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Foreword

”As is so often said, information is power, and the media play a variety of important
roles in this equation. They report on current events around the world, they provide
frameworks for interpretation, they mobilize the citizenry with respect to various
matters, they reproduce the predominant culture, and, of course, they entertain.”
Viewed from a development perspective, these powers that the media wield are also
opportunities to promote gender equality, both in terms of ensuring gender balance
within media organizations and fairness in the tfreatment and portrayal of women
and men.

The Media Gender Equality Committee (MGEC) recognizes that gender inequality in
media practice is an issue that is bigger than the Committee. The “Towards a
Gender-Fair Media Guidelines” that we launched in 2013 was our initial attempt to
create positive impact towards gender issues in the media. Four years later, the
challenge of raising awareness on gender-fair practice among media practitioners
remains. The future, though, is much more promising. Developments in the social
media space have shown that the public consciousness is ripe and ready to actively
shape media content and, along with this, the increased openness of our media
partners to learn to recognize and change practices that are discriminatory or
non-inclusive.

This second edition is the next major step in that process of learning and changing.
More than that, it is also a gateway to a more dynamic engagement between the
Committee and our media partners. It sets us off to a journey towards a Philippine
media that celebrates all women and men, regardless of their sexual orientation,
gender identity and expression.

We are happy to see that our months-long collaboration with the media has come
into fruition with the completion of this Guide. We are likewise proud of the process
that went into putting this second edition together. From the start, we envisioned a
final product that is co-created by government, media entities, academe and civil
society organizations (CSOs). We anticipated the process to be a continuous
balancing act among the government agencies mandated to enforce laws on
discriminatory practices against women, the media by whom compliance is required,
and the academe and CSOs who complete the gender and media ecosystem.

We wish to thank all our partners—the media organizations, academic organizations
and CSOs—who went through this process with us. It was enlightening, enriching,
productive and pleasant all throughout. We hope that you are as proud as we are
with this Guide. Most of all, we trust that you will remain with us, as we use this
Guide to create positive, direct impact on the media landscape.

— The Media Gender Equality Committee

'Beatriz Llanos and Juana Nina, “Election Coverage from a Gender Perspective,” United Nations Entity for Gender Equality and the Empowerment of Women
(UN Women), February 2011, https://www.idea.int/publications/catalogue/election-coverage-gender-perspective-media-monitoring-manual, accessed
December 1, 2017.
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Background

Section 16 of the Republic Act No. 9710, or the Magna Carta of Women (MCW), and its
corresponding provision, Section 19, in the Implementing Rules and Regulations (IRR),
mandated the creation of a gender equality committee composed of representatives from
the Office of the Press Secretary (OPS), now Presidential Communications Operations
Office (PCOO), Philippine Commission on Women (PCW), various self-regulatory bodies
and the National Telecommunications Commission (NTC), Movie and Television Review
and Classification Board (MTRCB), Film Academy of the Philippines (FAP), Film
Development Council of the Philippines (FDCP), Optical Media Board (OMB), National
Commission for Culture and the Arts (NCCA), and representatives of women’s media
non-government organizations (NGOs).

The Committee, which was officially formed in 2010, was tasked to promote gender
mainstreaming, formulate the gender equality guidelines and Code of Ethics for media,
and monitor and evaluate the implementation thereof. Immediately after its setup, the
Committee took on the task of creating gender equality guidelines for the media, pursuant
to Section 19 B (3) of the IRR.

In 2013, the MGEC launched the “Towards a Gender-Fair Media Guidelines” to address
women'’s issues and concerns in the news and entertainment media. In early 2017, the
Committee saw it fit fo revisit the Guidelines, get an indication of what its impact on media
practice has been like for the past four years, and update it as needed so that it responds
to present challenges.

The revision process that ensued involved engaging the media to validate impact
assumptions and co-create a revised set of guidelines that captures and balances
gender-fairness and media independence, in a format that will be most useful for the
media.

This is the product of that collaboration.

The original “Towards a Gender-Fair Media Guidelines” launched in 2013 was composed
of three books: “Book 1: Code of Ethics for Media,” “Book 2: Guidelines to Protect Women
from Discrimination in Media and Film,” and “Book 3: Gender Equality Guide.”

These three books have been compressed into one “Gender-Fair Media Kit” (GFMK) as a
response to media feedback on ease of use. The kit is now composed of three major parts,
organized to support the media in their journey fowards gender-fairness.

The structure of this kit acknowledges that gender-fairness is not something that can be
picked up from a book or learned overnight. It is cultivated. It begins with understanding
the context of the gender issues that we wish to address; using this understanding to
self-check and change one’s practice; and ultimately culminates in producing content that
equalizes and empowers both women and men.

This kit is designed to serve as a practical reference for the media as they start off the
process of changing their perception of gender in the media, recalibrating their practice
so they don’t perpetuate gender discrimination, and consciously producing media content
that brings women'’s issues to the fore of national consciousness.
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“Part 1: Setting the Context” discusses the intersection of gender issues and the
media in the contfext of the gender and development paradigm. It is meant to aid
media practitioners in understanding the answers to the preliminary question,
“Why do we need to be gender-fair?” It is intended to start off the process of
changing perceptions about the status of women in media, and how the media
can actively contribute to uplifting this status.

“Part 2: Practical Guide to Gender-Fair Media Practice” illustrates how the
standards of gender equality can be applied o media content. It discusses
gender-fairness in general, and in particular, using four key dimensions:
Portrayal, Balance in Representation, Stereotyping and Language. The aim is fo
provide the media with a set of globally accepted standards to help them
improve gender sensitivity and responsiveness in their practice through
self-regulation. Part 2 is intended to influence media practice through a
practical guide to navigating the different gender-fair standards.

Finally, “Part 3: Self-Assessment Tools” is a compilation of tools for assessing
whether media content is gender-fair or not, using indicators based on the
discussions of the standards. It is meant to be used by the media to check the
final product before it goes out to the public, to ensure that it does not portray
women unfairly, does not discriminate against any sector of society, and
contributes towards the empowerment of women and men.

In the Annex portion, we have also compiled a glossary of gender and
development (GAD) terms; a descriptive list of various laws and regulations
relevant fo women and gender as a jump-off point for media research, including
media-related provisions; and a list of terms that should be avoided and their
gender-neutral alternatives to heighten the users’ sensitivity to gender-fair
language.




GENDER EQUALITY:
A GLOBAL PRIORITY

The First World Conference on Women
in 1975 held in Mexico City, Mexico,
shifted the world’s focus to women
empowerment as a driver of
development. It also called for a
Treaty on the Rights of Women, and a
mechanism for holding States
accountable for violations. This later
led to the adoption of the United
Nations (UN) Convention on the
Elimination of All Forms of
Discrimination Against Women
(CEDAW), which is now considered as
the international bill of rights of
women. Since then, the global
perspective on women’s issues has
evolved to recognize unequal gender
relations and explore the many
pathways to equality.

In 2000, the UN brought its
member-nations together to craft a
common set of eight goals fowards
the eradication of poverty.
Member-nations, including the
Philippines, committed to achieving
the Millennium Development Goals
(MDGs) by 2015. Goal 3, aimed to
promote gender equality and
empower women, underscored
gender issues as a global priority.

In 2015, the UN member-nations once
again came together to assess what
results have been achieved towards
the MDGs.

Building on these, the Sustainable
Development Goals (also called the
“Global Goals”) were developed.

The Global Goals are a set of 17 more
specific goals that member-nations
committed to achieve by 2030.

Goal 5 aims to achieve gender
equality and empower all women
and girls to reach their full potential.

More specifically, the targets?are:

« End all forms of discrimination
against all women and girls
everywhere;

« Eliminate all forms of violence
against all women and girls in the
public and private spheres,
including trafficking and sexual
and other types of exploitation;

e Eliminate all harmful practices,
such as child, early and forced
marriage and female genital
mutilation;

« Recognize and value unpaid care
and domestic work through the
provision of public services,
infrastructure and social
protection policies and the
promotion of shared responsibility
within the household and the
family as nationally appropriate;

« Ensure women'’s full and effective
participation and equal
opportunities for leadership at all
levels of decisionmaking in
political, economic and public life;

« Ensure universal access to sexual
and reproductive health and
reproductive rights as agreed in
accordance with the Programme
of Action

*http://www.un.org/sustainabledevelopment/gender-equality/



of the International Conference on
Population and Development and
the Beijing Platform for Action and
the outcome documents of their
review conferences;

« Undertake reforms to give women
equal rights to economic
resources, as well as access fo
ownership and control over land
and other forms of property,
financial services, inheritance and
natural resources, in accordance
with national laws;

e Enhance the use of enabling
technology, in particular
information and communications
technology, to promote the
empowerment of women; and

« Adopt and strengthen sound
policies and enforceable
legislation for the promotion of
gender equality and the
empowerment of all women and
girls at all levels.

With a score of 0.790, the Philippines
ranked 10th overall and 1st in Asia in
the 2017 Global Gender Gap Report
of the World Economic Forum. The
global gender gap index measures
how far countries have gone in
closing the gender gap—meaning,
achieving gender equality in access
to resources—in four sub-indexes:
Economic Participation and
Opportunity; Educational Attainment;
Health and Survival; and Political
Empowerment.

How is the gender gap measured?
The table® below shows the
indicators that were used for each of
the subindexes.

SUBINDEX VARIABLE

Economic « Ratio: Female labor force participation over male value
participation and » Wage equality for women and men for similar work
opportunity (survey data, normalized on a 0-1scale)

« Ratio: Female estimated earned income over male value

« Ratio: Female legislators, senior officials and managers
over male value

« Ratio: Female professional and technical workers over

male value
Educational » Ratio: Female literacy over male value
attainment « Ratio: Female net primary enrolment over male value

e Ratio: Female net secondary enrolment over male value
» Ratio: Female gross tertiary enrolment over male value

Health and survival « Sex ratio at birth (converted to female-over-male ratio)
« Ratio: Female healthy life expectancy over male value

Political « Ratio: Females with seats in parliament over male value

empowerment « Ratio: Females at ministerial level over male value

» Ratio: Number of years with a female head of state (last 50
years) over male value

3Global Gender Gap Report 2017,” World Economic Forum, http://reports.weforum.org/global—gender—gap—report—2017/, accessed November 5, 2017.




The chart below shows how the Philippines scored against the four indices of the

Global Gender Gap.

Source: Global Gender Gap Report 2017

Source: Global Gender Gap Report 2017

What does the data tell us? And why
is this relevant to the media content
that is churned out and pushed to the
public 24 hours a day?

The data indicates that the
Philippines has been successful in
closing the gender gap in areas
concerning basic human entitlements
such as health and education. To some
extent, our high overall score has to

do with the existence of local laws
that are meant to promote gender
equality and secure women in the
proper exercise of their rights.
Examples of these are the Magna
Carta of Women, the Anfi-Violence
Against Women and Their Children
Act, and pertinent labor laws.

However, while the Philippines scored
high in Health and Education,



it also scored glaringly low in Political
Empowerment and Economic
Participation. It appears that beyond
accessing the basic entitlements of
education and health, less women
are meaningfully participating in
national development through
productive economic work and
governance.

Why are women shirking from major
economic and political
responsibilities when these fields are
open to both men and women? To
illustrate: only 29.90% of firms in the
Philippines have females in their top
management and only 25% of
Senators elected are women. There
are many factors, all of which point fo
how society has traditionally defined
and delineated gender roles for
women and men.

Why is this so? This is because we
have been historically conditioned to
think that leadership is an innately
male characteristic.

The thought of going through this
challenge is enough to discourage
women, especially when they have to
juggle the equally demanding
responsibilities of homemaking and
parenting that are assigned to
women by default.

“It is fairly easier for
men to rise to positions
of influence because
certain assumptions
work in their favor.

In contrast, women
who aspire to rise to
leadership positions—
whether in business or
politics—often need to
prove that they have
somehow cultivated
leadership skills
through years of hard
work and experience
outside the home.”

This has to change. It is widely
accepted that the media is a key
influencer of public perception. As
such, the media play a crucial role in
raising public consciousness so that
both women and men feel equally
empowered to pursue personal and
professional growth and
meaningfully participate in national
development. The ideal is for all
individuals to feel supported rather
than discouraged or, worse,
stigmatized, in taking on whatever
role that makes them more fulfilled
and productive.
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The challenge to the media is
three-fold:

1. Celebrate individuality by
normalizing the image of men and
women as well-rounded individuals;

2. Elevate the status of women so that
they are equal with men in voice,
importance, visibility; and

3. Raise women'’s issues so that they
form part of the public discourse.

Taking on this challenge starts with
understanding the legal context of
the gender equality advocacy.

UNDERSTANDING
“SEX” AND “GENDER”

In the Philippines, as in most
societies, boys and girls—and the
men and women that they grow to
become—are assigned distinct
statuses and roles to play. This is how
society has traditionally organized its
citizens to ensure that its institutions
function properly.

As a result, we grew up learning
how to dress, behave, and think
“appropriately,” consistent with
society’s expectations of femininity
and masculinity. As a consequence,
too, we have come to associate these
differences as being biologically
determined and, therefore,
unchangeable. This has resulted in
many important implications, as will
be discussed later. To understand
why this confusion needs to be
clarified—and how the media can
help contribute to public
education—requires first a
discussion of the distinction
between gender and sex.

“To illustrate,

we conform to

the standards of
masculinity and
femininity that
the society has set
as “normal’” or
appropriate.”

“Sex,” as defined by Susan Basow,
(Basow, 1992) is a biological term
referring to people and animals,
among others, and their attribute
of being either female or male
depending on the sex organs or
genes that they were born with.
Sex also refers fo the biologically
determined differences between
individuals that make them male
or female. Sex is assigned at birth.

In contrast, the term “gender” was
used by Ann Oakley (Oakley, 1988)
and other researchers as early as
the 1970s to describe the attributes
of women and men that are socially
determined. Unlike “sex,” (i.e., one’s
being female or male, which is
purely biological), “gender” has
social, cultural and psychological
connotations. To illustrate, we
conform to the standards of
masculinity and femininity that the
society has set as “normal” or
appropriate.

Gender is also used to refer to
“subjective feelings of maleness or
femaleness,” (Basow, 1992) although
these feelings may not necessarily
conform to one’s sex. Thus, one can be
genetically male but with an opposite
gender identity, and vice versa.



“This gender

divide has caused

us to categorize
certain behaviors

as masculine and
feminine, as natural
projections of women
and men’s physical
differences.”

For example, because males are
supposedly physically stronger, we
have come to believe that they are
also naturally gifted with leadership
abilities, decisiveness and a tough
character. In contrast, because
females are perceived as physically
weaker, they are, by nature, more

emotional, fickle-minded and fragile.

Men are expected to be dominant
and aggressive while women are
expected to be humble and
submissive.

Society’s gender expectations have
very serious implications. They lead
to the perpetuation of gender biases
that affect men and women on a
personal level by limiting
opportunities to pursue their full
potential.

For example, many people think that
women’s “feminine” traits make them
good homemakers and nurturers of
family members while men'’s
“masculine” traits make them more
suited to be the family provider

responsible for its survival.

As a result, women who decide to

go out of the house not only have a
tougher time proving themselves
worthy of their jobs but also end up
having to juggle work with homemaking
responsibilities assigned to them by
default.

Career-driven women are often judged
as selfish while men who stay at home
with the kids are regarded as inutile,
despite the decision being a mutual one
by the husband and wife.

On a national level, when half of the
population is not fully productive and
unable to meaningfully participate in
national development, growth becomes
slow and stifled. To illustrate, a study by
McKinsey* found that: “Narrowing the
global gender gap in work would not
only be equitable in the broadest sense
but could double the contribution of
women to global gross domestic
product (GDP) growth between 2014
and 2025.” This means that in a very
real sense, gender parity appears to be
the answer to the global poverty
problem.

If the root of the problem is the simple
sex—gender confusion, then why has it
taken too long to be addressed? As
previously mentioned, many link gender
attributes to the biological differences
between women and men.

“The Power of Parity: How Advancing Women’s Equality Can Add
$12 Trillion to Global Growth,” McKinsey Global Institute,
September 2015, http://www.mckinsey.com/global-themes/em-
ployment-and-growth/how-advancing-womens-equality-
can-add-12-trillion-to-global-growth, last accessed September 17,
2017.

n
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This has given rise to the idea that
because masculinity and femininity
are assigned along with sex at birth,
they are constant and cannot change.
The first challenge for gender and
development advocates has been
how to confront this deeply rooted
belief and open people’s minds to the
fact that gender norms can change—
as they have, in fact, for the past
years.

One question that is frequently
asked is: If gender equality is about
recognizing the rights of women and
men, regardless of their sexual
orientation, gender identity and
expression, why are gender-related
discussions mostly focused on
women? In short, why are men left
out?

To answer this, imagine having two
glasses, with one half-filled and the
other empty. If you want to serve both
glasses at the same time, you will
need fo fill the empty glass first.
Filling both glasses at the same time
would cause one to overflow while
the other is left behind.

In the Philippines, gender
stereotyping and the subordinate
status of Filipino women have
historical roots. The centuries of
colonization left remnants of a feudal
view of women as properties of men.

“In most societies, it is
the women who have
been, historically, the
vietim of imbalance and
unequal status. It is the
women who are not
afforded the same
opportunities and
personal freedoms that
men enjoy.”

Capitalism, on the other hand,
regarded women as objects of
pleasure and commodities for
exchange.

“These beliefs are still mirrored in
state policies and institutional
practices that affect women'’s rights,
especially their reproductive health
rights, and in women'’s limited access
to and benefit from political and
economic processes.”

In the local front, while institutions are
opening up to provide equal
opportunities to women and men, the
mindsets of people operating these
institutions, and the women who
stand to benefit from accessing these
opportunities, often remain rooted in
tradition.

This is why the need to raise public
consciousness about gender equality
has been widely acknowledged. We
need more women encouraged fo
work towards their full potential, as it
is their right to do so. We need more
men supporting women rising
because this is the way to
development that benefits all.

S“Transforming Government to Think and Act GAD: A Handbook on
Gender and Development Training, Book 1,” NCRFW and the
Canadian International Development Agency, 2003.



As a key influencer of public opinion,
the media can help include gender
equality in the public discourse as a
means to achieve development for
all.

GENDER AND MEDIA
PRACTICE

When introduced to the concept of
gender-fairness in media practice, it
is typical for the media to feel
apprehensive. Many may feel that
they are being subjected to another
set of standards, on top of the
already-high expectations of
professionalism from their own code
of ethics. What many probably do
not realize is that the core principles
of journalism and the concept of
gender fairness actually intersect.

Different media practices have
adopted their own code of ethics.
However, there are five core
principles® of journalism that are
common to all these codes:

1. Truth and Accuracy.

Journalists cannot always guarantee ‘truth’, but
getting the facts right is the cardinal principle of
Journalism. We shou!d always strive for accuracy,
give all the relevant facts we have and ensure
that they have been checked. When we cannot
corroborate information we shouid say so.

2. Independence.

Journalists must be independent voices, we
shouid not act, formally or informally, on behalf
of special interests whether politicai, corporate
or cuitural. We should declare to our editors - or
the audience - any of our political affiliations,
financial arrangements or other personal
information that might constitute a conflict of
interest.

5The 5 Principles of Ethical Journalism,” Ethical Journalism Network,
http:/Zethicaljournalismnetwork.org/who—we—are/5—princi-
ples—of—journalism, accessed September 22, 2017.

3. Fairness and Impartiality.

Most stories have at least two sides. While there
is no obligation to present every side in every
piece, stories should be balanced and

add context. Objectivity is not always possible,
and may not always be desirable (in the face for
exampie of brutality or inhumanity), but
impartiai reporting builds trust and confidence

4. Humanity.

Journalists shouid do no harm. What we publish
or broadcast may be hurtful, but we should be
aware of the impact of our words and images
on the ‘ives of others

5. Accountability.

A sure sign of professionalism and responsible
Journalism is the ability to hold ourseives
accountabie. When we commit errors we must
correct them and our expressions of regret must
be sincere and not cynical. We listen to the
concerns of our audience. We may not change
what readers write or say but we will aiways
provide remedies when we are unfair.

Gender-fairness falls under the
general themes “Fairness and
Impartiality” and “Humanity.” Being
gender-fair simply means recognizing
that both women and men have
stories to tell, and that “impartiality”
also covers producing content that
does not subject women to injustice.
Gender-fairness also means being
aware that the media content that
you produce can have varying
impacts on women and men; and
being conscious about writing to uplift
and empower all audiences, and not
devalue certain sectors.

13
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Looking at the role of the media from
this perspective clarifies that
gender-fairness is not an additional
imposition, but one that is subsumed
in existing standards that define
media ethics and professionalism. In
addition, it also leads to an
understanding that media practice
should: first, not perpetuate gender
discrimination; and, second, promote
gender equality and women'’s
empowerment.

Fair gender portrayal in the media
should be a professional and ethical
aspiration, similar to respect for
accuracy, fairness and honesty
(White, 2009). While women have
made considerable progress in
pursuing personal and professional
fulfilment, even in male-dominated
industries, the media has been slow
to catch up. The media still serves
primarily as an agent of socialization
by unwittingly perpetuating gender
stereotypes and portraying women
as lesser human beings in different
ways.

The Global Media Monitoring Project
(GMMP), supported by the United
Nations Educational, Scientific and
Cultural Organization (UNESCO) and
UN Women, measures the pace of
change in women’s media
representation and participation by
tracking movements in certain
indicators in the news media at
five-year intervals.

Its 2015 report’ indicates that
progress over the past five years in
the area of news media has been
considerably slow. Some of its
relevant findings are:

On People in the News

« In 2015, women made up only 24% of
the persons heard, read about or
seen in newspapers, television and
radio news—exactly as they did in
2010.

« Women'’s relative invisibility in
traditional news media has crossed
over into digital news delivery
platforms: Only 26% of the people in
Internet news stories and media
news Tweets combined are women.

« Women are almost equally present
in sub-regional/regional as in local
news.

e Across the six GMMP function
typesé—or roles in which people
appear in the news—the largest
stride in closing the gender gap is in
people interviewed based on
personal experience.

« In 2015, progress fowards news
representation that acknowledges
women'’s participation in economic
life remains elusive.

e The journalistic gender lens
in source selection is not only
male-centered, but it is also skewed
to a certain kind of masculinity
when selecting interviewees for all
types of views, from “expert”
opinion to “ordinary” person
testimonies.

"The full report can be downloaded at http://whomakesthe-
news.org/gmmp-2015, accessed on September 22, 2017.

®l.e., personal experience, popular opinion, eye witness, subject,
spokesperson, expert or commentator



e Overall, women remain more than
twice as likely as men to be
portrayed as victims as they
were a decade ago.

e The only category in which survivor
portrayals of women have risen
from 2005-2015 is women as
survivors of domestic violence,
which increased by more than
four times.

On News Quality

e Only 9% of stories overall contain
reference to legal, rights or policy
frameworks pertaining fo women
and gender issues.

e The overall proportion of stories
focusing on women has held
relatively steady at 10% since 2000.

» 14% of stories by female reporters
focus centrally on women, in
contrast to 9% of stories by their
male counterparts.

« 9% of stories evoke gender
(in)equality issues, more than
double the percentage documented
10 years ago.

On Digital News

» Gender difference in source
selection by female and male
reporters becomes starker in online
news.

e Only 4% of news media tweets
clearly challenge gender
stereotypes, exactly similar to the
overall percentage in television,
radio and print news stories.

The same imbalance has been
observed in the local news scene. On
three successive days, we tracked the
representation of women and men in
eight major national daily
newspapers to answer the following
questions:

1. Exposure. Stories about women vs.
stories about men, measured by
aggregate size (excluding photos)

2. Voice. Percentage of women vs.
men heard as:
a. Source of information or opinion
b. Spokesperson
c. Experts
d. Vox pop

3. Socioeconomic Class. Percentage
of women vs. men seen or heard
belonging fo the following sectors:

a. Wealthy

b. Working class

c. Political elite

d. Poor

e. Marginalized sector

4. Themes. Percentage of women vs.
men seen or heard in the context of:

a. Politics and government

b. Economics and business

c. War and conflict

d. Science and technology

e. Sports

f. Lifestyle and fashion

g.General news
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The charts below show the distribution on the three consecutive days observed.

Male & Female Representation in Daily Newspapers (Day 1)

Exposure QEED ® Male
Source of info opinion QD Female
Spokespersons QD
Experts QD
Vox pop D
Wealthy QEED
Working class D
Political Elite QD
Poor CEEID
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Politics & Gov't QD
Economics & Business (D
War & Conflict QD
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Male & Female Representation in Daily Newspapers (Day 2)
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Male & Female Representation in Daily Newspapers (Day 3)
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Of the three media industries (news,
advertising, entertainment), it is the
entertainment industry that appears
to be where the biggest room for
improvement lies. This inference is
based largely on a review of the
cases handled and resolved by the
MTRCB, and those that were called
out by the PCW.

From the period of 2013 fo 2016 alone,
there were at least six instances of
violations of the MCW's provision on
non-derogatory portrayal of women
that were called out by the MTRCB
and the PCW. These do not include
those incidents which were
immediately corrected after public
protest and did not require the
intervention of these offices.

In contrast to the experience of the
entertainment industry, the success of
the advertising industry in positively
influencing the quality of content
emphasizes the effectiveness of
self-regulation. Unlike the advertising
industry, the entertainment industry
has been mostly reactive in
addressing gender concerns in their
media products.

On a positive note, while we need the
industry to be more circumspect and
to proactively prevent negative
portrayal of women, it has also been
observed that the media are now
more receptive to public opinions and
quick to respond positively fo public
demands for gender-fairness.

One of the factors for the observation
above is also the vigilance of the
public, the accessibility of platforms
for voicing out their opinions, and the
public’s propensity to “make viral”
anything that they find offensive or
disagreeable. As a result, public
opinion is shaped in real-time, and
media organizations and brands are
often pressured to take action to
regain public trust before it is lost
totally.

Much of the gender portrayal issues
that were fairly common a decade
ago in the advertising industry have
been considerably lessened or totally
resolved, thanks to the advertising
industry’s strict self-regulatory
mechanism.

However, while the industry has been
successful in regulating and filtering
materials that are derogatory to
women, stereotyping remains
pervasive.

Stereotyping exists across all media
forms and platforms but is most
observed in the advertising industry,
mainly because of how frequent the
public is exposed to advertising
content. It has remained unchecked
because of the low level of awareness
among the consumers of media
content on one hand, and limitations
and motivations of the producers of
media content on the other.
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Unlike derogatory portrayal,
stereotyping is often subtle and not
revolting, which is why it is most
difficult for laypeople to spot it and
understand why it is wrong.

A 2013 study titled “Gender
Representation in Philippine Television
Advertisements”? looked at the
advertisements played during the
primetime programming of ABS-CBN,
which then enjoyed a market share of
42.4%, and GMA 7, which had a market
share of 34.6% between October 25,
2010 and October 31, 2010.

The highlights of the research
findings are:

o Representation. Out of 254 primary
characters, 58.3% are females and
only 41.7% are males. This would have
indicated that females were not
underrepresented—and in fact
dominated—the Philippine
advertising media. However, the
research also found that after
advertisements for the most
prominent product category
(cosmetics and toiletries) were
excluded from the sample size, the
resulting ratio was more balanced.

« Setting. The research found that
the setting of the advertisement is
most often gendered. For example,
the workplace setting was
dominated by males (17.9 % vs.7.4 %),
and the home setting was dominated
by females(45.9 % vs. 24.5%).

SMichael Prieler and Dave Centeno, "Gender Representation in
Philippine Television Advertisements," http://www.academ-
ia.edu/4392721/Gender_Representation_in_Phil-
ippine_Television_Advertisements_SSCI_, accessed December 1,
2017.

No particular sex dominated the
outdoor setting, however.

- Dress Degree. There were also
gender differences when it came to
the clothing of the primary
characters. In particular, more
males than females were fully
dressed (88.7% vs. 44.6%), and more
females than males were
“suggestively dressed” (52.7% vs.
6.6%).

« Voiceovers. There were more male
than female voiceovers (46.1% vs
35.0%). More male voiceovers were
used in ads with male primary
characters while a female voiceover
was likely used if the primary
character was female.

e Product Categories. Most
importantly, the research also
showed a strong correlation
between sex of the primary
character and particular product
categories. For examples, more
females than males were featured in
advertisements for cosmetics and
toiletries products (33.1% vs 14.2%),
while more males than females
were featured in advertisements for
pharmaceutical and health products
(19.8% vs 9.5%).



However, positive developments in
recent years have seen the rise of a
new genre of advertisements, which
has been referred to as
“femvertising” or “feminist
advertising.” SheKnows Media, a
women'’s lifestyle digital media
company in the US, defined
“femvertising” as “advertising that
employs pro-female talent,
messages and imagery to empower
women and girls.”"° It started
attracting attention in 2004 when
Dove released its “Real Beauty”
campaign.

For the past few years, many global
brands have followed suit after
realizing that advertising that
delivers an empowering message
was actually good for the bottomline.

In recent years, local brands have
embraced femvertising and come
out with their own empowering
advertising content, such as Pantene’s
#Whiplt campaign. Unfortunately,
these types of content have been
limited to the internet, where there
are more empowered women in the
audience than in free television.

As a result, the potential of these
types of content to educate and
change perceptions is not
maximized. They end up being
played in an echo chamber.

Source: Dove Philippines Facebook Page

1“Quoted in “#Femvertising is the Future” by Mikayla Toonen, Huffington Post, October 11, 2016,
htps://www.huffingtonpost.com/advertising-week/femvertising-is-the-futur _b_12441598.html, viewed December 1, 2017.
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INTRODUCTION

Our views about how women and men should behave are influenced by many
societal factors and influences. Of these factors, however, media remain to be the
most pervasive. Media undoubtedly play a very important role in everyone’s daily
lives. Media feed the consuming public with messages that end up forming their
social values, and influencing decision making—from purchase to politics. On a
national level, the media, in the exercise of their daily functions, make editorial
decisions that affect the public discourse. For example, their choice of which
stories should make it fo the news tells us which issues are important and which
ones are insignificant. The influence of media is compounded by the fact that the
internet and social networks have made distribution of content a lot easier,
removing barriers so content is now accessible on-demand and in real-fime.

All media platforms project images of “male-ness” and “female-ness,” all of which
contribute in building one’s self-image and in creating standards for evaluating
others. Unfortunately, many of these images perpetuate perceptions that are
unrealistic, stereotypical, and restricting.

“Three themes describe how media represent gender. First, women are
underrepresented which falsely implies that men are the cultural standard and
women are unimportant or invisible. Second, men and women are portrayed in
stereotypical ways that reflect and sustain socially endorsed views of gender.
Third, depictions of relationships between men and women emphasize traditional
roles and normalize violence against women.”"

The standards that will be discussed in the following pages are designed to help
the media assess their own practice, and recalibrate their own content
development process so that it works to promote gender equality instead of
perpetuating gender biases.

Mulia T. Wood, “Gendered Media: The influence of Media on Views of Gender” (California: Wadsworth Publishing, 1994), 214.



?James C. McKinley Jr., “Vicious Assault Shakes Texas Town,” The New York Times, March 8, 2011,
http://www.nytimes.com/2011/03/09/us/09assault.html?ref=us, accessed November 10, 2017.

*Mary Elizabeth Williams, “The New York Times' sloppy, slandted child rape story,” Salon.com, published March 10, 2011,
https://www.salon.com/2011/03/09/new_york _times_blames_11_year_old_rape_victim/, accessed November 10, 2017.

“Caitlin Dickson, “The New York Times Called Out for Unbalanced Rape Coverage,” The Atlantic, published March 9, 2011,
https://www.theatlantic.com/national/archive/2011/03/rape-coverage/348717/, accessed November 10, 2017.

"*Petition by Shelby Knox, https://www.change.org/p/tell-the-new-york-times-to-a