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Introduction 

The question of mass media as mirror vs. creator 
of culture undoubtedly remains one of the most de- 
bated issues in the scientific exploration of the re- 
lationship between mass media and society. 
controversy between critical media sociologists , 
who emphasize the value-producing function of mass 
media, and empirics, who are foremost interested 
in demonstrating how social reality is reflected in 
mass media, seems to have subsided in recent 
years, resulting in a compromise integrating both 
approaches. Much of the empirical research of the 
past decade points indeed in the direction of a crea- 
tive, reinforcing or transforming cultural impact 
of mass media. 

The subject of the study which we conducted at 
the invitation of Unesco serves as a nearly perfect 
illustration of the diverging conceptions underlying 
mass communication research. 

documentating the image, role and social conditions 
of women in mass media confronted us with another 
typical problem pervading mass communication re- 
search and social studies in general: a research 
field in a continuous state of flux, and the absence 
of accurate research methods to analyse the inter- 
dependence of its components. The image of women 
in mass media and women's participation in the pro- 
duction of messages disseminated by the mass 
media cannot be studied in isolation from the broad 
socio-economic, political, and cultural context at 
a specific point in time. How women are represen- 
ted in mass media ultimately results from an inter- 
play of forces which mould social reality. 
these social forces is the mass media. 
munication media produce message systems and 
symbols which create or structure prevailing 
images of social reality, thus affecting the process 
of social change. Therefore, hardware, software 
and social development are inextricably linked. 
That such a perspective of the interrelationship 
between mass communication and society has far- 
reaching implications, particularly with respect 
to the developing nations, needs no further argu- 
ment. 

The 

A preliminary examination of the literature 

One of 
The com- 

How this complex process operates with res- 

Its 
pect to one increasingly relevant social problem 
of our time is the focus of the present study. 
specific purpose is to systematize, analyse and 
evaluate our knowledge about the interrelationship 
between mass media and women's status on the 
basis of the literature which is currently available 
in this area of study. 
tical analysis, we hope to assess which aspects of 
women's media roles have been a frequent or neg- 
lected focus of research, which continents and 
countries show concern with the issue, what major 
conclusions may be drawn from the available evi- 
dence and, finally, what research and policy im- 
plications ensue from this information. The ex- 
tent to which we have been successful in meeting 
these objectives has depended partly on the bar- 
riers we encountered in the course of our investi- 
gation. Apart from the obvious limitations of time, 
distance and finance, cultural and language bar- 
riers hindered access to potentially relevant mate- 
rials. The shortcomings of this mass communica- 
tion study are partly owing to . . . communicaticn 
problems, though not to the lack of co-operation 
from the individuals and organizations we contact- 
ed. 
as to the various documentation centres for com- 
munication research forming part of the interna- 
tional network promoted by Unesco. 

search materials presented us with the difficult 
problem of classifying and analysing the relevant 
documentation. A crucial decision involved the 
delineation of our research field. The definition 
of the term ''mass media" in the literature on mass 
communication theory covers a wide spectrum. 
For the purposes of this study, we opted for an 
operational definition which corresponds with the 
use of the term in popular speech. Mass media 
can then be defined as means or instruments serv- 
ing as carriers of messages from a communicator 
to a mass audience. For the same practical rea- 
sons, we have restricted our analysis to the four 
principal mass media: radio, television, film, 

From this overiTiew and cri- 

W e  are particularly indebted toUnesco as well 

The processing of this diversified mass of re- 
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press, thus leaving many and equally important 
means of communication entirely unexplored. (1 ) 

of which no one is more aware than the authors, 
w e  hope to have contributed to a better understand- 
ing of the interrelationship between mass media 
and society and their potential impact on the lives 
of at least half of the world population. 

The author (or institution) is responsible for 
the choice and the presentation of the facts 

Despite the many shortcomings of this report, 

contained in this book, and for the opinions ex- 
pressed therein, which are not necessarily those 
of Unesco and do not engage the responsibility of 
the Organization. 

1. 15 May 1978 was set as the closing date for 
processing materials. Documents which be- 
came available after this deadline could not 
be included in this survey, 
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I. The image of Women in mass media 

Research on women and mass media has focused 
predominantly on the portrayal of sex-roles in 
various mass media and different types of messages 
disseminated by the mass media. Content -analysis 
is the most commonly used approach in the study of 
media images of women. 
ted in radio, television, the press, and film, as 
documented in such studies, will be discussed at 
length in the first section of this report. Because 
advertising is considered particularly influential in 
determining images of women projected in media, 
which are economically dependent on its support, 
research results pertaining to sex-role portrayal 
in advertisements will be grouped under a separate 
heading. 

How women are represen- 

1. Images of women in advertising 

Advertising has been a prime target of attack and 
scrutiny (Deckard, 1975,380). The basic explana- 
tion for the critical focus on sex-role portrayal in 
advertising lies in the close relationship which 
exists between advertising, the consumer goods in- 
dustry, and the crucial economic role of women as 
consumers. As a result, a large portion of com- 
mercial messages envisage women as their primary 
target audience (Faulder, 1977,37). Advertising 
effectiveness largely depends on the manipulation 
of the consumer's self-image (Weibel,- 1977,142). 
Since women are perceived as the major consumers, 
advertising manipulates the female image in order 
to persuade women to buy. The major vehicles for 
advertising consumer products include commercial 
television and magazines, particularly those addres - 
sing a female audience. Other media carrying ad- 
vertising, such as newspapers, radio, billboards, 
etc., have so far escaped the attention of research- 
ers and critics. 
role in every consumer-based economy, research 
on portrayal of women in advertising is concen- 
trated in industrialized consumer societies, parti- 
cularly in the U. S.A., as reflected in the following 
dis cuss ion. 

Since mass advertising plays a key 

(a) North-America 

Critics of female images in advertising are not 
concerned with the quantity of women appearing in 
advertisements. Research indicates that women 
are visible in advertising at least on an equal basis 
with men (Courtney and Lockeretz, 1974 - O'Donnell 
and O'Donnell, 1978), as opposed to the severe 
under-representation of females in other types of 
media content (cfr. infra). The qualitative repre- 
sentation of this highly visible female is considered 
far more alarming. Recurrent sexist charges 
focus on three aspects of the female image in ad- 
vertising: as employed woman, as housewife, as 
sex-object (X, Report National Advertising Review 
Board (NARB), 1975). To document the extent to 
which women are stereotyped in advertising, two 
measures will be used: 
- content-analysis of female portrayal in print 
and broadcast advertisements. 
research materials come in this category. 

- women's recognition of and reaction to the way 
they are represented in advertising. 

The majority of 

1. The portrayal of the employed woman, wo- 
man as housewife, woman as sex-object. 
A review of content-analytical studies 

1.1. The representation of the employed woman 

Participation of women, single and married, in the 
labour force has expanded significantly since 1947 
(Ferris, 1971,85-87). In 1973, more than half of 
American women between 18 and 64 were gainfully 
employed (X, NARB report, 1975). 
of women in professional occupation has also 
grown substantially. During the 1960's, the num- 
ber of women earning $10,000 or more increased 
sevenfold (X, NARB report, 1975). Compared to 
the actual female employment status, working wo- 
men are under-represented in both print and broad- 
cast advertisements. Cantor (1 972) found that 
women in TV-commercials were mostly represen- 
ted in domestic roles, while men were more likely 

The number 

7 



to be portrayed in occupational roles or non- 
domestic activities. Occupationally portrayed wo- 
men rarely held high-status jobs. In prime time 
TV-commercials (Miles, 1975), working males 
outnumbered working females by 2 to 1. Women 
appeared mostly as housewives or, if employed, in 
traditionally female occupations. Courtney and 
Whipple (1 974) compared the results of four studies 
on female portrayal in TV-advertising covering a 
two-year time span. The over-representation of 
women in home/family roles, and of men in media/ 
celebrity and business management occupations 
was apparent. Women were further shown in a 
limited variety of occupational roles, not reflective 
of their real-life activities. The range of occupa- 
tions males were portrayed in was much wider than 
that of females, although the imbalance seemed to 
be changing. In an analysis of commercials aired 
during the 1975 season on KDKA-TV, Pittsburgh 
(Women's Advisory Council to KDKA-TV, 1975), 
males still held a much greater variety of occupa- 
tions than females (70 vs. 17). As revealed in 
other studies, the majority of females (7270) were 
portrayed in domestic roles. Only 2870 of the por- 
trayed women were employed and almost invariably 
in traditionally female occupations. 54% of the 
males were in occupations, frequently of high status. 
The female images projected in magazine advertise- 
ments follow the same pattern as revealed for TV- 
commercials. However, Sexton and Haberman 
(1 974) noted some increase from 1951 to 1971 in the 
number of working women, although strlctly in tra- 
ditional jobs. 
1976) provided an evolutionary perspective of the 
portrayal of women in both print and television ad- 
vertising from 1970 to 1974. While women were 
still more likely than men to be shown in domestic 
roles, the gap between the sexes had narrowed 
significantly with respect to occupational represen- 
tation. However, the study observed that roles that 
are not depicted are as indicative as those that are. 
No women were shown as lawyers, doctors, judges, 
or scientists. 
were seldom shown at work. 
were directed to working women. 

A 1976 study (Culley and Bennett, 

Even occupationally portrayed women 
Few advertisements 

1. 2. The portrayal of woman as housewife 

The issue of housework occupies a special place in 
feminist criticism of sexual role divisions (X, 
NARB, 1975). Housework is considered women's 
special burden, and the routine and drudgery in- 
volved in the performance of domestic tasks are per- 
ceived as a waste of women's time, energy and tal- 
ents. The portrayal of women in household-related 
roles, mostly in advertisements for household pro- 
ducts, is a cause of concern, particularly because 
of the repetitiousness of the housewife image. Show- 
ing women performing domestic tasks and using 
household products in their homes is not objection- 
able per se. 
al suggests however that women's place is only in 

The endless repetition of such portray- 

the home (X, NARB, 1975). Culley and Bennett's 
follow-up study (1 976) revealed that in TV-commer- 
cials aired in 1974 as well as in 1971 the largest 
role category for women was the housewife/mother 
role. The percentage of housewives had decreased 
however from 5670 in 1971 to 4570 in 1974. In mag- 
azine advertisements, the housewife/mother role 
also remained predominant for women in 1974 as 
in 1970. Although most studies report the over- 
whelming representation of women in household 
roles, the trend appears to be on the decline in 
magazine as well as in TV-advertising. Sexton and 
Haberman (1 974) found a substantial decrease in the 
housewife image of women in magazine advertise- 
ments from 1951 to 1971. Another study covering 
the 1959 to 1971 period in magazine advertising 
confirmed this downward trend (Venkatesan and 
Losco, 1975). 

While in terms of quantity, the portrayal of 
women as housewives appears to be changing for 
the better, the quality of the housewife image shows 
less sign of improvement. Housewives are often 
shown as stupid, incapable of performing simple 
tasks, and dependent on male advice (Courtney and 
Lockeretz, 1970). One significant indication of the 
authority position of men with regard to women is 
the off-camera voice-over, which is used in many 
TV-commercials to summarize the virtues of the 
advertised product. All studies of role portrayal 
in TV-advertising unanimously report an over- 
whelming predominance of male voice-overs (cfr. 
X, Screen Actors Guild, 1974 - Miles, 1975 - 
Verna, 1975 - WAC to KDKA-TV, 1975 - O'Donnell 
and O'Donnell, 1978). Marecek e. a. (1 978) noted 
a subtle change in the portrayal of males vs. fem- 
ales as authority figures in TV-commercials from 
1972 to 1974. 
both as authoritative voice-overs and as on-screen 
experts in advertisements without voice-overs re- 
mained virtually unchanged over the 3 -year period, 
the proportion of female experts in commericals 
,using an authoritative, mostly male voice-over had 
increased. However, this increase was restricted 
to commercials for "women's" products such as 
household-related and personal-care products. A 
further description of the male-female relationship 
of authority/dependency was given in a comparative 
study by Courtney and Whipple (1 974). Two of the 
four studies they reviewed analysed the tasks and 
activities of product representatives in advertise- 
ments. Females were usually shown performing 
domestic tasks related to the product. Male product 
representatives were mostly depicted demonstrating 
the product or giving advice and instructions, but 
never using it. 
ficiaries in 5470 of the food advertisements and in 
8lY0 of the cleaning products advertisements. 
product categories featuring females in their ad- 
vertising are also indicative of the advertiser's 
view of women's capacities. A n  update of Courtney 
and Lockeretz' 1970 analysis of magazine advertise- 
ments (Culley and Bennett, 1976) revealed that 

While the representation of women 

Men were also shown as the bene- 

The 
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females predominated in advertisements for per- 
sonal and home-related products, while advertise- 
ments for non- household products featured either 
women and men together or males only. 
commercials men were also more likely to repre- 
sent non-domestic products, while female repre- 
sentatives were more likely to appear in advertise- 
ments for household-related products (O'Donnell 
and O'Donnell, 1978). According to Culley and 
Bennett, the implication inherent in this practice 
is that women do not operate independently in other 
than inexpensive and household-related purchases. 
Besides defining the relationship between the sexes 
as one of female dependency and male authority, 
many advertisements reflect unflattering portrayals 
of women in domestic roles (WAC to KDKA-TV, 
1975). The housewife appears as a person obses- 
sed with cleanliness and embarrassed or guilty 
about dirt. She is frequently shown as either en- 
vious of other women's achievements or boastful 
about her own cooking or cleaning accomplishments. 
While the number of women in household roles has 
decreased in recent years, advertising continues to 
show housewives as dependent on male advice and 
assistance in the purchase and the use of products, 
which often include those associated with the per- 
formance of tasks traditionally considered female 
(WAC to KDKA-TV, 1975). The frequent unflatter- 
ing depiction of housewives as being over -achieving 
because of guilt feelings, embarrassment or envy, 
further defines the already narrow image of her as 
a person with a distorted sense of values (X, NARB 
report, 1975). 

In TV- 

1.3. The depiction of woman as sex-object 

Women are resentful of the exploitative use of the 
female body in advertising (X, NARB, 1975). They 
feel that the use of the female body as a mere de- 
coration or as an attention-getting device diminishes 
women's self-esteem and ignores other aspects of 
women's personality and their human potential. The 
effect of the sexual-sell advertising on male-female 
relationships and on children's sense of values is 
perceived as potentially harmful. The concern 
about the impact on children of advertising sex-role 
portrayal is particularly relevant in view of the 
finding that advertising directed to children appears 
to be more sexist than adult-oriented advertise- 
ments (OrKelly and Bloomquist, 1976 - Verna, 

Dispenza (1 975) suggests that women are pri- 
marily used .by advertisers to sell products to both 
women and men on the basis of their sexual appeal 
to men. Depending on the sex of the target group, 
the strategies vary. In female-oriented advertise- 
ments, women are invited to identify with the fem- 
ale product representative who is offered the ulti- 
mate reward, i. e. success with males, as a result 
of using the product. In male-oriented advertise- 
ments, male consumers are promised the portrayed 
female as the bonus that comes with the product. 
Venkatesan and Losco (1 975) found that the female 
roles most frequently represented over the 13-year 
period from 1959 to 1971 were woman as sex-object 

1975 - WAC to KDKA-TV, 1975). 

and woman as physically beautiful. 
of woman as sex-object, although overall on the 
decline, was most pronounced in men's (53% of the 
portrayed females) and general audience maga- 
zines (6570). The changes in female portrayal oc- 
curring over the 13-year time span were mostly 
attributable to the shift of emphasis in women's 
magazines. While only 12% of the females in 
women's magazines advertisements were coded as 
sex-objects, the emphasis had shifted to "woman 
as physically beautiful", the most frequently por- 
trayed role category (61%) in the women's press. 
The predominance of sex-object/decoration images 
of women in men's magazines was also revealed 
in a 1976 study conducted by Pingree, Hawkins, 
Butler and Paisley. This team of researchers de- 
veloped a 5-level ordinal consciousness scale to 
measure the degree rather than the quantity of sex- 
ism in magazine advertising. Although the entire 
sample, including "Ms. Magazine",, "Playboy", 
"Time" and "Newsweek", contained overall a signi- 
ficant number of Level 1 advertisements, i. e. 
those depicting women as sexual objects, as deco- 
rations or as persons dependent on man, "Playboy" 
topped all other magazines in the sample with no 
less than 5470 of the female advertising characters 
as sexual or decorative objects. 

Poe (1 976) examined the representation of ac- 
tive women, defined as women engaged in physical 
activities or sports, in a sample of women's and 
general magazine advertisements of 1928, 1956 and 
1972. Besides a general decrease in the presence 
of active women and the emphasis on recreation 
rather than competition, the analysis revealed that 
sports advertisements frequently had a sexual 
rather than an athletic implication. 

Although the exploitation of women as sexual 
objects seems to be receding in both magazine and 
television advertising (Culley and Bennett, 1976), 
the use of the female body for its sexual appeal is 
still a well-established advertising practice, parti- 
cularly in male-oriented media. The decrease in 
sex-object images of women is further compensa- 
ted by an increased emphasis on female physical 
beauty. Sexton and Haberman (1 974) found that the 
depiction of women with obviously alluring phy- 
siques had substantially increased in 1974 as com- 
pared with 1971 in three of the five product catego- 
ries examined. 
advertisements featured no decorative or alluring 
women. 

The profile of women in advertisements out- 
lined by Sexton and Haberman (1974) on the basis 
of their research results, encompasses the gen- 
eral trends indicated by content-analysis. The 
overall conclusion is that advertising continues to 
present narrow images of women. Women are 
mostly depicted as social people appearing in a 
predictable environment. Although the emphasis 
on women as alluring, decorative or traditional, 
varied according to the product category, at least 
one of these traits was prevalent in advertisements 
for all products. Advertising's contribution to 
broadening the perspective of women is limited to 
a substantial decrease in the number of housewife/ 

The portrayal 

Only home and office equipment 
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mother images. 
pearing more frequently in advertising, they re- 
main restricted to traditionally female occupations. 
Research thus appears to provide ample evidence 
corroborating continuing criticism of the way ad- 
vertising portrays both white and minority women 
(X, NARB report, 1975). 

Although working women are ap- 

2. Women's perception of and attitudes towards 
female images in advertising 

Despite indications that women find the image of 
woman as comprising an inferior class derogatory 
(X, NARB report, 1975), and feminist campaigns 
protesting against insulting and degrading portray- 
als of women in advertisements (Deckard, 1975, 
379-380), little research has been conducted on 
how women view their portrayal in advertising 
(Lundstrom and Sciglimpaglia, 1977). A n  adver- 
tising agency (X, Foote, Cone and Belding, 1972) 
interviewed a representative sample of women 
about their reactions to the way they are represen- 
ted in television and magazine advertising. 
about 15% of the respondents were genuinely satis- 
fied. Most respondents (about 50%) had mixed feel- 
ings, but were more negative than positive in their 
reactions. About 20% of the interviewees were ex- 
tremely resentful of female portrayals in advertise- 
ments. Although only a minority of female respon- 
dents was highly critical, this group was more 
articulate in voicing objections and reasons for 
dissatisfaction than the satisfied or mixed group. 
Furthermore, the strongest critics tended to be 
better educated and financially better off than the 
non- or mild critics, and thus more likely to be in- 
fluential opinion-leaders. 
had no opinion. 
down-scale than women in the other opinion groups. 

The demographic characteristics of the res- 
pondents in a survey conducted by Lundstrom and 
Sciglimpaglia (1 977) provide further evidence for 
the finding that better -educated and more affluent 
people tend to be more critical of sex-role portray- 
al in advertising. More women than men respond- 
ed to the questionnaire the researchers mailed to a 
sample of Dallas and Denver residents. Lundstrom 
and Sciglimpaglia interpret the higher response rate 
of women as indicative of a higher interest level 
among women than among men. The responses 
came mostly from younger, better-educated per- 
sons with a higher socio-economic status than the 
average resident of these cities. This suggests 
that the young, the educated and upper-classes tend 
to be more concerned with advertising images of 
people than the average person. Since the response 
rate was biased in favour of upper-level people, the 
survey results were not generalizable to the entire 
population. 

increasingly found that advertising suggests that 
women don't do important things, portrays women 
in a manner that is offensive, and implies that 

Only 

15% of the respondents 
They tended to be older and more 

The study revealed that women, more than men, 

woman's place is in the home. Females were less 
likely than males to agree with the statements that 
advertising gives a realistic picture of men, and 
that it depicts women as sex-objects. The survey 
also examined the relationship between perceptions 
of sex-role portrayal and (1) company image, and 
(2) buying intentions. 
company image showed significant differences be- 
tween the sexes. 
men to believe that companies using offensive ad- 
vertisements practised discrimination in employ- 
ment, and that role portrayals in advertising were 
merely an extension of the company's view of 
women's place in society. However, with respect 
to buying intentions, both women and men tended 
to continue purchasing products, even if they were 
advertised in a way they considered offensive. Al- 
though overall women were more sensitive to sex- 
ual role portrayal than men, their attitudes were 
not excessively critical. Consistency in women's 
attitudes was found with respect to the statements 
that (1) neither men nor women were accurately 
portrayed in advertising, (2) that current portrayal 
of women in advertising is improving. 
table from the response rates, the strongest critics 
were better-educated, younger, upper-status 
women, who had rejected traditional role concepts. 
O n  the basis of these data, the researchers sug- 
gest that the strongest critics of sex-role images 
in advertising may include those women who are 
most articulate and most influential. 

One characteristic of the critical female con- 
sumer, i. e. non-traditional role orientation, was 
further explored in a study conducted by Wortzel 
and Frisbie (1 974). In order to examine advertis- 
ing effectiveness, Wortzel and Frisbie surveyed a 
demographically diversified and representative 
sample of mostly young (i. e. more likely to be less 
tradition-oriented) women with regard to their sex- 
role portrayal preferences. The subjects partici- 
pating in the experiment were measured for their 
attitudes towards women's liberation. It was found 
that sex-role portrayal preference was based on the 
advertised product's function rather than on ideolo- 
gy. Lull, Hanson and Marx (1977) explored the 
degree to which college women and college men 
were sensitive to sex-role stereotyping in TV- 
commercials. The hypotkesis that college women 
would be more sensitive than their male counter- 
parts was strongly supported. The research data 
also provided some evidence that identification with 
women's liberation is positively associated with 
recognition of female sex-role stereotypes in TV- 
advertising, but less than expected. Recognition 
of sexual stereotypes to some extent depended on 
the degree to which the stereotype was the focal 
point in the advertisement. 

following trends in attitudes towards sex-role por- 
trayal in advertising: - sensitivity to sexual stereotyping in advertising 

is not as widespread as feminists might hope; 

The attitudes towards the 

Women were more likely than 

As predic- 

The research conducted so far reveals the 
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women are more critical than men; 
awareness of female stereotypes is positively re- 
lated to high socio-economic status and educa- 
tional level, and to some extent to identification 
with the women's movement; 
strong critics tend to be more articulate than 
mild or non-critics. The group of upper-status 
and articulate women who are alienated by cur- 
rent advertising images of women represents an 
influential and potentially growing segment of the 
population. 
Although research on female images in adver- 

tising and the way women perceive them has focus- 
ed primarily on television and magazines, objec- 
tionable advertising does not seem to be confined 
to these media. 
advertisements both with respect to media and the 
range of products, was the most striking result of 
a survey conducted in Ontario, 
1975). The fact that out of 1,017 returns to the 
questionnaire only one expressed satisfaction with 
sex-role portrayal in advertising supports the over- 
all finding that critics are more articulate in voic- 
ing their objections than non-critics in expressing 
their support. 

The pervasiveness of offensive 

Canada (Aaron, 

(b) Western Europe 

The European literature on portrayal of women in 
advertising is generally less concerned with statis- 
tics and numerical data. 
and often polemical, using empirical data - not al- 
ways methodologically verifiable - to illustrate the 
underlying rationale. This approach is reducible 
to the argument that the effectiveness of advertising 
depends on women's identification with the images 
it projects. 
is of the economic order. Everything, including 
sex-role images, is conceived in function of this 
commercial goal. 
being in the forefront of change and development is 
misconceived. It embraces change in the techno- 
logical sense alone - not as a step towards human 
betterment or social justice, but as an increase in 
efficiency and productivity. I I  (Millum, 1975, 181). 
Corroborating evidence is often borrowed from 
American studies, as data on the European situation 
are still lacking (Scott, 1976). Since the American 
advertising industry appears to be the major trend- 
setter in the w.ay advertisements are conceived and 
produced (LorCe, 19771, advertising messages dis- 
tributed in Europe reflect a striking resemblance 
to the American model. Therefore, the profile of 
the advertising woman outlined by Scott (1 976) is 
applicable to the European situation, even though it 
relies heavily on data relevant to the American cul- 
tural context. This profile is described in terms 
of basic assumptions about woman's role and 
woman's place which underlie female images in ad- 
vertising. The resulting female stereotype is one 
which defines woman with respect to the bi-polar 
sphere of the home and her relationship to man. 

It is rather descriptive 

The essential function of advertising 

"The general idea of advertising 

1. A woman's goal in life is to attract and at- 
tain a man 

Manifestations of'this view of femininity are mani- 
fold : 
- women in advertising are always young and at - 
tractive; 

- they are frequently depicted as sexual objects; 
- advertising restricts woman to the home and iso- 
lates her from other women. 
man is her favourite companion; 

- women in advertising seldom appear as compe- 
tent or intelligent people. 
sented as a masculine trait. Intelligent women 
are therefore "unfeminine" and disliked by men. 

Emphasis on woman's physical appearance 

Outside the home, 

Intelligence is pre- 

pervades advertisements directed to both male and 
female consumer s. 
ments appeal to women's fear of being rejected by 
men because of body odour, bad breath, excessive 
body hair, dry or oily skin, etc. Male-oriented ad- 
vertisements feature beautiful, sexy women as the 
ultimate reward for using the advertised product 
(Lorée, 1977 - Warren, 1978). The seductive wo- 
man is an object of pleasure for and consumption 
by males (Rocard, 1968). In exchange for beauty 
and youth, women are rewarded with security and 
status, love and romance (Adams and Laurikietis, 
1976). As in America, the flagrant exploitation of 
female sex-appeal in advertising is receding 
(Henstra and Pinckaers, 1976 - Gravesteyn, 1975). 
This, however, does not imply that female beauty 
has lost significance for the concept of femininity 
as defined in advertising. O n  the contrary, e m -  
phasis on the attractive female physique is actual- 
ly increasing (Ceulemans, 1977 - Van De Maele, 
1978). The beautiful woman who is primarily con- 
cerned with the effect of her physical appearance 
on men was the most frequently found female image 
in a study of advertisements in British women's 
magazines (Millum, 1975). T o  the familiar image 
of woman who is concerned with the way she looks 
in order to attract male attention and attain social 
success, advertising has added the image of the 
narcissistic woman who is equally sensual and 
aware of her feminine beauty, but concerned only 
with her own personal feelings about herself. 
Loree interprets this development as reflecting 
advertising's response to the feminist re-definition 
of woman's identify and role. 
aut o-erotic woman represents the commercial ver - 
sion of the liberated woman (cfr. Warren, 1978). 
No truly liberated images of woman are to be found 
in advertising, according to LorCe (1 977). 
phasis on female beauty in the pictorial message is 
amplified by the accompanying advertising copy. 
Investigation into the interrelationship between the 
visual and textual advertising language in the per - 
suasive process revealed that the three key words 
associated with sex-role portrayal were natural- 
ness, beauty and uniqueness (Vorlat, 1976). For 

Female - orient ed advert is e - 

The narcissistic or 

The e m -  
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women, being natural and beautiful was presented 
as the essence of femininity. 
ed to be more important to a man than to a woman. 

Advertising thus defines woman's relationship 
to man primarily in terms of the appeal feminine 
attractiveness has for man. The male-oriented 
image of woman is also implicit in the depiction of 
woman secluded from the world outside her domes- 
tic environment and from other women (Scott, 1976). 
A recent analysis of advertisements in the Belgian 
women's press provided corroborating evidence for 
the contention that women tend to be portrayed 
alone and confined to the home (Van de Maele, 
1978). The home is actually increasingly stressed 
as woman's natural environment and serves more 
and more as decor for her interactions with both 
males and females (Henstra and Pinckaers, 1976 - 
Van De Maele, 1978). While women are more fre- 
quently paired with male partners both in and out- 
side the home, the number of advertisements show- 
ing women in each other's company has increased 
over the past decade (Van De Maele, 1978). While 
women tend to be less often portrayed alone, they 
favour men to keep them company in, and a fortiori 
outside, the home (Ceulemans, 1977). Women and 
men are depicted as equal partners in social situa- 
tions only. With respect to household, professional, 
technical or complicated matters, man functions as 
the authority, the expert, the adviser, while wo- 
man executes (Ceulemans. 1977 - Van De Maele, 
1978 - D e  Keyser, undated). 

Research thus provides ample evidence for the 
contention that woman's role in life as defined in 
advertising is to attract a man by means of her ap- 
pealing physique, and to keep him by being defer- 
ential and subservient to him. In recent years, the 
emphasis on the beautiful woman as an object of 
pleasure has increased, while the portrayal of 
woman as an incapable, dependent person to be 
dominated by man has decreased. If this develop- 
ment is to be interpreted as a reflection of the 
changing social climate, it indicates that advertis - 
ing is not committed to changing woman's image. 
It merely adapts to social change by updating the 
traditional image. 

Being unique appear- 

2. Women are ultimately and naturally house- 
wives, wives and mothers 

Domesticity is the second pole of the two-dimen- 
sional image of femininity in advertising (cfr. Flick, 
1977). 
son is expressed in various ways (Scott, 1976): 

That woman is essentially a domestic per- 

- Women do not work outside the home 

Occupational portrayal of women is rare and cer- 
tainly not commensurate with the actual number of 
females in the labour force (Ceulemans, 1977 - 
Van De Maele, 1978 - Millum, 1975). While some 
studies indicate a more or less substantial increase 
in the proportion of working women in advertising 

of the past 10 to 15 years (Henstra and Pinckaers, 
1976 - Lorée, 19771, other surveys observed no 
such development (Ceulemans, 1977 - Millum, 
1975 - Van De Maele, 1978). 

- Women are not successful in work outside the 
home: they do not do male jobs 

Even if more working women appear in advertise- 
ments, they have not moved out of the traditionally 
female service occupations (Lorée, 1977 - Henstra 
and Pinckaers, 1976 - Ceulemans, 1977). Content- 
analysis further suggests that the increasing fre- 
quency of employed women is largely product- 
related, and not attributable to a conscious effort 
on the part of advertisers to close the void between 
image and social reality (Henstra and Pinckaers, 
1976). 
and travel, which have significantly grown in re- 
cent years, are accountable for the change, as 
they use women in service occupations to attract 
(male) interest (Henstra and Pinckaers, 1976). The 
rising vacation/leisure/travel industry also ap- 
peals to female consumers, including those who 
are gainfully employed, by offering them a tempo- 
rary return to true femininity, i. e. youth, beauty, 
sex-appeal, LorCe observes. Advertisements for 
household products are also beginning to envisage 
and portray working women. Efficiency in terms 
of performance and time are stressed here, in 
order to reduce guilt feelings women might (and 
should!) experience when pursuing a (strictly 
female) career. According to Lorée (1 977), this 
change of strategy merely implies that advertising 
is willing to tolerate women's professional aspira- 
tions, provided that they do not interfere with their 
marital and maternal obligations. Women in ad- 
vertising, even if they are working, still have to 
carry the burden of housework. 
the price women have to pay for having, or want- 
ing, to work outside the home. 

In particular advertisements for vacations 

Double work is 

- Men and women have strictly delineated sex- 
roles and household tasks 

All content-analyses indicate that advertising di- 
vides the world into male and female spheres: 
woman's place is in the home, the world of work 
is man's territory. 
the preponderance of housewife roles for women 
and the high frequency of occupational roles for 
men (cfr. Flick, 1977). The male position of au- 
thority in the professional world is evident: women 
are seldom employed and, if they are, they remain 
in the service and subordinate positions traditional- 
ly reserved for them. Even within the home, the 
respective tasks of men and women are clearly 
circumscribed. The association of cleaning pro- 
ducts, detergents and baby-care products with 
female usage, and of more expensive or larger 
purchases with male expertise and decision-making 
describes the female vs. male position within the 

This becomes apparent from 
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family unit (Ceulemans, 1977). Henstra and 
Pinckaers (1 976) attribute the diminished emphasis 
on the housewife role, which they observed in 
Netherlands magazine advertisements, to the trans - 
fer of advertisements for cleaning products and de- 
tergents to television. While parental roles are on 
the increase for both males and females (Henstra 
and Pinckaers, 1976 - Van De Maele, 1978), the 
mother-child and father-child relationships differ 
significantly. Childcare is woman's work (cfr. 
Netherlands opinion poll cited by Flick, 1977). 
Men occasionally spend some time with their chil- 
dren. Usually parents appear together in a family 
context, usually around the dinner table, where all 
enjoy mother's cooking (Van De Maele, 1978). With 
respect to employment, marriage and parenthood, 
women seem to have clearly delineated roles. That 
sex-roles are complementary rather than inter- 
changeable also appears from the association of the 
qualities products are imbued with: beauty, soft- 
ness, dependency, tenderness, carefulness are 
feminine traits; expertise, strength, ambition, 
dominance are associated with masculinity 
(Ceulemans, 1977). This supports Scott's conclu- 
sion that "advertising denies everything which is 
appositely sexual: strength in the woman, compas- 
sion and sensitivity in the man. '' Henstra and 
Pinckaers (1 976) approached the question of sex- 
role polarization in advertising from a different 
perspective. They used a three-dimensional scale 
to identify the characteristics demonstrated by the 
male(s) and female(s) appearing in each advertise- 
ment as "feminine", "masculine" or "neutral". 
Traits which are culturally defined as "feminine" 
predominated for females, although the proportion 
of women with a decidedly "feminine" psychological 
profile had decreased in 1975 as compared with 
1965. The trend towards depolarization of sex- 
roles and sex-role attributes was more pronounced 
with respect to male advertising models. While in 
1965 half the male population in advertisements de- 
monstrated a clear "masculine" profile, the pro- 
portion of "masculine" males had decreased to 39% 
in 1975, while the percentage of "neutral" person- 
ality profiles had risen from 36'70 to 41. 5%. 

- W omen like housework. It is fulfilling 

According to Scott (1 976), advertising gets around 
the contradiction between emphasizing women's 
domestic role and the obvious fact that housework 
is boring, unpleasant and menial by suggesting the 
opposite. Therefore, housewives in advertising de- 
rive great satisfaction from their cooking and clean- 
ing accomplishments. What makes life worthwhile 
is soft laundry, shiny floors and sparkling clean 
dishes. It is particularly the implication inherent 
in this unflattering portrayal, i. e. that women have 
a warped sense of values (cfr. Scott, 51, which ad- 
vertising critics find offensive. However, up until 
now few objective data have been presented to sub- 
stantiate this widely-held contention, which is fre- 
quently stated matter-of-factly. 

- Little girls grow up to be housekeepers, wives 
and mothers 

The assignment of traditional sex-roles to children 
would be a significant indication that advertising is 
primarily concerned with preserving and reinforc- 
ing the status quo. According to Scott (1 976). that 
advertising channels children into sex-stereotyped 
roles is clearly evidenced by its depiction of 
children's interactions with their parents, their 
peers and with toys. The research materials we 
consulted analysed adult roles only, thus leaving 
this important research area entirely unexplored. 

(c) Latin America 

The participants in the seminar on "Mass Media 
and Their Influence on the Image of Women", held 
in the summer of 1977 in Santo Dom'ingo and atten- 
ded by 20 member states of the Organization of 
American States (OAS), did not overlook the role 
of advertising. The resolution, released by the 
Inter-American Commission on Women of the OAS 
(CIM, 1977), stressed the importance of advertis- 
ing as the primary means by which communications 
media sustain themselves. 
study of the interrelationship between mass media 
and images of woman was further demonstrated 
from the double perspective of women's role as 
major consumers and as principal elements of per- 
suasion. Advertising envisages female consumers 
as the principal audience for its messages. Women 
are further utilized in the persuasion process as 
attention-getting devices via the exploitation of 
their sexual appeal. T o  this end, advertising de- 
picts women as sexual and decoration objectives. 
The resolution did not digress on other aspects of 
the female image, which implies that the portrayal 
of woman as sex-object is considered the dominant 
image of woman projected in advertising. 

Its relevance to the 

Conclus ion 

The significance of advertising in the assessment 
of how mass media affect the social position of 
women needs no further argument. Advertising is 
of vital importance to the continued functioning of 
mass communication media which are financially 
dependent on it. Advertisers revert to mass me- 
dia in order to.maximize marketing potential for 
their products. Women feature in this process in 
two capacities: as most sollicited consumers and 
as instruments of persuasion. It is the latter role 
which we have documented extensively above. The 
evidence indicates that woman is utilihed in adver- 
tising to sell products to both male an,d female con- 
sumers by virtue of her two-dimensional role: her 
role as housewife/mother /wife and her function as 
a decorative and sexual object. The fact that the 
concept of woman's role, underlying these domi- 
nant images, has remained virtually unchanged 
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over the past decades indicates that advertising is 
indeed not to be perceived as a vanguard of social 
development. Its impact on the process of social 
change is restraining rather than progressive (cfr. 
Flick, 1977). Only for the purpose of increased 
efficiency does advertising embrace change (cfr. 
Millum, 1975). It is in this light that developments 
in the way advertising portrays women are to be 
interpreted. 

social conditions : the substantial decrease in the 
number of housewives appearing in advertisements, 
and the increasing emphasis on the physical appear- 
ance of women. While the former may be consider- 
ed a truly positive evolution, the latter nullifies any 
expectations one might have as to advertisers' com- 
mitment to the improvement of woman's condition. 
Changes in the way advertising depicts women mere- 
ly reflect that advertisers have become sensitive to 
the fact that continued emphasis on the domestic 
image of woman no longer serves their commercial 
interests. T o  capitalize on women's new self- 
image, advertising has turned to manipulating one 
aspect of the new woman, i. e. her sexuality. Under 
the guise of sexual liberation, advertising continues 
to exploit the traditional image of woman as sex- 
symbol. Other dimensions of woman's personality 
and the numerous ways in which she participates in 
all spheres of contemporary life are as absent from 
advertising images as ever. 

Two trends suggest some adaptation to changing 

2. Broadcasting 

A. 

Research conducted to date on women's images pro- 
jected in broadcasting is heavily balanced in favour 
of television. Because of the absence of, or limit- 
ed accessibility to, and as a result the narrow im- 
pact of, a well-developed broadcasting system in 
many countries of Africa, Asia and Latin America, 
the broadcasting media have generated little inter- 
est as potential hindrances or contributors to the 
improvement of women's status in these countries. 
The bulk of available research documents originates 
in the U. S.A., where television has secured a 
powerful position as the primary family entertain- 
ment medium. 
status and functional diversity from the advent of 
television, it nevertheless remains an omnipresent 
medium in many societies with great potential for 
stimulating public awareness of women's social 
position. That awareness of this potential is grow- 
ing is demonstrated by feminist pressure on radio 
stations, particularly in the U. S.A. and the United 
Kingdom, for obtaining more broadcast time for 
women and women's issues. Awareness of the func- 
tion broadcasting, and particularly radio, can per- 
form in the education of Third World women and in 
general development is also growing. 
growing consciousness has resulted in increased 
efforts to document the potential application of 

Images of women in radio 

While radio has suffered both in 

While this 

broadcasting for developmental purposes (cfr. re- 
search sponsored by Unesco), systematic studies 
of how radio presents women today, or how it may 
contribute to a positive portrayal of women in the 
future have yet to be undertaken. 

(a) North America 

Despite successful attempts to use radio as an out- 
let for feminist ideas (Hole and Levine, 1971, 275- 
276), no effort has been made to evaluate qualita- 
tively the images of women reflected in radio. Re- 
search from both academic and feminist sources 
does not reach beyond a quantitative assessment of 
radio air time devoted to "women's programming''. 
The precise implication of the term "women's pro- 
grammes" was a focal point of a 1975 survey of pub- 
lic radio stations conducted by Michele Casanave 
and published in (X, Media Report to Women, Oct. 
1976). Public, rather than commercial, radio sta- 
tions were surveyed, because, by its own definition, 
public radio should serve the needs and interests of 
audience groups insufficiently catered for by com- 
mercial radio. The responses from local radio 
stations (58% of the sample responded) showed 
women-related subject matter and the intention to 
reach a female audience as the most essential in- 
gredients for a women's radio programme. 
this criterion, Casanave examined air time, pro- 
duction mode and staff, and programming budget as 
indicators of a radio station's concern for women. 
The results indicated a lack of commitment to 
women's programming. More than one-third of the 
responding stations did not broadcast women's pro- 
grammes. Those that did, devoted approximately 
1.470 of their total weekly broadcast time to this 
type of programme, and spent an average of 1 to 3% 
of their total programming budget on women's pro- 
grammes. 
female staff for production, almost half of whom 
consisted of part -time employees or community 
volunteers. However, the study - at least as re- 
ported in Media Report to Women - failed to content- 
analyse the thus defined women's programmes. 
Neither was the relevance of radio content specifi- 
cally aimed at women evaluated, as has been the 
case for other media (cfr. infra - the women's sec- 
tion in newspapers). Many producers as well as 
non-producers of women's programmes responding 
to the survey questionnaire objected to a female- 
male categorization of radio programming, on the 
basis that all areas of interest appeal, or should 
appeal, to both women and men. This rejection of 
sex-segregated radio programming corresponds 
with feminist criticism of the delineation of male 
vs. female spheres of interest in the media. 

Whether or not labelling women-related radio 
content "women's programmes" is relevant, at 
least one group of women has expressed the need 
for more radio programmes focusing on women's 
issues and women's music. (X, Media Report to 
Women, Nov. 1977). The group, "Women Engaged 

Using 

Most stations relied predominantly on 
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in Broadcasting", found that none of the commer- 
cial or public radio stations in the Boston area de- 
voted more than 1% of their air time to programmes 
for and about women. 
programming restricts women to the roles of sell- 
ing products or singing love songs, radio largely 
fails to reflect the interests of its female audience, 
the group argues. According to its study report, 
serving women's interests requires a reflection of 
their participation in society and its culture. 
Women's culture is virtually excluded from radio, 
and other media as well, the report observes. The 
awareness of this cultural void is growing among 
women and opening a new field of study, focusing 
on the position and portrayal of women in popular 
music and the arts (cfr. Reinartz, 1975-Goddard, 
1977-Meade, 1972-RAT Staff, 1972-Brown, 1975- 
Billboard, Feb. 25, 1978). 

Since the remaining 99% of 

(b) Western Europe 

The posltion and portrayal of women in radio re- 
mains also largely unexplored in Europe. A recent 
attempt to document the position of women in Brit- 
ish media by the "Women in Media" group included 
a comprehensive survey of radio (Ross, 1977). The 
study focuses primarily on the four BBC national 
networks. The author observes that women account 
for approximately two-thirds of Great Britain's 
radio audience, and that they generally listen more 
to the radio than men. This is reflected in the 
stations' programming content and policies, accor- 
ding to Ross. 
ters define the role of radio primarily as back- 
ground company and as a link with the outside world 
for housewives, their major audience, whom they 
perceive as a separate stratum. Because it is gen- 
erally believed that women prefer to be talked to by 
men - a belief which has remained virtually un- 
challenged - daytime radio voices are almost in- 
variably male. Ross compares the function of the 
male radio disc-jockey with that of the female pin- 
up in tabloid newspapers, observing that both result 
from what she calls "the sexual-sell advertising". 
She traces this philosophy back to the influence 
of the commercial pirate stations. Advertising and 
marketing people perceive radio as a medium for 
selling household products to women as consumers. 
They claim that women cannot sell to other women, 
because of the "lack of conviction" of the female 
voice. According to Ross, this rationale is used 
by the male radio hierarchy to preserve the status 
quo. T o  support her explanation, she refers to re- 
cent developments in radio news reporting which 
show that women are as acceptable as men as re- 
porters on "serious" issues. O n  the other hand, 
since daytime sound broadcasting strictly adheres 
to the established format of trivial man-to-woman 
talk interspersed with music, no alternatives have 
been allowed to challenge the belief that female lis- 
teners would reject being talked to by women and 
about other than trivial matters. This male-biased 

The survey revealed that broadcas- 

view of women's place, i. e. as a captive audience, 
is most persistent on Radio One, which is the most 
popular channel with young people. Ross notes 
some progress in recent years on Radio Four, but 
it has by-passed the mass-audience pop stations. 
The argument that women's voices lack authority 
has been used in the past to keep women out of news- 
reading and reporting. Due to pressure on the 
BBC to end sex-discrimination, a few women were 
appointed in news reporting and management at 
Radio Four. However, Ross is inclined to believe 
that these appointments merely amount to tokens, 
particularly in view of the fact that the top-rate 
prestige programmes are still presented by men. 

tokens. 
valuable alternative to the overall male viewpoint, 
but the BBC all-women show does not meet the re- 
quirements, according to Ross. Only one current 
daytime programme for women deals with a broad 
range of issues of concern to contemporary women, 
in the author's opinion. Its weekend edition aimed 
at both men and women shows that broadcasters 
are beginning to realize that traditionally female 
concerns such as childcare, cooking etc. can also 
be of interest to men. In the author's opinion, no 
real progress will be made in reflecting women's 
roles in society until there are more women in 
policy-making jobs. 
both BBC and commercial radio, appear to be more 
progressive. 
ters and producers. Their daytime programmes 
cover a wider spectrum of issues, including 
"minority interests" such as the women's move- 
ment. 
in Media" on independent radio to end male bias by 
bringing more women into the industry has only met 
with limited success. According to the author, the 
persistance of male-biased radio programming 
stems from the industry's refusal to facilitate 
women's entrance in radio. The study conducted 
by Ross (1 977) represents the only comprehensive 
study of radio portrayal of women in Europe and 
elsewhere. Some observations in French radio's 
response to women's growing self-awareness and 
their changing position in society are included in 
an analysis of women's magazines by Benof€ (1 973). 
However, Benoit's brief discussion of new dimen- 
sions in sound broadcasting for women is merely 
intended to illustrate the trends she noted in 
women's magazines (cfr. infra, I. 4. B) and not as 
an autonomous survey based on systematic moni- 
toring. She detects the introduction of new themes, 
such as general social and legal issues, in tradi- 
tional women's programmes which in the past were 
devoted entirely to advice on domestic and senti- 
mental matters. But more important and more il- 
lustrative of the new trends in the women's press 
is a new style of sound broadcasting, of which 
MCnie Grégoire's programme on Radio Television 
Luxembourg (R. T. L. is the most prominent 
example. This particular programme is not 

In radio talk shows, women also function as 
A n  all-female talk show could present a 

In this respect local stations, 

They employ more female broadcas - 

Nevertheless, the pressure from ''Women 
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specifically for women, but approximately two-thirds 
of its audience and the large majority of its letter- 
writing listeners are female. A socio-demographic 
audience profile shows that radio is more success- 
ful than the women's press in penetrating into the 
less culturally privileged social classes. The ma- 
jor innovation, in comparison with conventional ad- 
vice programmes and parallelling the women's 
magazine content re-styling, is the prominence of 
the sexuality theme. As in and Marie-Claire, 
the French magazines examined in the study, Benoit 
observes a process in Grégoire's programme 
which translates personal problems into general 
issues. However, the process of revealing the so- 
cial nature of women's problems, i. e. the evolu- 
tion towards feminism, is not brought to comple- 
tion. Radio thus demonstrates the same ambiva- 
lence towards women's liberation as the women's 
press. Beno3 fails to interpret radio's unwilling- 
ness or incapacity to reflect the growing social 
awareness of its audience, which is increasingly 
becoming articulate in correspondence from listen- 
ers to Grégoire's programme. 

(c) Africa 

The potential of radio for improving women's sta- 
tus as an integral part of the development of Afri- 
can nations remains largely unexplored. 
represents the most promising mass communica- 
tion medium in this respect. The high illiteracy 
rates among African people (in some countries, the 
percentage of women who do not read or write is 
over 90% (X, Media Report to Women, Sept. 1977) 
makes broadcasting media more accessible than 
other media requiring reading skills. 
casting media, the physical availability of radio 
surpasses that of television, which seldom pene- 
trates rural areas where the majority of the popu- 
lation lives. However, the transfer of profession- 
alization, organizational structures and technology 
of broadcasting from industrialized to developing 
countries, as examined for Algeria and Senegal by 
O'Brien (1977), has precluded the creation of a 
broadcasting system adapted to the needs and in- 
terests of the majority of its audience and the reali- 
zation of its potential. 
zation of local resources and talent. 
of media people, including women, is considered 
of essential importance to the functional utilization 
of radio in social development. 

Yet radio 

Of the broad- 

O'Brien calls for the utili- 
The training 

(d) Asia 

As in Africa, the role of radio in changing women's 
status in developing areas of Asia is considered of 
prime importance, especially in view of the limited 
physical reach of television. A survey conducted in 
India (Press Institute of India, 1976) revealed that 
only 20'70 of the women respondents in rural areas 
had radios, as compared to 72% of the urban women. 
The level of exposure to radio, as well as to 

newspapers, among rural women was found to be 
only marginal. A n  examination of audience's evalu- 
ations of radio programmes showed that only enter- 
tainment-oriented broadcasts were appreciated. 
Educational programmes, which account for 43% 
of the total output, appeared to evoke little interest. 
The seminar report attributes this general dis - 
interest to the fact that the educational background, 
information needs and the comprehension level of 
the target audience are not taken into account. This 
finding tends to support O'Brien's observation 
(1 977) that broadcasting in developing areas large- 
ly fails to reflect and respond to the particular 
needs and interests of its major audience. 

(e) Latin America 

The Interamerican Commission of Women (CIM) 
document reporting on the 1977 seminar on ''Mass 
Communication Media and Their Influence on the 
Image of Women'' identifies radio as the medium 
with the largest quantitative scope (CIM, 1977). 
Since the report only presents the conference's 
general conclusions, no detailed information re- 
garding the penetration level of radio broadcasting 
in the various member states of the OAS (which in- 
cludes the U.S.A. as well as Central and South 
American nations) is available. Women are re- 
presented in radio primarily in soap-operas, songs, 
and programmes aimed at women. The former 
two types of content generally portray women as 
subservient and fatalistic, the latter type presents 
distinctly traditional images of women, the report 
concludes. 

Conclus ion 

The scarcity of research on radio's representation 
of women as compared with the abundance of tele- 
vision surveys (cfr. infra) is indicative of the posi- 
tion of radio within the media hierarchy in the tele- 
vision age. It further suggests that media critics 
and researchers have to date been unappreciative 
of the ways in which radio can contribute to the im- 
provement of women's status in societies at various 
stages of development. In industrialized societies, 
a male-biased view of women persists in radio, as 
demonstrated by both the quantity and quality of 
radio programming directed to women. In develop- 
ing nations, the utilization of the medium for educa- 
tional and developmental purposes has been largely 
ineffective or insufficient, due to the discrepancy 
between the elitist values and views of broadcasting 
professionals on the one hand, and the socio- 
economic status, educational level and information 
needs of the radio audience on the other. 

16 



B. Images of women in television 

Most of the research on the portrayal of women in 
all types of TV-programming originates in the 
U. S.A. The dominant role of television in the pro- 
pagation of ideas to the American public warrants 
serious and extensive examination of the images 
and concepts of sex-roles it projects in information 
and entertainment programmes. Few studies have 
explored the precise impact of exposure to tele- 
vision on the viewing audience's beliefs, attitudes 
and behaviour. 
marily due to the difficulty of isolating television 
influences from the effects produced by other 
sources of information about the world. The omni- 
presence of television in American households 
makes it virtually impossible to find research sub- 
jects who have never been exposed to television to 
serve as a control for TV influence (X, U. S. Com- 
mission on Civil Rights, 1977). However, research 
has indicated that children learn from television, 
and sometimes model their behaviour after examples 
observed on TV (Miles, 1975). In some instances, 
it has been demonstrated that television can alter 
children's real life perceptions (Miller and Reeves, 
1976). 
vision is a potentially powerful socializing force. 

American television, the following discussion will 
deal primarily with results reflecting conditions pre- 
vailing in American society in general, and the 
structure and functioning of American television in 
particular. T o  a certain extent, the discussion is 
relevant for other parts of the world as well, since 
a large portion of TV programming produced in the 
U.S.A. is exported for broadcasting abroad, to 
Australia, Canada, Europe, Latin America, etc. 
No research has been reported on television's por- 
trayal of sex-roles in Africa and Asia, largely ow- 
ing to the absence of a well-established broadcast- 
ing system accessible to a majority of the population 
in many countries on those continents. T o  the ex- 
tent that Western broadcasting technology and organ- 
ization have been transposed cross-culturally (cfr. 
Contreras, 19761, and influence broadcasting struc- 
tures and professionals in developing countries (cfr. 
O'Brien, 1977), the ideas and values that are com- 
municated reflect the Western influence and depart 
from the socio-cultural conditions and the needs ex- 
perienced by the majority of the population. 
resulting discrepancy between the professional elite 
of broadcasters and the relevance of their messages 
to the needs and interests of their audiences consti- 
tutes a major obstacle in utilizing radio and tele- 
vision's potential for purposes of national develop- 
ment. 

The lack of effect studies is pri- 

These and other findings suggest that tele- 

Since the bulk of research materials focuses on 

The 

(a) North America 

1. News broadcasts 

Studies of the representation of women in television 
news programmes generally analyse three compo- 
nents, which together present a significant indica- 
tion of the status of women reflected in television 
news. W e  will elaborate here on the appearance of 
women as news-makers and on the coverage of 
women's issues. The third component, women as 
reporters, will be discussed later (cfr. II, 2. BI. 
A further distinction needs to be made between net- 
work news and local news broadcasts. Five studies 
are available, two of which analysed news pro- 
grammes originated by one of the three commer- 
cial networks. Of the remaining three surveys, 
two focused on both network and locally' originated 
news shows. 
origin of the news programmes analysed. Although 
sampling and data gathering methods varied in de- 
grees of representational significance and reliabili- 
ty, the research results reveal that women are 
greatly underrepresented in news-maker and report- 
ing roles and that women's issues are rarely 
cover ed. 

A n  analysis of a sample of evening news pro- 
grammes broadcast on NBC, CBS and ABC in 1974- 
1975 (X, U. S. Commission on Civil Rights, 1977) 
revealed that white males predominated in news- 
maker roles with a share of 78. 7% of the total. In 
comparison with ethnic and racial minority people, 
both male and fem-ale, white women fared better, 
occupying 9. 9% of the news-maker roles. Non- 
white females rarely made the news (3. 5701, while 
7.870 of the news-makers were non-white malen. 
The limited visibility of women as spokespersons 
was also reported by the Women's Advisory Coun- 
cil. (X, WNBC News Monitoring, 1976). Its re- 
port concluded that women tend to be either invisi- 
ble or the silent presence in news programmes. 
Nearly complete omission in news programmes of 
women, their views, abilities and accomplishments, 
was the most common criticism of all the monitors 
who participated in a study of newscasts on a net- 
work-affiliated station in Sacramento, Ca. (X, 
AAUW survey, 1974). The Women's Advisory 
Council to KDKA-TV, Pittsburgh (1 975) compared 
female visibility on network and local news. Local 
news programmes represented women relatively 
mor e f r equ ent ly ( 2 3 70) than network - pr odu ced shows 
(15. 5%), Cantor (1973) reports a 10% share of 
women in news-maker roles on WRC-TV, Washing- 
ton, D.C. 

The capacity in which women make the news 
was examined in three instances, but data compari- 
son is hampered by the diverging classification 
categories used. Women considered newsworthy 
by WNBC-TV (X, WAC, 1976) were mostly crimi- 
nals, victims, entertainers, or relatives of famous 
men. The U. S. Commission on Civil Rights doc- 
ument (1977) reports a predominance of white 

The fifth study does not specify the 
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female news-makers appearing as wives and moth- 
ers. 
news programmes generally presented two stereo- 
typed images of women: the helpless victim and 
the opinion-less, supportive wife/mother. This 
trend to show women in a limited number of role 
categories also emerges from studies of newspaper 
portrayal of women (cfr. chapter 14A). That such 
representation distorts reality was demonstrated 
in one survey (X, WAC-WNBC, 19761, which com- 
piled a list of women's activities occurring during 
the monitoring period, none of which was covered 
in the news. 

women in news broadcasts is the disproportionate 
treatment of issues related to women in compari- 
son with other news topics. 
ded that women are not considered news on the 
basis that, out of 21 news categories, women's 
rights and women's changing role were least e m -  
phasized. 
was devoted to women's issues. Another source 
(X, U. S. Comm. on Civil Rights, 1977) reports 
that only 1. 3% of the news stories in the sample 
dealt with women's issues. 
ed on individual women's achievements or accom- 
plishments. The basic issue underlying the treat- 
ment of women in news broadcasts is television 
journalism's concept of newsworthiness. 
findings indicate that, to the extent that television 
furnishes information about relevant issues and 
confers status upon important people, women are 
considered neither important nor significant. 

The AAUW survey (1 974) concluded that TV 

The second pattern in the representation of 

Cantor (1 973) conclu- 

Less than 1 %  of news broadcasting time 

N o  news reports focus- 

The above 

2. Dramatic programming 

Drama is a tried and true form of television enter- 
tainment. It represents a major ingredient of tele- 
vision programming during both daytime and even- 
ing broadcasting. 
focus on family-oriented programmes aired during 
evening and prime-time slots. Soap-operas, which 
are aimed at a daytime and predominantly female 
audience, and programmes for children will be dealt 
with separately. 

A substantive body of research materials doc- 
uments the representation of women in TV-drama. 
Comparative evaluation of research results is seri- 
ously hindered by differences in sampling and data 
collection methods, research focus, spectrum of 
selected programmes, date and time span of the 
survey, etc. In order to systematize our approach, 
a 7-point critique outlines and tested by AIcNeil 
(1975, 259-271) will be used as a basic frame of re- 
ference. 

- Female characters are fewer in number and less 
central to the plot. 

- LIarriage and parenthood are considered more 
important to a woman's than to a man's life. 

- Television portrays the traditional division of 
labour in marriage. 

- Employed women are shown in traditionally female 

The following discussion will 

The hypotheses to be examined are: 

occupations, as subordinates to men and with 
little status or power. 
TV-women are more personally- and less pro- 
fess ionally- oriented than TV - men. 
Female characters are more passive than male 
characters. 
Television dramatic programming ignores the 
existence of the women's movement. 

This pattern is more pronounced in adventure- 
action drama than in comedy. 

Television portrays women less frequently and less 
often in central roles than men. 

Tedesco (1 974) reports a gross underrepresenta- 
tion of women as compared to men in her analysis 
of prime-time network dramatic programming air- 
ed in the 1969 to 1972 seasons. The ratio of men 
to women in the dramatic programmes shown on 
one local TV-station in 1972 (Cantor, 1973) sup- 
ports the claim of women's limited visibility on TV. 
700/0 of the fictional characters were male, 30% 
female. The percentages reported by Miles (1 975) 
reveal a less pronounced numerical imbalance be- 
tween male and female characters appearing in 
dramatic TV-content: 39% females vs. 61% males. 
The disparity was much greater when adventure- 
type programmes were isolated from the total sam- 
ple (only 1570 females), while in situation comedies 
the number of females closely approached that of 
males. The larger proportion of males, varying 
according to the dramatic fortnula, applied to both 
the total number of appearances and the number of 
major characters. O'I<elly and Rloomquist (1 976) 
also found a numerical bias in favour of males. 
Their data (66. 5% vs. 33. 5%) are not entirely con- 
parable to the above described results, as they per- 
tain to a sample of programmes including both 
drama and other types of TV-content. They do, 
however, reveal a similar pattern. 

ming on prime-time TV conducted by Miller and 
Reeves (1 976) further corroborates the general pat- 
tern. 
jor and supporting roles. Female characters more 
closely approached males in frequency of appear- 
ance in family dramas and comedies. A compari- 
son of shows in their first season and re-runs re- 
vealed a slight improvement in women's numerical 
presence, but the difference was not statistically 
significant. 
and Saturday children's programmes aired from 
1969 to 1974 revealed that males clearly dominated 
both major and minor roles (X, U.S. Comm. on 
Civil Rights, 1977). The study categorized drama- 
tic characters by race as well as sex. 
sentation of non-whites nearly doubled over the 
6-year time span. IIowever, the increase in fre- 
quency of appearance mostly benefited minority 
males at the expense of both female and male 
whites. 
blacks and women in drama on commerical TV 

A content-analysis of 1 Y74 dramatic program- 

R'Iales far outnumbered females in both ma- 

Another study of network prime-time 

The repre- 

A comparison of 1971 and 1973 studies of 

18 



(Northcott e. a. , 1975) contradicts this finding. 
This study reports an increase in the numerical re- 
presentation of white women, and a reduced visi- 
bility of both female and male blacks. The lower 
frequency of appearance of blacks in the 1973 sam- 
ple is not necessarily inconsistent with the increase 
in minority characters noted in 1974, since 
Northcott e. a. only measured the number of blacks, 
while the second study includes the presence of 
other minority groups. According to the most re- 
cent study of female and minority portrayal in TV- 
drama over a five-year period (1 971-1 975), the 1973 
decrease in the portrayal of blacks in favour of 
white women wasceversed in 1973 (Seggar, 1977). 
Over the five-year period, all sexual/racial groups 
except non-black minority males gained numerical- 
ly, but only blacks and whites of both sexes gained 
proportionately. The predominance of males in all 
types of dramatic roles was also revealed in a study 
of programming on KDKA-TV, Pittsburgh (WAC to 
KDKA-TV, 1975). Men outnumbered women greatly 
in drama, slightly in situation comedy. Weibel's 
findings (1 977) confirm the general trend: males 
outnumbered females slightly in comedy, 2 to 1 in 
family drama, and 8 to 1 in dramaladventure. 
Seggar's conclusion (1 975, 273-282) that the repre- 
sentation of women had increased substantially in 
1974 as compared with 1971 was refuted by McNeil 
(1975, 283-288) on the ground that the analytical 
data from his 1971 and 1974 studies provided no 
basis for comparison. She further argued that 
male and female roles as documented -in the 1974 
study were not comparable, since all female roles 
but only major male roles were analysed. Finally, 
she points out that other studies, including her own 
1973 analysis, indicate a decrease in female visi- 
bility. 
ters has actually decreased in the seventies must 
remain unresolved here, since methodological dif- 
ferences between the various studies yield non- 
comparable data precluding definite conclusions. 
The research results do indicate a severe under- 
representation of women dramatic programming on 
commercial television as compared to both the num- 
ber of male characters and the preponderance of 
women over men in the actual population figures. 
Drama on public television appears to follow a simi- 
lar pattern in. female representation as commercial 
television (Isber and Cantor, 1975). 

Whether or not the quantity of female charac- 

Marriage and parenthood are considered of greater 
importance to a woman's life than to a man's life 

McNeil found only partial evidence for this hypothe- 
sis (McNeil, 1975, 259-271). Women's marital and 
parental status was far more often clearly indicated 
than that of men. However, the data provided no 
conclusive evidence that females tended to be less 
often single or childless than males. In the analy- 
sis conducted by Tedesco (1 9741, the proportion of 
TV-characters who could be coded as married com- 
prised more than 50% of the female characters, but 

less than one-third of the TV-males. This finding 
tends to support the thesis that marital status is a 
more crucial factor in identifying women than in 
identifying men. Seggar (1 975, 273-282) also found 
a significant difference in the portrayal of marital 
status of males and females performing major roles 
in 1974 TV-drama. Women were more likely to be 
shown as married than men. 
by the U. S. Commission on Civil Rights (1 977) ex- 
amined both marital and parental roles for male 
and female characters in network prime-time 
dramatic programming of the 1969-1 972 period. 
Less than one-third of all males were portrayed as 
husbands, while almost half of all female charac- 
ters were depicted as wives. Neither male nor 
female adults were frequently portrayed in parental 
roles. However, women were more often shown as 
mothers than men appeared as fathers. In drama- 
tic programming on KDKA-TV, a local Pittsburgh 
station (WAC to KDKA-TV, 19751, the appearance 
of characters in parental roles was also very limit- 
ed, but the proportion of female and male parental 
roles was nearly equal. 
coded in housewife roles than men in husband roles 
(l6Y0 vs. 370). Weibel (1977) also noted a predomi- 
nant housewife/mother image of women in situation 
comedy, professional drama, and family drama, 
while in drama-adventure type shows women were 
merely transit characters. Although Weibel's dis - 
cussion does not provide quantitatively and qualita- 
tively comparable data for male and female charac- 
ters, the emphasis on housewife/mother roles for 
women vs. occupational and non-domestic roles for 
men suggests that television considers marriage 
and motherhood, and the responsibilities associated 
with them, as more central to a woman's than to a 
man's life. 

evidence in support of the relatively greater rele- 
vance of marital status to TV-women. Data regar- 
ding parenthood also tend to support the hypothesis, 
but the evidence is less extensive and less consis- 
tent, and thus inconclusive. 

The study reported 

Women were more often 

Our review of research data provides ample 

Television depicts the traditional division of work 
in marriage 

Not only were women more often than men portray- 
ed in marital roles in the study conducted by McNeil 
(1 975. 259-271), but the percentage of employed 
characters differed significantly according to sex. 
Of the overall male TV-population, almost three- 
quarters were gainfully employed, while less than 
half of the females held jobs. Among married char- 
acters, the di,sparity was even greater. Few mar- 
ried women, and fewer mothers were portrayed as 
employed. Working wives typically appeared in 
comedies, but their employment status was never 
substantially portrayed. These findings lead McNeil 
to conclude that television remains virtually unaffec- 
ted by the feminist re-examination of marital roles. 
No other evidence is available either supporting or 
rejecting the hypothesis. All other studies reveal a 
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lower frequency of employed females as compared 
to working males, but the data do not specify mari- 
tal status. Weibel (1971) observed an increasing num- 
ber of employed wives in situation comedies of the 
1970's, but considers this development irrelevant, 
since the trend has subsided in recent years, and 
because women were only shown in job-related 
situations when personal dilemmas were involved. 

Employed women are depicted in traditionally 
female occupations, as subordinates to men with 
little status and power 

Three sets of data lend support to this hypothesis 
(McNeil, 1975, 259-271 1. Men's occupations were 
concentrated in high-prestige fields such as law en- 
forcement, medicine and business management. 
Women worked predominantly in traditionally female 
fields. In the few instances when TV-women held 
high-prestige positions, they played less important 
roles and their work activities were not central to 
the plot. Female characters generally worked 
under close supervision and had far less authority. 
No woman in the sample exercised direct authority 
over an adult male. In a debate with McNeil over 
the accuracy of their respective research results, 
procedures and conclusions, Seggar (1 975, 289-294) 
points out the diverging percentages of gainful em- 
ployment reported in the two studies. 
with McNeil that the range of occupational roles of 
women is limited and stereotyped, However, 
McNeil's conclusion that females are usually sub- 
ordinate in work-related activities is contested by 
Seggar on the basis of insufficient evidence result- 
ing from inaccurate measuring techniques. 

The part of McNeil's thesis pertaining to sex- 
stereotyping of occupational roles and fields in TV- 
drama is substantially documented and strongly sup- 
ported by the available research results. Although 
percentages vary, all studies analysed reveal an 
underrepresentation of female TV-characters in 
occupational roles as compared to male characters 
and in relation to women's actual participation in 
the labour force. 
ment in terms of degree of occupational stereotyp- 
ing and range of occupations indicate a concentra- 
tion of employed women in a limited number of jobs 
and in traditionally female fields and roles. Few 
female dramatic characters held high-level jobs. 
Three studies examined the evolution of TV-portray- 
al of women over time. Weibel (1 977) observed the 
introduction in the mid-'70's of policewomen as 
leading characters in crime drama, which develop- 
ed into the principal adventure-type dramatic form- 
at of the 1970's. A study comparing 1971 with 1973 
programming (Northcott e. a., 19751, and a survey 
of the 1969 to 1974 dramatic programmes (X, U. S. 
Comm. on Civil Rights, 1977) examined the occupa- 
tional portrayal of white vs. minority women. The 
documents show a significant decrease of respec- 
tively employed black women and employed minority 
(mostly black) women. Northcott e. a. (1 975) report 

He agrees 

Studies describing female employ- 

an increasing frequency of white females both in 
total number of appearances and in occupational 
roles traditionally reserved for men. They inter- 
pret the decline in visibility and occupational por - 
trayal of blacks, and particularly black females, 
accompanied by a growing emphasis on white 
women as a reflection of television's response to 
the increasing momentum of the women's move- 
ment in the 1970's. 

The study reported by the U. S. Commission 
on Civil Rights (I 977) revealed more sexual than 
racial differences in occupational portrayal. Only 
two of the occupations portrayed in the 1969 to 1974 
dramatic programming showed racial differences: 
more whites, both male and female, were man- 
agers; more non-whites were service workers. 
Even within these occupational categories underly- 
ing sexual differences emerged: women predomi- 
nated the service roles, men predominated man- 
agerial occupations. While no significant change 
in the occupational portrayal of white women was 
observed, the number of them appearing in televi- 
sion drama had actually decreased from 1969 to 
1974. In this respect, the findings of the two 
evolutionary studies reveal opposite trends. 

The dominance-subordination issue in the TV- 
portrayal of men and women requires further ex- 
amination. Turow (1 974) studied the pattern of ad- 
vising and ordering in male-female interactions. 
Although the data are not directly related to occu- 
pational status, they provide additional evidence 
for the contention that males tend to be dominant 
in TV-drama. Turow found that in TV-drama 
characters were selected, occupations assigned 
and plots developed in such a manner as to mini- 
mize the chances enabling women to display supe- 
rior knowledge with respect to men. 
were given such opportunities, the advice or order 
regarded traditionally female areas of knowledge. 
This finding supports the contention that on TV 
male and female spheres of action and authority 
are strictly delineated. 

All the data reported above pertain to patterns 
in dramatic programming on commercial television. 
A sample study of drama on public TV (Isber and 
Cantor, 1975) indicated that women are equally 
underrepresented as on commercial TV and simi- 
larly cast in female sex-typed occupations. 

When they 

Women are far more personally- and less profes- 
s ionally- oriented than men 

This hypothesis specifies the issues raised in hypo- 
thesis 2 and 3, i. e. the confinement of women to 
the home, family and personal relationships. 
McNeil (1975, 259-271) used the types of problem 
women were involved in, the nature of their inter- 
actions, and the focus of their activities as indica- 
tions of their home and family-bound orientation. 
Women were much more involved in family and 
romantic conflicts, while men were more frequent- 
ly faced with problems related to the outside world 
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and work. Personal relationships accounted for 
74% of female interactions vs. 18% of male inter- 
actions. Profession- or authority-related int erac- 
tions constituted only 15% of women's vs. 3570 of 
men's relationships. A much higher proportion of 
female activities focused on home/family/personal 
relationships, while male activities more often cen- 
tered around job or profession. In his discussion 
with McNeil about their respective research find- 
ings, Seggar (1 975, 289-294) confirms McNeil's 
finding that TV-women's activities centre around 
the home. The general finding that women are nu- 
merically better represented in situation comedies 
than in action drama provides additional support for 
the personal orientation of TV- women. Comedies 
tend to focus on interpersonal relationships. Al- 
though working women appear in this type of pro- 
gramme, they are only shown at their jobs when 
interpersonal problems are at stake (Weibel, 1977). 
The dominant image of women in comedy is that of 
the housewife concerned with resolving interperson- 
al conflicts and acting as moderator between family 
members. 

Women on television are far more passive than men 

T w o  manifestations of passivity were measured by 
McNeil (1 975, 259-271): self-concern and problem- 
solution. It was demonstrated that the focus of 
men's concerns was more often selfish than that of 
women's. Men's concerns most often resulted from 
their professional activities, while womenls con- 
cerns stemmed more from personal needs. Women 
often participated in solving their problems, but 
were more likely than men to leave it entirely up to 
others. They were portrayed frequently as rather 
unwilling and less capable of resolving their prob- 
lems by themselves. 
McNeil as a demonstration of personal orientation 
and passivity. Seggar (1 975, 289-294) questions 
McNeil's evidence on the basis that it is insufficient 
to be conclusive. Several studies of male-female 
portrayal in TV-drama have examined the passive- 
active dimension of TV- characters' personalities, 
but using different measures. Women's absence 
from adventure and action, their likeliness to be 
victimized in violence-related roles, their depen- 
dence on men, their ineffectiveness, are interpre- 
ted by Tedesco (1975) as reflecting an image of 
femininity typified by passivity. 
observed as a female personality trait in dramatic 
programming on KDKA-TV (WAC to KDKA-TV, 
1975). Men were portrayed as the decision-makers 
and action-takers. Women were conspicuous by 
their absence in actionfadventure programmes. 
When they did appear, they were predominantly 
characterized as passive and as victims in need of 
male rescue and protection. The active control 
exercised by male characters emerged as the major 
characteristic distinguishing males from females 
in TV-drama of 1969-1972 (X, U.S. Comm. on 
Civil Rights, 1977). Male control, implicit in all 

These data are interpreted by 

Passivity was also 

portrayals, became most explicit in the depiction 
of violence. Women were far more likely to be 
victimized, while men tended to be the aggressors. 
Weakness and financial, physical and emotional de- 
pendency were the female complements of mascu- 
line power and strength. Although the report does 
not describe femininity in terms of passivity, the 
description of masculinity in terms of action, in- 
dependence and authority, and of femininity as its 
counterpart suggests a more passive portrayal of 
women in TV-drama. 

Television dramatic programming does not acknowl- 
edge the existence of the women's movement 

The sample of dramatic programmes analysed by 
McNeil (1975, 259-271) did not include a single 
feminist character. The major issueS.of feminism 
were generally absent as themes. When occasion- 
ally a feminist issue was dealt with, it was treated 
in a non-feminist manner. Therefore, McNeil con- 
cludes, the traditional images of women projected 
in the other content elements remain unchallenged, 
for they are not counteracted by alternative charac- 
ters and themes. Seggar (1 975, 289-294) agrees 
with McNeil that the feminist movement is largely 
ignored by television drama. 
ports the limited number of non-stereotyped females 
appearing in dramatic TV-shows. A descriptive 
study of the sampled programmes revealed that 
women were treated as sexual objects, ordered 
about by men, expected to serve men while being 
placed on a pedestal, shown in stereotyped house- 
wife roles or portrayed as victims rescued by men. 
In the few programmes featuring free-thinking, 
talented women, their personalities and actions 
were ridiculed. Only two strong and non-stereo- 
typed female characters appeared in the 1973-1 974 
programming, but their relationships with men 
rather than their careers were emphasized. 
studies report some progress in television's reflec- 
tion of the issues raised by the women's movement. 
Northcott e. a. (1 975) observed an increasing visi- 
bility and non-traditional occupational portrayal of 
white women in 1973 as compared to 1971 dramatic 
TV-content. They attribute this development to 
television's awareness and response to the increas- 
ed momentum of feminism in the 1970's. Weibel 
(1 977) uses the same explanation to account for the 
minor, but mostly positive evolutions in the TV- 
portrayal of women. 
a household word in the early 1 970's, women's is- 
sues became acceptable as themes of situation 
comedies, and female characters acquired some 
individuality and responsibility. However, the 
trend seems to have declined in the mid-1970's. 
As the initial ardour of the women's movement sub- 
sided in the mid-l970's, the dominant image of 
women as housewife re-emerged. The general pat- 
tern that emerges from research data covering the 
late 1960's to mid-1970's is a strong emphasis on 
the traditional roles of women. The minor, though 

Miles (1975) also re- 

T w o  

As women's liberation became 
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positive changes observed in the early 1970's did 
not develop throughout the seventies into a reflec- 
tion of women's changing lifestyles as a result of 
the growing strength of the women's movement. 
These findings suggest that television, at least with 
respect to its dramatic content, largely fails to ac- 
knowledge the existence of the feminist movement 
and the issues it raises. 

The available research to a large extent con- 
firms the hypotheses developed by McNeil (1 975, 
259-271) with respect to the depiction of women in 
TV-drama. While this personality profile of TV- 
women requires further documentation and explici- 
tation, it provides a solid basis for indicating the 
general trends in the representation of women in 
evening and prime-time dramatic programming on 
television. 

3. Soap-operas 

The audience of soap-operas is overwhelmingly 
composed of adult women, most of whom are house- 
wives, and thus able to watch TV during daytime 
hours (Katzman, 1972). Geographic region, degree 
of urbanization, income level, and family size are 
related to daytime serial viewing. The typical 
viewer is a southern or mid-western woman from 
a large low-income family. The number of minutes 
of soap-operas broadcast daily has grown steadily 
since 1967. Since the number of television viewing 
households has increased as well, the amount of 
time spent watching daytime serials has also risen. 

The world portrayed in soap-operas is popula- 
ted by male and female adults appearing in almost 
equal numbers (Katzman, 1972). Males appear 
mostly in professional roles; females function as 
their wives /girl friends or secretaries /assistants. 
The major activity of these characters consists in 
discussing people in an indoor setting. 
topics of conversation are, in descending order, 
business and trivialities, family matters, romantic 
relationships, and health problems. In interactions, 
men tend to be paired with women. Males are less 
likely to be, or have been, married than females. 
The world of soap-opera is one of middle-class peo- 
ple with middle-class values, which is one step 
above the level of the typical viewer, but not too 
far removed to preclude identification. 
ters and themes tend to be realistic. Because of 
this realism, soap-operas have high impact poten- 
tial on viewers' attitudes and behaviour, which 
largely remains unexplored to date, Katzman con- 
cludes. 

From this descriptive outline, several patterns 
emerge with respect to the depiction of women: 

- The nearly equal ratio of male to female charac- 
ters in soap-operas is in sharp contrast with the 
preponderance of males in drama of the action- 
adventure type. 
ble to daytime serials in this respect. - The top-ranking occupation for waYnen is that of 
housewife, while the majority of male characters 

The main 

The charac- 

Situation comedies are compara - 

are professionals (Katzman, 1972 - Downing, 
1974). However, Downing (1 974) observed that, 
in relation to real-life occupational status, day- 
time serials slightly overrepresent female pro- 
fessionals, but grossly exaggerate the propor- 
tion of male professionals. For both men and 
women, careers and jobs are subordinate to the 
all-important family life and personal relation- 
ships (Weibel, 1977). 
Marriage is a more crucial factor in identifying 
women than men. 
important to men (Katzman, 1972-Downing, '74). 
As for their physical appearance and class status, 
the large majority of characters are attractive, 
well-groomed and of middle-class status. Ac- 
cording to Downing's findings (1 9741, women tend 
to be younger than men, and ageing results in 
greater deterioration of occupational status for 
women than for men. 
The major action in soap-operas consists of con- 
versation, mostly between males and females 
(Katzman, 1972). The topics of discussion deal 
primarily with romance, interpersonal relation- 
ships and personal problems. Since the person- 
al is considered typically women's sphere, the 
high visibility of women in soap-operas is not 
surprising. 
Soap-operas portray a sharp dichotomy between 
"good" and ''evil" (Weibel, 1977). Although men 
as well as women can be either good or bad, 
"evil" is generally associated with traditionally 
male traits such as excessive involvement in 
work, neglect of family, infidelity and selfish- 
ness. "Good" is related to conventionally female 
characteristics such as love, compassion, loyal- 
ty to family, wil1.ingnes.s to sacrifice oneself for 
others and to suffer, desire for children, asexu- 
ality: (sex is engaged in only when one is in love) 
(Weibel, 1977). Downing's analysis also reveal- 
ed that women are generally portrayed as moral- 
ly good. 
family. 

Occupational status is more 

Woman's goal is the well-being of her 

O n  the basis of these traits exhibited by soap- 
opera females, in addition to their high visibility 
and their respected position in the family and the 
social structure, Downing (1 974) concludes that 
soap-operas portray women as real human beings, 
who are most worthy of emulation among all drama- 
tic characters appearing on TV. While their por- 
trayal in soap-operas seems to reflect more posi- 
tive attitudes towards women, and more realism 
than female images projected in other types of TV- 
content, some dimensions of the daytime serial 
female continue to reflect conventional concepts of, 
and expectations from, women. Women in TV- 
serials are almost always young and attractive. 
The uniform good looks of TV-women and their im- 
maculate homes, as well as the stronger emphasis 
on women's marital and men's occupational roles, 
reveal a persistence of sex-segregated role divi- 
sions: women are concerned with their appearance 
and home-oriented, while the world of work is 
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reserved for the male. 
that the fact that women appear in almost equal num- 
bers with men, and that female characters are more 
central as compared to evening drama does not gua- 
rantee the absence of sex-stereotypes, as Downing 
suggests. An analysis of female-male interactions 
in terms of advising and ordering between the sexes 
indicated that in soap-operas as weil as in evening 
drama, men controlled the action. Males issued 
56% of all advice and orders in daytime shows. 
Most of the directives pertained to "neutral", i. e. 
neither "masculine" (business, crime, law etc. ) 
nor "feminine" (love, family, personal problems, 
etc. ) subjects. The maintenance of male control in 
the more "feminine" soap-operas was further sus- 
tained, besides the predominance of male orders on 
neutral issues, by the importance of the medical 
doctor, the most frequently represented male occu- 
pation. Medical training seems to entitle men to 
direct women on typically "feminine" subjects. 
Doctors gave 7070 of the directives by males on 
"feminine" topics. While in comparison with prime- 
time drama soap-operas show a shift in the propor- 
tion and centrality of women, their sex-role portray- 
al and stereotyping are not really different, Turow 
concludes. TV-drama, both in even.ing and daytime, 
operates in such a way as to minimize women's op- 
portunities to display superior knowledge with res - 
pect to men, and to compartmentalize areas in 
which women are allowed to be knowledgeable along 
traditional lines. In this manner, Turow observes, 
the basic cultural norms remain unchallenged, while 
the predominantly female audience's desire to see 
women portrayed in central roles is gratified. 

Turow (1 974) demonstrated 

4. Children's programmes 

T o  the extent that television has a socializing influ- 
ence on the beliefs, attitudes and behaviour of its 
audience, studies on sex-role concepts communica- 
ted in programmes directed to children are extreme- 
ly relevant. A comparison of children's shows with 
other types of TV-content revealed that children's 
television tended to be more sexist-oriented than the 
total sample of programmes and commercials ana- 
lysed (O'Kelly, 1974). Children's TV-programmes 
heavily favoured (white) males in terms 
of the number of characters shown (85% male vs. 
1570 female). Adult males not only appeared more 
frequently than adult females, but the range of occu- 
pations they held was much wider than that of 
females. Women tended to be portrayed in parental 
and marital roles more often than men. Male chil- 
dren also appeared more frequently than female 
children, but less often than adult males and females. 
O n  the basis of these findings, OlKelly (1 974) con- 
cludes that, despite feminist criticism, television 
continues to represent women and men in a highly 
stereotyped manner. 
children's sex-role perceptions, it reinforces the 
status quo. 
reflected in children's programmes indicates a 

Insofar as television influences 

This basic outline of the female profile 

strong resemblance with the trends in female por- 
trayal in dramatic programming: 

- Women are numerically underrepresented. Al- 
though the reported male to female ratios vary, 
all available documents dealing with children's 
programmes on commercial TV reveal a pre- 
ponderance of male characters. Busby (1 974) 
specifies appearance in terms of role significance. 
Males outnumbered females in both major and 
minor roles 2. 5 to 1 and 4 to 1 respectively. 

- Women appear predominantly in marital and do- 
mestic roles. In the sample of children's pro- 
grammes analysed by Long and Simon (19741, 
most females were married. 
ried females were shown holding a job outside 
the home, while most unmarried women were 
gainfully employed. However, whether married 
or not, employed or not, women were almost in- 
variably depicted in the roles of home-makers 
and parents. 

- A study of the division of labour within the home 
revealed that females were responsible for the 
routine household chores and child care, while 
males assumed the roles of gardening and the 
less routine tasks of home maintenance (Busby, 
1974). Men also had much more free time, al- 
lowing for entertainment, sports and activities 
with their children. In the sample of children's 
shows analysed by Long and Simon (19741, all 
the female characters were responsible for doing 
all the housework. 

- More male than female characters are identified 
with occupations. Cantor (1 973) reports that 25% 
of the females vs. 60% of the males were employ- 
ed. Busby (1 974) found that the range of occupa- 
tions held by males covered a much broader spec- 
trum than that held by females, who were mostly 
in low-status and traditionally female jobs. Ac- 
cording to Busby, the occupational portrayal in 
children's TV does not reflect the actual employ- 
ment situation of women in terms of quantity and 
range of occupations, while it closely resembles 
the real-life employment of men. 
ducted by OrKelly and Bloomquist (1 976) also re- 
vealed the portrayal of women in traditionally 
female occupations. - Both in the television household and in society, 
males occupy positions of authority, while women 
are hardly ever shown in such positions (Busby, 
1974). In the programmes examined by Long and 
Simon (1 9741, almost all the married females 
were depicted in positions of deference to their 
husbands. No women were portrayed in authority 
positions either at home or at work. 

- Women also appear as sex-objects, whose bodies 
and appearances are subject to evaluation by men 
(Long and Simon, 1974). Female TV-characters 
were portrayed as very concerned with the way 
they themselves looked, as well as their families 
and their homes. Physical portrayal of women 
is strikingly uniform, Long and Simon observe: 

None of the mar- 

The study con- 
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with few exceptions women appear as young, 
well-dressed and attractive, as opposed to the 
wide range of physical appearances of male char- 
acters. Busby's analysis (1 974) also revealed 
the uniform sleek and agile physical appearance 
of women, regardless of marital status. Mar- 
riage seemed to affect the physique of men in a 
different way. Married males were invariably 
overweight with poorly defined physiques, as op- 
posed to the physically attractive single men and 
to women. 

- Women are depicted as dependent and weak, 
while men are attributed personality traits gen- 
erally associated with independence and vigour 
(Busby, 1974). Three personality profiles emerg- 
ed from Busby's study: females, heroes (single 
men), and husbands. The married males differ- 
ed in physical appearance and personality traits 
(less intelligent, knowledgeable etc. ) from the 
self-confident, adventurous heroes, but both 
male groups resembled each other more closely 
than the group of females. 
summarized the overall image of women in 
children's TV as one defining them as dependent 
and emotional people. 

Long and Simon (1974) 

Commerical TV directed to children thus reflects 
traditional concepts of women's nature, role and 
place in society. Women are defined as basically 
home- and fapily-oriented, depending on men for 
security, safety and financial support. 

Public television broadcasts educati 
children's programmes which are highly valued for 
their quality and progressiveness. However, the 
concepts underlying sex-role portrayal in public 
TV appear to be just as outdated as those reflected 
in commercial TV. A sequence-by-sequence anal- 
ysis of one randomly selected episode of "Sesame 
Street" revealed that women's portrayal continued 
to be stereotyped (Cathey-Calvert). Males domi- 
nated the visual and especially the audio portion of 
the programme. Females were overwhelmingly 
shown as passive people, whose primary activities 
were centered around marriage and the home. 
While the study indicated that "Sesame Street'' 
makes a serious attempt at eliminating ethnic and 
racial stereotypes, these efforts remain confined 
to male portrayals. Women of all racial groups 
continue to be cast in stereotyped behaviours and 
activities, Cathey-Calvert concludes. The survey 
conducted by the Corporation for Public Broadcast- 
ing (CPB) Task Force on Women in Public Broad- 
casting (Cantor, 1976) revealed similar trends in a 
sample of children's programmes which also includ- 
ed "Sesame Street". Roth the number of female 
characters and the range of occupations in which 
they were cast failed to reflect the actual participa- 
tion of women in the labour force. It was therefore 
concluded that the low frequency of female TV- 
characters and the narrow range of occupational 
roles they performed did not provide sufficient posi- 
tive role models which would encourage female 

viewers to realize their potential. 
also found that males - human, animal and non- 
human - were numerically dominant in children's 
TV-programmes. They made up three-quarters 
of the television population. Males further exclu- 
sively occupied the lead role of moderator, and 
the majority of major parts, as well as most off- 
camera voice-overs. Not only was the ratio of 
males to females seriously out of proportion, but 
the behavioural modes assigned to males vs. fe- 
males also differed significantly. Analysis of the 
behaviours exhibited by children's TV-characters 
revealed an overall strong relationship between 
male gender and active mastery, and between fe- 
male gender and passive dependency. 
interactions generally demonstrated a male subject 1 
female object pattern. A breakdown of characters 
according to age revealed that the adult male was 
most visible, followed by the male child and the 
female adult with almost equal degrees of visibility. 
The appearance frequency of the female child was 
the lowest. Women's overall share of characters 
was 24%. 
sentation in the various ethnicIracia1 groups por- 
trayed in the sampled shows provides a different 
perspective of women on TV. The female share of 
characters amounted to a majority only among 
American Indians, Puerto Ricans and Orientals, 
who represent the least recognized minority groups 
in real life, according to Dohrman. The investiga- 
tor interprets the dominance of females among low- 
status minorities as reflecting a symbolic equation 
of fe mininit y with character ist ic s tra dit iona lly as - 
sociated with these minority groups. The implica- 
tions of such a gender profile in children's TV- 
programming, as indicated by Dohrman, apply to 
both public and commercial TV. Exposure to the 
persistant dominance and power of male TV-models, 
both adults and children, socializes the boy viewer 
into accepting and valuing man's dominant position 
in society. The girl viewer, who is consistently 
confronted with female models performing second- 
ary roles and submitting to male power, learns to 
accept women's diminished societal rank (Dohrman, 
1975). 
television content directed to children is especially 
influential on educational TV. 
grammes are acclaimed as the best among children's 
TV content, an aura of authority underlines the sex- 
role portrayals they contain, Dohrman concludes. 

Dohrman (1 975) 

Male-female 

A closer look at male and female repre- 

The sex-role stereotyping inherent in all 

Because these pro- 

(b) Western Europe 

Only two studies are available on the portrayal of 
women on German (Federal Republic of Germany) 
and British television respectively (X, d. 1. v. 
Kdchenhoff, 1975 - Koerber, 1977). Both are com- 
prehensive surveys analysing various types of pro- 
gramming. While the British study is more descrip- 
tive with a narrow empirical base, the German study 
provides extensive empirical data documenting the 
general trends in sex-role portrayal on German 
television. 
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1. News broadcasts 

In comparison with other types of programmes, 
women are least visible in news shows both as 
news- reporters and news-makers (X, Küchenhoff, 
1975). Women's share of news-maker roles 
amounted to 5.2% on ARD* and to 6.6% on ZDF**. 
Respectively 5. 9% (ARD) and 3.1% (ZDF) of TV- 
correspondents were female. The appearance of 
women was further restricted to traditionally fe- 
male spheres such as health and family-oriented 
news stories. 
TV-news, which focuses heavily on politics, is an 
accurate reflection of the male dominance in public 
life, the report observes. Koerber (1977) only ex- 
amined female participation in reportage and pre- 
sentation of news shows. The figures, based on a 
week's monitoring of news and public affairs pro- 
grammes on BBC and ITV, indicated a gross under- 
representation of women in these roles. 

The male position of authority in 

2. Dramatic programming 

The results of the analysis of dramatic programmes 
broadcast on German TV correspond with the gen- 
eral trends in female portrayal on American TV (X, 
Küchenhoff, 1975). This consistency is hardly sur- 
prising in view of the fact that almost half of German 
TV-output is imported, with American drama pro- 
ductions constituting the largest portion of imported 
TV-fare. The recurrent pattern of female invisibil- 
ity re-emerges in TV-drama. 
males, females were numerically underrepresented, 
and seldom appeared as central figures. Males 
overwhelmingly occupied the dominant, active and 
central character roles. The portrayal of women 
as housewife/mother was one of two dominant fe- 
male images. However, it was quantitatively sub- 
ordinate to the image of the young, single, indepen- 
dent beautiful and sexy woman. 
searchers interpret this finding as conflicting with 
the general contention that television depicts women 
predominantly in domestic and maternal roles, the 
divergence from other research data is minor and 
most likely attributable mainly to coding and classi- 
fication procedures. In American studies, the pro- 
portion of females who could be identified as mar- 
ried is situated around 50%. Of all the female 
dramatic characters on German TV, 35% were mar- 
ried, 45% single and 1370 widowed. In addition to 
the greater specificity of the classification catego- 
ries with respect to marital status, the German re- 
port bases its conclusion on a comparison with ac- 
tual statistics on the marital status of women in the 
two age groups comprising the majority of TV- 
women. In the 19-25 age group, 73% of the female 
TV-characters were single. Of the 26-35 year old 
group, 4670 were not married. In reality, 85. 3% of 
German women between 19 and 35 are married. 
While these young and single TV-women were more 
active and more liberal in their relationships with 
men, they demonstrated a basic orientation towards 

In comparison with 

Although the re- 

marriage as their ultimate goal. A further indica- 
tion for the secondary importance of the housewife1 
mother image was the finding that women were sel- 
dom depicted actually performing domestic or ma- 
ternal tasks. O n  the other hand, women were also 
rarely shown at their jobs, although 40% of the 
female characters were identified with occupations. 
Half of the working women held traditionally female 
jobs. Few worked as professionals in management 
or high-status jobs. 
likely to be employed than single females. These 
data indicate support for McNeil's conclusions (cfr. 
supra) that (a) employed women are shown in tra- 
ditionally female occupations with little status or 
power, (b) TV-women are more personally- and 
less profess ionally- oriented. 

The German study also revealed that women 
primarily appear on TV in a narrow social context 
of interpersonal relationships. Occupational roles 
were apparently assigned solely for the purpose of 
identifying women's social status. 
were not substantially portrayed in either domestic 
or occupational roles , the investigators conclude 
that female roles are generally absent from TV- 
drama. Therefore, women on TV are foremost 
attractive figures available for adventure and ro- 
mantic involvements. While Koerber's analysis 
(1 977) revealed that in light entertainment program- 
ming, active, adventurous, victorious men domi- 
nated over victimized, supportive, laughable or 
merely token females, TV-drama showed a definite 
shift in favour of women. More programmes are 
written by women, feature women, and as a result 
provide a female perspective of women's lives. 
The much despised soap-operas particularly are 
moving towards a more realistic portrayal of 
women and the problems they face in contemporary 
society, according to Koerber. "Coronation Street" 
is cited as an illustration of the new trend. Besides 
presenting a realistic picture of women and the con- 
flicts between the sexes, this programme, produced 
by a woman, further deviates from the TV-world 
stereotype in that it portrays working-class people. 
TV-programming in general is heavily biased in 
favour of the middle-class way of life, as demon- 
strated in the analysis of German TV-drama (X, 
Küchenhoff, 1975) and other studj.es discussed above. 

Married women were less 

Since women 

3. Quizzes, musical programmes and talk 
shows 

This type of TV-content has generally not been a 
central focus of study. 
of German TV-programming (X, Küchenhoff, 1975) 
dealing with these types of show indicated a striking 

The portion of the survey 

*First Television Programme in the Federal Re- 
public of Germany. 

Republic of Germany. 
**Second Television Programme in the Federal 
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similarity with the overall findings with regard to 
sex-role portrayal. 
numbers. They were also qualitatively under- 
r epr es ent ed, appearing as ass is tant s /sub or dinat es 
to men or as mere physical presences. 
the research team to conclude that women merely 
appear on TV, while men are the actors. The fact 
that women were mostly passive in verbal interac- 
tions with actively participating men reinforces this 
conclusion. The dominant conversation topics, 
however, pertained to the traditional female sphere 
of personal problems, male-female relationships 
and the feelings they involved. Besides being more 
active in verbal communication, men tended to seek 
more physical contact via socially conventional 
channels than women did. Women's issues, defined 
as those regarding the social position of women and 
women's liberation, were not discussed. While the 
professional activities of men were a frequent con- 
versation topic, the primary action sphere of women, 
i. e. household and children, was largely ignored. 
Show programmes thus clearly reflect the basic sex- 
role divisions prevailing in society. 
leading actors oriented towards the outside world. 
Women are portrayed as passive, emotional people 
who serve as assistants to men or as decorations 
for male eyes. Although the evidence failed to pro- 
duce a clearly outlined female image, quiz and show 
programmes definitely portray women differently 
from men, the report concludes. Koerber (1977) 
phrases her evaluation of female portrayal in talk 
shows on British TV in similar terms. Talk shows 
are moderated by men, who treat female guests dif- 
ferently from male guests. In quizzes and panel 
games women are featured as attractive personali- 
ties, she observes. 

Women appeared in limited 

This led 

Men appear as 

4. Magazine-format information programmes 

This term subsumes all informative and documentary 
programmes excluding news and sports broadcasts, 
as well as reportages on nature and animal life. The 
analysis of such programmes represents the final 
part of the comprehensive survey of German TV- 
programming (X, Küchenhoff, 1975). The research 
focus was threefold: the treatment of women's is- 
sues, the appearance of women as news-makers, and 
the presence of female reporters/interviewers/nar- 
rators /moderators. As in quiz and show programmes, 
women were foremost portrayed as beautiful objects, 
exemplified by their preponderance in announcer and 
advertising model roles, and the infrequency of their 
appearance as reporters /interviewers and news- 
makers. In one-quarter of the sampled programmes, 
women were completely absent from the audio as 
well as the visual programme portions. 
news-maker roles were presented as passive victims, 
in service functions, or as mere decorations. Poli- 
ticians, experts, knowledgeable people appearing in 
the news were seldom women. 
and news-makers mostly appeared in programmes 
dealing with traditionally female issues such as 

Women in 

Female reporters 

domestic matters, education, nursery and art, 
which figured at the bottom of the hierarchy of news 
categories. News stories on women's issues were 
rare and treated, often by males, in an abstract, 
isolated and personalized manner. Such treatment, 
the research team observes, does not enable female 
viewers to identify with the problems under discus- 
sion. Since the impact of television is not limited 
to what it shows, but extends to what is omitted, 
television not only reinforces traditional sex-role 
divisions in society, but also discourages the dis- 
cussion of women's liberation, the report concludes. 

(c) Latin America 

The 1977 CIM conference (CIM, 1977) on women and 
the mass media defined television as the medium 
with great qualitative, and therefore highly signifi- 
cant impact on the attitudes and conduct of the view- 
ing audience. 
solution pertain to women's programmes and soap- 
operas as TV-content directed specifically to women, 
and to general television programming. With res- 
pect to women's programmes, it was noted that their 
content was showing progress in projecting an image 
of women in accordance with reality. Since the 
evidence on which this observation is based is not 
described in the resolution, and no additional data 
are available on women's programming on TV, com- 
parative assessment and verification of this positive 
development are impossible. The CIM report's 
evaluation of soap-operas is more decidedly nega- 
tive than the aggregate body of research materials 
suggests. While various studies indicate a more 
positive portrayal of women in daytime serials as 
compared to other types of programming, the CIM 
seminar firmly asserted that women in soap-operas 
are presented as completely alienated beings, which 
creates false expectations and distorted value scales. 
General programming on TV is not described in 
terms of sex-role portrayal, only in terms of its 
importance in reflecting and producing behavioural 
norms and patterns with unpredictable effects. This 
evaluation of the impact potential of television re- 
flects the general awareness underlying the mass 
of research materials dealing with the television 
medium, and largely explains the research focus in 
favour of TV. 

The conclusions reported in the re- 

Conclusion 

Research on sex-role portrayal in television con- 
tent is primarily motivated by the conviction that 
television is highly influential in shaping people's 
perceptions, attitudes and conduct. While behav- 
ioural effects have not been conclusively evidenced, 
television's impact on perceptions of reality has 
been substantiated, albeit to a limited extent. T o  
the extent that television programming provides 
information about and mirrors real-life sex-roles, 
its depiction of women is inaccurate and distorted. 
Apart from minor positive developments in women's 
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programming, and already subsiding trends in 
drama, all types of television programming in vary- 
ing degrees present a highly stereotyped image of 
women, which complements an equally stereotyped 
image of men. News programmes largely ignore 
women's participation in society, as reflected in 
women's limited visibility as reporters and news- 
makers, and the discriminatory treatment of 
women's issues. Entertainment programmes in 
all types of format emphasize the dual image of 
woman as decorative object and as the home- and 
marriage-oriented, passive person, secondary to, 
and dependent on, men for financial, emotional and 
physical support. This consistent reflection of tra- 
ditional concepts of female nature and female roles 
is further reinforced by the virtual absence of alter- 
native role models to counteract the stereotype. 
The exclusion, or at best token appearance, of al- 
ternative female images communicates the message 
that the dominant traditional image is the appro- 
priate one. This pattern in portrayal of women on 
television is particularly pronounced in children's 
programmes, including those considered of the high- 
est quality. Insofar as television affects the sex- 
role perceptions of its audience, it socializes chil- 
dren into accepting men's dominant and women's 
secondary position in society at large and the family 
microcosmos. It teaches adult women and men that 
the prevailing sex-role division is appropriate and 
ultimately fulfilling. 

3. Images of women in film 

The emergence and growth of the women's move- 
ment in the last decade have aroused considerable 
interest from film critics and film historians in past 
and contemporary images of women in cinema. 
While the contributions women have made to film- 
making have been conspicuously absent from the 
chronicled film history, it is significant that recent 
attempts to document women's roles in cinema have 
been made by women. Johnston (Screen, 1975) 
interprets this phenomenon as a reflection of the in- 
creasing intervention women are attempting to make 
in the motion picture industry. Since film-making 
and the modes in which film produces pictorial lan- 
guage are dominated by the codes established by 
Hollywood (Johnston, Screen, 19751, interpretations 
of women's role in cinema have focused primarily 
on American film production. The 196O's, however, 
witnessed a growing interest among film analysts in 
the European cinema. In the sixties, the Hollywood 
studio and star system was shaken by the impact of 
the increasing appeal of television. As a result, the 
output of Hollywood films was drastically reduced, 
and with it the number of female roles (Haskell, 
1973, 325). While American film directors were 
increasingly losing interest in portraying women, 
the European actresses directed by prominent film- 
makers-authors gained in stature. 
projected in the European and American cinema are 
analysed in three book-length studies published in 

Images of women 

1973. Molly Haskell's From Reverence to Rape; 
The Treatment of Women in the Movies and Pop- 
corn Venus; Women, Movies and the American 
Dream by Marjorie Rosen document, decade by de- 
cade, the roles of women in film history from the 
pioneering years to the present. The third volume, 
Joan Mellen's Women and Their Sexuality in the 
New Film, interprets contemporary cinema's treat- 
ment of women. The merits of these three studies 
have been evaluated in terms of their contributions 
to the development of a coherent feminist theory of 
film (Johnston, Screen, 1975 - Place and Burston, 
1976). Both Johnston's and Place and Burston's dis- 
cussions emphasize the need for a systematic 
feminist approach to film, which, in their opinion, 
must go beyond an assessment of women's roles in 
film from a female point of view. Haskell, Mellen 
and Rosen are credited with an attempt to analyse 
the relationship between film and society, but they 
are criticized for failing to provide a basic theory 
of how film as a medium produces meaningful pic- 
tures. The communication of ideology occurs es- 
sentially on the formal level, in the visual language 
of film. Feminist analysis must therefore encom- 
pass the visual as well as the narrative styles and 
the interaction between them. As a uniform voca- 
bulary for describing visual cinematic language is 
still lacking, and considering the-precedence of 
narrative over visual style in Hollywood cinema 
(Place and Burston, 19761, the analyses of Haskell, 
Mellen and Rosen focus on the narrative film lan- 
guage only. Although the above critique would tend 
to diminish their value, their studies represent 
major sources of documentation on women's portray- 
al in films of the past and the present. T w o  addi- 
tional studies of female images in the mass media 
published in 1977 deal with women's roles in cinema, 
and are included in our discussion (Weibel, 1977 - 
Brayfield, 1977). A sixth publication reviewed in 
our survey (Adams and Laurikietis, 1976) is part of 
a series on sex-role socialization directed to young 
people and to their parents and teachers. 

All of the above cited studies focus on the film 
industry in Western Europe and North America. Re- 
search materials on film images of women in other 
parts of the world are largely lacking. Documenta- 
tion on cinema portrayal of women in Africa is con- 
fined to one article discussing a highly selective 
sample of films depicting African women (Hall, 
1977). T w o  documents deal with female images in 
Asian cinema: Joan Mellen's book-length study of 
the Japanese cinema (Mellen, 19761, and a seminar 
report issued by the Press Institute of India (1 976) 
on the status and image of Indian women in film. NO 
research documents were available for examination 
of film images of women in Latin America, Oceania, 
Eastern Europe and the U. S. S. R. 
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(a) North America and Western Europe 

Most of the studies we reviewed present a histori- 
cal perspective on women's roles in film. With the 
exception of Adams and Laurikietis (1 9761, Joan 
Mellen (1 973) is the only author who does not exam- 
ine successive decades of film production. However, 
her evaluation of women's representation in con- 
temporarycinema is based on film images of the 
past. A s  the title of Molly Haskell's work, From 
Reverence to Rape, suggests, contemporary images 
of women are marked by a general decline since the 
1940's. 
women shows no genuine progress (Mellen, 1973, 
271, that in fact the film industry fails to reflect 
the situation of women in any constructive or analy- 
tical way (Rosen, 1973, 341) is shared by all six 
authors. Both Rosen and Haskell subscribe to a 
theory of film as a mirror reflecting society's 
norms and values. In contrast with the growing 
strength of women in real life, their changing roles, 
more productive lifestyles, their sexual freedom, 
the new liberated woman, the strong and indepen- 
dent woman, the working woman are absent from 
current film roles. Instead, women's roles in 
American cinema are increasingly trivialized, and 
woman is progressively relegated to sex-object. 
Other dimensions of her personality remain un- 
explored. Films focus primarily on clinical, emo- 
tionless, detached and alienated sex. Actually, the 
idea of sexuality seems less and less related to 
woman. Instead, eroticism is linked with violence, 
and female sexuality is equated with psychopathy 
(Rosen, 1973, 337-338). Molly Haskell maintains 
a similar view of female images in current cinema. 
She sees the degeneration of women's film images 
manifested in the celebration of male power and 
machismo, coupled with violence against, and the 
sexual exploitation of, women, and in the cinematic 
focus on all-male worlds. Women's liberation in 
film is generally equated with the exposure and sex- 
ual responsiveness of women to the men around 
them. Sexual deprivation is the major source of 
women's misery in film, but the emphasis on orgas- 
mic sexual fulfillment as the supreme and only form 
of satisfaction expresses a male view. Besides. the 
emphasis on sex and the orientation towards males, 
cinema focuses on the young (Rosen, 1973, 345). 
As a result, older actresses have been forced into 
virtual retirement. 

for marriage and motherhood expressed in modern 
cinema. Haskell also describes this in her discus- 
sion of the male protagonist as created by American 
and British directors. The central male character 
in the Anglo-American films of the sixties and seven- 
ties is an alienated being, often the director's alter 
ego, victimized by the cruelties of modern life, 
which include marriage. Woman is the evil force 
who tries to bring the hero back into the hypocriti- 
cal society, which is the very source of the hero's 
alienation. Even in the more sincere and more 

The contention that cinema's portrayal of 

A parallel phenomenon is the general disdain 

sympathetic portrayals of women, they can find no 
fulfillment in place of romance, marriage and 
motherhood. Occasionally, women are depicted 
as strong characters who are able to choose the 
emptiness of loneliness rather than an unsatisfac- 
tory relationship. According to Haskell, this is a 
more honest reflection of "the spirit of the age'' 
than escapist violence. 
protagonists demonstrate that love is still the cen- 
tral theme in the "woman's film", a genre Haskell 
sees emerging and flourishing in the thirties and 
forties. O n  the other hand, they also reveal that 
woman's concern is different from that of man, 
thus indicating that the separation between the sexes 
is more radical than ever before in cinema history. 
Another modern development is the appearance of 
the "feminine" hero, the opposite extreme of the 
super macho-man (Haskell, 1973). From a femin- 
ist viewpoint, man taking on characteristics tradi- 
tionally associated with female behaviour is a posi- 
tive evolution which counteracts the stereotype. 
But in cinema, androgyny is solely associated with 
the male sex, and has actually succeeded in driving 
women out of the film industry. Both Haskell and 
Rosen attribute what they perceive as a degenera- 
tion of woman's image in film to the impact of tele- 
vision. When television usurped cinema's function 
as the principal family entertainment medium, the 
Hollywood film production was severely reduced in 
size, leaving few opportunities for female actors. 
According to Rosen (1973), directors and studios 
were more interested in money-making formulas 
and products acceptable to the general public. Tele- 
vision also changed the size and composition of the 
film audience. Cinema responded by shifting its 
orientation towards young people and males, who 
became most prominent in the film audience. 

Haskell adds another element affecting the por- 
trayal of women in a negative way: the intentionali- 
ty, and sometimes outright misogyny of male film 
directors. 
product of a single creative personality, the (usual- 
ly male) director-author, the image of woman in 
film was fundamentally defined by a male perspec- 
tive. Joan Mellen's work emphasizes a socio- 
political approach to film portrayal of women. The 
format of the book is a collection of autonomous 
essays arranged, not around successive decades 
in film history like Haskell's and Rosen's, but 
around the work of a particular director, a specific 
film, or a general theme. The essays are highly 
subjective and impressionistic, deriving like 
Rosen's and Haskell's studies from "the dominant 
tradition of practical criticism based on personal 
response and subjectivity" (Johnston, Screen, 
1975). 
the various essays, they remain unrelated, due to 
the absence of a coherent theoretical and political 
framework (Place and Burston, 1976). Mellen 
(1 973, 16) agrees with Haskell and Rosen that con- 
temporary cinema presents women as "diminished 
creatures". Like the other two authors, she places 

These films with female 

Since film had become essentially the 

While the first chapter attempts to integrate 
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the cinematic high point in the portrayal of women 
in the films of the 194O's, when war conditions and 
"capitalism in crisis'' required women to seek a 
satisfactory way of life independently of, or at least 
in equal partnership with men. Current cinema, 
Mellen asserts, does not in general offer images of 
strong independent women. Although women now 
appear as tougher and less demure, they are shown 
as emotionally empty, disintegrated, alienated and 
unfulfilled. The message communicated by contem- 
porary cinema is that sexual freedom detached 
from marriage leaves women empty. By portray- 
ing sexually liberated, but unfulfilled women, cur- 
rent cinema tries to capitalize on the new aware- 
ness of modern women by co-opting it, Mellen 
argues. 
clear family and the established values are stress- 
ed. Women are defined in relation to the nuclear 
family, which is the central social institution. 
This concept applies to both socialist and capitalist 
societies and cinema, which Mellen claims are 
equally governed by bourgeois ideas. 
controlled cinema of socialist countries continues 
to depict women in subservient positions. The 
threat inherent in the portrayal of oppression and 
exploitation precludes the depiction of liberated 
women in the cinema of socialist countries. When, 
exceptionally, socialist films portray women as 
taking part in the social struggle, the distinction 
between social and personal/ psychological libera- 
tion is not made. According to Mellen two images 
of women are dominant in contemporary cinema: 
they are either portrayed as domestic, protected, 
sexless beings, or as sexually liberated persons. 
She claims that the image of the passive, domestic 
woman has increasingly been replaced by that of the 
"loose" woman. This parallels Haskell's and 
Rosen's observation that women are predominantly 
shown as sexual symbols. 
as sex-object is most obviously reflected in the 
highly successful pornographic movies. 

European as well as American films continue 
to present stereotyped images of women as passive, 
anxious victims, trapped in a culture whose institu- 
tions are seldom exposed as the source of women's 
damaged personalities. The most interesting 
images of women are found, albeit infrequently, in 
films that relate women's psychology to the struc- 
ture of society, which conditions women into believ- 
ing that they are inferior. Films which portray 
women as anxious and insecure without linking their 
personalities to the social structure suggest that 
such traits are inherent in the female nature. Un- 
like Mellen, who sees the same myths about women 
operating in European films, Rosen (1973, 352) 
claims that directors such as Fellini, Truffaut, 
Bergman, portray multi-dimensional women instead 
of the rigidly categorized American types. She ap- 
preciates their focusing on women, including 
women's relationships with each other, and their 
exploration of the liberated woman who decides her 
own life and future, even if this choice means 

At the same time, the stability of the nu- 

The officially- 

The emphasis on woman 

loneliness. Rosen maintains nevertheless that 
images of fulfilled free women are as absent from 
European as from American films. 
the widely-held conception that female images in 
European cinema are more progressive or more 
positive than their American counterparts. She 
perceives two basic types of woman in European 
films: dissatisfied and tragic vs. stupid and happy. 
While European films are unable to portray women 
of action or women without men, their exploration 
of women's sensual personality is perceived as 
less superficial than in the American cinema. 
sentially though, Haskell sees actresses in what 
she refers to as the "superior" European films as 
creations of their directors, who emanate the male 
directors' visions rather than their own. 

The fact that few women are involved in the 
creative aspects of commerical film-making is 
perceived by Haskell, Rosen and Mellen as a major 
factor contributing to distorted portrayal of women 
in today's cinema. According to Haskéll, the only 
true woman's films are made outside the American 
film industry, in independent film-making, and to 
some extent in Europe. Although Mellen also be- 
lieves that more women should enter all facets of 
the film industry, it is not her contention that their 
presence alone will guarantee a more accurate por- 
trayal of women. Even focusing on women and their 
problems will not result in new images, unless the 
female personality is related to woman's experi- 
ences as a member of a particular social class and 
of society. 
vailing in society, including its view of women, 
which are enforced through the social and socializ- 
ing institutions. According to Mellen, even the 
films directed and written by women depict the sub- 
servience of women, since female artists, no less 
than their male colleagues, are ruled by the pre- 
vailing norms in film industry and society. The 
few women who are working in film industryare 
able to perceive and depict what society has done 
to women, but unable to visualize alternatives. The 
only images of liberated women are to be found in 
feminist films. However, Mellen dismisses these 
as "newsreels" and documentaries rather than cine- 
ma. In fact, none of the three authors discussed 
above examines the question of fiction vs. documen- 
tary (Johnston, Screen, 1975). All three limit 
their analysis to the fiction film "on the not always 
articulated assumption that the fictional mode is a 
more effective vehicle for the unconscious, the sub- 
terranean, the reflective and emergent social and 
psychic impulse" (Place and Burston, 1976, 55). 
According to Johnston (Screen, 19751, the flaws of 
the three documents are most apparent precisely 
in the views they express on the development of a 
feminist cinema. Haskell's concept is a return to 
the films of the 1 940's, when truly egalitarian re- 
lationships between women and men were depicted. 
Rosen holds a similar view. For Mellen, new posi- 
tive images of women will emerge only when films 
explore the personality of woman as defined and 

Haskell attacks 

Es- 

All women share in the perceptions pre- 
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conditioned by society. According to Johnston 
(Screen, 19751, the fact that all three authors con- 
fine their analysis of women and film to the narra- 
tive art film precludes them from developing a co- 
herent feminist approach to film, as well as a 
perspective on how feminist films are to be realized 
in the future. Imperfect and incomplete as they 
are, these studies are to be credited for introduc- 
ing feminist issues into the practice of film criti- 
cism. What is needed most at the present time, 
according to Johnston, is a feminist meeting point 
of film criticism and film critique. 

The study conducted by Weibel (1977, 91-133) 
discusses themes and images of women in films of 
the past and the present in relation to the socio- 
cultural conditions in general, the state of the film 
industry in particular, and the impact of television. 
Her approach emphasizes a view of film as reflec- 
tor and reinforcer of prevailing social norms and 
values, a view which coincides with that of Haskell 
and Rosen. It is implied that the portrayal of wo- 
men in film will not change until social conscious- 
ness about, and social conditions for, women have 
improved. The evolution she notes in reviewing 
women's roles in film history is a regressive one. 
In contrast with images of strong and independent 
women in films of the past (particularly the 1940's), 
contemporary cinema is not interested in portray- 
ing women. It focuses on themes that exclude 
women, or else portrays them as sexual or social 
misfits viewed from a male perspective. 
tial of strong actresses remains unexplored, due to 
the lack of women screen-writers and directors, 
and to the profit-orientation of the film industry, 
which perpetuates the production of money-making 
films focusing on violence, sensationalism, and 
sex. This explanation of the few and shallow film 
images of women, as well as the emphasis on the 
impact of television on the audience, and subsequent- 
ly on the orientation of cinema, closely approaches 
Rosen's interpretation. Like Haskell, Weibel ar- 
gues that, in the rare instances when films focus on 
women developing their consciousness about their 
own identify, or about their relationships with men 
and society, women's real goal is always marriage 
and monogamy as the only fulfilling mode of life. 
Weibel does not anticipate the development of new 
perspectives of women in the American cinema as 
long as socio-cultural conditions and opportunities 
for women in the industry do not alter radically. 
Like Haskell she observes that, while in Europe 
film directors focus more sympathetically on women, 
the view of them in film remains male-defined. 

Celia Brayfield's discussion (1977) of past and 
present images of women in films reflects an expli- 
cit feminist point of view. She describes cinema 
as a centre of male influence with a decreasing num- 
ber of female workers and virtually no women film- 
makers (cfr. infra, II, 3). Although she also notes 
the lack of female roles and the sexual exploitation 
of women in current films, her evaluation is more 
ambivalent than that of the other authors under 

The poten- 

discussion. The explosion of woman-hatred in 
films of the sixties and seventies is perceived as 
a reflection of society's and particularly men's an- 
xieties over changing sex-roles. While most films 
of the last decade express overt misogyny, or cele- 
brate machismo, others have explored woman's 
identity and have documented the sexual, psycho- 
logical and social oppression of women. Brayfield 
also finds the reappraisal of leading women film 
directors encouraging. Unlike Mellen, Haskell 
and Rosen, she does not discard feminist attempts 
at film-making as insignificant. In view of the 
changed function (from entertainment medium to 
work of art) and audience of film, the commercial 
success or the number of people who see a film 
are no longer measures of its social influence 
(Brayfield, 1977, 110). The perception of film as 
a work of art created by its (usually) male director, 
which gained wide acceptance in the sixties, nar- 
rowed cinema's concept of women. Women were 
essentially viewed through male eyes, and sexual- 
ly liberated women were seen as a threat to mas- 
culinity. Although they disappeared in central roles 
during this period in film history, and were increa- 
singly portrayed as sex-objects, Brayfield views 
the more realistic physical portrayal of women as 
a positive development. Unlike the four other au- 
thors discussed above, Brayfield notices a recovery 
from "sexual paranoia" in the films of the seven- 
ties, and a renewed interest in women in search of 
their identity. She admits that women are assuming 
central roles again often by virtue only of their sex- 
ual relationship with the male protagonist, but they 
are nevertheless frequently portrayed as whole 
women rather than mere sexual creatures. More 
than Mellen, Haskell, Rosen or Weibel, Brayfield 
is optimistic about new developments in the film 
industry: the growing recognition of female direc- 
tors, the creation of new opportunities in film by 
the women's movement, and, in the United Kingdom, 
the adoption by the Association of Cinematograph, 
Television and Allied Technicians of guidelines for 
the elimination of discrimination against women in 
the film industry (cfr. infra, II, 3). 

A 1976 series of books published by the femin- 
ist press Virago and directed to young people and 
their teachers examines sex-role socialization pro- 
cesses operating in society, including the socializ- 
ing role of mass media (Adams and Laurikietis, 
1976). The discussion of cinema is limited to a 
description of images of women as compared to 
men projected in various popular film genres. The 
scarcity of women working as film directors is 
cited as a major source of the distorted portrayal 
of women in contemporary film, A review of popu- 
lar films revealed the following trends: 
- female roles in current cinema are very limited 
in number and highly stereotyped; 

- the film perspective of women is essentially a 
male one, owing to the lack of women directors; - few films focus on women; 
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- in the masculine world of westerns, gangsters, 
espionage, war and violence, women remain in 
the background of the heroes' lives and are ex- 
cluded from participation in the central action; - in "sexy" films women are reduced to sex- 
symbols and sexual objects; - some recent films feature women in central parts, 
although few reflect women's current social 
status. 

The authors expect new positive developments 
in the film portrayal of sex-roles under impact of 
the women's movement and women's continued 
struggle for equal opportunities in the film industry. 
A list of concrete questions is provided to increase 
the reader's awareness of sex-role stereotyping in 
films, While any attempt to increase young people's 
consciousness about the socializing role of the me- 
dia is highly commendable, female and male stereo- 
types in cinema and in media in general cannot be 
discussed in isolated context. Young people should 
be given insight into the functioning of the film me- 
dium and the film industry, and into the relationship 
between film and the images it presents and the 
structure and perception of sex-roles in society. 
In this respect, Adams and Laurikietis' analysis 
proves inadequate. 

(b) Africa 

In comparison with the scope of the literature on 
images of women in American and European film, 
the materials on the subject in African films ap- 
pear to be extremely fragmentary. In a recent ar- 
ticle in "Africa Report", Susan Hall (1977) examin- 
ed a selection of feature and documentary films 
dealing positively with the position and roles of con- 
temporary women in various African societies. All 
the films selected for analysis are available for dis- 
tribution in America. The accessibility to the mate- 
rials probably determined the size and composition 
of the survey sample. Accessibility as a selection 
criterion does not ensure a representative sample. 
The representative nature of the selection is further 
obscured by the absence of basic information on the 
structure and size of the film industry in Africa and 
on films dealing with African women. The relative 
importance and potential impact of the selected 
films remain ambiguous, unless they are placed in 
the context of the entire film production dealing with 
African women. 

pict the oppression of young women by their alien 
environment. The documentaries focus on the life- 
styles and ordinary or unusual roles of women of a 
particular ethnic group, or of individual women. 
The author concludes that, while dealing with rele- 
vant concerns of African women, these films are 
not comprehensive. She argues that too much em- 
phasis is placed on Western influences on the chang- 
ing status of women. Instead, the depiction of 
womenls position in African societies should be re- 
lated to traditional forces affecting women's past 

The two feature films which are discussed de- 

and present status. 
need for films, not only about, but also by, African 
women. However, she fails to identify the direc- 
tors of most of the films she examined by sex and 
nationality. A discussion and evaluation of oppor- 
tunities for African women in film industry is also 
omitted. 

Hall further emphasizes the 

(c) A A  

Documents on film images of women in Asia are 
equally sparse. A seminar held at the Press Insti- 
tute of India in early 1976 focused on the role of 
mass media in changing social attitudes and prac- 
tices towards women. The assessment of female 
film roles does not go beyond the observation that 
commercial cinema seldom portrays liberated 
women. According to the report, women are high- 
ly categorized in cinema, but the female types ap- 
pearing in commercial cinema are not specified. 
The position of women in the "serious" cinema is 
described as "somewhat better", but not entirely 
satisfactory. However, no content description is 
provided. It was concluded that no improvements 
are to be expected from commercial cinema, as 
it necessarily caters for the lowest common deno- 
minator, and therefore portrays woman as the mas- 
ses would like to see her. However, no data are 
provided concerning the structure and audience of 
the commercial vs. the alternative film industry, 
or about the status of women in Indian society and 
the perception of sex-roles. 
in Indian cinema can only be evaluated when placed 
in a broad socio-cultural context. 

In her "Re-introduction of the Japanese cinema 
to Western audiences" (Mellen, 1976, foreword), 
which she considers long overdue, Mellen analyses 
images of the Japanese woman in the films of 
several leading (male) Japanese directors, who 
have focused on the position of women in Japan- 
ese society. According to Mellen, women are 
seldom portrayed as independent human beings, 
which is in accordance with their real-life posi- 
tion. In a society predominated by rules in 
every aspect of life, including relationships be- 
tween the sexes, vigorous rules govern the life 
of the Japanese woman, who belongs to the low- 
est societal caste. In contemporary patriarchal 
Japan, the perception of woman as either wife 
or whore persists, Mellen observes. This dicho- 
tomy is reflected in the Japanese cinema. Dif- 
ferent standards apply to these two kinds of WO- 
men. A wife's role as keeper of the home 
and nurturer of her children is incompatible 
with that of experiencing love as pleasure. 
The latter is the privilege of the "loose" woman, 
whose needs remain nevertheless subordinate to 
those of man. The basic inequality between the 
sexes pervades all their interactions. According 
to Mellen, the most interesting images of women 
are to be found in the films of directors who oppose 
the traditional concepts of women's role. However, 

The position of women 
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in the "magnificent body of Japanese films", she 
was unable to find one example of a woman "who 
has carved out a meaningful role for herself as an 
individual and is valued as such by a man'' (Mellen, 
1976, 251). Many directors who understand how 
Japanese patriarchy demeans women have depicted 
woman's oppression and her arduous struggle to 
free herself from passivity and submission, which 
she has been taught to assimilate since childhood. 
N o  private solutions are offered for women's plight 
in the Japanese cinema. Directors who are critical 
of the social place accorded to women also criticize 
the feudalism persisting in contemporary Japan, 
which oppresses both men and women. While 
women's liberation is linked with human liberation, 
it is implied that women must fight for freedom in- 
dependently from Japanese men who are too com- 
fortable with the present patriarchal social order. 

Conclus ion 

A review of the literature on the image of women 
i.n film reveals that the cinema generally fails to re- 
flect or deal positively with the changes in sex-role 
perception and behaviour occurring in contemporary 
society. It is also apparent that continued research 
is necessary in the areas of film history, film criti- 
cism and film theory in order to enable an accurate 
appreciation of women's - and men's - roles in 
cinema, as well as the development of new ap- 
proaches to the cinematic portrayal of women and 
men. 
aroused considerable academic and feminist inter- 
est in the treatment of women in film in North 
America and Western Europe. Research in other 
parts of the world, and in other types of society 
lags far behind. 
researchers is the need for better training and em- 
ployment opportunities for women in the film indus- 
try. 
is perceived as a major source of the distorted film 
portrayal of women. 

The impact of the women's movement has 

A third point of consensus among 

The lack of women scenarists and directors 

4. The Press 

A. Images of women in newspapers 

Newspaper portrayal of women has not been the fo- 
cus of extensive research (Busby, 1975). The avail- 
able research materials deal with the treatment of 
women in pictorial, textual and linguistic content of 
various newspaper sections. Of special interest to 
our survey are the studies of the newspapers sec- 
tions aimed specifically at women. Although these 
have been criticized for perpetuating traditional 
perspectives, they represent an (at least potential- 
ly) important institutionalized vehicle for informa- 
tion about or relating to women (Merritt and Gross, 
1977). The very existence of a separate newspaper 
section for the female reader is perceived as inher- 
ently sexist. It implies that all other news areas 
are exclusively male territory, and that men are 

not interested in "women's issues" (Hole and 
Levine, 1971, 250). A second focal point of femin- 
ist criticism of newspapers is their coverage of 
the women's movement and feminist activities, 
which is claimed to be disproportionately sparse, 
trivializing and condescending in tone (Hole and 
Levine, 1971, 266-270). Most of the available 
documents ar e c ont ent -ana lys e s. Effect studies 
have been largely neglected, mainly because of dif- 
ficulty in isolating impact of the media on sex-role 
development from other socializing influences such 
as school, church, family etc. (Busby, 1975). In 
the area of research on the portrayal of women in 
newspapers, North America has been most produc- 
tive. The majority of the studies conducted so far 
have a micro focus in the traditional fashion of 
America empirical research. In Europe, research 
in this field is still in its infancy with feminist 
awareness and growing interest becoming most 
articulate in the United Kingdom. Feminists in 
Australia are also starting to focus on the media 
image of women. Research material is still limit- 
ed, but the need for systematic study has been ac- 
knowledged. T w o  papers presented to the Asian 
Consultation on Women and Media deal with the 
treatment of women in Japanese and Hongkong news- 
papers. Documents on other parts of Asia, as well 
as on the entire African continent were unavailable. 
Also currently unavailable are documents dealing 
with newspaper treatment of women in Central and 
Eastern Europe and the U. S. S. R. The 1977 semi- 
nar on ''Mass Communication Media and Their In- 
fluence on the Image of Women" included a discus- 
sion of newspapers, as summarized in the resolu- 
tion released by the Interamerican Commission of 
Women (CIM) of the OAS which sponsored the con- 
ference. 
for examination of women's media roles in Latin 
America. 

It represents the only document available 

(a) North America 

1. The treatment of women in newspapers 

Three studies published in the 1970's analyse 
images of women in pictorial, linguistic and textual 
newspaper content. 

men portrayed in news photos appearing in The 
Washington Post and The Los Angles Times, selec- 
ted because they were among the first newspapers 
to remodel coverage of contemporary lifestyles and 
roles. Miller motivates her choice of news photos 
as analytical units because previous research has 
primarily concentrated on roles of women in enter- 
tainment content. Photos, she argues, are among 
the first items to attract the readers' attention, and 
help establish the context in which they interpret the 
accompanying news story. 
the overall photo coverage of both newspapers was 
similar. The differences noted were not attributa- 
ble to editorial policy, but rather to the nature of 

Miller (1975) analysed the roles of women vs. 

The study showed that 
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the communities served by the papers. Photos of 
men outnumbered photos of women in all sections 
except the lifestyle pages. As for female roles, 
women were primarily portrayed as spouses, so- 
cialites and entertainers. The photo coverage of 
women as sports figures, professionals, activists 
and politicians was negligible compared to their 
portrayal in the aforementioned roles. 
men appeared in news photos overwhelmingly as 
politicians, professionals and sports figures. The 
lack of news photos of sportswomen is due to the 
newspapers I pre- occupation with "big money" pro- 
fessional sporting events. However, by excluding 
coverage of women's athletic events the newspapers 
perpetuate the relative unpopularity of these sports, 
Miller observes. News photos also seldom showed 
women in working roles, although the social and 
economic impact of female employment warrants 
news coverage. Miller concludes that the portrayal 
of women in news photos in both newspapers fails to 
reflect the roles women occupy in the Washington and 
Los Angeles communities, The photo coverage con- 
forms to accepted, but increasingly irrelevant, jour- 
nalistic formulas and concepts of newsworthiness. 

A second research area which has been almost 
totally neglected is the manner in which language is 
manipulated by journalists (Ward, 1975). Aware- 
ness and criticism of discriminatory language are 
growing. Ward sees criticism verbalized in the 
"Letters to the Editor" section of newspapers as a 
relevant indicator of changing language attitudes. 
However, she does not systematically analyse these 
sections in a representative sample of print media. 
She only cites examples of critical commentary on 
the use of sexist language by journalists, quoting 
from a wide range of publications to illustrate femin- 
ist impact on public language. The merits of Ward's 
article lie mainly in drawing attention to a research 
gap rather than contributing to filling it. Her discus- 
sion of feminist language theories, as formulated 
by Miller and Swift (1976) and Lakoff (1976), and 
their implications for journalism practice and edu- 
cation is illuminating. 

While Miller's study revealed differences in 
female vs. male portrayal in pictorial news, and 
the article by Ward focused on linguistic discrimi- 
nation of women, Drew and Miller (1977) designed 
an experiment using students of journalism to exam- 
ine the treatment of female vs. male news-makers 
in news stories. They hypothesized that student re- 
porters would categorize a female news-maker on 
the basis of sex, and would seek out and include in- 
formation to support that categorization. The stu- 
dents' assignment consisted in writing a news story 
about the appointment of a woman and a man to an 
administrative position in a public school, illustra- 
ting it and drawing up interview questions on the 
basis of supplied materials. A n  analysis of the 
stories showed that the reporters were more likely 
to mention the news-maker's qualifications for the 
job when he was male. Drew and Miller interpret 
this as an indication that reporters consider the 

By contrast, 

male more qualified for the job than the female. 
More differences in treatment of female vs. 

male news-makers surfaced in the interview ques- 
tions. Female newspersons were more likely to 
be questioned about sex-roles and problems asso- 
ciated with the combination of a career with family 
responsibilities. They were also more frequently 
asked factual questions about the job, which probed 
their responsibilities and limitations. The fact that 
such questions were less frequently addressed to 
the male appointee indicates that reporters are less 
aware of potential role conflicts in men. 
al, the picture presented of the male news-maker 
was more likely to be well-rounded than the portray- 
al of the female newsperson. Although the blatant 
stereotyping predicted in the hypothesis was not 
confirmed, the reporting showed subtle bias based 
on the sex of the news-maker. 
also predict that the more inconsistent a news-item 
is with the traditional female role, the more jour- 
nalists will tend to emphasize this inc6nsistency in 
place of providing more substantive information. 
The effect of sex-role socialization and sex-role 
perceptions of communicators in their treatment of 
women and men in the news remains a largely un- 
explored area of study. 

In gener- 

Drew and Miller 

2. The "women's section" 

Empirical studies of women's sections in news- 
papers are largely lacking. Merritt and Gross 
(1 977) suggest that this lack of interest may reflect 
the section's low evaluation within the newspaper 
hierarchy, and the generally low status of, and as 
a result the low interest in, women-dominated oc- 
cupations (cfr. infra. II, 4). 
sible, according to Merritt and Gross, in view of 
the current evolution in women's roles and the po- 
tential of women's pages as a mass forum for in- 
format ion about women. 

tional women's pages into a general-interest sec- 
tion, designed to attract male as well as female 
readers, has generated research interest. Miller 
(1976) and Guenin (1975) analysed the content of the 
renamed ''lifestyle'' sections in samples of geo- 
graphically diversified newspapers as compared 
with that of women's sections retaining their tra- 
dit ional f ormat. 

of 6 metropolitan newspapers, three of which had 
redesigned their section to suit contemporary needs, 
while the other three maintained the section in its 
traditional format. She found that traditional con- 
tent was much higher in traditional than in contem- 
porary sections. However, the updated sections 
did not meet the criteria suggested by critics. Only 
half or less of the suggested topics was covered in 
either broad-interest or traditional sections. The 
analysis further showed that entertainment stories 
were replacing traditional content in contemporary 
sections. The coverage of consumer news was 

Such neglect is indefen- 

The recent phenomenon of remodelling tradi- 

Guenin content-analysed the women's sections 
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generally absent. 
hand.did not fail their readers as much as critics 
believe, since two of the three papers covered top- 
ics other than the traditional content at least as 
well as the upgraded sections, and had good feature 
content. According to criteria established by crit- 
ics, the transition from a traditional format to a 
broad-interest section has not resulted in reporting 
which reflects the needs of contemporary newspaper 
readers, Guenin concluded. 

The conclusion that the modernization of 
women's sections merely implies a shift in empha- 
sis towards entertainment parallels Miller's find- 
ings. Her 1976 study of redesigned women's sec- 
tions in major newspapers over a ten-year period 
also revealed a tendency to replace traditional con- 
tent with entertainment. Actually coverage, espe- 
cially of child-rearing and consumer information, 
had dropped, due to the combination of a change of 
the section's name and a reduction in the number of 
pages. The author observes that coverage of child 
care and consumerism is specifically relevant to- 
day, in view of the changing role of women and its 
effect on child care and domestic responsibilities 
of both men and women. 
women's pages has produced no major changes in 
the coverage of lifestyles and consumption, Miller 
concludes that some of the changes have been for 
the worse. 

These research results encouraged Merritt and 
Gross (1977) to make a further attempt at assessing 
whether and how women's sections could contribute 
to the improvement of women's news. They conduc- 
ted a national survey of a random sample of editors 
of women's sections in large metropolitan news- 
papers. Questioned about their perceptions of the 
normative (what should be) and objective (what ac- 
tually is) goal of the women's/lifestyle sections, 
most female and male editors chose the traditional 
focus, i. e. that related to domestic affairs and so- 
cial events. The disparity between normative and 
objective goal perceptions was significantly greater 
for women than for men. Of those who did not opt 
for the traditional orientation, women were more 
likely to emphasize social change, while the male 
editors tended to choose entertainment as the main 
objective of the section. Women editors, especial- 
ly those who believed that increasing the audience's 
awareness of social change should be the primary 
goal of the section, devoted more space to the 
women's movement than men. Since editorship of 
women's pages is a female-dominated occupation 
(80% women vs. 20% men in the sample), and con- 
sidering their greater concern with coverage of the 
women's movement, Merritt and Gross suggest that 
their presence may ensure the audience's exposure 
to non-traditional perspectives of women, at least 
in the large metropolitan newspapers. They hesi- 
tate to conclude that the presence of male editors, 
who tend to focus more on entertainment and are 
more ambivalent about women's roles, automatical- 
ly precludes such perspectives. Men's presence 

Traditional papers on the other 

While the re-styling of 

may simply provide fewer opportunities for cov- 
erage of issues which increase the audience's 
awareness of alternative lifestyles and changing 
sex-roles. O n  the other hand, the predominance 
of tradition-oriented editors among women as well 
as men may overshadow the emphasis on social 
change or entertainment of the female or male edi- 
tors who are non-traditional. This conclusion has 
implications for the feminist position on women's 
presence in the media. While women tend to be 
more concerned about women's issues, their pre- 
sence alone does not automatically guarantee a less 
traditional orientation. 

3. Newspaper coverage of the women's move- 
ment 

Although the women's sections in newspapers dis- 
cuss women's issues, coverage of women-related 
news and the women's movement is not exclusively 
limited to these pages. Morris (1973) conducted a 
quantitative study of the overall content of two Los 
Angeles and twelve British newspapers for their re- 
porting 'on the. women's movement in the early phase 
of its development. 
hypothesis that one mechanism to control conflict 
generated by the emergence of a movement which 
threatens the established societal values is to with- 
hold information about it from the general public in 
order to minimize its impact. Newspapers rather 
than other news media were selected for testing 
this hypothesis on the basis of a 1970 study which 
indicated that newspapers were the major source 
of information for the majority of the respondents. 
The generally sparse coverage of the women's 
movement in both American and British newspapers 
at a time when it was sufficiently large and active 
to warrant press coverage is interpreted by Morris 
as a confirmation of the hypothesis. Other studies 
which reveal the lack of coverage given to certain 
aspects of societal life that might present a threat 
to the maintenance of the status quo (e. g. poverty, 
racial minorities) support Morris I conclusion that 
keeping the public ignorant is a means of social con- 
trol. Since withholding information in the establish- 
ment press did not prevent the movement from 
growing, Morris predicts that the press will resort 
to other tactics to limit its impact. O n  the basis 
of evidence presented elsewhere, she argues that 
when society co-opts some of the movement's aims, 
mass media increasingly present a "respectable" 
image of the movement by omitting its more radi- 
cal aspects. This conclusion may seriously limit 
the potential of the movement to realize a radical 
restructuring of social relationships. It certainly 
implies that the establishment press is unlikely to 
co-operate in increasing the general public's aware- 
ness and support of the radical movement aims. 

The author started from the 
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numerous pin-up photos would suggest. It occasion- 
ally dealt with issues of importance to women and 
defended individual women against a male-dominated 
establishment. 

The main problem posed by the analysts is 
whether the newspapers' role is merely to reflect 
women's position in society, or whether they should 
influence the direction society is taking. If the 
newspaper's prime responsibility is to reflect the 
world as it is, researchers may well inquire if the 
few references to women found in most newspapers 
actually reflect women's limited contributions to 
social, cultural and political life, or whether news- 
papers and reporters are merely ignoring the con- 
tributions women are making. The use of exclusive 
language is interpreted as evidence in support of 
the latter view. 

A 1977 descriptive study of British newspapers 
(Barr, 1977) also reveals the use of discriminatory 
language, implying that for journalists the norm of 
people seems to be male. 
stereotypes of women are slowly being recognized 
as such by the daily press, they are not yet rejec- 
ted as invalid and continue to be reinforced. Stereo- - 
typing is apparent from the emphasis on female ap- 
pearance and the description of women, whatever 
their occupations are, in terms of their marital 
status and their domestic roles (cfr. the ISIS con- 
clusions supra, p. 61). Family and marital status 
are deemed irrelevant for the identification of men 
in British newspapers. A s  the ISIS report, Barr 
found no difference between female and male re- 
porters in their treatment of women. 

The use of a double standard in the depiction 
of women vs. men in the news was also revealed 
in a 1974 analysis of six British newspapers (X, 
University of Birmingham, 1974). The research 
team studied the representation of women in nine 
news categories. The analysis showed that fewer 
women than men appeared as politicians, profes- 
sionals, criminals and sports figures. Women 
were also less likely than men to be perceived as 
extraordinary or to be assigned elite status. Fe-' 
males were most frequently portrayed as sex- 
objects and as supportive wives/mothers, i. e. as 
defined by their relationships to men. The preval- 
ence of this criterion of newsworthiness applied to 
women reflects the reinforcement of the stereo- 
typed image of women prevailing in society. Even 
when women are considered news by virtue of their 
political or professional activities, their newspaper 
images relate them to their roles as mothers, 
wives, or sexual beings. In the reporting of female 
crimes, traditionally feminine behaviour (such as 
crying in the court-room) is stressed. Women of 
elite-status are presented in newspapers by virtue 
of their romantic involvements or in terms of mar- 
riage and family. However, descriptions of actual 
married life are extremely rare and totally un- 
glamorous. 
social circumstances or disasters exploits their 
vulnerability and their inability to act. For men 

While Barr' notes that 

The depiction of women as victims of 

(b) Western Europe 

Studies of the treatment of women in the European 
daily press are generally less systematic than those 
conducted in America. However, despite their ten- 
dency to describe and illustrate rather than analyse, 
they present a broader perspective than the limited 
scope of most American research permits. 

1. e 
The ISIS report on Women in the Daily Press (X, 
ISIS, 1976) is based on content-analysis of five 
newspapers and one news magazine published in 
Western Europe. 
ods used in the studies are far from uniform, as 
the report explicitly states. The report makes no 
claims about the scientific merits of its methodolo- 
gy, but contends that the uniformity of the results 
compensates for the methodological flaws. 

The various publications examined appear to 
project similar stereotypes of women, who are 
most often portrayed as victims of natural or fabri- 
cated disasters. Their roles as mothers and wives 
are emphasized and given precedence over their oc- 
cupat ional or profess ional activities . Women' s 
physical appearance is often stressed, even when 
it bears no relevance to the subject of the news 
story. Women in the news are further perceived 
as belonging to a separate category, a different 
species. This is demonstrated by the existence of 
a separate woman's page in some publications. The 
"male-is-the-norm" attitude also surfaces in lan- 
guage practices which implicitly or explicitly ex- 
clude women. While the analysis revealed a gen- 
eral underrepresentation of female journalists, it 
also showed that women reporters were no less 
prejudiced than their male colleagues in their treat- 
ment of women. The survey conducted by Merritt 
and Gross (cfr. supra, p. 60) also indicated that the 
mere presence of female journalists would not gua- 
rantee alternative perspectives of women. 

The above conclusions apply to the different 
publications in varying degrees. Le Monde and 
The Times are commended for their straight and 
accurate reporting in the few articles dealing with 
women's issues, as well as for their non-sexist 

The sampling and analysis meth- 

images and descriptions of women. 
Genhe,, while featuring a woman's page and gener- 

La Tribune de 

ally ignoring female news-makers, provided good 
coverage of women's sports. The International 
Herald Tribune carried articles on prominent 
women and feminist events and had expanded its 
number of female by-lines. Newsweek has adopted 
the policy of referring to women by their last name 
only after the initial identification, a policy hitherto 
only applied to males. The Daily Mirror was the 
most inconsistent in its portrayal of women. Its 
main aim is to attract the reader's attention and 
provide easy reading. T o  accomplish this, it often 
resorts to the use of stereotypes. However, the 
paper is less sexist than a first glance at its 
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described in such news stories, passivity and in- 
ability to act are not emphasized. 

conclude that male and female spheres are strictly 
delineated in newspapers. Politics, professions 
and sports are considered male domains. Marital 
and domestic affairs are perceived as women's 
primary responsibilities. Only by stressing 
women's femininity, as defined by traditional stan- 
dards, are women allowed to enter the male spheres 
of politics and sports. Furthermore, love, mar- 
riage and the family are often placed in a fantasy 
context, which presents the female roles of lover, 
wife and mother as the ultimate fulfillment. Women 
readers are encouraged to identify with these 
images, and to evaluate their roles accordingly. 
The fantasy depiction of motherhood and marriage 
in newspapers suggests that any less positive ex- 
periences female readers might encounter in every- 
day life are due to personal failure rather thanto 
the inadequacy of the existing social structure. 
Thus the institutions of marriage and the family as 
well as traditional female roles are reinforced. 

concept of sex-roles which underlies images of 
women and men in newspapers. The reinforcement 
of the established values and the existing social 
structure reflect the newspaper's role as preserver 
of the status quo (cfr. supra, p. 61-Morris). 

On the basis of these findings, the analysts 

The above discussion attempts to identify the 

2. The "women's section'' 

The study of British newspapers conducted by Barr 
(1977) includes a discussion of women's pages, 
which continue to appear in most papers. Like 
American newspapers, many British daily papers 
are dropping the label "for women", although the 
renamed sections remain largely directed to them, 
While the author questions the implications of sep- 
arate pages for women, she supports segregated 
coverage of subject matter of importance to con- 
temporary women as a temporary measure (cfr. 
supra, p. 59-Merritt and Gross). However, re- 
labelling this section has not always been accom- 
panied by a shift in orientation from the traditional 
food, fashion and household focus. On the other 
hand, female editors of women's sections in such 
newspapers as The Guardian, The Times, The 
Observer have provided a forum for the exchange 
of women's views and for support of feminist pur- 
suits. O n  the basis of these data, the author con- 
cludes that to humanize the news and better serve 
the interests of both male and female readers, 
more women journalists are needed. 

3. Newspaper coverage of the women's 
movement 

The newspaper coverage of the movement for 
women's liberation reflects the unflattering and un- 
informed view that exists in the public mind, accor- 
ding to the study conducted by Barr (1 977). The 

description of feminist groups and their activities 
is biased. 
is incorrectly used to refer to almost every female 
pursuit other than homemaking. 
side, the study showed that the coverage of issues 
related to women's position in society is steadily 
increasing. Unfortunately, the press exploits the 
growing popularity of the theme by creating move- 
ment and anti-movement stars. The press' ambi- 
valence towards women's new consciousness is 
also demonstrated in the photographs it publishes: 
pictures of anti-liberationists were found to be 
generally flattering, while photos of leading femin- 
ists tend to be unflattering and aggressive. Such 
manipulative practices reinforce the stereotype of 
woman projected in the daily press; women are 
judged on the basis of their looks rather than their 
actions. 

The term ''women's liberation" itself 

O n  the positive 

(c) Oceania 

The September 1977 issue of the New Journalist 
devoted to the position and image of women in Aus- 
tralian media, as analysed and interpreted by the 
Women Media Workers, includes four articles on 
newspapers. Specific areas of concern are: the 
coverage of rape as an act of violence against 
women, the coverage of women's sports, and the 
alternative media's reflection of feminist concerns. 
The articles are reviewed primarily for their 
expos6 value, which compensates for their method- 
ological inaccuracy. Systematic research in this 
area is still at its infancy in Australia, as acknowl- 
edged throughout the issue. 

1. The treatment of women in newspapers 

One article examines the portrayal of women in the 
Sydney newspaper- (New Journalist, 1976, 5). 
Its conclusion that the reporting is sexist is support- 
ed by illustrative examples rather than systematic 
content-analysis. According to the unidentified 
author, the Sun trivializes women. It identifies 
food and fashion as their sole interests by exclud- 
ing women from all other news, while neglecting 
serious coverage of women's issues. Stereotyped 
portrayal of women appears in sexist cartoons and 
headlines, in the description of women in terms of 
their roles as mothers, in the sensationalist cov- 
erage of rape, and in billing the consumer news 
columnist as "The Housewife's Friend". Sex dis- 
crimination in theSun is attributed to the prece- 
dence of the commercial interests of its editor over 
all other concerns. The lack of substantive doc- 
umentation and the polemical tone of the article 
restricts however the conclusions that can be drawn. 

The article focusing on the reporting of rape 
(New Journalist, 1976, 7-8) is also sparsely and 
randomly documented. In the same fashion as in 
the article discussed above, the anonymous author 
argues that the ambiguous and "mock horror" re- 
porting of rape is used as a sensationalist attention- 
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getter to increase newspaper sales. By presenting 
the victim's shame following the attack as a natural 
reaction, newspapers reinforce the notion that rape 
is somehow provoked by the woman. 

The analysis of the image of women in the cov- 
erage of the 1976 Olympic Games in three news- 
papers is somewhat more systematic. The compo- 
sition of the survey sample as well as the monitor- 
ing period are indicated. Conclusions are based on 
practices in the treatment of sportswomen common 
to all three papers. Three general conclusions are 
drawn: - women are treated only according to the narrow- 
est stereotypes; 

- the underlying assumption structuring sports re- 
porting is that male precedes female in impor- 
tance, and therefore pictorially and in copy space; 

- sports reporters view "male" as the general norm. 
Women seem to fit some other second-ranking 
category (cfr. supra, p. 62-ISIS report). 

Data in support of these generalizations include: 
the use of meaningless married names to identify 
sportswomen; the fact that professions are listed 
for male, but not for female athletes; the fact that 
in multiple item stories male events and results of 
male competitions are covered first; the practice of 
referring to female competitors as "girls", while 
sportsmen are never called "boys". A major factor 
contributing to the discriminatory treatment of wo- 
men in sports news is the underrepresentation of 
female journalists in sports departments. This ex- 
planation is substantiated by a comparison of reports 
from male journalists with those written by the two 
sole female sports correspondents. 
porters wrote from a markedly different point of 
view, which emphasized individuals' achievements. 
While the reportage of such an unusual and highly 
publicized event as the Olympic Games may not be 
representative for everyday sports reporting, it 
does provide data in support of the widely-held con- 
tention that sports reporting is heavily biased 
against women (cfr. supra, p. 57 - Miller). 

The women re- 

2. Newspaper coverage of the women's move- 
ment 

A fourth article in the New Journalist focuses on 
the alternative media, including the underground 
press. According to the author, the press is the 
most accessible to women among the alternative 
media in Australia. A gradual change in the under- 
ground press from a preoccupation with male issues 
to the reflection of feminist awareness and the inte- 
gration of femfnist goals into its revolutionary pro- 
gramme is noted. The author relates this evolution 
in the press to the development of the counter- 
culture movement. From its emergence, the under- 
ground movement was male-oriented and male- 
dominated. Women were relegated to traditional 
roles and excluded from policy-making. Gradually 
the underground media, and particularly the press, 
started responding to feminist consciousness and 

demands by dealing with women's issues and by 
employing more women in all phases of production. 
The author argues that the alternative press is im- 
portant to feminists, as it provides opportunities 
to exert influence outside the specifically feminist 
media. By focusing on the underground press, the 
article diverges from the dominant trend in media 
studies of women which generally concentrate on 
the establishment media. Although this emphasis 
may be justified on the basis of the mass appeal and 
the pervasive impact of the established press, the 
importance of the underground press, along with 
the feminist press, for the introduction and spread 
of feminist ideas warrants further research. 
comparative analysis of women's movement cover- 
age in the establishment vs. the underground news- 
papers, and an assessment of their audience and 
potential impact would be most productive. 

A 

In view of the vastness of the Asian continent, the 
disparate levels of socio-economic development and 
literacy, the varying concepts of the press itself 
e. g. in communist vs. non-communist nations (cfr. 
X, World Communication, Unesco, 1975), an as- 
sessment of women's roles as reflected in the press 
is a complicated task (Kulkarni, 1976). At present, 
a comprehensive survey of sex-role portrayal in 
Asian newspapers is lacking from the available lit- 
erature. T w o  papers presented to the Asian Con- 
sultation on Women and Media attempt to narrow 
the existing research gap. 
on images of women in Japanese and Hongkong news- 
papers. 

They focus respectively 

1. The treatment of women in rgwspapers 

The paper presented by Tokiko Fukao (1976) high- 
lights part of the results of an analysis of Japanese 
newspapers. The conclusions pertain to the news- 
papers' view of women's role in child-rearing as 
reflected in news stories on child abandonment and 
infanticide, and to their concept of women as emerg- 
ing from the coverage of women's activities. Nei- 
ther the scope nor the methodology of the study is 
detailed here. However, the report documents the 
social conditions in Japan, particularly those rela- 
ted to child care, and the changing status of Japan- 
ese women. Against this background the treatment 
of women in newspapers is evaluated. The author 
concludes that newspapers reinforce traditional 
notions about women's roles and femininity, which 
are in sharp contrast with the redefinition of sex- 
roles occurring in contemporary Japan. The stereo- 
typed images and descriptions of women reflect a 
male perspective, according to Fukao. In order to 
improve women's image, women themselves must 
exert more influence. Not only is there a need for 
more female journalists, but the female audience 
must take action by protesting against the depiction 
of women in the press and the lack of women 
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journalists. The treatment of women in the Japan- 
ese press thus appears to be no different from the 
practices prevailing in the press of Western indus- 
tralized countries. 

2. The "women's section" 

The paper presented by Kulkarni (1976) attempts to 
assess the social consciousness of women's roles 
as reflected in the Asian press on the basis of an 
analysis of the women's pages in the English- 
language newspapers of Hongkong. The survey 
sample is not claimed to be representative of the 
Asian media. Furthermore, Kulkarni observes 
that the English-language press is more elitist and 
more directed to the middle classes than the Asian- 
language press. On the other hand, the level of 
literacy is generally low in Asia. Newspaper read- 
ing is more common among the middle classes 
whose ethos can be assumed to be reflected in the 
English-language press. Finally, the author as- 
sumes that the basic mores of the educated middle 
class of Hongkong roughly correspond with those 
prevailing elsewhere in non-communist countries 
of Asia. 
be interpreted in view of the above limitations. The 
women's pages contain an overwhelming number of 
photographs, mostly of the Hongkong elite's social 
events and of fashions. The sections are dominated 
by fashion stories, usually include horoscopes, and 
regularly feature foods and recipes imported from 
the West. 
cused on medical or psychological issues, including 
two items on birth control. Only two of these arti- 
cles were written by local journalists. About two- 
thirds of all the news stories in the sample came 
from outside syndicated services: written by Wes- 
tern journalists, directed to Western audiences and 
dealing with issues relevant to their societies rather 
than the Asian socio-cultural context. Since the 
newspapers in the sample are aimed at the educa- 
ted middle class, the author argues that the content 
of their women's pages does not only reflect Asian 
journalists' prejudices about women's roles and 
interests, Sut also those of the audience they serve. 
awareness of the aims of the women's movement 
exists mainly among the middle class, according 
to Kulkarni, although most literate Asian middlc- 
class women are not activists. In fact,, academic 
research reveals that educated women in Asia still 
maintain rather traditional concepts of sex-roles. 

The results of the content-analysis must 

Ten out of 67 stories in the sample fo- 

3. Newspaper coverage of the women's move- 
ment 

Although leading Asian journalists seem to draw 
their inspiration from British and American media, 
they do not emulate the Western model with regard 
to the women's movement which, according to 
Kulkarni (1976), has made a serious impact on me- 
dia in the West. Kulkarni's explanation of this un- 
willingness to focus on feminism is that "Asian 

journalists, for reasons of their countries' feudal 
and colonial past, are products of unegalitarian 
values in society, and are uncomfortable with the 
onrush of the feminist movement which challenges 
the entrenched male positions'' (Kulkarni, 1976, 7). 
As a result, the sparse coverage of the women's. 
movement in Asian newspapers reflects a negative 
attitude. The Western press' reflection of the 
growing pains the movement is experiencing rein- 
forces the (predominantly male) Asian editors' 
view of feminism as irrelevant to Asian conditions. 
According to the author, the movement to equalize 
women's status is important to Asia as an integral 
part of the overall socio-economic development. 
By concentrating on developmental aspects, with 
special emphasis on equality between the sexes, 
the press could play a significant role in the devel- 
opment process. However, Kulkarni is pessimis- 
tic about the prospect of the press meeting this 
challenge. Since the press all over the world has 
traditionally been at best a catalyst rather than an 
initiator of social change, the author believes that 
only a strong social movement will be able to pres- 
sure the "lethargic" Asian mass media into shifting 
their orientation towards these important issues. 

(e) Latin America 

The CIM Resolution (CIM, 1977) summarizes the 
portrayal of women in newspapers on the basis of 
evidence presented at the seminar on mass media 
and women's images in Santo Domingo. 
ment of women in newspapers falls into two cate- 
gories. 

- Newspapers present images of female news- 
makers. These include extraordinary women, 
i.e. women who are active and successful in 
traditionally male fields, and women who are 
considered newsworthy becaÜse of the sensation- 
alist nature of the story. - Certain news stories are specifically aimed at 
women. Such items are often contained in a 
separate section labelled "for women", which 
implies a degree of lowered esteem for women. 

The treat- 

The extension of the above conclusion to the 
entire body of research documents reviewed in the 
foregoing discussion provides a basic summary of 
the portrayal of women in newspapers in various 
continents, cultures and societies. 

Conclus ion 

Newspaper images of woman define her in terms 
of her relationships to men. They emphasize her 
maternal and marital roles, and her function as a 
sexual object for male perusal. Women make news 
by virtue of their thus defined "femininity", or are 
assigned traditionally female traits when they ap- 
pear in the news in non-traditional capacities, e. g. 
as politician,pr ofes sional, activist, sports figure, 
etc. This same concept of female nature and 



female roles is reflected in the news aimed speci- 
fically at women. 
pages are food, fashion, society news, and enter- 
tainment, which are perceived as women's primary 
interests in accordance with their primary roles. 
Traditional sex-role concepts and behaviour are 
thus reinforced. Changing lifestyles and the new 
roles of women and men emerging in contemporary 
society are insufficiently reflected in the press. 
The press' function as preserver of the status quo 
also appears from the scarcity and the trivializing, 
ambivalent or distorting tone of its coverage of the 
feminist movement and the issues it raises. Most 
research documents attribute the traditional outlook 
on women prevailing in newspapers to the predomi- 
nance of men in the newsrooms. 
perspective of women is fundamentally a male per- 
spective. 
sence of women journalists does not automatically 
guarantee non-stereotyped treatment of women, it 
also suggests that increasing their number would 
at least provide more opportunities for new images 
of women to emerge. 

The items dominating the women's 

The newspaper 

Although research indicates that the pre- 

B. Images of women in magazines 

Women's magazines are distinguished from other 
media mainly by the fact that they are directed spe- 
cifically to, and read primarily by, women. This 
factor explains feminist concern with the images 
projected in these publications, precisely because 
of their potential impact on women's consciousness 
and self-perceptions. Studies of female images in 
women's magazines tend to focus on advertising, 
because the vast majority of advertisements for 
consumer products are aimed at women. Women's 
magazines are therefore a highly valued advertising 
vehicle. The evolution of women's magazines from 
their original to their present formats historically 
coincided with the increasing industrialization and 
the growing economic importance of advertising, as 
Weibel (1977, 142-154) has demonstrated for the 
U. S.A. Dependence on advertising revenues has 
been indicated as one of the major factors determin- 
ing female images presented in the women's period- 
ical press. Therefore, advertising and editorial 
content are inextricably linked. Separation of the 
two in this survey is solely for purposes of analyti- 
cal clarity. However, strict separation cannot al- 
ways be maintained, especially in the discussion of 
European studies which tend to present an overall 
evaluation in contrast with the more narrowly de- 
lineated research focus of American analyses. 
North America and Western Europe have produced 
the largest quantity of research materials in this 
field, with other geographic areas lagging far be- 
hind. Thus, the existing research gap between the 
industrialized consumer societies and other types 
of society, particularly those in the developing 
stages, is widened. 

(a) North America 

1. Non-fiction content 

Analysis of non-advertising content in women's 
magazines has concentrated primarily on fiction, 
"the weak spot in all mass magazines" (Ray, 1972, 
41). In order to determine whether non-fiction 
suffers from the same cultural lag, Ray content- 
analysed four magazines directed to and for read 
by women. The cultural lag projected by women's 
magazine fiction is defined as the discrepancy 
which exists between the cultural ideal, placing 
women's prime responsibilities in the home, and 
the reality of contemporary social conditions, 
which show an increasing employment of married 
women, mostly in traditionally female jobs and 
professions which tend to be the less skilled and 
the less rewarding occupations. 

Three women's periodicals were selected for 
analysis, i.e. McCall's and The Ladies' Home 
Journal (LHJ) which occupy the leading position in 
terms of circulation among the family-oriented 
magazines, and Cosmopolitan, aimed at the 18-24 
year-old career women. Playboy, the nation's 
best-selling men's magazine was also included, on 
the basis of research indicating that it is the most 
widely read publication among employed female 
readers. The study purported to examine which 
role models the magazines presented, how they re- 
flected social reality, and what their positions 
were regarding the changing roles of women. 
ticles dealing with female employment reflect great 
disparity between McCall's and LHJ. McCall's 
is ambivalent towards working wives and ignores 
working mothers. It encourages volunteer work 
for married women as a culturally acceptable out- 
let, or suggests part-time work for mothers of 
grown-up children. The emphasis on traditional 
roles for women reflects the orientation of the 
magazine's audience, as appears from readers' 
correspondence. In contrast with these traditional 
views, McCall's presents profiles of successful 
women in a wide variety of fields, including non- 
traditional occupations. 
men to their domestic roles. It condones employ- 
ment, preferably part-time, for married women 
and mothers, although the majority of its audience 
was found to favour the role of home-maker. How- 
ever, its profiles of women do not include the world 
of work, and vocational information is sparsely 
provided. Cosmo is a magazine for women, but 
about men. Its main focus is on how to get a man 
and keep him. Non-fiction content dealing with 
female employment focuses on men rather than 
careers. Work is presented as an opportunity to 
meet men, and job descriptions tend to be glamour- 
ized and romanticized. Occasionally, employment 
discrimination, job opportunities and successful 
career women are discussed. Playboy resembles 
Cosmo in its liberal attitudes towards sex. It also 
focuses on men, but is written by and for men. 

Ar- 

=does not restrict wo- 
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Women appear as sex-objects in photos only. Non- 
fiction content reflects a general disinterest in wo- 
men outside sexual relationships. 

Male-female relations are a major topic in all 
four magazines. 
tional views of occupational roles and sexual behav- 

McCall's and =reflect tradi- 

iour of women. McCall's supports outright the tra- 
ditional moral standards with regard to pre- and 
extra-marital sex, while the majority of its read- 
ers are inclined to use a double standard in judging 
infidelity of men vs. women. LHJ does not encour- 
age pre-marital sex either, but recognizes it as a 
fact of life, and judges according to the circum- 
stances despite the conservatism of its readership 
in this respect. Cosmo differs from the two other 
women's magazines in the survey sample in that it 
openly advocates equality in sex, although its 
emphasis on female-male relationships and on mar- 
riage is at least equally strong. However, marriage 
is not seen as a total relationship, but presen- 
ted as a maximization of sexual opportunity. By 
emphasizing marriage as the preferable mode of 
life, it reflects the status of women in American 
culture, which discriminates against single people. 
Extra-marital sex is only discussed in Cosmopoli- 
tan in terms of men and single women, thus reflec- 
ting the double standard at least with regard to mar- 
ried women vs. married men. Playboy, despite 
its pictorial treatment of women as sexual objects, 
emphasizes the individual and rejects the double 
standard in every respect. Pre-marital sex is 
openly advocated, extra-marital sex is not encour- 
aged for either men or women. Marriage is taken 
seriously, though not stressed. 

As for the position the various magazines take 
on the women's movement, Cosmopolitan gives 
precedence to the importance of men in women's 
lives, and to sexual freedom over psychological, 
social or political liberation. The "Cosmo-girl" is 
far from a liberated woman, according to Ray. 
McCall's has been the most consistent in empha- 
sizing traditional roles for women at least until its 
new female editor, appointed in 1969, gradually 
changed its orientation towards support of feminist 
aims and issues. LHJ has been the most heavily 
criticized among the women's magazines. 
fence of its tradition-oriented content and outlook, 
its male editor argues that the majority of its read- 
ers choose a home-centered life. Playboy is a m -  
bivalent towards the liberated women, but only re- 
acts against the anti-male feminist faction. How- 
ever, female liberation is appreciated primarily 
for the sexual freedom it implies. 

O n  the basis of these findings, the author con- 
cludes that no magazine can yet be labelled feminist 
in orientation. However, McCall's is definitely 
moving in that direction, while both Playboy and 
Cosmopolitan partially reflect women's new sexual 
freedom. LHJ has responded to feminist criticism 
by issuing one feminist edition, but has since re- 
sumed its more or less traditional pattern. The 
general ambivalence or hesitant approaches, towards 

In de- 

feminism seem to reflect the view of the majority 
of American women, according to Ray. 
er surveys have shown that the majority of women 
do not want to be liberated and do not accept other 
women's non-traditional concepts and behaviour. 
According to the author, a change in women's con- 
cepts of themselves and their roles is needed be- 
fore changes in sex-roles will be reflected in the 
women's press. 

LHJ read- 

While the above discussion suggests some de- 
viation from the dominant traditional image of the 
home - cent ered and consumption- oriented house - 
wife in Cosmopolitan, Weibel (1977, 135-173) ob- 
serves that the sexy Cosmo is merely another ver 
sion of the traditional, passive image of woman. 
The roots of the emergence of the contemporary 
Cosmo image are in the sexual revolution of the 
1 9601s, when the advent of the birth-control pill 
offered new options to single and divorced women. 
Sex became a matter of personal choice. Woman's 
sexual freedom is part of her liberation, Weibel 
observes, but it remains the only link between 
feminism and Cosmopolitan. She indicates other 
alternatives emerging in the late sixties which re- 
presented more significant changes in women's 
image in the women's press. Essence, a magazine 
directed to the black professional and business- 
women, projects images of the self-confident, in- 
dependent woman without the Cosmo emphasis on 
the all-importance of catching a man. x. maga- 
zine finally emerged from the women's liberation 
movement as a mass-circulation publication with 
a feminist viewpoint. However, Weibel does not 
expect the trend away from tradition to escalate. 
She predicts a partial return to the pre-1960 status 
and a renewed emphasis on more traditional images 
of woman. 

Weibel's perspective on future developments 
in women's magazines' response to changing sex- 
roles may be overly pessimistic. A comparative 
study of role portrayals in Mademoiselle, Redbook 
andMs. (Newkirk, 1977) showed that alternatives 
to the domestic images of women are being gradu- 
ally incorporated into the traditional formats of the 
former two, and exclusively portrayed in Ms. mag- 
azine. 
"total" woman is absent from all three publications, 
since even*. fails to portray accurately women's 
domestic roles, the author concludes. 

zines appear to pursue was briefly interrupted in 
the summer of 1976 by a highly unusual episode. 
Following the initiative of one editor, 39 maga- 
zines joined together to stimulate national debate 
on the Equal Rights Amendment (ERA) issue 
(Farley, 1978 - Butler and Paisley, 1978). The 
length of coverage and the extent of support provid- 
ed for passage of the ERA varied with editorial 
policy, circulation, and social class of readership. 
Magazines which frequently dis cussed controversia 
issues, had an average circulation of 2 1 /2 million 
and a middle-class readership were more likely to 

However, a balanced portrayal of today's 

The course of gradual reform women's maga- 
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provide extensive coverage and strong support than 
publications with a lower circulation, working-class 
audience and infrequent coverage of controversial 
issues. However, amount of coverage did not con- 
sistently correlate positively with advocacy. All 
magazines advocated ERA to some extent, with 
fashion and romance magazines emerging as the 
strongest supporters. Treatment of various themes 
such as employment, heterosexual and homosexual 
marriage, rape, etc. generally expressed a strong 
pro-ERA position. Although magazine coverage of 
women's rights definitely rose to a peak in the mid- 
1970's as compared to previous decades, including 
the high level reached in the 1920's, the long-term 
trend in media coverage of issues centering around 
women is not necessarily encouraging, according to 
Butler and Paisley (1 978). 

2. Fictional content 

Our discussion of fictional conted in the American 
women's press is based on four studies. Three of 
these analyse fiction in the so-called "trade" maga- 
zines for women. The fourth focuses on romance 
magazines vs. adventure magazines, their male- 
oriented counterparts. 
refers to a consumption-oriented publication which 
addresses a predominantly middle-class audience. 
Romance magazines are most widely read among 
working-class women and focus heavily on fictional 
entertainment. 

The basis of the study conducted by Bailey (1 969) 
is the criticism voiced by Betty Friedan (1963,33- 
69), whose research revealed deplorable changes 
in women's magazine fiction. Friedan's analysis 
showed a sharp decrease in the number of career 
women featured in fiction from 1939 to 1949. By 
the end of the 19501s, career women had complete- 
ly disappeared from women's magazine fiction, and 
hardly any female characters were employed. Work- 
ing women were being replaced by younger house- 
wife heroines, whose interests were home- and 
children-oriented. Bailey's study was designed to 
test these findings in fiction appearing in McCall's, 

The term "trade magazine" 

~- 
The Ladies' Home Journal (LHJ) and Good House- 
keeping (GH) of 1957 and 1967, and to examine 
whether the changes in women's status during that 
decade, such as increasing education and employ- 
ment, were reflected in the portrayal of women in 
fiction. Bailey found the dominant image to be that 
of an attractive married woman, between 26 and 35 
years old, with 1 or 2 children, a house in the city, 
a college education, housewifery as her main occu- 
pation, and love as her primary goal. Friedan's 
findings, which showed a trend towards younger 
heroines, were generally confirmed. The only ex- 
ception was McCall's, which significantly increased 
its representation of older (36-45) women. 
analysis further revealed a sharp decrease in the 
number of female characters with a career. More- 
over, career women were mostly portrayed as un- 
sympathetic, "unfeminine", and as threats to other 

The 

women's marriages. 
sented the dominant image of women in fiction, and 
marriage was depicted more frequently as bringing 
happiness in 1967 as compared to 1957. The only 
major change noted over the decade pertained to 
the problems female characters were faced with, 
which shifted from mostly romantic to predominant- 
ly psychological in 1967. Bailey interprets this as 
a trend towards more realism, although she ob- 
serves that the problems dealt with in fiction stories 
were generally not of a serious nature. The author 
concludes that women's magazines, at least in their 
fictional content, seem to react against career wo- 
men by emphasizing conservatkm. She predicts 
that changes in women's lives will have to be more 
definite before they will be reflected in the fiction 
stories published in women's magazines (cfr. supra, 
p. 72 - Ray's conclusion with regard to non-fiction 
content). 

Lugenbeel (1975) analysed a sample of short 
stories published in G m  in 1972- 
1973. 
ings for the previous decade. 
is still a young (25-35 years old) woman, whose 
goals are love-oriented, and whose problems are 
of a psychological nature. 
wife or mother, who falls victim to circumstances 
and sacrifices herself for someone else in a situa- 
tion not of her own making, Lugenbeel suggests 
that fiction in women's magazines such as Good 
Housekeeping, which shows women as home- and 
family- oriented without offering any alternatives, 
could provoke guilt complexes in female readers 
who did not choose to sacrifice their careers for 
the housewife role. 

Franzwa (1 975) also selected Good Housekeep- a, McCall's j and The Ladies' Home Journal for 
her analysis. T o  indicate the relevance of such 
studies, she refers to research results which re- 
veal the effect of media images on women's role 
perceptions. Several studies have demonstrated 
that: 

- women's educational training and career aspira- 
tions are affected by their concepts of female 
roles, which are in turn related to their ideas of 
what men perceive as the ideal woman; 

- the view women have of their roles in life are in- 
fluenced by images presented in the mass media. 
Effect studies of children indicate that mass me- 
dia are more influential in shaping their role con- 
cepts than parental examples. 

The happy housewife repre- 

The analysis results support Bailey's find- 
The typical heroine 

She is portrayed as a 

The analysis covered a 25-year period (from 1945 
to 1970 at 5-year intervals). It was revealed that 
women in fiction are generally portrayed as single 
and looking for a husband, as housewife/mother, 
as spinster, or as widowed/divorced and soon to 
remarry. The single factor defining women in 
each of these categories is their relationship to a 
man or the absence thereof. Forty-one percent 
of the female characters in the sample were em- 
ployed at some time, mainly in low-status jobs. 
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However, it was made clear that young single wo- 
men who were employed considered their jobs as 
temporary occupations until they got married. Few 
married women were shown as employed, but those 
who did work almost invariably experienced severe 
role conflicts. No working women appeared in fic- 
tion of the 1955, 1960, 1965 and 1970 samples. 
This finding tends to support Friedan's and Bailey's 
observations of a decline in the number of working 
women in contemporary women's magazine fiction - 
a trend exactly opposite to that actually taking place 
in the U. S. A. during the same period. 

In comparison with the home-oriented maga- 
zines under examination, Franzwa refers to more 
career-oriented women's periodicals such as 
Glamour, Mademoiselle, and Cosmopolitan. She 
rejects Clarke and Esposito's criticism (1,966) that 
the careers focused on in these magazines are eso- 
teric, because they are inaccessible and the aver- 
age woman does not aspire to them. According to 
Franzwa, broadening the perspective on female 
roles in any way is preferable to stressing house- 
wifery and motherhood as women's only roles in 
life. 
of Ray's and Weibel's conclusions discussed above 
(pp. 72-73), which showed Cosmopolitan as basical- 
ly perpetuating traditional images of women. The 
only new element in the Cosmo image of woman is 
her sexual freedom, which is merely an additional 
female attribute for pleasing men, according to 
Weibel (1 977). Ray's analysis (1 972) revealed that 
Cosmopolitan's concern with careers is not based 
on any genuine interest in women's economic inde- 
pendence and social liberation. 
distortedly described in terms of their potential 
for encountering men, who are the protagonists in 
Cosmo women's lives. 

A study conducted by Smith and Matre (1975) 
compares sex-roles and social norms reflected in 
romance magazines, aimed at women, with those 
in adventure magazines, directed to men. Both 
types of magazine are most popular among working- 
class people. 
ferences between the two types of magazine in the 
reflection and support of a set of social norms, 
which sociological literature documents as being 
strongly adhered to by the American working class. 
Only the results pertaining to sex-role concepts and 
behaviour will be discussed. Men almost invariably 
featured in romance stories as important charac- 
ters. Contrastingly, adventure stories often ig- 
nored women completely or portrayed them in a 
casual and temporary sexual relationship with the 
male hero. Romance stories tended to disapprove 
of pre- and extra-marital sex, thus adhering to the 
generally accepted norm, while adventure fiction 
was more likely to approve. Sexual encounters 
were only part of the adventure in male-oriented 
magazines, but were the adventure in romance 
stories for women. Marriage was a primary goal 
in life in most romance fiction, while adventure 
stories seldom dealt with it. Romance characters 

This observation loses significance in view 

Female jobs are 

The analysis showed significant dif- 

tended to seek stability and security, while adven- 
ture heroes showed no such interests. Another 
interesting finding concerned the norm that work- 
ing people tend to perceive themselves as living in 
a hostile environment. Romance heroines facing 
hostility experienced feelings of helplessness. By 
contrast, adventure heroes expected to encounter 
hostility, and usually succeeded in skillfully mas- 
tering the situation. This corresponds with an 
earlier finding revealed in a study of British news- 
papers (cfr. supra, p. 63-X, Birmingham, 1974), 
which showed women as helpless victims of social 
circumstances and disasters, while men in simi- 
lar situations were never portrayed as passive or 
unable to act. The portrayal of sex-roles in both 
types of magazine tends to stereotype both women 
and men. Women generally appeared as domestic, 
passive, emotional and dependent. Male charac- 
ters tended to be aggressive, strong, confident and 
protective. However, more adventure stories fea- 
tured (sexually) aggressive women than romance 
stories. O n  the basis of these findings, the anal- 
ysts conclude that romance stories show women as 
seeking and finding happiness in conventional roles, 
while depending for their identity on the men in 
their lives. Adventure stories portray an escapist 
world of male prowess, devoid of domestic and 
moral responsibilities. The normative expecta- 
tions of males and females as reflected in fiction 
are thus markedly different and do not contribute 
to promoting mutually satisfactory male-female 
relationships between readers. The reinforcement 
of stereotypes and the depiction of male-female 
relationships in fiction are not conducive to effect- 
ing a better understanding between men and women, 
the authors conclude. 

On the basis of the research results discussed 
above, it seems that fiction represents "the weak 
spot'' in women's magazines in terms of perpetua- 
ting conventional role concepts. While the non- 
fiction content shows some signs of awareness of 
the changing position of women, it also remains 
largely tradition- oriented in depicting them and 
their roles in society. 

(b) Western Europe 

Types of content as a basis for classification of 
studies on women's magazines is a less efficient 
criterion when discussing research documents on 
European periodicals. Most documents tend to 
present an overall assessment, integrating various 
types of content, socio-demographic audience data 
and attempts to describe women's magazines in 
terms of the functions they perform for their read- 
ers. While this approach provides valuable socio- 
logical perspectives on the position of women's 
magazines among other media types, it is likely to 
suffer from methodological imperfections. 
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1. Fictional content Weibel (1 9771, however, observed that fiction, 
at least the purely romantic-escapist type, seemed 
to be decreasing in importance in the American 
trade magazines. She suggests the social class 
differences between the audiences of the trade press 
vs. the romance magazines as the key to explain- 
ing this phenomenon. According to Weibel, the TV- 
soap-opera has largely replaced magazine enter- 
tainment for middle-class women. For working- 
class women, who are the primary readers of 
romance periodicals, the soap-opera which por- 
trays middle-class people and lifestyles is not com- 
petitive with their fiction magazines. 
to White (1 977), structural factors such as social 
clase, age and income are today losing significance 
as a basis for social stratification in the United 
Kingdom. Attitudes, tastes and lifestyles are be- 
coming the crucial factors which increasingly guide 
the communication strategies of the women's press. 
A recent analysis of the Dutch-langua;ge women's 
press in Belgium (De Kunst, 1978) also failed to 
provide evidence for the thesis formulated by 
Trommsdorff (1969) with respect to the women's 
periodicals in the Federal Republic of Germany, 
that the style and content of a particular publication 
are significantly related to the socio-economic 
status of its readership. The success formula of 
all women's magazines, regardless of socio- 
demographic audience variables, appears to be 
firmly based on a balance between two major in- 
gredients, i. e. service and entertainment. The 
emphasis on either one of these elements varies 
in accordance with readership variables (De Kunst, 
1578). 

According 

A n  analysis of fiction in a sample of British and 
American women's magazines from the 18th century 
to the present (Cecil, 1974) shows no major changes 
in the basic concerns of fiction heroines. Women 
in fiction have always been in search of romance 
and true love. 
according to Cecil, is the introduction of sex as a 
common ingredient of romance in the new women's 
periodicals, which are mainly aimed at the young 
"liberated" woman. 
magazines with middle-class readership have also 
made some adjustments to the traditional patterns 
in face of the competition, particularly from tele- 
vision. However, their fiction heroines remain 
essentially housewives, now faced with divorce and 
adultery, the latter always having a destructive ef- 
fect. By incorporating themes like adliltery and 
divorce, they are attempting to achieve a balance 
between realism and the traditional patterns of 
romance (cfr. the trend towards realism noted by 
Bailey (1969) - supra, p. 74). 
of the fiction of the 1960's appear in the new 
"liberated" magazines, which respond to the per- 
missive morality of the time by updating old story 
patterns via the incorporation of sex. 
casual pre-marital sex is not condoned. Although 
marriage is not a.lways a prerequisite, love is. 
While adultery, divorce and sex are dealt with in 
contemporary fiction, the happy- ending romantic 
story still prevails, Cecil observes. The predomi- 
nance of traditional patterns leads Cecil to conclude 
that women's magazine fiction does not seem to be 
greatly affected by women's changing status, and 
that escapism remains its primary function. 

Providing entertainment via escapist fiction is 
indicated as one of the basic functions women's 
periodicals perform for their readers (Wassenaar, 
1976). The decline of romance magazines in the 
United Kingdom, which McClelland (1 965) observed 
in the 1960's and which he attributed to the fierce 
competition of television, particularly in the area 
of entertainment, has since been reversed, accor- 
ding to White (1 977). 
a substantial increase in the demand for escapist 
fiction in the United Kingdom both in the general 
women's press and the specialized fiction periodi- 
cals (White, 1977). Wassenaar (1976) notes a re- 
cent trend towards realism in fiction appearing in 
the Netherlands women's press. The enormous 
success of Story, a new publication aimed at a pre- 
dominantly female audience, 
romantic formula is by no means losing ground. 
Story and other newly launched "spin-off" publica- 
tions exclusively focus on the problemless dream 
world of romance. However, these magazines do 
not present a fictional fantasy world, but are domi- 
nated by romanticized accounts of the lives of royal- 
ty, stars and other news-makers. Love story mag- 
azines also continue to be popular with women in 
Italy (De Claricini, 1965) and France (Laine, 1974). 

The major change in current fiction, 

The older established women's 

The typical heroines 

However, 

The 1970's actually witnessed 

suggests that the 

2. Non-fiction content 

Content -analyses of women's magazines reveal that 
the dominant images of women are projected in the 
advertisements which al? magazines contain in 
large quantities. 
women's press on advertising revenues determines 
their editorial as well as their advertising content. 
In fact, the distinction between both has been more 
and more obscured, and editorial content merely 
seems to support the household industry and its ad- 
vertising for which the women's magazines with 
their homogeneous audience form an excellent vehi- 
cle (Wassenaar, 1976). The increasing overlapping 
of advertising and editorial content produces and 
promotes images of women which appeal to female 
readers as consumers in the interest of the profit- 
oriented establish'ed order. Women's magazines 
thus represent a conservative force. Women are 
predominantly depicted in domestic roles, i. e. as 
the major dispenser of the family income. A more 
recent development is the emergence of the seduc- 
tive woman (cfr. supra in fiction), who is encour- 
aged to buy beautifying products in order to attract 
and please men. What both images have in common, 
besides stimulating female consumption, is that 
they define women exclusively in terms of their 

The economic dependence of the 
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interactions with men: as their wives /house- 
keepers /mothers of their children, and as sexual 
objects. 
and many other vital images of contemporary WO- 
men are conspicuously absent (Faulder, 1977, 175). 

magazines aimed at predominantly young, educated, 
middle-class women in France. Her evaluation of 
the portrayal of women and the image of femininity 
in w a n d  Marie-Claire is based on an examina- 
tion of the literature on the French women's press 
combined with content-analysis. 
not purport to provide a systematized content des- 
cription on the basis of statistical data, but rather 
indicates current trends as related to traditional 
concepts of women and female roles on the one hand, 
and the new feminist awareness on the other. A n  
evolution from emphasis on conventional concepts 
of female roles (1945-1956) over an increasing ob- 
jectification of women as esthetic objects of male 
pleasure (1 958- 1968) to finally a first attempt at 
redefining women's identity and role in life from a 
female perspective is noted in-. Benod observes 
that the magazine has redesigned its content in re- 
cent years, combining new feminist themes such as 
sexual liberation and female employment with tradi- 
tional concerns such as practical advice in moral, 
sentimental and domestic matters and the esthetic 
presentation and non-conformist style of its fashion 
photography. The combination of new female aware- 
ness with traditional femininity is a reflection of the 
ambivalence of its readers, according to BenoR. 
A 1971 survey is cited as an indication of sex-role 
concepts among French women. While the majority 
of the respondents supported the principle of equali- 
ty between the sexes, marriage was still considered 
a primary goal in women's lives. Sexual liberation 
was situated within the husband-wife relationship. 
Marriage itself was not questioned, and the double 
standard still prevailed in the judgment of pre- and 
extra-marital sex. According to Benoít, =tends 
to support equality between the sexes in all spheres, 
with special emphasis on female employment as a 
form of liberation from the narrow and limiting do- 
mestic roles, and on the redefinition of female sex- 
uality within the marital context. The emphasis on 

Images of independent or working women, 

Benolt (1973) analysed two mass-circulation 

The study does 

the married couple is stronger in Marie-Claire, 
which tends to reflect more traditional values. In 
comparison with w, the service and advice func- 
tion - generally acknowledged as one of the major 
functions of women's magazines (cfr. Wassenaar, 
1976, 80-82) - is stressed more in Marie-Claire. 
However, Marie-Claire also introduces the major 
feminist themes of female sexuality and employ- 
ment. Both magazines have thus evolved into a 
format which combines the representation of tradi- 
tional femininity with images reflecting the new 
female consciousness. The conflicts arising from 
the combination of domestic and professional roles 
are reflected in the magazines' growing concern 
with reforming the societal structure, and an emerg- 
ing controversy around the marriage institution. 

Benod sees the positive aspect of these recent de- 
velopments in the women's press primarily in the 
establishment of a communication link between 
feminist theorists and the female mass audience. 
However, a new female mass culture is emerging 
from the images presented in the women's press 
and mass media in general, which is producing new 
myths. 
cal specificity and traditional femininity against 
stereotyped masculinity. 
magazines, which are partly responsible for the 
female mass culture and its "new" mythology, 
cease to reflect the real concerns of feminism, 
Benolt concludes. 

The study of French women's periodicals con- 
ducted by Dardigna (1975) also reveals the ambigui- 
ty of woman's image. The survey sample, the size 
and composition of which are not specified, includes, 
besides Elle and Marie-Claire, several other 
"middle-class" magazines such as Vogue, 20 ans, 
Votre Beaut6. The analysis shows the emergence 
of a double image: woman defined exclusively by 
her roles of wife and mother vs. the sexually lib- 
erated woman. A balanced combination of these 
two aspects is presented as the female ideal as 
perceived by men. Male and female roles are 
strictly delineated: production is man's responsi- 
bility, reproduction that of woman. Women's mag- 
azines present the biologically determined female 
nature as opposed to the male nature as the basis 
for this strict role segregation (cfr. supra Benolt's 
conclusion). 
female role reflects the position of women in the 
male-dominated social structure, which rests on 
the institution of the nuclear family. It conflicts 
with the reality of (married) women's increasing 
participation in the labour force. Dardigna does 
not claim that women's magazines completely 
ignore the reality of female employment. 
the sole purpose of exposing the exploitation of 
working women is to encourage women to re- 
appraise their true role in life: that of housewife/ 
mother. Women's marital and maternal roles are 
presented as essentially secondary and subservient 
to the needs of husband and children. Failure to 
find happiness in domesticity and subservience to 
man is attributed to the individual women, never 
to the shortcomings of the social structure (cfr. 
supra, p. 63 the conclusion of a study of newspaper 
images of women - X, Birmingham, 1974). Prob- 
lems and conflicts are typically reduced to person- 
al circumstances, while social conditions are never 
examined as their cause, according to the author. 
Women's magazines thus reflect and proscribe the 
traditional image of woman, which reinforces the 
established socio- economic- political system. T o  
update this traditional image, some degree of lib- 
eration and feminist awareness is injected. 
incorporation of "liberated" ideas varies according 
to the magazine's audience. Vogue and Votre 
Beaut6 reduce women's liberation to sexual free- 
dom. 

These new myths define woman's biologi- 

It is here that women's 

This conservative definition of the 

However, 

The 

Far from advocating equality between women 
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and men, they are in fact counter-revolutionary, 
and present equality as a threat, to masculinity, 
which they consider an extremely undesirable ef- 
fect. In Elle, Marie-Claire, 20 ans and F e m m e  
Pratique two trends emerge. First, social change 
is advocated in order to permit women to fulfill 
their biological destiny of motherhood. 
no attempts are made to question or redefine 
woman's place in society. The second trend is the 
emphasis on sexual freedom for women within mar- 
riage, but not sexual equality: different standards 
are applied in evaluating the male vs. the female 
sexual experience. While Dar digna's generaliza - 
tions, based on a broader range of publications, 
show no deviation from the traditional patterns 
other than an integration of new themes into con- 
ventional sex-role concepts, Benoit interpreted the 
introduction of new themes in the two largest 
women's periodicals as a positive development. 
The apparent contradiction between these two inter- 
pretations is basically a matter of differing empha- 
sis. Ultimately, Dar digna 's interpretat ion seems 
to prevail, as demonstrated by BenoR's conclusion 
(cfr. supra, p. 81), which diminishes the progres- 
sive value of the magazines under discussion. 

Dardigna also examined two relatively new 
women's magazines: the French version of Cosmo- 
politan, and l'Amour, which are aimed at liberated 
middle-class women. However, instead of presen- 
ting new and improved images of women and their 
relationships with men, liberation is merely pre- 
sented as an extension of male sexual privileges to 
women, including exploitation and oppression. 
These magazines portray both men and women as 
sexual objects. 
woman is her seductiveness achieved through or- 
gasmic potential and the consumption of products 
which increase her sex-appeal. Both sexual capa- 
city and consumption of "sexy" products are culti- 
vated for the pleasure of men. Woman's true 
nature is still submission to man, her real goal re- 
mains marriage, and the ultimate female fulfill- 
ment is to be found in motherhood. Despite at- 
tempts to modernize woman's image, mainly by co- 
opting feminist aims with regard to sexuality, the 
basic perspective has not changed: women are con- 
firmed in their traditional roles of wife and mother, 
and the basic social institution of the family, and 
woman's place within it, are reinforced. Women's 
magazines preclude the liberation of women by de- 
fining female nature as sexual-social-economic 
pas s ivit y and sub ordination, Dar digna concludes. 

Lainé (1974) is even firmer in rejecting the 
role of the women's press in the liberation of wo- 
men. Because of the economic necessity of cater- 
ing for the advertisers and the majority of their 
audience, who, he claims, are satisfied with the 
proposed models, the sole function of women's 
magazines is to perpetuate the dominant concept of 
woman, adapting it to the trends and fashions of the 
time. The dominant images of woman are those 
that determine her by her place in the home and 

However, 

The main characteristic of the new 

her relationship with men: i. e. the housewife/ 
mother (instrument) and the seductive woman 
(object). T o  perform these roles efficiently, wo- 
men have to purchase products to please men in 
either respect. The working woman is virtually 
absent, except in glamourized female jobs, al- 
though the majority of employed women in France 
work in factories, in clerical jobs or domestic ser- 
vice. According to Lainé, the emphasis on either 
of the major attributes of femininity, i. e. sexual 
attractiveness and efficient domesticity, varies 
according to the audience which the magazine 
addresses. Lainé also cites m a s  the most pro- 
gressive, but observes that the sympathetic 
presentation of feminist ideas Co-exists with the 
traditional themes of femininity, which remains 
dominant. The only major change he notes in the 
contemporary women's press is the integration of 
woman's sexual liberation into the dominant ideol- 
ogy of the consumer society: the women's press 
merely eroticizes the life of the woman consumer 
by enclosing her in the narrow field of objects, in- 
struments and methods of seduction. Women's 
liberation is identified with sexual liberation as a 
new instrument to please men, to be attained by 
the consumption of sexy products (cfr. supra, p. 82- 
Dardigna and p. 76-Weibel). Lainé's conclusion 
synthesizes the above discussion of the relation 
between women's magazines and women's libera- 
tion. The role of the women's press is basically 
of the economic order and no more is to be expec- 
ted from it. 

Wassenaar's study of Netherlands women's 
magazines (Wassenaar, 1976) reveals the same 
basic trends as indicated in the French analyses 
discussed above. Despite the changing position of 
women in Netherlands society, due to increased 
leisure and growing participation in the labour 
force, as well as the onrush of the feminist move- 
ment, women's magazines show no major changes. 
Wassenaar attributes the lack of interest in femin- 
ist aims and issues to the precedence of commer- 
cial interests, to which feminism and its new per- 
spective on women present a threat. Women's 
dominant image is that of the housewife/mother. 
Unmarried women only appear in search for true 
happiness in marriage, particularly in fiction and 
advice columns. The married woman's primary 
role is to please man, the centre of her life. Work- 
ing women are either absent or depicted in female 
jobs of the glamorous type. The portrayal of wo- 
men in the women's press, both editorially and 
pictorially, thus reinforces a strict role segrega- 
tion. Only by presupposing and reinforcing 
women's dependence and oppression are women's 
magazines able to maintain their position. 
ding to Wassenaar, in a world where women and 
men participate as equal partners with the same 
opportunities for personal and social development, 
women's magazines would be obsolete. 

the liberation of women is also the conclusion of a 

Accor- 

That women's magazines fail to contribute to 
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content-analysis of the Dutch-language women's 
press in Belgium (Lavaerts, 1975). The study was 
restricted to an analysis of editorial content deal- 
ing with female employment. None of the examined 
periodicals devoted more than an average of 270 of 
their editorial space to the discussion of this theme. 
The evaluation of the few articles focusing on 
woman's work was based on two criteria, which re- 
present focal points of feminist media critique: the 
omission of the political implications of women's 
status and the reinforcement of traditional concepts 
of woman's role. In terms of these criteria, three 
of the four magazines examined (Libelle/Rosita, 
Mimo, and Ons Volk) could be described as more 
or less progressive. They exposed the discrimina- 
tion against female workers, presented the division 
of work in female vs. male spheres as archaic, and 
pointed out the responsibilities of government to im- 
prove women's status. However, Libelle/Rosita 
was highly inconsistent, taking a progressive posi- 
tion in its editorials, while expressing a conserva- 
tive and tradition-oriented viewpoint in its advice 
columns. Het Rijk der Vrouw, the fourth publica- 
tion in the sample, was most conservative, It ei- 
ther ignored the issue or refused to take a firm 
position when the subject was introduced by read- 
ers. However, none of the magazines provided a 
thorough analysis of the issue, and feminist actions 
related to female employment were generally dis- 
missed as ineffective. On the basis of these data, 
Lavaerts concludes that the lack of concern with 
women's roles demonstrated in women's magazines 
fails to reflect the changing position of contempo- 
rary women. 

A description of Italian women's weeklies (De 
Claricini, 1965) confirms the general trends in the 
European and American women's press of the six- 
ties and seventies, According to D e  Claricini, poli- 
tical information is virtually absent, which reflects 
a view of women as either not interested in, or in- 
capable of understanding, politics, although women 
represent the vast majority of voters in Italy. De 
Claricini also believes that the link between adver- 
tising and the women's press precludes the reflec- 
tion of issues and concerns of relevance to modern 
women. Women's magazines in Italy, as elsewhere 
in Western Europe and North America, merely con- 
stitute a prime vehicle for advertising messages 
directed to women in view of their purchasing power 
as housewives. Besides consumption, escape in a 
fantasy world of romance seems to delineate 
women's sphere as presented in the Italian women's 
press, D e  Claricini concludes. 

zines and their editors, White (1 977) noted a slight 
change in the extent to which the acquisition of con- 
sumer goods was supported as a primary goal in 
life. Until 1970, the promotion of consumption and 
the presentation of a home-bound and family-orien- 
ted picture of woman represented the basic formula 
to which nearly all women's magazines subscribed, 
White observes. Today, family- and consumption- 

In a recent survey of British women's maga- 

oriented magazines remain the largest and most 
successful sub-group among women's periodicals. 
Attempts to update content in the early 1970's to 
suit the interests of the new woman - active, edu- 
cated, and socially aware - have not been well- 
received. These developments have nevertheless 
succeeded in breaking the uniformity in content, 
according to White. However, despite a more cri- 
tical attitude towards consumption 2nd the expan- 
sion of feature content, 
magazines continue to purvey a distorted image of 
the world. 
the principal indicator of a magazine's position on 
the traditional-progressive continuum according to 
White, remains unsatisfactory, particularly with 
respect to the issues of education and employment, 
Commercial constraints and the threat of dropping 
circulations continue to curtail editorial freedom 
within women's magazine publishing in the United 
Kingdom, as elsewhere in Western Europe and 
North America. 

contemporary women's 

Coverage of the world outside the home, 

(c) Central and Eastern Europe and the U. S. S. R. 

The women's press in the socialist countries of 
Europe does not suffer from the commercial con- 
straints affecting its sister publications in Western 
Europe, according to Lewartowska (1975). As a 
result of their economic independence, women's 
periodicals of Eastern and Central Europe are able 
to concentrate on education. The author observes 
two dominant trends in the development of the 
women's press in Europe. 
oriented and focuses on women's issues: the sec- 
ond emphasizes entertainment and incorporates 
large quantities of commercial messages. The lat- 
ter trend predominated the evolution in Western 
Europe with romance magazi-nes emerging as a sub- 
group aimed at a less educated audience. The 
feminist - oriented format, which Lewartowska 
claims all specialized women's periodicals adopted 
originally, remains until the present day the tradi- 
tion of the socialist publications, which enjoy con- 
tinued success in terms of number of titles, circu- 
lations and readership. The author links the eco- 
nomic problems women's magazines are faced with 
in the West and their decreasing circulations with 
the appearance of socialist periodicals. 

Apart from the above summarized study of the 
development of women's periodicals in Western vs. 
Eastern/Central Europe, information on the struc- 
ture, organization and readership, as well as on 
content and style of the women's press in Central/ 
Eastern Europe and the U.S.S.R. is lacking. 
Women's periodicals nevertheless continue to 
flourish in many of these countries, including the 
U. S. S. R., where the number of magazines for wo- 
men, particularly those working in industry and 
agriculture is steadily growing (X, World Communi- 
cations, Unesco, 1975, 508). Lack of more detail- 
ed documentation obviously precludes a discussion 
of sex-role portrayal in the women's periodical 
press of Central and Eastern Europe at the present 
time. 

The first is feminist- 
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(d) A> 

The seminar on "The Role of-Mass Media in Chang- 
ing Social Attitudes and Practices towards Women" 
(Press Institute of India, 1976) focused on the im- 
portance of women's magazines for communicating 
information to the female population of India. A n  
analysis of Hindi periodicals over the past 30 years 
showed a steady decline in the discussion of women's 
issues. The educational function of the women's 
press was strongly stressed in view of the finding 
that the advent of new women's magazines in the 
late 1950's had resulted in a growing disinterest of 
the general press in the position of women. 
ever, women's magazines in India focus almost ex- 
clusively on food, fashion and beauty, thus reinforc- 
ing the traditional roles of women. Information 
about relevant socio-economic issues, including the 
status of women, is largely lacking. The depen- 
dence on advertising, which is often blatantly sexist 
in its depiction of sex-roles, is indicated as one of 
the major reasons for the perpetuation of tradition- 
al female images. In this respect, women's maga- 
zines in India do not differ from those published in 
Western societies. Dependency on advertising sup- 
port and the resulting consumption-oriented editorial 
policies are the key to explaining the strong resem- 
blance between women's magazines in two such dif- 
ferent types of culture and society. As in the West, 
Indian women's periodicals address women primari- 
ly in their capacity as consumers. In India, only 
upper and middle-class women, presumed to be pri- 
marily housewives, have easy access to both con- 
sumer products and the press which promotes the 
consumer-goods industry to women. As a result, 
the position of the majority of Indian women, who 
have always been economically active and increas- 
ingly work in unskilled labour, is ignored by the 
women's press. While the report defines the edu- 
cational function of women's magazines as broaden- 
ing their audience's horizon by exposing the social 
conditions of the mass of Indian women, it fails to 
indicate whether and how they can promote the edu- 
cation of the majority of the Indian female popula- 
tion, and particularly of the women living in rural 
areas where illiteracy rates are high. 

How- 

(e) Latin America 

The discussion of women's magazines in the CIM 
report (1977) of the Santo Domingo conference on 
women and media confirms the general consistency 
of the research results discussed above (excluding 
those pertaining to Eastern and Central Europe). 
Women as housekeepers, consumers and sexual ob- 
jects are the dominant images projected. 
ing to the report, the female images and the life- 
styles and values women's magazines promote do 

Accord- 

not correspond with the socio-economic realities of 
women's lives in most countries of Latin America. 
The women's press equally fails to reflect the signi- 
ficance of female contributions to the development 
of their respective nations. 

~~ 

Conclusicn 

The research documents analysing the portrayal of 
women in women's magazines, with the exception 
of those in socialist European countries, are high- 
ly consistent in their findings. Because of their 
economic dependence on advertising, women's mag- 
azines reflect and promote images of women which 
encourage them to conform to the norms of feminin- 
ity proscribed by the established male-dominated 
socio-economic system. Domesticity and subser- 
vience are presented as the essence of woman's 
nature and role in society. The efficient perform- 
ance of either one requires the consumption of pro- 
ducts for the improvement of the home and the en- 
hancement of woman's sexual appeal to man, the 
centre of her existence. The absence of images of 
independent women and employed women reinforces 
the strict delineation of women's vs. men's roles. 
Recent attempts to introduce new images inspired 
by the emerging changes in woman's identity and 
social status merely represent adaptations of the 
conventional concepts which remain fundamental 
and unquestioned. 
ing women of India, the U. S.A., various Western 
European and Latin American countries show no 
major differences in sex-role portrayals, they do 
differ in their evaluation of the role of the women's 
press in social development. In less developed 
countries, women's magazines are highly valued 
as important information media for and about wo- 
men, which can contribute to the improvement of 
women's status, directly by educating women, and 
indirectly by highlighting their role in the develop- 
ment of their respective countries. Analysts of 
women's magazines appearing in the industrialized 
nations of the West perceive the women's press as 
a regressive force precluding the improvement of 
women's social status and their personal liberation, 
and reject its potential for contributing to such de- 
velopments in any positive way. 

The sole exceptions to the trends identified 
above are found in the women's press of the social- 
ist countries of Eastern and Central Europe, which 
focuses on education rather than entertainment and 
consumption, and is independent of the commercial 
constraints determining the format of the women's 
press elsewhere. Due to insufficient evidence, no 
conclusions can be drawn at present as to how the 
absence of commercial influences and the emphasis 
on the educational function affect the portrayal of 
women in the female-oriented publications of these 
countries . 

While studies of the press serv- 
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II. The professional status of women in mass media 

The images of women in the media which have been 
documented in the foregoing chapter are productions 
of the people within the media organizations who 
conceive, create, produce and approve them. It is 
their ideas, attitudes, feelings and fantasies which 
ultimately determine how women appear in mass 
media content. Since there are strong indications 
that the representation of women in creative and 
decision-making positions within the media struc- 
tures is severely imbalanced in relation to that of 
men, it is reasonable to assume that the perspec- 
tive of women reflected in messages disseminated 
by mass media expresses male concepts of woman. 
Furthermore, as men are influenced in their think- 
ing and acting by the cultural norms prevailing in 
their social environment, in which women are sec- 
ondary to men, the chances that male concepts of 
woman are biased along these culturally defined 
lines are more than equally divided. T o  what ex- 
tent men dominate media structures, and what the 
barriers are that hinder women's entrance at all 
levels are the questions which the following analy- 
sis attempts to elucidate. 

1. The advertising industry 

Although sex-role stereotyping is nowhere as con- 
sistent and pervasive as in advertising, and criti- 
cism of male bias abounds, studies of employment 
practices with respect to women in the advertising 
industry have been surprisingly scarce. 
ficulty in determining the exact input of advertiser, 
agency and medium in the development of advertis- 
ing messages most likely has some bearing on this 
research void. The central element in this triad 
is the advertising agency which mediates between 
the advertiser and the media. 

Where are women inside this industry, which 
is heavily dependent upon the female market? Ac- 
cording to statistics on the British situation, they 
are not to be found at the top. The number of fe- 
males ranking high in the occupational hierarchy of 
the t.op agencies is actually declining (Faulder 
1977). The ratio of women to men is somewhat 

The dif- 

better in small agencies which offer women better 
opportunities for advancement. Scott,(l976) pro- 
vides other data indicative of the female employ- 
ment status in advertising. The membership of the 
Institute of Practitioners in Advertising in the 
United Kingdom was estimated at 2/3 male vs.1/3 
female. The majority of the female members 
were employed in secretarial and administrative 
capacities. The marketing industry shows a simi- 
lar pattern: few women at the top, most females 
in service occupations such as research. Given 
this unevenly divided male-female ratio, the ques- 
tion arises whether the advertising business is pre- 
judiced against women. A n  analysis of research 
on (American) businessmen's attitudes towards 
women revealed several patterns of discrimination 
(Scott, 1976). Women in business are perceived 
and treated by their male colleagues as females 
first and employees second. In general, the busi- 
ness world is more concerned with a man's career 
than with a woman's professional advancement. 
Businessmen tend to be sceptical about women's 
abilities to balance work and family demands. 
Their ideas about women's physical and biological 
potential and its interference with their work capa- 
cities proved highly inaccurate. It appeared, how- 
ever, that men who worked with female subordinates 
held less favourable attitudes towards women than 
men who worked with women on an equal footing. 
This finding suggests that mentality change will not 
come about until women and men interact on an 
equal level in the work environment. 

typing, the advertising industry pleads innocence. 
Among the defence arguments most frequently 
brought forward are (Scott, 1976 - Faulder, 1977): 
- advertisers' intentions to please the consumer. 
In this respect, market research is cited as a 
clear example of their genuine concern with the 
cons Ume r s inter est s ; 

- the conservative role of advertising: advertising 
is a trend-follower, not a trend-setter. It caters 
for the commercially most interesting market 
segment, i. e. woman in her role as housewife, 

When confronted with charges of sexual stereo- 

49 



which is observed as the role most women iden- 
tify with; - criticism of advertising is not widespread. Wo- 
men who protest at sex-role images in advertis- 
ing are dismissed as consumerists and "women's 
libbers", who are not representative of the aver- 
age female consumer. 

Whether female images in advertising reflect 
advertisers' rationalized view of the average female 
consumer, their conscious efforts to exploit or de- 
grade women, or a subconscious projection of their 
own fantasies, they clearly reflect a male perspec- 
tive, as women's status within the industry is de- 
void of power and influence. That this male per- 
spective is also the culturally biased perspective of 
women as the inferior sex is sufficiently evidenced 
by the attitudes of male professionals towards work- 
ing women and their view of housewifery as women's 
basic role. 
tional concepts of woman, advertising reinforces 
and legitimizes both men's and women's perceptions 
of their own and each other's place in society. 

decision-making level, they have a significant share 
in the acting roles in print and broadcast advertise- 
ments. Analysis of the interrelationship between 
the pattern of female role assignment in the produc- 
tion of advertisements and the female image they 
project provides an interesting and original ap- 
proach to the employment status of women in the 
industry. This innovative perspective was intro- 
duced by the Screen Actors Guild-New York Branch 
Women's Conference Committee (X, SAG, 1974) 
with respect to the making of TV-commercials. 
The research team examined the status of principal 
actors, extras and off-camera voice-overs in terms 
of the financial rewards associated with each role 
category. The major difference between principal 
actors and extras is one of salary. Principals are 
not only paid a higher fee for the shooting of the 
commerical, but are also entitled to residuals for 
its airing. As extras do not receive these benefits, 
the difference in earning potential between these 
two categories may assume enormous proportions. 
Off-camera voice-over work is also rewarded with 
residual earnings, and is actually one of the most 
lucrative areas of employment in advertising. The 
fact that the actor remains visually anonymous 
greatly improves her /his employment opportunities. 
The content-analysis of a representative sample of 
commercials for a wide range of products revealed 
that males dominated both the principal and extra 
role categories in TV-commercials. Particularly 
voice-over work was overwhelmingly assigned to 
males. Since women are underrepresented in all 
role categories, but severely deprived of roles with 
the highest earning potential, the employment status 
and opportunities of women on, as well as behind, 
the production scene are considerably inferior to 
those of men. 

By consistently affirming these tradi- 

While women are poorly represented at the 

Conclus ion 

Although research data on the professional status 
of women in the advertising industry are extreme- 
ly limited with respect to both the occupational 
levels within the industry of a particular country 
and the geographical -spectrum of the available 
sources, several trends with regard to the female 
employment situation emerge: 

women are numerically underrepresented, es- 
pecially in influential, decision-making and fi- 
nancially rewarding positions; 
as men dominate the advertising business at the 
top levels, it is their view of women which de- 
termines female images in advertising; 
as these men have internalized the traditional 
concepts of sex-roles prevailing in their socio- 
cultural environment in general, and the male 
world of business in particular, female images 
in advertising reflect, reinforce and perpetuate 
conventional ideas about the respective roles of 
women and men. 

The entry of more women into the advertising 
industry is frequently suggested as the obvious and 
simple solution. It is generally assumed that an 
increased female presence at all levels, including 
the top echelons, will automatically result in a more 
balanced portrayal of women in advertising. Chang- 
ing the numerical imbalance would certainly be a 
positive step towards equalizing women's position 
in the industry. A s  to the predicted effect on fe- 
male imagery, this will not come about unless the 
improved status of women in the industry is accom- 
panied by significant changes in the structural and 
cultural conditions with respect to sex-role con- 
cepts and conduct in society at large. Advertising 
images of women, whether the creation of women 
or men, ultimately reflect the prevailing socio- 
cultural values and norms, to the conditioning in- 
fluence of which women and men inside as well as 
outside the advertising industry are subjected. If 
the guidelines for legal provisions aimed at the 
elimination of dishonest and misleading advertising 
recently proposed by the Commission of European 
Communities may be interpreted as a reflection of 
the social climate in Europe, awareness of sexual 
discrimination perpetuated by advertising images 
is growing. Dishonesty in sex-role portrayal was 
defined as "a considerable violation of the principle 
of social, economic and cultural equality between 
the sexes". The inclusion of the term "considera- 
ble" however, reflects a lack of commitment to the 
strict enforcement of the proposal and severely 
mitigates its significance and practical value. 
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2. The broadcasting industry 

A. Radio 

That television has superseded radio becomes once 
again apparent when reviewing the literature on the 
professional status of women in broadcasting. 
previously observed with respect to content studies, 
the position of women in radio has been a secondary 
consideration in comparison with television. Besides 
lacking in quantity, the documentation of female pre- 
sence in sound broadcasting is confined to the North 
American and Western European socio-cultural con- 
texts. This narrow research focus on the Western 
mass media structure to the neglect of other cultur- 
al regions, particularly the developing world, is 
deplorable, considering the anticipated potential of 
radio, rather than TV, for stimulating social devel- 
opment. 

Specific areas of concern with regard to female 
participation in radio production include on-air pre- 
sence both in information and entertainment pro- 
gramming, and representation in management. The 
virtual absence, or at best token presence, of wo- 
men in management positions is regarded as one of 
the main causes of women's limited involvement in 
all aspects of radio work, as well as a major factor 
in perpetuating the male bias in radio programming. 

A s  

(a) Women on the air 

The article on radio included in the documentary 
sourcebook on British mass media compiled by the 
"Women in Media" group (Ross, 1977) pointed out 
that daytime radio voices were all male. Accord- 
ing to the author, the fact that no female voices are 
heard during daytime broadcasts is rooted in broad- 
casters' belief that women, who largely make up 
daytime audiences, prefer listening to males. She 
attributes this misconception, which is responsible 
for keeping women off the air, to the influence of 
commercial radio. Because of the "lack of convic- 
tion of the female voice", advertisers believe that 
females are ineffectual in selling products to a fe- 
male audience. The same argument has been used 
for years to exclude women from radio news repor- 
ting. Despite recent surveys which refute the be- 
lief that female voices are unacceptable to the au- 
dience (Stone, 1973 - Whittaker and Whittaker, 
19761, broadcasters' prejudices against women 
persist (Marzolf, 1977). 

As a result of staunch adherence to this philo- 
sophy, the on-air situation has been the hardest for 
women to break into. According to a recent 
Billboard article (X, Billboard, Nov. 12, 19771, 
women are currently crossing this last frontier. 

All-music format radio in America grew up al- 
most entirely womanless. 
female disc-jockeys on the air failed, supposedly 
because the audience was not ready to accept women 
(X, Billboard, Nov. 12, 1977). This attitude has 
been changing since the late 1960's. As a result 

Earlier attempts to put 

an increasing number of women are making inroads 
into format radio. The hiring spree which recent 
years have witnessed is undoubtedly in no small 
measure owing to pressure from women's rights 
groups and to efforts to comply with the Equal Op- 
portunities Act and Affirmative Action provisions. 
In the light of this motivation for hiring more wo- 
men, the apprehension that change will not go be- 
yond tokenism does not seem w'ithout foundation 
(Epstein, 1974). Nevertheless, broadcast execu- 
tives claim that women owe their increasing break- 
through as air personalities exclusively to their 
talents and the readiness of audiences to accept 
them (X, Billboard, Nov. 12, 1977). While women 
disc-jockeys used to be locked into late nighttime 
slots on the assumption that late at night was the 
only time (male) listeners appreciated a female 
voice, they are now moving into morning and after- 
noon time slots as well. Women on the air appear 
to appeal to women and men equally, their audience 
being no different from that of their male counter- 
parts. 

The qualifications broadcasting requires in ad- 
dition to the proper educational background and ex- 
perience, i. e. the right "radio voice": low, steady 
and with an air of confidence, appeared to be a 
major obstacle to women's entry and advancement 
in radio news reporting (Bowman, 1974). Of the 
major American news media - newspapers, radio, 
TV, wire services - the severest exclusion of wo- 
men from news departments occurred in radio. 
Less than 570 of the radio news staff were female. 
It appeared that opportunities for women in broad- 
casting were largely confined to television news in 
the larger markets. 
tion of women and men in the media hierarchies 
was the largest in the broadcast sector. Neverthe- 
less, while the broadcast media tended to discrimi- 
nate more against women at the entry level than the 
print sector, the schemes of financial rewards were 
less discriminatory in broadcasting, at least at 
those levels where women had managed to break 
through. The position of women in radio and TV 
news was overall less equitable than in the print 
sector. Almost no women had risen above the low- 
est reportorial levels. They were further more 
likely to be writers and processors of news rather 
than reporters. 

A 1974 study of Sweden's radio and television 
system cited by Marzolf (1 977) also revealed that 
newscasts were heavily dominated by men. All an- 
chors, commentators and nearly all reporters in 
the sampled period were male. The same pre- 
judices, i. e. women being considered unsuitable 
for "hard news" reporting because they lack credi- 
bility, appear to have barred women from news- 
casting positions throughout Western Europe as 
well as in the U. S.A. (Marzolf, 1977, 284). 

The inequity in the distribu- 
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(b) Women in radio management 

The' general absence of women from higher manage- 
ment is considered highly detrimental to overall fe- 
male representation in broadcasting for two major 
reasons: it is the top executives who do the hiring, 
and who are in a position to influence programming 
(Ross, 1977, 28). The national Radio Four in the 
United Kingdom has appointed a few women to man- 
agement positions under pressure from "Women in 
Media". Apart from these token appointments, no 
progress has been made by either the BBC or Inde- 
pendent Radio in improving female representation 
at the policy-making level. 
tion of the Sex Discrimination Act in 1976, broad- 
casters are eager to admit that more women should 
be hired in order to make radio a truly egalitarian 
medium. However, as a result of BBC's and Inde- 
pendent Radio's neglect to provide opportunities for 
women, few are available with the proper training 
and sufficient experience to qualify for creative as 
well as executive positions. T o  some extent, the 
local radio stations, both BBC and commercial, 
have functioned as a training ground for female 
presenters, producers, disc-jockeys and newscas - 
ters. Station management however is also almost 
entirely male, Ross observes. 

The virtually complete exclusion of women 
from news management in broadcasting was a strik- 
ing conclusion of Bowman's 1974 survey of women 
journalists in the U.S.A. The differences between 
men's and women's positions in the occupational 
hierarchy of the news media, while considerable 
all-over, were most apparent in the broadcast sec- 
tor. 
the managerial and supervisory levels. The inequi- 
ty remained when the effects of experience and edu- 
cation were removed, which indicated that women 
were indeed discriminated against and were to be 
considered an occupational minority. It was con- 
cluded that journalism, and broadcast journalism 
in particular, constitutes a male-dominated and 
sex-typed occupation, which offered females less 
chances than males for entering the profession, for 
. prof es s iona 1 advancement and financia 1 suc c es s. 
News media, including radio and TV, discriminate 
against women, Bowman suggests, because the con- 
cept of women as lacking the expected characteris- 
tics and possessing inappropriate "feminine" traits 
persists in the minds of the gatekeepers, despite 
their awareness that many qualified and committed 
women are available (Bowman, 1974, 213). 

Since the implementa- 

Women were almost completely absent from 

C onc lus ion 

While radio remains a largely unexplored field in 
the study of women's employment status in the me- 
dia, the limited body of available research mate- 
rials seems to reveal - with respect to radio sys- 
tems in Western societies - that: 
- women remain severely underrepresented in on- 
air radio work as well as at the decision-making 

level, despite recent attempts to hire more 
women in response to outside pressures. 
women's inferior position in radio is only partly 
owing to lack of education, training and experi- 
ence; 
the major causes of discrimination are to be 
found in structural barriers hindering women's 
entry, training and advancement on an equal 
basis with men, and in the persistence of cultur- 
al myths about women's capacities in the minds 
of the men who control employment practices. 

Increasing their number in management is 
considered a priority issue in the efforts to improve 
the overall representation of women in radio. 

B. Television 

Television functions as a major source of informa- 
tion and entertainment in societies where a well- 
developed infrastructure allows for the production, 
distribution and reception of TV-programmes on a 
wide scale. Full integration of women at all levels 
of TV-organizations and in all aspects of TV-opera- 
tions, particùlarly in decision- ma king positions, 
is regarded as a prerequisite if the medium is to 
reflect the interests of its female audience. In 
countries where socio-economic conditions and 
technological development do not approximate those 
existing in the technically advanced societies, mass 
media, including television, are viewed as poten- 
tially powerful instruments for education and nation- 
al development, of which the improvement of 
women's status is to be an integral part. The 
study of what the media can do for women in devel- 
oping countries, and how women can contribute to 
the effective use of television and other mass me- 
dia for social progress, has only just begun. A s  
a result, documentation of the professional status 
of women in television is largely confined to the 
highly developed broadcasting systems operating 
in Western Europe and North America. Data on 
the representation of women in TV-systems of 
Eastern European countries and the U. S. S. R. are 
equally lacking, as is extensive research on the 
position of women in general, owing to the fact that 
a person's sex is not considered as significant a 
determinant of her /his social position as elsewhere. 

The available literature emphasizes two areas 
of female presence in TV: the participation of wo- 
men in the news gathering process, including on- 
air presentation of news, and female involvement 
in TV-production and management. 

(a) The status of the female TV news staff 

Bowman observed in 1974 that the status of women 
in American news media emerged as "an issue" 
only in recent years, due to the impact of feminist 
consciousness raising and to pressures for equal 
employment opportunities. Sources documenting 
the position of female journalists in America are 
in short supply in relation to the numerous 

' 
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materials on journalism and professional journal- 
ists. A review of past research produced the fol- 
lowing results (Bowman, 1974, 41-42): 

-women represent a minority on the editorial 
staffs of radio and TV; - they work at the lowest echelons of the occupa- 
tional hierarchy within the broadcasting media; - the majority of female news staff work in the so- 
called "soft beats", which are not considered re- 
levant experience for advancement. Beat segre- 
gation however, is less prevalent in the broad- 
cast sector than in the print media. 

Bowman's survey of news personnel revealed 
that, as of April 1971, women constituted a 10. 7% 
minority in TV and radio/TV-stations combined, 
This percentage was lower than the proportion of 
women working in the print news media, though 
higher than that of female news staff in radio sta- 
tions (cfr. supra, p. 95). The concentration of 
women in news media located in smaller cities, 
which indicates the small size of both the market 
they serve and the organization that employs them, 
was evidenced with respect to the print media, but 
not for the broadcast sector. The highest propor- 
tion of women was found in the large cities/ 
markets/organizations. which employed 52% of the 
women vs. only 18% of the men in the survey sam- 
ple. Almost 3570 of the women in television news 
departments worked in medium-sized markets. 
This leads Bowman to conclude that the opportuni- 
ties for women in broadcasting are largely confined 
to television news in the larger and medium-sized 
markets. 
markets has become visible in recent years with 
an increasing number of female news correspon- 
dents appearing on network news programmes and 
covering a broad range of news topics, including 
the more prestigious beat assignments. Beat se- 
gregation, while still prevailing in the print sector, 
was found to be occurring less and less in television, 

The hierarchical position of women in relation 
to men on the other hand was less favourable in 
radio and TV news departments than in the print 
media. The majority of women worked in low- 
level editorial jobs, mostly as writers and proces- 
sors of news rather than reporters. Women were 
virtually absent from all managerial levels, parti- 
cularly from high management. When examining 
educational background and experience, the two 
major qualification requirements for entry and ad- 
vancement, women's educational profile was quite 
similar, though somewhat less favourable, to that 
of their male counterparts. They did lack experi- 
ence, however. It is this deficiency which g m o s t  
likely to have influenced the distributional differ- 
ences between women and men within the occupa- 
tional hierarchy of television news: more than 40% 
of the women interviewed for the survey had enter- 
ed the news media within five years of the interview 
date. There were no women in the late stages of 
their career in the broadcast media, which indicates 

The presence of women in these major 

that no women were allowed in radio and television 
newsrooms before 1950. However, even when the 
negative impact of education and experience was 
neutralized, the inequity remained. The differ- 
ences between the positions of women and men in 
the media hierarchies were the largest in the broad- 
cast sector. 

Another important indicator of status which 
Bowman explored was salary. 
of salary are years of experience, which works 
against women, and size of the market, which tends 
to benefit women. While at the lower editorial 
echelons women earned less than men, at the high- 
est reportorial level the average salary of female 
star reporters was almost twice that of their male 
counterparts. However, comparison of male and 
female earnings at this level is irrelevant, since 
women were severely outnumbered by men (9770 
vs. 3%). While overall the status of women in TV 
news is to be viewed as that of an occupational 
minority with diminished chances for &try and ad- 
vancement into professionally and financially high- 
er status positions, opportunities for on-air news- 
women seem to be improving, particularly in the 
high-visibility major markets. One such top mar- 
ket where the quantity and quality of broadcasters 
is relatively high is New York. A sample of 30 
female reporters /correspondents working in New 
York local and network TV-news, along with male 
executives and news directors, was the subject of 
a survey conducted by Judith Gelfman in 1973 
(Gelfman, 1976). By means of in-depth interview- 
ing and observation of their daily work routine, 
Gelfman explored women's employment status in 
television news. With respect to qualifications re- 
quired of TV-reporters, the majority of both 
female correspondents and male directors empha- 
sized the importance of experience (cfr. supra 
Bowman), and preferred a Liberal Arts background. 
Journalism School was not a prerequisite, but ap- 
preciated by many male executives. 
women in the survey sample had some college 
training with 87% holding an undergraduate college 
degree. Most had worked for television as train- 
ees, secretaries, production assistants, or re- 
searchers, prior to entering news reporting. 
Others had moved in directly from jobs in radio or 
print journalism. 
and male reporters were minimal, owing to the 
base pay scale set by the American Federation of 
Television and Radio Artists. Some women were 
able to negotiate personal contracts for a higher 
salary. A factor of prime consideration in mone- 
tary negotiations is the reporter's viewer appeal. 
On-camera newswomen are regarded as "talent" 
by management. 
prerequisite in television news, in addition to the 
generally recognized journalistic skills acquired 
through training and experience. Television 
searches for "air personalities" who are able to 
develop a distinctive personal style which appeals 
to the audience, resulting in increased ratings and 

Major determinants 

All of the 

Salary inequities between female 

"Talent" or "viewer appeal" is a 
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revenues. Physical appearance is considered of 
crucial importance to the image projected by the 
on-air reporter. All of the New York newswomen, 
each one of them better-than-average looking and 
most of them young, achowledged the emphasis 
on physical attractiveness, especially for females. 
While half of them admitted that being female had 
been a positive factor in hiring (tokenism), they 
felt that their male environment questioned their 
professional abilities until they proved that they 
were "better than men". Eighty percent of the 
male executives acknowledged the disadvantages 
of being female in the male-dominated television 
news world. Prejudices regarding women's pro- 
fessional capacities doubly affected reporters who 
were both female and members of a racial/ethnic 
minority, and faced the problem of being perceived 
as double tokens. Sex was generally not perceived 
as determining story assignments, although 50% 
of the male executives were concerned with 
women's safety on dangerous assignments. The 
experiences of these women generally support ear- 
lier findings : 

women constitute a minority in television news 
departments; 
opportunities for women to enter TV-news are 
better in large- than in small-sized markets; 
besides journalistic skills gained through educa- 
tion and especially experience, television re- 
quires its on-camera reporters to be "talented". 
"Talent" is a vaguely defined concept. Major 
ingredients are physical attractiveness and youth, 
particularly with respect to women, although the 
emphasis on physique has decreased in recent 
years; 
the financial reward scheme is based on the re- 
porter's experience and her /his viewer appeal, 
not on sex; 
beat segregation, whereby women are channeled 
into ''soft news beats" is less prevalent in TV- 
news than in print news media; 
the major barrier women are faced with is the 
prejudices of their male environment regarding 
women's professional capacities, which is re- 
flective of sex-role concepts and behaviour pre- 
vailing in society. However, the increasing 
strength of the women's movement and FCC (Fed- 
eral Communication Commission) pressure for 
equal employment opportunities are resulting in 
a growing awareness among TV-management of 
women's changing roles and are creating a more 
favourable social climate; 
while opportunities for women may be improving 
at the entry-level, the top jobs both in terms of 
prestige and money are still a male preserve, as 
is management. The strong resistance against 
women invading these last male strongholds was 
recently demonstrated when Barbara Walters I 
appointment to co-anchor of the ABC network 
news evoked scornful comments from the male 
journalistic establishment about her journalistic 

credentials, her marketplace value, and her 
worthiness to take a place among the top four in 
broadcast journalism (Hennessee, 1976). 

Despite the trend towards a greater accept- 
ance of women as reporters, television news. - 
and network news in particular - remains over- 
whelmingly dominated by males, who also tend to 
be white. A random sample of network news pro- 
grammes aired during 1974-1 975 revealed that 
white males accounted for 88.6% of the total cor- 
respondent appearances (X, U. S. Comm. on Civil 
Rights, 1977). Using the position of a story in the 
newscast as a measure of its newsworthiness, the 
most important beats were covered by white male 
reporters. Women and minority males and fe- 
males, who were outnumbered 9 to l by white male 
correspondents, were mostly assigned stories 
pertinent to women and minorities. These findings 
suggest that beat segregation is by no means limit- 
ed to the print news media. A study comparing the 
representation of women in local and network news 
programmes (WAC to KDKA-TV, 1975) indicated 
however, that the practice of reserving prestigious 
news beats for male reporters was less prevalent 
in local news than in network newscasts. Local 
TV also appeared to be more flexible in opening 
the high-status reportorial jobs to women: 4 out 
of the 10 anchors appearing on local newscasts 
were female, while network anchors were all male. 
The presentation of editorials remained exclusive- 
ly male territory both in local and network news, 
indicating that no women had attained the high- 
level executive rank required of KDKA-TV com- 
mentators. 

While women are still far from fully integra- 
ted in American television newsrooms, the picture 
presented by Western European television is even 
gloomier. As of November 1975, BBC news em- 
ployed no female reporters and only one female 
newsreader (Koerber, 1977). The British com- 
mercial network had no female newscasters and 
only one rarely seen female reporter. Current 
affairs and documentary programming offered 
slightly better opportunities for women: 37% of 
the presenters /reporters of such programmes on 
ITV were female; 31% of the BBC presenter/ 
reporter staff were female, but none of its editors 
were women. Directing and producing current af- 
fairs programmes remained largely a male pre- 
serve: women accounted for 14. 7% of the person- 
nel in this category at ITV, and for about 10% at 
the BBC. 

In Belgium, women comprised only 7.370 of 
the news staff of the Dutch-language broadcasting 
system (Tielens, Vankeirsbilck and Ceulemans, 
1978). Unlike in the U. S.A., where print media 
appear to be more accessible to women, in 
Belgium the female-male ratio was somewhat 
more favourable to women in broadcasting than in 
the print news media. 

(Federal Republic of O n  German television 
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Germany), women were least visible in the news 
shows, the most popular programmes among all 
television content, particularly with male viewers. 
Only 3. 1% of ZDF and 5. 9% of ARD news corres- 
pondents were women. Female reporters were 
also overwhelmingly assigned to soft beats such as 
health, family, youth. Politics, the major topic of 
German TV news shows, is a male field both on 
television and in reality (X, Küchenhoff, 1975). 
The underrepresentation of women on the air, and 
beat segregation were also clearly established pat- 
terns in information and documentary programmes, 
although to a lesser extent than in news broadcasts. 
The low appearance frequency of female journalists 
on German TV is a reflection of their functional and 
distributional position within the structure of Ger- 
man broadcasting companies. A n  exploration into 
the status of female editorial staff employed at 
three selected ARD broadcasting companies (Freise 
and Drath, 1977) revealed that (1) women represen- 
ted an occ,upational minority in broadcast journal- 
ism; (2) female editorial employees were concen- 
trated in the lowest echelons of the employment 
hierarchy and in the lower-status (i. e. traditional- 
ly female) programming units; (3) administration, 
organization and processing of pre-prepared mate- 
rials accounted for the bulk of their work routine, 
while functions of a more creative and essentially 
journalistic nature such as writing, reporting, 
interviewing were reduced to a minimum. 
this study makes no pretence to being either repre- 
sentative of the entire ARD-system or exhaustive, 
it does support the findings resulting from pro- 
gramme monitoring: female journalists tend to be 
relegated to traditionally female areas; their pri- 
mary professional activity does not concern on- 
air reporting and presentation. 

Scandinavian broadcasting systems seem to 
have adopted a more positive attitude towards 
women, who receive equal pay and equal assign- 
ments to those of their male colleagues (Marzolf, 
1977, 286-288). However, as elsewhere in Wes- 
tern Europe and the U. S. A., Scandinavian women 
are absent from TV-management. 

While 

(b) The representation of women in TV- 
production and management 

The survey of American mass media - defined as 
the most ubiquitous, most insidious and most power- 
ful force dedicated to the maintenance of the status 
guo- compiled by the Media Women's Association 
includes a descriptive article about the employment 
status of women on the nation's four television net- 
works staffs (Strainchamps, 1974). Sexual division 
of work was a recurrent pattern in network organi- 
zations: women worked mostly as secretaries, re- 
searchers and assistants to men; production, writ- 
ing, 
employment. Sexual discrimination operated with 
respect to salary and promotion: women holding 
the same positions as men were paid less, 

editing and management were male areas of 

opportunities for advancement were limited. Due to 
the increased activity of newly organized women's 
groups within the companies, some progress has 
been made in recent years, ' which is nonetheless 
perceived as mere tokenism. Women have achieved 
some success in pressuring their employers into 
adopting affirmative action programmes. Female 
employees of NBC recently won a significant victory. 
A s  a result of a class action suit, NBC agreed to 
pay 2 million dollars in damages to present and 
former women employees. 

women and minorities in broadcasting is the annual 
report broadcasting stations are required to file 
with the Federal Communications Commission un- 
der the Equal Employment Opportunities Rule. O n  
the basis of the data contained in these reports, the 
Office of Communications of the United Church of 
Christ noted a significant increase from 1971 to 
1975 in the proportion of women classified in the 
upper four job categories (as reported' in X, U. S. 
Comm. on Civil Rights, 1977, 87). The percen- 
tage of minority employees in the top four catego- 
ries had also risen, but less sharply than the pro- 
portion of female workers. The overall proportion 
of employees classified in these job categories 
(Officials and Managers /Professionals /Technicians / 
Sales people) had increased over the same period. 
These findings prompted the U. S. Commission on 
Civil Rights (1 977) to examine whether broadcasters 
were reclassifying low-level employees in upper- 
level job categories while in fact retaining them at 
the same jobs and salaries. 
stations was drawn to explore the extent of employ- 
ment discrimination against women and minorities. 
A comparison of 1971 and 1975 employment figures 
confirmed the earlier findings. Overall the num- 
ber of white male employees decreased, while the 
proportion of white females, minority women and 
minority males rose. Changes were even more 
striking in the top four employment categories: the 
proportion of white males decreased, while the 
proportion of white females and of non-white males 
and females increased. According to the Commis- 
sion's report, these data reflect that the employ- 
ment categories were being used in such a way that 
three-quarters of all employees could be classified 
in the four top job categories. T o  determine to 
what extent women and minorities were represen- 
ted at all levels within the broadcast organizations, 
an indepth analysis of employment at 8 TV-stations 
was conducted. This survey demonstrated that the 
true employment status of women and minority e m -  
ployees was s er ious ly mis represent ed. Females 
and members of ethnic /racial minority groups were 
virtually absent from the higher levels of manage- 
ment. Most of the crucial decision-making posi- 
tions within each job category and within each 
department of the organization were occupied by 
white males. The integration of women and minor- 
ities at all levels of station management and opera- 
tion, and particularly at the policy-making level, 

One source of information about the status of 

A sample of 40 TV- 
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is considered of crucial importance to guarantee a 
diversified and balanced TV-programming. The 
current FCC employment data forms fail to uncover 
deficiencies in TV-station's work force and allow 
for misrepresentation of women's and minorities' 
employment status. The fact that broadcasters 
utilize this opportunity to misrepresent the position 
of female and minority employees demonstrates 
their lack of commitment to providing equal employ- 
ment opportunities. 
the FCC is to blame for failing to enforce com- 
pliance with the EEO rule. 
dying this situation was recently taken by a female 
FCC commissioner. Her proposal to re-evaluate 
the job descriptions in the broadcast industry was 
adopted, and preparations for revision are current- 
ly being made (X, Media Report to Women, Jan. 
1978). 

The discrimination against women in television 
which appeared from the 1975 employment figures 
persisted in 1976. The total percentage of employ- 
ees classified in the top four job categories rose to 
80% in 1976, 867" of whom were male at commercial 
TV-stations and 80% at non-commerical TV-stations 
(X, Media Report to Women, April 1977). Most of 
the TV-stations did not increase the proportion of 
either women or minorities working in the upper 
echelons of the organizations. 

tation of women in television, particularly in man- 
agement, they provide no insight into what kinds of 
barrier prevent women from participating at all 
levels of television production on an equal basis 
with men, One such investigation was conducted by 
the Canadian Broadcasting Corporation Task Force 
on the Status of Women (X, Women in the CBC, 1975). 
It was found that employment decisions, which keep 
the majority of jobs closed to women and generally 
deny female employees an equal share in the "corp- 
orate wealth" in terms of salary, training, advance- 
ment and decision-making power, were based on a 
set of assumptions which the Task Force demonstra- 
ted to be untrue for the majority of women. The 
fact that men, who constitute 75% of CBC staff and 
9370 of management personnel, held markedly dif- 
ferent views about women to those of the female 
workers, and that it is these men who have the 
power over women's careers and working environ- 
ment was identified as the basic cause of discrimi- 
nation in the CBC and the resulting dissatisfaction 
and frustration of women workers. 

In order to expose the operation of sexist e m -  
ployment practices in British television, the Asso- 
ciation of Cinematograph and Television Technicians 
(ACTT) conducted a thorough analysis of the job 
structure in ITV, the British commercial television 
network (X, ACTT, 1975). Few data were available 
on the BBC, as the ACTT has no negotiating rights 
in the BBC and membership of the union is entirely 
optional for BBC employees. 
the largest branch in the union and the largest area 
of employment for women: 49% of the total ACTT 

According to the Commission, 

The'first step in reme- 

While the above data reveal the underrepresen- 

Television represents 

membership. Since 1969, the rate of growth of 
female membership has also been significantly 
higher than that of male membership. One-third 
of the female ACTT members, representing 14% 
of all ITV employees in ACTT grades, is perma- 
nently employed at ITV as compared to half of the 
male members. Another 1/6 of female, and 1/5 
of male ACTT members, work full-time at the 
BBC. Most of the lTV women (70%) work for the 
five major television companies, where they are 
channeled into secretarial positions and excluded 
from the skilled technical jobs. 
of women in clerical jobs also applies to the BBC. 
Work at ITV is clearly divided along sexual lines. 
With regard to grades employing both males and 
females, excluding those of director and producer, 
45% of the men vs. 24% of the women worked in 
senior grades. Only 8% of all directors and direc- 
torfproducers at ITV were women. Instances of 
blatant discrimination reported to the union are 
numerous. The complaints concerned both jobs 
which are closed to women because of their sex 
(e. g. director, editor, senior researcher, etc. 
and jobs with.a high concentration of females (e. g. 
production assistants typecast as glorified secre- 
taries). Other major factors causing the mainte- 
nance of women's inferior status in the industry 
include: 

The concentration 

The undervaluation of female jobs 

More than 213 of the women in ITV work in jobs 
offering little or no opportunities for professional 
advancement and financial success, 

Educational qualifications and social conditioning 

The proportion of women with some sort of higher 
education, mostly secretarial, was much higher 
than that of male employees. However fewer wo- 
men than men held a university degree or film/TV 
qualifications. The educational qualifications re - 
quired by ITV are not very strict, since it relies 
primarily on experience and training provided by 
other industries where women are almost absent, 
and on a general technical background which few 
women are encouraged to develop. ITV does not 
provide sponsored training courses, except for en- 
gineers, although 80% of the men and 70% of the 
women expressed a desire to attend such a course. 
Since training opportunities within and outside of 
television are still largely closed to women, and 
jobs other than secretarial, for which almost 
exclusively women qualify, require extensive 
experience and training, women entering the indus- 
try have no other choice than to accept a secreta- 
rial position, probably to remain there indefinitely. 
The equation of authoity with masculinity excludes 
women from upper-level jobs such as directing and 
floor management for which they qualify in every 
other respect. 

56 



The job structure 

The grades most women work in (e. g. production 
assistant) are perceived as careers in themselves. 
Although most production grades have no clear ca- 
reer structure, in practice some grades function 
as stepping-stones for men, e. g. vision mixing and 
assembly. There are either no women working in 
these stepping-stone grades, or they are not pro- 
moted on the same basis and at the same pace as 
their male counterparts. Since the rapid expansion 
of television has come to a stop, advancement is no 
longer automatic for men either. However, in view 
of the limited range of "women's jobs", opportuni- 
ties are even more limited for women. 

Job insecurity and working relationships 

In terms of prospects for permanent employment 
and the financial state of the television companies, 
work in television is more stable than in laborato- 
ries and film production, the two other union 
branches. 
ITV employees as compared with the other branches 
has created more favourable attitudes towards wo- 
men, who are less perceived as a potential threat. 
Management and male union members nevertheless 
responded negatively to the introduction of materni- 
ty leave and child care provisions. This suggests 
that their liberalism is conditional upon women's 
willingness to behave like men, and fails to acknowl- 
edge women's specific needs. 

The relatively greater job security of 

The right to work and rights of work 

While at the BBC employees have a right to materni- 
ty leave, ITV grants unpaid maternity leave only as 
a private arrangement and under strong pressure 
from the individual woman. Childcare facilities are 
absent. In all but one of the television companies, 
women were eligible to join the existing pension 
plan at a later age than men. Sickness benefits are 
the most generous among the union branches. Con- 
tinuity of service is required in order to be eligible. 
Women however "break" their service more often 
than men for promotional or pregnancy reasons, 
and are thus at a disadvantage. 

The underrepresentation of women in the union 

Few women are elected to union offices. The 
unwillingness to elect them is due to the fear that 
management, not members, will not take them seri- 
ously. 
iarity and experience with union procedures and 
operations, and their isolation from other women 
working in the industry. 
among the most militant in organized fighting for 
equal pay, grade structure and training opportunities 
Unfortunately, they have confined their demands to 
their own particular situation, excluding other wo- 
men in the industry. Women themselves have been 

Women's major problems are lack of famil- 

Production assistants are 

reluctant to attribute their problems to discrimi- 
natory structures and employment practices. 
reluctance is largely owing to the nature of women's 
work, including the geographical isolation, and to 
the fact that they consider their status a rather pri- 
vileged one as compared with women outside the 
industry, whose opportunities are often even more 
limited. This attitude is changing though, and 
many production assistants have indicated their 
readiness for action. Organization to fight for 
change is more difficult among BBC employees, 
who fear victimization and reprimands from man- 
agement. The BBC, a state-owned corporation, 
reacts negatively to radicalism among its employ- 
ees with respect to political as well as women's 
rights issues. Women's demands for more power 
within the organization and for control oyer pro- 
gramming may therefore meet with greater resis- 
tance in the RBC than in ITV, the report concludes. 

This 

Conclusion 

Education and experience are the formal qualifica- 
tions giving access to employment in television. 
Women have little difficulty in meeting educational 
requirements, which are not a prime consideration 
in the industry. Greater emphasis is placed on ex- 
perience, which is of crucial importance to advance- 
ment within the. occupational hierarchy of the organ- 
ization. The top-level positions in production, 
management, and the high-status reportorial func- 
tions are accessible only to those who are given the 
opportunity either to work their way up within the 
organization, or to acquire extensive training and 
experience outside the industry, and to those who 
possess the proper dose of authority and attractive- 
ness. It is these qualifications which women are 
generally unable to develop: - opportunities for advancement are more limited 
for women than for men. Women are prevented 
from moving upwards within the employment hier- 
archy, because upon their entry they are chan- 
neled into dead-end jobs with no career structure. 
Training facilities provided by the employer are 
limited and mostly inaccessible to women. The 
chances for obtaining the necessary experience 
in related fields outside of television are less fa- 
vourable for women than for men; - the equation of authority with masculinity ham- 
pers women's access to the top functions in di- 
recting, producing and management. In television 
news, the additional requirements of viewer ap- 
peal, attractiveness and personality give women 
equal chances with men to land an on-camera re- 
porting job, as well as to obtain a successful fi- 
nancial arrangement. Being female has recently 
even become an asset in hiring, though not in pro- 
motion. 
the higher-echelon position in news reporting and 
management largely remain a male preserve. 

As in other areas of TV-management, 

While women have made some progress in 
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certain areas of TV work (e. g. news reporting), 
other areas, particularly at the higher levels of 
production and management remain inaccessible to 
them, largely attributable to the persistence of 
male bias in both the employment structure and in 
management's view of women's professional capa- 
cities. 

3. The film industry 

Only in recent years have women begun to search 
for female and feminist footholds in the bastion of 
male influence which the film industry has been 
from the outset. This growing interest in cinema 
is manifested in the need women film critics and 
theorists are expressing for a feminist perspective 
on cinema and for a feminist film theory. Their 
attempts to formulate such a viewpoint have result- 
ed in different approaches, ranging from impres- 
sionistic and subjective analyses of female portray- 
al in cinema to structuralist and psycho-analytical 
film theories (Kay and Peary, 1977). Which ap- 
proach will prove most valuable to the understand- 
ing of women's role in cinema is a debatable issue, 
the discussion of which exceeds the intents of the 
present study. What concerns us here is the posi- 
tion of women in the film industry. The efforts of 
women film critics - and film criticism is one field 
where women rank among the most prominent and 
the most influential - to introduce new perspectives 
on cinema include, besides the assessment of fe- 
male portrayal in film, the documentation of 
women's contributions to film-making in the past 
and the present. 
men are conspicuously absent from the chronicled 
history of film production served as an impetus to 
search for vestiges of female presence in all facets 
of film-making during the past decades (Smith, 
1Y75). Current research reveals a much greater 
contribution of women in script-writing and direct- 
ing than the existing body of documents revealed. 
In fact, more women were actively involved in film- 
making before the 1920's than at the present time 
(Rosen, 1973, 367). With respect to the American 
film industry, Rosen observes that the number of 
female scenarists and directors decreased steadily 
in the decades following the 192O's, when film be- 
came a big industry. In fact, only two wornen, 
Dorothy Arzner and Ida Lupino, seemed to have 
managed to secure a steady position as Hollywood 
directors during the past forty years. Whether and 
to what extent the films these women directed con- 
tributed to a raised consciousness of women's roles 
is the subject of an on-going debate (Johnston, 1975). 
The renewed interest in their work in recent years 
is yet another indication of the importance contem- 
porary women attach to the presence of active wo- 
men in the film industry. As for the present in- 
volvement of women in film-making, all interested 
in the subject join in deploring the limited opportu- 
nities commercial film offers for women directors, 
writers, actors, and in urging the entry of more 

The startling observation that wo- 

women in the creative and technical areas of film 
production. A s  to the insertion of feminism in cin- 
ema, British and American critics - who have been 
most productive in analysing the interrelationship 
between film, women, and feminism - hold very 
distinctive views of what a feminist approach to 
film should be (Kaplan, 1977, 393-395). American 
film critics intuitively blame the male monopoly 
in the film industry for reinforcing male superiori- 
ty vs. female inferiority, while the British are 
more concerned with the theoretical study of how 
sexist ideology, which permeates society at all 
levels, is reproduced in cinema (Place and Burston, 
1976). In keeping with the British point of view, 
the presence of women in cinema will not result in 
a more balanced portrayal of women unless the in- 
fusion of women in the film industry "is inspired 
in a workable feminist theory and part of a social 
movement which strives to restructure society on 
all levels'' (Place and Burston, 1976, 62). 

The analysis of women's portrayal in cinema, 
and the theoretical discussion of how female images 
in film should be interpreted have been the subject 
matter of publications far more often than the posi- 
tion of women in the film industry. 
published in 1975, and the April 1974 issue of the 

T w o  studies 

French journal Image et Son on Women and the 
Cinema have attempted to fill this void. Two of 
these identify the patterns of discrimination work- 
ing against women in the British and the French 
film industries. 
fold objective: (1) to present a world-wide over- 
view of women involved in film-making since 1896; 
(2) to introduce the American women who are cur- 
rently making movies outside of Hollywood; (3) to 
provide a directory of women film-makers through- 
out the U. S.A. (Smith, 1975). In the absence of 
additional sources, we are entirely dependent upon 
these three documents for information on this sub- 
ject. 
in film production all over the world, largely bor- 
rowed from Smith (19751, will serve as a first ap- 
proach to the issue. In a second section, we will 
take a closer look at the employment patterns in 
the film industry, with the French Image et Son 
(April 1974) and especially the thoroughly documen- 
ted British situation (X, ACTT, 1975) as cases-in- 
point. 

The third document has a three- 

A descriptive survey of women's presence 

(a) Women film-makers: a world-wide over- 
view 

It has been repeatedly stated that women had their 
greatest impact in the pioneering years of film, 
when they were involved in every facet of film pro- 
duction except camera work. As the new industry 
began to prosper, the number of women actively 
involved in film production dropped drastically. It 
was not until the late 1960's that they began to re- 
appear in significant numbers, in response to the 
new opportunities provided by the growing interest 
in a variety of cinematic forms (Smith, 1975). 
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Women involved in the big theatrical film produc- 
tions are still few in numbers, but educational film, 
art film, documentary, experimental film and, to 
some extent, commercial cinema are creating new 
opportunities for women screen -writ ers, producers, 
directors, editors. While most of the successful 
female directors have not been particularly concern- 
ed with treating feminist themes, some have dealt 
with women's issues. Several feminists have also 
turned to film-making. The fact that their films 
have not achieved great commercial success does 
not diminish their significance. As Brayfield (1977) 
points out, the function of film has changed since 
the advent of television, and the size of its audience 
is no longer an accurate measure of its social 
impact. 

Women all over the world are most actively in- 
volved in non-commercial productions. 

In the U.S.A. and Canada, a new wave of young 
independent film-makers is emerging, many of 
whom are women involved in all aspects of produc- 
tion. If women are about to make their big break- 
through in Hollywood, a small vanguard of female 
directors and the increased number of women re- 
ceiving production credits are paving the way. 

film production is extremely limited. Although 
Japan has the world's largest film production, only 
a few women film-makers have emerged since 
World War II. 
Mellen (1975) interviewed for her book on the Jap- 
anese cinema, not one film director was female. 
The book does highlight the careers of three suc- 
cessful women: a set designer, and actress and a 
woman who has earned a remarkable reputation 
internationally and a position of great influence in 
the national film industry through her work in the 
area of import and export of films. When Mellen 
wrote her second book on the Japanese cinema 
(Mellen, 19761, no women were working as direc- 
tors in Japan. India is another Asian country with 
a highly developed film industry (Parrain, 1969 - 
X, World Communications, Unesco, 1975). Togeth- 
er with Hongkong, it stands among the top five coun- 
tries in the world with the largest film production. 
In neither of these countries do women play a signi- 
ficant role. Despite the absence of legal and eco- 
nomic barriers in the People's Republic of China, 
few women have turned to film-making. 
to Smith (1975). 
echelon jobs, but the top creative positions are still 
monopolize by men. 

offering the most promising prospects for women. 
Its most prominent person, head of the nation's 
oldest and largest film company, is a woman. Only 
one woman has so far succeeded in directing a fea- 
ture film. 
include screen-writing, camera work, production 
and editing. 

Africa, particularly South of the Sahara, owing to 

On the Asian continent, female involvement in 

Among the leading film-makers Joan 

According 
many women work in the lower 

In the Middle East, the Israeli film industry is 

Other areas in which women are active 

The development of the film industry is slow in 

the lack of commercial outlets, financing and equip- 
ment, and black audiences' preference for Western 
films. Only a few women are active most- 
ly in the production of documentaries and film 
shorts, e.g. in Egypt, Cameroun, Tunisia and 
Ghana. Sarah Maldoror, born in Guadeloupe, is 
Africa's most outstanding woman film-maker who 
has gained international recognition. 

European countries where women in more or 
less significant numbers have been involved in 
writing, directing and producing include the United 
Kingdom, France, Denmark, Czechoslovakia and 
the U.S.S.R. Nelly Kaplan and Agnes Varda in 
France, Lina Wertmüller and Liliana Cavani in 
Italy have emerged in recent years as film-makers 
of international repute. In Sweden, former actress 
Mai Zetterling ranks among the leading film- 
makers. In other European countries, as in the 
rest of the world (Oceania and Latin America), re- 
latively few women are making films. Those who 
are work mostly in documentary, educational, ex- 
perimental film or productions for television. 

survey is: 
What appears from the above cross-country 

that women all over the world are making films; 
that their creative involvement is concentrated 
in non-commercial film production; 
that an iricreasing number of women, particular- 
ly in Canada and the U. S.A., are working out- 
side the established film industry in all aspects 
of independent film-making. 

The barriers which the film industry has erec- 
ted to prevent women's entry on all levels will be 
examined on the basis of the ACTT report on the 
British film industry (X, ACTT, 1975). 

(b) Patterns of discrimination in the film indus- 
try: a case-in-point: United Kingdom (with 
comparative data on the French industry) 

Both male and female membership of the film pro- 
duction branch of the Association of Cinematograph 
and Television Technicians (ACTT) has been drop- 
ping in recent years. The number of female m e m -  
bers shows a greater decline from 1969 to 1973 
(18%) than that of males (9%). Whereas twenty 
years ago, women accounted for over 17% of the 
branch membership, the percentage had dropped to 
1270 in 1973-1974. The increasingly low represen- 
tation of women in the union is attributed to: 

the decreasing job opportunities in the industry 
since 1969, prompting the union to place an e m -  
bargo on new entrants; 
the fact that women workers are concentrated in 
low-paid and undervalued jobs, due to prejudices 
against females, particularly in the technical 
grades; 
the change in the film industry: studio-based 
production has declined in favour of location 
work and free-lance film production. This de- 
velopment had a particularly significant impact 
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on women's position. Many departments employ- 
ing women no longer exist, and the inconveniences 
of irregular hours and filming on location are de- 
cided disadvantages for women with domestic 
commitments. 

The division of labour in the British film indus- 
try is clearly patterned along sexual lines. Out of the 
60 grades covered by ACTT agreements, 20 employ 
no women at all. Females in the industry work in 
a very narrow range of jobs: 113 are continuity 
girls (French equivalent: script-girl) or production 
assistants /secretaries, another 1 /3 work as editors 
or assistant editors, the final 1/3 work in pre- 
production (e. g. casting) or post-production (cut- 
ting) grades. Hardly any women are involved in 
laboratory processing or in actually shooting and 
producing films. As for the technical grades, a 
handful of women are sound recordists and assis- 
tant camerapersons, none work in lighting. 

jobs is clearly indicated by the share they have in 
producing and directing (6%) and in editing (less 
than 10%/0). 
is easily accessible to women is that of casting 
direct or. 

The French motion picture industry shows a 
similar employment pattern (Image et Son, April 
1974). Women are poorly represented in the higher 
echelons. They are concentrated in jobs tradition- 
ally reserved for women: the subordinate, seden- 
tary and second-rate positions lacking status and 
responsibility. Authority, initiative and technical 
knowledge are irreconcilable with expected femi- 
nine behaviour. Positions requiring such qualities 
and skills are therefore largely occupied by males, 

film industry is attributed to several factors; major 
causes, as detailed in the ACTT report, are the 
subject of the following discussion. 

That women are concentrated in lower-echelon 

The only senior production grade which 

The inferior position of women in the British 

Blatant discrimination 

Forms of blatant discrimination are hard to control 
by the union, since few cases are reported. Among 
those that are, sexual bias is particularly flagrant 
in editing. 
throughout the industry appears from advertisements 
for job vacancies which specify the sex of the appli- 
cant. The industry generally denies the existence 
of discriminatory employment practices. When 
asked why there are no women in technical jobs, 
employers reply that women simply do not apply. 
While this may be in part true, since the conviction 
that they will be rejected discourages many women 
from even applying, several female applicants have 
reported employers' refusal to even consider their 
application, because being female disqualified them 
automatically. 

That open discrimination is operating 

The undervaluation of jobs predominated by women 

Unlike skills required for male jobs, the qualities 
women are expected to possess for certain jobs are 
not financially rewarded. Many jobs that are pri- 
marily occupied by women require technical skills, 
but they are designated as secretarial positions, 
and remunerated as such. 

Educational/social conditioning and lack of train- 
ing facilities 

High general educational or vocational qualifications 
are not necessary to work in the film industry. 
Training in film production has always been on the 
job. However, the opportunities to receive such 
training are dropping for men, and are practically 
non-existent for women. Few women or men em- 
ployed in the film industry hold formal degrees. 
Women were on the whole, apart from schooling 
in film and technical education, better qualified 
than men. Many women do lack technical back- 
ground, which the National Film School, with an 
increasing female enrolment, does not provide. 

The job structure 

The job structure in the film industry is one of the 
major barriers operating against women, for whom 
the British industry provides few training oppor- 
tunities. In order to reach the top levels of direc- 
ting and producing, women have to obtain the neces- 
sary experience outside of the industry. Women 
either enter the industry at a high level after gain- 
ing experience elsewhere or remain in their low- 
echelon jobs, but men can move up within the indus- 
try. 
director, which function as stepping-stones in the 
job structure, are less accessible to women than 
to men. Most women work as production secre- 
taries and as continuity "girls". Although these 
jobs require knowledge of many areas of production, 
they are not regarded as relevant experience for 
anything else, except to some extent for the posi- 
tions of production manager and casting director. 
Casting director is actually the only high-level job 
which is easily accessible to women. 
of production manager, while involving considerable 
responsibilities, carries much less authority and 
creativity than that of producer or director. The 
job structure in the film industry is nevertheless 
much more flexible than in other branches for men, 
but not for women. A major factor working against 
women is the importance of contacts and reputations. 
Women are often excluded, because the images men 
have of the women they know, as well as of women 
in general, are often confined to the stereotypes of 
secretary and assistant. 

Grades such as those of editor and assistant- 

The grade 
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Working relationships and job insecurity 

Few women are given the opportunity to show their 
talents. The commercial system of film-making 
stresses toughness: it requires people to be able 
to endure extremely long working hours and to face 
long periods of unemployment. Women are not ex- 
pected to stand up to such pressure and are per- 
ceived as incapable of meeting these demands. 
These are the prejudices women are confronted 
with on the part of both their employers and the 
male crew they work with. 
sidered more important for a man to be able to 
earn a living than for a woman, who is supposed to 
have a man to support her. As a result, there are 
more women than men unemployed for long periods 
of time. Women were on the average paid less than 
men and only in this respect can they be perceived 
as a potential threat to male employment in the 
free-lance market: employers are offering women 
less money. Unemployment figures indicate, how- 
ever, that men are still given more chances to 
work. The highest unemployment rates among men 
were typically in those grades where there are no 
women. 

It is also generally con- 

The right to work 

Unlike Eastern European and all EEC countries ex- 
cept Ireland, the United Kingdom does not enforce 
maternity leave. While the union can negotiate ma- 
ternity leave for permanent employees, employment 
to free-lance film-making complicates the question. 
Child-care facilities are also lacking. 
cent of the women and 8% of the men surveyed were 
more likely to apply for work when child-care pro- 
visions were available. Sixteen per cent of the fe- 
male free-lance workers mentioned domestic com- 
mitments as the reason for working on a free-lance 
basis. 

Sick leave, like maternity leave, is dependent 
on continuous service. Women are absent slightly 
more often because of illness than men, but, accor- 
ding to the report, this is related to grade and earn- 
ings as much as to sex. 

Forty per 

The underrepresentation of women in the union 

Women appear to be strongly underrepresented at 
the top levels within the union. Much of the impe- 
tus to change women's position in the industry has 
come from female members working free-lance, 
probably because of the difficult working conditions 
which exist there, and the unavailability of work, 
particularly permanent employment. The report 
points out how difficult it is for women to organize 
in order to fight collectively for change, because 
of the irregularity of employment, women's isola- 
tion from other women in the industry, and the pre- 
sure they experience from their male work environ- 
ment, which requires women to conform to male 
norms and considers "women's issues" irrelevant. 

C onclus ion 

While current research on the position of women 
in the film industry leaves large areas unexplored, 
the scant data that are available substantiate the 
charges of sexual discrimination. First, it has 
been shown that film history has largely neglected 
to chronicle the substantial contributions women 
have made in all areas of film production during 
the first decades of film-making. Second, it can 
be noted that the present opportunities for women 
in film production are limited. As a result, wo- 
men film-makers are either involved in non-com- 
merical production, or - and increasingly so - 
working outside the establishment in independent 
film-making. Third, the causes of women's ab- 
sence in the creative and technical areas of film 
production are to be sought in structural factors 
and socio-cultural conditions prevailing in the com- 
merical system of film-making. As the structural 
barriers against participation of women on an equal 
level with men are essentially based in socio- 
culturally conditioned prejudices, no real progress 
will be made with respect to both the level of female 
involvement in the film industry and the quality of 
female portrayal in cinema until society has elimi- 
nated sexual bias at all levels. 

4. Newspaper and magazine publishing 

Research to date on the employment status of wo- 
men in the print media has focused primarily on 
enterprises which gather and disperse news. Par- 
ticularly the situation of North American women 
journalists has been fairly well documented. The 
growing influence of the feminist movement in call- 
ing public attention to the inequality in opportunities 
and treatment afforded American women has roused 
genuine concern with the status of working women. 
From its inception, the American movement for 
women's liberation has recognized the powerful in- 
fluence mass media have in shaping social attitudes 
and behaviour. 
positions in mass media organizations has there- 
fore been a prime concern in women's fight for 
equality. A It hough consciousness of women's 
diminished opportunities in employment and in other 
aspects of life is by no means confined to North 
America, the issue of female employment in mass 
media has nowhere'else been accorded as much at- 
tention. 
singly concerned with the impact of transposing 
Western media concepts and structures on their 
socio-cultural contexts, and with its interference 
with the optimal utilization of mass communication 
media for social progress, including the improve- 
ment of women's status (Coseteng, 1976). Direc- 
ting mass communication education and research 
towards development objectives, and training 
both women and men in all areas are emphasized 
as the first steps in orienting mass media develop- 
ment towards social progress in general and the 
advancement of women's status in particular. 

Equal access to the decision-making 

Developing countries are becoming increa- 
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(a) The status of women in the newsroom: 
North America 

In Bowman's 1971 survey of female employment in 
the news media, the printed press emerged as the 
sector with the least resistance (Bowman, 1974). 
Nearly 90% of all the female journalists in his 
nationwide sample worked on dailylweekly news- 
papers or newsmagazines, with daily papers ac- 
counting for the largest share (62. 5%). Women's 
share of editorial jobs in the print sector amounted 
to 23.770, as compared to 7.770 in the broadcast 
sector. The figures reported by Lublin (1971) were 
more favourable: women represented nearly 1 /3 
of all editorial staffs of the sampled newspapers. 
A 1975 survey of the 106 daily newspapers publish- 
ed in Canada (Robinson, 1975) revealed a 3 to 1 
distribution ratio of male vs. female journalists. 
This figure is somewhat higher than Bowman's data, 
but below the figure reported by Lublin. The latter, 
however, represented a smaller and less represen- 
tative sample than that examined by both Bowman 
and Robinson. In relation to U. S. population figures, 
journalists are overrepresented in large and medium- 
sized markets (more than 50,000 inhabitants) and 
underrepresented in small markets (less than 
50,000 residents) (Bowman, 1974). Print journal- 
ists, and particularly females, are concentrated in 
medium and small-sized markets. Almost half of 
all women journalists working in the print sector 
were located in small markets. In Canada, the 
situation was reversed with a higher representation 
of women in large cities, which offer better oppor- 
tunities in terms of prestige, visibility and money 
(Robinson 1975). Both Robinson and Bowman used 
two measures to describe the positional distribution 
of women in the news organizations: areas of news 
coverage and hierarchical position. The area of 
news one covers, i.e. 'hews beat", determines to 

~ 

a large extent the journalist's opportunities for pro- 
gress along the professional status track. Lublin 
(1971) noted the existence of sex-segregated beat 
structures in most organizations. Women were 
consistently assigned to cover "feminine" beats, 
i. e, the "soft news" such as features on personali- 
ties and in-depth coverage of non-political issues. 
Although Bowman's and Robinson's data revealed 
that women have moved into a wider spectrum of 
news responsibility, women were still excluded 
from more than half of the beats in the U. S.A. In 
Canada, female journalists had clear access to al- 
most half, and were represented in another quarter 
of all beats. Opportunities for professional advance- 
ment are thus still limited for women, particularly 
in the U. S.A. Progress in the managerial sphere, 
the formal status structure, is inhibited as well. 
Female news staff were concentrated at the lower 
editorial echelons of the news organizations' hier- 
archies (Bowman, 1974 - Robinson, 1975). Only 
in the lowest managerial category were women re- 
latively fairly (Canada) or overrepresented (U. S.A. ), 
because it comprised the predominantly female 

women's /lifestyle section editors. The upper 
reaches of news management are still closed to 
women, and more tightly so in Canada than in the 
U. S.A. Women's inferior position both within the 
professional prestige hierarchy and the managerial 
power structure suggests the existence of sex- 
linked barriers interfering with their advancement. 
According to Bowman, the status inequity between 
male and female news staff is not entirely attribu- 
table to differences in educational background and 
journalistic experience, but to differential treat- 
ment based on sex as well. 

A further relevant indication of women's status 
in print journalism is the salaries they earn. Salary 
is the most tangible measure of a person's compe- 
tence and recognition in any field. 
women were consistently paid less than men situa- 
ted at the same occupational level (with the sole 
exception of the higher managerial ranks in news 
magazines) (Bowman, 1974). In Canadian daily 
newspapers, female salaries within each job cate- 
gory were at the lower end of the pay scale, appro- 
ximating those paid in small and medium-sized 
markets rather than those prevailing in large mar- 
kets (Robinson, 1975). The size of the city appear- 
ed to be a major predictor of a journalist's salary, 
together with years of media experience and sex. 
Sex-linked mechanisms operating within the indus- 
try, which keep women out of larger markets, high- 
status positions and prestigious beats, severely 
curtail women's earning potential. The explanation 
researchers offer for the discrimination of women 
in journalism includes a structural factor, i. e. the 
fact that journalism is a male-dominated profession, 
and a psychological factor, i. e. the pervasiveness 
of sexual stereotypes of women's roles throughout 
society which affect men's attitudes and behaviour 
and results in a sexual division of labour (Bowman, 
1974 - Robinson, 1975). The relationship Lublin 
(1 971) found between male executives' concepts 
about women's capacities and the position of female 
journalists on their newspapers affirms the impact 
of the psychological factor. 

As the above discussion demonstrated, a major 
factor preventing women from obtaining relevant 
experience to qualify for higher positions is the al- 
location of beat assignments on the basis of sex. 
Politics /government, sports and women's news 
figure among the most sex-stereotyped beats. The 
first two are traditionally male areas, the last is 
a conventionally female responsibility. 
examined the position of women working in respec- 
tively a "feminine" department, i. e. the women's 
section (Chang, 19751, and a "masculine" area of 
coverage, i. e. congressional reporting (Endres, 
1976). 

ployed by daily and weekly newspapers across the 
U.S.A., women outnumbered men 9 to 1. These 
figures support the finding that "feminine" news 
areas and departments represent a traditionally 
female responsibility. The proportion of males in 

In journalism, 

T w o  studies 

Among the sampled women's page editors e m -  
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the sample was less than half the percentage repor- 
ted by Merritt and Gross (1 977), whose study was 
confined to large-circulation metropolitan news- 
papers. 
that women journalists tend to be concentrated in 
smaller markets (cfr. supra). Using salary as an 
objective measure of de facto discrimination, Chang 
found that male editors earned significantly more 
than their female counterparts. The observed dis- 
parity was not related to differences in educational 
background or years of media experience, except 
in the 1 to 5 and 16 to 20 years' experience catego- 
ries. Women's section editors' perceptions of 
women's position in the newsroom provided a sub- 
jective measure of discriminatory treatment. The 
female editors' responses furnished some, though 
not extensive, evidence for the operation of dis- 
criminatory practices within the profession. Male 
women's page editors did not share their female 
count er parts opinion that female journalists had 
been discriminated against for years, and were as- 
signed to cover traditional women's page stories 
only. Both groups concurred that a person's quali- 
fications should be the only consideration in hiring 
and that opportunities for women to enter the pro- 
fession were currently improving. 

female vs. male journalists was also the most strik- 
ing conclusion of a survey of accredited congression- 
al correspondents (Endres, 1976). Women's aver- 
age salary amounted to only 58% of that earned by 
male reporters. 
to two factors: the women interviewed lacked 
jouranlistic experience in relation to the male res- 
pondents, but were also hired at a lower salary. 
The latter finding indicates differential treatment 
on the basis of sex. Almost half of the surveyed 
females were not aware of discrimination in salary, 
advancement or employment. Women congression- 
al correspondents did agree that entry into the field 
was more difficult for women than for men. 
low proportion of women covering Congress (16. 9% 
at the time of the survey) indicates indeed that this 
traditionally male field continues to be dominated 
by men. It was also the respondents' belief that 
they were able to compete with men on a fairly 
equal basis once differences in journalistic experi- 
ence were erased. The existence of salary inequi- 
ties at the entry level suggests however that neither 
educational nor experiential qualifications are 
accurate predictors of a journalist's earnings. 

The research results discussed above prove 
conclusively that sexual discrimination pervades 
the North American press: 

This discrepancy reflects the overall trend 

The large difference in salaries earned by 

Endres attributes this discrepancy 

The 

women are denied equal entry into the profession; 
they are particularly excluded from the large 
prestigious organizations, as well as from the 
upper reaches of the hierarchical and profession- 
al status ladders; 
beat segregation persists; 
remuneration is partly based on sex; 

- lack of media experience is a major factor inter- 
fering with women's career advancement. How- 
ever, structural barriers and male-biased atti- 
tud-es prevent women journalists from attaining 
the experience and training allowing them to com- 
pete on an equal basis with men. 

Subjective measures of sex-based differential 
treatment are generally less successful in exposing 
discrimination. Women journalists perceive dis- 
crimination in a number of areas such as hiring, 
promotion, salary, news story assignment, but not 
as overwhelmingly and extensively as expected 
(Lublin, 1971 - Endres, 1976 - Chang, 1975). 
Bo'wman (1974) offers the fact that women journal- 
ists expect less from their work than their male 
colleagues in terms of recognition, prestige and 
money as one explanation for the paradoxical find- 
ing that female journalists are relatively satisfied 
with their jobs. 

(b) The status of women in the newsr'oom: - Eu- - 
Although the employment status of European women 
journalists is far from exhaustively documented, 
several patterns are observable which closely re- 
semble those prevailing in the North American 
press: 
- women represent a numerical minority in jour- 
nalism. O n  the basis of union membership fig- 
ures obtained for 7 Western European countries, 
Marzolf (1 977) reports male-female ratios rang- 
ing from 9 to 1 (Norway, Denmark, Federal Re- 
public of Germany) to 2 to 1 (Finland). Swedish 
women held 2570 of the union memberships. 
France and the United Kingdom about 20% of all 
professional journalists were female as of 1974. 
The editorial staffs of Dutch-language print and 
broadcast news media in Belgium comprise on 
the average about 770 female journalists (Tielens, 
Vankeirsbilck and Ceulemans, 1978). Full-time 
female reporters in the print media represented 
only 5. 9%. The national average for Belgium 
appears to be somewhat higher with 9.8% profes- 
sional women journalists (Boone). In The Nether- 
lands, the proportion of women journalists was 
as low as 4.6% in the late 1960's (Muskens, 1968). 
Matejko (1 970) reports a national average of about 
25% women among journalists in Poland. 

- wage surveys conducted in Sweden, Norway, Fin- 
land and the United Kingdom (reported by Marzolf, 
1977, 292-294) revealed a discrepancy in the 
salaries earned by equally qualified male and 
female journalists, despite the principle of equal 
pay negotiated by the journalist unions. 

- news management remains a male preserve. The 
above cited survey of the Belgian Dutch-language 
press (Tielens e.a., 1978) showed that women 
were concentrated in the rank-and-file reportorial 
categories and virtually absent from managerial 
ranks. A n  earlier survey of professional journal- 
ists in Belgium also indicated the low-level 

In 
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hierarchical positions occupied by females 
(Maes, 1973). Similar findings have been repor- 
ted for women journalists of the Federal Repub- 
lic of Germany and France (Reumann and Schulz, 
1971 - Frappat, 1970). 
women's news continues to be a traditional female 
assignment (Marzolf, 1977 - Tielens e. a. , 1978). 
Although several Belgian newswomen refused to 
be channeled into this traditional female depart- 
ment, many considered this an opportunity to 
deal with issues of relevance to women. 
while women admit that they are underrepresen- 
ted in the news media, especially at the decision- 
making levels, recognition of sexist practices 
was not widespread (Tielens e. a., 1978). They 
are generally aware of subtle manifestations of 
male bias, which they attribute to the impact of 
sexual stereotypes prevailing in society at large. 
Barr (1 977) attributes the underrepresentation of 
women on British newspaper staffs to the absence 
of training opportunities, to tokenism and pater- 
nalistic attitudes of the news executives. 

The above data suggest that European news 
media have erected structural barriers which in- 
hibit female entry and career advancement in the 
male dominated newsrooms. 
women's inferior status is the persistence of male- 
biased views. While the available evidence is in- 
sufficient to be conclusive, it clearly suggests the 
objective fact of sexual discrimination. Subjective 
perceptions of differential treatment proved to be 
unreliable indicators of de facto sexual discrimina- 
tion (cfr. supra, p. 121). 

A second cause of 

(c) Women in women's magazine publishing 

Magazine publishing was one of the four media sec- 
tors examined by the New York based feminist 
group Media Women's Association. Its 1974 pub- 
lication edited by E. Strainchamps (1 974) explored 
the way the media industry is structured and 
operates, particularly with respect to employment 
policies. The document is a compilation of person- 
alized accounts by present or former employees of 
various representative publishing /broadcasting 
companies, most of them located in the New York 
area. 
organization were based on personal experience 
and observation rather than systematic analysis. 
This method of data collection may detract from 
the objectivity of the results obtained. 

Of the media sectors examined, newspapers 
and wire services emerged as the most enlightened 
in their employment policies with respect to women 
(cfr. Bowman, 1974). Metropolitan newspapers 
were less sexist than their suburban counterparts 
in terms of hiring, promotion, and attitudes towards 
female employees. Suburban newspapers do not 
abide by the Newspaper Guild terms enforced in city 
newspapers: there is no equal pay for equal work; 
women ar e channe led into pos it ions tra dit iona lly 
seen as women's jobs, and assigned to sections 

Evaluations of women's position within each 

traditionally called women's news. The situation 
of New York newswomen is admittedly better than 
the national average, and is improving, partly ow- 
ing to consciousness-raising efforts, criticism and 
organized action on the part of women workers. 

Women, however, continue to be severely 
underrepresented in the newsrooms. The editorial 
staffs of women's magazines present an entirely 
different picture. These magazines employ a large 
and often predominantly female staff under male 
supervision and direction. Men occupy the crucial 
decision-making positions. Several of the publish- 
ing companies are accused of blatant discrimina- 
tion against women in both employment and editorial 
policies. The Ladies' Home Journal is cited as the 
prototype of male dominance and male bias. Other 
publications, such as McCall's, demonstrate a de- 
finite positive orientation towards women (cfr. 
supra, p. 72). In recent years some progress has 
been made. Since women employees have started 
organizing, and in some instances have brought 
suit against their employers, affirmative action 
programmes have been established and efforts to 
recruit and promote female workers have increased. 
However, most of the authors contributing to this 
publication share the feeling that these measures 
are merely token gestures which do not reflect a 
genuine commitment to the improvement of women's 
employment status. 

While in the U. S.A. women employees of all 
sectors of the publishing and broadcasting indus- 
tries are organizing and initiating legal action to 
fight employment discrimination, female editorial 
employees in Europe have not yet reached this 
level of consciousness which leads to action. Ac- 
cording to Faulder (1 977), editorial staffs of Bri- 
tish women's magazines are predominantly female, 
excepting the top echelons of management. 
sexual division of labour, which relegates women 
to the low-level editorial jobs and elevates men to 
the crucial policy-making positions, prevails in 
the women's press of other Western European 
countries as well (Marzolf, 1977). 

This 

(d) Education and training in mass communica- 
tion: opportunities for women in Africa and 
Asia 

Educational qualifications and possession of special 
skills acquired through training and relevant experi- 
ence are the formal requirements women must be 
able to meet, if they are to gain equal access to em- 
ployment in all media sectors. Surveys of female 
employment in the media, particularly in journalism, 
have demonstrated that women are as qualified for 
media careers as men in terms of educational back- 
ground. What women seem to lack most is relevant 
media experience which is a major factor in career 
advancement. It has been demonstrated throughout 
this report how structural and cultural barriers op- 
erating throughout the male-dominated world of the 
media keep women in the low-level and low-status 
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jobs they are channeled into upon entry. In the 
West, women working in the well-established and 
tra dit ion - en crust ed mas s communication indu st r y 
are increasingly voicing their grievances, and or- 
ganizing to fight collectively for equal employment 
opportunities. Women in Asia and Africa are most 
concerned with avoiding the development of mass 
media devoid of woman power (X, Africom, March 
1977 - Coseteng, 1976). In the existing structures 
women are not fully integrated, especially not at 
the policy-making levels (X, Africom, March 1977). 
T o  strengthen women's position and influence in the 
media, the creation of adequate education and train- 
ing facilities is considered a first prerequisite. 
close correlation appears to exist between the exis- 
tence of fairly well- established media structures 
and the availability of academic mass communica- 
tion programmes (Coseteng, 1976). In Asia, 70% 
of the institutions offering courses and/or degrees 
in mass communication are concentrated in just 
five countries: the Philippines, Taiwan, Republic 
of Korea, India and Japan (Coseteng, 1976). These 
are the nations which approximate Western countries 
in terms of socio-economic and technological devel- 
opment. Mass communication training schools sig- 
nificantly conglomerate in the large urban centres. 
The concentration of mass media and professional 
mass communicators in metropolitan areas is con- 
sidered a potentially harmful situation in that urban 
middle-class values are projected onto rural areas 
where the vast majority of the population resides 
(X, Media Report to Women, Feb. 1978). At the 
Asian Consultation on Women and Media, held in 
1976 in Hongkong, a participant from Thailand 
pointed out that women media professionals were 
reluctant to move out of the cities into the pro- 
vinces, where trained media personnel is in demand 
(Terrawanji, 1976). Where mass communication 
has been established as an academic discipline, wo- 
men wishing to pursue a media career have equal 
access opportunities. In the various schools and 
universities in Asia, whose mass communication 
programmes were discussed at the Hongkong con- 
sultation, female enrolment is high and often ex- 
ceeds that of male students. However, female 
graduates are faced with discrimination when seek- 
ing employment. 
compete on an equal basis with men for the limited 
number of media jobs that are available. As in 
Western media organizations, Asian women are 
confronted with traditional concepts and values 
conditioning male views of women's capacities. As 
a result, recruitment for media positions favours 
males: management and policy- making positions 
are almost inaccessible to women. Prejudices about 
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Qualified women are unable to 

women's suitability to cover certain news areas or 
to cope with unsocial working hours curtail female 
journalists' chances of obtaining relevant experience. 
As in newsrooms all over the world, female edito- 
rial workers are relegated to the women's pages 
and the "soft news beats'' traditionally assigned to 
women. The above described deficiencies in 
women's employment status reiterate patterns doc- 
umented extensively with regard to Western media 
practices. Among the measures proposed to remedy 
this situation, the importance of education and train- 
ing is stressed. Only when armed with profession- 
al skills and knowledge of communication theory 
and practice will women be able to assume a signi- 
ficant role in turning mass media into an effective 
instrument for national development. 

Conclusion 

The employment status of women in the print media 
compares favourably with that in other media sec- 
tors in terms of numerical representation only. 
With respect to work assignments, access to posi- 
tions carrying prestige and power, and remunera- 
tion, opportunities for women are significantly 
inferior to those for men. Awareness of discrimi- 
natory employment practices has led women media 
workers to seize their right to protest and demand 
equality, particularly in the U. S.A. Organized 
action, frequently involving litigation, has produced 
some improvements. 
cesses are interpreted as merely token gestures 
which do not reflect a change in attitudes towards 
women. The male-dominated and male-oriented 
structure of the industry, and the prevalence of 
male-biased concepts of women's capacities and 
performances are identified as the major causes 
of continued sexual discrimination. Mechanisms 
interfering with equal participation of women are 
not confined to the highly developed media of the 
West. Similar barriers are hampering women's 
media careers in countries of Asia and Africa. 
Efforts to redress deficiencies in the mass media 
system located in the urban centres of a rural so- 
ciety and influenced by foreign models, and the 
diminished status of women within this media struc- 
ture, envisage the re-orientation of the mass me- 
dia towards national goals and the improvement of 
the employment status of women in the media. 

However, these modest suc- 
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111. Conclusions, implications, recommendations 

The evidence presented in the currently available 
literature on women and media indicates that media 
images tend to define woman within the narrow con- 
fines of her traditional domestic roles and her sex- 
ual appeal to man. This two-dimensional image is 
insufficiently counteracted by viable alternative 
portrayals which reflect the numerous significant 
contributions of women in contemporary society. 
The feminist redefinition of sex-roles and the grow- 
ing public awareness of women's diminished social 
position thus seem to have found little response in 
the mass media. 

A closer look at the media professionals who 
are responsible for perpetuating these female stere- 
otypes exposed the male-dominated, male-oriented 
and male-biased structure of the mass communica- 
tion industry. Work in the advertising, broadcast- 
ing, film and publishing industries is generally di- 
vided along sexual lines, which channel and keep 
women in jobs devoid of status and power, while re- 
serving most influential positions for men. 
constraints which interfere with women's participa- 
tion in all aspects and at all levels of media employ- 
ment are firmly rooted in culturally conditioned 
concepts, which affect both women's and men's per- 
ception of, and expectations from, their work roles. 
Critics unanimously call for a greater involvement 
of women in the creative and decision-making as- 
pects of the industry. However, it is also their 
belief that this will not effect the desired change in 
female media portrayals without a concurrent change 
in sex-role definitions in society at large. Research 
has demonstrated that women and men alike are af- 
fected by sex-role socialization (Orwant and Cantor, 
1977). 
to be less influenced by sex-role stereotypes than 
their male counterparts (Orwant and Cantor, 19771, 
and are more concerned with changing sex-roles and 
lifestyles (Merritt and Gross, 1977). Thus it seems 
that augmenting their numbers in the media would 
at least enhance the chances for a more balanced 
and progressive depiction of women. 

the above summarized research results and the 
sources from which they are derived. In 

The 

Female mass communicators however appear 

The implications of this report ensue from both 

overviewing our documentation, we are impressed 
by the disproportionate volume of research mate- 
rials on the media image and status of Western, 
and particularly American women. T o  assume that 
the unfair treatment women seem to be afforded in 
the mass media is a phenomenon confined to Wes- 
tern societies would be a misinterpretation, 
imbalance we have observed in the literature mere- 
ly suggests that research to date has provided some 
insight into the ways in which mass media reflect 
and perpetuate outdated sex-role concepts persis- 
ting in Western cultures, while information on me- 
dia content and organizational policies with regard 
to women prevailing elsewhere in the world is 
severely lacking. Implied in the above finding is 
the striking conclusion that our lmowledge about the 
interrelationship between women and mass media 
is far exceeded, both quantitatively and qualitative- 
ly, by what remains unexplored. It further sug- 
gests that most of the conclusions we have presen- 
ted in this report pertain, strictly speaking, only 
to the particular socio-cultural contexts, which we 
have indifferentiatedly termed ''Western". How- 
ever, since Western, and predominantly American, 
media materials are exported on a world-wide 
scale, their influence extends far beyond the geo- 
graphical borders of the nations which produce 
them. The adverse effects of this Western media- 
dominance, both in terms of production and distri- 
bution channels, on developing nations is increas- 
ingly becoming a source of concern. Dependence 
on foreign program'ming and news services is seen 
as impeding these nations' efforts to create pro- 
gramming and disseminate information appropriate 
to the needs of the majority of the population in the 
vast rural regions, where illiteracy and the ab- 
sence of a technological infrastructure hinder ac- 
cess to print and broadcast media. It has been 
pointed out that heavy reliance on imported media 
materials, and the concentration of media organi- 
zations and media professionals in the cities, wi- 
den the cultural gap between the educated and af- 
fluent urban elites and the rural population. While 
such criticism is undoubtedly justified, particularly 

The 
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in view of the sexual stereotypes predominating 
Western-produced media content, it requires modi- 
fication in two respects. First, dissatisfaction 
with stereotyped sex-role concepts as perpetuated 
by the mass media is mounting and increasingly 
being voiced, including via mass communication 
channels. Actions against media stereotypes of 
women are receiving some - as yet insufficient - 
coverage in the press. Activist groups and organ- 
izations, 
Women in the U.S.A., have effectively utilized the 
public media for national publicity campaigns which 
exposed demeaning female portrayals in advertise- 
ments. The need for objective evidence to corro- 
borate sexist charges has greatly encouraged re- 
search efforts. T o  the extent that less developed 
countries derive media content from Western 
sources, some of the attacks on the sex-role con- 
cepts reflected in these materials filter through, 
which may eventually benefit research or inspire 
other forms of corrective action. 

tion and other mass media materials, along with 
the socio-cultural concepts they reflect, in particu- 
lar those pertaining to sex-roles, is by no means 
an exclusive prerogative of Western nations. Con- 
trol over international communication channels is 
divided along the same political lines which have 
created distinct spheres of influence in the world. 
Our present understanding of the interrelationship 
between women and mass communication is largely 
confined to media content and organizational struc- 
tures of Western countries. T o  the extent that these 
media materials and organizational concepts are 
transposed transnationally and cross-culturally, we 
can assess their potential impact with respect to 
the social status of women. A s  information about 
inedia content produced and disseminated by and in 
the socialist sphere of influence is largely lacking 
from the currently available and accessible litera- 
ture, we have no measure of evaluating its effects, 
both intra- and cross-cultural. 
interrelationship between mass media and the status 
of women, and its implications for policy formula- 
tion on a national and international level, particu- 
larly with respect to the less developed nations, is 
ultimately one which must take into account political, 
cultural and ideological influences. One conclusion 
which can be drawn from the above observations re- 
garding the situation of the developing world is that 
the establishment of a national communication pol- 
icy, as well as the expansion of these nations' com- 
munication capacities are urgently needed in order 
to reduce dependency on foreign influences. In the 
formulation and implementation of such policies, 
and in the development of mass media, both new and 
traditional, the involvement of women must be in- 
sured in order to redress the current disparity. 
The utilization of mass media for the advancement 
of women must be integrated in an overall commu- 
nication policy oriented towards national development. 

such as the National Organization for 

Second, transnational dissemination of informa - 

The question of the 

The research evidence available combined with 

the vast hiatus which remains in our present knowl- 
ege allows for the formulation of more specific sug- 
gestions which are applicable regardless of nation's 
developmental stage, political course, or socio- 
cultural specificity. With respect to two areas - 
research and policy development, we propose the 
following measures, many of which reiterate sug- 
gestions formulated by women and men in study and 
confer ence reports. 

fic and practical value of research on women and 
mass communication should include: 

Proposals conducive to improving the scienti- 

Studies on communication systems, media-content 
and the role of women 

continued analysis of female portrayals in various 
media in relation to the reality of women's social 
position and women's self-perceptions; parallel 
research on the images of men; 
study of media images of women from a develop- 
mental or historical perspective to document 
changes in female portrayal over time in relation 
to the evolution of women's status and the struc- 
tural/functional changes in the mass media with- 
in a specific socio-cultural context; 
content studies of feminist media vs. the estab- 
lishment press; 
cross- cultural and multinational comparative 
studies of media content with respect to sex- 
roles; 
analysis of the values and images projected in 
media and media materials aimed at a female 
audience, including the traditional women's press 
in its various formats, TV-soap-operas, and 
women's programming on radio and television; 
development of a comprehensive theory of 
women's role within a specific social system, the 
function of mass media within this social system, 
and the interrelationship between both; 
review of educational textbooks of communica- 
tion schools to modify sexually differentiating 
conceptualizations. 

Audience research 

surveys of audience response to media pro- 
grammes and materials, including specific ques- 
tions about consumers' reactions to male and 
female role portrayals; 
investigation into the socio-economic conditions, 
educational level, information needs and level of 
understanding of media audiences in order to 
maximize the effectiveness of media materials 
aimed at specific target groups; 
study of media usage patterns of women including 
access to and consumption of mass media of rural 
vs. urban women in developing countries. 

Communicator research 

- multinational comparisons of the employment 
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status of male vs. female media pr.ofessionals; 

background, career history, work performance, 
as well as the attitudes of their male colleagues 
towards them; - study of women's access to, and representation 
in, educational institutions and training facilities 
providing theoretical and practical training in 
mass media; - study of the participation of women media profes- 
sionals in unions, professional organizations and 
women's action groups. 

- study of women media executives, their social 

Effect studies 

research on the cross-cultural impact of mass 
media, particularly with respect to women's 
roles; 
study of the impact of media gatekeepers' percep- 
tions of women on the selection, conception and 
production of media programmes and the images 
of woraen they project; 
study of the socializing influence of mass media 
on sex-role concepts and behaviour of male and 
female adults and children. 

Recommendations for corrective measures to 
be implemented by the industry, for affirmative 
action to be taken on the local, national and inter- 
national level on the part of official and private 
agencies, and for continued protest and pressure 
to be exerted by women media consumers and me- 
dia workers include: 

- developing mass media materials which portray 
women in a positive and constructive manner and 
in a wide variety of roles; 

- the adoption of non-sexist guidelines by adverti- 
sers, broadcasters, film- makers, journalists 
and publishers such as those formulated by the 
National Union of Journalists in the United King- 
dom, the Women Media Workers in Australia, 
the National Advertising Review Board in the 
U. S.A., to eliminate sexual stereotypes in the 
spoken, written and visual language; 

- the redefinition of journalistic concepts of "news" 
and "newsworthiness" to include women as active 
participants and creative forces in society; - directing print and broadcasting materials dealing 
with issues traditionally considered "feminine" 
to both female and male audiences; - creating positive attitudes among mass communi- 
cators towards the integration of women in the 
mainstream of societal life, allowing for their 
increased commitment to bringing information 
for and about women to the public's attention; - making those who control the media aware of the 
need for a balanced work force of both sexes, and 
insuring their commitment to the cause of women; 

- the establishment of affirmative action pro- 
grammes within the media organizations for the 
active recruitment of qualified women and the in- 
stitution of promotional evaluation strictly on the 
basis of functional requirements; 

- the expansion of media education, training, and 
employment opportunities for women to insure 
their adequate representation at all organization- 
al levels and in all areas of employment, parti- 
cularly in traditionally male-dominated areas 
such as media management and policy-making; - the integration of all job categories and work as- 
signments, and where possible, the elimination 
of job classifications allowing for differential 
treatment of women vs. men; - the improvement by the media institutions and 
industry of paid parental leave, child-care facili- 
ties and flexible working patterns with a view to 
increase the job opportunities of women in the 
mass media; - the publication of career and job information and 
the advertising of job vacancies with :he specific 
statement that they are open to both male and 
female applicants; - continued pressure from women within the indus- 
try for better opportunities, particularly in tra- 
ditionally male-dominated areas, and for the en- 
forcement of existing anti-discrimination laws 
through policing and litigation; - support from professional associations, trade 
unions, and women's organizations, for women's 
fight for equality in hiring, promotion and pay; - publicity campaigns sponsored by these organiza- 
tions to expose discrimination against women in 
the media, to notify women about their legal 
rights, and to heighten the public's awareness of 
media images which are insulting and demeaning 
to women; - the development of independent feminist media 
for the dissemination of information which con- 
tributes to a positive image of women; - spontaneous as well as organized action on the 
part of consumers to protest against sex-stereo- 
typed portrayals in mass media via letter-writing 
camapigns, product boycotts, etc. ; - the establishment of a&- discrimination legisla- 
tion and of commissions empowered to regulate 
the advertising, broadcasting, film and publish- 
ing industries; 

- the inclusion of the study of women's images pro- 
jected in mass media in the curricula of communi- 
cation schools; 

data banks on the status of women, and of inter- 
national networks for the dissemination of such 
information to media specialists and to relevant 
government and private agencies to serve as a 
basis for policy-making and future research. 

- the establishment of national and international 

The development, implementation and enforce- 
ment of such anti-discrimination policies as we have 
proposed, and the continued documentation of the 
relationship between women and mass media through 
critical research of the kind we have suggested are 
important instruments for redressing the current 
media practices towards women in portrayal, status 
and employment. However, for such research and 
policy development to occur, those who consume, 
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control and regulate the public media, and those 
who sponsor the research, need to be sensitized to 
the issue of women's full integration and to estab- 
lish the necessary equality between the sexes. 

This will not happen unless society ceases to view 
and treat women as a segment of the population. 
Mass communication presents but one, though an 
immensely powerful, force in reflecting and stimu- 
lating this process of social change. 
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Presbyterian Bookshop Depot Ltd., P.O. Box 195, ACCRA; Ghana Book Suppliers Ltd.. P.O. Box 7869, ACCRA; 
The University Bookshop of Ghana, A c c u ;  The University Bookshop of Cape Coast; The University B o o U o p  
of Legon, P.O. Box I, LEGON. 
International bookshop (EleCtheroudakis, Kauffman, etc.). 
Swindon Book Co., 13-15 Lock Road, KOWLOON; Federal Publications (HK) Ltd.. 5a Evergreen Industrial 
Mansion, 12 Yip Fat Street, W o n g  Chuk Hang Road, ABERDEEN. 
Akadémiai Könyvesbolt. Váci u. 12. BUDAPEST V ;  A. K .  V. Könyvtárosok Boltja. Népkoztirsasig utja 16, 
BUDAPEST VI. 
Snaebjorn Jonsson & Co., H.F., HaCuarslraeti g. REYKJAVIK. 
Orient Longman Ltd., Kamani Marg, Ballard Estate, BOMBAY 400038; 17 Chittaranjan Avenue, CALCUTTA 13; 
36a Anna Salai. Mount Road, M a n u s  2; B-317 Asaf Ali Road, NEW DELHI I; 8011 Mahatma Gandhi 
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Education and Social Welfare. 511 C-Wing. Shastri Bhavan, NEW DELHI 110001. 
Bhratara Publishers and Booksellers, 29 JI. 010 Iskandardinata I I I. JAKARTA; Gramedia Bookshop, JI. Gadjah 
Mada rog, JAKARTA; Indira P.T.. JI. Dr. Sam Ratulangi 37, JAKARTA PUSAT. 
Iranian National Commission for Unesco, Avenue Iranchahr Chomali no. 300, B.P. 1533, TEHRAN; Kra- 
razmie Publishing and Distribution Co., 28 Vessal Shirazi Street, Shahreza Avenue, P.O. Box 31411486, TE-. 
McKenzie's Bookshop, Al-Rashid Street, BAGHDAD. 
The Educational Company of Ireland Ltd., Ballymount Road, Walkinstown. DUBLIN 12. 
Emanuel Brown, formerly Blumstein's Bookstores, 35 Allenby Road and 48 Nachlat Benjamin Street, TEL Av w ;  
g Shlomzion Hamalka Street, JERUSALEM. 
Licosa (Librería Commissionaria Sansoni S.p.A.). via Lamarmora 45, casella postale 552, 50121 FI~NZE. 
Sangster's Book Stores Ltd., P.O. Box 366. IOI Water Lane, KINGSTON. 
Eastern Book Service Inc., Shullwa Toranomon-3 Bldg., 23-6 Toranomon pchome, Minato-ku, P.O. Box I 728, .. IOKYO Ioogl. 

East African Publishing House, P.O. Box 30571. NAIROBI. 
Korean National Commission Cor Unesco, P.O. Box Central 64, SEOUL. 
The Kuwait Bookshop Co. Ltd., P.O. Box 2942, KUWAIT. 
Mazenod Book Centre, P.O. MAZENOD. 
Cole & Yancy Bookshops Ltd., P.O. Bon 286, MONROVIA. 
Agency Cor Development OC Publication and Distribution, P.O. Box 34-35, TRIPOLI. 
Librairie Paul Bruck, PZ Grande-Rue, LUXE~OURG. 
Commission nationale de la République démocratique de Madagascar pour l'Unesco, Boite postale 331. 
TANANARIVE. 
Federal Publications Sdn. Bhd., Lot 8238 JaIam 222. Petaling Jaya, SELANGOR. 
Sapienzas, 26 Republic Street, VALLETTA. 
Nalanda Co. Ltd., 30 Bourbon Street, PORT-LOUIS. 
SABSA. Insurgentes Sur, n.o IO~Z-(OI, Mdxico II, D.F. 
British Library, 30. boulevard des Moulins, MONTE-CARLO. 
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AMSTERDAM 1007. 
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Box 857. HAMILTON; Princes Street, P.O. Box 1104. DUNEDIN. 
Librairie Mauclert, B.P. 868. NIAMEY. 
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The Modern Book Co., 926 Rizal Avenue, P.O. Box 632, MANILA D-404. 
ORPAN-Import, Palac Kultury, 00-gol WARSZAWA; Ars Polona-Ruch, Krakowskie Przedmiescie NO 7. 00-068 
WARSZAWA. 
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La Maison du Livre. 13, avenue Roume. B.P. 20-60, DAKAR; Librairie Clairalrique, B.P. 2005, DAKAR; Librairie 
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Modern Book Shop and General, P.O. Box 951, MOGADISCIO. 
Van Schaik’s Bookstore (Pty.) Ltd., Libri Building. Church Street, P.O. Box 724. PRETORIA. 
MUNDI-PRENSA L I B R O S  S.A., Castel16 37, MADRID I; Ediciones LIBER, Apartado 17. Magdalena 8, 
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Lake House Bookshop, Sir Chittampalam Gardiner Mawata, P.O. Box 244, COLGMBO 2. 
AI Bashir Bookshop, P.O. Box I I 18. KHARTOUM. 
Publicalions: A/B C.E. Fritzes Kungl. Hovbokhandel. Fredsgatan 2. Box 16356, 103 27 STOCKHOLM 16. For 
‘The Courier‘: Svenska FN-Förbundet, Skolgränd P. Box 150 50. S-104 65 STOCKHOLM. 
Europa Verlag. Rämistrasse 5, 8024 ZBRICH; Librairie Payor, 6, rue Grenus, 1211 GENEVA II. 
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Road, Siyaeg Phaya Sri, P.O. Box 402, BANGKOK; Suksit Siam Company, 1715 R a m a  IV Road, BANGKOK. 
Librairie Évangélique. P.B. 378, L o M ~ ;  Librairie du Bon Pasteur, B.P. I 164, LoMB; Librairie Moderne, B.P. 777, 
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Librairie Hachette, 469 Istiklal Caddesi, Beyoglu, ISTANBUL. 
Uganda Bookshop, P.O. Box 145, KAMPALA. 
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H.M. Stationery Office, P.O. Box 569, LONDON SEI gNH; Government Bookshops: London, Belfast, Birmingham, 
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Librairie Attie. B.P. 64. OuAGADouaou; Librairie catholique ‘Jeunesse d’Mrique’, OUAGADOUGOU. 
Editorial Losada Uruguay, S.A.. Maldonado rogz. MONTEVIDEO. 
Librería del Este,Av. Francisco de Miranda, 52, Edificio Galipán, Apartado 60337, CARACAS; La Muralla Distri- 
buciones, S.A., 4a, Avenida entre 3a. y 4a. transversal, ‘Quinta Irenalis’ Los Palos Grandes, CARACAS 106. 
Jugoslovenska Knjiga. Trg Republike 518. P.O. Box 36. I 1-001 BEOORAD; Drzavna Zalozba Slovenije, Titova 
C. 25, P.O.B. 50-1. 61-000 LJUBLJANA. 
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