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Safe Zone Training- Ally 1 

MEDIA AND BEING LGBTQ 
This activity addresses the normative images that are portrayed in the media surrounding heteronormativity 

and cisnormativity.  Ask participants if they have a definition of heteronormativity and cisnormativity.   

Heteronormativity refers to the normalization of heterosexuality. Examples of heteronormative thinking might 

include assuming everyone’s partner is of the opposite sex (husband or wife), assuming that people in opposite 

sex relationships are straight, not recognizing the validity of queer relationships, etc.  This view often goes 

unchallenged in our society and we should be aware of our own internalized views and actions. 

* Cisgender: a newer word meaning "not transgender," that is, having a gender identity or performing in a 

gender role that society considers appropriate for one's sex 

Cisnormativity: similar to heteronormativity but is the normalization of being cisgender (not transgender). 

Examples of this includes the assumption that everyone is cisgender, enforcing binary gender norms, ignoring 

correct pronouns for trans folk, etc. 

Explain that you are going to show a Prezi that flips things around.  You will show a collection of advertising 

images in which there is “homonormativity or transnormativity.”  Go through the images then proceed with 

the facilitation questions. 

FACILITATION QUESTIONS 

 What is your reaction to the slides? 

 What messages are given to LGBTQ people in society through heteronormative and cisnormativity 

images in media and advertising?  How would it feel to be exposed to these images every day as 

“normal” or the “status quo” in society? 

FACILITATOR OBSERVATIONS 

 Just a few years ago, these images would have come exclusively from “fringe” LGBTQ magazines such 

as Out, the Advocate and Girlfriends or television shows such as Queer as Folk and The L-Word.  There 

are very few images in the mainstream that show LGBTQ people in a positive light (or even the light at 

all.) Only in the last few years have there been mainstream media images through Target, Gap, 

JCPenney, Progressive Insurance, etc. 

 Even when LGBTQ-friendly images pop up in the media, there is often an immediate backlash towards 

the TV networks demanding that advertisements be pulled or that boycotts are committed.  If you 

were LGBTQ in society, how would this feel for you?  What messages would this reinforce? – note the 

lack of racial, bodily, etc. diversity. 

 There are still discrepancies between the companies who use these images and their hiring practices, 

philanthropy practices, and business practices relating to LGBTQ issues.   


