Notes for Speech in London on Gender Stereotyping

Good Morning, I would like to begin this morning by making the connections between the presentations given by the other speakers today.  What happens to women in the performing arts does not happen in a vacuum.  It is not only peculiar to that profession that women are discriminated against on the basis of their age and their gender.  It is a product of our cultural and societal values and is reflected in all aspects of that culture.  
Stereotyping

Stereotypes involve generalisations about male and female identities and about appropriate roles and aspirations for women and men. Generalisations about women and men inevitably involve false assumptions as they negate the diverse identities, aspirations and personalities of individual women and men. Current stereotypes of men and women not only rest on false assumptions but also reflect and reinforce a male dominance. 

Cultural factors play a role in shaping and sustaining these inequalities. Dominant and widely shared attitudes and values in society influence the different status and standing of women and men, the different expectations held of men and women and even the different choices made by women and men. Stereotypes and false assumptions about men and women inform these dominant and widely shared attitudes and values in a manner that contributes to significant and persistent inequalities experienced by women. 

A context of gender inequality

We live in a society characterised by significant and persistent gender inequalities. These inequalities have been valuably detailed and tracked over time.  One such body of research is by  the Central Statistics Office in Ireland in their annual statistical release "Women and Men in Ireland". 

In 2006 they highlighted inequalities experienced by women in a range of areas that include the economic domain, access to decision making and the field of care provision. They noted that:-

· Women's average hourly earnings were around 86% of those of men. 

· Only 14% of TDs were women and in the civil service, where 81% of staff in clerical grades were women, only 10% of those at Assistant or Department Secretary level were women. 

· Just under 1% of people whose principal activity was looking after home or family were men, and four fifths of recipients of caring related social welfare payments were women.

And I know these statistics are reflected in the UK also.  

Beauty and the Body Image

Images of female bodies are everywhere. Women—and their body parts—sell everything from food to cars. Popular film and television actresses are becoming younger, taller and thinner. Some have even been known to faint on the set from lack of food. Women’s magazines are full of articles urging that if they can just lose those last twenty pounds, they’ll have it all—the perfect marriage, loving children, great sex, and a rewarding career.

Why are standards of beauty being imposed on women, the majority of whom are naturally larger and more mature than any of the models? The roots, some analysts say, are economic. By presenting an ideal difficult to achieve and maintain, the cosmetic and diet product industries are assured of growth and profits. And it’s no accident that youth is increasingly promoted, along with thinness, as an essential criterion of beauty. If not all women need to lose weight, for sure they’re all aging, says the Quebec Action Network for Women’s Health in its 2001 report Changements sociaux en faveur de la diversité des images corporelles. And, according to the industry, age is a disaster that needs to be dealt with.
"We don’t need Afghan-style burquas to disappear as women. We disappear in reverse—by revamping and revealing our bodies to meet externally imposed visions of female beauty."

Source: Robin Gerber, author and motivational speaker

The stakes are huge. On the one hand, women who are insecure about their bodies are more likely to buy beauty products, new clothes, and diet aids. It is estimated that the diet industry alone is worth anywhere between 40 to 100 billion (U.S.) a year selling temporary weight loss (90 to 95% of dieters regain the lost weight).1 On the other hand, research indicates that exposure to images of thin, young, air-brushed female bodies is linked to depression, loss of self-esteem and the development of unhealthy eating habits in women and girls.

The American research group Anorexia Nervosa & Related Eating Disorders, Inc. says that one out of every four college-aged women uses unhealthy methods of weight control—including fasting, skipping meals, excessive exercise, laxative abuse, and self-induced vomiting. The pressure to be thin is also affecting young girls: the Canadian Women's Health Network warns that weight control measures are now being taken by girls as young as 5 and 6. American statistics are similar. Several studies, such as one conducted by Marika Tiggemann and Levina Clark in 2006 titled “Appearance Culture in Nine- to 12-Year-Old Girls: Media and Peer Influences on Body Dissatisfaction,” indicate that nearly half of all preadolescent girls wish to be thinner, and as a result have engaged in a diet or are aware of the concept of dieting.  In 2003, Teen magazine reported that 35 per cent of girls 6 to 12 years old have been on at least one diet, and that 50 to 70 per cent of normal weight girls believe they are overweight. Overall research indicates that 90% of women are dissatisfied with their appearance in some way.2

Media activist Jean Kilbourne concludes that, "Women are sold to the diet industry by the magazines we read and the television programs we watch, almost all of which make us feel anxious about our weight."

Unattainable Beauty
Perhaps most disturbing is the fact that media images of female beauty are unattainable for all but a very small number of women. Researchers generating a computer model of a woman with Barbie-doll proportions, for example, found that her back would be too weak to support the weight of her upper body, and her body would be too narrow to contain more than half a liver and a few centimeters of bowel. A real woman built that way would suffer from chronic diarrhea and eventually die from malnutrition. Jill Barad president of Mattel (which manufactures Barbie) estimated that 99% of girls aged 3 to 10 years old own at least one Barbie doll.3

Still, the number of real life women and girls who seek a similarly underweight body is epidemic, and they can suffer equally devastating health consequences. In 2006 it was estimated that up to 450, 000 Canadian women were affected by an eating disorder.4

The Culture of Thinness
Researchers report that women’s magazines have ten and one-half times more ads and articles promoting weight loss than men’s magazines do, and over three-quarters of the covers of women’s magazines include at least one message about how to change a woman’s bodily appearance—by diet, exercise or cosmetic surgery.

Television and movies reinforce the importance of a thin body as a measure of a woman’s worth. Canadian researcher Gregory Fouts reports that over three-quarters of the female characters in TV situation comedies are underweight, and only one in twenty are above average in size. Heavier actresses tend to receive negative comments from male characters about their bodies ("How about wearing a sack?"), and 80 per cent of these negative comments are followed by canned audience laughter.

There have been efforts in the magazine industry to buck the trend. For several years the Quebec magazine Coup de Pouce has consistently included full-sized women in their fashion pages and Châtelaine has pledged not to touch up photos and not to include models less than 25 years of age. In Madrid, one of the world’s biggest fashion capitals, ultra-thin models were banned from the runway in 2006. Furthermore Spain has recently undergone a project with the aim to standardize clothing sizes through using a unique process in which a laser beam is used to measure real life women’s bodies in order to find the most true to life measurement.5 
However, advertising rules the marketplace and in advertising thin is "in." Twenty years ago, the average model weighed 8 per cent less than the average woman—but today’s models weigh 23 per cent less. Advertisers believe that thin models sell products. When the Australian magazine New Woman recently included a picture of a heavy-set model on its cover, it received a truckload of letters from grateful readers praising the move. But its advertisers complained and the magazine returned to featuring bone-thin models. Advertising Age International concluded that the incident "made clear the influence wielded by advertisers who remain convinced that only thin models spur the sales of beauty products." 

Another issue is the representation of ethnically diverse women in the media. A 2008 study conducted by Juanita Covert & Travis Dixon titled “A Changing View: Representation and Effects of the Portrayal of Women of Color in Mainstream Women's Magazines” found that although there was an increase in the representation of women of colour, overall white women were overrepresented in mainstream women’s magazines from 1999 to 2004. 

Self-Improvement or Self-Destruction?
The barrage of messages about thinness, dieting and beauty tells "ordinary" women that they are always in need of adjustment—and that the female body is an object to be perfected.

Jean Kilbourne argues that the overwhelming presence of media images of painfully thin women means that real women’s bodies have become invisible in the mass media. The real tragedy, Kilbourne concludes, is that many women internalize these stereotypes, and judge themselves by the beauty industry's standards. Women learn to compare themselves to other women, and to compete with them for male attention. This focus on beauty and desirability "effectively destroys any awareness and action that might help to change that climate."

The way in which the image of girls and women as role models for them is constructed in public space lowers her social value and promotes violence towards girls and women. 

While media can play a positive educative role relating to gender stereotypes it instead tends to reinforce traditional attitudes and behaviour, including in advertisement and children’s programmes. Strict and precise legislative norms are needed to regulate the use of girl-child images in public space, the media, advertising and commercials including the consequences of breaking the norms.

· Adopt or revised European and national legislation with a view to regulate the use of girl-child images in public space, the media, advertising and commercials.
· Lead training and awareness training actions with media professionals on the harmful effects of gender stereotypes and good practices in this area.

· Research on the links between child pornography and adult pornography and the impacts on girls, women, boys and men, as well as the relationship between pornography and sexual violence.
The Economics of Gender Stereotyping – Sex Sells
No one would deny that the mass media is big business. According to the American Motion Picture Association, Hollywood films alone pulled in $9 billion in 2001, and that doesn't include the renting and selling of videos and DVDs. However, media executives argue that the economics of the industry make it impossible to avoid stereotypes of women.

Chasing the Young Male Demographic
Many commentators argue that media content is driven by advertising. All advertisers are chasing the elusive 18- to 34-year-old male market. Little wonder that the starring role in two-thirds of TV situation comedies is played by a young man.

Not only are there fewer women in starring roles, San Diego State University communications professor Martha Lauzen reports that shows focusing on a female character tend to be scheduled in "less favourable" time slots. Lauzen's annual study of television content indicates that the higher the number of female creators and actors working on a show, the more likely the program will be "moved around and surrounded by programs not getting high ratings or shares."

Advertisers claim they can be far less aggressive about chasing female viewers because women are less picky about what they watch. Writer Paul Krumins interviewed Industry professionals and reports that they say "women will pretty much do anything to get to snuggle with their boyfriend or husband." Advertisers, he says, want the networks to cater to men because they feel they get the women for free. Writer Nancy Hass concurs: "Women ... tend to let men control the remote. NFL viewership, for example, is 40 per cent female, though women rarely watch football alone."

The Syndication Market
Advertisers' lack of interest in women is complicated by the fact that shows with women in leading roles don't perform as well in syndication as shows starring male actors. Since networks make most of their money on re-runs, prime-time programming tends to be "male-skewed." In addition, as Nancy Hass argues, "shows that don't focus on men have to feature the sort of women that guys might watch."

The Movie Market
Hollywood is only interested in what guys want, like old geezer movies and slob sex comedies where all the girls are bimbos. I've never seen our culture in such bad shape.

(Source: Jan Wahl, Emmy winning director)

Movie studios use the same economic arguments to explain the abundance of female stereotypes on the big screen. Movies featuring sex and violence are big international sellers. Why? Sex and action films do not rely on clever, intricate, culture-based scripts or convincing acting. Sex and action films therefore "translate" easily across cultures. Since at least 60 per cent of the movie industry's profits come from the international market, studios continue to pump out the same old stereotypes.

Screenwriter Robin Swicord says, "It is very hard to get movies made that are genuinely feminist, or even portray women in a fair way. I genuinely believe there is a big domestic audience for this kind of movie, but if there is only a domestic audience, it won't get made."

Director Jan Wahl agrees. "Overseas audiences still want sex and violence. That's what sells outside the U.S. The whole world may have to change before the picture for women in Hollywood gets brighter."

Does the Movie market mirror Society? Or does it Control Society for its own ends?  The worship of Money
Actions / Remedies
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Role of Religions, 

Religion is often offered as an Antidote or alternative to modern culture

“Freedom of religion cannot be accepted as a pretext to justify violations of women’s rights, be they open, subtle, legal or illegal, practiced with or without the nominal consent of the victims – women.”

There is in recent times among women’s groups a perceived stronger influence on governments of religious argumentation with respect to women’s role and gender equality.  

There are practices that violate women’s rights and silence women’s voices, I refers to those areas in which cultural and religious practices and in some instances, legal practices, continue systematically to discriminate against women and the girl child either directly or indirectly, excluding them from public and political life, denying them equal rights to economic independence, including in marriage, divorce and inheritance and denying women’s rights to autonomy in matters of sexual and reproductive choice and health. 

All of these practices should be named for what they are, i.e. violations of women’s human rights and should never be placed within a cultural context that at the end of the day conceals the reality under a cultural mask. 

One can observe that a more conservative political climate over the past decade in Europe and globally has led to a growth in the influence of religion – all religions – in Europe. We must recognise the threat religions play in refusing to question patriarchal cultures which hold up the role of wife, mother and housewife as the ideal and refuse to adopt positive measures in in favour of women, for example in parliamentary elections. 1This is particularly marked however, in relation to two of the major religions – Christianity, particularly the Roman Catholic Church, but also more fundamentalist, protestant strands, and Islam. 

Indeed religions worldwide seek to control female sexuality and condemn women’s expression and enjoyment of their sexuality routinely with much greater harshness than that of men. Most religions also condemn all sexual relationships except those between a woman and her husband – women in some societies may still be stoned for adultery and/or killed for so-called “honour crimes”. And only heterosexuality is condoned. 

Furthermore, doctrine in almost all religions is developed only by men so that:  (refer to slide)
Role of the Media – print and electronic
the messages media send to young girls are mixed. On the small screen, male characters continue to outnumber females by a ratio of 2 or 3 to 1, and 90 per cent of the actors starring in American children's programming are male.

Magazines are the only medium where girls are over-represented. However,almost 70 per cent of the editorial content in teen mags focuses on beauty and fashion, and only 12 per cent talks about school or careers.

Media, Self-Esteem and Girls' Identities
Research indicates that these mixed messages make it difficult for girls to negotiate the transition to adulthood. In its 1998 study Focus on Youth, the Canadian Council on Social Development reports that while the number of boys who say they "have confidence in themselves" remains relatively stable through adolescence, the numbers for girls drop steadily from 72 per cent in Grade Six students to only 55 per cent in Grade Ten.

Carol Gilligan was the first to highlight this unsettling trend in her landmark 1988 study. Gilligan suggests it happens because of the widening gap between girls' self-images and society's messages about what girls should be like.

Children Now points out that girls are surrounded by images of female beauty that are unrealistic and unattainable. And yet two out of three girls who participated in their national media survey said they "wanted to look like a character on TV." One out of three said they had "changed something about their appearance to resemble that character."

In 2002, researchers at Flinders University in South Australia studied 400 teenagers regarding how they relate to advertising. They found that girls who watched TV commercials featuring underweight models lost self-confidence and became more dissatisfied with their own bodies. Girls who spent the most time and effort on their appearance suffered the greatest loss in confidence.

Advertising Standards – Children
There is pervasive and thorough gender stereotyping in the marketing and design of goods to children.

For instance, confectionery being marketed as 'Not for girls', (Yorkie Bars) school going equipment bearing the message 'Boys are stupid, throw rocks at them' and merchandise for children bearing the 'Playboy' symbol" 

Gender stereotyping is found to be deeply embedded at all levels of the marketing process. It is identified in:-

· the language used. The text, for example, that accompanies the girl's products describes the product and does not engage with the children shown. The text directed at boys is different in tone and intent-actively engaging the children and affirming the active potential of the boys. 

· the symbols used. The use of blue and pink to communicate gender appropriateness of toys is instantly recognisable in most toy catalogues, for example. 

· the production techniques used. Examples given include the predominance of male voice-overs and the use of different camera angles for girls and boys. The tilt up angle is most common in advertisements depicting boys and the tilt down angle in those depicting girls. 

· the use and portrayal of space in both visual and print advertising. Boys are depicted using products outdoors whereas girls were predominantly shown playing indoors. Separate sections are reserved in shops for girls and boys in accordance with the supposed gender appropriateness of the toys being sold.

The overall impact identified is a gender stereotyping where

· boys are portrayed as independent, active and aggressive 

· girls are portrayed as dependent, passive and nurturing.

The statistics are startling. The average North American girl will watch 5,000 hours of television, including 80,000 ads, before she starts kindergarten. In the United States, Saturday morning cartoons alone come with 33 commercials per hour. Commercials aimed at kids spend 55 per cent of their time showing boys building, fixing toys, or fighting. They show girls, on the other hand, spending 77 per cent of their time laughing, talking, or observing others. And while boys in commercials are shown out of the house 85 per cent of the time, more than half of the commercials featuring girls place them in the home.
"These stereotypes limit the roles played by girls and boys, they diminish the choices open to boys and girls, and they shape societal expectations of girls and boys" 

"These are stereotypes that reflect a male dominance and can all too easily be linked to the significant and persistent inequalities for women in the workplace, in accessing decision making and in taking on caring responsibilities".  

advertising plays a key role in and how children learn about gender and are conditioned into gender roles.

Advertising standards should avoid sex stereotyping and any exploitation or demeaning of men and women".  in implementing this important standard. The wider advertising industry should develop initiatives to ensure this standard is realised in practice. In this an advertising process is needed that challenges gender stereotypes rather than communicating and reinforcing them.
We must challenge these as parents, Aunts, uncles sisters and brothers.  

Accepted Cultural Norms

In relation to pornography, the changes that have taken place in pornography’s cultural status needs to be addressed. The changes also referred to as the ‘mainstreaming of pornography’ can be described as the current cultural process in which pornography slips into our everyday lives as an evermore universally accepted, often idealised, cultural element. 

This development is of great concern because power and gender are central elements in pornography, which are in total contradiction with the values of gender equality.   

Mainstreaming of pornography manifests itself particularly clearly within youth culture: from teenage television and lifestyle magazines to music videos and commercials targeted at the young. Young women and men are mostly affected by pornography’s new cultural status. 

But the major problem is that this exposure is not always voluntary. Little research has been conducted concerning the way in which the spread of pornography is affecting the perception of gender by young people. 

Some measures could help to improve the situation, including:

· Monitor the implementation of existing provisions in European law on sex discrimination and incitement to hatred on the grounds of sex.

· Develop awareness actions on Zero-tolerance across the EU for sexist insults or degrading images of girls  as well as women in the media.
· Adopt or revised European and national legislation with a view to regulate the use of girl-child images in public space, the media, advertising and commercials.
· Lead training and awareness training actions with media professionals on the harmful effects of gender stereotypes and good practices in this area.

· Research on the links between child pornography and adult pornography and the impacts on girls, women, boys and men, as well as the relationship between pornography and sexual violence.
What is necessary briefly is a concerted and coordinated action in different areas, including awareness raising of parents and teachers, pressure and education directed at industry such as media, toy or clothing manufacturers, reform of education systems and material and new legislation concerning the media.    

What is required is a reformation of the whole society; - only changes in many different levels and the cooperation of all concerned actors will support such a change.  The political will at the highest level is central to this reformation.  

Violence against Women, Sexual violence, honour crimes

Use UN and EU policies, 
Influence the decision makers, script writers, producers and mainstream broadcasters.  

Road Map for Change, 

Millennium Development Goals.  

CSW / Beijing Platform for Action.  

CEDAW (60th anniversary in 2009 – new impetus?)
______________________________________________________________________
The joint effort to discuss the issues that affect women's sport, more than a century after Constance Applebee and Senda Berenson first developed the physical education and sport programs, reflects an understanding that sport and the culture of sport are pervasive features of contemporary society. They mirror and refract, in ways both positive and not, society's image of women. Understanding the culture of sport and how women are portrayed through film and documentaries is important to the broader understanding of the role women play in today's society.
______________________________________________________________________
Women’s Aid Facts

• 1 in 3 women who have experienced domestic abuse have never told anyone.

• A study carried out in Irish schools found that 19% of young women and 34% of young men do not think being forced to have sex is rape.

• In Australia it is estimated that the cost to Australian businesses of domestic violence is $1.5 billion.

• Australian research found that in the State of Victoria domestic violence is the leading contributor to death, disability and illness for women under 45, being responsible for more of the disease burden than many well known risk factors such as high blood pressure, smoking and obesity.
Facts

• Almost 1 in 4 perpetrators of sexual violence against women are partners/former partners yet there has only been 1 conviction under marital rape legislation since its introduction 17 years ago.

• In the Dublin region waiting times for hearings for barring/safety order hearings are 12 weeks.

• Only 29% of women who had experienced severe abuse from a partner or former partner had reported it to An Garda Síochána. 

• Married persons can apply for orders under the domestic violence with no restrictions.  Unmarried parties often find that they are not covered by the legislation or must remain with the violent party for a certain period before being eligible.
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