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Workshop 4 The fight against negative gender stereotypes in sport and the role of the media 


 


1.  Introduction  


In our society many simplistic generalizations about the gender attributes, differences, and roles of 


individuals and/or groups exist. People automatically apply gender assumptions to others regardless 


of evidence to the contrary.  For example, women are emotional, unpredictable and bad drivers, 


whilst men are rational, influential, bad at housework and like sport.  These assumptions have 


influenced many lives. Gender stereotypes in and about sport are still deeply rooted in European 


societies where sports are divided into male and female domains and where mixed gender 


participation was not accepted for a long time.  Even now, new stereotypes seem to occur, especially 


since women start to play male dominated sports.  


Cultural, religious and family traditions - often perpetuated by family members, coaches and 


teachers - historical developments, sport governing structures, and the prevailing premise that "it 


has always been this way" help to confirm these stereotypes rather than to challenge them.  


Through its role in modern societies and the power to shape realities, the media plays an influential 


role in creating images of both women and men, including bringing to the fore role models. By 


feeding or often even creating gender stereotypes, the media normalises the version of reality from 


which women and girls are often excluded, leaving them at a periphery despite their real position in 


society, and in sport.  


These days the media is in the position to shape the public’s perspective of women’s sport. 


Accordingly the media can be a vital tool to either advance or impede girls and women’s involvement 


in sport. How sport, and particularly women’s sport, is portrayed in the media is therefore of great 


importance. And it is in the media where gender portrayal is an especially powerful way of 


stereotyping and thereby creating and preserving gender differences. 


Crucially, though, the media does not only have the power to create and perpetuate stereotypes; it 


also has a great ability to challenge and break them down. The media should spread the message 


that sports are for all, whatever sex, age, race, religion, sexual identity and ability of the athlete, 


coach, leader or spectator. They should demand attention for a reality which is far more complex and 


rich than the male-centric and stereotypical perspective often presented. 
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2.  Value of the fight against negative gender stereotypes in sport and the portrayal of 


women's sport in the media 


The media is a key part of the public space and an essential element of a democratic society. On the 


one hand they define and mirror a part of social reality and on the other hand, and maybe even more 


significantly, they have the capacity to construct a new one. This is especially important when the 


potential impact of media coverage of women's sport on its perception in society is considered, both 


on the participation of women in sport and on economic developments.  


A more equal representation of male and female sports journalists, will lead to more female sport 


journalists as role models, which may lead to more female sport journalists. In both the short and the 


long run, more female sport journalists may lead to fairer and more equal representation of women’s 


sports and women in sport.  


By giving a more representative picture of women’s and men’s sport, both in relation to its volume 


and content, the value of women’s sport in general in society may be increased. This could have 


many positive consequences eg a benefit for elite female athletes may be that it could get easier for 


them to gain sponsorship. But improved and increased media coverage of women's sport will also 


automatically lead to more female sporting role models, and this could have a positive impact on the 


participation of women and girls not only in sport, but also in sport governing bodies. Nations of 


active women would cost the health systems less, have a greater energy and confidence - both 


socially and in the workplace – and, as a valuable consumer audience, spend more on sport, health 


and fitness. Keeping people healthy and active for longer would also have a positive impact on 


productivity and competitiveness at national and European levels. 


The value of increased and better media coverage has also a sound commercial rationale as the UK 


Women's Sports and Fitness Foundation (2011) has illustrated
1
:  


- Women’s sport is a commercially uncluttered market, with extensive rights available at a 


comparatively low cost; 


- Television viewing for women's events remains dominated by male sport fans: a hard-to 


reach, valuable consumer group that is highly attractive to advertisers; 


- Women are responsible for the majority of consumer purchasing decisions, so a greater 


engagement of the female population in sport will benefit investors; 


- Sportswomen provide a more distinctive and boarder marketing opportunity than  


sportsmen, appealing to a wider audience of both men and women and a wider range of 


brands. 


 


 


3. State of play on the role of the media on gender stereotyping 


Although there has been a considerable increase in girls’ and women’s participation in sport during 


the last decades and women’s elite sport today has a larger audience
2
 there still seems to be huge 


differences both in the amount and in the way the media covers women and men’s sports.   


                                                           
1
 UK Commission on the Future of Women’s Sport (2011): Big Deal? The Case for Commercial Investment in Women’s 


Sport 
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Insufficient media coverage 


According to a global study on media coverage women were subject of only 13 % of stories regarding 


"Sports, events, players, facilities, training, policies, funding", and they were central to the story only 


in 7% of the cases.
3
 A number of European studies from the past years have come to a similar 


conclusion: the proportion of airtime and space in written press covering female sport - both news 


and live coverage - is extremely low. For example, a study of French newspapers revealed that only 


4% of the articles and 7% of the pictures covered women sport.
4
  And studies from countries like 


Denmark, Germany, Iceland, the Netherlands, Norway and Sweden suggest that the amount of 


media coverage has not changed since the 1970s, despite the fact that an increasing number of 


women participate in sporting activities. There are also studies that indicate there are positive 


tendencies, for example, a Swedish study
5
 found that there were a higher percentage of articles on 


Swedish sportswomen participating in the London Olympic Games in 2012 compared to previous 


Olympics. However, this study also suggests that male athletes still received more coverage than 


females. 


This apparent lack of coverage of women sport is coupled with the very low number of women 


experts present on screens, airwaves and quoted in the written press. For example, an analysis of 


newspapers and television broadcasts in Austria, Iceland, Italy, Lithuania and Norway showed that 


while 83% of sport news stories quoted at least one person, in only 5% of them the only quoted 


person was a woman.
6
  


 


Inappropriate coverage 


Women athletes are still today depicted in a way which contributes to the marginalization of 


women’s sport due to the emphasis placed on femininity and sexual attraction, instead of strength 


and beauty. Especially in the popular press, women athletes continue to be referred to as ‘golden 


girls’, ‘racing pussycats’ and ‘gymnast chicks’. Over the last year the sexualization of women athletes 


(as well as several male athletes) has also gained increasing importance.
7
 But the ways in which 


women’s and men’s sports are covered in the media are characterized by large differences where 


gender stereotypes often are reproduced and reinforced.  One example is a study of newspapers and 


television broadcasts in Austria, Iceland, Italy, Lithuania and Norway which revealed that one in every 


three stories about women corroborated gender stereotypes to some extent.
8
 Similar results were 


found in a study of British newspapers where it was uncovered that there were ongoing differences 


in the reporting of female and male athletes, particularly in photographic representations of women 


                                                                                                                                                                                     
2
 For illustration, the 2013 Women Eurobasket finals attracted  3.3 million viewers only in France, the 2011 


Women World Cup Football matches were watched by a total of 17 million viewers in Germany only, and the 
2012 Olympics tennis women finals attracted approximately  820 000 fans to the screens. 
3
 GMMP. (2010). Who makes the news? Global Media Monitoring Project 2010. London & Toronto: World 


Association for Christian Communication. 
4
 Sugier, A. (2011). Media coverage of women’s sport [Power point presentation]. Play the Game 7th World 


communication conference, 3-6 October 2011.  
5
 Hedenborg, S. (2013). The Olympic Games in London 2012 from a Swedish media perspective. International 


Journal of the History of Sport, 30(7), 789-804. 
6
 Centre for Gender Equality Iceland. (2006). Sport, media and stereotypes: Women and men in sports and 


media. Arkureyri: Centre for Gender Equality Iceland. . 
7
 Pfister, G. (2010). Women in sport. Gender relations – and future perspectives. Sport in society, Cultures, 


Commerce, Media , Politics, 13(2), 234-248,  
8
 Centre for Gender Equality Iceland. (2006). Sport, media and stereotypes: Women and men in sports and 


media. Arkureyri: Centre for Gender Equality Iceland. 
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in sport.
9
 A Norwegian study of male and female wrestlers revealed that the media had an 


archetypical focus on the male wrestlers’ bodies, whereas women were only included when they 


displayed appropriate levels of femininity.
10


 In another study of the German media representation of 


the 2004 and the 2008 Summer Olympic Games, it was concluded that many gender stereotypes 


were still reinforced.
11


 However, this study also found that there was improvement towards a more 


even description of male and female athletes, as well as a cross cultural convergence of athletes' 


portrayal. Similar to this was the findings in a British study of media representation of female cricket 


players where it was concluded that trends have changed in terms of what is reported.
12


 This had 


however no effect on the amount of female cricket that was reported. Although there may be some 


improvements over the last few years, these and other studies still leave the impression that 


women’s sport is often treated as less important than men’s sport by the media. Furthermore, 


women are often framed as suitable only for individual sports or sports with an aesthetic element, 


whereas sports that require endurance and/or strength in some cases are portrayed as inappropriate 


for women. However, a qualitative content analysis from Germany of the coverage of the women’s 


football world championship in 2011, found that the presentation of the women players was 


predominantly positive; nevertheless, articles appeared which focused on the appearance of the 


players, some players underwent ”beautification projects” and the women’s play was often 


compared with men’s football. Female football players even appeared in the German Playboy. The 


existence of this type of coverage clearly devalues women’s achievement.
13


 Female athletes are also 


portrayed differently than males in, for example, photographs where women are overrepresented in 


‘out of sport context’ pictures, passive, and often in traditional feminine poses.  


 


Women working in sport media 


The low representation of women in the media and media gender stereotypes go beyond the sport 


sector itself as the male domination also has significant consequences for the gender balance in the 


sport media workforce. The voices of women commentators are almost always absent from sport 


news. The study of newspapers and television broadcasts in Austria, Iceland, Italy, Lithuania and 


Norway discovered that less than 10% of sport news, where gender of the reporter was known, was 


reported by women, while around 87% of the news was presented by men.
14


  A similar result was 


found in an international study of the printed media where more than 90% of the journalists were 


men.
15


 Furthermore, this situation was reflected in the media coverage, with 85% of the articles 


focusing on male athletes, whereas only 6% covered female athletes. Male journalists cover 


                                                           
9
 Godoy-Pressland, A. (2013). The weekend as a male entity: How Sunday newspaper sports reporting centres 


around male activities, interests and language (2008 and 2009). Leisure Studies, DOI: 


10.1080/02614367.2013.833286 
10


 Sisjord, M. K., & Kristiansen, E. (2008). Serious athletes or media clowns? Female and male wrestlers’ 


perceptions of media construction. Sociology of Sport Journal, 25, 350-368. 
11


 Petca, A. R., Bivolaru, E., & Graf, T. A. (2013). Gender stereotypes in the Olympic Games media? A cross-


cultural panel study of online visuals from Brazil, Germany and the United States. Sport in Society, 16(5), 611-


630.  
12


 Biscomb, K., Greggs, G. (2011). ‘A splendid effort!’ Print media reporting of England’s women’s performance 


in the 2009 Cricket World Cup. International Review for the Sociology of Sport. 48(1), 99-111. 
13


 Schaaf, D. & Nieland, J-U. (2011). Let’s talk about sex and sports. Sportwissenschaft, 41 (1), 62-64 
14


 Centre for Gender Equality Iceland. (2006). Sport, media and stereotypes: Women and men in sports and 


media. Arkureyri: Centre for Gender Equality Iceland. 
15


 Horky, T., & Nieland, J. U. (2011). ISPS 2011: First results of the international sports press survey [Power point 


presentation]. German Sport University Cologne. 
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disciplines dominated by men.  For example, football, the most popular sport in the world, is 


essentially reported on by men. 


Sports news departments are notorious for employing few women and can often be characterised as 


"all-boys-clubs". The average working environment is therefore particularly difficult for women 


journalists. Not only do they have to overcome general barriers,
16


 they may also face a particular 


opposition from male journalists and athletes. This absence of women journalists from the sport 


newsroom and, more importantly, from decision-making positions (editors, feature editors and 


senior reporters) has an important impact on the quantity, content and format of women's sports 


coverage. A French study of decision-making in the sports media highlighted that the 


underrepresentation of women’s sport in the media may be explained by the fact 


that women's sport is subject to much harsher editorial selection criteria than men's sport.
17


 


Views and values of male reporters are predominant in the content of the news/coverage, and the 


gender of reporters has been even quoted as one of the main reasons for women's absence in sports 


news in general. At the same time, a study of newspapers and television broadcasts in Austria, 


Iceland, Italy, Lithuania and Norway show a positive correlation between the number of women 


sports journalists and editors and the quantity of women sports coverage.
18


  Studies from other 


countries confirm these findings; women sports reporters are less likely to cover women athletes in 


disrespectful ways, and more likely to advocate expanding the coverage of women’s sports.
19


 More 


female journalists may therefore lead to an increase in the coverage of women’s sport and women in 


sport. Stories by female reporters have also been recognized as "visibly more likely to challenge 


stereotypes and less likely to reinforce them" than those produced by male journalists.
20


 Thus, the 


absence of such stories from the news, coupled with the male-oriented interpretation and the very 


low number of women experts quoted, leads to a situation where sports news and the media 


coverage of women’s sport does not reflect the true proportions of sport practitioners by sex and the 


real presence and importance of women’s sport in, and for, societies. 


According to a recent EIGE Report
21


, gender-equality plans, diversity policies and codes of conduct 


exist in just over a quarter of all media organisations, both public and private. Similarly, relatively few 


organisations have formal mechanisms in place to monitor their gender and/or equality policies 


regarding their products and the organisation. 


 


 


                                                           
16


E.g. inflexible employment conditions, unfavourable return-to-work policies, family unfriendly working hours, 
gender pay gap, high stress levels, poorer access to training and education, and other systemic or hidden 
discriminatory practices or even sexual harassment and sex-based discrimination (EIGE 2013). 
17


 Gee, B. L., & Leberman, S. I. (2011). Sports Media Decision Making in France: How They Choose What We Get 


to See and Read. International Journal of Sport Communication, 4(3), 321-343. 
18


 Centre for Gender Equality Iceland. (2006). Sport, media and stereotypes: Women and men in sports and 


media. Arkureyri: Centre for Gender Equality Iceland. 
19


 Kian, E.M. & Hardin, M. (2009). Framing of Sport Coverage Based on the Sex of Sports Writers: Female 
Journalists Counter the Traditional Gendering of Media Coverage, International Journal of Sport 
Communication , 2, 185-204 
20


 GMMP. (2010). Who makes the news? Global Media Monitoring Project 2010. London & Toronto: World 


Association for Christian Communication. 
21


 European Institute for Gender Equality. (2013). Review of the implementation of the Beijing Platform for 


Action in the EU Member States. Advancing gender equality in decision-making in media organisations. 


Brussels: Council of the European Union. 
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Political attention for the role of media and sport 


At national and EU levels, only limited attention has been paid to the issue of gender equality/gender 


stereotyping in the sports media. In 2003 the European Parliament called on the media to "provide 


balanced coverage of male and female sport and to represent women in sport in a non-


discriminatory manner" and proposed that a gender dimension in broadcasting be reflected in the 


AVMS directive's provision of events of major importance.
22


 And the 2007 European Commission 


White Paper on Sports stressed that "in the framework of its Roadmap for Equality between Women 


and Men 2006-2010, the Commission will encourage the mainstreaming of gender issues into all its 


sports-related activities, with a specific focus on “(...) media coverage of women in sport".
23


  


However, no targeted actions have been taken so far. The European Commission’s report ‘Advisory 


Committee on Equal Opportunities for Women and Men: Opinion on “Breaking gender stereotypes in 


the media”’
24


 from 2010 only states that women athletes receive little television airtime (2-9%), 


whereas the EIGE report
25


 from 2013 does not pay any attention to the sport media although it is 


stated that women cover all topics in media today, except for sports which still largely is a male 


domain.  


 


4. Objectives 2020 


It would be inaccurate to state that there have not been any positive developments regarding the 


mediatisation of women's sport in the past years. However rather limited in scope, these 


developments have not constituted a critical mass which would lead to a substantial change and to  


the media breaking down negative gender stereotypes in, and through, sport. As a result, the 


proportion of media coverage has not increased in an significant way; neither has the number of 


female sport journalists in decision-making positions increased and, despite changing patterns, the 


unfair portrayal of women in sport has not seen a marked improvement.  


There is no reason to believe that these trends will reverse themselves in the next twenty years 


unless stakeholders decide that it is in their interest to do so. For this to happen, a long-term, holistic 


and determined effort by all relevant stakeholders is needed so that power relations and the 


perception of gender and sport are changed substantially. In other words, there is a need for 


concrete actions based on the following objectives.  


1. Gender stereotyping in the sport media has been reduced and a fair portrayal of both 


women and men has been achieved. 


2. The media coverage of women's sport in broadcasting sport (television) and of women in 


sport has increased to 30%, with the long term objective of reaching 40%;  


3. The gender balance among people working in European sports media departments has 


increased to a minimum 30% women 


                                                           
22


 European Parliament. (2003). Women and sport: European Parliament resolution on women and sport 


(2002/2280(INI). 
23


 European Commission. (2007). White Paper: White Paper on sport. Brussels: European Commssion. 
24


 European Commission. (2010). Advisory Committee on Equal Opportunities for Women and Men: Opinion on 


“Breaking gender stereotypes in the media”.  
25


 EIGE. (2013). Review of the implementation of the Beijing Platform for Action in the EU Member States: 


Women and the Media — Advancing gender equality in decision-making in media organisations. Luxembourg: 


Publications Office of the European Union. 
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5. Tools and measures to reach the objectives 


For a successful implementation of concrete measures and actions a national strategy and the 


creation of strong partnerships between the media, sport governing bodies and sport organisations 


on a national level is necessary. Promotion of women's sport in society and the creation of high-


quality sporting events with equal attention for female athletes depend on the input and 


commitment of all stakeholders together. 


 


Objective 1. Gender stereotyping in sport media has been reduced and a fair portrayal of both 


women and men has been enhanced  


Ethical journalism 


Crucial to the whole process remains the position of journalists, editors, photographers and 


camerapersons. Each media professional portrays a reality of his or her choice. Through the chosen 


story angle, technique used to shoot a picture, interviewing technique, language employed or though 


the selection and assignment of stories, he or she presents viewers, readers and listeners with his or 


her own version of the "truth". And this "truth" may not always be gender-balanced, and may even 


sometimes reinforce gender stereotypes.  


It is therefore essential that media professionals are "gender-aware" and reflect, in their work, the 


principles of ethical journalism (accuracy, fairness, independence, transparency, diversity, avoiding 


stereotypes, accountability...). Therefore, editorial guidelines, which take into account the gender 


dimension of sport journalism, as well as toolkits and handbooks on good practice developed by 


various NGOs and professional media organisations, should serve as guidance for the everyday work 


of media professionals.   


Capacity building activities and training are very important in this respect. Media organisations, 


possibly in cooperation with various stakeholders (sport federations, clubs), should incorporate in 


their regular training a "gender-awareness" aspect, with a particular attention paid to the coverage 


of sports. Professional media and journalist associations as well as international organisations should 


act as standard-setting bodies and facilitators for the exchange of best practice in this respect.  


Examples of Guidelines: Council of Europe  - Guide for journalists:  gender issues, equality in the 


media (MARS Project); European Broadcasting Union - A Diversity Toolkit for factual programmes in 


public service television;  IFJ and UNESCO - Getting the Balance Right; UK Women's sport and fitness 


foundation - Online Diversity toolkit 


 


Furthermore, educational establishments and universities should be encouraged to mainstream 


gender into the curricula of their journalism education and training, with a special attention paid to 


sports journalism. Courses and other capacity building activities for students, journalists, managers, 


NGO leaders and other stakeholders on gender sensitivity in sport journalism need to be promoted 


and further developed. 
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Radio SDF - Sólo Deporte Femenino: In 2009, supported by the Spanish Sport Council, the Faculty of 


Arts and Communications at the European University in Madrid initiated the creation of a first 


(student) radio channel entirely dedicated to women's sport. This practical training project allowed 


students to gain valuable skills and knowledge, while incorporating in their work methods the values 


of gender equality, non-discrimination  and tolerance.  


One of the ways of motivating media professionals, especially journalists and editors, to pay more 


attention to women's sport and to include in their work the standards of ethical journalism, could be 


the launch of prestigious awards such as the Billy Awards in the United States 


The Billie Awards: Named after tennis legend Billie Jean King, are awarded annually by the US 


Women's Sports Foundation. There are five categories that recognize excellence in media portrayal 


of female athletes and women's sports: Entertainment, Journalism, Breakthrough and Innovation, 


Industry Leader and Outstanding Journalist (Women who have excelled in covering sport and 


become a role model in sports media are eligible). 


 


The role of sport governing bodies, coaches and athletes 


Female elite athletes should be educated to control the rights of ethical and appropriate use of their 


names and images. The sport organizations, their agents and in some cases the athletes themselves  


are responsible for insuring that advertising agencies act ethically, and with good taste, when asking 


the athlete to pose or model for advertisements or other print and electronic media programming. 


This is important as the image created by the advertising agency will be the public’s perception of the 


athlete. All sports governing bodies should provide training for elite athletes on how to communicate 


with the media. 


  


Guidelines on media images and words in women's sports: Developed by the US Women's 


Foundation, these guidelines provide practical information and guidance to athletes on how to 


communicate with the media. 


 


Actions 


- Media organisations and professional media associations should adopt/update editorial 


guidelines to include a strong gender-equality aspect, including in sport journalism. 


- Journalists should be encouraged to use the existing toolkits and guidelines on gender 


equality and diversity in the media in their everyday work in the field of sport. 


- Media organisations should create and/or update tools such as expert databases of women 


to achieve parity in expert panels, reportages and bulletins. 


- Media organisations should strive to develop and foster the skills and competences of media 


professionals by providing systemic training including gender equality  


- Mainstream gender into the curricula of higher education sport journalism colleges and 


courses, and include the topic in other media-related courses, including marketing.  


- Develop and/or promote award schemes for female sport journalists and for achievements 


in breaking gender stereotypes in the sports media.  
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- Sport governing bodies and sport clubs should develop capacity building activities for 


athletes and coaches on how to communicate with the media and control the rights of 


ethical and appropriate use of their names and images. 


 


 


Objective 2 The proportion of media coverage of women's sport in broadcasting sport 


(television) and of women in sport has increased to 30%, with the long term 


objective of reaching 40%;  


The lack of media coverage of women’s sport and women in sport may give the audience the 


impression that sport is something women are not interested in, or occupied with, which in fact is 


completely wrong. It is therefore important that the media not only increase their coverage of 


women in competitive sport, but that they also increase the visibility of women in other sporting 


roles. This means that women must be interviewed more often, and be invited to take part in sports 


debating programmes, whether it is about doping or health. By doing this the sports programs can be 


more gender balanced. In Norway it is common to use former elite level athletes as side 


commentators, and many of these are women. Former female elite level athletes also work as expert 


commentators on some of the largest men’s sports. This may help changing the picture described 


above. It is therefore important that those responsible for the media programme work actively 


towards this change. The first step may be in the planning and decision making of which sport 


competitions are to be aired or reported upon, and which programmes are to be staged. It is clerar 


that at the moment, decisions need to be taken about including more women’s games, competition, 


female participants etc. As there is no reason to believe that the trend of low coverage of women's 


sport will reverse itself, holistic and determined effort by all relevant stakeholders (media, 


professional media organisations, sport governing bodies, NGOs national governments, international 


organisations and EU institutions,) is needed.  


Increasing media coverage of women's sport is a very complex issue and needs to be seen within a 


broader context. Media, both private and public, function in a competitive market environment, and 


their business models are predominantly based on advertising revenue. In order to attract 


advertisers, media organisations need viewers, listeners and readers. However, in the increasingly 


fragmented media landscape, it is becoming more and more difficult to attract audiences and secure 


advertising income. Therefore media outlets will often rely on time-proven models, such as men’s 


football and will be less likely to invest into new ideas or models. Consequently, it is not only 


women's sport which suffers from insufficient media coverage, but also other "minor" sport 


disciplines. It should however be possible to find a new narrative for women's sport; one that would 


generate excitement among people, and also lead to new audiences.  For example, the large group of 


women who are not that interested in looking at men’s football. 


Making the case using hard evidence  


Awareness raising activities, which make use of hard evidence (activity reports, viewership/and 


readership numbers, economic statistics etc.) illustrating the current state of play and demonstrating 


the societal and economic potential of an increased and improved coverage of women's sport, 


should be supported and their results widely disseminated.  







10 


 


Big deal? The case for commercial investment in women's sport: A study conducted by the UK 


Commission on the Future of Women's Sport in 2011 gathered evidence on the commercial 


attractiveness of women's sport. Its results have been extensively distributed and quoted. 


Regular monitoring and assessment of the progress made both at national and EU levels is another 


way of raising awareness based on concrete evidence.  In particular the annual reports on the 


implementation of the EU strategy on gender equality (taking into account the level of media 


coverage and portrayal of women's sport) could serve as a basis of such an external exercise. 


Internally, media organisations should be encouraged to use the Gender Sensitive Indicators in the 


Media developed by UNESCO, or any other similar tool, in order to conduct a self-assessment of their 


own internal structure and policies and of their implementation.  


Organisation of conferences, seminars or forums, where the above mentioned research could be 


presented and where the issue of insufficient and inappropriate media coverage of women's sport 


would be discussed would equally help to raise awareness among stakeholders. 


Les Etats généraux du sport féminin en équipe: A large scale conference organised in May 2013 by 


Tango Bourges Women Basketball Club gathered various stakeholders (journalists and editors, sport 


governing bodies and organisations, high level athletes, local authorities, sponsors, and government 


representatives) to have an in-depth discussion on a number of issues, including the mediatisation 


of women's sport. 


 


General public could be then taken in through initiatives such as petitions or web-based campaigns 


initiated by various civil society organisations calling attention to this issues.   


Pas de filles hors-jeu: A petition, initiated by a French NGO Femmes Solidaires, calling attention to 


the prevailing discrepancy between the media coverage of women's and men's sport and to ask for 


the extension of the AVMSD list of "Events of major importance". 


 


 


Contracts and contacts between sport organisations and the media 


Crucial for increased media coverage is the contracts and contacts between media organisations, 


sport governing bodies and sponsors. To succeed, sport organisations should work with broadcasters 


and other media bodies to build up excitement around women's sport and to create high-quality 


events attractive for the media as was the case, for example, of the 2011 Women football World Cup 


in Germany.  


As it is already the case in some EU countries, specific clauses encouraging media organisations to 


report on/ broadcast more women's equivalent of major men's sports (football, basketball..) could be 


negotiated by the sport governing bodies in the broadcast rights contracts. Such clauses may require 


broadcasters to, for example, acquire the rights to both the men's and women’s events, to report on 


such events or to send female journalists/camerapersons to ensure the coverage.  


Such cooperation could therefore result in concrete adjustments of both the approach of 


broadcasters and of the organisation of sport events and competitions. Agreements on scheduling of 


major women's sport events to make them broadcast-friendly or to exploring the possibility of 


coupling together women's and men's competitions and matches in order to decrease the costs of 


the coverage of both events are but two examples. 
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In Denmark, the joint collaboration of the federation, football clubs and the Kanal Sport resulted in 


establishing a fixed time for life broadcast of Danish women football series, 3F Ligaen.  


 


An even higher degree of cooperation and involvement of sport governing bodies, broadcasters 


(media) and sponsors could lead to the creation of (new) common products with a high audience and 


development potential. This has been the case of the semi-professional FA Women's Super league, 


where the English Football Association, BT TV and a number of sponsors got together and created a 


for the first time a distinct commercial programme for women’s football. BT TV has become a major 


partner for the FA in implementing their 5 years strategy for the development of women’s football. 


Sports governing bodies should also make a better use of big sporting events such as the Olympics 


for the promotion of women sports in the media. 


 


Innovation and creativity in communications activities 


Publicity, recognition and creative partnerships are presented as the key elements for success. 


Governing bodies, should learn the language of commerce, create high quality business cases, 


develop strong relationships with sponsors and broadcasters, present their events and competitors 


in a media-friendly way and utilise social media, which offers an alternative to traditional media and 


direct relationships with fans that are attractive to businesses 


 


Sport governing bodies and sport clubs need to develop sound communication plans and strategies 


and internalise them within their general strategic development plans. A professional (or a volunteer) 


responsible for media relations should be an integral part of the internal organisational structure of 


each major sport organisation. PR activities of each federation could range from increasing space 


dedicated to women's sports in own promotional publications, to improving websites and finding 


partners for the coverage of women's sport via web streaming. 


 


French Basketball Federation operates a web TV where women basketball matches, short 


summaries and other materials can be viewed and partly downloaded. In Germany, every home 


game of the Women Bundesliga is televised live on the online platform of the Deutsche Fussball 


Bund DFB-TV. 


 


Sport governing bodies and sport clubs need to be pro-active in their relations with the media and 


sponsors. In particular, they should: (1) provide more and better information about women athletes 


(press-packs, digital photo archives, blogs...); (2) proactively seek media coverage of sport 


achievements at all levels; (3) build good relations with (local) journalists in promoting successful 


local female athletes as role models; and (4) promote female experts and female representatives of 


governing bodies to represent their organisations in the media.   


 


Essentially, they also need to be innovative in all types of sports and competitions and certainly in 


the use of potential new technologies and social media, to promote women's sport in the 


mainstream media. Already today, a number of top women athletes have a considerable number of 


followers on Twitter and Facebook which indicates that there, indeed, is demand for more women's 


sport in the media. Undeniably, social media can reach vast audiences and if backed by famous sport 
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personalities it can have a real power, a power that broadcasters cannot ignore. This viral quality is 


therefore an appealing way to promote the cause of women in support and further their coverage.
26


  


 


 


 


 


Potential of new (broadcast) technologies  


Media organisations and, in particular, broadcasters should use the potential of their online presence 


and of the increased broadcast spectrum (new channels) to provide more material and coverage of 


women's sport and to test its commercial potential. 


 


BT Sport (UK): Two new sport channels have been launched by the UK telecommunications 


company, BT, at the beginning of August 2013.  Having invested considerably in acquiring broadcast 


rights for women tennis (WTA) and football, their strategy is to put women's sport centre stage. The 


BT Sport website contains equally a prominent, well-funded section on dedicated uniquely to 


women's sport 


 


Use of the current EU regulatory framework 


Media legislation is essentially in the hands of Member States, however with many aspects stemming 


from EU (case) law, of which the Audio-visual Media Services Directive (AVSMD) is the most 


prominent example. There has been a temptation to resolve the lack of television coverage of 


women's sport by imposing a mandatory quota upon broadcasters in the AVMSD. However, legal 


experts agree that such quotas may be unworkable and even counter-productive to the growth of 


women's sport. Furthermore, it is not very likely that the Directive be open for revision in a short 


term perspective. Nevertheless, soft measures such as strongly encouraging broadcasters to provide 


diverse coverage of sport events both in terms of content and gender, could be predicated by EU. 


A discussion on a national level of the media’s coverage of women’s sport should be encouraged 


through a mechanism provided by the AVSMD: Each Member State should draw up a list of “events 


of major importance to society” that have to be broadcast free-to-air even if exclusive rights have 


been purchased by pay-TV channels. Member States could therefore envisage revising these lists to 


improve the parity between men’s and women’s sport events. 


 


In France, the Minster of Women's Rights has recently proposed a draft framework Law on equality 


between women and men, which contains a provision on extending the "List of events of major 


importance for society" to cover more women's sport events (rugby and football). 


 


Actions   


- Media should develop working/action plans on how to increase the coverage of women’s 


sport and women in sport 


                                                           
26


 http://www.sportetcitoyennete.com/en/ 
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-  Each sport governing body should dedicate appropriate space to media coverage of 


women’s sport in their development strategies.  


- On a national level, the mediatisation of women’s sport should be an integral part of each 


national strategy on gender equality in sport. 


- Implementation of these strategies should be based on sound evidence and evaluated based 


on a track record. Evidence gathering and research of mediatisation of women’s sport needs 


to be supported. 


- Cooperation between the media and sport governing bodies is essential for the improving 


and increasing the media coverage of women sport and should be encouraged by national 


administrations and the EU. 


- Research on the commercial potential of women's sport for the media should be supported 


and the exchange good practice should take place. 


- Support and/or create a multi-stakeholder working group or platform on gender equality in 


the sports media. To improve the contracts and contacts between sport organisations and 


the media with the end result of developing innovation and creativity in communication 


activities for women in sport  


- Encourage Member States to allocate financial resources from national budgets and/or the 


European Social Fund to projects (of civil society/educational establishment/community 


media) for the promotion of increased media coverage and fair portrayal of women sports 


projects. 


 


Objective 3 The gender balance among people working in European sports media departments 


has increased to minimum 30% women 


To get a better gender balance in sport media, more women need to be hired or engaged/involved in 


the sports department of media organizations. Here different forms of promotion measures or 


quotas within the organisation could be discussed as a means to increase the gender balance.  But 


women must also apply for these kinds of jobs; they must be made attractive to women. As shown 


earlier sport departments in media organisations can often be a particularly difficult environment for 


women to work in.  An affirmative move towards developing and supporting more women sports 


reporters, commentators, photographers and camerapersons, and crucially also editors, needs to be 


instigated. Such a change within mass media in the field of sport could contribute to an increase in 


female personnel.  


Creating a friendly working environment for female media professionals  


All media organisations should develop and implement comprehensive and long-term action 


programmes (gender-equality plans, diversity policies and codes of conduct) with measurable goals 


with the objective of increasing the number of female staff in the sports departments. As the 


standard setting bodies, professional media and journalistic organisations have an important role to 


play. Their recommendations, guidelines or roadmaps should serve as guidance for media 


organisations. Existing documents could be, in consultation with their members, tailor-made to the 


needs of sports departments, which share the majority of these concerns, but at the same time carry 


certain specific requirements. The exchange of good practice and experiences could be further 


supported. 
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EBU Charter for Equal Opportunities for Women in Broadcasting: In 1995, the European 


Broadcasting Union, together with its member organisations, devised a Charter to demonstrate the 


commitment of European Public service media to fully recognise and implement the rights of 


women working in the media (fair and equal treatment at work, equal opportunities, equal pay and 


benefits, freedom from harassment, supportive working conditions, and safe and healthy 


environment), and the rights of women to a fair media portrayal . 


 


Capacity-building, networking and mentoring 


Media organisations should include gender-specific topics and aspects into their capacity building 


activities and materials dedicated to all employees, including managers. The development of specific 


capacity building and networking activities as well as mentoring schemes to allow women to acquire 


the necessary leadership and managerial skills, and to orientate well in the still men-dominated 


environment, should be equally encouraged. These could be supported by national and international 


professional media organisations and associations.   


 


Actions 


• Media organisations should develop gender equality plans and monitor their 


implementation. These plans should take into account the specific requirements of sport 


departments.  


• Sport media departments should develop specific strategies (such as for example promotion 


measures and quotas) with the aim of hiring more women  


• Recruitment campaigns should be launched among women journalists for getting them 


interesting in covering sport  


• Involve women in the design and implementation of gender-sensitive policies 


• Promote women's leadership (both in management and in editorial positions) through  


company policy measures and capacity building activities (leadership seminars, tutoring 


schemes etc.) 


• Professional media and journalistic associations should provide guidance (guidelines, best 


practices guides.) and a platform for discussion and exchange of best practice to ensure a 


better gender balance in sport media departments. 


• Support the implementation of monitoring and assessment by media organisations and other 


stakeholders and explore the possibilities of this happening at the EU level.  


• Support the organisation of various multi-stakeholder conferences on the role of media and 


gender equality in sport.  


 


 


6. Planning of actions and outputs 2014 (Helsinki) 2016-2020 


By the end of 2017 media organisations should have: 


• Developed action programmes on how to recruit and hire more women into sports media 


departments 
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• Developed comprehensive and long-term action plans with measurable objectives in order to 


integrate gender mainstreaming into the work and the internal structure of the organisation.  


• Promoted and applied standards of "ethical journalism" in the field of sport 


• Built strong relationships and enhanced cooperation with sport governing bodies in order to 


develop the best events to bring to the screens of television, tablets and catch up services.  


• Used the potential of the online presence and of the increased broadcast spectrum (new 


channels) to provide more material and coverage of women's sport and to test its 


commercial potential. 


 


By the end of 2017 each sport governing body should have: 


• Developed a strategy for the mediatisation of women's sport (in cooperation with the media) 


• Built strong and long-term partnerships with broadcasters in order to create high-quality 


women's sporting events which are attractive to the media  


• Strengthened their commercial capabilities in order to provide positive content and cases to 


the media and potential sponsors 


• Been innovative in promoting the media coverage of women's sport. 


• Made better use of big sporting events such are the Olympics for the promotion of women’s 


sport in the media. 


• Set up and developed training for athletes on how to communicate with the media and 


encouraged female athletes to address mass media and demand coverage for their sport. 


 


By the end of 2017 The European Union should have: 


• Developed guidelines promoting the cooperation between media and sport governing bodies 


which are essential for improving and increasing the media coverage of women sport 


• Taken account of the topic in the evaluation of the AVMS 


• Supported research projects on the experiences of European female sport journalists   


• Supported research projects on the qualitative dimension of gender and sport in the 


European broadcasting. 
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Review of the Policy Proposal 
 
Rosarita Cuccoli 
President of the European Network “Women and Sport”, Sport et Citoyenneté 
Sport and media expert and consultant 
 


General comments on the policy document 
 
1. The media do not particularly like to be told what they “should” do. Encouraging, suggesting 


and more importantly, involving media experts and leaders in the making of the policies they 
are concerned with is more likely to produce the desired outcomes.  
 


2. The “business case” is missing. The media work for the public interest, and sometimes they 
do deserve to be reminded of this dimension, but they need to make money. 


 


3. The new media are almost totally missing from this policy proposal, in spite of the fact that 
they have fundamentally altered the media industry as we used to know it. 


 


4. The emphasis is mostly on the “quantity” of the media coverage of women’s sport, while the 
“quality” of the coverage is often the main problem. 


 


5. Sport et Citoyenneté, and notably its dedicated “Women and Sport” network, could be 
mentioned in the document, for the work it has been doing and the materials it has provided. 
 


Objective 1 - Gender stereotyping in sport media has been reduced and a fair portrayal of 
both women and men has been enhanced 
 
Comments on the suggested Actions (pp. 8-9): 
 


▪ The media will “adopt editorial guidelines to include a strong gender-equality aspect” insofar 
as they are presented with suggestions to make them sell these topics. Incidentally, 
insisting on what that they should do in an area which traditionally, or at least so far, has sold 
less than men’s sport, in a time of deep crisis for the media industry, risks of remaining on 
paper. 


 


▪ Separate “databases of women experts” risk of marginalizing women experts even more, 
unless such databases are just a first step toward integration into the general database. 


 


Objective 2 - The proportion of media coverage of women’s sport in broadcasting sport 
(television) and of women in sport has increased to 30%, with the long term objective of 
reaching 40% 
 
Comments on the suggested Actions (pp. 12-13): 
 
▪ “Media should develop working/action plans to how to increase the coverage of women’s sport 


and women in sport”: insofar as there is a thorough and realistic business plan, or support 
from the institutions calling for this. 







	  
	  


EU	  Conference	  on	  Gender	  Equality	  in	  Sports	  
Vilnius,	  3-4	  December	  2013	  


▪ “Each sport governing body should dedicate appropriate space to media coverage of women’s 
sport in their development strategies” is the key point. It is to sports federations in the first 
place to make sure their own sport gets sufficient and appropriate media coverage. Way too 
often, sports federations do not approach the media effectively when it is about promoting 
atypical topics, women’s sport being a foremost example. 


 


Objective 3 - The gender balance among people working in European sports media 
departments has increased to minimum 30% women 
 
Comments on the suggested Actions (p. 14): 
 
▪ “Promotion measures and quotas” to hire more women in sport media departments: this is up 


to the media industry. Institutions can certainly encourage the process by raising awareness 
and, more importantly, making viable suggestions, which could also include dedicated studies, 
training, etc. 
 


▪ “Promote women’s leadership, both in management and in editorial positions” is, indeed, the 
key issue, but we have to keep in mind that there is no automatic relationship between more 
women at the top and more coverage of women’s sports.  








Workshop 4 


The fight against negative gender stereotypes in 
sport and the role of the media 







More women than ever before are 
active in sports 


• 37 % of women in the EU play sport at least once a week 
• In 2009, 41% of high-school students participating in scholastic 


sports in the US were girls 
• Women’s football is the fastest growing sport in the world in terms 


of participation.  
• In the 2012 Summer Olympic Games in London, for the first time in 


history women were represented in all participating national teams 
and comprised a record  45 % of all athletes. 


• Women’s elite sport is attracting larger audiences than ever before. 
 







 


 







 


 







Women’s sport in the media – a 
representative image? (1) 


Inappropriate (low-quality) coverage 
 


• One in every three stories about women 
corroborates stereotypes to some extent. 


• Trivialisation and sexualisation of sportswomen has 
contributed to the marginalisation of women’s 
sport in the media. 
 







Women’s sport in the media – a 
representative image? (2) 


Insufficient coverage 
 


• General media coverage – less than 10% 
• News media 


– GMMP 2009 -  women were subject of 13 % of "Sport, 
events, players, facilities, training, policies, funding..." stories, 
and they were central to the story only in 7% of cases 


– In the US, women’s sports in 2009 received 1.6% of the 
coverage on TV news, and 1.4% on ESPN’s SportsCenter 


 


 







Women’s sport in the media – a 
representative image? (3) 


Sport departments in the media 
 
• “All-boys-clubs” 
• Voices of women commentators and reporters are almost 


absent from sport news (less than 10%) 
• In international print media more than 90 % of writers are 


male and only 8% of journalism articles by named 
journalists are written by women (ISPS 2011) 
 







Consequences 


• Preservation and reinforcement of gender stereotypes. 


• Lack of positive role models for girls and women. 


• Difficult to motivate and encourage women to be 
physically active, and to  be involved in sport at all 
levels, both as professionals and volunteers. 


• Economic  and social consequences in terms of 
employability, and of personal and social development.  


 







The value of direct intervention 


• Fighting gender stereotypes 


• Increased participation of women in sports 
and physical activity 


• “It’s the economy, stupid” 


 







Why to act now? 


In the past 20 years: 
The proportion of media coverage has not increased in any 
significant way;  
the number of female sport journalists in decision-making 
positions has remained extremely low; 
despite changing patterns, the unfair portrayal of women in 
sport has not seen a marked improvement.  


… momentum start to build up in some countries 







How to tackle the problem? 


• A holistic approach 


• A long-term approach 


• An approach based on sound strategies 


• Leitmotivs: cooperation and awareness-raising 


 


 







1. Improve media portrayal of 
women’s sport 


1. Good quality/ethical sport journalism 


2. Raising profile of women in sport journalism 


3. Communications training for athletes and 
coaches 


 







2.Increase media coverage of women’s 
sport by 30% (40% in long term) 


1. Development of media strategies 


2. Research and evidence gathering  


3. Cooperation between the media and sport governing 
bodies/clubs 


4. Innovation, pro-activity and creativity in communication 
activities  


5. Financial support and a national/EU-level intervention 







3. Increase gender balance in sports 
departments (min 30 %) 


1. Gender equality plans (policies) in media 
organisations 


2. Promotion of women's leadership  


3. Monitoring and assessment  


4. Exchange of best practices 


 







“Until the back pages recognise the other half of the 
population – as journalists and readers – women’s 
sport will remain an anomaly; and unless sexist 
views of femininity are challenged, sportswomen 
will not be accepted as suitable role models for girls. 
This is why young women today are more likely to 
aspire to be Wags (wives and girlfriends) of 
footballers than to pull on a shirt themselves.”  


 
 
 


Michelle Stainstreet (General Secretary of the National Union of Journalists, UK) 







Thank you for your attention!  







European Union  


• Develop guidelines promoting the cooperation between media and sport 
governing bodies. 


• Organise taskforce/multi-stakeholder group on women’s sport in the 
media. 


• Support the exchange of best practices 


• Take account of the topic in the evaluation of the AVMS 


• Support research projects on the experiences of European female sport 
journalists, commercial potential of women’s sport... 


• Erasmus +   
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Report on Gender stereotypes in sport and role of media – 


Tine Teilmann, IPC Denmark 


 


"what you can't see you can't be" 


Targets of events instead of 40% overall coverage 


 


Jana Janotova, member of the group of experts, presented the proposal (see PowerPoint 


presentation) 


 


Review from Rosarita Cuccili 


Rosaritas general comment to the document: 


 Media and organisations in the same pool is not good. 


 Media need to survive. We should provide them with solutions instead of dictating. 


Work with the media. 


 The business aspect should be central, a commercial dimension in the coverage of 


women's sport.   


 Media want to cover what they can sell. 


 The new media? Where are they in the paper -  women could benefit from that. 


 


 


General comments 


 


A range of comments on the quality of the coverage: We want both quality - and quantity 


of coverage. 


Quantity also counts! The more you see it - the more you be it. 


The ways women sports are covered are much about ethics in journalism! Important that 


the media acknowledge their responsibility as to what they send. 
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Discussion of pro and cons of female databases took place. One argument is to provide 


the journalist with qualitative information of skilled women. Also discussed at the council of 


Europe’s recent meeting.  


 


The problem with media is football, because football eats up all TV-time. Not much room 


for other sports. 


New media is the best way to involve the youth. Change the mentality in TV. 


Find a way to work with media about sport and culture. 


IOC decided to sell the TV-rights, just for the money, not values. 


AIPS international sports journalists women committee: we need to push also the women 


journalist. 


We need to make sport attractive, encourage women to cover sport. 


Need to show examples of women sport on TV. 


 


Stop comparing women to men.  


What is a unique and attractive selling point in women sport? 


 


One statement about beach volley; no problem with small clothes, elitesports women have 


great bodies and should be proud of showing their bodies! 


What about the women who don’t want to be exposed in such little clothing or even are 


forbidden to do the sport because of the uniform? 


European federations should organize mixed programmes – Male and female sport at the 


same championships. 


A fond to create a European prize for Female sport. 


When selling TV-rights – sell both male and female sport in same TV-package 


Educational projects for men and women both athletes and coaches. 


Do research! 


 


Ideas to get more media coverage  


 


 grown the fan-base. 


 get sponsors involved 


 commercial investment into women sport 
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Targets percentage wise may not be achievable because of football. 


Great Britain has now targets as “every major female event to be broadcasted”. 


 


Creating international female events with more quality, excitement and more time on TV. 


(high quality and priority) 


 


The French government prioritize 1 mill. to give incentives to federations on women in 


sport and people with disabilities. 


 


Monitoring. 


National/European list of events, who should be available for all. 


European week of sport. 


 


Below is the keywords/slide for our oral presentation at the conference. These 


bulletpoints are what we found most important from the discussion. 


 


 Cooperation (between the media and sport organizations) 


 Creating high-quality (inter)national women’s sport events 


 The role of fans 


 Quality vs. quantity  


 Journalistic ethics – education 


 The power of the media to shape perceptions 


 Producing interesting stories - socially and commercially - while respecting women’s 


integrity  


 Business/commercial dimension is central 


 Quantitative targets? 


 Importance of social media 





