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Abstract
The current research study aims to address the representa-
tion of gender in animated content on children’s TV in India 
through the lens of political economy by understanding the 
perspectives of media experts. The discourse generated by 
capturing viewpoints of media experts who represent differ-
ent roles and functions in the children’s media ecosystem will 
be critical in shaping a holistic overview. States that there is a 
considerable gap in academic investigation and scholarship 
that global production practices in children’s TV landscape. 
India, in particular, does not have an excellent scholarship 
to discuss children’s TV in India. This research paper aims to 
address the more significant gap to contribute to generating 
academic knowledge on children’s TV in India with particular 
reference to gender representations and the specific opening 
of analyzing industry practices in the domain through the dis-
course emanating from the industry experts as well as critical 
social and academic experts. 
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INTRODUCTION
The power of popular culture, inherently expressed 

in India through Hindi cinema, can never be under-
estimated. Its influence - textually and sub-textually 
- drives conversations, narratives, debates, and enter-
tainment of all kinds in middle-class India. This me-
dium impacts, consciously or subconsciously, speech 
patterns, hairstyles, food choices, a sense of aesthet-
ics in looks and dress, dance steps, pretty much ev-
erything in lifestyle. Exposure to it at a young age can 
even determine career choices for girls and boys.

In the middle of a pandemic, a health crisis we 
have not seen the likes of in a hundred years, the tragic 
death of a film star in June 2020 continues to domi-
nate the airwaves and the internet. His fashion sense, 
his food choices, the character of his domestic help, 
his medical history, his romantic relationships, his fi-
nancial records, and much else are now part of public 
information. His small-town origin in Bihar is politi-
cal fodder for debates on hegemonic strangleholds in 
the Hindi movie industry. Patterns of thinking gener-
ated by this overwhelming influence of popular cul-
ture had stimulating effects on middle-class Indian 
society since the 1950s, when the star system of Hindi 
cinema began to evolve towards the hold it has over 
young people today [1]. On one level, the heteroge-
neous nature of an incredibly diverse country like In-
dia is sustained by regional tradition, language, dance, 
and gender roles strikingly different in each part of the 
nation. On another level, Hindi cinema essentially has 
a homogenous association; its star system, language, 
costumes, musical style, and dance present a pan-In-
dian image. So much so that even regional cinema in 
Marathi, Bengali, and Malayalam, for instance, does 
not remain unaffected by Hindi cinema’s invention of 
new content and undergoes a similar metamorphosis 
of its own. 

Children who have just learned a language are par-
ticularly susceptible to emerging speech patterns and 
vocabulary directed at them in high decibel sounds 
and images. Film stars, male and female, quickly be-
come role models, something that is often endorsed by 
parental encouragement. We often see videos of boys, 
as young as four or five, dressed as macho men, and 
enacting behaviour of the action stars of Hindi films, 
and girls, of the same age, gyrating to the provocative 
item numbers of actresses on screen and, embarrass-
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ingly, dressed in the same flimsy costumes, and wear-
ing sexualized make-up.

In this cultural context, specialized TV program-
ming for children, who typically spend hours before a 
TV screen every day, becomes essential, as alternative 
exposure to Indian social life, traditions, and aspira-
tions, the last factor being the most important. Gender 
bias in Hindi cinema has to be countered by present-
ing a host of roles to which a little girl can aspire. 

The same conflict between the influence of popu-
lar American culture on young people through Holly-
wood cinema and an attempt to correct it took place 
in the arena of American TV in the 1960s and 1970s. 
The need to alter perceptions, to provide an alternative 
narrative to this bombardment of image and sound on 
children watching mainstream film and TV, led to the 
creation of the TV Programme, ‘Sesame Street’. TV 
Producer Joan Ganz Cooney initiated it in 1969. With 
the help of an experimental psychologist, Lloyd Merri-
est, she created a dialogue-based conversation between 
Muppets and live-action, teachers and professionals in 
the adult world. The idea was to make a distinction, 
for a child audience, between the characters inhabit-
ing Hollywood and TV serials - cowboys, detectives, 
hoodlums, molls, and innocent homemakers - and the 
real-life people that existed in suburban, or city Amer-
ica. The notion was to separate fiction in cinema and 
TV from everyday living. The program was a lightning 
rod for children’s TV production all over the world. 
Broadcast in over 140 countries, the program “set the 
standard against which each new educational child’s 
program was judged” [2]. It has been praised by par-
ents, teachers and media critics for raising the bar in 
children’s TV and has been described as “the most vig-
orously researched, vetted, and fretted-over program” 
[3]. It is impossible to deny that ‘Sesame Street’ was 
influential, but did it effectively change gender stereo-
types for the boys and girls watching the show? Not. 
Female characters on Sesame Street remained dras-
tically outnumbered by male characters [3]. A 1994 
study of characters on Sesame Street found that male 
characters outnumbered female characters by a 2:1 
margin; this was over twenty years after the debut of 
Prairie Dawn, a seminal female character brought in 
to attempt to alter gender types [4]. 

In children’s programs for TV in India, particular-
ly amongst the cartoon-based ones, the ratio of male 
to female characters is abysmal. Furthermore, if ever, 
are female characters shown to be pilots, scientists, or 

managers. Rarely, if at all, do they set the plan in a nar-
rative. Meanwhile, in the male-dominated universe 
of Hindi cinema, roles for women are gradually be-
ing created, even in prosperous, war-based films like 
‘Uri: The Surgical Strike’, in which actress Kirti Kul-
hari plays an IAF helicopter pilot who drives away a 
Pakistani gunship from preventing the surgical strike 
team’s return from across the LOC. More recently, in 
‘Gunjan Saxena: The Kargil Girl’, the film is centred on 
a woman as a professional military person in a combat 
situation. 

However, in animated Children’s programs in In-
dia, the imbalance persists. conducted a content analy-
sis study of children’s TV cartoons in India between the 
years 2000 to 2014, which found that male characters 
outnumbered female characters by 2.5 times. There 
was a solid adherence to masculine and feminine ste-
reotypes in primary male and female characters, and 
they never displayed any cross-typed qualities [5]. 

Despite the proliferation of many technologies in 
media, TV continues to play an essential role in the 
lives of children. The video and audio on the TV 
screen are ingrained in the lives of children. Media 
have a critical role in the process of secondary so-
cialization of children. According to “research on TV 
viewing and the socialization of children indicate TV 
has a great impact on the lives of children”. According 
to the author, TV has a significant socializing influ-
ence on children regarding their attitudes toward gen-
der roles, further reinforced by parents, friends, and 
school, contributing to their sense of what it means 
to be male or female in society [5]. calls these mes-
sages “stereotyped, biased, and outdated and argues 
that as children continue to develop and grow, they 
are exposed to more and more examples of gender bi-
ases and stereotypes, which can shape minimal ideas 
of gender identity and gender roles”. It is essential to 
deconstruct certain concepts to understand the rela-
tionship between children and TV, especially gender 
representations and the construction of gender iden-
tities. This study investigates the animated content on 
children’s TV in India from the point of view of indus-
try professionals. 

The objectives of the study are two-fold. First, to 
understand how the children’s TV ecosystem operates 
in India, emphasizing animated content. Second, to 
understand the viewpoints of content producers and 
media professionals on the representation of gender 
in the animated content screened on children’s TV in 
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India. Indian society is varied and complex. The di-
versity of the Indian socio-cultural milieu is absent 
from the mainstream socio-cultural media discourse, 
which is lopsided and startlingly homogeneous. Un-
fortunately, this homogeneity is built on the concept of 
standardized codes and norms. When this uniformity 
is applied to children’s media, the consequences can be 
both immediate and long-term. The aforementioned 
sociological premise guides the direction of this re-
search study. The study follows a series of research 
investigations conducted to study gender representa-
tions in animated content on children’s TV in India 
through content analysis and a detailed reception 
analysis with Indian children to understand their en-
gagement and negotiation with these representations. 
Another dimension of the larger research project in-
vestigated the parental perception of children’s TV 
cartoons in general, focusing on gender portrayals. 
The current research study aims to address the repre-
sentation of gender in animated content on children’s 
TV in India through the lens of political economy by 
understanding the perspectives of media experts. The 
discourse generated by capturing viewpoints of media 
experts who represent different roles and functions 
in the children’s media ecosystem will be critical in 
shaping a holistic overview of this subject. States that 
there is a considerable gap in academic investigation 
and scholarship that global production practices in 
children’s TV landscape. India, in particular, does not 
have an excellent scholarship to discuss children’s TV 
in India. This research paper aims to address the more 
significant gap to contribute to generating academic 
knowledge on children’s TV in India with particular 
reference to gender representations and the specific 
opening of analyzing industry practices in the domain 
through the discourse emanating from the industry 
experts as well as critical social and academic experts. 

REVIEW OF LITERATURE
TV has witnessed a phenomenal explosion, but 

many newer media forms have also evolved over the 
years. The exciting thing is that all communication 
technologies coexist, and the more recent technologies 
have not entirely displaced any old technology. Chil-
dren have access to these new media forms but still, 
watch TV [6]. in their seminal work ‘Children and TV 
– Fifty Years of Research’ state that while “most of the 
research in the domain of children and TV has been 
isolated, uncoordinated, under-funded and short-

term, some work has been exceptional”. According to 
them, the effect of TV has been the most pronounced 
research track, and the effects-tradition has dominat-
ed the research on child audience every time a new 
medium was introduced. However, they contend that 
the “research on children and TV that has cumulated 
over the last 50 years has led to a more complex yet 
nuanced understanding of the relationship between 
children and TV”. Give a decade-wise breakdown of 
research tracks in the area of children and TV in the 
American context – 
1. The 1950s – Research on TV’s impact on school-

ing; comparative analysis of homes with and with-
out TV; viewing preferences 

2. The 1960s – Children as consumers
3. The 1970s – TV, and gender; TV and race
4. The 1980s – Media Literacy
5. The 1990s – Issues of representation and interpre-

tation; children and youth popular culture; cultural 
studies and political economy 

6. 2000s – TV vis-à-vis other technologies 
While the research mentioned earlier is charac-

teristic of the Western context, academic research on 
children’s TV in India has addressed similar topics and 
subjects, though delayed and far between. 

According to The limited research conducted 
scopes from the broad category of broadcasting de-
velopment in India, the philosophy of initial pro-
gramming – education and social development, and 
the impact of content on various groups in general, 
to sporadic studies on the movement and effects of 
educational programming on children.. conducted 
a review of the existing literature in the domain of 
children’s TV in India. According to this review, the 
Indian Space Research Organization (ISRO), Banga-
lore, published early research discussing the Satellite 
Instruction TV Experiment (SITE) on primary school 
children. In the same year, ISRO Ahmadabad studied 
SITE as an exciting experiment for rural children. The 
era of 1980s also saw some sporadic research on the 
area of TV and children. According to the study, TV 
watching among children in urban, the impact of TV 
viewing on children’s personal and educational devel-
opment, content analysis of children’s programs on 
state-run TV, and the effect of advertising on children 
were all investigated. 

As this expansion was dubbed, ‘The ‘satellite inva-
sion’ of the early 1990s brought up a slew of challenges 
that had not been foreseen by previous studies [7]. In 
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India, a study on the public’s view and reaction to mul-
tichannel TV was published. During the same period, 
another sociological research examining the concepts 
of family and TV was published [8]. The study by ti-
tled ‘Satellite Invasion of India’ is among the first de-
tailed studies on the subject. Published a text discuss-
ing the impact of TV advertising on children. This text 
was a field study that analyzed the adverse effects of 
consumerism on young children [9]. 

Another study titled ‘Children’s TV in India – A 
Situational Analysis’ is an anthology of some studies 
conducted on the subject through the 1980s published 
as a compendium only in 1999. It was based upon the 
situational analysis report on children’s TV prepared 
under the aegis of UNICEF. This book provided rec-
ommendations to improve the quality of children’s 
TV in India and was primarily focused on the public 
broadcaster Doordarshan’s developmental mandate. 
The authors argued that TV’s inception in India was 
rooted in ‘social education’ – the rationale for starting 
TV was to provide education through a visual medi-
um considered to be a successful means in other parts 
of the world. Though this book outlined significant 
concerns of ancient times, the research range is nar-
row and restricted. The findings came at a time when 
Indian TV was undergoing a significant change [10]. 
With the arrival of the satellite revolution, TV was no 
longer perceived as a medium that transmitted infor-
mation. Its capacity to aid development was hardly the 
focus of the discussion.

[11] Conducted many quantitative media analy-
ses of children’s TV in 24 countries worldwide, where 
India was also part of the sample. conducted a tex-
tual analysis study on the most popular TV cartoon 
programs on Indian TV, which found that no female 
protagonists existed in the most popular animat-
ed programming besides a severe shortage of female 
characters in terms of numbers, in general [12]. 

conducted a content analysis study of children’s 
TV cartoons in India between the years 2000 to 
2014, which found that male characters outnum-
bered female characters by 2.5 times. There was an 
overwhelming adherence to masculine and feminine 
stereotypes in primary male and primary female char-
acters, respectively, and they hardly display any cross-
typed characteristics. A subsequent study, investigated 
how children negotiate with the construction of their 
gender identity with TV content through intensive in-
terviews with 51 children between 4 to 14 years of age. 

In another study that explored parental perceptions of 
TV content consumption by their children, it was es-
tablished that parents were highly concerned with the 
value system being propagated by TV content. Still, 
an apparent disengagement with the narrative of gen-
dered portrayals is indicative of a casual legitimization 
of gendered content and a desensitized approval to 
sex-role stereotypes in real lives [13]. 

Theoretical Framework
Discuss the role of mass media in the social con-

struction of reality in two ways – the relationship 
between culture and society and a media effect. The 
authors propose integrating positivist and interpretive 
paradigms to understand media’s role in the social 
construction of reality [14]. Argue that the production 
process of media content is highly critical from polit-
ical economy and ideology. Using examples of news 
content and advertising, discuss the role of organiza-
tions in encoding a specific version of media images. 
The authors state that media ownership is highly criti-
cal as media giants can propagate the same images and 
ideologies to a national and international audience in 
different forms using different media platforms [15]. 

“The different components of the media empire are 
used to promote and reinforce each other and sell related 
products. When corporations own both the production 
houses and distributors of media images, they can guar-
antee themselves a captive audience for their product”.

This argument is vital to understand the influence 
of media ownership in mainstreaming specific ideol-
ogies and subverting others, leading to imbalanced or 
distorted representations in media texts.

Explains the communicative process to be made up 
of certain distinctive moments – production, circula-
tion, consumption, and reproduction. Each discursive 
moment is associated with meanings transformed 
into social practices, creating the notion of effect [16]. 
States that when meanings are not articulated in so-
cial practices, there can be no effect. In the context of 
children’s TV cartoons, this theory can be used to ex-
plain how media content creators, producers, and crit-
ics partake in the processes of production, circulation, 
consumption practices, and reproduction. 

RESEARCH METHODOLOGY
Conducted interviews with producers of chil-

dren’s TV programming from around the world to 
examine their views on the screening of gender on 
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TV. She points out that studies from the production 
domain of children’s TV were rare but highly crit-
ical in integrating academic and professional ways 
of knowing about media and the social world (p. 
xiv-xv). Invoking the tenets of the feminist theory, 
argues that feminist theory is not only limited to 
academic research but aims to be a catalyst for so-
cial change. Unless the creators of media messages 
are part of this change, it cannot be effectively im-
plemented. Hence, the views of media professionals 
are essential to deconstruct the media discourse on 
gender roles and understand their gender ideologies 
and the transformations that they may be planning. 
The study establishes the importance of the views of 
media professionals about their everyday practices of 
producing gendered texts (p. 18). While audience re-
ception studies are incredibly crucial, they cannot be 
understood entirely unless all units of the reception 
process are deconstructed [17]. As states, the inter-
views with producers are theoretically grounded in 
the process of encoding as explained in Hall’s encod-
ing/decoding model of communication – the process 
of encoding meanings about gender in children’s qual-
ity programming. Had conducted 135 formal inter-
views with professionals from 65 countries, includ-
ing four interviews with Indian media professionals.

Using criteria for identifying a media profession-
al, producers, directors, animators, editors, script-
writers, heads of divisions, and executives consti-
tuted the purposive sample in this doctoral research 
study. This researcher interviewed professionals 
from children’s TV channels in India. In addition to 
interviews from executives from channels, the CEO 
of a leading media research firm, a children’s books’ 
author, a veteran Indian media academic researcher 
in the space of children and TV, a media planner, and 
the marketing head of a leading toy company were 
interviewed to get a holistic perspective on what goes 
into choosing and creating content for children’s TV 
programs in the context of gender. A total of nine 
in-depth interviews were conducted with media pro-
fessionals. While three interviews were conducted in 
person, two interviews were conducted telephonical-
ly, and four were email interviews. Only one media 
professional from Nick Channel refused to be identi-
fied and quoted directly against his company’s poli-
cy. The reception study with the media professionals 
are based on intepretivism, more precisely, phenom-
enology. Using interviews as the primary method of 

investigation, the data generated from this part of the 
study is verbal and textual. Hence discourse analysis 
would be used to read, interpret, argue and theorize 
these findings. 

The interview questions with the media profes-
sionals focused on the following main themes – TV 
viewing duration of children, the popularity of specific 
cartoon programs and characters, imported animat-
ed content, challenges in producing/creating home-
grown content, gendered preference for content, ab-
sence of female protagonists in animated content, 
need for change in gender portrayals, educational TV 
programming, public service broadcasting and chil-
dren’s content, a regulatory framework for children’s 
TV content among others. 

Thematic Analysis of Interviews 
with Media Professionals

Duration of TV viewing among children, 
Popularity of Cartoons & Market potential 
of cartoon shows

According to most interviewees, children watch an 
average of 2.5 hours of TV every day. While cartoons 
are children’s favorite programming, 82% of children 
watch General Entertainment Channels. This find-
ing emerged from the interview conducted with the 
head of media research agency Ormax. The research 
studies conducted by the agency have found that most 
children watch adult content more than cartoons as 
India is still a single-TV household, and Doraemon 
and Chhota Bheem were quoted as the most popu-
lar programs in the category of animation program-
ming. All media professionals agreed that the pri-
mary motivation for children to watch TV cartoons 
was to get entertained and that they offered escapism. 
Two significant reasons for the popularity of cartoon 
programming among children were that animation 
programming has a longer shelf life than live-action 
programming, and the success of foreign animation 
content was achieved via dubbing it in local languag-
es. Merchandising emerged as another ancillary factor 
that played a catalyst in popularizing cartoon charac-
ters and stories, as captured in the responses recorded 
in the interviews. 

Economics of Children’s TV Channels
An important statistic that got endorsed in the 

findings from the interviews of the media profession-
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als was the presence of a higher proportion of import-
ed animation content vis-à-vis indigenous animation 
content. The ratio of the percentage between foreign 
and indigenous animation programming on Indian 
TV was quoted as 60:40. When probed on the absence 
of animation programming, most professionals cited 
commercials and economics as the key drivers for the 
same. According to Shailesh Kapoor, head of the re-
search agency Ormax, the cost of production of indig-
enous animation is 10 to 12 times more than simply 
procuring it from a foreign studio and just dubbing 
it for local consumption. In his words, producing an 
original episode of a cartoon show can cost between 
INR 10 to 12 lakh, while importing and dubbing a 
similar episode costs INR 1.5-2 lakh only. This finding 
was reiterated in the response of a former journalist 
from the portal animationexpress.com. The journal-
ist respondent also added that foreign content fetched 
higher ad rates and global brands for sponsorship than 
the locally produced content. In an advertising-driven 
revenue model, such patterns become the key influ-
encers on programming strategies and content. Ankit 
Desai, a media planner formerly with Turner Broad-
casting, summed up this trend by arguing that chil-
dren’s TV is only 3% of the total advertising pie of INR 
450-600 crores on TV. Hence what drives this 3% goes 
the decision on the nature of the content. This find-
ing is significant to further discuss the skewed gender 
balance in animation programming on children’s TV 
in India. As per the data quoted by media profession-
als, in the 4-14 years of the target audience comprising 
children, 68% are boys between four to nine years, and 
only 32% are girls. According to the producer (who 
did not consent to be named) of Nick channel, the 
overwhelming number of boys as the audience is the 
primary reason for the extremely high representations 
of male characters and male-centric narratives in the 
content of cartoon programming. 

Gendered Content – Perspectives 
and Arguments

What was interesting was that all media profession-
als agreed on the fact that male characters are over-rep-
resented and female characters are under-represented 
in TV cartoon programming. However, the agreement 
ended there. While the veteran media academic who 
was one of the respondents expressed disappointment 
over no significant change in these representations 
over the last three decades, the children’s book author, 

who was another respondent, criticized the content for 
children as devoid of nuances, ‘dumb’ and therefore 
gender-stereotyped. The media professionals from 
children’s TV channels emphasized that more male 
characters brought in commercial feasibility as 68% 
of the child audience comprise young boys. The fe-
male audience does not mind male characters, but the 
male audience rejects female characters. When probed 
on the veracity of this claim, most TV professionals 
stated that this was an unwritten norm that guided 
children’s TV programming. Most of the respondents 
from the domain of children’s TV evaded questions on 
imbalanced gender portrayals. They claimed that the 
child audience did not care about gender and instead 
focused on the story and narrative. Hence, according 
to them, value-based stories were the key drivers of 
children’s content. The irony was that most TV profes-
sionals acknowledged skewed gender representations 
on children’s TV animation programming but did not 
think they could influence children in any way. The 
marketing head of Mattel toys in India articulated that 
these differences extended to toys and merchandising 
because they existed for real. In her words, “we are 
wired” (in the context of gender) in a certain way. On 
the question of stereotyped representations of parents, 
the creator of the top-rated cartoon show ChhotaB-
heem stated that messages must be simple for children 
to identify with them. Therefore the need to restrict 
the gender roles of parents becomes essential. An 
overall analysis of the viewpoints of media profession-
als indicates that there is an apparent dichotomy be-
tween what is preached and what is practiced. While 
the need for more gender-balanced representations 
has been acknowledged, the steps and action point 
that need to be taken to implement the change seem 
like a non-lucrative discussion. The daily rigor of fill-
ing 24x7 slots on children’s TV at an economical cost, 
which also brings returns on investment, is currently 
the overriding principle guiding the functioning of the 
children’s TV industry in India. 

Challenges and Roadblocks in Portraying 
Gender Balance

Commercial pressure was the primary reason that 
created roadblocks in implementing more gender-bal-
anced portrayals in children’s animation programming. 
Some respondents justified the skewed nature of gender 
representations by citing similarities with global trends. 
A couple of respondents admitted that the shortage of 
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good writers was another roadblock in developing more 
representative narratives in children’s cartoons. Howev-
er, the author, who was part of the sample of respon-
dents, argued that indigenous cartoon programming in 
India is highly dependent on Indian mythology, which 
primarily has masculine narratives. In addition, she 
referred to the lack of contemporary stories about to-
day’s children as a significant reason that prevented the 
change in representations. The journalist formerly with 
Animation Express candidly informed the researcher 
that there is no discussion on gender inequity in the 
Indian children’s TV industry. An intriguing finding 
that emerged was that most media professionals said 
that the ratio of male and female professionals in the 
Indian children’s TV industry is equal. This, however, 
has brought in no change in terms of changing the dis-
course on gender representations in programming for 
children. Shukla Das, a veteran TV producer from the 
1980s, attributed the lack of interactivity as a critical 
factor to bringing down today’s narratives’ contempo-
rariness. She stated that the public service broadcaster 
(Doordarshan) that she produced children’s content for 
was much ahead of its times in terms of novelty of ideas 
and engaging with children compared to the current 
crop of content on children’s TV. The veteran media 
academic lamented that the lack of a regulatory frame-
work might be driving content in such an imbalanced 
direction. As Ankit Desai (formerly with Turner India) 
summed, “This is not easy. Legacy and structures of the 
industry need to be dismantled’. 

Possibilities of Educational Content and 
Media Literacy

While justifying their pressures, most media pro-
fessionals did agree to range the narrative of children’s 
TV programming needed to change to accommodate 
more gender-balanced representations. In the words 
of Shyama Dutta, “Story-telling needs to change”. 
Dutta made pertinent arguments on the crucial need 
for exploring digitization as the alternative platform 
to further a more gender-equal discourse. She also 
emphasized the potential of reading clubs, recitation 
groups, and theater in creating more conscious spaces 
on alternative discourses of gender for children. While 
the TV professionals seemed skeptical of the econom-
ic viability of this model, the importance of education-
al content that endeavored to be gender-neutral con-
sciously was acknowledged as a positive instrument to 
bring a change in representations. 

Collaboration between Academia and 
Industry to address Gender Inequity on 
Children’s TV

Academics and critics thought that education-
al institutions not driven by profit should spearhead 
this change. According to the media academic, a re-
spondent in the sample of experts, more communica-
tions research and intellectual engagement with these 
subjects could mainstream the issue. This finding is 
particularly significant in the context of this doctoral 
research study, which found that scholarly research in 
the area of gender in children’s TV is almost non-ex-
istent in the Indian context. This was one of the most 
glaring gaps in the review of the literature. 

DISCUSSION/CONCLUSION
This figure of 82% of 2.5 hours of general enter-

tainment TV in a day, watched by children, is reveal-
ing. It indicates that children very seriously tend to 
adult content, including news, movies, and TV seri-
als. They process this information to interpret their 
own experiences is a moot question and, potentially, a 
subject of enormous research. They may identify with 
cartoon characters more closely and be entertained by 
them, but their role models, particularly concerning 
gender, comes from mainstream TV. Male characters 
equally drive both indigenous and foreign content in 
animation, and so, naturally, the viewership consists 
of almost 70% boys. These overwhelming statistics 
only skew the production houses towards including 
more male characters and, further, incline the dis-
proportionately male-centric narratives. Intellectual 
honesty would need any professional in programming 
for children to admit that an imbalance in gender 
representation is not suitable for societal health. But 
economic considerations, and the need for eyeballs 
on the TV screen, cause these executives to override 
social factors. The profit-oriented structure of the TV 
industry, estimated through TRP ratings, prevents a 
more balanced gender orientation in the production 
and screening of cartoon shows. Even though the ratio 
of male to female media professionals in Indian Chil-
dren’s TV is about equal, this has not brought about 
any gender balance in TV content. This is because 
the industry is lopsidedly slanted towards profitabil-
ity, even in an area that needs to be value-oriented - 
children’s education and mental health. The industry 
needs to be restructured, and for that, you need to 
bring in a new regulatory framework to govern it. This 
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won’t happen because it is essentially a private system 
in which profit is the key-value definer.

Educationists argued that a series of discourses on 
gender equality perception need to take place. These 
discussions are necessary to sensitize children’s TV 
production houses and distributors on the negative so-
cial impact of their programs for children, particularly 
in gender imbalances in characters and narratives. The 
TV professionals could not help but agree but reserved 
their judgment about the economic viability of intro-
ducing changes in their time-tested economic models. 
But the question is: who will bell the cat? Scholarly and 
data-based figures on gender inequality were hardly 
available. According to media critics and academics, 
this research on children’s TV should emerge from 
academia. The resultant information should then be 
mainstreamed so that parents and the general public 
feel that a more viable model for presenting fairer gen-
der representation in children’s TV must evolve. 
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