Gender and media viability: making a
business case for diversity

The article below discusses media viability and the gender perspective, highlighting media
innovations from around the world that champion women and go to the core of media viability. Media
Development Investment Fund’s (MDIF) 25 years of experience in supporting independent media,
including in Ethiopia as a part of the Protecting Independent Media for Effective Development
(PRIMED) initiative, shows that a women-focused approach in areas such as content strategy,
audience engagement, revenue management and product design can pay dividends for media
business development.

The aim of this article is not to justify media initiatives that are geared towards women simply on the
basis of financial benefits, but rather to strengthen the message that putting women in focus is
important for building viable news organisations that are sustainable over the long term.

Women as a primary target

Women are less likely than men to say they are interested in news, reportedly have fewer media
subscriptions and allegedly churn more frequently than men. One highly cited reason for this
apparent disengagement is the fact that women and their unique perspectives are missing from
media coverage. In fact, women represent only 25% of people seen, heard or read about in news
coverage, and are less likely to think they are covered fairly in the media. 91% of women also feel
misunderstood by marketers, despite being responsible for the majority of purchases within
households and representing a growth market twice as big as China and India combined.

This grim reality provides an opportunity for the growing number of media companies which primarily
serve women. Making up half of the world’s population, women and girls are an important, yet often
underserved, demographic offering a potential market for audience growth and a valuable consumer
group for businesses and brands which want to market to them.

For example, in South Africa, online platform gsport4girls
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https://www.theguardian.com/women-in-leadership/2016/feb/03/how-advertising-industry-fails-women
https://www.catalyst.org/research/buying-power/
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https://magdalene.co/
https://sheroes.com/
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https://www.wysokieobcasy.pl/

There has also been a growing effort to produce more diverse content that better reflects society and
ensures better representation of women in the news. Aimed at achieving a fair balance of male and
female voices, the BBC 50:50 Equality Project has spread to 690 teams taking part internally and
121 partner organisations across 26 countries. Meanwhile in Poland, Agora spearheaded an
initiative called NewsMavens, giving voice to women editors to create a daily news roundup about
what's most important in Europe from a woman’s perspective. In South Africa, QuoteThisWoman+
(QW+) built a database of female experts in different fields that gives mainstream media easy
access to women specialists to interview and quote. A similar directory focused on Latin American
women experts in different fields was created by Ecuador’s digital news site GK.
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https://rtv21.tv/
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https://tv8.md/
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https://www.rappler.com/section/moveph/
https://www.rappler.com/plus-membership-program/frequently-asked-questions/
https://gk.studio/
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For example, in India, women-only social network SHEROES offers brand solutions for companies
looking to engage with its online community of women through its accredited brand profile known as
a Champion profile. In the Philippines, BrandRap, the sales and marketing department of digital
news site Rappler, was the digital partner of an award winning Pantene’s #Whiplt campaign that
criticised gender double standards and highlighted women who challenge the status quo. In
Argentina, digital outlet Red/Accién and its content studio for conscious brands Fibra launched
Mujeres + Mujeres project, an alliance with Facebook Argentina to make visible the work of women
entrepreneurs who made a change in their profession and created content for a software
development company around issues of social responsibility, diversity and inclusion.

Gender and events business

Events, an important tool in engaging communities and facilitating critical conversations around
gender and women'’s issues, are another important revenue source for media companies.
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In Ethiopia

We also see some of these trends play out in Ethiopia, where MDIF provides long-term coaching to
public interest media organisations under the Protecting Independent Media for Effective
Development (PRIMED) initiative. Across our five partners, 30%, 48%, 34%, 25% and 24% of staff
are
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