad SPLIT (30%/70%)

PHOTO/IMAGE CENTRIC PUBLICATIONS

America First (er)!! (Ardent 

Nationalism/Patriotism).

Centrist Conservative Editorial Slant.

“American Exceptionalism”: United 

States is the “Guiding light of Freedom 

and Democracy worldwide.”

Life Magazine (1936) = American Family, 

Culture, Society, Fashion, Trends



TIME-LIFE MEDIA EMPIRE
SETS THE MEDIA AGENDAS OPERATIONALLY & IDEOLOGICALLY

TIME-LIFE MEDIA EMPIRE AGENDA SETTING FOR NEARLY 

ALL US MEDIA | POLITICALLY, OPERATIONALLY, and 

IDEOLOGICALLY

–TLM = TIME-WARNER GLOBAL MEDIA—Now 

Charter/Spectrum Communications

–POLITICIZED MEDIA/NEWS OUTLETS

–But the AVG AMERICAN doesn’t know it.

–CNN-FOX-MSNBC

–USA Today

–Newsweek, US News and World Report and nearly all 

American national news magazines

–NYTIMES-WASH POST-Boston Globe among many others…



Fortune Magazine (1930→)



SPORTS ILLUSTRATED Magazine (1954→)



People Magazine
Celebrity-Royalty
























