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Only 24% of News Subjects* are Women Functions of female
news subjects: 2005-2010

The 2010 research shows that women are
inching closer to parity as people providing
popular opinion in the news, at 44%
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EDITORIAL

o/ was quite Intrigued by the fi ndi ngstgptheppepauatiomd | gendbrandaces e we W
stereotyping. [é] | will address the staff and share the finding
i nto a mindset of breaking the moul d. . [ €] | accept the criti gl
may have taken for grantedo.

In his reaction to the findings of the fourth Global Media Monitoring Project (GMMP 2010) research, one
executive editor in an important South African news media house sharply captures the essence the GMMP.

First, the Projectds vision to nurture a critical quest:]i
gender gaps, biases and discrimination in the news media. Questions about invisibility, marginality, negative
portrayal and silencing of certain voices on the basis of gender. Second, to create an understanding by different
actors of their ability to be agents for change. Third, to spur action within and outside the media for the larger
project of transformation towards gender  -ethical news media.

The South African news editor rightly invokes his newspa
broader societyds agency in this situation. Further, the |
endeavors to ensure accountability to otherwise marginalized groups is diminished in a media environment that is
either less aware about the concerns or impervious to the critiques. As well, to the extent that media audiences
fail to actively engage with media practitioners on their output, they contribute to maintaining the status quo.

The current issue of  Media and Gender Monitor (MGM) brings Inside this issue
together action plans emerging from the GMMP findings. The plans Article title Nzﬁ]gbeer
highlight specific actions for each set of change agents  fi media decision
makers, practitioners, journalism training institutions and civil society A roadmap to accelerate progress in the 4

. L. portrayal and representation of women
groups, among others. The global action plan is intended to accelerate in the news
the pace of change as well as also re -direct progress to areas of media
policy and practice that constrain advancement towards more gender - Une feuille de route pour accélérer les 5
. . . . . . progress dans la description et la
just news media. The regional action plans underscore areas identified representation des femmes dans les
as key for special follow -up by the respective GMMP networks. In this nouvelles
issue as well are stories of some of the ways in which the networks

ti to d trate thei it ttoth | . ti Una hoja de ruta para acelerar el 6
continue to demonstrate their commitment to the plans in practice. avance en la presentacion y

It is the hope that the action plans will speak to and resonate with representacion de las mujeres en las

. . - . . . noticias
readers in their specific locations as news media professionals,
audiences, trainers, researchers, activists and others engaged in Global Media Monitoring Project.
particular ways with news media. . Regional Plans of Action.
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*A global report, several re-
gional and national reports
document the findings of the
Fourth Global Media
Monitoring Project (GMMP
2010). A 4page brochure
complements the report by
providing highlights of some

GMMP 2010

Gender & media monitoring research
Report excerpt*

2000 2005 2010
% % % % % %
Women Men Women Men Women Men

NEWS SUBJECTS

All media 18 82 21 79 24 76
Television 22 78 22 78 24 76
Radio 13 87 17 83 22 78

w d\Newspadp@rs 17 83 21 79 24 76

Main Story Topics:

Celebrity, Arts & Sport 23 77 28 72 26 74
Social & Legal 21 79 28 72 30 70
Crime & Violence 18 82 22 78 24 76
Science & Health 21 79 22 78 32 68
Economy 18 82 20 80 20 80
Politics & Government 12 88 14 86 19 81

Function in Story: n/a N/a
Popular Opinion 34 66 44 56
Personal Experience 31 69 36 64
Eye Witness 30 70 29 71
Subject 23 77 23 77
Expert 17 83 20 80
Spokesperson 14 86 19 81

REPORTING AND PRESENTING THE NEWS

% Stories presented on 49 51 53 a7 49 51

Televisionand Radio

Television 56 44 57 43 52 48

Radio 41 59 49 51 45 55

% Stories reported 31 69 37 63 37 63
Television 36 64 42 58 44 56
Radio 28 72 45 55 37 63
Newspapers 26 74 29 71 33 67

% Stories reported - Main story topics:

Celebrity, Arts & Sport 27 73 35 65 38 62
Social & Legal 39 61 40 60 43 57
Crime & Violence 29 71 33 67 35 65
Science & Health 46 54 38 62 44 56
Economy 35 65 43 57 40 60
Politics & Government 26 74 32 68 33 67

% of Female News Subjects by 24 18 25 20 28 22

sex of Reporter

NEWS CONTENT

% Stories that Challenge

Gender Stereotypes n/a 3 6

% Stories that Highlight Gende

(In)Equality n/a 4 6

key findings in an eastp-share format.

All resources are available for free downloagvatw.whomakesthenews.arghe

global and highlights reports are published in English, French, Spanish and Arabic.
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A roadmap to accelerate progress in the portrayal

and representation of women in the news .
*excerpt fromWho makes the news? GMMP 2010 reffdfACC, 2010)

The GMMP research shows an
increase of 6 percentage points in
womenbs presence
news since the year 2000. If condi-
tions remain unchanged and the rate
of progress is maintained, it will take
at least 40 more years to reach par-

ity. The plan of action below is in-  regulatory bodies, journalist associa- \;vn(()j :?aeio?laijl :ctiorlm\l Claa(r?ssoﬁ devel
tended to accelerate the pace of tions, training institutions, govern- - 9 q &p di 44
change as well as alscd@&ect pro- ment, officials of communication and ogender medil qo0.
gress to areas of media policy and  information, and civil society among 12Support womends me
practice that constrain advancement others, alternative at the same time as they
towards more gendgust news me- work to transform mainstream mge-
dia. Civil society organisations with sup- dia.
o - . port from governments, ipternational 13 Undertake advocacy campaigns
In partnership with editors, media non gpvernmenta.l organisations and for policies upholding freedom of
regulatory bodies, journalist asso- the private sector: expression.
ciations, training institutions, gov-
ernment, communication and infor-  7-Carry out gender and media sensi- . . L .
ers, 8.Build a new social imagination of nalist unions and media owners with
1.Compile and promote the use of enderfair. cendebalanced me-  SUPPort from regional and interna-
i i i g ' 9 tional organisations:
regional directories of Women dia as womenés human rights
Experts. 9.Undertake gender and media moni- 14 Establish gender sensitive media

Media trainers, journalism training

institutions and researchers with

support from governments, regional

organisations and international or-

ganisations:

2Create O0gender

ricula and modules in schools,
journalism training institutes and
centres,

3.Equip managers and instructors
with skills to apply the modules
to train gender sensitive media
professionals

4.Train media owners, publishing
directors, director generals of
radio and television, chief editors,
programme directors, producers
and animators on gender issues
and gendebalanced reporting

Media practitioner associations,
journalist unions and media owners
with support from governments:

5.Adopt and apply policies on gen-
der parity in media

BB SHBLEChEmbRoLNP

media

In partnership with editors, media

toring initiatives.

and mediabd cur -

10Forge positive partnerships, net
works and coalitions with media

eg%uacgs,r n”ée(ﬂiq ar?;ocfagi]ons and

er organisatio

11 Work with relevant inter
governmental agencies and

codes of practice.

Francoise Mukuku, GMMP country coordinator for the Democratic Republic of Congo responds to
reporters following the launch of the GMMP 2010 report.

Source: Frangoise Mukuku./GMMP Network, WA@
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