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FOREWORD
Ten years ago, frustrated by the lack of gender equality
and representation in Australian politics, business and
the media, I launched the Women’s Leadership Institute
Australia (WLIA). It is an organisation focused on finding
the best levers for change to achieve equal voice, equal
representation and equal recognition for women in
Australia.
I believe that we must grow the critical mass of female
leaders in politics, business and the media to truly
disrupt and change the way decision making is done
in Australia. Equal representation will shape culture,
decision making, collaboration, and ultimately reflect
community issues in a more fulsome way.
In 2012 we launched the Women for Media database,
to provide journalists and event organisers with quick
access to experienced and respected Australian leaders
from a range of industries. Common feedback from
journalists is that it can be challenging to find women
who will speak to the media, so I wanted to demonstrate
that there are many excellent female experts ready and
willing to offer their voice and valuable perspective. It
has been pleasing to see other databases launch with a
focus on a particular sector or area.
I am certain that female media representation matters for
strengthening gender equality. We have to shift the norm
in terms of what a leader or expert looks and sounds
like, and an important way to address this is rebalancing
the voices heard via mainstream media.
In 2012 we published our first analysis of female
spokespeople across Australian metropolitan print
media. It was a short report of 10 pages and painted a
stark picture of the lack of female representation, both
in terms of journalists and those quoted. Every few years
we have continued and built on this research, shining a
spotlight on the major representation gaps that persist
- particularly on the issues that matter such as finance,
politics and law.
‘Take the Next Steps’ is our fifth and most
comprehensive report, again led by Dr Jenna Price. It
combines quantitative and qualitative analysis of close
to 60,000 articles, plus in-depth interviews with leading
figures in the media landscape.
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While the findings of this report demonstrate that we still
have quite a way to go, I am buoyed by a shift in attitude
and commitment from Australian media management.
Almost everyone interviewed agreed that diversity and
gender equality in our news coverage is important to
address – especially when considering the purpose of
our media and the role it has in fairly representing and
supporting Australian people now, and into the future.
Many are now trialling ways to tackle this, and learning
from positive progress elsewhere.
I want to sincerely thank the 2021 authors Dr Jenna Price
with Dr Blair Williams, who have worked tirelessly and
with great determination to bring these findings together.
I would also like to acknowledge the valuable involvement
of the Australian National University and the Global
Institute of Women’s Leadership. I would like to thank
the many Australian news editors and media directors
who generously gave their time and consideration to
the report’s theme and findings. In particular, Australian
media icon and business leader, ABC Chairwoman Ita
Buttrose, who provided an interview for this report and a
comment on the need to ‘take the next steps’ from which
this report got its name.
Finally, thank you to the wonderful WLIA team, Sarah
Buckley, Ella Mitchell, and Bella Skelton who led the
development and launch of this research, with Connor
O’Brien, supporting the report’s design and publication.
I urge all Australian leaders to explore this report and
share its findings and recommendations. We need
every media organisation to ‘Take the Next Steps’ by
establishing and embedding targets, tracking and
accountability models that create change - ultimately
ensuring that the diverse experiences and opinions of
Australian men and women are equally heard and valued.
Best wishes,

— Carol Schwartz AO
Founding Chair,
Women’s Leadership Institute Australia
Twitter: @cazzmelbourne
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KEY FINDINGS
The 'Women for Media — Take the Next Steps' report includes findings from two
data sets: Big Picture, and Top Billing. The following key findings illustrate results
from both data sets.

The 2021
Women For Media Report
is a snapshot of Australia’s
media landscape, taken from
analysing articles published
every day of May 2021.

TWO APPROACHES WERE
TAKEN TO COLLECTING DATA:

BIG PICTURE:

Analysis of over 57,000 online stories

TOP BILLING:

Analysis of nearly 4000 stories on page one
of the print edition and in the top spot on the
publication’s home page

Julie Lewis
Opinion editor
SMH:

"So to women everywhere I say: pitch, write,
and repeat. We want to hear you roar.”

SOURCES, AND JOURNALIST'S GENDER

Women are quoted much
less frequently than men.

31%		
of quotes are
attributed to women.
Data set: 'Big Picture'

... and they are much less likely
to be quoted in articles written
by men.

Female journalists
quoted women in

Male journalists
quoted women in

of their stories

of their stories

50%

37%

Data set: 'Top Billing'

Report authors: Dr Jenna Price with Dr Blair Williams
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GENDER & STORY TOPIC

What women write about is
gendered.

... and what men write about
is gendered, too.

‘WOMEN’S TOPICS’

‘MEN’S TOPICS’

Female journalists wrote:

Male journalists wrote:

53%

44%

of articles on

of articles on

Arts
+ Entertainment

Health

Data set: 'Big Picture'

Kerri Elstub
Editorial Director,
Nine Digital (nine.com.au):

OPINION

65%

87%

of articles on

of articles on

Politics

Sport

Data set: 'Big Picture'

"You can’t be expected to appeal to your
audience if you don’t reflect them."

THE WORKFORCE

Men are entitled to have an
opinion about everything.

Media organisations’ boards
are failing to reach
gender-parity.

Men account for

ABC

4/9 women

65%

NINE

3/7
of all opinion pieces published

SEVEN

2/9
Data set: 'Top Billing'
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GENDER OF AUTHOR

Men accounted for the first
byline of article in
65 per cent of stories, while
women had first byline in
only 35 per cent of stories.
35% WOMEN		

Women provided only a
quarter of quotes identified
in stories about either the
Federal Budget or COVID-19.

65% MEN

COVID-19: 27%

Federal Budget: 26%

Data set: 'Big Picture'

The vast majority of stories in our Big Picture data set had
only one byline (and we counted the first byline only).

Gavin Fang
Head of Network
and Newsgathering,
ABC News:

Data set: 'Big Picture'

"We've changed the questions in job advertising to ask,
'What’s the lived experience that you bring?' That’s been really
effective and uncovers a whole bunch of different stories."

Publications with
the fewest stories by
women journalists:
31%

The Australian

30%

dailytelegraph.com.au

28%

afr.com

27%

The Herald Sun

26%

Australian
Financial Review

Publications with the
the most stories by
women journalists:
61%

The Daily Telegraph

59%

The Courier-Mail

58%

SMH.com.au

57%

nine.com.au

57%

themercury.com.au

*The Saturday Paper and Crikey samples
were too small for inclusion

Data set: 'Top Billing'
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OVERVIEW

TEN YEARS ON, WHERE ARE WE?
Australian news organisations are taking the next steps to elevate the voices
of women. When Women's Leadership Institute Australia (WLIA) published
its last report in 2019, few news organisations were willing to go on the
record about the challenges of addressing gender representation both in
their newsrooms and in the news. It’s a different story now.

At the beginning of 2021, Grace Tame became Australian of the
Year after campaigning on behalf of survivors of sexual assault. Tame
herself is a survivor, then silenced by Tasmania’s sexual assault victim
gag laws. She has gone on to be part of the Let Her Speak campaign
to allow survivors to tell their stories. Not long after, news broke of
Brittany Higgins, who alleged she had been sexually assaulted in 2019
in Parliament House. Former Prime Minister Julia Gillard described
Ms Higgins as “a powerful force for change who had already greatly
advanced the national conversation and push for reform in one of the
most-confronting and urgent issues Australia faces”.
At the same time, the federal government announced it would only act
on some recommendations of Sex Discrimination Commissioner Kate
Jenkins’ report on sexual harassment in the workplace, Respect@Work.

There are distinct
challenges in news
coverage for women.
Women’s voices are still
not elevated in the same
way that men’s voices
are elevated.

These events elevated and highlighted the voices of women in Australia
– yet only four of the top 20 most quoted people in news in the month
of May were women. One of those was former New South Wales
premier Gladys Berejiklian.
There are distinct challenges in news coverage for women. Women’s
voices are still not elevated in the same way that men’s voices are
elevated.
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OVERVIEW

DATA SETS: BIG PICTURE AND TOP BILLING

For this report, we wanted to have two data sets:
Big Picture and Top Billing.

Here’s the Big Picture. This was an examination of all online articles
published in the month of May in our target publications – a huge
sample of over 57,000 stories. We found that men’s voices continue to
dominate. To determine who was being quoted, we looked for pronouns.
‘She said’ appeared in 32 per cent of the quotes in all articles, ‘he
said’ in 68 per cent. We also looked at who wrote the stories. Our
data shows men had the first (or only) byline in 65 per cent of stories
compared to women, who had 35 per cent. You can read more about
our methodology on page 96.
Who had Top Billing? We examined nearly 4000 stories that
appeared on page one of print publications or in prime position on the
publication’s home page, and looked at who wrote those stories. We
then examined the gender of the 1000 people to most frequently appear
in those stories. Those 1000 people appeared in 2600 of the most
prominent stories. Women are quoted in 43 per cent of those stories,
men in 83 per cent of them. You can read more about this data set in
our methodology section on page 96.
THE RESULTS

While our four previous reports all had different methodologies, the
results were similar. This fifth report reveals a massive improvement
from 2012 when Women for Media published its first report. In that
sample period, women accounted for 20 per cent of all comments. In
finance, women’s voices dropped to 10 per cent. In 2013, for the next
WLIA report, the results were the same – women accounted for 20 per
cent of sources. The 2016 report again showed little movement. In 2019,
a discrete sample of page one stories or of the main story on the home
page revealed women’s voices and revealed improvement in the elevation
of women’s voices – 34 per cent of stories featured women.
Gender representation in leadership across our society is changing but
it’s slow. Partly, that reflects the management of our big organisationst,
with male dominated boards and male decision-makers leading across a
range of industries. Deep structural change is necessary.
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OVERVIEW

Professor Michelle Ryan, the inaugural director of Global Institute for
Women's Leadership at ANU, believes gender has increasingly become
an issue in Australia.
“I think the way that women are treated in the public more generally,
and in politics and business more specifically, definitely has an effect
on women in general. The overt misogyny, the lack of respect, the
questioning of ability, and the objectification is relentless, and it
reinforces inequality.
“And just asking men the same question doesn’t even it out, when there
are much stronger norms and judgements about women’s families and
children (or lack of them) than there are for men’s.”
Ryan says: “Now is a good time to put practical structural changes in
place”.
Some of that male-heavy structure is starting to shift in the news media
but news reports on the decisions of people in power and women are still
way behind, particularly in politics and business - and that has an impact
on whose story gets told and where it is placed in the publication.

What the Prime
Minister does and
says is likely to get
top billing because
of its relevance to
the population. Same
with the Treasurer, the
Premiers, the Governor
of the Reserve Bank
of Australia. Those
positions are usually
held by men.

This year neither the ABC’s figures for the top story on its website nor
its opinion section reflected the work of its 50:50 Project. As the ABC’s
Gavin Fang puts it:
“We only count what we control, the lead place on the site doesn’t
capture the entirety of what the audience sees and we regularly cycle
stories through this position. We also consider holistically gender
representation across the page as part of the broader commitment to
50:50. But we acknowledge there is more work to be done.”
What does we only count what we control mean?
What the Prime Minister does and says is likely to get top billing because
of its relevance to the population. Same with the Treasurer, the Premiers,
the Governor of the Reserve Bank of Australia. Those positions are usually
held by men.
In Australia, women are now managing much of the news. Of the 10
interviews with senior news managers of large media organisations for
this report, eight were women and had authority to speak on the practice
of journalism in their newsrooms and on recruitment. These managers
talked about the importance of representing women in their publications but also revealed the challenges, particularly in areas where there are few
women in senior positions: politics, business, sport, to name a few.
This report includes the full transcripts of those interviews plus an
interview with Australia’s first woman editor of a metropolitan daily,
Ita Buttrose (page 38). It was in this interview that the name of our report
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OVERVIEW

became clear. Buttrose says that when she talks to women, she urges
them on, reassuring them of their abilities. She’ll say: “Come on, take the
next step!” And that’s advice which also works well for companies as they
grapple with the challenges of diversity. The interview with Buttrose serves
as the preface for a detailed list of senior women in the media, compiled
by authors Saffron Howden and Dhana Quinn (pages 45—46).
As we emerge from the pandemic, it’s clear from interviews with some of
these senior managers that they acknowledge the efforts needed to secure
gender diversity.
Anthony de Ceglie, Editor-in-Chief, West Australian newspapers, says:
“I think for too long newsrooms, like many businesses, have been maleheavy.” See his full interview on page 65.
Joanne Gray, Managing Editor of the Australian Financial Review, said:
“If you take your focus off for one second, you lose the momentum.” See
her full interview on page 73.
Editorial director of The Australian, Claire Harvey (page 77), also
emphasises the importance of gender diversity in the newsroom and says
there have always been senior women at News Corp. But she says there
are hurdles:
“I think the difficult thing for all organisations is making sure that
the women who are in the very senior roles – and this is not just in
editorial but all facets of the business, from sales to marketing and all
the supportive aspects of the business – are able to have a life outside
work...that’s the challenge for many organisations, and I think News is
aware of that, as everyone is . . . that’s the big challenge for everybody,
for men too.”
Harvey says the COVID-19 pandemic has shown that flexibility is possible:
“I think it would have taken a very long time, otherwise, to get to a point
in any media organisation where it would have been understood that it’s
possible to have truly flexible work.”

It is clear that the concept
of gender diversity is
in the consciousness of
senior leaders, if not
always fully realised in
either recruiting or in
sourcing within stories.

In our last report, we wrote of the three approaches newsrooms could use
to improve the gender balance: accountability, elevation and structural
balance. While so far only the ABC has put in place a formal process for
accountability, the remarkable 50/50 project, it is clear that the concept
of gender diversity is in the consciousness of senior leaders, if not always
fully realised in either recruiting or in sourcing within stories.
The editor of Guardian Australia Lenore Taylor (page 87) says in her
organisation, gender diversity is not so much a challenge:
“Every editor of Guardian Australia has been a woman, the global
editor is a woman. We do diversity surveys every year and in the last
survey in late 2020, about 50 to 53 per cent of our employees were
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OVERVIEW

women. My team is more than half women. The majority of section
editors are women, more than half of the news desk, which is the daily
commissioning and decision-making group, are women.”
Director and co-founder of Media Diversity Australia (MDA) Antoinette
Lattouf says the majority of Australian media organisations don’t have
clear policies or plans to ensure diversity of any kind, be it race, ethnicity,
disability or gender.
She says that is true both for the sources used in stories and in
recruitment, where she says media organisations, unlike corporate
Australia, are yet to recognise the commercial benefits of diversity and
inclusion.
Just as the Women’s Leadership Institute of Australia (WLIA) provides
a database of women experts, MDA now also provides a database of
culturally and linguistically diverse women experts for journalists to access
for free.
“We were sick of seeing the same people being interviewed on a
range of topics like North Korea or Islam and reproductive rights or
south-western Sydney and nine times out of ten, it’s a white guy called
Andrew, John or Michael who went to a sandstone university,” says
Lattouf.

“There is a way to ensure
we have more female
voices in the media and
more CALD voices in the
media, and that’s to have
more journalists who are
more representative of the
community.”
— Antoinette Lattouf

And partly, of course, that’s because no-one is counting so there is no
accountability. Lattouf says the ABC now asks those being interviewed to
self-identity across a range of characteristics:
“There is a way to ensure we have more female voices in the media and
more CALD voices in the media, and that’s to have more journalists who
are more representative of the community.”
That would mean more media organisations hire through formal recruiting
processes rather than hiring those with connections. MDA is working with
Griffith and Macquarie universities to commission research on the ways
in which diverse journalists are treated online and what their employers,
police and government do to protect them.
“A more diverse editorial team has a broader ranging contact book for
interviews,” she says.
Lattouf says it is limiting diversity if gender is the only characteristic. “If
you hire or interview women with Anglo backgrounds, it runs the risk
of replacing the privilege of white men with the same ilk,” says Lattouf
whose new book, How to Lose Friends and Influence White People, will be
published in March 2022.
“It is also important to ensure diverse journalists and commentators have
some protection in the online space because they are more likely to
face trolling, abuse and harassment,” she says.
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BIG PICTURE
ANALYSIS OF JOURNALISTS AND COMMENTATORS

We analysed over 57,000 stories, all online articles published in the month of May.

Quotes by subject gender*
QUOTES FROM MEN

QUOTES FROM WOMEN
ALL ARTICLES

WHO SAYS WHAT?
Men’s voices continue to dominate
the space in news stories. Over
two-thirds of quotes are spoken
by men while women provide
only 31 per cent. Men’s voices
are overrepresented in all
categories. The extent of their
overrepresentation varies from
54 per cent of quotes in arts and
entertainment to 76 per cent in
business and 84 per cent in sports.
Looking at the politics category,
women provide only 30 per cent of
the quotations.
Women provided only a quarter
of quotes identified in stories
about either the Federal Budget or
COVID-19. Men’s voices dominated.

31%		

69%

BY ARTICLE CATEGORY
ARTS & ENTERTAINMENT

46%		

54%

HEALTH

41%		

59%

ENVIRONMENT

33%		

67%

POLITICS

30%		

70%

TECHNOLOGY

28%		

72%

SCIENCE

25%		

75%

BUSINESS

24%		

76%

SPORTS

16%		

84%

SELECTED TOPICS
33%

67%

CORONAVIRUS

27%		

73%

THE FEDERAL BUDGET

26%		

74%

DISASTERS & ACCIDENTS

* The word 'subject' refers to the speaker/source of quotes
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BIG PICTURE

The vast majority of these stories had
only one byline and we counted first
byline only.
Men accounted for 65 per cent of
the first byline of an article while
women made up only 35 per cent.
We also find that what women write
about is gendered. While men and
women write about health, arts and
entertainment, environment and
technology to a similar degree,
sports is dominated by male writers.
Despite the rise of women’s sports
coverage in Australia in recent years,
87 per cent of sport stories are
written by men. Politics, business
and science doesn’t fare much
better, with women writing only a
third of articles.
We were particularly interested in
understanding the extent to which
women wrote stories covering the
COVID-19 pandemic (included in
both the ‘coronavirus’ and ‘disasters
and accidents’ topics) and the 2021
Federal Budget. The table at right
highlights how men’s voices continue
to dominate these topics, despite
the gendered ramifications of both
the pandemic and the budget for
women. Though the budget was
touted by the government as a
budget for women, men wrote 67
per cent of articles covering this
topic.
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Gender of journalists
(first byline in an article)
MALE JOURNALISTS

FEMALE JOURNALISTS
ALL ARTICLES
35%		

65%

BY ARTICLE CATEGORY
HEALTH

53%		

47%

ARTS & ENTERTAINMENT

44%		

56%

ENVIRONMENT

43%		

57%

TECHNOLOGY

42%		

58%

SCIENCE

36%		

64%

BUSINESS

35%		

65%

POLITICS

35%		

65%

SPORTS

13%		

87%

SELECTED TOPICS
DISASTERS & ACCIDENTS

45%		

55%

CORONAVIRUS

41%		

59%

THE FEDERAL BUDGET

33%		

67%
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DATA SET:

TOP BILLING
For this data set, we looked at the highest-profile news stories every day in May
2021. These we defined as stories that appeared on the front page in print,
or featured in the very top spot on a news website homepage, a sample of
approximately 4000 articles.

This doesn’t necessarily reflect publishers’ overall output, however these
stories do attract hundreds of thousands of eyeballs each and every day.
These stories elevate voices, they elevate journalists and they cover the
important newsworthy issues of that moment. They are what editors deem
to be most relevant to the audience. In our sample, politics dominated
that top spot, followed by COVID.
We then looked at two things: the gender of the reporters who wrote
the stories, and the gender of the people mentioned in them. For the
byline analysis, stories with multiple bylines were counted as one story
for each author. (We drew the line at more than five journalists, though,
such as those featuring on some live blogs). For the subject analysis we
focused on the thousand most prominent voices, based on how often
they appeared as the subject of sentences within stories. These people
appeared in 2600 articles, which became the sample used for our
gender analysis of sources.
The vast majority of the most prominent news articles featured men. In
88 per cent of articles examined, men were quoted (either directly or
indirectly) compared to women, whose voices appear in just half the
stories.
Men’s voices were featured in 96 per cent of stories published on page
one of the Australian Financial Review, women in just 29 per cent of those
stories; The Age and The Australian featured around 90 per cent male
voices. The New Daily, with its progressive reputation, featured male
voices in 98 per cent of its stories with women’s voices in 29 per cent.
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The vast majority of
the most prominent
news articles featured
men. In 88 per cent of
articles examined, men
were quoted. Women’s
voices appear in just
half the stories.

Gender of subjects mentioned in
the most prominent news articles,
across print and online

% WITH
FEMALE SUBJECTS

46%

% WITH
MALE SUBJECTS

88%

16

TOP BILLING

Gender of subjects mentioned in
the most prominent online articles
(published on the publication’s home page)

Only one paper came anywhere
close to having parity of voices:
The Mercury, then edited by Jenna
Cairney, where men were quoted
in 73 per cent of stories, women
in 62 per cent.
There is no question that trying
to get to gender parity in sources
quoted is hard. Politics and
business, two areas of national
importance, are male-dominated.
In 2018, the ABC set about
attempting to get 50:50 over its
entire output. In our ABC sample,
focused on the top of the home
page, men were quoted in 90 per
cent of stories, women in 42 per
cent. The ABC’s opinion sample
also showed a swing to male
voices.

% WITH
FEMALE SUBJECTS

% WITH
MALE SUBJECTS

The Australian

80%

95%

The Guardian

64%

93%

The Daily Mail
Nine Publishing
(SMH/Age/BT/WA)

56%

85%

56%

89%

9 News

49%

88%

news.com.au

48%

83%

ABC

42%

90%

News Corp metro

42%

82%

Crikey

33%

90%

7 News

33%

90%

The West + Perth Now

32%

91%

The New Daily

29%

98%

Australian Financial Review

27%

93%

Online average

45%

88%

We asked the ABC’s Gavin Fang
what he thought about this:
“We only count what we control,
the lead place on the site doesn’t
capture the entirety of what the
audience sees and we regularly
cycle stories through this
position.
“We also consider holistically
gender representation across
the page as part of the broader
commitment to 50:50. But we
acknowledge there is more work
to be done.”
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Gender of subjects mentioned in
the most prominent print articles
(published on the publication’s front page)
% WITH
FEMALE SUBJECTS

% WITH
MALE SUBJECTS

The Mercury

62%

73%

The Daily Telegraph

58%

83%

The Courier-Mail

53%

79%

The Sydney Morning Herald

52%

88%

The Saturday Paper

50%

100%

The Australian

49%

95%

The Herald Sun

48%

88%

The Age

46%

94%

The NT News

45%

79%

The Advertiser

45%

89%

The Canberra Times

43%

83%

The West Australian/Sunday Times

33%

89%

Australian Financial Review

29%

96%

Print average

47%

89%

17

TOP BILLING

WHAT DO WOMEN TALK ABOUT?
Just as women wrote most of the prominent entertainment stories, women were also quoted
most frequently in entertainment. Despite the huge boom in women’s sport, women were
only quoted in 31 per cent of the most prominent sport stories; law stories had the smallest
gap, where men were quoted in 82 per cent of stories, and women in 54 per cent of
stories.

Percentage of prominent articles quoting female or male subjects, by topic:

LAW

BUSINESS

SCIENCE

DISASTERS

ENTERTAINMENT

SPORT

COVID

88%

46%		

89%

50%		

89%

31%		

89%

59%		

92%

45%		

81%

49%		

43%		

82%

54%		

91%

50%		

POLITICS

88%

MALE SUBJECTS

FEMALE SUBJECTS

TOTAL

WHAT DO WOMEN WRITE?
Women journalists wrote 43 per cent of these highly visible, top billing stories — and in
those stories, women featured in 50 per cent of the sample. When men write, women
feature in just 37 per cent of the stories. No matter who writes the stories, men are always
there – 84 per cent of articles written by women featured a prominent male, while 90 per
cent of articles by men did.

2021 WOMEN FOR MEDIA REPORT
‘TAKE THE NEXT STEPS’

18

TOP BILLING

ARE WOMEN GETTING TOP BILLING?
Publications vary widely. The publications with the highest percentage of bylines of
women journalists are the Daily Telegraph (print), followed by its sister publication, The
Courier-Mail. The online edition of The Sydney Morning Herald leads Nine News and The
Mercury.

By medium and publication

Publication

% Male
Bylines

% Female
Bylines

Print

The Daily Telegraph

61%

39%

Print

The Courier-Mail

59%

41%

The Sydney Morning Herald (SMH) 58%

42%

Online
Online

Nine News

57%

43%

Online

The Mercury

57%

43%

MOST
WOMEN

Of the mainstream publications, the print publications The Australian Financial Review,
the Herald Sun and The Australian published many more stories by men. None was quite
as male as The Saturday Paper or Crikey but those two publications had a very small
number of stories in our sample.

By medium and publication

Publication

%F

Print

The Australian

31%

69%

Online

The Daily Telegraph

30%

70%

Online

Australian Financial Review (AFR)

28%

72%

Print

The Herald Sun

27%

73%

Print

Australian Financial Review

26%

74%

Print

The Saturday Paper

20%

80%

Online

Crikey

20%

80%
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FEWEST
WOMEN
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What women write about is highly gendered.

By topic*

% Female
Bylines

% Male
Bylines

Sport

24%

76%

Science

39%

61%

Business

40%

60%

Politics

41%

59%

COVID

49%

51%

Law

51%

49%

Disasters

54%

46%

Entertainment

58%

42%

FEWEST
FEMALE BYLINES

MOST
FEMALE BYLINES

Women’s bylines appear over half the time in prominent stories about arts and
entertainment, disasters and law. But none of these categories is as highly gendered
as sport, where 76 per cent of stories are written by men. Both science and business
topics are also largely written by male journalists.
Our 2019 data set was much smaller so it is hard to make direct comparisons but
overall, if you view that earlier data as an indicative sample, the trends are headed
in the right direction. The representation of female journalists increased across all
topics between 2018 and 2021 with the exception of business, where it remained
unchanged, and science, where it decreased.
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GOVERNMENT AND POLITICS
Government and Politics was the second
largest category in our data set. Men’s voices
dominated, whether as journalists or subjects.
Women journalists wrote 41 per cent of stories
in this category in the most visible parts of their
publication, page one or the top spot of the home
page. This is a marginal improvement from 39 per
cent found in our 2019 report.
Though women were subjects in 50 per cent
of stories, 91 per cent of stories featured
male subjects. This reflects the overall
underrepresentation of women in Australian
politics, particularly at the upper echelons of
federal government. However, one of the biggest
changes arising from the pandemic is the
increased attention given to state governments,
particularly premiers. Australia had two women
Premiers during May 2021 – Gladys Berejiklian
in New South Wales and Annastacia Palaszczuk in
Queensland, both of whom received considerable
media attention.
By tallying the most prominent subjects, we found
that male politicians dominated the top 10, six
of whom were state politicians. Brett Sutton,
Victorian Chief Health Officer, was the only
person in the top 10 who was not a politician. The
only two women to make the top 10 was thenNSW Premier Gladys Berejiklian at number 5
(175 articles) and Queensland Premier Annastacia
Palaszczuk at number 10 (71 articles).

*Please see the chapter on women in politics
for further explanation.

2021 WOMEN FOR MEDIA REPORT
‘TAKE THE NEXT STEPS’

Journalists

Subjects

Male

59%

91%

Female

41%

50%

Women journalists wrote 41 per cent of stories in this category in
the most visible parts of their publication (page one or the top spot
of the home page). This is a marginal improvement from 39 per
cent found in our 2019 report.

Most prominent subjects in this category:

Gender

Number
of articles

#

Person

1

Scott Morrison

M

485

2

Josh Frydenberg

M

231

3

James Merlino

M

200

4

Greg Hunt

M

191

5

Gladys Berejiklian

F

175

6

Brett Sutton

M

146

7

Mark McGowan

M

145

8

Anthony Albanese

M

123

9

Martin Foley

M

84

10

Annastacia Palaszczuk

F

71
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BUSINESS AND FINANCE
Despite the delivery of the 2021 Federal Budget on
11 May, the 'Business and Finance' category was only
the fourth largest in our data set. Much discussion of
the budget was categorised under politics. Aside from
covering the budget, this broad topic area included
the stock market, consumer affairs, banking and
economics.

Journalists

Subjects

Male

60%

88%

Female

40%

43%

Only 40 per cent of front page or top homepage stories in this category were
written by women journalists – unchanged since our last report, released in
2019. Despite the so-called “women friendly” budget, with the reintroduction
of the Women’s Budget Statement, only 43 per cent of articles included a
woman subject while male subjects were included in 88 per cent of articles in
this category. This generally reflects the lack of women in senior financial and
corporate roles who could be used as sources.

COVID-19
Stories about the COVID-19 pandemic dominated front
pages and top spots in the news and is the largest
Male
category in our data set. This is not entirely surprising
considering its continuing and extensive impact on
Female
our lives. We found that there was a fairly even split –
reaching almost gender parity – of journalists writing
COVID-19 stories published on page one or the top
spot on the homepage. Male journalists wrote 51 per
cent of these articles while their women counterparts wrote 49 per cent.

Journalists

Subjects

51%

89%

49%

50%

However, though women have largely borne the brunt of the pandemic, they
were featured as subjects far less than men. While 50 per cent of articles
featured women subjects, 89 per cent featured male subjects. This could reflect
the gender disparity of health and medical experts. According to the Australian
Research Council, only 30.8 per cent of professors in the medical and health
sciences are women.
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SPORT

Journalists
Despite the recent boom of women’s professional
sport in Australia and its growing fan-base and
Male
76%
media coverage, men continue to dominate sports
journalism. We found that men journalists wrote 76
24%
Female
per cent of front page or top homepage stories in
this category – the most male-dominated out of all
categories – with women writing only 24 per cent.
This is an improvement on our 2019 report, which
found that women journalists contributed only 12 per cent of sports stories.

Subjects
89%
31%

Men are also the bulk of subjects. 89 per cent of sports stories included a male subject in
comparison to 31 per cent featuring a woman subject. Though women’s representation in
professional sports has been increasing in recent years, the COVID-19 pandemic has had
an impact as its onset halted most live sport. As Kasey Symons et al observe, the pandemic
resulted in a slight reduction in coverage of women in sport as the media reverted back to
its traditional male-dominated content.

ENTERTAINMENT
There are only three categories where more stories
are written by women than by men - and arts and
entertainment tops them all. The COVID era was a
tough time for the arts and coverage was limited for
that reason as events were cancelled or postponed.
Despite this, there were 61 stories about entertainment
and the arts during the month of May on page one of
print publications or in the top spot of the publication’s
home page. Women wrote 58 per cent of the stories,
with men writing the rest. This follows the pattern of
our 2019 report.

Journalists

Subjects

Male

42%

89%

Female

58%

59%

There are only three categories where more stories are written by
women than by men — and arts and entertainment tops them all.

Yet men remain the focus of these stories - 89 per cent of our sample feature male
voices with 59 per cent of the stories featuring women’s voices. The Workplace
Gender Equality Agency data reveal that more women are employed in this
sector than men, one third of the CEOs are women, half of all key management
personnel are women; and over 40 per cent of the directors in this sector are
women.
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Journalists

SCIENCE
While sport is the category with the most bylines of
male reporters, science is in second place, narrowly
pipping business.
Rae Cooper, Professor of Gender, Work and
Employment Relations at the University of Sydney,
says that there are fewer women than men in senior
contexts in STEM-related careers. Cooper says
this means journalists are likely to quote experts they
have seen quoted: “You have to get a profile to have a
profile, it’s self-fulfilling.” She says this means it may be
difficult for women to break through.

Male

61%

81%

Female

39%

49%

There are fewer women than men in senior contexts in STEMrelated careers. This means journalists are likely to quote experts
they have seen quoted.

LAW
There are only three categories where more stories
are written by women than by men - and law just
sneaks in with a little over half the stories written by
women. There were 280 stories in our sample on
page one of print publications or published in the
top spot of the websites - male subjects featured in
82 per cent of these stories.
The Workplace Gender Equality Agency data reveals
that in this sector, many more women are employed
(68.6 per cent) than men (31.4 per cent), but
women are not in senior positions. Only 15 per cent
of CEOs in the legal services sector are women, 38
per cent of key management personnel and 25.6 per
cent of directors are women.
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Subjects

Journalists

Subjects

Male

49%

82%

Female

51%

54%

There are only three categories where more stories are written by
women than by men — and law just sneaks in with a little over half
the stories written by women.
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WHERE ARE THE WOMEN EXPERTS?
Kathryn Shine, the journalism discipline lead at Curtin University, heard so many journalists
complaining they couldn’t get women experts to speak, she decided to ask the experts herself.
Was it true that women experts were reluctant to be interviewed by journalists?
Shine’s research is highly relevant to this Women for Media report because men are quoted
far more often than women are quoted in nearly every single publication across multiple topic
areas. As Shine points out, some of this is structural.
When the Prime Minister is a man, the majority of premiers and territory chief ministers are
men, when the CEOs of ASX top 200 companies are men and journalists want to have the
most influential voices on any given topic, those voices with power belong to men.
And as the ABC’s Gavin Fang points out elsewhere in this report, you can’t
count what you don’t control.
Shine was delighted to hear of the progress of the ABC in getting to 50:50
women and men’s voices across their platforms, but as she points out, there
is still some way to go.
Professor Michelle Ryan, the inaugural director of the Global Institute of
Women’s Leadership (GIWL) at The Australian National University (ANU),
says structural change is necessary.
“Having clear targets for representation is a simple way to address
representation - if you have a panel make sure you have equal
representation of men and women, two experts on a story, make sure you
include a woman.
“Across a show or a series, make sure the gender of experts across time is
balanced.”
These are all achievable actions – but it is the business of accountability
which will make change happen.
“Keeping track of representation and making content producers
accountable is key. Having a database of expert women is also a good way
to make finding women easier, and to push back against the claim that
women could not be found.”
Ryan makes an excellent point about what experts look like.
“We have to address what our stereotypes of an expert look like. Just like
when kids are asked to draw a scientist and they draw an old white guy with
messy hair, when we think of an expert, we think of a middle-aged man in a
suit with a deep voice and a certain type of gravitas. Women’s competence
and expertise are constantly questioned by society, and this leads to people
looking to men when they want expertise.”
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Shine’s tip for journalists who
want to promote more voices
from more women:
1. Be clear and upfront about
how much time this will take.
2. Give people as much notice
as you can. Negotiate a time
where possible.
3. Ask them during that time
before the interview to think
about the points which really
matter to them.
4. Recognise no-one owes
you their time (except for
politicians).
5. Explain that you think their
research or expertise is
relevant and give a reason as
to why
6. Be interested in what they
want to talk about not just
your specific daily focus
7. Give courteous feedback at
the end of the interview - was
it what you were looking for?
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Shine also says some organisations feel they can move on from trying to address gender
diversity in their representatives to even more challenging kinds of diversity. (Read the
interview with Antoinette Lattouf on page 13 to see how that’s going.)
But she has tips for journalists who genuinely want to have more voices from more women.
Shine asks journalists to be more considered in their approaches. Yes, it is true this might
take a bit more time to negotiate but perhaps not too much time. As a former journalist
herself, she understands the desire to act quickly but also knows how much time is spent
trying to pursue people who may never end up talking.

BEING A SPECIALIST IS POWERFUL
Danielle Wood, the Chief Executive Officer of the Grattan Institute and
president of the Economic Society of Australia, despaired when she
saw the 2012 WLIA report where just one in ten of those quoted in
stories on economics and business was a woman.
There’s been a dramatic improvement this year. In our Top Billing
sample, women are quoted in 43 per cent of stories about economics
and business, while men appear in 88 per cent of stories. Female journalists wrote 890 of these stories and
of those stories, 50 per cent featured a female subject, compared to 37 per cent of the 1150 stories written
by men. Women journalists featured men in 84 per cent of our sample compared to men who amplified the
voices of men in 90 per cent of their stories.
Wood, a WLIA Fellow, sits at the cross section of the avenues where women might speak on the issues
crucial to our nation. She is a highly respected economist with a key role in developing policy and sought
after as a commentator. But she recognises economics has a not-enough-women problem.
“It’s about getting women into the pipeline,” she says.
And that’s partly about the reputation of economics as having a money-only focus. The Economic Society,
which has a Women in Economics Network, runs educational programs for girls at school and mentoring
programs for women in the junior years of the economics profession.
“That’s to show women are in these fields doing interesting and challenging work about big society-wide
problems,” says Wood.
She says the shortage of women economists is also reflected in the number of women who write about
economics.
“The same issues apply. We need to explain to young women journalists why economics is so critical.
Economics dominates the national debate and will continue to do so.
“Being a specialist is very powerful,” she says.
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% of authors

OPINION PIECES
So many opinions in so many publications right across the
country - Australians were offered over 1800 opinion pieces
in their most read publications across the month of May and
65 per cent were written by men. That’s a slightly higher
percentage than in our last data set of 282 in 2019, where 62
per cent of writers were men.

Female

35%

Male

65%

Men’s opinions are published far more
often than women’s opinions.

Men’s opinions are published far more often than women’s
opinions. As we’ve said elsewhere in this report, we focused on
the month of May because of the Federal Budget. It’s a time of year when there is lengthy discussion
of the social and economic pressures which shape the nation and how the federal government might
respond. But women contributed little to that national conversation. There is only one topic area which
approaches anything like an even number of men and women writing in the area - that’s entertainment
where women wrote 51 per cent of the columns. For the most part, the areas of national significance
for policy are dominated by men: business, politics, law, science. But in no other category did women
account for half the opinion pieces published. Opinion pieces are often written by experts in the
field. In law for example, women solicitors have outnumbered men since 2018, yet men still write
more opinion pieces in the topic area of law, where coverage of issues such as domestic violence and
consent sit.

Opinion topic

% Female Opinion
Bylines

% Male Opinion
Bylines

Entertainment

51%

49%

Law

41%

59%

Politics

37%

63%

Science

33%

67%

COVID

32%

68%

Business

30%

70%

Sport
Disasters
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21%

79%

18%

82%

MOST
FEMALE OPINION
BYLINES

FEWEST
FEMALE OPINION
BYLINES
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The biggest improver was The Sydney Morning
Herald. On International Women’s Day this year,
March 8, the SMH’s opinion editor Julie Lewis
wrote: “As a nation, we need that surge of women’s
voices, but not just on sexual assault - on every other
issue worthy of public discussion as well - yet in our
opinion submissions inbox women are often missing
in action.”

Proportion of opinion pieces written by female and
male writers, by publication
Publication

%F

%M

SMH

54%

46%

The West Australian

51%

49%

Herald Sun

43%

57%

The Daily Telegraph

41%

59%

The Age

41%

59%

The Guardian (globally)

39%

61%

ABC

37%

63%

The Courier Mail

33%

67%

The Australian

31%

69%

The Mercury

27%

73%

Lewis also says having targets concentrates the
mind.

The New Daily

24%

76%

The other notable improvement in gender balance
was in the pages of The Australian, where this
year the percentage of pieces written by women
soared from 16 per cent to 31. The Courier-Mail also
improved.

Adelaide Now

24%

76%

AFR

14%

86%

NT News

11%

89%

Lewis and her colleagues, acknowledging the work
in WLIA’s last report, elected to make a concerted
effort to improve the gender balance.
“We’ve been consciously trying to change that
and seek out women when we are commissioning
and selecting pieces. Publishing a page of only
male voices would be easy most days. It’s much
harder the other way around,” she wrote in the
week before thousands of Australian women took
to the streets to say Enough is Enough.
The SMH now leads news organisations across the
nation, with more women writing opinion pieces
than men in May 2021 - 54 per cent of those
columns were written by women compared to 31
per cent in 2019. Lewis says she understands the
multiple pressures women experience but writes:
“So to women everywhere I say: pitch, write, and
repeat. We want to hear you roar.”

Jennifer Campbell was appointed opinion editor of
The Australian in November 2020. She analysed
The SMH now leads news organisations across the nation, with
the existing data for the opinion page, including
more women writing opinion pieces than men in May 2021
gender metrics. There were a number of occasions
when all four contributions were by men. She is
conscious each day of the gender balance, among
other factors, of contributions. That deliberative approach has led to the
significant increase in the percentage of contributions by women.

MOST
WOMEN

FEWEST
WOMEN

As with other opinion editors, she gets many more pitches from men
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than from women.
“It is not the only factor, I’m obviously looking for what’s newsworthy,
the quality of analysis, political balance when it’s a very important
issue. I brought on a high profile woman commentator to add to the
number of women but we also lost one which was a disappointment.
“I now have a regular woman columnist every day but one.”
She estimates that more than 80 per cent of the contributions she
receives are from men. “I get a lot of emails from MPs, senior
executives, think tanks, academics. These groups are male-dominated.
“That [proportion] makes it challenging to get a [gender balance].”
Once again, the Australian Financial Review had the highest percentage
of opinion pieces written by men, with 86 per cent (a slight improvement
on the 2019 figures of 90 per cent). A little way off, there’s a cluster of
publications which feature male views between 70 and 76 per cent of
the time. They include The Canberra Times, The Mercury, The New Daily
and Adelaide Now.
Andrew Thorpe, producer of opinion in The Canberra Times, has some
views about some of the challenges of getting a diverse range of voices.
“Actively editing the opinion pages - that is, selecting and
commissioning pieces not just for quality, timeliness and topic variety
but also to better reflect the community’s gender, race and ideological
diversity - is important but does take a lot of time, which is in short
supply in modern newsrooms.
“Without a dedicated opinion desk, and with producers taking on
more and more tasks, there are a lot of structural incentives pushing
you to get the pages sorted quickly and move on, which often means
leaning on the pieces that land in your inbox.
“Of the 130 pitches we received in May, just 23 were from women
(about half of which were suitable for the paper, which is fairly typical
of all pitches) - and sadly May was actually a pretty good month on that
front.”

Jennifer Campbell
[Opinion Editor of The
Australian] analysed the
existing data for the
opinion page, including
gender metrics. There
were a number of
occasions when all four
contributions were by
men. She is conscious
each day of the gender
balance, among other
factors, of contributions.
That deliberative
approach has led to
the significant increase
in the percentage of
contributions by women.

The ABC went backwards in this survey. At our last survey, the ABC’s
opinion section led the field - 60 per cent of its opinion pieces were
written by women. This time, 63 per cent of the columns in the sample
were written by men.
Leigh Tonkin, the ABC’s editor, features and context, says: “The ABC
is committed to having 50:50 representation in our stories and in the
writers of our analysis and opinion pieces — along with other types of
diversity.
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“It was disappointing to see we didn’t hit that this time, unlike the last
survey. There are many reasons this ratio changes – including staff
leave, subjects in the news and so on. It’s a good reminder to reflect
on the data and see how we can diversify the voices in our coverage.”
While we have compared this data with the last set of data, the data set
on this occasion is much larger and more comprehensive. In addition,
within the opinion data set itself, the data from the Australian Financial
Review, The Sydney Morning Herald, The Age, The Canberra Times and
the ABC were not able to be collected through automated methods since
the URLs did not include sufficient identifiers.
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PRINT v ONLINE
The way that Australians consume news has rapidly changed in recent
years. We’re turning away from newspapers and towards online platforms.
In the age of social media and the 24-hour online news cycle, there are
more online news platforms than traditional newspapers and, as such, more
online articles. We examined a total of 35 publications, 13 in print and 22
online. In total, we analysed 2986 online articles and 990 print articles.

We examined a total of 35 publications,
13 in print and 22 online. In total, we
analysed 3425 online articles and 1165 print
articles.
We found that there wasn’t much difference
between print and online platforms in the
percentage of articles that featured men and
women subjects.

Per cent of online versus print articles with female
and male subjects

By medium

% Female
Subjects

% Male
Subjects

Online

45%

88%

Print

47%

89%

While men wrote just over half of all articles
both online and in print in our sample of page
ones and homepages, women were represented
more frequently in the online publications than
newspapers.
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Table: Top 5 and bottom 5 publications for stories featuring female and male subjects

Rank

Medium

Publication

%F

%M

1

The Australian

80%

95%

2

The Guardian

64%

93%

3

The Mercury

62%

73%

4

The Daily Telegraph

58%

83%

5

The Daily Mail

56%

85%

31

The West Australian/Sunday Times

33%

89%

32

The West + Perth Now

32%

91%

33

Australian Financial Review

29%

96%

34

The New Daily

29%

98%

35

Australian Financial Review

27%

93%

MOST
WOMEN

FEWEST
WOMEN

However, a tally of all 35 publications, from those that featured women
subjects the most to the least, shows that most of the top and bottom
five are online. This ranged from a high of 80 per cent in The Australian
(online) to a low of 27 per cent in the Australian Financial Review
(online).
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Table: Top 5 and bottom 5 publications for women-authored stories
Rank

Medium

Publication

%F

%M

1

The Daily Telegraph

61%

39%

2

The Courier-Mail

59%

41%

3

The Sydney Morning Herald (SMH)

58%

42%

4

The Mercury

57%

43%

5

Nine News

57%

43%

31

Australian Financial Review (AFR)

28%

72%

32

The Herald Sun

27%

73%

33

Australian Financial Review

26%

74%

34

The Saturday Paper

20%

80%

35

Crikey

20%

80%

MOST
WOMEN

FEWEST
WOMEN

Men wrote just over half of all articles both online and in print in our sample of page ones
and homepages, women were represented more frequently in online publications than
newspapers – 46 per cent and 42 percent, respectively. This ranged from a high of 61
per cent in The Daily Telegraph (print) to a low of 20 per cent in both Crikey (online) and
The Saturday Paper (print). A tally of all 35 publications, from those that elevated women’s
stories the most to the least, shows that most of the top five are online while the bottom five
are mainly in print.
While the print version of The Daily Telegraph is at the top of the list, its online version is
close to the bottom with women authored stories comprising 30 per cent of top homepage
articles. Likewise, the printed Courier Mail ranked 2nd in the list while its online version
placed 23rd. However, it appears that these two publications are outliers. In fact, 8 of the
11 mastheads with both a print and online run featured more women’s stories as top links
on their website homepages than as frontpage headlines in their print editions.
Though their readership is dwindling, newspapers remain an important news medium as
they often set the agenda for other media. However, on average, more Australians read
online publications. So, while women’s voices are lacking in print newspapers, that they are
gaining ground in the online arena is a positive step, as they can therefore reach a larger
audience.
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PRINT v ONLINE

Table: Comparison of print and digital versions of same mastheads,
by gender of authorship of prominent articles

% female journalists — online
% female journalists — print

There are four clear outliers in the above table: The Daily Telegraph, the Courier
Mail, The Advertiser and The Australian, all owned by NewsCorp. The first three of
these mastheads publish more female authored stories in print than online, while
the opposite is true for The Australian. This trend also correlates to the average
readership of the online and print mastheads. That is, like most mastheads, the
online versions of The Advertiser, Courier Mail and Daily Telegraph have a larger
readership than their print versions. The Australian, however, bucks this trend as
its print publication is more popular than its online version, according to Roy
Morgan.
This means that, in those four publications, our research found that stories written
by women are more likely to hold the top positions in the version of the platform
with the lowest readership. This may be because tabloid newspapers publish
more human-interest stories, traditionally written by women while broadsheets,
like The Australian, devote more articles covering politics and business,
traditionally written by men. As such, their front pages reflect this. The top-spot
on the online homepage, however, does not follow the same order due to its
rolling coverage throughout the day, with an emphasis on politics and sport. This
year has also been unusual in that there have been near-daily press conferences
from Premiers.
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One woman is a chair of a major media organisation, boards are now replacing men
with women, women are editors, deputy editors and managing editors. While there are
no official statistics about who does what (the reporting of who does what in newsrooms
across the country is piecemeal and inconsistent), the names speak for themselves.

The data available through the Workplace Gender Equality
Agency (WGEA) has no clear breakdown of how many women
managers there are nor of how many women actually work in
each organisation in news media as journalists. While women
are being promoted, there is still a clear gender pay gap.
At the very top of the media tree in Australia in 2021 is Ita
Buttrose, now Chair of the ABC and the first woman editor of a
metropolitan newspaper. As Buttrose told Jane Nicholls in her
interview for this report, she left Consolidated Press in 1981 to
join its great rival, Rupert Murdoch’s News Ltd.
“When I went to News Ltd as Editor-in-Chief of The Telegraph
and Sunday Telegraph… well, I was in complete shock. There
were no women in the hierarchy at News Ltd when I got there.
No woman had ever edited one of their papers, no woman
that had ever been on the News Ltd board, and I was suddenly
doing both. They didn’t quite know what to make of me and,
clearly editing newspapers was still ‘a man’s job’! They gave me
a really tough time.”
Now she chairs one of the most influential media boards in
the country. The ABC’s board has five men and four women.
Of all the media boards in Australia, it is closest to gender
parity. Of other boards of news organisations, Nine has three
women and four men, whereas Seven (which did not respond
to other questions about the composition of its leadership team
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or agree for a senior editor to be interviewed) has two women and five men.
The New Daily currently has two women and two men on its board, and one
vacancy. The boards of both the Guardian and the Daily Mail are based in
the UK. News Corp’s board is based in the US. None of these boards are
close to gender parity. Neither Crikey nor The Saturday Paper are owned by
businesses which have boards. The boards of both the Guardian and the
Daily Mail are based in the UK. News’s board is based in the US. None
of these boards is close to gender parity. Neither Crikey nor The Saturday
Paper are owned by businesses which have boards.
WOMEN IN SENIOR EDITORIAL POSITIONS

However, Australia now has a number of women in senior editorial
positions. For this report, Saffron Howden and Dhana Quinn compiled a
list of senior managers across the organisations whose publications appear
in this report. Since Ita Buttrose was named as the first woman editor of
a major metropolitan newspaper in 1981, there has been a massive influx
of women in those top jobs. It is hard to compare organisation against
organisation because the titles and roles vary, but there are plenty of senior
women: Tory Maguire, the Executive Editor for Nine newspapers, Michelle
Gunn, the Editor of The Australian, Gemma Jones, the Deputy Editor at The
Daily Telegraph and many more.

Since Ita Buttrose was
named as the first
woman editor of a
major metropolitan
newspaper, there has
been a massive influx
of women in those top
jobs.

Media Entertainment and Arts Alliance (MEAA) media section deputy
director Cassie Derrick explains, the only available data is through WGEA
and even that doesn’t give us the granular data needed to understand the
composition of the industry.
WGEA’s data for newspapers includes periodical, book and directory
publishing and in that subdivision, women account for just over 56 per
cent of the workforce. Drilling down to organisations within that group,
only News Ltd appears, where women make up 49.7 per cent of the
6021-member workforce but would include those who do not work in
journalism. Nine Entertainment, where The Sydney Morning Herald and
The Age are included, has 5157 employees according to the 2020 data
of whom 44.6 per cent are women but again, not all are journalists in
newsrooms.
Derrick of MEAA says the available data reveals a 16.6 per cent wage
gap between female and male salaries in the information, media, and
communications sectors. Over recent years the media workforce has
increasingly moved to a business model that relies heavily on freelance
submissions. She says WGEA data misses out on a large, and growing
portion of the actual industry workforce.
“Data collected by the MEAA indicates that while employment in the
industry remains dominated by male journalists, most freelancers in
Australia are women.
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“With no minimum wage, paid leave entitlements or superannuation
guarantee, freelancers earn significantly less than their in-house
colleagues, and the real gender pay gap in the media industry is
significantly higher than figures reported through WGEA and other
data,” she says.
A comprehensive international survey of journalists, published in
2019 by Thomas Hanitzsch and co-authors, estimated the participation
of women in the international journalism workforce at 43 per cent
but in Australia, at 55.5 per cent, which puts it with other countries
such as New Zealand, South Africa, Malaysia and Singapore with a
predominantly female workforce.
Beate Josephi, the lead author of the chapter on demographics in Worlds
Of Journalism, says her individual research also reveals an increase in the
number of women journalists with degrees in journalism studies. In the
25 to 34 age group, 88.5 per cent of women journalists had a degree
in journalism and in the 35 to 44 age group, over 80 per cent of female
journalists have a degree in journalism.
“Having the option to enter journalism via a university journalism
degree has opened a pathway for many more women to join the
journalistic workforce.”
She believes that route is more attractive to women than traditional direct
entry pathway.
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Ita Buttrose
Chair, ABC
Ita Buttrose, is the chair of the ABC, a trail-blazing
magazine and newspaper editor, author, publisher and TV
host. The career that made her a household name began
when she started at the Women’s Weekly as a 15-year-old
copy girl in 1957. She shares a few recollections of her
experience of gender issues along the way.
I decided when I was 11 that I wanted to be a journalist – I followed in my father’s
footsteps. I had left school and I was doing shorthand and typing courses at a business
college because Mum said I had to have some skills – so I could become a secretary!
Dad came home and said there was a job going as a copy girl at the Women’s Weekly.
I thought, ‘Ah, that’s the one for me!’ I applied and I got the job at the Weekly.
It was really quaint back then – they had a bell system, like you saw on Upstairs
Downstairs, and when an editor buzzed, a little flap fell down showing which room
and you’d go and see what they wanted. I ran messages and made tea and coffee
every morning for 40 people. I was only 15 – I couldn’t even bring myself to look at
anybody.
Nobody had ever thought to bring in a tea towel, and so I did. It was apparently
noted that I was the copy girl who brought in the tea towel. I never knew that I’d been
noticed until I became editor about 18 years later. Nan Musgrave was a fantastic
journalist at the Weekly and also one of the first women in the Canberra press gallery
– I loved her and we became great friends. She told me that I had been identified as
a copy girl who would go far because I brought in the tea towel! I thought, ‘Wow, I’d
have brought in two tea towels if I’d known it was going to make such an impact!’
The job of secretary to the women’s editor of The Daily Telegraph and Sunday Telegraph
came up. Sir Frank [Packer] owned both the Weekly and the Telegraphs. So I moved
one floor down to become secretary to the women’s editor, Mrs McNicoll, who was the
wife of the editor-in-chief David McNicoll.
I used to come in on weekends without pay to go out on assignments with the senior
journalists to see what they did, to learn. I’d write pars [paragraphs] and submit them.
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I think I wore Mrs. McNicoll out – I was so keen to get a cadetship. When I was 16, I
got one.
It was terrific training on the Tele’s women’s pages. There weren’t many women in the
newsroom back then, but the training on the women’s pages was really good because
we got to experience going to the composing room and doing makeup – making
up the page, learning about layouts, learning about headings. Mrs McNicoll was
quite fierce and protective, and everyone was very well-behaved – the men in the
composing room were very respectful.
But one night – by now I was about 17 – the Editor-in-Chief prowled up to me and
said, ‘Would you like to go to Chequers [the hot city night spot of the day]?’ I’d never
been anywhere! I was an innocent abroad. I didn’t know what to say and I said, ‘Oh,
um, well, yes.’ I can’t remember if I was supposed to go to his office or meet him
outside.
Mrs McNicoll had moved on by now and a woman called Loma McDonald was the
Women’s Editor, and I went up to Loma and I said, ‘Something terrible’s happened!’
And she said, ‘Mr McNicoll has asked you to go to Chequers!’ I said, ‘How do you
know? And she said, ‘He asks all of us!’ I said, ‘What do I do?’ And she said to go
straight home. It was about 11 o’clock at night and I left the Telegraph and went straight
home. Dad was waiting for me and I told him and he said, ‘The bastard, I’ll thump
him!’
Two days later was the office Christmas party and everybody always
came to the women’s pages Christmas party, because we knew how to
do decent catering. And the Editor-in-Chief prowled up to me again and
said, ‘Oh Butters!’ – he called me Butters – ‘Oh Butters, you stood me
up the other night!’ I think I blushed, but he was fine and never asked
me again. I had no idea how to behave in such a situation. We lived very
different lives from young women today, we were very protected. They
were innocent days. It was quite nice, actually.
What about subsequent years – how did you deal with sexism?

“I don’t think I was
aware of [sexism,
earlier in my
career], that was the
interesting thing. “

I don’t think I was aware of it, that was the interesting thing. By the time I
was 23, I was the Women’s Editor. I’d gone back to the Women’s Weekly
to do the social pages, got through my cadetship in three years instead of
four and was graded. Then the Women’s Editor’s job on the Tele became
vacant, so I wrote to Sir Frank and asked if I could be considered – I
was married by now, I got married when I was 21. He rang me and said,
‘You might want to have babies!’ And I said, ‘Well, not at the moment, Sir Frank’, and
I got the job. Because I was in a position of authority from a very young age – though
nowhere like the authority I grew to get later – I was unapproachable.
Are you saying you’ve never had to deal with sexism?
No, no, no! It was all fine if I stayed on the women’s pages. As long as I stayed doing
women’s pages and women’s magazines, fine!
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Buttrose lobbied to create and edit the new magazine insert for the Sunday
Telegraph.
I’d heard that two blokes were doing dummies for a new Sunday magazine and I really
wanted to do that. I asked Mr McNicoll and again, it got referred to Sir Frank. He
rings me up and says ‘I hear you want to do a dummy for the new magazine, why?’ I
said, ‘Because I think I can do it better.’ ‘Oh, do you now?’ So the women’s team did
a dummy and we got the job. Sir Frank liked what we produced, but the editor of the
Sunday Telegraph, who I think we shouldn’t name, was absolutely pissed off beyond
belief. ‘What’s this wretched woman doing?! This is a serious part of the paper!’
Editing newspapers at this time was seen as ‘men’s work’.
He was so unhelpful. He did not help us at all. He never asked me how
I was going. And you know, it was a really big deal to create a new
concept for the paper, and he was the editor. I don’t care what he thought
about me, he was responsible for the newspaper, and that included the
Sunday magazine that Sir Frank had asked me to create. The magazine
was to help create a younger audience and to pick up sales on the North
Shore, which the Sunday Telegraph was always chasing The Sun-Herald
which used to outsell us on the North Shore.
I thought, ‘I don’t deserve this unprofessional behaviour.’ That was the
first time that I suddenly thought ‘I’m not welcome!’ It came as a shock.
We’re all supposed to be equal and certainly back then in the media,
I assumed we were equal. I’d never really encountered any opposition
while I was working in ‘the women’s area’ because I was considered the
expert there. But the moment I branched out...
In 1981, Buttrose left Consolidated Press to join its great rival,
Rupert Murdoch’s News Ltd.
When I went to News Ltd as Editor-in-Chief of The Telegraph and Sunday
Telegraph … well, I was in complete shock. There were no women in the
hierarchy at News Ltd when I got there. No woman had ever edited one
of their papers, no woman had ever been on the News Ltd board, and I
was suddenly doing both. They didn’t quite know what to make of me and
clearly, editing newspapers was still ‘a man’s job’! They gave me a really
tough time.

“Sir Frank liked
what we produced,
but the editor of the
Sunday Telegraph,
who I think we
shouldn’t name, was
absolutely pissed
off beyond belief.
‘What’s this wretched
woman doing?! This
is a serious part of
the paper!’ Editing
newspapers at this
time was seen as
‘men’s work’.”

It was an attitude. I was left out of meetings, lift doors shut in my face,
general unacceptance. I did briefly think, ‘Oh my god, what am I doing
here?’, because I was so well looked after at Consolidated Press. I had
every perk you could possibly think of, but I wanted to do more. That’s why I was
tempted by Rupert’s offer. I thought, ‘Well, I made this decision, I wanted this job. I
wanted to be the first woman to edit a major metropolitan newspaper in Australia.’ So I
just had to prove myself all over again.
It was a seven-day a week job. Monday to Friday, I was expected to be at my desk
by 9am but my day didn’t finish much before 11pm, when the proofs of the Daily
Telegraph would be sent out to my home. Saturday was a long day getting out the
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Sunday Tele – I usually finished at 8 pm when I’d gone through the
first edition with the editor and news editor, determining changes and
discussing stories in the additional pages added for the metropolitan
edition. I was on call on Sundays to discuss pages one, three and five,
the editorial comment, and of course check the proofs in the evening. I
managed this schedule along with raising my two children who were then
quite young.
And that’s what you have to do. I mean, then it’s all up to you. You’ve got
to cop whatever’s dished out to you. In the end, my job was to improve
the papers, and improve the sales. That’s the name of the game.
Slowly but surely I won the respect of the people that worked for me, but
the first year in particular was tough. Fortunately, the editor of the Sunday
Telegraph was a really good bloke, as was his news editor and the sports
editor. We worked together closely and the Sunday Telegraph was where
I really made it – we finally, for the first time in the newspaper’s history,
outsold The Sun-Herald while I was editor-in-chief. The Daily Telegraph was
a harder one to turn around.
How did you work to improve gender equality in the newsroom
and the papers?

"I went around to
see the sports editor
and said ‘I want a
page devoted to
women’s sports.’ He
was horrified, you
would have thought
I was suggesting to
him that we should
have a page devoted
to pornographic
literature! He
reluctantly gave me
the page and of
course, it was very
successful because
women play sport, and
they like to read about
the results."

I got a page devoted to women’s sport in the Sunday Telegraph. I was
patron of the New South Wales Women’s Cricket Association, and I was
engaging with women’s organisations. I went around to see the sports
editor and said ‘I want a page devoted to women’s sports.’ He was
horrified, you would have thought I was suggesting to him that we should
have a page devoted to pornographic literature! I said, you’ve got a
choice here, give me the page, or I take it from you. He reluctantly gave me the page
and of course, it was very successful because women play sport, and they like to read
about the results.
It’s women’s issues where I also made a difference. Often women’s health stories were
towards the back of the paper. For example, if there was a story on breast cancer, I’d
say let’s bring that forward.

They used to have photographs of new cars with a girl wearing a skimpy bikini on the
bonnet. I said, ‘Must we do that, can’t we just sell the car?’ There was a terrific head
of pictorial, Johnny Smith, who I’d worked with back when I was a reporter. One day at
the story conference to choose the photos, he presented a photo of a handsome male
stud draped over a car, wearing skimpy budgie smugglers. I said, ‘Terrific, I love it,
we’ll use that!’ So, we stopped using girls on motor cars when I was there.
Rupert had asked me to feminise the two papers; he thought they were too blokey and
had too much sport. So there were all sorts of little ways that I made a difference. I
think getting rid of those car photos with girls and giving women’s health stories more
prominence were some of the important differences I made.
Another role I had to play was that women often came to see me, too. Because I was
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the only woman in that particular role and I was on the board, women often came to
see me about harassment. That was quite a big issue there. I listened and then I’d go
and see Ken Cowley who was then the managing director, and I’d tell him we had
a problem, and we would work out a way to resolve it. He would take the necessary
steps. No men were fired that I’m aware of, but they were dealt with. When women
came to me for help, I told them the door was always open, they could always come
back.
What about your experience of being the first woman on both the
Consolidated Press and the News Ltd boards – by appointing you, Kerry
Packer and Rupert Murdoch were both doing what made good business sense.
Kerry was the smarter of the two. At Consolidated Press we had the Women’s Weekly,
and Cleo, and the Nine Network. Women were very important to all of those. The
Women’s Weekly was then the cash cow of the company, Cleo was a very
good contributor. Ultimately Nine became the cash cow. But it was the
Women’s Weekly that really established the Packer fortune. Kerry realised
that in order to understand the female market it was a good idea to have
women on the board. He appointed me when I was editor of Cleo, and
"Kerry was way
also Dorothy Drain, who was then the editor of the Weekly. I followed
ahead of his time –
Dorothy following her retirement.
Kerry was way ahead of his time – we were appointed to the board in
1974. And nobody made much of a fuss about it. I think that we must
have been among the first, if not the first, women to ever be appointed to
a board of that kind in Australia. There was a small reference to it in one
of the afternoon newspapers, I think it was The Sun. It was headed ‘Men
in Business’, and there was a really small part about Dorothy and myself
being appointed to the board of Australian Consolidated Press, and that
was it! There was no great hoopla. No, ‘Hey, look at what these women
are doing!’
The directors all knew each other and we were all able to contribute.
Kerry was a good chair. He was interested in what we all had to say. They
were frank and forthright meetings. News Ltd was a little more structured, it
wasn’t quite as free and easy, but I don’t remember any sexism. They were
professional.

we were appointed
to the board in
1974. And nobody
made much of a fuss
about it. I think that
we must have been
among the first, if
not the first, women
to ever be appointed
to a board of that
kind in Australia."

You were a past president and a founding member of Chief
Executive Women. We need women in more senior roles across
society, including the media. How do you think we’re going?
I think we’re going all right, we’re going better than we were. We started Chief Executive
Women because, first of all, we didn’t have a network. Then we realised that, here we
were, a group of women running businesses, either our own businesses or high up in
the corporate structure, but other men didn’t know about us. I mean, they didn’t know
what women could contribute, and the talents that were out there.
I remember we had lunch one day with the managing director of David Jones, and he
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said, ‘I really haven’t met a woman leader who would be satisfactory for the
board of David Jones.’ The girls reckoned they had to hold me back. I was
ready to really brain him. That is just ridiculous and it’s insulting.
That’s why we formed Chief Executive Women to get rid of this awful bias
against women and to make people realise that we have enormous skills
and talents and it’s by using our skills, along with men’s skills, that you get
the best results. We don’t want to eliminate men. We should all be working
together.
What about the gender pay gap?
I had access to a lot of information at Consolidated Press and I remember
looking at the wages sheet one day, and journalists were then all paid
equally based on their grade. And when I looked, I could say that the
blokes were all on A or A+, and the women were mainly Bs. That was the
way it was done – women didn’t get the higher grades. Of course, I took it
up with Kerry. And for the women who were in the higher positions, there
was a review of what we paid them and there were some changes.
It’s only by drawing men’s attention to these things, including people like
Kerry Packer, and any managing director, and saying, ‘This really isn’t
fair, we’re shortchanging this talent – look what they do, look what they
achieve!’

“I remember looking
at the wages sheet
one day, and
journalists were
then all paid equally
based on their
grade. And when I
looked, I could say
that the blokes were
all on A or A+, and
the women were
mainly Bs. That was
the way it was done
– women didn’t get
the higher grades.”

You’ve got to point it out. If you look at the ABC, we’ve done a lot of work
there. We employ more women than men now, and we’ve got the 50:50
Equality Project, and it’s going really well. And the women are excited to be a part of it.
You get more creativity, and more contribution, because when people are appreciated,
they try a little harder.
I do think we’ve still got to encourage women; they can be hesitant. I remember back
on the Women’s Weekly, we had a wonderful production person. She was amazing,
she’d been overseas on a Churchill Fellowship. Back then when we were a weekly,
we’d work six weeks in advance, on six issues at a time, with a print run of one million.
This was no mean feat. This was a mighty magazine to produce on a weekly basis, and
she was going to address fellow publishing experts and she was nervous and hesitant.
I said, ‘Look at what you do! You’ve got to realise how good you are!’
I made sure that I say to women, ‘You don’t realise how good you are! Come on,
take the next step!’ You’ve got to be conscious of the fact that if you employ women,
sometimes you need to give them a little shove, and the reassurance that they can do
it.
Even with all the advancements we’ve made, you know that hesitancy still exists in a lot
of women. If I look at all the jobs I’ve been offered, and taken, I didn’t know 100 per
cent of any of them. I might have known 70 per cent, but I wasn’t afraid to go and find
out what I needed to know, and make sure I learned it. I think men do that much better
than women.
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When I’m speaking to groups of women, I say, ‘Take a look at how men do it, push
yourself forward, don’t hesitate, you can do it!’
I think if you employ women, you must understand that, because they’re often not
good at doing that. I was speaking to a woman at the ABC the other day, and I said,
‘No, no, no, no, no! You can’t think like that! Think of what you do, think of what you
know, and how important you are to what we do!’
The moment a senior person says that to someone coming up the ladder, it makes
them stop and look at what they’re doing. And just to know that somebody else
believes in them is an important incentive.
You do have to believe in yourself. Just like when I was at News Ltd and I said to
myself, ‘I’m not going to be defeated by this, I can do this and I will do this.’ You’ve
got to tell yourself that: ‘Tomorrow will be better.’ I tell myself that all the time when I’ve
had a lousy day, and tomorrow usually is better.
What do you believe your legacy will be in terms of female leadership in the
Australian media?
I don’t know. It is that old saying, and it’s on the cover of the 2019 Women for Media
report: you really can’t be what you can’t see. You don’t realise you’re a role model
really, until you get to where I am now. And when you look back, and you think, ah…
if you take a bit of time to give someone who is asking your advice or needs a hand,
you can make a difference.
I’ve enjoyed it all, it’s been terrific. I’ve loved all the jobs I’ve taken on over the years.
I love what I do. I love working in the media. I see stories everywhere, I must drive
people mad. And it’s very hard when you’re a chair, and you’re not supposed to be
involved in operational matters, and you think, oh god, that’s a good story. It’s very
frustrating!
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SENIOR POSITIONS IN AUSTRALIAN NEWSROOMS: GENDER BREAKDOWN*
WOMEN

News outlet

The Australian

The Australian Financial
Review + afr.com

Editor/News Director

Deputy Editor
/Deputy News Director

Christopher Dore: Editor-in-Chief;
Michelle Gunn: Editor

Sid Maher: Deputy Editor

Michael Stutchbury: Editor-in-Chief;
Paul Bailey: Editor;
Jessica Gardner: News Director

Joanna Mather: Deputy News Director;
Fiona Buffini: Deputy Editor
No one in deputy role at time of research.
Next most senior role:
Kaaren Morrissey: Chief of Staff;
Adam Bennett: Chief of Staff

AAP

Andrew Drummond: Editor

The Saturday Paper

Erik Jensen: Editor-in-Chief

Cindy MacDonald: Deputy Editor

The Daily Telegraph

Ben English: Editor

Gemma Jones: Deputy Editor

The Sydney Morning
Herald + smh.com.au

Tory Maguire: Executive Editor
(The Age, SMH, Brisbane Times, WA Today)
Andrew Forbes: Editor, News Director

The Canberra Times

Chris Tinkler: Deputy Editor

The Advertiser
(Adelaide)

Gemma Jones: Editor
Jessica Leo-Kelton: Weekend Editor

Ben Hyde: Deputy Editor

Chris Jones: Editor
Kelvin Healey: Editor,
The Sunday Mail and Saturday Courier-Mail

Melanie Pilling: Deputy Editor
(of both weekday and weekend papers)

The NT News
+ ntnews.com.au

Advertised at time of research

brisbanetimes.com.au

Sean Parnell, Editor

canberratimes.com.au

David Mclennan: Audience Editor

watoday.com.au

theaustralian.com.au

dailytelegraph.com.au

heraldsun.com.au

couriermail.com.au

Fran Rimrod: Editor WAtoday

The Saturday Paper does not have a
Managing Editor
Rhett Watson: Managing Editor

Angus Holland: Managing Editor

Sam Weir: Editor

Maryna Fewster: CEO;
Anthony DeCeglie: Editor-in-Chief West Australian Newspapers

Holly Nott: Managing Editor

John Paul Moloney: Managing Editor

The Herald Sun

The West Australian

Joanne Gray: Managing Editor

Scott Hannaford: Deputy Editor

Michael Bachelard: Deputy Editor

To Be Announced: Editor

John Lehman: Commercial Director &
Managing Editor

Kathryn Wicks: Managing Editor

Gay Alcorn: Editor

The Mercury

Managing Editor

Nick Ralston: Deputy News Director;
Cosima Marriner: Deputy Editor

The Age
+ theage.com.au

The Courier-Mail and
The Sunday Mail

MEN

Managing Editor equivalents:
Monique Hore: Chief of Staff;
Jon Kaila: Chief of Staff

Rosemary Odgers: Managing Editor
(of both papers and online content)

Philip Young: Deputy Editor

Jenna Clarke: Assistant Editor

Amanda Keenan: Managing Editor

Kieran Banks: Deputy Editor

Advertised at time of research

Daile Cross: Deputy Editor

Daniel Sankey: Digitial Editor;
Brighette Ryan: Digital Night Editor
Wendy Fitzgibbon: Editor;
Sally Willoughby: Homepage Editor;
Danielle Pogson: Homepage Editor
Nathaniel Bane: Head of Digital News;
Joel Cresswell: Digital Editor;
Katie Bice: Premium Content Editor;
Mandy Squires: Weekend Digital Editor
Tanya French: Digital Editor

* Note: management of news organisations is ever-changing
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News outlet

adelaidenow.com.au

Editor/News Director
Rod Savage: Executive Editor (Digital);
Michael Owen-Brown: Digital Editor;
Ben Hyde: Morning Editor;
Greg Barila: Premium Content Editor;
Jo Schulz: Manager, Content-Led Growth

Deputy Editor
/Deputy News Director

Cas Garvey: Digital Editor

thewest.com.au

David Baker: Online Editor

Mark Mallabone: Deputy Editor

Lenore Taylor: Editor

David Munk: Deputy Editor

news.com.au

Lisa Muxworthy: Editor-in-Chief;
Oliver Murray: Editor;
Shannon Molloy: News Editor
Kerry Warren: News Editor;
Eleni Paneras: Head of Social and Audience;
Jai Bednall: Head of Growth
Stephanie Raethel: Group Features Editor

Liz Burke: Deputy Editor

9news.com.au

Kerri Elstub: Editorial Director;
Marc Dodd: Editor;
Gabriel Adams: Morning Editor;
Brandon Livesay: Afternoon Editor;
Shauna Anderson: 9Honey Editor;
Ben Glover: WWOS Editor;
Jess Chandra: Entertainment Editor

dailymail.co.uk/auhome

thenewdaily.com.au

crikey.com.au

Clementine Cuneo: Associate Editor;
Lendl Ryan: Assistant Editor;
Shayne Budgen: Assistant Editor;
Felicity Hetherington: Deputy Editor;
Max Margan: Assistant Editor

Neal Frankland: Editor
Zona Black: News Editor (/Senior Editor)
Carley Olley: PM Editor
Louise Talbot: Homepage Editor
Euan Black: Finance Editor

Andrea Hamblin: Deputy Editor

9 News national

Darren Wick: Director of News and Current Affairs

10 News national

10 News First: National
Ross Dagan: Network Director of News Content;
Rashell Habib: Social & Digital Editor
Network Content, including Canberra/Foreign/Sport:
Anthony Murdoch: Executive Editor - Network

ABC
+ abc.net.au/news

Gaven Morris: Director, News (leaving at end of 2021)*
*executive consists of ten men and three women

SBS

Mandi Wicks: Director News and Current Affairs

Prime7

Paul Patrick: Director of News and Current Affairs

WIN News

Stella Lauri: News Director

Alison Rourke: Managing Editor

Brooke Bayes: Managing Editor

Barclay Crawford: Editor;
Lachlan Heywood: Executive Editor;
Samuel Duncan: Assistant Editor;
Katie Davies: News Editor;
Jade Watkins: Showbiz Editor;
Laura House: Femail Editor;
Madeleine Necco: Social Media Editor

Peter Fray: Editor-in-Chief

Managing editor

Kara Jung: Deputy Digital Editor;
Katelin Nelligan: Deputy Digital Editor

themercury.com.au

theguardian.com/au

MEN

The position is vacant at time of research

John Lyons: Executive Editor/Head,
Investigative & In-depth Journalism;
Gavin Fang: Head, Network &
Newsgathering;
Stuart Watt: Head of Output and
Distribution
Other managing editors:
Eric Napper,
Genevieve Hussey,
Matt Brown

Melissa Spackman: Managing Editor

Bruce Guthrie: Managing Director/
Editorial Advisor (one of the founders)

Peter Fray: Managing Editor, Private
Media

Tim Ayliffe: Managing Editor, TV &
Video;
Tanya Nolan: Managing Editor, Audio
Current Affairs;
Matthew O'Sullivan: Managing Editor,
Asia Pacific;
Grant Sherlock: Managing Editor,
Digital

Recruiting at time of research

WORKFORCE

WOMEN POLITICAL JOURNALISTS
In our large-scale analysis of nearly 60,000 stories, women only wrote
35 per cent of the articles which shape our nation: politics. In our
analysis of the most prominent stories in newspapers and on websites,
women journalists wrote 41 per cent of stories in this category, a
marginal improvement from 39 per cent in our 2019 report.
Is it because women are absent from political bureaus in either the
national or state capitals?
The Managing Editor of the Australian Financial Review Jo Gray says:
“Getting women to go to Canberra at the moment is a bit difficult,
and has been for a few years. I now wonder whether it’s because
women think it’s not a great workplace.”

In our large-scale
analysis of nearly
60,000 stories, women
only wrote 35 per cent
of the articles on the
subject which helps
shape our nation:
politics.

Federal political correspondent for The West Australian Lanai Scarr has
been in Canberra for 11 years. She says there are many more women
coming up through the ranks but not a lot of senior women - and not
many who have young families.
“It can be a hard place being a woman, there definitely is misogyny here but
I would also say there are great allies among some of the men. I have only
experienced support from my editor in whatever job I want to do either here
or elsewhere.”
She tells the remarkable story of being approached for a very senior role a few
years back. The person told her she was definitely right for the job but perhaps
she would be better suited to it when her children were older. Scarr has four
children, the eldest is seven and the triplets are five.
But she says her editor Anthony De Ceglie has never questioned her capacity.
When she wanted to travel to the Philippines to investigate child sexual
exploitation, he backed her.
“He didn’t even blink. I think it is really important in our industry to have
men in senior positions who think the same way as Anthony. He never asked
me: ‘How do you think you will juggle kids and the job?’ He cares whether I
deliver stories, not whether I am also feeding my kids as I type at the kitchen
table.”
She says the bureau she leads is completely staffed by women.
“Women can do the same jobs as men and be in senior positions but we
need to redefine this idea that the job has to be sitting in offices in the press
gallery all the time.
“We are only going to break the glass ceiling if we have more editors like
Anthony,” she says.
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The former editor of The Sydney Morning Herald Lisa Davies said she was
also mindful of gender equality among her reporters.
“It is a huge problem in politics. I heard something quite interesting the
other day about a male versus a female political reporter and who’s more
likely to get what out of male politicians. In television, it seems like if you’re
a bloke you get more, but in newspapers, I certainly don’t see my state
political editor [Alexandra Smith in NSW] having any trouble getting decent
yarns out of government ministers or the opposition!”
Alexandra Smith herself says there is no doubt that male politicians are
more likely to speak to male journalists which makes it somewhat of a boys
club.
“That said, I have found that as a woman, if you are fair, accurate and
forensic, male politicians will respect that and talk to women
journalists.”
She says men get more opportunities to make connections such as
going to the pub for a beer.
“I can’t comfortably have a drink with a male politician one-on-one
because the reality is people will talk whereas no-one blink if two men
have a beer together.”
Smith says she makes a point of mentoring younger women journalists
and has this advice: “I really want young women to know that the boys
club is not an impediment because you can still be very effective and
competent. You just have to find other ways to make contacts.”
Gray of the AFR says the Canberra problem is difficult.
“We do now have a woman in our Canberra bureau … maybe as
women start their careers, they gravitate and I think that’s kind of
the problem. I don’t think it would be as stark a split at the Financial
Review as it is elsewhere. We’ve got a lot of women in roles that
would traditionally be considered to be ‘male’ roles in terms of the
subject matter, such as finance, markets, energy and resources.”

“I really want young
women to know
that the boys club is
not an impediment
because you can still
be very effective and
competent. You just
have to find other ways
to make contacts.”
— Alexandra Smith

Angela Bos and her colleagues have a fascinating take on what they
call gendered political socialisation and why this might be relevant to
all aspects of women and the political process, in particular getting women
to become political journalists. They argue it is the combination of gender
socialisation to traditional gender roles with which we are all familiar, what
Bos says are “strong pressures starting early for girls and boys to adopt
traditional gendered roles and traits through toys, educational experiences,
observing their parents in sex segregated roles, books, etc” and political
socialisation. That’s where young women “observe and learn how historic and
current politics is mostly dominated by men”.
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And when we say young, the researchers mean girls. Bos and her colleagues
asked children to draw political leaders. Kids as young as six drew male leaders
and girls between the ages six and 12 show what Bos describes as a precipitous
decline in wanting to learn about politics and, importantly for participation,
ambition, the idea that one day they might have a political career.
“The decline in political interest means they move their efforts into pursuing
other subjects, which might also help explain the effect [of] women journalists
not wanting to cover politics,” says Bos.
How can we change this?
Elsewhere in this report, we talk about some of the programs in this
country such as Pathways to Politics and Emily’s List Australia. The NSW
Liberal Party, for example, now has targets - but these are all focused on
adults who want to be politicians.
Bos and her colleagues are working on interventions which counter
stereotypes. That’s been proven to work in STEM education - research
from Amanda Diekman and her colleagues show that when scientific
careers are talked about as helping to achieve communal goals - not
just power-related/male goals - girls’ interest in STEM increases.
“Similarly in politics this is shown when political careers are talked
about in communal ways to adults,” says Bos.
She also suggests including more women political role models in social
studies curricula because that stimulates interest and political discussion
among young girls.
“And we can all play a role in shifting perceptions of who should be
in politics - by shifting how we talk about politics,” she says.
Parents are less likely to encourage their daughters compared with
their sons to pursue political office so we need to think about our own
roles in how we reproduce ideas of political power. As Bos points out,
we need to do more to highlight the really good things happening
in politics and to discuss political roles in ways that all kids can see
themselves in those roles. That’s the best way to ensure that the next
generation of chief political correspondents and political reporters
include more women.

2021 WOMEN FOR MEDIA REPORT
‘TAKE THE NEXT STEPS’

Parents are less likely
to encourage their
daughters compared
to their sons to pursue
political office so we
need to think about
our own roles in how
we reproduce ideas
of political power. We
need to do more to
highlight the really good
things happening in
politics and to discuss
political roles in ways
that all children can
see themselves in those
roles.

49

WOMEN'S LEADERSHIP REPRESENTATION:
POLITICS, BUSINESS AND SPORT

POLITICS
The number of women in senior media positions is
steadily increasing. So too has the number of government
and politics stories penned by women journalists and
opinion writers. Why, then, have we not seen a parallel
rise in the number of women subjects in this category?
The answer is simple: men dominate politics, especially
in senior positions. The Prime Minister, Deputy Prime
Minister, Opposition Leader and Deputy Opposition
Leader are all men. At the time of our data gathering,
National Cabinet consisted of seven men and two women.
Though women comprise 51 per cent of the population,
we account for little over a third of parliamentarians
around Australia. Women make up only 36.9 per cent
of state and territory parliaments and, as of May, only
two state or territory leaders are women. In October,
the premier of NSW Gladys Berejiklian resigned to be
replaced by a man. In local Government councils across
Australia, only 35 per cent of Councillors are women
ranging from approximately 27 per cent representation in
NSW to 44 per cent in Victoria.

Political representation in Australia,
by gender:
FEMALE POLITICIANS

MALE POLITICANS

FEDERAL PARLIAMENTARIANS

38%

62%

STATE AND TERRITORY PARLIAMENTARIANS

36.9%		

63.1%

LOCAL GOVERNMENT COUNCILLORS

35%

65%

Turning our focus towards federal politics, we find women form 38 per cent of
parliament. It’s promising to see that finally gender parity was achieved in the Senate
after the 2019 election – 53 per cent of Senators are women – but the number of
women in the House of Representatives (HoR) remains stubbornly low at 31 per cent.
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Breaking down these figures along party lines reveals that the ALP has achieved the most
gains, edging towards parity in the HoR at 43 per cent and exceeding it in the Senate
at 61.5 per cent. The Liberals, on the other hand, stand at 21.7 per cent in the HoR and
the Nationals at 12.5 per cent. The ALP, Greens, and Nationals have all reached gender
parity in the Senate, yet the Liberals lag at 35.5 percent. Interestingly, the Independents
on the crossbench are majority female with three women and two men (Rebekha Sharkie,
Helen Haines, Zali Steggall, Andrew Wilkie, Bob Katter). However, there are several jobs
that, due to convention, are off limits if you’re a senator – like becoming Prime Minister or
Treasurer.
Considering the rate of increase in the number of Liberal women
politicians in recent years, it could take them a while to catch up.
According to modelling from the McKell Institute, at best it could take
two decades and, at worst, we might be waiting until next century. While
all parties should aim for parity, it is even more important for the party
in government to do so, not only because they have more power but
because they receive more media attention and are well placed to be role
models for gender equality in the community.
As Professor Michelle Ryan, Director of the Global Institute for
Women’s Leadership (GIWL) at The Australian National University (ANU),
points out, there are other factors for the lack of women in politics:
“I think that women often feel that the average politician doesn’t speak
for them or represent them, so it is difficult to engage in political
discourse. Having women’s well-being and safety and gender equality
being seen as core political issues, rather than just a women’s issue is
key to engaging women in political life more generally.”

According to modelling
from the McKell
Institute, at best it could
take two decades [for
gender equality to be
reached in the House
of Representatives] —
and, at worst, we might
be waiting until next
century.

Ruth McGowan is an advocate for more women in politics and author
of the Australian campaign guide for aspiring female candidates, Get
Elected. As a former councillor and mayor, Ruth drew on her experience
and those of other women who successfully stood for State and Federal politics to develop
a practical step-by-step guide that explains to women the steps to plan and run a successful
political campaign.
“I know that many women are keen to stand for office either at a local, state and federal
level and to make a positive difference for their community. When they receive support
and training, they can be empowered to take the next step and nominate”.
In over 15 years of supporting women to run for office as a trainer, coach and author, Ruth
has noticed an increase in the number of women keen to ‘get into politics’. As a training
partner with the not-for-profit organisation, Women for Election Australia, Ruth works
with CEO Licia Heath to deliver EQUIP training for hundreds of women each year across
Australia.
“We are seeing so many women that are frustrated with the current state of politics which
is inspiring them to stand for office either with a political party or as an independent.
Others want to learn more about political campaigning so they can get behind a woman
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candidate and do their bit to lift equality in politics.”
“When we support women to develop their ‘campaign literacy’, then more women are
confident to come forward and put their hand up for office”
“I advise women candidates that although they may not get elected first go, they can
make a difference just by standing through the issues that are discussed on a campaign
agenda and also by holding their local member and incumbent to account on gender
equality issues.”
As McGowan points out, Clare O’Neil was the youngest female mayor in Australia at 23
and is now an ALP Federal MP and shadow minister for Senior Australians and Aged
Care Services. Local government is a good place to start. It’s where Kristy McBain, Bridget
Archer, Libby Coker. Bev McArthur, Shelley Hancock began, to name a few.
Australian programs created to support women interested in public office include Pathways
to Politics Program for Women, Women in Colour, Women For Election, Jasiri Australia's
'Girls Takeover Parliament!' and others.
The Pathways to Politics Program for Women was created by Carol Schwartz AO and
founded and launched by the University of Melbourne in 2015 in
partnership with the Trawalla Foundation and the Women’s Leadership
Institute Australia, which publishes this report. Now in its sixth year,
the program has 14 alumni across the political spectrum elected across
It is not just a matter
local, state and federal government in five years. Today the Program
of getting women into
is a growing national network of independent state-based programs
run by Australian universities which currently includes the University of
politics — we need
Melbourne, QUT and UNSW Sydney.
more women in senior
It’s not just about getting women into politics either. We need more
women in senior political positions as it is crucial for women to be
represented in the decision-making process. This not only ensures that
they’re not the only ones in the room but also encourages more women
to follow in their footsteps. Yet women are a minority in the Morrison
Cabinet at 27.3 per cent.

political positions, as
it’s crucial for women
to be represented in
the decision-making
process.

Globally, portfolio assignments are usually gendered, with male ministers
usually receiving stereotypically “masculine” and high-profile portfolios,
like Defence, Finance, Treasury, Industry and Trade, while female
ministers are more likely to receive stereotypically “feminine” and lowprofile portfolios, like Women’s Affairs, Education, Arts, Family, Youth and Aging. Health is
usually considered “feminine” and medium-profile, yet since the outbreak of the pandemic
it has gained much more significance and recognition. This pattern rang true for the
Morrison ministry at the time of our data collection, though it’s important to note that Linda
Reynolds previously held the Defence portfolio and Karen Andrews held the Trade portfolio
from 2019 until March 2021.
The graph overleaf demonstrates that the profile of a portfolio has an impact on media
coverage. Excluding the Prime Minister, male ministers were subjects in 764 articles, or
an average of 51, while women ministers were subjects in only 119 articles, an average
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of 17. Unsurprisingly, the Prime Minister is a subject in the largest number of articles while
Treasurer Josh Frydenberg comes in second. The front of the pack is mostly filled with male
ministers. The first woman in the list is Marise Payne, the Minister for Foreign Affairs (a
portfolio traditionally labelled as “masculine” and high-profile), coming in fifth. Where are
all the women ministers? They’re at the back of the pack receiving the least media attention.
Only two ministers – Darren Chester (then-Minister for Veteran’s Affairs and Defence
Personnel) and Melissa Price (Defence Industry) – received no coverage.
We desperately need more women in the upper echelons of politics. Yet this is a difficult
feat when parties continue to place women in marginal seats, making it hard for us to enter
politics. Also, as an incumbent in a marginal seat, there is constant pressure to campaign
Role

Person

Prime Minister

Scott Morrison

M

485

Treasurer

Josh Frydenberg

M

231

Health

Greg Hunt

M

191

Finance

Simon Birmingham

M

66

Foreign Affairs

Marise Payne

F

57

Defence

Peter Dutton

M

54

DPM

Michael McCormack

M

44

Energy/Emissions

Angus Taylor

M

38

Industry

Christian Porter

M

37

Trade/Tourism

Dan Tehan

M

27

Govt/NDIS

Linda Reynolds

F

23

Education/Youth

Alan Tudge

M

21

AG/Industrial Relations

Michaelia Cash

F

17

Communication

Paul Fletcher

M

15

Agriculture

David Littleproud

M

14

Employment/Small Bus

Stuart Robert

M

12

Home Affairs

Karen Andrews

F

10

Resources/Water

Keith Pitt

M

10

Environment

Sussan Ley

F

7

Fam/Social/Women

Anne Ruston

F

5

Indigenous Aus

Ken Wyatt

M

4

Defence Industry

Melissa Price

F

0

Vet Affairs

Darren Chester

M

0
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which makes it difficult to step up into a Ministerial role. Women currently hold 55 per cent
of ALP marginal seats and 35 per cent of Liberal marginal seats. If parties want to see more
women in their ranks, at all levels, they must prioritise the selection of women for safe seats.
The media are not innocent actors in all this, and there are many opportunities for
improvement in that sector. But you can’t be what you can’t see, and you can’t report on
women who simply aren’t there. The lack of women subjects in the media reflects the lack of
women in politics, but it also ensures against any change by representing parliament as the
boy’s club that it is, thereby closing the loop. Only increasing the number of women in all
areas of politics will break this cycle.

BUSINESS
Not one woman made the list of the "Seven business legends who shaped
Australia", published in the August 16 print edition of The Australian
Financial Review (AFR) to celebrate its 70th anniversary.
The paper considered seven men to be the key figures in the history
of Australian business and it was for many a frustrating example of the
complete absence of women from the business pages of our news
publications and the response was understandably cranky. Non-Executive
Director Kirstin Ferguson’s response on LinkedIn summarised the
response neatly: “I find it impossible to believe that there is not a single
woman or a single person from a non-European background who hasn’t
helped shape Australian business growth over the past 70 years.”
In our research, our overview of the most prominent stories in news
publications in Australia reveals women’s voices appeared in just 43 per
cent of business stories, compared to 88 per cent of business stories
where men were quoted. The AFR’s print edition page one features men
in 96 per cent of those stories, women in just 29 per cent.

The Australian Financial
Review considered
seven men to be the key
figures in the history
of Australian business.
It was, for many, a
frustrating example of
the complete absence
of women from the
business pages of our
news publications.

The angry response to the "Seven business legends" story was
understandable, but it is clear business has bigger problems than one
story about male success. Part of the reason for the absence of women from these stories is
because the women just aren’t in senior management.
Still, the AFR clearly understood its problem when the next day, Chanticleer’s Tony Boyd
published its list of seven high achieving businesswomen, headlined: “Busting the glass
ceiling”.
But just three weeks after those seven business legends appeared, the AFR made history
– at least for its own readers. A newspaper which had never, as a clear editorial position,
pushed for gender equality, was now forthright in its editorial in the print edition of
September 9 under the headline: “Build a pipeline for female CEOs”.
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Now, the editor’s voice said this: “The astonishingly small number of Australia’s most
valuable companies that are run by women isn’t healthy, or best for business.”
While there have been individual reporters who consistently wrote on the merits of gender
equality at work, Sue Neales, Sheryle Bagwell and Catherine Fox in the Corporate Woman
column, Narelle Hooper, now editor of Company Director Magazine and Chanticleer’s
Boyd, the paper itself had not backed that in clearly.
Managing Editor of the AFR Jo Gray says the AFR has supported female representation in
the workforce and in business leadership since the 1960s.
“We’re in favour of promoting opportunity,” she says.
New research from Chief Executive Women, reported by the AFR’s Boyd on September 8,
must have made it clear to AFR management that merely promoting opportunity was never
going to be enough. The results revealed a strikingly low number of women running ASX
300 companies in 2021, including just one new female CEO appointment in the financial
year. Business needed to take stronger action to promote more diversity at the top of
Australian companies, as it editorialised on September 9.
“This is a restatement in more urgent terms of our established view,”
says Gray.
The more urgent position was no surprise to the President of Chief
Executive Women (CEW) Sam Mostyn. She and the CEW team had
shared its new 2020-2021 census data of women in senior executive
roles, with the AFR’s Boyd. Pretty much, in terms of gender equality,
the ASX 300 hadn’t budged; and the further away from the ASX 100,
the worse gender equality was. It was almost as if those with the most
public scrutiny had pulled themselves together.
“Chief Executive Women had advocated for targets, particularly
around pipeline jobs - not just for women in middle management.
“We called for a purposeful set of appointments to roles that carry the
weight of operations, financial impact, profit and loss, that positions
women as potential leaders,” says Mostyn.

Research from Chief
Executive Women
revealed a strikingly
low number of women
running ASX 300
companies in 2021,
including just one
new female CEO
appointment in the
financial year.

Boyd’s column on September 8 said the percentage of women in
leadership in Australian business already looked bad before CEW
extended its annual census of female executive leadership to include
the top 300 companies and predicted it would take 40 years for change to happen.
He quoted Mostyn: “This is the moment that says we have to act.”
The editorial of the following day said: “Advocacy group Chief Executive Women is calling
on companies to set a target of at least 40 per cent women in senior leadership positions,
and to focus on promoting women to line and CFO roles to build a career path to the CEO
role.”
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The AFR’s voice mattered: “It is extremely helpful when the major
financial paper of record is prepared to support that kind of advocacy
and agrees with targets and meaningful accountability.
“It also tells us that the ideological position the AFR held - that gender
equality undermined merit - has now been rejected by the paper,”
says Mostyn.
About two-thirds of the top 300 companies have no women at all in
line management roles, according to the CEW research and Mostyn
believes the urgency of the editorial was directly attributable to the
CEW research.
The AFR, not a fan of mandates, settled on this in its editorial:
“Setting targets to influence corporate behaviour is different from
hard, legislated quotas that challenge the principle of merit and
might encourage the trend for public companies to be taken private
to avoid excessive government regulation, compliance and disclosure
obligations.

Mostyn says shifting
the consciousness of
corporate Australia is a
struggle. There is, she
says, still a perception
appointing a woman
to a senior position is
risky - although there
is absolutely no proof
that’s the case.

“Instead, companies should view building a pipeline of potential
female leaders as part of their corporate strategy and succession planning. This could
involve taking the business decision to rotate all managers between functional and
line management positions, so that a diverse pool of the best possible talent, men and
women, is available when the next CEO is picked.”
Mostyn says shifting the consciousness of corporate Australia is a struggle. There is, she
says, still a perception appointing a woman to a senior position is risky - although there is
absolutely no proof that’s the case.
While Mostyn acknowledges there are not enough women in senior enough positions
to be quoted, there are still many women who have the relevant expertise and genuine
aptitude for speaking to the media, she says. But she also says women who have been
at the centre of difficult corporate activities are used as ‘poster girls’ for all that is wrong
with the business world and continue to be used long after those women have left those
organisations.
“Some will just say, ‘I don’t need that’.”
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SPORT
And while we point out the obvious sectors which remain
male dominated in Australia — business, politics — there’s
one other sector which makes media coverage even more
gendered.
Australian news organisations are sports mad but the
articles are written by men about men’s sport. As we said
earlier, there is a boom in women’s professional sport.
We now have AFL Women’s, A League Women, NRL
Women’s, Women’s Big Bash League and so many others.
Yet men continue to dominate sports journalism, both as
subjects and as authors. Yes, the percentage of women
sports journalists with bylines in our Top Billing data set
has increased to 24 per cent since 2019, where they
contributed just 12 per cent.
Sport is by far the most gendered of all the topic areas.
Men are quoted in 89 per cent of the sports stories in our
Top Billing sample, women in just 31 per cent. It’s partly
about the lack of coverage of women’s sport. There’s
a view that women’s sport isn’t as exciting so it won’t
attract the same audience. And there are reasons for
that [see box]. But it is also that women are not in senior
management in sport.
Emma Sherry, professor in the sports innovation
research unit at Swinburne Uni, says sport in Australia
appoints women to senior administrative roles in a time of
crisis. It’s the glass cliff.
“The big powerful roles have always been taken by men
and when women are moved into those positions, they
are brought into fix problems.”
And she says that in Australia, the numbers of those
powerful women have declined in the past 18 months
including Leigh Russell from Swimming Australia and
Raelene Castle from Rugby Australia,.
“There is a higher level of scrutiny and women are
expected to perform at a higher level. It makes it
incredibly difficult for other women to perform those
roles in the future.”
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AN EXCERPT FROM

“A fascinating experiment in how sexism,
and racism, affects the way we watch
sport” by Liam Mannix
(Sydney Morning Herald, November 9,
2021):
A study of 25 years of women’s sports
coverage in America found the tone of
the coverage had shifted from “overtly
denigrating” (like ESPN’s 1998 Hottest Female
Athlete poll) to “respectful”.
But, when you think about it, sports coverage
isn’t supposed to be respectful – it’s supposed
to be exciting. And that’s what’s missing, the
researchers found.
Male coverage was fast-paced, funny, actionpacked and highly produced. Women’s
coverage had fewer camera angles, fewer
graphics and lower sound quality. Replay
footage was less often spectacular slow-motion
replays and more often players hugging each
other. Remarkably, production values fell as
women’s sport became less sexualised.
Women’s commentary is more matter-of-fact,
lacking the speed and excitement of male
commentary.
"Gender-bland sexism”, the researchers
termed it. Overt sexism had been removed
and replaced with a silent sexism, in which
women’s sport was portrayed as of lower
quality, as less exciting.
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So that’s one reason why there aren’t many women quoted in sports
stories. But there’s another reason. Women journalists across our sample
quoted women more. But there are so few women sports journalists.
Sherry says the sports reporting role model is about rounds or beats.
“Women’s sport does not generally have its own journalists allocated to
it. Sports journalism tends to be business as usual but there is a silver
lining. Grassroots or alternative media fills the gaps. The demand is
there but it is not represented in mainstream media,” she says.
And she doubts subscription television deals for women’s sports will
broaden audience. Subscriptions limit accessibility, she says.
Chair of Netball Australia Marina Go sees it differently, netball is on
the attack. Now the sport has signed a five year deal with Foxtel and
she observes a distinct improvement in the level of coverage from news
publications. Still, netball doesn’t yet have dedicated reporters in any
publication, in the way that, say, rugby league does.
Go sees a time when women’s sports of all kinds have broadcast deals,
which generate an audience.

Netball doesn’t yet have
dedicated reporters in
any publication, in the
way that, say, rugby
league does.

“Sport has become commercial, tied to commercial outcomes which
need audiences.
“This is the challenge for women’s sport and for netball, because of
the Foxtel deal, we have a little sliver of hope.”
Go, a former chair of Wests Tigers rugby league club, started her career
as a journalist at the Daily Mirror, which had an entire department of
rugby league journalists. It is, she says, hard to imagine how a young
woman journalist might feel inclined to write about sport if that’s what
sports journalism looks like.
She mentions sports journalist Jessica Halloran as an excellent role
model.
“But if you don’t see women covering sport you don’t think it is open
to women.
“I’ve met a lot of young women who would love to be sports journalists
but they don’t see themselves in that [male-dominated] environment,”
says Go.
Halloran is the chief sports writer for The Australian and doesn’t shy away
from saying that getting into sports journalism was tough for her. She
observes it is tough for other women. But she counts herself lucky. She
had a mentor, Jacquelin Magnay, now European correspondent for The
Australian.
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“She was the person in the newsroom I wanted to be like, she was
this great role model, fearless, she wasn’t a fan with a typewriter.
“She called out the muck. She was like a big sister to me and remains
to this day as a mentor.”
It’s a role she tries to play for others, even as she acknowledges “sports
journalism is brutally competitive and especially if you are on a big
footy round regardless of gender.”
Will we ever have a brutally competitive netball round?
Halloran confesses when she started out in sports journalism, she was
irritated that women were the ones sent to cover netball and hockey.
She’s learned to love both sports and now sees the commercial
opportunities for those sports, as well as women’s leagues across
various other codes.
“There is a shift. I have to commend News Corp for appointing
a dedicated women’s sports editor, Selina Steele, who has been
relentless in her push coverage for female athletes.

“The reality is, nothing
beats experience – that
is, time in the saddle.
Once women occupy
more of the CEO and
High Performance
roles in sports, we will
begin to see increased
coverage in the media
of these women, and
hopefully women in
sports more broadly.”
— Josephine Sukkar

“And there is a really conscious move internally to make this work and
to do better,” she says. “And hopefully the need for a women’s sports
editor will be redundant one day because the coverage will be fair
and equal.”
Sherry too also reminds employers that women sports journalists don’t
want to only cover women’s sport.
“They don’t want to be limited or pigenholed,” she says.
Josephine Sukkar occupies the top sports role in the country, Chair of
the Australian Sports Commission.
Sukkar is the first woman in the role, and is determined to ensure the fair
and equal participation of women and men at every level and in every
role. There are many existing scholarships and pathways to help increase
the pipeline of women administrators and high performance directors
in sport. But she acknowledges there is a real lack of women in the most
senior roles across nearly every sport.
The federal government wants to see the balance corrected and she says
the sector has a real appetite to improve inclusion across the board.
“The reality is, nothing beats experience – that is, time in the saddle.
Once women occupy more of the CEO and high performance roles in
sports, we will begin to see increased coverage in the media of these
women, and hopefully women in sports more broadly.”
“Whilst I have seen an enormous change in the opportunities and
coverage of women’s sport over the last 10 years, it is still nowhere
near the men,” says Sukkar.
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In Australia, women are now managing much of the news. Jane Nicholls
interviewed 10 senior news managers of large media organisations for
this report, of whom eight were women and had authority to speak on
the practice of journalism in their newsrooms and on recruitment. These
managers talked about the importance of representing women in their
publications – but also revealed the challenges, particularly in areas
where there are few women in senior positions: politics, business, sport,
to name a few. It is clear that diversity of all kinds is front of mind for
many news leaders.
This report includes the full transcripts of those interviews plus an
interview with Australia’s first woman editor of a metropolitan daily,
Ita Buttrose which you will find on page 38 of this report.
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Gay Alcorn
Editor, The Age

How relevant or important is the pursuit of gender diversity to a
news organisation?
There have been huge changes for women in newsrooms during my
career. The Age has, apart from me as editor, a female sports editor,
opinion and deputy opinion editor, pictorial editor, deputy news director,
world editor and executive editor. In recent times, I have been on
interview panels with all women — it stunned me, it would have been
unheard of a generation ago. Years ago, the late great Age columnist
Pamela Bone told me that women at The Age had influence but not
power. That was true then, but it is not true now. Gender remains relevant,
though, especially in specific areas, but I think in our newsroom other
forms of diversity are more urgent now. Melbourne is a multicultural
community and we do not reflect that. We need more people with diverse
experiences and world views, more journalists from the country and more
from lower socio-economic backgrounds.

“Gender remains
relevant, though,
especially in specific
areas, but I think in our
newsroom other forms
of diversity are more
urgent now. Melbourne
is a multicultural
community and we do
not reflect that.”

Is the gender balance of the journalists in your news organisation
something that you focus on?
It’s something I am aware of - the number of men and women employed
are roughly equal - but it’s not a primary focus.
Do you think a newsroom should reflect the makeup of our
population?
As far as possible, yes. As I said before, my primary concern at the
moment is that we need to diversify our newsrooms to include more
people of diverse backgrounds of all kinds.
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What are your recruitment processes and is gender diversity a
consideration?
Few journalists resign from The Age, so our opportunities to hire are limited
at the moment. When we do get that opportunity, we are primarily looking for
the person with skills and experience the job requires. On top of that, we are
aware of diversity issues, including gender. I am hopeful we will soon be able
to hire trainees and if we do, diversity of all kinds will be a factor, but not the
only one. But it will be a factor because we have to make extra effort to make
our newsrooms more representative of our readers. We can’t pretend it was all
about ‘merit’ in the past.
Do you think men or women naturally gravitate to particular areas/
topics through their own preference, or do you think there’s
unconscious bias at work either in the assignments they seek or the
assignments they’re given?
That’s an interesting question. I am not 100% sure. When I was younger, there
was no doubt that women were steered towards certain topics or assumed they
would be suited to some subjects rather than others. Sometimes it was senior
men mentoring younger men in political reporting, or sports reporting.
Lifestyle journalists are more likely to be women. Sports journalists are
more likely to be men, but there are many exceptions. There may be some
natural interest at play here – women overall are more interested in fashion
although that seems to be changing. Our acting fashion editor is Damien
Woolnough, for instance. Women are probably more interested in beauty
and style, and if so, I don’t see a problem with that.
Overall, I am confident that young female and male journalists at The Age
have opportunities to specialise in any area across the newsroom. There
are many senior women covering politics, business and investigations and
we have terrific men in entertainment rounds.
At the moment, while Chloe Saltau is our sports editor, we have no
female sports reporters, which is terrible. We had wonderful female
sports reporters a few years ago, but several left in past redundancy
rounds and we have not had a chance to replace them. Also, I want to
make sure we encourage more female photographers – again, we have
a female pictorial editor – and that women don’t get left behind in data
journalism. And if men want to cover fashion or lifestyle topics, there is
no impediment to them doing so.

“...we have to make
extra effort to make
our newsrooms
more representative
of our readers. We
can’t pretend it was
all about ‘merit’ in
the past.”

Is it important for news sites to strive to have an even gender split
across both reporters and story subjects and sources to give a
more accurate picture of our society (at least in terms of the gender
breakdown)?
The influx of women into journalism over the past generation has had a
profound impact on the kinds of stories considered ‘news’, from reproductive
rights, to child care, to domestic violence, to sexual harassment. I don’t think
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sexual harassment or domestic violence would have been as prominent as
news stories if not for women journalists entering the profession in large
numbers. Some men, of course, have also covered these areas well.
Again, this is about having people with a diversity of experiences and
backgrounds when decisions are made. It enriches the kinds of stories we
do and how we do them. I have seen photos of Age editors sitting around
making decisions about the front page in the 1980s and they are all white men
– it’s just too narrow a pool. It’s the same in Opinion. We aim to have equal
numbers of male and female opinion writers, and we mostly achieve this. Even
a decade ago, opinion pieces apart from lifestyle topics, were mostly written by
men.
The challenge now is to shake up our opinion offering to make it much
more relevant to Victorians today. I am impatient to get this done and it’s
not done yet. We need younger writers, more people of colour, writers
with different political perspectives and different upbringings. It’s not a PC
thing, I just know that having a greater range of people writing for us leads
to more interesting, compelling journalism.
Can you share your ideas for changing the equation and achieving
gender balance across all topic areas?
We do talk about it, but we could do more. This is a hoary one, but there is
truth in it. Men, mostly, put themselves forward more as ‘experts’ or assume
they have something worthwhile to say in an opinion piece. Not all women
by any means, but some women can lack that kind of confidence, and
women in the public eye are also trolled far more often than men, and that
makes women wary. But none of that amounts to an excuse. We must –
and I think we do – seek out women to interview and to write for us.
If you believe there are issues, what are the most critical ones to
address, and what is your organisation/newsroom doing to address
it?
The challenge is obvious when women have children. I am interested in the
ideas around changing parental leave to encourage more dads to take it.
The Grattan Institute recently proposed allowing parents six weeks of leave
each, with another 12 weeks to be shared or taken by one parent. At the
moment, child care – as well as housework – still falls mostly to women.
I don’t think there are simple answers – some women, if they can afford
it, may well want to work part time when their children are young, and
that is fine. But I have certainly noticed fathers of babies and young children
barely skipping a beat in their careers, while women’s careers can stagnate after
having children because it is assumed they will be the primary caregivers. That
said, there are many women at The Age doing fabulous work part time.

“Men, mostly, put
themselves forward
more as ‘experts’
or assume they
have something
worthwhile to say in
an opinion piece.
Not all women by
any means, but some
women can lack that
kind of confidence,
and women in the
public eye are also
trolled far more often
than men, and that
makes women wary.”

I am very open to more job-sharing – it’s perfectly possible in most areas, even
in senior jobs. I do think men are changing too – most young fathers want rich
relationships with their young children.
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Journalism is a 24-hour operation, and there are some jobs where flexibility
is hard to achieve. When I was the US correspondent for The Age, I was
on call all the time, and I could not have done that job without my husband
being the primary carer for our young daughter. But in many jobs, we can
offer some flexibility for parents when their children are young.
Flexible, affordable child care would also be of enormous help for working
parents.
I am not preoccupied with being a ‘female’ editor and my job is to
encourage and develop all our staff. But I am aware of these issues. I am
identifying future leaders across the staff. There are men who are obviously
ambitious and talented, and I am making an effort to encourage talented
women, too. I find younger female journalists far more confident than I
was at their age. They do put their hands up, they do ask for pay rises, and
they are unwilling to put up things like sexual harassment at all, and that’s a
great thing.
What are some of the most successful things you’ve done to
change the equation in your organisation?
I have been editor of The Age for a year and, unlike in past times, it
doesn’t seem to be an issue, so I don’t feel I am battling sexism at all. Part
of that comes down to leadership: James Chessell is entirely comfortable
with strong women and our new executive editor Tory Maguire is a strong
feminist! If I am a role model for some young women who aspire to be
editor, that’s terrific. I don’t think of myself as a ‘female’ editor, but my life
experience influences my world view and that includes being female. So I
think I have an understanding of some of the issues our female journalists may
face that may be different from men. I also have an interest in stories such as
domestic violence and sexual harassment. I am sure I would be interested
in them if I was male, but being female gives them added currency for
me. We did a series on five years since the royal commission into family
violence in Victoria because I don’t want that issue to fall off the political
radar.

2021 WOMEN FOR MEDIA REPORT
‘TAKE THE NEXT STEPS’

“Journalism is a
24-hour operation,
and there are some
jobs where flexibility
is hard to achieve.
When I was the US
correspondent for
The Age, I was on
call all the time, and I
could not have done
that job without my
husband being the
primary carer for our
young daughter.”

“I am not
preoccupied with
being a ‘female’
editor and my job
is to encourage
and develop all our
staff.”
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Anthony De Ceglie

Editor in Chief,
West Australian Newspapers

On the importance of gender diversity in the newsroom:
It’s obviously very, very important. I think for too long newsrooms, like many businesses,
have been male-heavy. Over the years, more and more female reporters have come
through but the honest truth is that there hasn’t been enough of those female reporters
moving into the senior ranks and moving into editing positions. So it’s a very important
issue and I think people are starting to take it seriously. The West is really proud of what
we’ve done, certainly since I’ve taken over West Australian Newspapers, in January 2019.
What specific things have you done?
If I look around my newsroom now, the managing editor, the business
editor, the chief of staff and our federal political editor are all women.
Our sports department certainly has more female reporters than
previously. It’s a ground-up exercise of making sure that when you hire,
you’re hiring appropriately and promoting appropriately.
There’s always more work to do and I think everyone agrees with that.
But I also think the problem is not so much about getting reporters, the
problem in newsrooms lies in the top-heaviness of males at the top. It’s
really important for us that we have gender diversity in those very senior
roles. The truth is there has always been a lot of female reporters, but
not enough of them rising through the ranks.

“The problem in
newsrooms lies in the
top-heaviness of males
at the top. It’s really
important for us that we
have gender diversity in
those very senior roles.“

We don’t set targets, and we don’t say quotas but it is something that is
at the front of our mind. The reason it’s at the front of our mind is that
in our senior leaders team it’s 50/50, or probably even 60/40 females to males. That
means that those issues come up. When we’re looking for someone, we think about it. If

2021 WOMEN FOR MEDIA REPORT
‘TAKE THE NEXT STEPS’

65

EDITOR INTERVIEW: ANTHONY DE CEGLIE

we have two Chiefs of Staff and one of them’s male and we are looking to hire a new one,
we think about the fact that it would be good for it to be a female. But we don’t set quotas
or anything like that.
Do you think that men or women naturally gravitate to particular areas or topics
through their own preference, or if there’s an unconscious bias at work in the
assignments they seek or the assignments they’re given?
I think there could very well be an unconscious bias in the assignments they’re given. It
probably happens more in features than it does in hard news. But I think those things are
changing. The days are long gone when female reporters were the only ones who were
sent out to do a fashion job. As I say, I think the issue is more to do with who’s in the
senior ranks than it is in who’s doing the general news reporting, at least in the newsroom
that we run.
The reason I’m stressing the importance of women in senior roles is when you have a
female chief of staff and she needs to get the job done, she’s just going to send the body
that’s there in front of her. If it turns out it’s a bloke and she’s sending him out to cover a
fashion show and he has a whinge about it, she’s just going to turn around and say tough
luck. Like everything, it comes from the top.
What about in terms of story subjects and sources for stories? Do you think about
gender in that sense, particularly in areas such as business and science, where
often we see more males quoted than females?
The last time you put out this report, I was quite new in this job and I actually sent it
around the newsroom, because that was one of the fascinating things the report brought
up: thinking about the gender diversity of the people you quote. I don’t think that that is as
much of an issue here. I think about the people we quote on a daily basis, and I think the
gender diversity would be there.
When I look at my business team now, you know, Sarah-Jane Tasker is the editor, the
deputy editor is Danielle Le Messurier, there’s a couple of juniors, some male, some
female. I think that gets the mix pretty well.
We host an event each month called Leadership Matters, where we have a business
leader give a keynote address and do a Q&A in front of 800 people, and there we do
set a gender quota, we want the speakers to be 50/50 male/female. Those things are
becoming front of mind for us.
Sarah-Jane Tasker produces a glossy business magazine for the paper, and she really
thinks hard about the fact that it needs to be speaking to female CEOs as much as male
CEOs and profiling female CEOs.
The reason I’m really proud of the newsroom that we run is also because people are
willing to call bullshit on things. If we were sitting around and we weren’t doing things like
that, then Sarah-Jane or Jenna Clarke, our assistant editor, are absolutely empowered to
say, well, that’s bullshit. You know, ‘You’ve had four male CEOs in a row on the cover, why
don’t we have a woman?’
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That’s why I keep banging on about it: It’s not just about gender diversity, it’s about gender
diversity at the top and also about them having the power and the confidence to speak up
and make a difference. That’s really important.
What are you doing to help change the equation?
Recruitment and promotion is so important. Story selection is really important. The issues
you tackle are really important, too. When you have a team that has female senior leaders
and female journos, it opens your eyes to other issues.
For example, a young female reporter broke an exclusive an alleged rape at a mine site,
which led her to break another story about an alleged rape at another
mine site, which led to a campaign, which led to a parliamentary inquiry
into sexual harassment at mine sites in WA. We looked into that issue
because a young female reporter was empowered to look into an issue
that was important for her, and it’s important then how we treat that issue
in the newspaper. Having more females in the newsroom means that we
“The issues you
are careful about the language that we use, we watch our presentation,
tackle are really
we put a helpline at the bottom of the story. It’s not second nature yet
important, too...
to put the domestic violence helpline at the end of the story like that,
whereas it is to put Lifeline at the end of a suicide story.
We looked into
That’s the process we are taking our newsroom through when it comes
to gender issues. I’m really proud of our newsroom. I like to think we’re
a really modern newsroom, and modern in more ways than being tech
savvy, we’re modern in the issues we look at that are gender diverse as
well. We’re not just looking at historically male-centred issue. We are
genuinely really proud of what we do with The West.
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[the issue of sexual
harrassments at
WA mine sites]
because a young
female reporter was
empowered to look
into an issue that was
important for her,
and it’s important
then how we treat
that issue in the
newspaper.”
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Kerri Elstub

Editorial Director,
Nine Digital (nine.com.au)

On the importance of gender diversity:
You can’t be expected to appeal to your audience if you don’t reflect
them. It’s very important and something that I’m very conscious of. I’m
always very aware of what our staff makeup is, and I double-checked
today and we have about 80 employees and we have 60 per cent
women, and that’s across news, sport, lifestyle and entertainment. We’re
also 60 per cent women in our news division as well, which I was really
impressed about when I checked.

“You can’t be expected
to appeal to your
audience if you don’t
reflect them.”

If you look at the makeup of my senior team, I have nine editors who report to me and five
of those are women. So I’m very aware of the makeup of the team. In recruiting, I certainly
look at the gender makeup of the business, I look at the right person for the job, I look at
what the company or that department might need. Then my decision is based on all those
criteria.
Do you think men or women naturally gravitate to particular topics through
their preference? Or do you think there’s unconscious bias at work either in the
assignments they seek or the assignments they’re given?
I find with our reporters – we’ve got a lot of juniors and quite a few seniors as well –
they will gravitate towards stories that they’re passionate about, now more than ever.
Because with the news cycle, if your job is to cover COVID, COVID, COVID, when you
get a chance to report on something else, you’re going to pick something that you’re
passionate about. The way we run it is we go through the morning news list, ’OK, here are
the stories, we must cover the big agendas of the day’ and then it’s ’Pitch away, give us
what you’ve got!’ They’re free to pitch what they want. So no, I don’t really see a gender
split within our organisation, it’s what interests each reporter. If this reporter happens to
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be interested in more consumer affairs, go for it. If this person is more interested in China-Australia
relations, great. It’s really more to their interests than anything.
I think especially during the pandemic, you’ve got to give the journos something they’re interested
in and something that they’re passionate about. Because if you run 24/7 on something like COVID,
they are going to be absolutely burned out emotionally, mentally, physically. As I see it, their
interests and their passion projects are even more important than ever before, because I want to
keep them. We’ve got great journos. I don’t want them leaving.
I guess we’re unique in that we also have this women’s lifestyle network business. We have a very
strong female voice and presence on our sites.
And what about the gender split of sources?
Again, I’d probably say because we have quite a female-heavy newsroom, at 60 per cent, because
we over-index on women, I find that it happens automatically. In women’s lifestyle, it’s almost the
other way, we have to make sure that occasionally we put in a male expert. It is so heavily skewed
female, as it should be. Similarly, with parenting, we do so much focused on mums that sometimes
we need to make sure we do dads too, because we want to be a parenting website. So no, I don’t
think it’s something we have to actively sit down and say, ’What have we got for the men and for the
women today?’, because the makeup of our newsroom and our page reflects what we are and what
we want to be.
Do you think there’s any barrier to women covering certain beats?
Nope. Our reporters will cover whatever is assigned to them on the day. There are no barriers,
certainly in my part of the newsroom because we don’t really have specialists. They’re all writers or
all reporters.
Are there things you’ve done over the years to help change the equation?
As a personal thing, I’ve always been a real believer in women lifting up other women. This is my
21st year at Nine. I started my own women’s exec group at Nine, because I thought there was a
need for it, a good decade or so. I have a mentorship program within my group of 80 people,
which is open to everyone, because I want to see everyone lifted. I mentor five young women across
the network because I’m a big believer in it. It took me a long time to get where I am and I think the
more women can do to support other women the better. I have some incredible Nine colleagues in
my life and I believe we can all lift each other up.
I’m a big believer in anything you can do from behind the scenes. I will talk to anyone who wants
half an hour with me to try to keep women rising through the ranks. The mentorship program is
open to everyone, but it’s more heavily skewed towards young women joining it because they
are interested. I make sure I’ve got plenty of male mentors as well, of course, because that’s very
important.
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Gavin Fang

Head of Network and Newsgathering,
ABC News
Gavin also leads the diversity work for ABC News, including the 50:50 Equality Project.

On the importance of gender diversity:
It’s critical. The ABC has to represent the views of the people who make up more than 50
per cent of the population. Unless we’re hearing equally from women in our coverage
we’re not providing a full service to all of our audience, we’re not getting to all of the
important, relevant issues and we’re not telling stories in a way that resonates with all of
our audience. That’s why we embarked on the 50:50 Equality Project two years ago and
we’ve been working really hard at that ever since. We can celebrate success there now in
that we regularly reach that 50:50 mark.
What are your recruitment processes to support diversity?
The only way to really change our reporting and include diverse perspectives is to have
people with the lived experience working within our organisation.
In the past, media recruitment has been self-replicating. We’ve
weighted, in terms of merit, the same things: people who could write
stories quickly, were presentable, had good broadcast voices, etc.
One key thing we did was look again at what is “merit” and update the
language in our job ads to describe it in a different way – still including
all those other requirements but increasing our weighting for the “merit”
of also having different lived experiences, both for gender and broader
diversity. It’s not about trying to tick a “diversity box”, it’s about the
different backgrounds and experiences people can add to the ABC.
We’ve changed the questions in job advertising to ask, “What’s the lived
experience that you bring?” That’s been really effective and uncovers a
whole bunch of different stories.
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We’ve also ensured all our job panels have diverse members of staff. In the past that’s been mainly
focused around having an Indigenous person on a panel, if it’s a job targeted at an Indigenous
recruit. Now we’ve expanded that to try to have a diverse member of staff on all panels.
We’ve also set KPIs, because the ABC’s Diversity & Inclusion Plan has set workforce goals. For
example, in News that’s to get to 15 per cent of our workforce being from a culturally diverse
background by 2022, 3.6 per cent being Indigenous, 8 per cent people with disability, and a
50:50 target for gender. So we’ve gone to managers and said, ‘There’s an expectation that we
meet these workforce goals, and you need to report on how you are advancing that across a whole
year, showing us the types of things you’re doing to improve diversity.’
I now get a workforce diversity recruitment report every quarter which shows me things like how
many jobs were advertised, who applied for the jobs and who got through to an interview. A lot of
diverse candidates might apply but in the past the number making it to the interview stage would
drop off quite markedly. And then of course it shows the end result: How many people are being
employed? Tracking that means we are able to go back to managers to ask what did they do to try
to find a diverse recruit and what happened.
All of our editors and EPs [executive producers] also do a quarterly diversity report. That includes
looking at diversity in content, but also asking what they did to find more diverse recruits.
So it’s a mixture of changing the initial recruitment advertising, looking at the merit weighting given
to diversity and then having accountability measures through managers’ KPIs.
We started all this about the same time as the 50:50 project started, about two years ago.
Changing the language in recruitment ads started then and it’s gradually evolved over the past 18
months. The KPIs that we’ve set for managers have been in place for the past year and they’re now
embedded.
Do you think men or women gravitate to different beats or stories through either their
preference and the assignments they seek, or do you think there’s unconscious bias in the
assignments they’re given?
In terms of our assignments it’s pretty equal in the way we assign people to stories but we’re part of
the broader culture and I think sometimes there is unconscious bias in the stories people gravitate
to themselves. But mainly it’s in the types of roles they go for. That well-worn saying “You can’t be
what you can’t see” is absolutely still in play.
Reporters also need the ability to engage with people and their experiences and in maledominated industries and areas, such as the law, business, sport and politics, it’s still easier for
men to get entry and to make those connections. I feel like we’re doing a pretty good job in areas
where there’s historically been barriers to entry at starting to break them down. But it’s not just
about what we in the media can do, but what those industries need to do, as well.
With the 50:50 project our business team really started to focus on telling stories that are more
relevant to women. We’ve also hired some more female journalists in that team, who also happen
to be younger. That’s led to a different type of storytelling from that team, which in turn has built a
better audience for that team. That makes it self-sustaining – it drives teams to do more of this work
[on gender diversity] because they can see how it actually grows audiences.
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In sport we’ve got a really big push on equality in our coverage of sport
played by women. It’s the right thing to do and there’s also a big audience
demand. That whole sector is really opening up.
Even though politics is dominated by male politicians, the makeup of our
political reporting teams is pretty good in terms of gender diversity.
On the ABC’s 50:50 Equality Project:
The BBC created the original 50:50 project and we work with them and
they continue to support us, as they do media organisations all around the
world as it starts to grow globally.
We found that when we assigned people and budget to this work and
created the 50:50 team change really started to happen. Previously
people had talked about, “Hey, why don’t we have more women in our
stories?”, but nothing actually changed. It’s important to specifically
make this an issue that you target and that you put money and resources
behind. That shows you are legitimate about making a change.

“In sport we’ve got
a really big push
on equality in our
coverage of sport
played by women.
It’s the right thing
to do and there’s
also a big audience
demand. That whole
sector is really
opening up.”

The 50:50 team has worked really closely with all of our editorial teams
on what it was we wanted to do and what the audience wanted. It
benefited us as a media organisation as well. Our editorial strategy is about being more relevant to
more Australians.
It’s important for this work to be connected to the primary focus of what journos are doing. If it’s
a box-ticking exercise they won’t do it. But if they can see, “Hey, this helps make my stories better
and more relevant to people, and that helps me get to a bigger audience”, then naturally they’ll
gravitate to that.
The practical thing we did was to work with all of our editorial teams and say, “You need to
have a conversation each day about who is going in your stories”. That allows you to unlock the
whole debate around -- who are these stories for? Are they relevant? Are they including diverse
perspectives ? It’s been so important for us because it changes the culture of the commissioning
process as well.
The 50:50 team follows up with the editorial teams all the time to find out what’s working and what
isn’t and we have 50:50 “champions” within the teams. So that keeps driving the conversation. It’s
not a set-and-forget. You have to keep having this conversation all the time and I think that’s why this
time it’s been successful. You can’t just announce it and walk away from it, you have to keep on
it, it takes continual work. What we learned from that we’re now applying to our broader diversity
work, to increase representation of people from diverse backgrounds, First Nations people and
people with disability.
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Joanne Gray

Managing Editor,
The Australian Financial Review

Is gender balance of the journalists in your news organisation
something that you focus on?
Yes, it is. It ebbs and flows a bit and it has been hard to maintain it, to
be honest, in the past year and a half. It’s everything: it’s people leaving
and it’s recruiting. And if you take your focus off for one second, you
lose the momentum.

“You can’t be expected
to appeal to your
audience if you don’t
reflect them.”

I’m sure you want to address the 70th anniversary issue of the
Fin. [In August 2021, a special edition celebrated “the seven
most defining leaders to have shaped the growth of our country’s
business over the past seven decades”, all of them male.]
When I started doing the research looking up the old newspapers
from 1951, women didn’t even register. The 1950s and ’60s was so
retrograde. Women were sent back into the home. But they were allowed
to go to university, and then in many cases they were frustrated. There
weren’t jobs for them.
For the 70th anniversary edition I interviewed Margaret Jackson, who was
the first female chairman of Qantas, and I think only the second female
chairman of an ASX company. She finished her economics degree in
1970 and she applied for jobs at accounting firms. They wrote back to
her and said ‘Miss Jackson, thank you for your application, I’m terribly
sorry, but we don’t employ women.’
Far out! In 1983, just 13 years later, I started an economics degree, I
had no idea. I thought the whole thing was done. We thought it was
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onwards and upwards after the women’s movement in the ‘70s and the
Sex Discimination Act in 1984. But, no, it was still a struggle, and is still
a struggle.
So in terms of the seven men in our anniversary edition, the fact that
there were seven men is because that was actually what happened.
There were no women. You can’t count Carla Zampatti as someone who
had a big impact on Australian business, because although she had
impact, it was not in the top seven most defining leaders who shaped the
country. But Gina Rinehart and Carla Zampatti did feature in an article
by our Chanticleer columnist Tony Boyd the same day, on the seven
businesswomen who were trailblazers which also featured Catherine
Livingstone, Helen Lynch, Ita Buttrose, Jill Broadbent and Gail Kelly. They
really had impact in the ’90s and since.

“So in terms of the
seven men in our
anniversary edition,
the fact that there
were seven men
is because that
was actually what
happened. There
were no women.”

Was there any discussion about putting Gina Rinehart in instead
of Lang Hancock?
No, there wasn’t, because Lang was the one who had the vision. He
was the one who flew over the Pilbara in 1952 and looked out the
window and said, ‘that is iron ore’. It was what happened. Unfortunately,
that is what the reality was. We hate that, I hate it, but there’s no point
pretending that it was different.
The great thing was that in journalism, it was different. We had strong
female journalists, and we had different editors. We had Max Walsh,
the editor-in-chief who looked at Anne Summers and said, ‘She’s pretty
amazing!’ She’d just written ‘Damned Whores and God’s Police’ and
had won a Walkley. He said, ‘She’s going to be our chief political
correspondent’, and he lobbed her into Canberra. And wow, what a
radical thing to do. How fantastic.
Do you think that the newsroom should reflect the makeup of our
population?
We have had structured processes for recruitment, but you go through
periods in the business where there are freezes on replacing staff. And
at one point, I had to quickly fill 2-3 roles and I was worried the window
was going to close. We didn’t go through the whole process where
we advertise extensively and make sure the shortlist is balanced. We
employed great people, but they weren’t women. We did become a bit
imbalanced in the newsroom.
The organisation is 100% behind it, but two years ago, people were
distracted by the merger [with Nine] and 18 months ago, it was like, ‘Oh,
we’ve got COVID, we’ve got to work from home, quick, get everything
ready.’ That saw the emphasis change, and what people care about
changes. To an extent, this is what happens in a big media company
that’s getting disrupted, and doing a merger and experiencing a
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pandemic ... there are many different factors that are at play quite often.
It’s not all a straight line.
About six months ago, we looked around and realised OK, we have not
got enough women. There’s a very strong focus on restoring gender
balance and that continues. I would say also that we have many women
in senior roles and we have done the numbers and that is very balanced.
Do you think women and men naturally gravitate to particular
areas or topics, so their preference, or is there an unconscious
bias at work, either in the assignments they seek, or the
assignments they’re given?
I don’t think there’s a bias in the assignments they’re given, I think they
gravitate for their own preferences. For us, it’s are you writing about
resources, finance, retail, politics?
The Canberra thing is a hard one. We do now have a woman in our
Canberra bureau. Getting women to go to Canberra at the moment is
a bit difficult, and has been for a few years. I now wonder whether it’s
because women think it’s not a great workplace. I worked in Canberra
during the Hawke-Keating years and it was fantastic.

“Getting women
to go to Canberra
at the moment is
a bit difficult, and
has been for a few
years. I now wonder
whether it’s because
women think it’s not
a great workplace.”

Maybe as women start their careers, they gravitate and I think that’s kind
of the problem. I don’t think it would be as stark a split at the Financial
Review as it is elsewhere. We’ve got a lot of women in roles that would
traditionally be considered to be ‘male’ roles in terms of the subject
matter, such as finance, markets, energy and resources.
It doesn’t feel like we’ve got that much of a skew, that’s not where the
problem is, in my mind. We have women running many parts of the
Financial Review, it’s more about numbers [of female journalists] than
topic areas or seniority. It’s just the pure numbers.
What about stories, subjects and sources? Do you think it’s
important to strive for a more even split?
My answer to that is: ‘Why are there only six women as CEOs of the ASX
100 companies?’ Why is that? Why are all the heads of the investment
banks men? Why are all the heads of the banks men?
Our journalists are actually great at seeking out women who are the up
and comers and knocking on the door to be the next leaders. Media
has a role to play in bringing these people to the attention of bosses
and making it very clear that they are very competent, good media
performers and thought leaders. But we do not choose who gets these
top jobs. We do not choose who the Prime Minister is, we don’t choose
who the CEOs are.

“Media has a role
to play in bringing
these people to the
attention of bosses
and making it very
clear that they are
very competent,
good media
performers and
thought leaders. But
we do not choose
who gets these top
jobs. “

We should definitely be seeking out diverse voices. Journalism is the
search for the truth and its job is to find out what’s really going on. It’s
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important for us to make sure that we’re not excluding people who are
influential, because of any biases. I’m sure that there are still guys who
are not as comfortable talking to female sources as they are talking to
their male sources.
We have quite a long list of women who are senior and good contacts
across a range of areas that we make available to our journalists, so that
they can’t say ‘oh I don’t know anyone’. I know other newsrooms have
moved on this, such as Bloomberg. We haven’t got to that point yet,
where we’re saying, ‘We’re not publishing that story unless there’s a
woman’s voice.’ Maybe we should. I think we should have a discussion
about it. We should make sure that we’re not missing out on people who
should be in afr.com and that we’re doing what we can to make people
aware of the emerging women who are out there.
Do you think there are barriers to equal gender representation
among reporters for certain beats?
There are fewer women who are studying economics and commerce,
I don’t know why. I find that very concerning. The Reserve Bank has
highlighted this. We have to make sure that doesn’t become a barrier in
our hiring. And as I said before, there’s that query over politics.

“There are fewer
women who are
studying economics
and commerce, I
don’t know why.
I find that very
concerning. The
Reserve Bank has
highlighted this. We
have to make sure
that doesn’t become
a barrier in our
hiring.”

No one wants to be made into an activist – we as women shouldn’t
have to be activists. It should just be equal. No one wants to be the one
woman who’s always going on and on about it, because it’s not the only
thing we care about.
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Claire Harvey

Editorial Director,
The Australian

On the importance of gender diversity in the newsroom:
Gender diversity in a newsroom is really important. I started at News
Corp in 1994 and have come and gone a couple of times, and at
least since I’ve worked here the company has always had women in
senior positions. I think News had the first female editor of a major
metropolitan masthead, when Ita Buttrose took over The Sunday
Telegraph.
When I started, there was a female national Chief of Staff, female deputy
editors, and then very shortly after that, those people became editors. I
think it’s something that the company does try hard to do.
I think the difficult thing for all organisations is making sure that
the women who are in the very senior roles – and this is not just in
editorial but all facets of the business, from sales to marketing and
all the supportive aspects of the business – are able to have a life
outside work, so that they’re actually representative of the women in
the community. So they can be parents and can have other family
commitments. The news is a business where, particularly in newspapers,
you generally have to be at work until midnight. That’s hard for a lot of
women who have young children at home and is certainly the case for
me.
That’s the challenge for many organisations, and I think News is aware of
that, as everyone is. It’s important for us to find a way to have leaders, of
whatever gender, who are able to have happy home lives. This is across
all businesses. I think it’s the biggest issue in gender balance across
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the entire workforce. How do you make sure that leadership roles are
designed so that people don’t end up burnt out and destroyed, and that
they don’t only attract people who are prepared to do nothing but work.
That’s the big challenge for everybody, for men too.
I think COVID has given media and a lot of the workforce a massive leap
forward in flexibility. At News, there’s now the understanding that most
of the things we do can be done from home – in fact all of them are at
the moment being done from home, except the actual printing.
I think it would have taken a very long time, otherwise, to get to a point
in any media organisation where it would have been understood that it’s
possible to have truly flexible work.

“I feel grateful that
COVID came along,
because it’s shown
us all that there are
ways to make almost
any role in the media
work flexibly. “

There are different roles where it’s not as possible.
There’s the classic progression of journalists where when you’re a young
reporter, you’re doing news, or police or courts, and those roles aren’t
very flexible, you can’t leave a court case at 2:45 to go and pick up your
kids from school.
There’s been a traditional pattern where women tend to take on some
sort of feature-writing or production role while their kids are little and
at school, and then maybe come back to other kinds of roles after that.
There are plenty of older women who are in heavy-duty news reporting
roles who don’t have those child caring obligations at home.
Some of the most prominent journalists in the country fit into that
category, such as Kate McClymont, Adele Ferguson, Janet Fife-Yeomans,
Jane Hansen, my editor Michelle Gunn.
I feel grateful that COVID came along, because it’s shown us all that
there are ways to make almost any role in the media work flexibly. Of
course, there has also been a lot of pressure on people during COVID,
especially for those with family commitments such as looking after little
kids or older family members while working from home. But I think it
would have taken at least a couple of decades or more to get to this level
of flexibility if COVID hadn’t happened.
I think the thing that media organisations don’t do very well is career
planning. I don’t know because I’ve never worked in a bank, but I
imagine that in banks people have got a 5 or 10, to 15-year career plan.
That doesn’t really happen in media. I’ve never known anyone who’s had
one! People have ambition for what they want to do, but women are a bit
like everyone in media, it’s like, ‘What am I going to do next? Wait for
one of my friends to suggest a job that sounds good!’ and go do that.
It’s that classic thing: The more women we see in roles where there
have historically been more men, such as foreign correspondents, the
more it will happen. I’ve seen women with kids do it, and I found it
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really inspiring. Foreign correspondent roles have traditionally been
very difficult for mid-career women to take, because they can be so
all-consuming. It feels like either you have to do it before you have kids,
or when you’re much older. So we often see those roles going to men,
because there’s an assumption that the man comes with a stay-at-home
partner.
I don’t think there’s any gender barrier to any beats or topics today,
certainly not for young women. Not at all. For 20 years, or more, women
have been kicking doors down and doing whatever the guys are doing.
The barriers come when you are trying to balance other commitments. I
don’t want to be heteronormative about it, but it’s obviously the women
who bear the children and we do know that it is generally the women
who do most of the caring.
In my case, I was desperate to have children. It was my life’s ambition.
And then the equation really changes. I don’t want to go away for a
week, I don’t really even want to go away for a night, whereas previously,
I was more than happy to do whatever was required. I’d go away at the
drop of a hat for three months. I’m sure that’s really tough for men too,
to make those choices, and I suspect men feel they have less freedom
to take a step back during those years when their kids are little, or take
paternity leave or whatever. I don’t know about that, but anecdotally, I
know that not a lot of men do it, so I think it’s a bit harder.
That’s the issue. If we want adult women shaping the news, adult women
who are part of the community, who understand all the issues that our
audiences are living with – running households, paying bills – we have
to make sure that those women are at every level of news organisations.
And that’s about supporting them to not have to be at work till midnight,
and not have to go away at the drop of a hat.

“I don’t want to be
heteronormative
about it, but it’s
obviously the
women who bear
the children and we
do know that it is
generally the women
who do most of the
caring... I suspect
men feel they have
less freedom to take
a step back during
those years when
their kids are little, or
take paternity leave
or whatever.”

So in some ways, it’s about reframing what we expect in news roles. I
always say to the women who work for me – whether they’re contributors
writing something for me or staff who’ve come on to work on something
I’m running – when we have the inevitable conversation about, ‘My
husband’s working that weekend, so I’m sorry I won’t be able to do this.’
I always say to them, ‘Don’t apologise for your family commitments – we
want you because you have your experience, and you are who you are,
and your children are a part of that deal. So let’s talk about what your
husband’s rosters are and how we can make this work for you.’ I don’t
want women to ever feel like family is an embarrassing intrusion into
their professional life because I think actually that’s what it’s all about.
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Felicity Hetherington
Deputy Editor,
Daily Mail Australia

On the importance of gender diversity in the newsroom:
It’s crucial if you are a general news website with an equal mix of female
and male readership. If you have too many males on the news desk,
stories that strongly resonate with women can be missed or not given
adequate prominence, and vice versa. Female and male editors offer
different views and ideas, which are valuable if you want to meet the
interests of a large and diverse audience.
Daily Mail Australia’s newsroom is approximately 60 per cent female and
40 per cent male across a staff of 100, which mirrors our readership.

“Female and male
editors offer different
views and ideas, which
are valuable if you want
to meet the interests
of a large and diverse
audience.“

Do you focus on maintaining a gender balance of your
newsroom?
Daily Mail Australia hires staff based on their talents, not gender and
we run the newsroom based on merit. There are no quotas, and the
company has females in senior positions, including the deputy editor,
news editor, associate editor who manages investigative stories,
entertainment editor, the Femail editor, and also managing editors.
Our readership is 59 per cent women and 41 per cent men. Our Femail
desk closely follows data analytics and produces content we know
interests all of our female readers. That desk has a female editor and all
the journalists are female, but if we had a male reporter who wanted to
work on that desk, and he proved that he produced content that worked,
he’d have the opportunity to. The newsroom is quite fluid in that sense.
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Do you think the nation should reflect the makeup of their
population?
Yes, if you want to have a newsroom that produces widely read content.
What about your recruitment processes?
Our recruitment processes involve the typical methods of advertising,
recommendations, uni graduates etc. Gender diversity would only be a
consideration if we felt the newsroom was becoming too male or female
heavy. In that case, we’d look at making sure we keep the balance.
Do people gravitate to particular areas or topics through
preference or unconscious bias?
I think it’s both, and it’s a reflection of society in general. Our political
and finance reporters are both male, but that’s largely because they’ve
shown the most interest in those roles. They enjoy the challenge, and
therefore they produce good content. On the flip side, do they show
the most interest because they’ve been conditioned to think that politics
and finance is a male’s domain due to watching mostly men in political
power and as CEOs of companies? Quite possibly!
Our Femail desk editor is always across the changing interests of our
female readers, but has she been conditioned by society to be more
interested in the latest beauty products rather than sports, because she’s
female? Possibly.
Another example that proves gender conditioning starts before the
newsroom is that we get far more female than male applicants for the
entertainment and Femail roles. So it’s something that starts quite early, I
think. But on the flip side, we have a female reporter who follows a lot of
sport and she enjoys writing about it, so we delegate relevant stories to
her. And our associate editor who runs the investigative team is female,
which in the past could be viewed as a typically male role within a
newsroom.

“Our Femail desk
editor is always
across the changing
interests of our
female readers,
but has she been
conditioned by
society to be
more interested in
the latest beauty
products rather than
sports, because she’s
female? Possibly.”

Is it important for news sites to have an even gender split when it
comes to sources, and story subjects?
Yes, especially when it comes to sources. I think more female experts in
their fields should be used and quoted.
Is that something you focus on?
No, we don’t, but I think we should. During COVID it’s been good to see
a lot of female epidemiologists and infectious diseases experts coming
to the fore. But with a lot of other stuff, definitely more males get quoted.
And if a journalist knows a particular ‘expert’ understands how the 24/7
news cycle works and gets back to them quickly, they will be used over
and over again.
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Do you believe there’s any barrier to gender equal gender
representation?
I honestly don’t think so. Business maybe yes. Sports, probably. But
again I don’t think it’s a deliberate thing. I think it’s something that starts
quite early. In a newsroom, it’s cultural. Because the Daily Mail Australia
is purely digital, it doesn’t have the legacy of a physical newspaper
where you might see a traditional newsroom setup with mostly males in
the senior positions.
Do your editors/journalists talk about making a conscious effort
to find women to interview for stories?
No, but we should, especially for comment and opinion on ongoing
news events, such as COVID, the property market and political analysis.
Can you share your ideas for changing the equation?

“Because the Daily
Mail Australia is
purely digital, it
doesn’t have the
legacy of a physical
newspaper where
you might see a
traditional newsroom
setup with mostly
males in the senior
positions.”

I think it depends on whether journalists want to report on topics that
can be viewed as male or female. For example, we can’t force a female
reporter to become a political editor just to achieve gender balance if
she’s not interested in that role.
I think gender inequality starts long before journalists enter a newsroom.
I think it really begins during the primary and secondary school days.
When girls see more women in political power, or boys see more men
at home parenting, then a higher level of gender balance across topic
areas in the newsroom will naturally occur.

2021 WOMEN FOR MEDIA REPORT
‘TAKE THE NEXT STEPS’

82

EDITOR INTERVIEW

Lisa Muxworthy

Editor-in-Chief, news.com.au

On the importance of gender diversity:
It’s definitely important, but I would say that from news.com.au’s point
of view, if I have a vacant role, I don’t look at it as, ’this is a role for a
woman or this is a role for a man’. I look to hire on talent and for what that
individual can bring to the role. That said, news.com.au has for a long
time been quite a female-dominated newsroom. Before I was editor-inchief, it was Kate de Brito, and back then I was editor. Now we have a
male editor, and the deputy editor is female, our head of ecommerce is
female, our head of sections is female, we have two news editors, a male
and a female, two homepage editors, a male and a female, the head of
growth is male and the head of social is female. That’s my senior team.

“It’s important, but
do I actively search
for gender diversity?
No. Do I look for
broader diversity in the
newsroom? Absolutely.”

If you look at that as a structure, it’s largely female. The rest of the
newsroom is very mixed. It’s important, but do I actively search for
gender diversity? No. Do I look for broader diversity in the newsroom?
Absolutely. Diversity comes in many different ways. It’s just not whether
you’re female or male, it’s your cultural and social background. As
journalists, having that diversity in the newsroom brings so much to our
content and our points of view.
Diversity is important and, of course, I want women to be successful, but
when I’m hiring, I’m not thinking this needs to be a woman.
Is that because you’ve already got gender balance in the
newsroom?
I think you’re right, and I feel quite privileged to be in a female-dominated
newsroom. I’ve been here for eight years, and it hasn’t always been
2021 WOMEN FOR MEDIA REPORT
‘TAKE THE NEXT STEPS’

83

EDITOR INTERVIEW: LISA MUXWORTHY

largely female. But yes, you’re right. I can be in a meeting surrounded
by women and there’s one man. I am also on the editorial board at
News Corp, where it’s the other way around. So yes, you’re right. In
my newsroom, there’s a good representation of women, so I don’t
think, ‘oh gosh, I’ve got to change it’. There are two other women on
the editorial board, but the balance is men – so it’s more men than
women. But the senior leadership team of news.com.au is certainly
female dominated.
Do you notice a different dynamic when you’re sitting in an
editorial board meeting where it is more male dominated?
It’s hard to compare a newsroom to a boardroom. It is different. If I am
sitting in a meeting with the news.com.au team, we all know our brand,
and we all have our role, and I wouldn’t want it to be all women and I
wouldn’t want it to be all men. Probably there is an underlying pursuit
for that gender balance, because women and men bring different
things. But it might not just be because they’re female or male, but
different personalities and different approaches and all of that adds a
much better mix, I wouldn’t want it to be all one way or or the other.
So you don’t have gender diversity as a consideration in your
recruitment processes because on the news.com.au team,
women are marginally over-represented?
Yes, the senior team is probably slightly over 50 per cent female, for
our news reporters, it’s definitely a general mix. Interestingly, both the
news.com.au finance reporters are female. Traditionally, and I know it’s
stereo-typing, men seem to be drawn to that topic area.
In politics, Samantha Maiden is our national political editor, and she’s
an incredible talent, a strong woman who breaks stories, she’s amazing.
She’s been doing politics for a very long time, so it’s not new for her
to be in that senior political role, but I definitely think that there’s a shift
generally around politics and women having a bigger voice, across
other news organisations as well. We have a young political writer, Sam
Clench, in the US at the moment. He’s incredible, too. They’re both
very, very talented, but I think particularly Sam [Maiden] is a bit of a
trailblazer who sets agendas. Having her in that role says a lot about
how things have shifted over time.

“I think particularly
Sam [Maiden] is a bit
of a trailblazer who
sets agendas. Having
her in that role says a
lot about how things
have shifted over
time.“

Our entertainment team is an even split of male and female, which is
probably breaking the mould a little bit, because I would imagine those
teams tend to be female. Sport is all male reporters and travel and
lifestyle is all female reporters. That hasn’t been a conscious decision
of hiring. When we were hiring a sports reporter, one female made
the shortlist, but she didn’t get the job. I think sports is an area where it
would be good to have more female sports writers.
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The wider group has made a significant appointment with Selina Steele
as Women’s Sports Editor in the National Sports Newsroom. The rapid
growth in demand for women’s sport-related content has led to the new
position. It is important that we have a woman’s eyes on sports, not just
the approach to stories and content, but asking why is the coverage of
female sports not as extensive as for male sports, and challenging us as
an organisation on those things.
It is something that News Corp has made a conscious effort, going down
that path of really trying to hero women’s sports.
I don’t think you need a woman to cover women’s sport and a man to
cover men’s sport – that doesn’t do anything. It should be that you, as a
reporter, are covering everything. But the aim is to increase the coverage
of women’s sports. As a topic area, sports reporting could benefit from
having more female voices. There’s loads out there, and obviously, you
see more and more on television as well. At the moment, news.com.au
has a small team and at the moment it’s just men.

“I don’t think you
need a woman to
cover women’s sport
and a man to cover
men’s sport – that
doesn’t do anything.
It should be that
you, as a reporter,
are covering
everything.“

I think having me as editor in chief, and Kate de Brito as my predecessor
has probably had some impact [on the positive gender diversity in the
news.com.au team]. I think it’s just happened naturally, I can’t say we’ve
made significant changes to make this happen. I’m hiring at the moment
and gender is not something that jumps out at me. It’s more about what
experience they bring into the role. Perhaps if there were less gender
diversity in the newsroom, it might be something that I’d be looking to
fix, but I don’t feel like there is something to fix as such.
Do men and women gravitate to particular topics, or is there
unconscious bias at work in the assignments they seek or are
given?
The way our newsroom is structured is that we have three lifestyle
reporters and they’re all women. But, for example, we have done quite
a lot around mental health and wellbeing, which falls into the bucket of
lifestyle. One of our key reporters in that area is Shannon Molloy. He is
one of our news editors and has a real interest in mental health and has
done a lot of work in that area. He’s not on the lifestyle team, but that
doesn’t mean that he can’t write stories that fall into that bucket.
Another example is with the NSW consent laws – one of our news
reporters Benjamin Graham has done all of our current coverage on
consent and the education system. He had a contact, did the first story
and then he was given them to do or he was coming up with his own
ideas. It certainly wasn’t, ’Oh, you’re a man, I won’t get you to do that.’
It can sometimes be who’s available, but if a reporter has an interest in
something and can bring something to a topic, they should absolutely
do it whether they’re a man or a woman.
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Do you look for gender diversity in story subjects and sources?
There is not an active discussion around that, to be honest. Quite often,
if we’re writing on anything from, say, climate change to cryptocurrency,
it would be more a question of ’Has anyone got an expert?’ In my mind,
it’s about whether we’ve got the right person speaking, who’s got the
right experience? I don’t read our content and think, ’Oh, why did we
go to a man for that?’ Unless, and I can’t think of an example, if it was
jarring, because it was about a female issue. But then I think we would
most likely have a female quoted and that would happen naturally.
But I haven’t felt that I’ve needed to have that discussion with anyone and
say, ’Well, look, you went to the wrong contact for this.’ I would certainly
have no problem talking to the reporters about it, but it’s not something
that, if we’re discussing a story and who the contact is, that I check
whether it’s a male or female.
In terms of our contributors, we commission about 100 stories from
freelancers each month. In August, 40 of those were by men and 60
by women, and in July, 35 were by men and 65 by women. So we skew
slightly more female in terms of those commissions, and these are a mix
of op-ed and freelance pieces. When I talk to my commissioning editor,
who’s a woman, I do ask for diversity, but I’m usually looking at age, so
I’ll be asking things like, ’Can we get some younger writers’, because
obviously, that brings a different perspective, and different cultural
backgrounds.
Certainly, when we’re talking about the current environment, whether
it’s vaccines and lockdowns and mental health, you want to make sure
that you’re hearing from people who represent all different parts of
Australia, which is what news.com.au is meant to do. So, I want to know
what the lockdown, for example, is doing for a 20-year-old who should
be travelling rather than hanging out at home with their parents. That’s
probably more where I actively search for diversity – making sure we’ve
got the right voices.
If I was to commission a piece on, say, violence against women and
women’s safety, of course, any of that content I would be, ’Why is a man
writing about this?’ It would be jarring, and I would pull that out, but I
haven’t come across that.

“When I talk to
my commissioning
editor, who’s a
woman, I do ask for
diversity, but I’m
usually looking at
age, so I’ll be asking
things like, ’Can we
get some younger
writers’, because
obviously, that
brings a different
perspective, and
different cultural
backgrounds.“

I feel like as a news organisation, we are more aware of all that sort of
stuff now, as we should be. At the moment we’re looking at reaching
younger audiences and I look at it and say, OK, they’re young, but are
they diverse in terms of their lived experience and what parts of Australia
are they from.
Diversity is really important to me, but I think it’s much wider than males
and females.
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Lenore Taylor

Editor, Guardian Australia

On the importance of gender diversity:
I very strongly think that diversity is important both for our capacity as an
organisation and also for the strength of our news reporting. The more
diverse we are, the more we’re going to see and understand about the
world around us, and that will make us better at our jobs.
We do prioritise diversity of staff. Gender diversity is not so much a
challenge. Every editor of Guardian Australia has been a woman, the
global editor is a woman. We do diversity surveys every year and in
the last survey in late 2020, about 50 to 53 per cent of our employees
were women. My team is more than half women. The majority of section
editors are women, more than half of the news desk, which is the daily
commissioning and decision-making group, are women.

“Gender diversity is
incredibly important,
but I feel like we’ve got
that. It’s the cultural and
linguistic diversity which
is a bigger challenge.”

So gender diversity is incredibly important, but I feel like we’ve got that. It’s the cultural and
linguistic diversity which is a bigger challenge. We’re in the process of agreeing to targets
for cultural and linguistic diversity so that the makeup of our newsroom does represent the
makeup of society better.
We want to achieve 25 per cent culturally and linguistically diverse staff, 20 per cent nonIndigenous cultural and linguistic diversity, and 5 per cent Indigenous. That will be a bit of
a stretch but we’re getting there. We’ve just done a massive hiring round and it was over 50
per cent diverse. We always try to have diverse candidates in the final round. I’m trying to
bring diverse candidates into hiring panels, which isn’t always possible because it’s a bit of
a chicken and egg situation. At the moment one of the biggest issues is that we don’t have
any cultural and linguistic diversity on the news desk. That’s a problem that I really do want
to fix. The issue is that we’ve had very few diverse candidates apply for news editor jobs.
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We went out actively looking for people but it just hasn’t happened. I’ve just advertised
a job which is a news desk job with an additional responsibility for advising and helping
with encouraging diversity across the newsroom, across commissioning and recruitment
and retention policies. They’ll be part of the news commissioning process, but also advise
me on broader diversity issues. I’m hoping to solve the news desk problem, but because
there’s no diverse person on the news desk, and you need to really understand the news
desk to interview for a position on the news desk, it’s really hard to have diversity on the
panel interviewing for news desk positions. That’s the chicken and egg situation that I’m
trying to address.
I do try to make sure there’s gender diversity when we have a section editor and a deputy.
Both our political editor and the deputy are women, but we have a male sports editor and
a female deputy. It’s not a hard and fast rule, but I would really not like to have an all-male
team in any section of the Guardian. You do get fewer female candidates for some type
of jobs. When we were putting together a video and off-platform team, there were a lot of
male applicants, but I just wasn’t prepared to have an all-male team. We
have a woman on that team now, who’s doing really well.
In terms of commissioning, sometimes we make decisions around gender,
for example in sport we wanted to really highlight women’s sport. If you
were just looking at the numbers on the site, the readership of those
stories, you probably wouldn’t do that. Not always, the AFLW stories are
reasonably well read, and not all of the women’s stories get as well read
as the men’s sports stories. But by covering it, that’s how the audience will
grow. Normally we examine any story that gets fewer than 10,000 views
to decide whether we should have written it or not, because it’s taking up
space and only 10,000 people are reading it. But if women’s sports stories
get fewer than 10,000 views, we say that’s an audience we’re trying to
build, we want to do. So we make a positive decision in that way to lean
into women’s sports.
I’m actively encouraging the next generation of leaders at the Guardian,
and a number of them are women. I actively mentor them in how they’re
leading their teams.

“Diversity isn’t lip
service. I honestly
think that a diverse
staff makes us
stronger and makes
our reporting
stronger. It’s not
an onerous thing
that we do to you
know look good. It’s
actually something
that will make us
better.“

When I started in the press gallery, women got social affairs, Indigenous
affairs and environment, and never, ever economics or foreign affairs or
any of that stuff. It was just fortuitous for me that I got Indigenous affairs
and environment right when they were catapulted into the headlines. There
were clearly gendered assignments then. I don’t see it as much now. There
are women writing economics and business, women fronting business
shows on TV, lots of women sports reporters, women fronting Offsiders. I don’t think it’s as
big an issue as it used to be.
Diversity isn’t lip service. I honestly think that a diverse staff makes us stronger and makes
our reporting stronger. It’s not an onerous thing that we do to you know look good. It’s
actually something that will make us better.
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Lisa Davies

Editor (2017—2021)
The Sydney Morning Herald

On the importance of gender diversity in the newsroom:
It’s hugely important. By pursuing gender diversity as a news organisation
you get a much broader range of stories and perspectives in news
coverage across the board. I’ve certainly noticed that with an increasing
number of women in the senior leadership team across the metro
masthead group, we all bring different perspectives to issues and we get
better outcomes. Conversations about stories need diverse voices, and
everyone needs to have their say!
How are you focusing on it?

“I think providing a
supportive environment
for people is really
important, including
flexibility around
working arrangements
for all staff, especially
women with children.”

In a few ways. At the moment, the executive editor, which is the role that
sits across The Sydney Morning Herald, The Age, Brisbane Times and WA
Today, is a woman [Tory Maguire]. I’m a woman, the editor of The Age
[Gay Alcorn] is a woman. The Sun-Herald’s editor [Cosima Marriner] is
a woman [Marriner is now acting editor of the Sydney Morning Herald, our opinion editor
[Julie Lewis] is a woman, my managing photo editor [Mags King] is a woman – there’s a lot
of us around.
I think providing a supportive environment for people is really important, including
flexibility around working arrangements for all staff, especially women with children. The
Herald’s state political editor, education editor and health editor between them have eight
children, and they’re three of the busiest women in the newsroom at home and at work!

That’s the internal focus, but also we’ve made a very strong commitment to encourage more
female writers. This past International Women’s Day, Julie Lewis wrote a piece that firmly
put our stake in the ground around gender diversity in our opinion pieces. We’re at about
50 per cent now, but it’s hard because the people who are most likely to come through the
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door to offer their thoughts on a subject, funnily enough, are men.
That’s also reflective of people in senior roles in business – a lot of them
are men, but we’re striving hard to go out and find those women. When
I’m at events or functions, I’m encouraging women to send us opinion
pieces.
It’s not just opinion, it’s important that it’s considered more widely as well.
Internally, we’ve got a lot of male columnists – Peter FitzSimons, Peter
Hartcher, Ross Gittins, but we also have incredibly strong female voices
like Jacqueline Maley, Julia Baird, Jessica Irvine. So it’s more about making
sure the external pieces that come in are gender balanced.
Is gender diversity part of your equipment process as well?

“Many of our
readers... wouldn’t
know that the paper
is edited by a woman
and that 50 per
cent of my senior
team are women. It’s
important for me to
try to change that
narrative and change
that perception.”

At the moment we’ve almost got the reverse problem, which is a good
problem to have. Yes, we always make sure we interview a woman – we’ve
just done a series of interviews for an internal appointment with three
women on the panel and I briefly wondered if someone might complain
about that! I’d like to see them try, just quietly! Yes, it’s definitely been a part of our process
for a while.
Do you think men and women gravitate to particular beats, or that there’s
unconscious bias in the assignments they seek, or the ones they’re given?
We did a cadet intake nearly three years ago, and they have all been incredibly open to
doing all kinds of things. Happily, one of our young female reporters was keen to move to
the sport’s desk after her cadetship, which is fantastic for sports coverage. It’s a challenge to
make sure she’s not just always covering women’s sport, but she’s heading to Queensland to
spend two weeks in quarantine and cover the rugby league grand final in Brisbane!
I think the bigger problem in many newsrooms is focusing on stories that people are
going to read — not just what we are interested in. One of the challenges for the Herald
specifically is that we used to be known as Granny, so as we explore new pockets of
readership, we often get feedback ’oh it’s like what my parents read’, or ’it’s for men in
suits’. Many of our readers, for example, wouldn’t know that the paper is edited by a woman
and that 50 per cent of my senior team are women. It’s important for me to try to change
that narrative and change that perception.
Are you also conscious of not just getting gender equality in your reporters, but
also in your story subjects and sources?
Definitely. It is a huge problem in politics. I heard something quite interesting the other
day about a male versus a female political reporter and who’s more likely to get what
out of male politicians. In television, it seems like if you’re a bloke you get more, but in
newspapers, I certainly don’t see my state political editor [Alexandra Smith] having any
trouble getting decent yarns out of government ministers or the opposition!
I think it’s important to be aware of it and try not to just interview the usual suspects, in all
areas really. New and varied voices are important to uncover.

2021 WOMEN FOR MEDIA REPORT
‘TAKE THE NEXT STEPS’

90

EDITOR INTERVIEW: LISA DAVIES

I don’t have any hard evidence on this, it’s just an instinct, but I think
companies are also getting better at putting up a variety of people, rather
than just having the CEO who happens to be a bloke. There are strong
female company leaders who are very good at expressing a view, not only
CEOs but women in senior roles, and I think that encourages others to do
the same. It’s still a work in progress, but I definitely feel things are shifting
a bit there.
Do you see any barrier to equal gender representation among
reporters across the range of topics covered by a newspaper?
I don’t think so, and to be honest, I’ve never really felt it personally.
I think it’s something that we just all need to be cognisant of from the top
down, and it’s important that the right culture exists. Sometimes it takes
people speaking up. I’ve plucked people from strange places and put them
into different roles and they’ve absolutely flourished. I think how women
see themselves in different settings is changing and I would always advise
a young reporter that as long as they have their integrity, skills and are
professional, there’s no barrier and there shouldn’t be.

“I think we need
to work out
ways to better
structure editorially
demanding jobs,
so they are more
appealing to women,
while they have
young children, for
example.”

It’s probably easier for me at my workplace because I’ve always found the Herald very, very
supportive and there’s been a long line of trailblazers before me, in that two former editors
have been women. Women such as Caroline Wilson and Jacquelin Magnay in sport, and
many strong female columnists have set a great example.
Is there anything specific you’re doing to nurture the culture that helps to change
the equation?
I think there’s more work to be done in planning. It used to be the case that your career
trajectory was to start reporting, work hard, get a permanent round, become good at that,
maybe move on to the news desk, and then an editing role of some kind. A lot of women
have that trajectory interrupted by having kids or taking career breaks for other reasons, but
also because it’s a relentless path. The work intensification in media with the 24-hour news
cycle has been extreme, so many senior roles are not viewed as particularly desirable jobs!
I think we need to work out ways to better structure editorially demanding jobs, so they
are more appealing to women, while they have young children, for example. It might be a
factor in only three women having edited the Herald in its 190 year history!
In the modern news environment, we need to consider succession planning and making the
jobs more attractive. The environment we work in is exciting and rewarding, so we want the
best and brightest across the newsroom to have the best chance at professional success.
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LITERATURE REVIEW
This is by no means a comprehensive review but here are relevant academic
publications not mentioned previously in our reports.

Carolyn M. Byerly & Katherine A. McGraw. 2020. ‘Axes of power: Examining women’s access to
leadership positions in the news media’. In Monika Djerf-Pierre, & Maria Edström (Eds.), Comparing
gender and media equality across the globe: A cross-national study of the qualities, causes, and
consequences of gender equality in and through the news media (pp. 191–232). Gothenburg:
Nordicom, University of Gothenburg.
This book chapter examines the factors that hinder or help women advance to positions of leadership
and power within news organisations in addition to the connection between women in the newsroom
and representation in news content. Adopting the idea of critical mass theory and using data from
the Global Media Monitoring Project, the Global Gender Gap Index and the Global Report on the
Status of Women in the News Media, they find that more women at the top results in more women
in the news. However, they identify a 45 per cent threshold at which this happened – that is, after
women comprise 45 per cent of senior-level positions, there is an increase in the number of women
in stories and as sources.
Katrine Greve-Poulsen, Frederik K. Larsen, Rasmus T. Pedersen, and Erik Albæk. 2021. ‘No Gender
Bias in Audience Perceptions of Male and Female Experts in the News: Equally Competent and
Persuasive’. The International Journal of Press/Politics: 1–22.
This study acknowledges that men are used as experts in news media more than women and sought
to understand whether this results in a gender bias against women from the reader. They theorise that
media audiences might perceive women as less competent and less persuasive as experts on policy
issues because they are less visible as experts. Surveying more than 2000 Danish people, they find
no gender bias toward women experts in Danish news media. The respondents consider both male
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and female experts competent and persuasive. The authors, however, note that this does not mean
that “mass media audiences are always unbiased when exposed to male or female experts” and that
results might differ for respondents in other, less socially progressive countries. They also argue that
“journalists should not be tempted to choose male over female experts because of a fear that female
experts would be considered less competent and persuasive by the audience – at least in countries
with a history of gender equality.” The authors conclude that a lower share of women experts in the
media compared to the share of women experts in the field of expertise “indicates that journalists
may not make full use of the expertise available when conveying relevant, complex matters to the
audience.”
Kathryn Shine. 2021. ‘Willing but wary: Australian women experts’ attitudes to engaging with the news
media’. Journalism: 1–16.
This research explores the attitudes held by women experts about being interviewed as news sources
and their experiences with journalists. Interviewing 30 Australian women academic experts, from
a range of disciplines, the author finds that nearly all were willing to be interviewed by journalists
and they understood the benefits of sharing their research to the wider community which can raise
their profile and aid career progression. However, there are still numerous factors that can act as
deterrents for women experts: lack of confidence, time constraints, reluctance to appear on camera
and a lack of understanding as to the operation of news media. The author notes that these reasons
should not deter journalists from asking women experts or allow them justification for excluding them
but provide insights that could improve the situation. Journalists could acknowledge these factors
and adapt their practices appropriately, which could result in an increase of women sources in the
news. Several recommendations are made: journalists can encourage women experts to agree to
interview requests by emphasising the numerous benefits; provide ample detail of the interview
process (interview questions, time commitment and nature of interview); and give advance notice
of on-camera interviews so that experts can adequately prepare. Most importantly, journalists should
more actively “seek out and support women sources … [so that] the news will more accurately reflect
the society it claims to represent.”
Louise North (2016 ) ‘The Gender of “soft” and “hard” news’, Journalism Studies, 17:3, 356-373.
News has often been broken into a binary of “hard” and “soft”, where the former consists of serious
factual presentations of newsworthy topics, like politics, economics, major events and public interest
matters while the latter centres on human-interest stories, lifestyle, trends and personalities. Hard
news is “at the top of the news hierarchy and is viewed as important work that men typically do”
while soft news is “less important and typically what women report on”. This study examines the views
of women journalists about this phenomenon, surveying 1067 Australian women journalists. While
71 per cent of respondents believed that “women are indeed given access to all areas of reporting”,
the author notes that it was “surprising that in the following question—which asks if there are still
news areas traditionally allocated to female reporters—that 51 per cent agreed … with a significant
percentage unsure (18 per cent).” 60 per cent of respondents agreed that “there are still news areas
traditionally allocated to male reporters”, noting that topics allocated to women usually include health
and fashion followed by “soft” feature-type stories, social affairs, education, family and childcare,
lifestyle and the arts. The study found three key emerging themes: first, a “’blokey’ or hegemonically

2021 WOMEN FOR MEDIA REPORT
‘TAKE THE NEXT STEPS’

93

LITERATURE REVIEW

masculine newsroom culture underpinned women’s inequity in story allocations”; sports reporting
was “off limits” to women journalists; there was a stereotypical perception that women “sought soft
news rounds or were better suited to them than male reporters.”
Laura Jones. 2020. ‘Women’s representation and voice in media coverage of the coronavirus crisis’.
The Global Institute for Women’s Leadership, King’s College London.
This report examines women’s representation in media coverage of the COVID-19 pandemic to
further understandings of how “female voices shape the debate and potentially the policy response,
too.” Analysing 146,867 COVID-19 related articles published between 1 March and 31 July 2020,
from 15 sources across Australia, the UK and the US, the report finds that women’s voices are a
minority. Women comprise a minority of STEM and economics experts featured in COVID-19 articles.
For every mention of a prominent woman economist, there are five mentions of male economists
and “for every mention of a prominent female STEM expert, there are 19 mentions of a male
counterpart.” Women comprised only one third of quotations in COVID-19 articles, which largely
varied by topic and category. The report noted that women’s voices were far more likely to appear
in articles that covered traditionally feminine issues. For example, women comprised more than half
of those quoted in childcare and domestic violence articles but less than a sixth in topics related to
finance and the economy. Male voices and expertise continue to dominate in the news media, but
it is important that we incorporate “gendered perspectives and female voices into emergency and
long-term strategies.”
Laura Jones and Ylva Baeckstrom. 2020. ‘The visibility of women in the UK business and finance press’.
The Global Institute for Women’s Leadership, King’s College London.
This report examines the visibility of women in business and financial press and how this has
changed across time. They analyse over 240,000 newspaper articles from The Guardian’s business,
politics and money sections (from 1999-2020) as well as The Financial Times, The Economist and
City A.M (from 2014-2020). Part 1 of the report, concerned with The Guardian, found that women’s
voices continue to be underrepresented in the business, politics and money sections from 1999 to
2020. This is evident in articles relating to the annual Budget, with “female pronouns” found in only
4 per cent of articles in 2011-2015 and 8 per cent in 2016-2020. Part 2, focusing on three business
and finance focused papers, found that 18 per cent of pronouns in financial articles are female and
that women are even less likely to be quoted than mentioned. There are signs of a slow and steady
increase in women’s voices between 2014-2020, but they still only comprise 18 per cent of quotes.
The report concludes that “whether documenting women’s relative share of gendered pronouns,
individual mentions, quoted speech or notable people, a consistent story emerges with women
receiving less than a fifth of the space,” which is worse in business and finance issues than other
areas.
Gordon Ramsay. 2018. ‘The gender balance of expert sources quoted by UK news outlets online’. The
Global Institute for Women’s Leadership.
This research identified that 77% of people quoted as experts in online news articles across eight
types of news coverage by the major UK news outlets were male (across 49 selected categories of
news coverage, not across the board). The types of news coverage analysed were Business/finance,
Tech, domestic politics, foreign news, foreign politics, social policy, science/health and nature/
environment. This study defined an ‘expert’ source as “someone who had provided a quote based on
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their knowledge, job role or other position or influence”. The report notes that the gender inequity is
in part a reflection of gender imbalances in many fields, “with women underrepresented at the top
of many professions”. The report notes the need for news outlets to be more proactive in seeking
women experts, “to ensure a range of voices are heard”. The BBC has committed to achieving a
50/50 gender split in expert contributors by April 2019.
Jenna Price and Anne Maree Payne. 2019. ‘2019 Women for Media Report: ‘You can’t be what you
can’t see’. Women’s Leadership Institute Australia.
The previous Women for Media report found that “we read stories about men, by men”. That is,
men are quoted in news stories far more often than women and stories written by male journalists
are more likely to appear in top spots on website homepages with accompanying photos that also
erase women. The researchers examined the top five articles from 15 of Australia’s most influential
news sites on four consecutive Thursdays in October 2018 and the top five opinion pieces on each
site from Tuesday to Saturday in one week in February 2019. They found that 50 per cent of the
sites achieved gender parity of male and women journalists, though The Herald Sun had the lowest
number of women journalists (14 percent) and BuzzFeed the highest (70 percent). However, women
made up only one-third of sources directly quoted and one quarter of sources indirectly quoted,
with women journalists (40 percent) far more likely to use women sources than male journalists (24
percent). Women are most likely to write (76 percent) and be quoted (59 percent) in celebrity and
royals stories and are least likely to write (12 percent) and be quoted (5 percent) in sports articles.
Government, politics, business, finance, law, crime and justice articles are closer in the middle,
with approximately 40 per centwritten by women – though they are far less likely to be quoted as
sources. Opinion pieces are even more male-dominated, with women journalists writing only 38
per cent of total opinion articles ranging from 10 per cent in the Australian Financial Review to 73
per cent on nine.com.au. Women wrote only 16 per cent of opinion pieces about government and
politics and 10 per centabout business and finance.
6th Global Media Monitoring Project. 2020. ‘Who Makes the News?’
The Global Media Monitoring Project (GMMP) maps the portrayal of women in the world’s news
media, and is the largest, longest-running longitudinal study of gender and news. While there have
been some improvements in the representation of women over the past 20 years, globally women
now make up only 25 per cent of people who feature in the news – this only increased by 1 per
centsince their 2015 report. Women only appear in 20 per cent of political stories (up four percent)
and 24 per cent of stories on the economy (up 3 per cent). Examining the representation of women
as subjects, sources and journalists in COVID-19 related stories, GMMP find that their presence is
higher than in stories not about the pandemic. However, these stories are less likely to “raise gender
equality or inequality issues, or to clearly challenge gender stereotypes.” Women are more likely to
appear in COVID-19 articles that are related to social or legal issues and far less likely in ones related
to politics and government.
Looking at the Australian data, women are more likely to report on than be sources and subjects in
politics/government and economy stories. They comprise 55 per cent of politics and government
reporters and 45 per cent of economy reporters for traditional news (newspapers, television and
radio) and 59 per cent of reporters on politics and government and 57 per centon the economy
for news websites. Women are still underrepresented when it comes to being sources and subjects
quoted directly in all newspapers (35 per cent) and news websites (33 per cent), but even less in
politics/government (31 per cent) and economy (24 per cent) topics.
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We wanted a more wide-ranging analysis of the Australian media than
previous WLIA reports. As such, we analysed just under 60,000 articles
published between May 1 and May 31, 2021.

TIME SCOPE

We chose the month of May as we wanted to understand how women’s voices featured in the coverage of the
2021 Federal Budget, released on May 11. This budget was of particular interest for women, given the COVID-19
pandemic-induced “pink recession” which the October 2020 Federal Budget overlooked, and framed as a “budget
for women” by the Morrison government in the wake of sexual assault and harassment allegations spilling out of
Parliament House. The Women’s Budget Statement was also rebooted for the first time since former prime minister
Tony Abbott removed it in 2014.
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PUBLICATION SELECTION

Our publication selection
includes most print and online
news publications from around
Australia (see table at right). We
examined national newspapers
and publications as well as those
from each capital city and we also
wanted sites which were ‘fed’ by
television content. The selected
publications are owned by ten
different publishers, from large
publicly listed companies.

A BIGGER PICTURE

There are two sets of data:
Big Picture and Top Billing. In
Big Picture, we commissioned
Laura Jones, Research Fellow with
the Global Institute for Women’s
Leadership, King’s College
London, to undertake a large-N
analysis of newspaper articles.
This involved examining all online
articles published in selected
publications between 1 and 31
May 2021 (n=57,282), using the
API provided by
eventregistry.org.
Each article went through several
rounds of analysis. First, they
were analysed to collect mentions
of male and female pronouns
(i.e. ‘she’ versus ‘he’). Second,
an author analysis was conducted
by feeding this information to
a Natural Language Processing
Tool, the ANNIE plugin of GATE.1
This allowed us to infer the
gender of the author from their
name. Third, a quote analysis
was used to understand how
much space was taken up by
male versus female voices. This
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Medium

Publication

Ownership

Online

7 News

Seven West Media

Online

ABC News

Australian Government

Online

Adelaide Now

News Corp Australia

Online & Print

Australian Financial Review (AFR)

Nine Entertainment Co

Online

Brisbane Times

Nine Entertainment Co

Online

Crikey

Private Media Pty. Ltd.

Online

Guardian Australia

Guardian Media Group

Online & Print

Herald Sun

News Corp Australia

Online

News.com.au

News.com.au

Online

Nine News

Nine Entertainment Co

Online & Print

NT News

News Corp Australia

Online

Perth Now

Seven West Media

Print

The Advertiser

News Corp Australia

Online & Print

The Age

Nine Entertainment Co

Online & Print

The Australian

News Corp Australia

Online & Print

The Canberra Times

Australian Community

Online & Print

The Courier Mail

News Corp Australia

Online

The Daily Advertiser

Australian Community

Online

The Daily Mail

Daily Mail and General Trust

Online & Print

The Daily Telegraph

News Corp Australia

Online & Print

The Mercury

News Corp Australia

Online

The New Daily

Industry Super Holdings

Print

The Saturday Paper

Schwartz Publishing

Online & Print

The Sydney Morning Herald (SMH)

Nine Entertainment Co

Online & Print

The West Australian/Sunday Times

Seven West Media

Online

WA Today

Nine Entertainment Co
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involved searching for every instance of a closing
quotation mark following by either male or female
pronouns or a gendered title, such as “Mr” or “Ms/
Mrs/Miss”. One limitation we encountered was that the
author data provided by event registry was incomplete
for some of the publications.
Lastly, the articles were coded into news categories:
government and politics; business and finance;
science; media/arts/entertainment; and sport. As we
wanted to focus on the 2021 Budget and the COVID-19
pandemic, we included these specific tags in addition
to the above categories.

PRINT FRONT PAGES AND NUMBER ONE ON
THE HOMEPAGE

Our researchers analysed stories that ran on page
one in print or in the number one homepage position
online during the month of May. Stories with more
than 5 bylines were removed, as were stories without
bylines. This left 3976 articles on which we conducted
the Byline and Subject analysis. There was large
variation between publishers on the number of stories
cycled through the number one homepage position per
day. Several sites use live blogs in those positions for
the entire day.
BYLINE ANALYSIS

Stories with multiple bylines were counted for each
author. Hence there are more total bylines than there
were total articles.

sentence. Some articles contained many ‘subjects’. The
top 1064 of these article subjects were then selected
(based on those who appeared alongside quotes in
at least two articles) and a gender manually assigned.
Analysis was then run on the overall gender of article
subjects. We also explored the correlation between the
gender of the subjects and the gender of the author, or
the topic of the article.
OPINION ANALYSIS

Not every publication had a had a website structure
which made it easy to identify commentary articles
based on their category. Where such categories
existed, we used that as the basis for the analysis.
Where such URLs did not exist, we captured opinion
pieces on the comment/opinion pages in the
publications and analysed that content. That method
included: The Sydney Morning Herald, The Age, The
Australian Financial Review and The Canberra Times.
Analysis was run on all articles published in May that
followed the below URL structure.
This is unlikely to be every opinion or analysis piece
published by these mastheads in this period, but should
capture a significant representative sample. Guardian
articles include global totals as it was impossible to
differentiate between Australian and overseas material.
There was no topic analysis for either the Guardian or
The New Daily.
•

“https://www.theaustralian.com.au/commentary”

•

“https://www.afr.com/content/afr/opinion”

•

“https://www.dailytelegraph.com.au/news/
opinion”

•

“https://www.heraldsun.com.au/news/opinion”

•

“https://www.couriermail.com.au/news/opinion”

•

“https://www.adelaidenow.com.au/news/opinion”

Topic analysis was run on all the P1 stories.

•

“https://www.themercury.com.au/news/opinion”

SUBJECT/SOURCE ANALYSIS

•

“https://www.ntnews.com.au/news/opinion”

This was run on front-page articles only. Articles were
parsed into their components to form a list of people
who appeared in the article as the ‘subject’ of a

•

“https://thewest.com.au/opinion/”

•

“https://www.theguardian.com/commentisfree”

TOPIC ANALYSIS

Topics were attributed by searching articles for
relevant keywords or people within the first 50 words
of the article. For that reason, topics are not mutually
exclusive: eg the same article might be attributed to
both ‘Politics’ and ‘COVID’.
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ENDNOTES
1
Created by the University of Sheffield. ANNIE stands
for ‘A Nearly-New Information Extraction System’ and GATE
stands for ‘General Architecture for Text Engineering’.
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