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Research Proposal – The DIY Divide 
 

Introduction 

There is a great deal of research exploring gender role portrayals throughout various 

forms of mass media, including magazines, television shows, films, and advertising (Behm-

Morawitz & Mastro, 2008; Collins, 2011; England, Descartes & Collier-Meek, 2011; Lauzen & 

Dozier, 2005; Paek, Nelson & Vilela, 2011; Saito, 2007).  However, with the emergence of so 

many new niche markets for media, it is important to expand research into new content areas.  

DIY related media content is a popular niche that has spread across multiple media platforms, 

including renovation-based television shows, how-to blogs, home improvement magazines, and 

social media platforms like Pinterest.  With so many people exposed to this kind of content, it 

has become an important niche to examine further.  

DIY television content provides a particularly rich collection of artifacts for social 

researchers to analyze.  DIY television programming originated decades before social media and 

internet blogs became prevalent, and includes more dynamic and abundant visual representations 

than magazines.  Also, handy-man magazine portrayals tend to focus on projects (both in images 

and text), rather than human depictions, offering limited content for social researchers to 

examine. 

By performing a content analysis of gender portrayals present in popular sources of DIY 

television content, and examining these portrayals with consideration to how media content 

influences social behaviors and belief systems, we can learn more about the socializing effects of 

modern media, and how this content is transforming gender norms and behaviors in the real 

world. 

Background & Significance 
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In order to understand the purpose of this study, it is important to consider some of the 

theories that explain how people are affected by the media they consume.   

Manufacturing Consent 

According to Herman & Chomsky (1988),  

The mass media serve as a system for communicating messages and symbols to the 

general populace. It is their function to amuse, entertain, and inform, and to inculcate 

individuals with the values, beliefs, and codes of behavior that will integrate them into 

the institutional structures of the larger society (p. 1).  

This means that the media provides more than entertainment, they also help to shape our society 

by providing a value system for the audience to share.   

Cultivation Theory 

As the audience consumes these messages, they begin to incorporate those ideologies into 

their own attitudes and belief systems.  Studies based on George Gerbner’s cultivation theory 

have demonstrated that the media messages that people consume begin to shape their behaviors 

and attitudes over time (Morgan & Shanahan, 2010).  

According to the theory, the process of socialization, or ‘acculturation,’ is largely 

influenced by television as a powerful storytelling medium that encourages viewers who 

watch it most gradually to accept the worldviews espoused on television as reality. As a 

result, viewers are encouraged to align their own attitudes, aspirations, and fears with the 

dominant themes and issues of the television world as they have been shaped and told by 

mainstream media producers… The more audiences watch television, the more closely 

aligned their ideas and values are with those of television (Frechette, 2012, p. 47). 

Social Learning Theory 
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Research based on Albert Bandura’s social cognitive theory also supports the idea that 

media consumption affects our understanding of the world (Behm-Morawitz & Mastro, 2008; 

Eyal & Kunkel, 2008; Mastro & Atkin, 2002).  Bandura’s theory contends that we learn from the 

behaviors we observe modeled by others, including media portrayals. Some even “argue that 

identification with a character (e.g., Dal Cin, Gibson, Zanna & Fong, 2007; Slater & Rouner, 

2002) and transportation by narrative (Dal Cin, Zanna & Fong, 2004) are critical to media 

influence on beliefs and behavior” (Collins, 2011, p. 292).  

According to Bandura (2001), “televised representations of social realities reflect 

ideological bents in their portrayal of human nature, social relations, and the norms and structure 

of society (Adoni & Mane, 1984; Gerbner, 1972). Heavy exposure to this symbolic world may 

eventually make the televised images appear to be the authentic state of human affairs” (p. 281). 

In other words, the reality that the audience sees portrayed in the media they consume begins to 

appear as though it might be the reality of our everyday life.  As a result, the audience begins to 

adapt their own behavior to this media-based construction of reality. “It is certainly possible, 

even likely, that the viewing of a particular program, perceived to be highly realistic, over a long 

period of time might produce a noticeable influence on social reality” (Slater & Elliott, 1982, p. 

79).   

Social Identity Theory 

Social perceptions formed as a result of exposure to media images can have a bearing on 

how people see themselves and others. Social identity theory states that we define ourselves in 

terms of our group memberships and we seek self-esteem and positive associations with those 

groups. (Tajfel & Turner, 1986)  When people identify themselves or others with the images they 

see in the media, it can have a direct effect on how the viewer perceives those that fit within the 
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groups being portrayed, and influence how they categorize themselves and the social groups with 

which they align (Mastro, 2003). 

Defining the Genre 

With an established understanding of the theories that explain how media affects those 

that consume it, it is important to consider what makes this particular genre unique and worthy of 

study.  DIY television programming originated with This Old House in the 1970’s, and has taken 

on a variety of forms over the years.  According to Everett (2004), “This Old House clearly 

inaugurated a new mode of TV fare in the film documentary or actuality tradition” (p. 161). 

These shows have developed a distinct form, utilizing “generic characters and stars, settings and 

locales, themes, elements of mise-en-scène, formal aesthetics, visual cues, narrative structures, 

ideological imperatives and design terminologies, among other conceits” (Everett, 2004, p. 173) 

to create a recognizable genre of content.   

The establishment of a new genre to encompass this type of programming has been 

proposed by a variety of scholars and content managers in the past several years.  Everett (2004) 

suggested using the term “transformation television”, to differentiate this kind of programming 

from other types of television content.  According to Everett (2004), 

While many of these shows create narrative drama through appearances that homeowner 

cast-members and star designers (and carpenters) from individual shows “go it alone”, 

the fact that off-camera “production crews help out” (p. 22) to achieve those striking final 

results is hidden from view. These shows’ dramatic encodings inhere in the often 

“disastrous (yet entertaining) results” that ensue from the homeowners’ lack of skill and 

their propensity to “bite off way more than they can chew” (p. 22). In this way, the 

shows’ built-in comedic possibilities suggest a sort of “sit-tran” (short for situation 
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transformation) narrative style that becomes the staple of this new constellation of home 

improvement TV shows that I am calling “transformation TV” or TTV (p. 160). 

While Everett’s “transformation television” is a useful step toward establishing DIY 

television content as a unique genre, it also incorporates a number of makeover and design shows 

that don’t expose the transformation process or include any kind of hands-on demonstration, 

making this phrase slightly too extensive for the purpose of this study.   

Esch (2009) also proposed a new term for this kind of content, called “homestyle 

television”. Esch (2009) explains that the term “home improvement” is often used in publishing 

and retail,  

but it is usually used more narrowly to refer to how-to or do-it-yourself (DIY) texts. My 

definition of homestyle television includes these how-to shows, but it also includes 

home-themed makeover programs (Trading Spaces as well as more traditional before-

and-after formats) and travelogue or tour formats (p. 5). 

According to Esch (2009), the term “homestyle” is derived from the broader genre label 

of “lifestyle television”, which is often used by content aggregators such as Hulu and Roku. This 

term is generally used to “denote a range of non-fiction programming topics including fashion, 

diet and exercise, child-rearing, pets, cooking and travel” (p. 4). According to Lewis & Martin 

(2010), “while these shows vary considerably in terms of generic conventions and content, we 

argue that they all share a concern with teaching audiences how to reflexively shape and 

optimise their personal lifestyles” (p. 320). 

Much like Everett’s definition, the terms “homestyle” and “lifestyle” television are too 

broad for the purposes of this research.  Other content aggregators such as Netflix and ITunes 

consider this programming a form of “Reality TV”, and Amazon Prime defines it as “Special 
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Interest” programming, which are even more vague and inclusive.  As a result, we propose the 

use of the term “DIY television” to define this genre and limit the use of this term to television 

programs which follow the advancement of a hands-on home improvement project.   

Why HGTV & DIY Network? 

To determine if traditional gender role stereotypes hold true across DIY television 

content, this research will include analysis of media portrayals produced by the two largest 

providers of home improvement and DIY television content available on cable television, HGTV 

and DIY Network. Both channels are owned by Scripps Networks Interactive, resulting in some 

overlap in both programming and talent.  Based on the second quarter data from 2014, HGTV is 

the number one ranking channel on cable television among women with incomes of $100,000 

and above.  Also, 73% of their prime-time audience is female.  DIY Network received 49,000 

impressions from men, ages 25-54 during this quarter, and 60,000 impressions from women of 

the same age group. Both HGTV and DIY Network are consistently in the top ten cable channels 

in the Nielsen ratings.  It is worth noting that for both channels, women make up the greater 

share of viewers (Scripps Networks Interactive, July 2014). 

Why This Old House? 

This Old House was the first DIY television program created, and is currently the longest 

running and most watched home improvement show on television (Time Inc., 2015). This Old 

House airs on PBS, making it accessible to a wider range of viewers than the shows from DIY 

Network and HGTV, which require access to subscription television services.  Including this 

program may provide unique insights into the historical trends for DIY television content, as 

well as highlighting any anomalies that might occur as a result of paying for programming.   

Literature Review 



RESEARCH	  PROPOSAL	  –	  THE	  DIY	  DIVIDE	  
	  

8	  

Researchers have been analyzing the presence and impact of gender role portrayals and 

stereotypes in television and the mass media since the 1970’s.  According to Mayes & Valentine 

(1979) “Gender-role stereotypes are collections of gender-specific attributes or traditional norms 

that differentiate typical ‘feminine’ behavior patterns from typical ‘masculine’ behavior patterns 

in society” (p. 41). Based on the accumulated research into gender-role portrayals and 

stereotypes that have taken place over the last few decades, several trends have emerged that 

shape the expectations of the outcomes for the proposed study of DIY television programs. 

Although the gender gap has been slowly diminishing over time, studies have 

consistently demonstrated that women are under-represented in the mass media (Collins, 2011; 

Gilpatric, 2010; Lauzen & Dozier, 2005), especially in television roles (Baker & Raney, 2004; 

Levinson, 1975; Thompson & Zerbinos, 1995; Sternglanz & Serbin, 1974; Greenberg, 1988; 

Barner, 1999; Davis, 1990; Glascock, 2001; Gow, 1996; Signorielli, 2009).  There are more male 

characters than females on most television shows (Levinson, 1975; Streicher, 1974; Thompson & 

Zerbinos, 1995; Aubrey & Harrison, 2004; Baker & Raney, 2007; Sternglanz & Serbin, 1974; 

McArthur & Eisen, 1976).  Also, women are less likely to have speaking roles (Davis, 1990) or 

lead roles (Streicher, 1974; Glascock, 2001; Gow, 1996) and receive far less screen time.   

For instance, in studies of children’s television programming, male lead characters talk 

almost twice as much as lead females (Thompson & Zerbinos, 1995), and female characters have 

fewer lines overall (Streicher, 1974).  Male characters tend to exhibit more total behaviors 

throughout the television shows (Streicher, 1974; McArthur & Eisen, 1976), because they appear 

more frequently than female characters (Thompson & Zerbinos, 1995).  Vos (2013) found that 

female politicians receive less television coverage than their male opponents do.   Men are also 
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featured in more prominent visual and auditory roles in television advertising (Paek et al., 2011; 

Davis, 2003) 

Ultimately, women are also confined to a more narrow range of roles (Greenberg, 1988; 

Gow, 1996), and face stricter age limitations than men.  Women are generally younger and more 

attractive than men in mass media (Signorielli, 1989; Lauzen & Dozier, 2005; Davis, 1990; Gow, 

1996).  According to Lauzen & Dozier (2005), “Women enjoy a shorter screen life than men; 

they effectively disappear from the screen at an earlier age. These popular images reinforce 

cultural beliefs that women’s value continues to reside in their youthful appearance” (p. 443).   

This focus on appearances for women is just one of the stereotypes that has historically 

been perpetuated through the gender role portrayals that are prevalent on television as well as 

other forms of mass media (Behm-Morawitz & Mastro, 2008; Collins, 2011; England et al., 

2011; Lauzen & Dozier, 2005; Paek et al., 2011; Beuf, 1974).  When women are represented, 

they are generally portrayed in a negative manner, objectified, relegated to the subordinate roles, 

or depicted as damsels in distress (Collins, 2011; England et al., 2011; Gilpatric, 2010; Lauzen & 

Dozier, 2005; Greenburg, 1998).  Women are generally portrayed as more emotional, warm, 

romantic and affectionate (Greenberg, 1988; Thompson & Zerbinos, 1995; Lauzen, Dozier & 

Horan, 2008), which naturally leads to them occupying one of two traditional female archetypes: 

“wife” and/or  “mother” (Greenberg, 1988; Dow, 1990; Brancato, 2007; Fairclough, 2004; Cox, 

2012; Cuklanz & Moorti, 2006; Painter & Ferrucci, 2012). When women are employed, they 

tend to hold traditionally female-dominant jobs, especially if they are married (Signorielli, 2009; 

Signorielli & Kahlenberg, 2001; Vande Berg & Streckfuss, 1992).  

Men, on the other hand, are typically older and usually shown in positions of power 

(Signorielli, 1989; Lauzen & Dozier, 2005; Davis, 1990).  Male characters tend to be more 
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independent and assertive (Thompson & Zerbinos, 1995), tend to show aggression more 

frequently (Sternglanz & Serbin, 1974), and are more frequently involved in problem-solving 

activities (McArthur & Eisen, 1976).  Male characters also receive different consequences for 

their actions than females (Sternglanz & Serbin, 1974; McArthur & Eisen, 1976; Barner, 1999).  

For instance, male characters are generally rewarded for their good behavior, while female 

behavior is often ignored altogether (Sternglanz & Serbin, 1974). 

In studies focused on children’s programming, a number of troubling patterns have been 

discovered.  Levinson (1975) found that female lead characters were likely to embody one of 

four well-known stereotypes: nerdy girls without romantic opportunities; dumb blondes; spiteful, 

catty backstabbers; and sweet, loyal girlfriends of the male protagonists.  In weekend morning 

cartoons, Streicher (1974) found that females were less active, less noisy, occupied fewer 

positions of responsibility compared to males, and typically acted more juvenile than males.  

Thompson & Zerbinos (1995) found that male cartoon characters more frequently demonstrate 

leadership, ask questions, express opinions, and express interest in task-related activities as well 

as showing incompetence and failing. 

Although there has been some improvement in the amount of gender-stereotypical 

behavior in children’s programming over the last several decades, England et al. (2011) found 

that the majority of actions of the princes in Disney films were traditionally masculine behaviors, 

while their least common actions were feminine behaviors, with the opposite proving true for the 

princesses.  Baker & Raney (2007), in a study of animated superheroes, found that gender-

stereotypical behavior was found in only 7 of 51 categories, but this was the result primarily of 

females becoming more masculine, rather than both genders displaying counter-stereotypical 

behavior.  This same pattern has been appearing in prime-time television as well, especially in 
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police dramas such as Law & Order (Cuklanz & Moorti, 2006).  Aubrey & Harrison (2004) also 

noted some decline in the amount of stereotypically feminine behavior found in children’s 

programming from earlier studies, but still found that female characters were more likely to be 

attractive and frail than male characters, while male characters were more likely to answer 

questions, boss or order others, show ingenuity, achieve a goal, and eat.  Male characters also 

displayed some interesting counter-stereotypical behaviors as well, including crying more 

frequently and showing affection, as well as following and obeying others.  Aubrey & Harrison 

(2004) attributed this to a boost in the number of male parental figures present in the 

programming and a shift in the way father figures are currently expected to interact with their 

children. 

The studies of children’s television programming are particularly important due to the 

impact this can have on children in shaping their attitudes, beliefs, and behaviors.  Children often 

model the behavior they see demonstrated in the media they consume, and begin to develop an 

understanding of themselves and their roles in the world through media portrayals (Martins & 

Wilson, 2012; Zielinska & Chambers, 1995; Flerx, Fidler & Rogers, 1976).  This modeling has 

been studied in relation to a variety of attitudes and behaviors (Krcmar & Hight, 2007; Mares & 

Woodard, 2005; Martins & Wilson, 2012; Zielinska & Chambers, 1995), including gender roles 

and sexual stereotypes.  Several studies have found a positive relationship between television 

viewing and gender-role stereotypical attitudes and behaviors in children and adolescents (Freuh 

& McGhee, 1975; Signorielli & Lears, 1992; Morgan, 1982; Barner, 1999; McGhee & Freuh, 

1980).  McArthur & Eisen (1976) found that after viewing a videotaped clip of a female 

performing a stereotypical activity, nursery-school girls performed relatively more feminine 

activities than those who viewed counter-stereotypes.  According to Aubrey & Harrison (2004), 
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“On the whole, studies of television’s effects on children’s gender-role learning have suggested 

that the medium can contribute to both traditional and nontraditional gender-role learning” (p. 

112).  Flerx et al. (1976) found that viewing more egalitarian gender roles reduces stereotypical 

gender values in children.  Davidson, Yasuna & Tower (1979) found that girls 5-6 years old 

exposed to a counter-stereotyped program reported significantly lower gender-role stereotype 

scores than girls in a high-stereotyped condition. 

Gender-role stereotyping on television has also been shown to influence children’s 

preference for toys and games (Cobb, Stevens-Long & Goldstein, 1982; Dileo, Moely & Sulzer, 

1979) as well as books (Ashton, 1983).  It has even been found to influence preferences for 

certain occupations (Dileo et al., 1979).  “Our results indicate that children do notice differences 

in the presentation of male and female characters in children's cartoons, and that noticing such 

differences appears to be related to reporting more stereotypical job preferences. These findings 

were especially strong for male respondents.” (Thompson & Zerbinos, 1997, p. 427) 

This impact carries through to adults as well, often affecting gender-role stereotyped 

beliefs (Eisenstock, 1984; Morgan, 1982; Barner, 1999), attitudes (Davidson et al., 1979), and 

behaviors (McArthur & Eisen, 1976). According to Perloff, Brown, & Miller (1982), television 

can reinforce or cause development of gender-typed perceptions and repeated exposure to 

gender-typed television may reinforce stereotyped achievement aspirations and self-image.  This 

can ultimately impact our self-esteem and the ways that we self-categorize, shaping our 

understanding of ourselves and those around us.  As a result, everything from our career choices 

to our social groups and our purchasing decisions can be affected by the media we consume.   

With that in mind, the United States Bureau of Labor Statistics may provide some 

interesting insights for media effects researchers into how gender-role portrayals on television 
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align with current labor statistics.  By examining the current United States Bureau of Labor 

Statistics (2014) report for the fields which relate to the proposed study of DIY television 

content, some noteworthy trends emerged. (See Table 1, below.) 

Table 1 
 
U.S. Bureau of Labor Statistics – Male/Female Career & Salary Distribution 

Job Title % Female % Male 

Female Salary as 
percentage of 
Male Salary 

Construction Manager 7.3 92.7 Unknown 
Architectural & Engineering 
Manager 

10.7 89.3 Unknown 

Property, Real Estate, and 
Community Association 
Managers 

47.6 52.4 81.5 

Real Estate Brokers & Sales 
Agents 

57.6 42.4 

Designers 53.5 46.5 79.1 
Construction & Extraction 
Occupations 

2.6 97.4 88.9 

Installation, Maintenance & 
Repair Positions 

4.2 95.8 86.2 

Architect/Engineer 14.1 85.9 81.5 
Retail – Hardware Store 
Employee 

27.9 72.1 Unknown 

 

It is evident, looking at the information from the Bureau of Labor Statistics, that women 

are heavily outnumbered in the construction, architecture, and engineering fields, while the real 

estate and design fields are more balanced in terms of gender.  This information aligns with the 

observed trends on the DIY television content, and could potentially be indicative of a link 

between the gender portrayals on these programs and the career choices of those who watch this 

programming.   

The proposed study may also provide a link between viewership of DIY-related 

television content and consumer spending trends in home improvement.  According to the Home 
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Improvement Research Institute (2014) “home improvement TV/cable programs, led by HGTV’s 

House Hunters, Love it or List it, and Property Brothers, are the third most common source of 

product and project information for homeowners, after online/Internet and friends/relatives.”  

Scripps Networks Interactive, the production company that owns HGTV and DIY Network, 

claims that their viewers are “more likely to make major purchases, especially quality 

housewares. Scripps’ consumers also are more likely to have home improvement projects on the 

horizon, turn to television for ideas around those projects, and plan to spend about twice as much 

as a typical consumer” (Scripps Networks Interactive, Feb 2014).  

According to the Home Improvement Research Institute’s study on gender roles (2009), 

“women were the primary product selectors for 42% of all projects completed in 2007 and were 

the primary doers or executors for 30% of them versus 35% and 34% respectively for men” (p. 

22).  Research also shows that “both Lowe’s and Home Depot report half of their customers are 

women, and women initiate 80% of all home improvement decisions. According to a study by 

Ace Hardware, women spend 50% more per average purchase than men do.” (Barletta, 2012)   

It is interesting to note that, 

while being frequently involved in making purchases in most home improvement 

‘categories’, women exceed the purchase incidence of men only in 

wall/window/ceiling/floor coverings, electrical & lighting and in major household 

appliances and then only by rather small percentage point amounts. They fall short in the 

remaining eleven categories, and particularly on those traditionally dominated by men 

(i.e. power tools & accessories, lumber & building materials, lawn & garden and 

plumbing) (Home Improvement Research Institute, 2009, p. 51). 
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There is also a clear divide between the types of projects that men and women are willing 

to take on themselves, according to the research by the Home Improvement Research Institute.  

Men tend to be more involved with projects that require more physical labor, such as finishing a 

basement, remodeling a garage, adding or renovating a fireplace, installing privacy fencing, or 

building a patio, deck or porch (Home Improvement Research Institute, 2009, p. 8).  Women, 

however, tend to be more involved with home beautification projects such as refinishing 

furniture, planting a garden, shampooing a carpet, or painting a room (Home Improvement 

Research Institute, 2009, p. 9).  These trends also align with the patterns observed on DIY 

television programming, which may provide valuable correlations to tie the data from the 

proposed content analysis to some real-world implications.   

Research Design & Method 

Stereotypes 

Aubrey & Harrison (2004) provide the best explanation of the how gender-role 

stereotyping is defined:  

“By stereotypes we mean a collection of traditional norms that differentiate typical 

feminine behaviors and personality traits from typical masculine behaviors and 

personality traits according to contemporary cultural norms.  By counter-stereotypes we 

mean the opposite, behaviors and personality traits that buck contemporary cultural 

norms.  For example, a gender stereotype would be a male character portrayed as a 

natural leader and a female character portrayed as a natural follower; a counter-stereotype 

would be a female character portrayed as a natural leader and a male character portrayed 

as a natural follower.” (p. 116) 

Sample Defined 
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For this study, four weeks of programming from DIY Network and HGTV will be 

considered.  Any programs with a minimum of three episodes airing during that period, which 

involve following a hands-on project in home improvement, will be utilized for this analysis.  

Three episodes of each show which meets this criteria will be selected at random from the 

episodes that aired during these four weeks to be used for the content analysis.  It is important to 

define the criteria to include a home improvement project, as there are several programs airing 

on these networks which are real-estate based, rather than focusing on any sort of DIY project.  

These programs do not fit within the scope of the research this study is intended to analyze.  We 

will also analyze three randomly selected episodes of This Old House which aired during the 

same four weeks.  The purpose in using three episodes of each show is to prevent any anomalies 

that might occur in a specific episode from skewing the results. 

Units of Analysis 

In accordance with previous research involving gender-role coding, we will separate 

characters based on their role in the episode.  (Aubrey & Harrison, 2004; Levinson, 1975; 

Thompson & Zerbinos, 1995)   

• Lead characters will be defined as “regular members of the cast around whom the plot of 

the episode advanced” (Aubrey & Harrison, 2004, p. 117).  This would include show 

hosts and experts that appear on the majority of episodes within a season of the program.  

Since hosts and experts for these shows often change between seasons, this will be 

limited specifically to the appearances that occur during the season being used for the 

sample. 

• Supporting characters will be defined as characters that appear on more than one episode, 

but are not central to the narrative and have only a minor speaking part (if they speak at 
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all).  This may include recurring contractors and experts that show up in multiple 

episodes, but are not in at least half of the episodes for the season.  As with lead 

characters, these roles often change between seasons, so this will be limited to the 

appearances that occur during the sample season as well. 

• Episode-specific characters will be defined as characters that appear on a single episode 

of the show.  These characters may have major or minor parts, and are often home-

owners who are participating in the project that a specific episode is based upon.   

Hypotheses 

Based on decades of viewing these television shows, the following hypotheses are 

proposed: 

H1: Males will outnumber females for lead characters. 

H2: Males will outnumber females for supporting and episode-specific characters. 

H3: Gender-stereotypical behavior will be significantly more present than gender-neutral 

or counter-stereotypical behavior for lead characters in these television shows. 

H4: Gender-stereotypical behavior will be significantly more present than gender-neutral 

or counter-stereotypical behavior for supporting and episode-specific characters in these 

television shows. 

Research Questions 

The following research questions are also proposed in an attempt to isolate any other 

mediating factors that may have an impact on the results of this study. 

RQ1: Does including “This Old House” in the sample change the results in a significant 

way? 
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RQ2: Are programs heavier in gender stereotypical behavior scheduled for more prime 

viewing times? 

Coding Scheme 

This analysis will utilize a modified version of the coding scheme developed by 

Thompson & Zerbinos (1995) for identifying gender-stereotyped behavior.  Some content-

specific behaviors have been added to the traditional coding scheme in order to provide more 

accurate and targeted results for continuing research into the DIY genre. The following 

information will be recorded for each character appearing in an episode in the sample: 

1. Program Information 

a. Name of Program 

b. Day & Time the Program Aired 

c. Length of Program (coded in minutes and seconds) 

2. Character Information 

a. Character Name (for identification purposes during coding – unnamed characters will 

be given a numerical identifier) 

b. Gender (Male, Female, Indeterminate) 

c. Type of Character (Lead, Supporting, or Episode-Specific) 

3. Superficial 

a. Body type (muscular, athletic, average, skinny, overweight) 

b. Wardrobe (casual – appropriate for construction or painting or dressy – not 

appropriate for construction or painting) 
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c. Attractiveness scale (Use a 1 – 5 scale: 5 - very attractive, 4- above average 

attractiveness, 3 – average attractiveness, 2- below average attractiveness, 1 - very 

unattractive) 

4. Personality Characteristics (Use a 3 point scale: 1 – Masculine, 2 – Neutral, 3 – Feminine) 

a. Independence 

b. Assertiveness 

c. Importance to the Plot 

d. Attractiveness (moved to different section) 

e. Sensitivity 

f. Frailty 

5. Time on Screen (coded in minutes and seconds) 

For each episode being coded, the following behaviors and activities will be coded to 

indicate how many times each character performs the activity or displays a certain type of 

behavior.   

6. Communication Activities (Code each occurrence with character displaying it) 

a. Answer Questions 

b. Express Opinions 

c. Laugh at Others 

d. Brag 

e. Boss or Order Others 

f. Insult Others 

g. Threaten Others 

h. Verbally Express Anger 
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i. Receive Comments About Body or Beauty 

j. Make Comments About Body or Beauty 

k. Express Verbal Affection 

7. Behaviors (Code each occurrence with character displaying it) 

a. Demonstrate Ingenuity 

b. Physical Aggression 

c. Verbal Aggression 

d. Leadership 

e. Bravery or Rescue 

f. Eat 

g. Follow Others 

h. Achieve a Goal 

i. Fail at a Goal 

j. Show Physical Affection 

k. Primp 

l. Cry 

m. Obey 

8. Genre Specific (Code each occurrence with character displaying it) 

a. Pictured with clothing removed 

b. Shopping 

c. Making Design Decisions 

d. Offering Design Expertise 

e. Offering Construction Expertise 



RESEARCH	  PROPOSAL	  –	  THE	  DIY	  DIVIDE	  
	  

21	  

f. Using Power Tools 

g. Teaching 

h. Taking Direction 

i. Pictured doing physical labor 

j. Pictured directing others 

k. Focused on Family or Domestic Issues 

l. Focused on Work, Money or Functionality Issues 

m. Needs help 

n. Offering Sales or Financial Expertise 

o.  Displays confusion or lack of knowledge 

p. Shown being corrected 

Reliability 

Three coders will be trained using a sample not included in the study artifacts.  Each 

coder will independently code the material to avoid any issue with coder biases or oversights.  

Any discrepancies will be identified and the coders will confer to determine the appropriate 

code.  The use of three coders is suggested to increase the reliability of the results and to help 

settle any disputes that might arise regarding a particular coded trait or activity. 

Preliminary Suppositions & Implications 

As mentioned, the values and ideas present in media content don’t simply confine 

themselves to the reality within the television set. Research demonstrates that “as exposure to 

gender stereotyping increases, sex-typed behavior and sex-role stereotyped attitudes increase” 

(Oppliger, 2007, p. 208). This presents a myriad of potential issues for both male and female 

viewers that watch television shows that rely on stereotypical gender-role portrayals.  With a 



RESEARCH	  PROPOSAL	  –	  THE	  DIY	  DIVIDE	  
	  

22	  

primarily female audience viewing these shows, this becomes especially problematic in terms of 

the way women, in particular, begin to view themselves and their roles in society.  This research 

could potentially provide a number of valuable insights and lay the foundation for a whole new 

genre of mass media research.   

The possibilities for future research are countless with this new genre, but first and 

foremost this study aims to identify this genre as a unique niche that could provide invaluable 

information for media effects researchers.  DIY related media content may provide a rare 

opportunity to look for a more direct effect of the messages being disseminated.  Since the 

content itself is focused on providing helpful advice and demonstrations of specific products and 

projects, there is an unusual opportunity to examine how this information is absorbed and 

applied by the viewers that consume this media.   

 This content has over 35 year of programming to offer researchers who would like to 

evaluate the trends that have taken place, and how the content has evolved over time.  This 

newly defined genre may also provide researchers with an important resource for tracking social 

changes regarding gender roles over time, and for adding to post-feminist and third-wave 

feminist scholarship.   

 Since DIY related media content is not exclusive to television, this study may provide the 

foundation for other researchers to examine other forms of this content, such as handy-man 

magazines and DIY blogs.   Also, while this study focuses on gender portrayals, there is an 

enormous opportunity for expanding this research to examine how other characteristics might be 

represented in this content, such as race and class.  

Ultimately, this research may provide critical insights to the producers of DIY media 

content and the marketers that support this content, as it may help them to appeal to an entirely 
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new target audience by considering how these portrayals impact viewers.  Examining DIY media 

content further may provide additional understanding for how this content affects the career-

choices, hobbies, and interests of viewers, as well as their purchasing choices. 

Conclusion 

In conclusion, although gender role portrayals in the media have been studied for several 

decades, this research study is designed to fill a gap in media effects research that has been 

ignored for too long and could provide valuable insights for scholars, DIY content creators, and 

marketers within the home improvement industry.  A content analysis of gender role portrayals 

in DIY related television content is proposed in order to establish this genre and to provide initial 

results for consideration as well as to create a foundation for further research.  
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