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Introduction LI

Sports is one of the most powerful platforms for promoting gender
equality and empowering women and girls, and sports coverage is
very influential in shaping norms and stereotypes.

AR=VF, Yz v Z—FEREEL, KPP KDy T AV}
AHZ7-0DHRLMNETTIY P T+ —LD—DTHY, AK—VHHE
X, Yz v X BER AT LA AT (EERR) ORRICKE R E
NEfFFoTuwE T,

At the International Olympic Committee (I0OC), we know that the
Olympic Games are an incredible spotlight. They are a unique and
powerful platform to showcase the universality and diversity of sport
to people across the globe, and particularly to women and minority
communities, who are often discouraged from getting involved in
sport due to not seeing themselves represented within the prevailing
sports cultures and media. The two weeks of Olympic coverage are
a rare time when women’s sports and sportswomen — irrespective of
nation, race, religion, sexual orientation or socioeconomic status —
are likely to make the headlines. But outside that period, both the

EREA Y vy 7 ZEBRI0OC) T, AV vy ZREBETOH %L
KERFEHZED G THIEEZTCET, A) vy 7 KREF, it
T N2 IC AR =y OEEESLEHEEEZ T -3 5, R T8
W77y b7 —LTY, FRC, KECA VT 40222740
ANZICE o TR, HEMIZ, FRORAR—=Y LR AR—=Y AT 4 TIC
H272b% XL TV LELONEALDBBLHE NG 2 L2307




quantity and quality of women’s sports coverage remain inconsistent
and limited in comparison to that of men.

B, AR=YPHZ LRSI TR ARVE IR, AFR=ICE
T LREELAEDTT,

AV vy 7 REVHEBES NS 2. EEE AR, RTEC HiEN
PP R AT I BRI L KEAR =Y LT A Y — PR
Lxfii 2 GEAK T, 2 U oWIfCcld, KEAFR—Y oWEE
CHBRZELTELT, BHICHRTRLONATWEDRHETT,

Sport has the power to shift how women and minorities are seen and
how they see themselves. As leaders, communicators, content
creators and media outlets within the sports movement, we set the
tone as to how sportpeople and athletes — globally — are pictured,
presented, described, talked about, and represented, i.e. portrayed,
across all forms of media and communication.

AR=VICF, ke~ A4 /7 V748D L S c/lbh, FokIicH
NIbE B2 EZE20NENRHNET, AF—VROY —X—_ 2
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TAY—=FREDLIICEIN, firh, o, KIINsH, oF
D RREMICBET U, WhIFHFEEEZ O 32 81Tk 3,

The following Guidelines are intended to raise awareness of what
constitutes gender bias across the various aspects of portrayal within
the sporting context, and how this can be overcome to ensure our
content and communications are more inclusive, balanced and
representative of the world we live in.

LLFOHA K4 vid. AE=VICBIT2H503RRICE T, {5
VIV E—ANATREBERT 200, Z0avFyyeala=yr—
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SIINLEERTEZ2DONICDONT, RBAFEDLZEHHKE LT
WE T,
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PORTRAYAL DEFINED

[£R]| DERE

At the 10C, we define portrayal as follows:

The language (words and expressions), images and voices used, the
quality and quantity of coverage and the prominence given, when
depicting individuals or groups in communications and the media.

IOC Tt [RR] ZUTO L CERIT LT,

TI2ZT =2 aVvRATATIEBWT, ARV — 7% Wil
HEn2 55 (BECKRID | HER, MEeEH, RE0oECH, 2L
THNCEEM: % E W72 KIS 72 - T 3 2,




It's as much who you show or write/talk about as how you show
them or write/talk about them. It's the words, narrative and tone. It's
the images and voices. It's the context and framing.

Fhcix, T 2REED, FEWD, Boz 0T 52 LHELL DL
W, ZONWE TEDXHic] Rezh, Fnizh, §Eo720 T 2500
HECTYT, KRLIF, BETHY, F@EYHTHY, t—v @) T
T MY, HifR, FHRRTT, RHBWEDRRICETNE T,

BEYOND GENDER

Vevi— (DHEMR) AT

Women, much like men, are not a homogenous group, nor are they
solely defined by their gender identity. All individuals have multiple
intersecting identities. Other social markers of difference such as
race, ethnicity, religion, nationality, culture or sexual orientation (to
list but a few) inform a person’s identity. Balanced portrayal practices
should also ensure that the diversity and intersectionality within and
among different groups are both considered and reflected. After all,
not all sportspeople look or sound the same, nor do they experience

LT

life exclusively as “women”, “men” or “athletes”.
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1. The Context

CISE=}
H

Recognising stereotypes and changing the clichés

AT VAR TOFFERE Y XA OKH

Gender-based preconceptions, stereotypes and social norms
have led, and continue to lead, to a difference in treatment between
genders. One of the difficulties in this area is knowing what the terms
mean and understanding the concepts. This second edition of the
Portrayal Guidelines presents some context and definitions to help
guide your presentation of gender, and in particular women in sport.

Vv A -BBCEICLEAE, BERS, (RREE, chxT
BRBOPW A DENC OB ->TETEY, SHd ZOMEmAITH &F
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ez T 2L T, CORKITA N ITA VE 2T, %70
KEADIEH &2 L5 WS OPDERPERELRL TE X T,




“Stereotypes, discriminatory social norms and a lack of
representation remain some of the most pervasive barriers to gender
equality around the world.”

Phumzile Mlambo-Ngcuka, Executive Director, UN Women

[EEBLS., 20N etk SRS LR LM « o A%, T At Ric
OIINZB[EEED 9 b D—D T, ZDOEEERY = v X —FEDER
ZHATWBEDTY, |

TJLYL - LT vFR==7 7 UN Women HHRE
*HFICAEZ AL 2DV 0T T ICKEE T, FHEDAL IR ->TLD
KELTwinwz e
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TERMS TO KNOW FA A E
SEX: assigned at birth and refers to the biological characteristics that | 44 (SEX) : 4 ¥n7zIRicE v Y Ccon3 DT, b F 24k, Bk,

define a person as female, male or intersex
(World Health Organization).

AV R—ty 7 AL LTERT 2 EMFIRO 2 & (TR EHE X
H)

GENDER: refers to socially constructed roles, behaviours, activities
and attributes that a given society considers appropriate for women
and men (UN Women).

Vv A= SMIcEo A 8EE TE), WEEIeEEo Z LT, BBt
DBV THEE - aicznt oL weEEZLNRTwEZ & (UN
Women)

UNCONSCIOUS BIAS: an association or attitude about a person or
social group formed beyond our control and awareness (Catalyst
2019).

TVAVI XA - NA TR avyru—AeE#HOKITLWE ZATE
RE N7z, AN ERICE T 2 BE S L REE (Catalyst 2019)

GENDER STEREOTYPES: preconceived ideas on women’s and
men’s traditionally assigned roles, attributes and characteristics
according to whether they are female or male. For example, the role
of women has generally been confined to the domestic and family
sphere (OHCHR 2014). Negative stereotypes and discriminatory
attitudes ultimately perpetuate gender inequality and hold back
change (UN Women 2020).

VIV R— AT LA LA T e B0z Ik L CTaEIC
Ho YT oNAEE, B BECEL T 3 ARkl B0 b
STHENITGL T, ZEABEZE>Z &, Hlz2IE, Lo ®&EIT—km
IR FIE OREIRICIRE S Tz (OHCHR2014) . #4774 77k
EE B PN RBEE 1T, FERICY = v X — DR FE R IR S &,
24 #4517 5 (UN Women 2020)

GENDER-NEUTRAL LANGUAGE: when the language being used is
not gender specific (EIGE 2018), meaning with no specific reference
to a particular sex or social gender but rather considering people in

VrzvH—-za—F 70 (hi7) BEREHHIACW 3 ERESEA
DYz v X—IFHLL Twin WIREE (EIGE 2018) . FE oMbt &




general. Using gender-neutral or gender- inclusive language avoids
words and expressions which could be interpreted as biased,
discriminatory or sexist, instead placing women and men at the
same level, and helping reduce gender stereotypes (UN Women
2017).

PIERNICE RS, AA—KEZZEBL Tl xEKT L, Y =vX
—=a— b INEER Y VA AV IN—L T hEERFHT S L
T, A, EZR, 23R L fERE N B R[REED H 5 FIELCK
HzgEF, bkt B2 NEFICES T, Y2 v X— XTL
FE A THEBRE S Z LT > (UN Women2017) &

GENDER BALANCE IN COMMUNICATION: the process of
integrating a gender perspective or lens into all aspects of an
organisation’s strategies and initiatives, and into its culture, systems,
operations and communications. Applying a gender lens means
factoring how your decisions impact genders differently.

T2 —SavilBFER3Y A =T X RO EEg e T E
e, Xt 27 4, EH, BEBUEDOH LW BT, ¥z v X — 0D
eV v ALy RENMIE L ToeR, YzrvX—L v XD
Clid, BEIERBIERBLEZNTNICH L ED XS IR 288 % 5 2
L0 %EFICAND L EEKT S,

GENDER BIAS: prejudiced actions or thoughts that affect a person
or a group of people based on their perceived gender. Gender-
biased language either implicitly/unconsciously or explicitly/
consciously favours one gender over another, leading to unequal
and/or unfair treatment. It is a form of gender discrimination (EIGE
2018).

VYR —=NAT R BRI N EICE DT, AAEIE =T
AR5 2 5 X0 RiRRCHD 278 X 72138 2, 14T EEH
). £ 3R EBHCThoBEEb, P v E— N A T 2000
S BHEIX, ~HOMWREMTLD DEEL, MEEE X O F R
Wb T, IhiFY v X—Ejlo—gETcH 2 (EIGE2018) ,
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PORTRAYAL IN SPORT: KEY BARRIERS TO DATE

AR —=VICHIFERR  BUROHE

In the context of sport, research and testimonials have thus far
repeatedly shown that there are some fundamental differences in the
treatment between genders in sport. Here, we outline some of these
recurring gender biases and challenges as background and context
to why portrayal in sport is important. In summary, there are three
overarching challenges specific to women’s sport and sportswomen:

AR =Y HRCIE, BROPWAICH L D0 DRARN AR ERH D 2 L H, &
NECTOMEL AR TRV ELIER I CEZE LA, 22T, e
AR=VICBTEERPEELRO,, ZOHRERL, BVELIEL
TEY v X—DRALHEZHNLE S, EWT L. KD RF
—VERR—Y Y —=VICEHED 3 ODTFENREELD Y T3,

1. UNDER-REPRESENTATION OF WOMEN IN SPORT

LAF=YIicEs T xR EHEOLE

With a small exception during the Olympic Games and other major
international sports events (Women’s Sports Foundation 2020),
there is a global lack of coverage of women’s sport and

FV Ve Y 7 RERPE DM FEAFERASITIZDTLAHINED % b
DD (AR —=Y M 2020) . KEDAFR—=YV ERAFR=Y T —<vD




sportswomen, with the vast majority of resources and exposure
focused on men’s sport.

BRI ATH R, Z0ER L BEHO KT ITBEED RAF -
ICHEY T oTT,

Sports deemed “gender appropriate” are more likely to be covered
(e.g. women’s gymnastics and men’s boxing vs women’s boxing and
men’s gymnastics).

Ao LI/ HOLILHTIZTELERRINIHEFHOHFL, X%
HEINZMEAEICHY T3, 72& 2 FHATIZ, K72 v 7R hkE
MR OBRLTOREDE N EBRRONE T,

Women are also underrepresented in leadership and sports media
at all levels.

T2, HOWILANNLDY — X —HIff e AR =Y AT 4 TD Ik
WTKERD R EWIFEL DY T,

2. LACK OF RECOGNITION

2. ko k4N

In sports coverage, there is a disproportionate focus on
sportswomen’s “off-court” characteristics (physical appearance,
clothing and personal lives), with the emphasis often placed on their
looks ahead of their athleticism, sporting performance and abilities.

AH—VHEETIE, AF—Y v —<v o [HEGI o (R, =
=7 4 — LPRVER) ICBREI R E RS T O, LD OB,
AFE=YRT =2V ARHEN L D O REDRERINZGEENR L 4 DY
7,

Women's sport is generally given a qualifier, e.g women's football,
whereas men's sport is not: simply football rather than men's football.
This "gender-marking" specific to women's sport implies that men's
sport is the norm (Cambridge University press 2016).

WD AR =V ICIZlE, [y h—] hEoEfiroOTFonET
. BUEDOAKR—VICZZENEH Y A, BTy Hh—1cid BT
Ford, B [y h—] tRINTTH, KUEOAFR—YVICHFED
[YzvX—D~—Fv 7| 13, AFR—VORHERBEWTH L L 2
WRLTWwd eInFET (Fv 7l vy Yy R¥EHIK 2016) o

3. GENDER FOCUS FIRST

3. YV E— - TF—hhA+Tr7r—X}

Sportswomen are more often than not defined first by their gender
(women, female) or gender role (wife, mother, feminine), and then as
an athlete, which is not the case when it comes to sportsmen
(Cambridge University Press 2016).

AR=V T —=vii, ZLO5A, ETWIELIEY = v X —DKHE
(F, BB, MO L) KXo TEHRES N, RICTRAY—FELTE
BINFTID, AF=Y~v (BETRY—F) KBELTEZ I TiEd
WERA (v 7Yy OREHIK2016)

Male athletes are framed according to heterosexual “heroic
masculine ideals” valorising strength, endurance and courage
(Hanson 2012). Irrespective of gender or sexuality, and no matter

BT 2D — M, BLBEOTEETL (BEEE) © [HEHENRS S
LT oBAKR | cEoswaiLiizh, zohciams, A0, 5B
SABBEALLONET (N Y v 2012) , Vv E—ksvaT VT4




what a person looks like, the primary focus should be on their skills
and achievements.

B K. FARIICHBERRL. TRV —FDRF & EREICTFR
DEPINELRETT,

490 OF SPORTS MEDIA CONTENT IS DEDICATED TO
WOMEN (UNESCO 2018)

AR—=VAF A TICEWT, KT 2avyTvyviz4nchsd (o
F A2 2018)

12% oF SPORTS NEWS IS PRESENTED BY WOMEN
(UNESCO 2018)

AR—=Y=a2—2DIH b, WHICETINEIT12%TH 25 (A L)

Only 2 female athletes are among top 100 highest-paid athletes in
2020 (FORBES 2020)

HRCELHENTWAETZAY —F 100 AD 5 b, LMEIZE>72D 24T
» % (Forbes 2020)

10% - THE AVERAGE PERCENTAGE OF ACCREDITED
COACHES AT THE OLYMPIC GAMES WHO ARE WOMEN (I0C
2020)

FIV vy I REORFEa—FDrH, ZHEFFHLT 0%

THE AVERAGE PERCENTAGE OF ACCREDITED MEDIA
PERSONNEL AT THE OLYMPIC GAMES WHO ARE WOMEN (10C
2020)

F Y vy ZBHERE DR
0 %

ATFATAZYy 7D b, T FE 2

“Men aren't immune from comments about their physique, such as
when wearing tight trunks, but women get it more and it's more
important because of the history of inequality”.

Anna Watkins, British rower and double Olympic medallist, London
2012

(BIZIEXA T T2 2% 5T 2L &L, BHELEKICOWT
DARXY I LRNONEFAR, KEFXVEDaxry 2% T%
o MPEDOELBHFH T E LI LE2F R 5L, ZIERICEEZRMNE
TY] .

TF T bFVR EEOKR-FHEAY VY 2 AKX Y X, mYF
v 2012
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REFRAME THE NARRATIVE

HazHELEL X9

Being told that you run like a man or throw like a girl, that a certain
sport isn’t appropriate because you’re of a certain gender or that
you have either a manly or girlish figure... Derogatory comments
such as these, and pressures to conform to feminine or masculine
stereotypes and ideals, are harmful to those participating, and

(BoksickEs] . [XoXsic&kiFs] LEbhdz e, 2tk
ANCEH B AFR—VFAWTWARWnWEINE e, BS5LWwWErLD
Folgwikiizesbhsdtw -« + ZOX5aPERLRa X v
RPULLE/ HBOLIDRATLALA T7PHBICH IO LI & T3
E. AFR=VIEML T A, MLz ANicE s THETT, %
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wanting to participate, in sport. They can ultimately lead to girls and
boys abandoning sport entirely.

NITFEERIC, KDOF L BOFRAR—Y ZERCFHO L LIToEN
LA[REED D D £ 7,

And yet sport can be a great driver of equality and inclusion,
showcasing athletes and sports-people from all walks of life excelling
on the Olympic stage and at the highest levels of sport.

ZD—HT, AF=VIE, FHELA VIV a vEfiET 2 KE AR
e, AV vy Z20EERHREEL LD AR —Y CHRIIT 3 X
I NEDH LW A NETCENEZTRY — XX RE2F T nE
j—o

It's time to make sure that we flip and balance the script.

S22, WELTHAZ Kz ¢, NT Vv RAEBLBERETT,

TO MOVE AWAY FROM THIS...

...TOWARDS THIS, A MORE BIAS-FREE AND INCLUSIVE
NARRATIVE.

VYV E=NAT AR RE, XV A v I -2 TREREIY AN
£

IRAN’'S FEMALE SKIER BLAZES A TRAIL TO PYEONGCHANG

IRAN’S SKIER BLAZES A TRAIL TO PYEONGCHANG

A7 VvDORLWERF —EFBFEE~DEZYY L
=4 T VDAF—ETPFEE~DEZY Y BHL

“They might as well be standing in the middle of the mall”

“The gymnasts rejoice in their victory after dominating the
competition”

(i 7=blEvav e vy S E—nLDBEAFICT>THE B0 0nY L
NEEA]
— [FEEFR-H IIFERM BRI CBAIL, 2ol 2=ATnE T

She showed off her post-pregnancy figure
in Beijing last summer

Gold-medal winner Ennis-Hill showed what her body could do at
Beijing World Championships

iz EEoF il ., HERDEEZMTEL L7~
—tHROMFLETFHET, ALV RAPDIZ AL LE
D) BhoufgEr ReoFF L~

. 2o (ik

“The girls’ cycling team”

“The women'’s cycling team”

(V2% 7-5 O HEER T — 4 ]
- [ 725 O HEHE T — 4 |

Sexy volleyball star celebrates turning a year older

Kenyan volleyball sensation marks another milestone in her life

v —TN L — R — LR X—RFHAEHERS
ST =T DAL — K=V RAZX =B ANEDOH - EHEZHD

Ah, the chicks are crying”

[(BdH, (OREBDXIIC) Db TnE T4
- [ XXV R MBI SADKE BN TWE T
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“Lots of emotions for these medallists”

p. 10

SPORT AS A DRIVER OF EQUALITY AND INCLUSION: A
COLLECTIVE RESPONSIBILITY AND OPPORTUNITY

FEELAVIN—avDoDY —LE LTDRER—Y
HEET B

With the record participation of female athletes at the Olympic
Games, and the acknowledged spotlight and increased visibility that
comes with major sports events, there is a prime opportunity for
sports organisations and leaders to call and strive for a more
balanced and fair representation of genders.

AV vy I RETORMUET RY — F OSIARBOBME . FE
RETKHET AV = bR EHEZED, SBAEL ERZ L1, AKR—=Y
P AR =Y RDY) =L =it 5T, XV ANTVYRDENENIERY
TV X —RRZWEODF, AET Moz T3,

Sport is in a unique position:

AFR=0F, UTD X5 7%, WERWIGICHY £5,

e To help change the conversation and defy negative
stereotypes and gender norms.

PEDEALER L, AT T 4 TREEBSPLY = v X —DHEHEIH S H
ZEMTE S

e To generate new strong, positive, and diverse role
models.

. RIOT 4 7T TCHERFILvwo —rEF A2 AR S S

e To promote and demand balanced coverage and a fair
portrayal of sportspeople in all their diversity —
irrespective of gender, race, religion, sexual orientation
or socio-economic status.

Vv A—, AN, T R RSEERFICr 2D O T, SEAY
HEFOT R — D, NI VRADENTANTFEBREZEIRTE 5

Diverse and empowering portrayals of athletes, coaches, officials
and all those who make up the sports ecosystem have a positive
impact on participation in sport, coaching and leadership. It is an
opportunity to grow and tap into new audiences and generate more
interest and engagement, in particular among younger generations
who increasingly see sport as just that — sport.

TAY—=F, a—=F, BHEE, BIUORFR=VOHEEY LT 5T
TDOANL %, %RRiC, Ediid s i, AFR—Yva—F v/~
., V—=F—v v 7EBRICE > TRWEELZRITLET,

T2, HILOHEEE, tovbFchEcUhiczRf—rE (FVzva—
HE DR HYDEETDRAK—Y & LTRATE VIR OHEEEE % B
L, X0 OBLLEDL Y ZEAHTEEL D £9,
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Ensuring gender balance in portrayal is a small but incremental step
on the path to gender equality, and a critical stepping stone to
influence behaviours and change attitudes. Sport can ultimately
model a culture that reflects equality, respect for diversity and
inclusion, within and beyond sport.

KRBTV 2 v E—NT Vv RRMERT D LIE, ¥z v X —FEE
A~DNE 7R, L LiE»R—ThY, NADOSENTHEEL 5 2, i
FrL2AH AR=ViIFZORNLIL DT, FET, HiRkEL A v
IN—aviEET L LORHIL 5 LB TELDTT,

84% OF SPORTS FANS (JUST OVER HALF OF WHOM WERE
MEN) ARE INTERESTED IN WOMEN’S SPORT according to
Nielsen research (2018) conducted

in Australia, France, Germany, Italy, New Zealand, Spain, the UK
and the USA. Women’s sport is also seen as more “progressive” and

“family-orientated”, “cleaner” and more “inspiring” than men’s sport.

BAWDAK =Y 77 v (5B EM) &, oA K-y icksx
FoTwEd,

A=AV T T7VAL FAY AR T, =2a—V =TV, &
RAV, AFXFV A, TRV ATERI N ==Y VIFEFTOHE
(2018) i X %,

X, ZPED AR — VT HHTRKER, 7 V) — v REREL b
ZFIED SN THET,

“No Gambian has ever competed at the Winter Olympics. [...]
Amadou Krubally saw me compete at the 2018 Winter Olympic
Games for Ghana. He got inspired, reached out to me and started a
winter sport federation for the Republic of Gambia. | felt so proud to
see my fellow African break barriers and challenge the status quo.”

Akwasi Frimpong, Ghana’s first Olympic skeleton athlete,
PyeongChang 2018

SETCIKEAEX) vy ZICHG LA Vv ET ARV ERATLE, T
<Ry - ZANY =BT, A 2018 F DL ZT A Y v vy 2 TH—FR
KeLTHE Lo RUR LI, FAICHEKE L > TE T, HvET
DE&FF Y vy 7l EYD EFE L, 77V 2 Ao e %
fFIHun, HRREZITHL LS & T20%2 R T, LTChFHVICBET,

ToTY -7V vRYy, H—FWoxrr s vE CEE 2018)

“A woman on the cover doing her sport and the focus on her face.
She was the whole package. It was her body, her fierce
determination. Right then | knew | wanted to go to the Olympics. |
just had to go out and find a sport.”

Jennifer Heil, Canadian Olympic moguls champion, Turin 2006,
talking about seeing American heptathlete Jackie Joyner-Kersee on
the cover of Sports lllustrated in the summer of 1992

MEEDRMOLERZAE—YZ L TWT, ZORFICESARITOLNT
Wb, LRI TR TCEIFNAMRAAFET L2, ZTDHIK, EE Wik
B, T, FAZA Y vy 2IfT& v BloATT, Bl
VAININE B2 /Y N QUR S8 75 R 7 Bl VI Gl D e

~NAN, AFEOE=TNAEAXY XL, P JREK,
TAY O HEFERRE vy v F— - PafF— H—v = 1992 FFH
WCEREZMi> 72 AR—=Y - A FA L =T 4 v FERT,

=Ty —
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THE PRACTICE

Kk

Adopting fair and balanced portrayal practices

NENETAT v ZOEN-ER %S

This section includes a series of suggestions and tips to consider
how to overcome bias across the various aspects of portrayal within
the sporting context, and ensure we adopt gender-equal and fair-

portrayal practices in all forms of communication and content output.

D7 YavTlid, AF—VICBTE23RRO ST I AMHEIREL
TR "4 T2 (R %% L. HOWEIBEDOAT AT av TV
YaHWET SR, V2 v X PETRPRIERRREM 57200,
RELeVFERBALET,

“In 2018 we were very encouraged by how the first edition of the
Guidelines was received by our broadcasting colleagues covering
the Olympic Games. We trust this second edition will further inform
the media community so that fair and gender-balanced coverage
becomes a cornerstone for us all.”

Yiannis Exarchos, CEO, Olympic Broadcasting Services and
Executive Director, Olympic Channel

(2018 FFICRRLIZHA P TAVEIREA ) vy 7 OHER T 5 A
TATEBRFICEDL S ICRZTIEO LN EHID, AbiIE THE
[oTFonE L,

ZOHE 2D, DFERNETY 2 v X —NT7 YV ZOPN/ZHED -0 1,
AF A THBREICE o TRICEDDDTH B EELTEY £5

YR ZIY—RR FY vy VHEY —EARE, A vy
7+ F v R AAREER

p. 12

CONTENT AND EDITORIAL

avr vy LiEE

1. Clear and balanced editorial direction and tone of content

Bt TN 7 v RN MRESHE L 2 v T v OfE

2. Bold and compelling storytelling

RBECHFHDH 5 A b —U —fEY

3. Consistency is key

—H VD EE

Clearly, it is not possible to anticipate gender representation in news
and current events — you can’t give an account of something that
hasn’t happened. All content needs to be based on editorial merit.

WIRDOZ LD, =2 —ACKFERBEICES T 2 HuEoEaltk %z 7l 3
32 LIIARAEETT, BMETHVWAWI L EZEZABILIITEEIEA,
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TRCoavFy ik, [HRELOMiE] ob &, FERINLTITR

D EHA

However, you can strengthen your storytelling around women’s
sport and sportswomen to enhance visibility and consistency of
coverage, introduce new voices and build a following.

727 L. KEDRAFR—Y L 2AR—Y T —<ICHTEA =) —EV %
L., MAEAED Y, B —Blr2Eze20, HiLuELZE
L. ZNZXFT ATz TEE S,

It is also possible — and necessary — to be sensitive to gender in
the way in which the content is packaged and presented. When
packaging editorial content, careful attention to gender portrayal
should be factored into tone, style, language, framing and imagery.

e, AaVTVYORELRETIE T, Y VX —ICRET S LD
AlREDORE R L TT, WMEaI VTV VEFLILEE, Vv X —D
RRIERICHEEZL RO, a vy T vy olE, A2 40, FE,
7L =3IV, HREFETILENDH Y T,

Get creative and enrich your content with highlights,
documentaries, profile series or special features. Whether it's
athletes to watch or lesser-known pioneers, lessons learned through
overcoming adversity or comebacks from injury or iliness, sporting
tips or performance analysis and career progressions — there is a
gold mine of incredible human stories waiting to be told. After all, a
good story is a good story, irrespective of who the protagonist is.

NATA I FFRaxvzr ) — ARl &Sk, Al
WWICa YTy Y EREIRILE ), EHITRETRI—FD, bF
DHIONTVWARWAAF =T, ZOANLELAWEERZEYEZ 20, &
FTORRE WL CEIELAZ 0 T 2R Cl{2EGEL e v b7 r—~
VAN, FX VT OHBLEER, EOoNIDOERFoTWS, [FLHN
BlgEDba—vy - Ab=V -0 TT, 2FH, EALHIHT
HHrHL, ROYEEIRWYRERDTT,

TIP: CREATE A DATABASE

Develop a specific database for women in sport with contacts of
female athletes, coaches, sports scientists, leaders and experts you
can refer to as sources.

LV TF—RAR—XFEVFEL kD

T A — b, a—F, ZAFR—URFEE, FEE, HEMROEKEE
B [ZAR=VICBT 2] T—2X—2%EYH, HFHFEL LTS
BLEL xS,

Women are more than their gender and men are more than just
athletes. They are all people with full lives and diverse interests.

[T Bt e WO HERNCE T 2 720 DIEEClE R, BlEL £
HIZTRY—=FTHDLEVI L TDOHFEETIEDVERA, S, b
W, RELAEZAEL SR AEEZ > 72 A4 TT
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Track your editorial and image data on your digital platforms
(websites and social media accounts) to ensure diversity and
gender balance in the number of articles, profiles and images
published.

Y27 H AL RSNSTAY Y VR EDTFIEANT Ty b7+ — LDFRE
TARERT %% F vy 7L, EINEELE, T 74—, H
BOLHEE Y 2 Vv B—NTVZADREZTF 2y 7 L TAHATLZI 0,

TIP: REVIEW YOUR PLATFORMS

Ask yourself:

* How easy is it to find women’s sport updates and content on your
platforms?

* Is this content accessible via your homepage in the same way as
men’s sport?

* Is the content up to date and of equal quality to your men’s
coverage?

Review your platforms and count how many clicks it takes/check
how far down a user has to scroll to find content on women’s sport.

LY I ATATDT T 74— L DFREE

BT DHET 2. AT ATDT 7y b T7r—4 (T2 THA bR
SNS 2 &) BTkt xF—yoiiiiEdea v 7 vV idfiic Ros
R 3 a

LMD AR=V AT av vk, BHERAR=YVLFELC XY, &
— LAR—UHLEMICT 7 2 A TEE T,

LMD AR—=V KT av T vV RIRIobD0 T, BEoavrvy
ERIFEDOEDE X TT Dy

HttOFMHCAT A TDOT 7y b 75 —24 (V=794 P2 SNS) %7
BEL, ZKEOAFR =V AT 2av T vV ERDOIT 3 DIC2—F =2
fiflal 7 Vw7 L0, Mz ENETTETRAZe—L LAY LATH
oA L TATL I 0,
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Imagery

Hif5 - R

Stories are told through images, whether still or moving. The way we
use images must reflect the diversity that exists among sports,
athletes and fans, but it must also factor in equality and balance —
both in quality and in quantity.

Z b=V =, EIEE>BE > ICH2D LT, FOHGEELCESN
¥4, WRIE, AFE—Y, TRV =+, 77 VO%KERL KL T3
RETHY, HLBOMHTHEHFELENT UV AEZEBICANIDLELD Y
ESC

At all times, keep these visual guidelines in mind:

LUToEYaTADHA R T4 VEFHICEHRLTLEI N,

As the saying goes, a picture is worth a thousand words

HEIF—RicL 23
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Active, authentic and respectful visual imagery

which portrays sports- people in their environment.

VTI7T47C, "VE)T, ZLTCIVARIFPENETARAY -V
CaAaTNA A=V,
AR—=VDGAEIDPICVWETRAY) —F2/ZEL x5,

Avoid passive, sexy imagery

of sportspeople which reinforces stereotypes.

X ZET, 7S —HARXA—VBETSE, TNOORHIT, v X
—DATVLARA THPFEEIEET,

If an athlete, female or male, suffers a wardrobe malfunction or
unfortunate incident around clothing (item of clothing that splits or
tears or inadvertently reveals more of the body than intended),
reframe the shot/image and/or delete it to respect the integrity of the
athlete.

BLTARAV =D T 53— LRBT 7TV P RPARTHENDL R EL
T, ho—Hn BB FIcEEEIhTLE->Td, TRY — F D@
ZUEET 57010, ZOBRHOMURPHEOMKZZE LD, Z O
GPHREWELZ Y LTLZ X0,

Athleticism and sporting prowess

should be the focus of the imagery.

VR AR — Y DS X,

Do not focus unnecessarily on looks

(e.g. make-up, hair, nails), clothing or intimate body parts (e.g. crotch
shots, cleavage, backsides), especially if it does not relate to an
athlete’s performance.

X AN ZICER L,

BL (A4, 8 2 AN) . 2275 =28 Kko—&F (Ko a
v b, BORE, BR) RETRY — D7 —= v RICRFICEHRA
ROHDICHBROESZD TR VEIICLEL X I,

In video coverage, avoid lingering “reveal” shots from head to
toe. Think “sport appeal, not sex appeal”.

WYL CiX, BEL )T E CHEKICEH ¢ 2 X5 ay P3ETEL
Yo, TN CIER, AR—VDlN] Zfico L LTl FX
Uy,

Give equal exposure

to all the athletes in team sports as much as possible.

VIEE IR H TS
F— L AR =Y TIITEBEBRVIRTCOTRY) —FIHEZHTBELIHIC
LEFLZXI,

Do not focus too much or only on the same athlete

within the team unless it links to sport and performance.

XELT7AY = E0%, T0EFICEE D Ty
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2

—LAR=VICENWT, AR—=—VZDHDPLAT 5 —< X &R
Bic, MLTRAY)—FEF, HE2VITEEOT R Y — F 2 @Fich U
TORBMITIEL LI,

Capture diversity

among sportspeople in terms of gender and other dimensions such
as sport, ethnicity or age.

vEEEREESZS
Vv Z—=0DI3n, B, A, Fih 0T RAY — oSt E B X
FLXI,

Ensure there are not significantly more images of one gender or
community

in relation to the other

X {77 oM et D JEMED LI H~T, —F7 MR RIE DB D
M 720 OBERHERICH S 2 K S ICiELE L & 5,

Balance strength, power and speed with gracefulness, agility,
and elegance in athlete imagery.

Vv 7R = OlRCHMRICE T, X, N —, Av—TF CEH
X, BEENE, BRIV RAERDEL £ 9,

Avoid reinforcing feminine and masculine stereotypes

or focusing solely on “gender- appropriate” sports.

XZOLERHOLIDATVLAZATREH LY, [P i—iC
WL AF=YORCEREY T THI LTI EL x5,

TIP: CURATE A GENDER-BALANCED PHOTO GALLERY

Getty Images curated a ‘Best of Women'’s Sports’ editorial and
creative collection in partnership with the Women’s Sport Trust in the
UK featuring the world’s top sportswomen in action. For more
inspiration, visit: www.gettyimages.co.uk/resources/sportingwomen

BV P Vs VX NTVRADN 7 A ¥ 7Y —HELEL &
y,

Ty TAAA=YRE, HEOZWEAR—Y - F TR P ERELT [X
AL FT T U R AKR=Y ] DEEBLN IV AT 47 2
LryvaviEs, ROy TAR—Y Y —< v ERALTHE T,

IS D W T, www.gettyimages.co.uk/resources/sportingwomen % Z
B0,
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Language and Terminology

Special attention should be paid to the use of language (expressions
and communication) and terminology (vocabulary) in commentaries,
headlines or articles in print or digital.

SEEV L IR
I 7 2 MERO KD - e AL, deEoh oS (R
PloE) PHE (F* v 770 —) oI FHCERPSE T,
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Use bias-free language and avoid gender stereotypes, expressions
or words that compare women to men and/or imply superiority of one
gender over the other. For example:

I VR = NATADRWEER N, AT LA XL T, Lkl Bk
RT3 X5 KB, SEPL, Ybor—HoMENAENTHEE L
TLES X >AREHRZBIEL L5, HlziT:

X She swam like a man/beast to win that race.
+/ She swam with determination to win that race.

X flcizv —Rico-01c, 3 TCTHEME/FEBRO L S ICkE T L7,
v EiEr — 2o 0ic, HYDOREBETKEE L -,

X She’s the next Michael Phelps
+ She’s an extraordinary athlete.

XWLIEZRD=A TN« 72 VT ATT,
VLR RICDOT A Y — b T,

X It's going to be a catfight.

+ It's going to be an exciting contest or it's going to be a tough
battle between two strong competitors.

XZhEFry b 774 GO, ZHEOEEEDER) 1ICk2TL
X9

VIFHIAT 4V ITREBNICRSLTL X,

(£7213) 2 N\o@N 77 A NAVEOEIL WL ICR 2 TL & 9

If the gender identify of the person is known, then it is legitimate to
refer to that individual’s gender (e.g. she/he, him/her). However,
substitute gender- specific terminology for gender-neutral
descriptions when a person’s gender is not known or in a mixed
gender group. For example:

his/her = their
her/him = them

(HAETIEYTIZE S W)

(HAGECTIZ, ZWETRAY) =% [BoA ] fTIFTHREAZD, BEHRCIE
AT BEEIC, TARY =+ Offifii 2 %/IME - @/NFHi 5 2 L 237
Wk, Vv A —FHEOMFICFELEL X O, )

p. 15

Language and Terminology

=g =
S HEW & HEE

Below is a list, by no means exhaustive, of some other general
principles:

LT, W 2o»0—aFillo ) X FC2, 3 CEHEBELC»
Z2HIFTIEDH Y A,

When referring to people

ANVNCE RS 2856

Always use “female/male”, women/men and not girls/boys, unless
referring to minors.

B LT ZY — 2Bz, Hic D&k - 2] cldnl, 5
-2kl 2L X9,
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The use of “ladies” is inappropriate when “men” is being used. The
term should be women. The same applies for using the term “girls”
when “men”is being used.

(HARZETIEYTIiEEom )

Ladies is appropriate when used with the term Gentlemen, as in
a speech: “Ladies and Gentlemen”; or when it is an official title, e. g.
“Sir John and Lady Smith”.

(HARZETIEYTIEE o)

Pronouns

A

Do not assume a person’s gender identity. Always ask them directly,
and unless the gender of the person is known, avoid using gender-
specific pronouns (she/ he, him/her). Rather, in such cases, the
plural (they/them/their) is acceptable. For example:

(HARZETIEYTIEE o RW)

X Each athlete must have his accreditation on him at all times

(HAETIEYTIZE S W)

' All athletes are required to have their accreditation on them.

(AARZETIEY T om )

Or

The athlete is required to always have their accreditation on them.

(AARZETIEYTiEEon )

Similarly, when referring to a mixed gender group, the neutral plural
should be used.

(AARZETIEY T om )

Nouns and proper names

F5E

Where possible, use gender-neutral terms, for example:

ARERIR D, LT XS5 ic, Yz v A —Ich i rafiEL2EwEL £ 5,
Bl z2 1% -

Sportsman = Sportsperson; athlete (or sportsman/sportswoman
when referring to a specific individual)

AR=Y=Y DAR=—U =Y TRV —F (AAZETHEIZAFR—
VeV s ARV T —= V)

Anchorman = Anchor, News anchor

(HAETIEYTIZE S W)

Spokesman = Spokesperson

AR—TARY =D AFR—T A=Y v

Cameraman => Camera operator

Cameramen = Camera crew

ATy () DHATARL—Z— - T3 57 7—
A<=y (HE) 2 AT 70—

Chairman => Chair, chairperson

FzTRYDTFT, FT2T"=VV
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Mankind = humankind / humanity

(HARZETIEYTIiEEom )

Boyfriend / girlfriend or husband/wife =» Partner / spouse

WG, Pk, Kk £ >5— b F— BEHEH

Adjectives

Z

Avoid making evaluative comments on an individual’'s appearance.
When describing an athlete’s performance, use adjectives that apply
to both women and men. For instance:

TADBELEZFTMMTE2 LI a Ay MIBIFEL x5, TAY — Do
Th—~VvAERET L L EI, &t B EbLicb iz 2R
BEWEL O, HlziT:

+ use words such as: beautiful, powerful, strong, graceful, athletic,
determined,

v ELWw, AT T B B REC

X not gendered or sexist descriptions e.g . sexy, girly, manly, like a
man’, etc .

X Pz A=l L7720, HENTH-720 3 3EKH H) w7
— TLDFoI150v, BoLw, A7 Ay, EV, ELTER, ELT
AY—F, vvIATRY—}

TIP: FLIP THE GENDER

Swap the gender of the person you are talking or writing about. If the
result seems strange, there may be a bias.

eV bV VAR ANEAZTCATL XD

Bl wTnwa, HAr0IFEVTWE AW ANEZL TAHEL
ro5, b LIEEBFDIE L ONEZD, XA TABLLroTWE0d L
NE A,

p. 16

Coverage and airtime

ol & AE R

The 10C believes women’s and men’s events are of equal
importance, and this should be reflected in their treatment. It is
therefore important to show and celebrate sporting journeys and
achievements — irrespective of gender, race or sexual orientation —
with the same passion, respect and consistency throughout the year,
and beyond Olympic cycles.

IOC &, KL HEOHELELLIFRUL LI ICEECTHY, ZDl L
BE DWW NICD KMENERETH L ELEELTCET, 4FI—ED
AV vy ZHR7Z 0 ok <0 FRZE T T, WL AR, R
BAftR7e <. RIUIEEL, s, —BMZ2d o T, AK—YD 7 mv X LK
RERIN, HEIND L HPEETT,

In broadcast activities — coverage of events, interviews, athlete
profiles, commentary, etc. — ensure as much as possible that equal
airtime and coverage are devoted to women’s and men’s sport.

BOEICBNWT, K&, A v E2a—, TRV =DM, a AV Y
U BB, et B0 AFEE b S X ) ICiETR&E T
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The intent is to balance both the duration and scheduling of the
coverage.

T, OB ORE X L A7V a— DT v 2B L3 L #HIEL L
72Xy,

When preparing articles and publications, both print and digital, as
far as possible women and men should be given equal exposure
to ensure that the reporting is balanced between the different
genders. Avoid excessive focus on only one gender.

HIRIYI, 73 20 A7 4 T 2b3, LMY 2 ERT 5 B,
AIHEZR IR Y otk & BEFE L L S IcHICh 2 X 5ic L, B 2RI T
DNRTZVADENTZHEL 25 LI LT, —HOMWHZTIcEE
EHEDTHIETBIEL 29,

The quality (production) of women’s and men’s sports coverage and
the presentation of athletes should be equal. Neither gender should
be favoured.

B AR —VHGEDE (FfE) ¢ T7 2V —FDREGITFET
HERETT, EFHLLOWMEBEINEIRETIEIDHY A,

Leverage any bargaining power you have when negotiating media
rights for your sports events to tie in coverage of women'’s
competitions and/or of female athletes (or of the under-
represented gender in your sport) to promote more balanced
coverage.

RS OHGEEIC D W TR T 2 HICiE, ZHEoBHESRET 2 ) —
FO(E R ERE OBEICE W GEVNGEET S T 2R odEIc kO
DFBRE, Bhivhihl-DREKEORB I EZIERL T, X hNTF
VADENT-HEEDILEL X I,

TIP: WORK WITH RHBS

Work closely with Rights-Holding Broadcasters to build a strong
narrative around your sport and introduce your athletes in the lead-
up to your major competitions.

b v b : RHBS & o

MR % R L T 2 0XHEES (RHBS) & RFIGEEEL ., H 773 HY
FTHHICHE T, AR A =Y —%{FY L, FEERKICHITT
TAY—=bPEAALTCHEEL X 9,

Adapt your competition schedule to host women’s and men’s events
closely together and/or change the times to ensure women’s teams
and female athletes are not an “opening act” or playing during
“off hours”.

BHRB DA Y 2 — VR IBL ., otk & k0B A —ReRH I B
HLEL, o F —L29tET 2 ) — 2 THIEE| & 3 Wi ERE
RED [F7 24 L] CHEEINEY T2 ERA0 LS REH2EHE
TH5EIICLEL kI,

TIP: MIXIT UP

The competition schedule plays a critical role in coverage disparity.
The final weekend, and in particular the last Sunday of the Olympic
Games, is a prime broadcasting moment. At PyeongChang 2018,
the IOC adapted the competition schedule to ensure gender balance
both in medal events and in hours of competition for the last day of

eV b B RRAIEEL LD

B AT Y 2 = E, HOEDRRE I E W TCIHREN R EE AR L T,
REDOBERK, FFicAH) vy 70E&HBER I, ko —LrT v 24
LTF, FB 2018 T, IOCHHHEATrYa— v 2FEL., A X AfEH
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competitions, giving equal prominence and exposure to both
women’s and men’s sport. Substantial progress has also been made
between Rio 2016 and Tokyo 2020 to make the Olympic Games
competition schedule gender balanced and set the direction for
future Olympic Games.

& RIS R O T ICBAL ¥ = v A —FEERRER L, Bl o
DREIZFEDFHE L BZHICRS K5I LFELE, VA 2016 & 2020 ©
HEicd, AV vy 2 REDFHEAT Y 2a—1DY = v X —FERK
D, fkoA Y vey 7Kooz Rnd -0 0REN LERERDH Y
L7,
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Interviews and commentaries

AvEea— fEa

When conducting interviews with athletes or their entourage, or
commentating on the field of play, avoid gender-driven guestions
and statements.

TAV—F+RT7 Vv T7—Va (a—F - bL—F— - FlEhLDHIR
BIfRE) ~DA4 v v a—, GG coOEETIBICE, Y2 v ax—
R b L7 (20720 — b MR ZE# L 72) BRICHRSITBTEL
X9,

For example: when interviewing a female athlete on the field of play,
avoid asking about her husband/partner/children, unless she
volunteers the information herself. Interviewers seldom ask male
athletes whether their wives/ partners/children are proud of them.

el ZE, HEBIC VA KET AV — P ~D 4 v A 2 —DFRIC, KK
DHOEATHERREMEZ LR, K SA—bF— - T LB ICHT S
HMzd2038TEL X9, BETRAY —bickL, F- =L+ F
— FEH BT IRRDERATONE T LId, BEALHY T
Ao

DON’T - Attribute success for a female athlete’s achievement to her
coach/entourage (“here’s the man who made it all possible”). Credit
for a male athlete’s success is seldom attributed to the
coach/entourage.

DO - Do recognise that an athlete’s achievement is a team effort.

X DON'T (ffoTiZWwWiIRwZ &) — L7 2 ) — + OO ER %
(OOa—FRLICZOMRIEONEL-72] &, BEICa—FH
L7 BARE (P L —F =K, BliRE) obB»riFchbireddri e
BT EL xS, BT R —bickk, KT A — MicBIL T,
29 LfmAa—fiicimne e T hTnEd,

v DO (RWHEH) - 2 DEFOIEHEN T —L— Lo TOEIo
ek EHLEL X I,

TIP: MIND YOUR TONE

b Y b NEDOSFHRSPEEICEELEL £ 9
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Research has demonstrated that

there is a “stark contrast between the exciting, amplified delivery of
stories about men’s sports and the often dull, matter-of-fact delivery
of women'’s sports stories”. When commentating on sport or
interviewing athletes, inject the same enthusiasm, interest and
professionalism, irrespective of gender.

FEMEIC I NE TBEo 2K —vIicB L Tld, R oo s nz 2
F—=U =L SN, KHEDORKR—=2ICBIL CTld, iHZiE& & LKL
WKRTF B, AL LIEZAM=V =ML ONDE I EHL ] &) xNfig
R fE R AR ENTHWET, B O>wCTa Ay LY, 7RY—F
KA v EZE2—L7h32L2iE, HilicBfRad, RCEE. B,
MEEHEFE>Xo2iIcLEL X5,

TIP: DIVERSIFY YOUR VOICES

Diversity is needed as much on screen as behind the screens and
microphones, in the workforce, at all levels. Consider whether your
pool of commentators or interviewers represents a mix of genders
and backgrounds.

bV EESRLEIEEL £ 9

27 Y —ve=A 70m ST TR, HOWELRVLDAX Y 7
KB L CHEMERRkO bNTHuE ST, aA VT —X—FFfvELra
T — Dk R E O AV TR S LT B, BETL TATL
Ty,

TIP: MEDIA TRAINING FOR ATHLETES

Offer athletes media training opportunities to prepare them to be
interviewed by the media. Via its Athlete365 platform, the IOC
provides athletes with a personal brand toolkit to help them
understand their self-portrayal and develop their personal brand:
olympics.com/athlete365/personalbrand/

LY P TR)—DEDDAT AT PL—=V
TAY—=FCATAT PL—= v 7 OBARREL. 2T 4 T2004
VA a—%Z T 5HEELTOOWEL X9, 10C (Z, Athlete365 7
7y b 74 —LZFHALT, TR =A==V FAN TV Y —
xRy PEEHRL, TRV - FHEPHSOMEO I N 2 EHL., M
HO“7' 7V ¥ %EY EF3 e 2B L g T,

: olympics.com/athlete365/personalbrand/

“I don’t identify myself on the tennis court as a mother. | still identify
myself as a tennis player.

Me being in the quarterfinals, | didn’t get there by being a parent. |
got there by being a tennis player.”

Victoria Azarenka, Belarusian tennis player and Olympic gold
medallist, London 2012

(FAd7 =R2a—+CRBlL LTORASZERL T4 A, BOIET
=A==l oTnET, BLARBICHEbE > 2D, BiZd
LTEHVELA, TZAT L=V —F ol b, ZZIKEEDDNT]
DTY, |

7 )T - THFLVA, RIVL—=V DT AT L —FY—, 2012 F v v
FyA) vy 784X Xk
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“As a kid, | just felt like | didn't really have anyone to look up to that |
felt like I could really relate to, someone that was out and gay and
also competing in sports and finding success.”

Gus Kenworthy, American Olympic freestyle skier and slopestyle
silver medallist, Sochi 2014

[Ty, RAMEEECTHEILE2AIVIT TP LTAFE—Y TR
heBIDHTWAEA, BHOBHK TR, BEHTX 3 AT VwALLE
S>TWE L7, |

HR TV ] ——, TAVIADRAF— - T —RZANLEZT—T
RARANDYFF) /EYy ZERAXY X
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3 Taking Action

TEL L5

Checklists to facilitate implementation

THZIILD 570D F =y 7Y X b

Sport can be a great driver of equality and inclusion, showcasing
athletes and sportspeople from all walks of life excelling on the
Olympic stage and at the highest levels of sport. As leaders,
communicators and content creators in sport, we are in a unique
position to set the tone and help change the conversation and defy
negative stereotypes. To generate new strong, positive and different
role models. To promote balanced coverage — both in quantity and
quality — and fair and inclusive portrayal of sportspeople in all their
diversity.

AR=VF, AV vy 7 0BFECRELRVDAR—Y CiEET 5.
HOWLEDT ZY) — F RAR—VE TEMLEIT LT, FEHEEA
VIN—=VaviHETIREREHNLEEVET, ARV ROV —
Z—, HoERRE, avFvy - 2V —2—ThH B b i3, HED
EHaE 2L W B, A AT 4 THEEBRSEIAL, FEEE 2 3T
Jzd 5, ¥l rGicd o £3, M, AimE T, SETLiE R
—VETNEHICEARLIEL XS, BEHEHOVWTRICEWTH NS
VADENTEHE, TRAY = b4 EAEROTTIRBEIL, A
NIETHRO R HEEHEL E L £ 5,

‘They’re the same gestures, the same medals, the same emotions;
it's the same desire to win, the same pride, the same power to
inspired all those watching. It's not women’s sport; it's sport.’

Tony Estangue, President, Organising Committee for the Olympic
Games Paris 2024.

MRS LS, FLLCE, MUAZA, FILEH, Bbivens
FILBEE, FILE5 #0255, BT 33~ ToAEBIET 2L

Tn3dH s, TLEARE—Y] HAL2%L T RE—Y] AT
F=— T RZ V7, %) 2024 F ) vy JEmiKEHBEESS
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PORTRAYAL IN SPORT CHECKLIST

AR=YDERRF v 7 )AL
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The IOC believes women’s and men’s events are of equal
importance, and this should be reflected in their treatment. It's
therefore important to show and celebrate sporting journeys and
achievements — irrespective of gender, race,

or sexual orientation — with the same passion, respect and
consistency throughout the year, and beyond Olympic cycles.

I0C iZ, Tt BHoFHFEAELLBFE LI ICEETHY, Tl L
DHZE DR NI KRENERETH L EELTVET, 4FIC—FED
AV vy T ch <, FEEE T T WAl ARE, HREEmIC
BAfg7e <. FIUER, E, —BlE2b-oT. AFR—YDTuvR LK
BERINh, fEIND L AEETT,

Remember:
It's as much who you show or write/talk about as how you show
them or write/ talk about them.

DI TEEEL X ) ¢
(5] #HE720, FEnWzY, BT E3RLRELLLOWN, ZOAY
ZlEokric] Rz, FEWZD, B2 0 T2 00EHETT,

Check your content

Equal editorial attention, where possible

avF vV EHERLEL XD

Ask yourself:

Are there considerably more stories and profiles of one gender over
another?

How are you framing your questions and storytelling? Consider if
they are gender-driven or sport-driven.

Are you packaging your content and presenting women’s and men’s
sport with the same enthusiasm and quality?

AJEEZR PR 0 e F oI il E &
HOHB IO IFTL X0y,

HIWRHDANLZICHTEZA =) =707 4 —ABHOHER XY b H
I ARV N /N

HERA =) —Z2 DX ICHATTTVWETH, TNOHBY VK
—thLTCEBINTWE D, D RAFR—yhLTERIN TV S
n, Fv L THAELLED,

WL I 22 T2avFvviieonyr—TicL<, B Lo
AR B & WE TR E LT E T,

Check your imagery

Be balanced and steer away from gender stereotypes

Mg - Bl x F v 7 LTHTLEI N
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NGuRBEN, Vv E—DATFLA XA T (EEBEZ) HBELY B
T35

Ask yourself:
Is there a gender balance across the images being used?

Are women represented in an active and empowered position, and
equally visible and prominent?

Is the focus of the images on performance and sport instead of
aesthetics?

HaBHHICHE AT TSI

fEF XN T 3% - BREETEL DT v RN T WS P

LW B1ET 27 4 7 TAA R DT B, PHEICERHZED, 5k

LCWaZTHiriLTwa e

VichTobnTWw3B )

Check your words

Use neutral language that can be used for all individuals and groups
of individuals

EERXF v 7L THTLEET N

TRTOMENCENTHER SN B/ LT, Frfa (22 0n&
D) BEMEDN TS 2

Ask yourself:

Are you using masculine forms (he/him) in generic references, i.e.
when referring to an unspecified group of people? Or being gender-
neutral (they/them)?

Are you using descriptive words and expressions that can apply to
anyone?

Are you comparing genders, or implying the superiority of one
gender over another?

HOaBHH ISR AT TLZE 0w

VX -=BREIN TR AL DI V- T REETEAIC, BIE
(he/him) ZFEHL TWiwd, &2 WIidHHZ bR WEEH# > T
% D,

HEICTODHTIIE L L) BHHOTECKRIZ L L5 LTWwa i,

RN Ko T L7720, B3RS 5 —FHoWalX v bEATHS
PDXIICEEITR L2 D LT Wwin\nds,

Check your ‘voices’

FERFIv I LTHTLEI N
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Diversify your storytellers and propose gender-balanced and diverse
panels, spokespeople, trainers, role models, etc.

A=V —%%EL., P v X =TV RICEEL =% % A
R, AR=T A=Y v JFEE, o LETAEERRLEL XD

Ask yourself:

What voices are being heard and in what capacity (e.g. as an
authority or expert)?

Are women and minority voices speaking for themselves?

Are your storytellers from different genders and backgrounds?

HaBHHICHE AT TSI

ED X EMR, ED X RGT (FlxE, MR 5GP HEMEK L
LC) KT\

e~ 4 /7 ) 74 0FEIRFINTHE D

B W CHANERERML7ZA =Y —%2 32 & TET
% 2>

ASK THE ATHLETE

Just as you would doublecheck the spelling and pronunciation of a
sportsperson’s name, proactively ask them for their pronouns. Don’t
assume.

TAY—=PMICEHNTAEL X9

MERHES - BN AR — VBT [HHT0 2=V RE 2 RS
Eouc, MHlbHERT 52 LRl Bvidani3gY ] Z2enwo 7
AFI74vdHVET, HRTO RN RBEDOKEZ T TR, T
L7ZEBRRR D E AT, TRV —bicf vixea—LEL kI,
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HOW SPORTS ORGANISATIONS CAN FACILITATE GENDER-
BALANCED COVERAGE

AR =Y HERCDPIC Y = v XK= PR AT 4 THE ZRETE 5 2

There are several initiatives a sports organisation can undertake to
facilitate gender-balanced coverage. Here are a few suggestions:

AR=VHERY 2 v F—VERGEZRT2DICTEL LT D
HYVET, 2ZTEHZTOWL O ERLE T,

1. Ensure the competition schedule is equally balanced for
women’s and men’s events.

1. e BHEOBHEDFEHFICAN T VAR b S X5, BifkA T
:‘/\\:L"—}I/%f%ﬂﬁo
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For example:

* Alternate the women’s and men’s finals between the last and
second-last event of the competition.

* Ensure events are equally scheduled to prevent one gender
competing in time slots where TV coverage is limited or non-existent.

» Make sure women’s and men’s events are equally sequenced to
avoid women'’s events being reflected as the opening act for the
main events later in the day.

Bl Z 0% -

o BLROVYWS % AHH L ik H b ZFH OB OMICHIET %,

o T LUEODOMMKEIARONT WD, b o720 T 2HREATIC, —FF
DURMOBFHAFEENDE Z LichoTLEDLRVE I, BiioH%E
BRAT Y 2a—NVICHET 5,

o THWOBENRZDHDAL VARV (B OBE, BEOHE) ©
HIFED X 5 g clibsn X5, BROFEEAFERBEICR S X
21CT 5,

2. Negotiate broadcasting rights agreements so that women'’s
and men’s competitions have equal coverage and
guarantees for equal broadcast programming.

2. POEMERMITIE, Kk & BYEDBR A FEFICHE X 1, FEFRK
RERMBRAEI N D X 5T 5,

For example:

* Include a clause which prevents rights-holders from producing 30-
minute highlight packages of the women’s game while the men’s
game is given full live, two-hour coverage.

Bl 2 1% -

FBHEDORED 2B DFERT A 7R TR 2 1Cd b bd ., it
DRG0 DANA T4 PRETHKT. LWIHI XHIARMETIEFTE R0
& T B RIA R BUEHERUSE & OFHNITEK 0 AT,

3. Stipulate in host event contracts that women’s and men’s
host broadcaster coverage must be of equal quantity and
quality.

3. HHECRAFEIIEIC, KR MOER OB L OWEIRE U
LEThRLRWI L EHRT 5,

For example:
« Same number of hours and same number of cameras and amount
of specialised equipment.

Bz, [ CHERC . [F%o A 2 7 LHEHEG 2 S %,

4. If your organisation hires the host broadcaster directly,
include the clause noted in point 3 above. Also include an
expectation for a staffing plan in their bid proposal which sees
key roles also being assigned to women (producers,
directors, camera operators and on-air talent) and include
that plan in the final contract.

4. BT 7= DML T A N GER & EHEZ T 254, LiElo R4
YE3RHBMENTLALHEZZD T E I v, /2, AUIRE
o3, BEAKRE (FuFa—H—, FILIR—, HATH
NL—Z— FVITRL YN ICLPEREY YT 2 NRRER
Bz L L, ZOFHHZ REZFICED T I 0,
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5. Organise women’s and men’s competitions so that they occur
at the same location and in the same time frame. Note, this
makes it cost-effective for media outlets to assign reporting
coverage.

5. BRopxFUSHT. [F UKRHES s 2, 1) itk

AT AT 0 HEZE Y Y CHEOBEANMELEE Y 5,

Ensure female athletes and female coaches are put forward
as potential interviewees.

6. WHETAY) —r R —FBA V2 2—DXNRICEBE LI
33,

7. Offer incentives to media outlets to assign female staff.

For example:
« Offer additional accreditations for key positions such as producer,
director, camera operator, editor or photographer.

7. TR Z Yy 7% WBTELICNTEA VYT ATHRATAT
AR 2,

o zid:

cTuTa—Y— TAHLIR— ARXATFRL—Z— HEH. FE
K Y OBRELLIMCSENDOT 7 LF 47— 3 v (BNEH) #Hf
LEL &I,

8. To underscore that gender-balanced portrayal is a priority,
invite a media outlet to conduct a joint content analysis of
their coverage and your organisation’s coverage of an event.
Engage a university journalism department to conduct the
analysis, then meet with the media outlet staff to discuss.

8. YV VX —VEIMRINLERRPVEHRFIHTH 5 L 2liild
272010, AT AT ERBIELC. BiHED 2 v 7 vy ol dt
FTEMLEL & 50 AT 4 THEDORFEL L& OWSEHERIC /T
R L 7242, WA RICO W THUBERBI D X 2 v 7 L1 L
Lo,

-

[

9. Distribute your organisation’s portrayal guidelines to the 9, bAal-DHEBORRIA L IA VEREAT A TICHAL, D
accredited media, asking for feedback on the content and 21 s TN N . N
requesting distribution to their staff. NEILOVWTDT 4 =Ry 72 RDB L L DI, BAZ T

DR ZMEILEL £ 5,

10. Ensure your organisation’s policies and sports rules are free 10. ZHED AR =Y BE oTnE, HAWEJHThs S X5k
of gender bias to avoid fostering the myth that women’s sport - VE e o 4 NN
is inferior or second class. MEEZR LWL, BAoMBorirer—ricy = v

X=X RAR TN E2MEELEL X 5,
p. 21

TRACKING YOUR OUTPUT

o
%
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Knowing who is being promoted as role models and what is being
said and published on your platforms is critical if you want to ensure
balanced portrayal in your sports communication and coverage.
Having factual data allows you to shift attitudes, behaviours and
performance.

AX=Y DA 2=y —ay LHBETN T Y AOMNHMEG 2 RS
26, e —rEwTAL LD TWED, (V794 b
SNS 7% &D) 77 v b 7x—L LTI, NFAINTW2D0%
M5B o AEETT, FECHEIT—2ABNIE, B, {78, <7
FRVREERDL LN TELT,

A gender audit of your content output and creators will help to set the
benchmark and raise awareness on how balanced, or biased, your
teams and coverage are. Tracking your output also helps to monitor
progress and define concrete actions to drive change if and where
needed within your team and organisation.

HWEHR L 22y 7220 T [V v F—EH] 2175 2 L3, iHlikE
WERHEL, HBEF —L ¢ F — LI X 2HEN EDRENT v A2 EN
T3, HE3VIEH>TVBEDHICONTORMEED 3 DI
9, MLONENEZIEVERES 2 C, ERizE=2) v 2L,
Wl - — L AR N B A 2L % R 3772 0 I BRI I % 3R & 2,
matdazeicvbZIbET,

GOAL

For teams and leaders to integrate gender representation
considerations across all editorial plans and content being produced
and published to ensure a balanced output — both in proportion and
in type of coverage.

HAR

FREFHECHIE - I h s a vy yekichnc, HEF—2%Y
— R =N 2V A= AR CEETRE L X, H&5E
NEDWTNICENWTH N T VY ADEN-HERTERTZ 2 &,

This section provides some tips on what to measure and how to start
tracking your output systematically to collect the data.

D7y avTiE, T—XENETIRICMENRET 0, NED
TRV VT EED X ITHRENICEIRT 201220 TDe v FZ WL
DDA L £ T,

WHAT TO TRACK? il % ) % %>
Visibility: Measure who features in the content you publish. For HERFINT VB HET 23y T v Y O CHREET 2 2% HE
example: LE9

72 2
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Measure the gender balance of your stories across your different
outputs; so how many stories feature women, men, or both as
subjects and sources.

IFIFaPEICBWTHiIPNEZA =) —DY 2 VX —FEOE LS
ZEID 9, LB, HE0ITMEE FED L WIXERIF E LT
D EF7RA =0 =Mtk FoH 5 TL x5

Measure the gender balance of the images you post on your
channels; so is the image’s focus on a woman, man, mixed or other
(e.g. venues, city, crowds, equipment, etc.)? Count only who the
focus in the image is, and if that person’s gender is clearly
identifiable.

BT DBFAMICBERIN TV RMRPHME DY = v X =T v 2% HIE
L9, B - mRidatE, B 2z oftt (&85, #H R &%
72 &) DENICELER D2 > T E 0, AYOMWHIDHEE T 2> 5 >
EID, I EEAET,

Measure the gender balance in the videos you produce; so how
many of the speakers are women and how many are men. To go a
step further, measure whether they speak for the same length of
time.

Dl DFMICHEF I N T ZHBRPHPRD Y = v X =T v 22 HIE
LEd, Hiff - Bt Bk i3z oftt (&8, H R &
fi7e &) OENICHERDBH > Twd 0, AYOURIDHIEIC D D> 5 5>
Ed b IR LT,

Measure the gender balance of your social media live streams with
athletes; so how many live streams do you do with female athletes,
male athletes or both together.

V=¥V A7 47 (SNS) DFA TR M) —LTDOTAY—FL DY
VR =NZVRAEMELE T, T AV =+, BETRIYV -, F
72 FOWGT—HDTA TAL ) =% WL DfToTWnEH, KL
L&,

Count who is being quoted as “experts” and “leaders” in your
content; so how many female voices vs. male voices.

av7yyNT I IHMAK] & T —X—] LLTHNMINTY 2 AL
A BROFREL 5,

Note: If a person is featured twice within the same piece of content,
count them only once. Count all original content you produce and
control, including reposts which contribute to the tone of your content
feed and reflect the organisation’s values.

FrRLCay 7y YNTAYR 2 BIf I T2 561E. 1HZT A
T LT EE, av T vy RO EY 5 2, ko MiiE
Blemd s Licsd YRR (&) 280, Hial-250E &
HLTWwaTRTOFYIVFravysFyviionwchy vy LT,

Narrative: Measure the type of coverage and how individuals are
portrayed in the content you commission and/or publish on your
channels.

WIREME - BAHIEE 230 L 22y T v YT, Yo XS hillEsh X
N, HARED XS KT 2%HEL 3,

Categorise the type of content by subject, gender and narrative, for
example: Performance (results, in action) / Pride (national treasure,

avryy o TE, Wl APV -HNETHELEL LI, &
Lz 7w v GER. Bieh) /7748 (EE. %) /K
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hero) / Success / Failure / Personal (journey, life balance) or
Lifestyle / Human interest / News / Performance.

kB /N (k. 9479V R) 11394 72240 NED
BB/ =m0 — R XN T F— VR, T2,

Take it a step further and identify how the story portrays the person
in the content, e.g. as a leader, as a participant, as an expert, as a
source or as a role model, and how prominently the subject features
on your channel, e.g. website homepage, social banner, marketing
materials, social feed, thematic section, etc.

EHI—HEAT, A=) =DBavFvIYHNDOAME ED XS ITHE
LT ZiHiLcAHAEL LI, V—X—2 LT, ZMHEL LT, &
A E LC, HEHRFL LT, T —LEFLELT, ZLTEDA
MR BETDF v ANTENIEZERHLZD X IKRHIN T, &
o PIZIE T 2T A Dy FR=Y NF— =TT 4 VIHE
B, SNS 74 —F, 7=l 27 v avikd,

Evaluate the emotional composition of your images; so is the
imagery action-dominated (competing, training, etc.), emotionally
based (moments of elation and devastation), success-centred (on a
podium, pictured with medals) or objectified (athlete driven or
unintentional)?

B - gD [ze—v a0 (BIER) ZRE O] Z5HiiL T4
FLrd, Bix (B, PL—=vrnd) oM - EEATEICELR
T2, BEBPLRDO2 (EHPEHEOERN R L) | A L7
D (REHT, AXNE PN THE, BE) | HDEWITES
ftanTnwzod (TAY = FBRFEELTWED0, BRI THRND
) o

Evaluate the language used, so is gendered or diminutive language
being used to refer to or describe an athlete?

HONTVEEELZFHMILTCAE L x5, TRV —FZ2fELAY, K
L7220 $270ic, Vv X—NEsECENNREEIMEIH TN T,
FHAD?

Note: Develop a coding scheme to evaluate each content item
against the same criteria.

F:FKavr vy kA CRECHNT2-00a—T 4 v« AF— L4
ZEFELEL X O,

Share of voice: Measure who you put forward as representatives
of your sport/organisation.

RENLFEOLEE : AFK—V/fHBoRFL LCHL2EY LT -r»r2E=
Z2—LFEL LD

Measure the gender balance of your experts, spokespeople and
press attachés. Draw up a list and, if you find there is a significant
gender gap, activate your network and research additional sources
you can add to balance your list.

BMR, AR =7 2=y v KRS D Y = v X =T v ZZHIE L
FLxde VAFEERL, WHANT VvRCKERF Y v 72D 55H6
. A P7 =2 %EfHELC, VRAMDY 2V X—=NT VvV R%¥2 57
DIGEMTE 2 \EFHNE T,
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Storytellers: Measure who creates the content you commission
and/or publish on your channels.

H#PEE  ZRtHEL 213/ L 2 HFHoa vy 7 vy
ZE=ZZ—LEL XD,

XEEDME - T 5

Measure the gender balance of your content production teams and
ask the agencies you’ve commissioned to produce content for you to
list the gender balance of their teams. If you find there is a significant
gender gap, seek out new voices and diversify your storytellers to

v TV IEHEF— LDV 2 VK= NG YR B R— L, VT VY
OHEZ R L-REIFICD, fEF—LDY 2 v X —NF v 2% —&
TELIHKEELEL X9, WHINTZ v RDF ¥ v 7HRRKEWEGE. #T

enjoy different perspectives. LOERAIRD ARGNS L HEL. X% EssoilEE0%
BUEEDB 5L EL L5,
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HOW TO TRACK? E=R) VT DHE

Create an ongoing tagging and tracking system for gender balance
in coverage — this can be done using a content management
application or an Excel spreadsheet.

WEICE T2 Y = v A —FEICHL, BRAZHT GEMT 2V X T 4
EEVEL XY, aVvT v VOERT ) r—a v/ lDRT
Ly Foy—Fr2fioTiTd 2 e RnTcx T,

Tag, count and record your figures in your tracking spreadsheet or
content management tool as the content is being created and
published, or very soon after.

HED/-DDERLZH T, BEHA, BT 220027y Fv—
Feav Ty ERY —VICBTRRERLE T, CoFEER, avT v
VEERLTART 2 & &, H50IEAHEBETCITVWET,

Share the data in weekly or monthly editorial and staff meetings to
evaluate progress, share success and adjust plans to address any
gaps as needed. Establish a cadence which works for you and your
team.

AT -3 BAORESESLAZ y 7RETT — 22 L, EPIRNR
DR, BUIoHXFEZ L ET, /2, LEICIGL. HEDOHHIKEZHE
D57z ZFHEL T, YA CTWERNAE=2Y v 7D
FA I NEMELL TLZI 0,

The purpose of collecting this data is to increase and balance both
the quantity and quality of sportspeople’s representation in your
content to reflect the diversity of the world we live in and ensure
these positive role models can be visible not just during the Olympic
cycles, but also on a daily basis

CoT—2%NETLZHNE, 2vT v YHAOTRY) —toREDOREL
BOWFGEECLTANT v AT, iz b3EGHEERRO LK%
KM3 22 eTF, £, HiME e —VET AR Y vy 7 RAH
7z ced, HEMICHICE S X HIcT 5720 TT,

“There is now a need for action, not pledges. You have really got to
do and deliver, taking representation seriously and making sure that

[5, BEELINTWEDIF, BTl {fTEITcT, EFICST
EHLZTNEELETRA, Vv EF—FEORRICER
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it is considered in all aspects of what you do. And, of course,
continue the ongoing battle to stamp out bias.”

Barbara Slater, BBC Sport Director, IOC Women and Sport
Commission and IOC Press Committee member

¥HOHOWAHMTREZEETZ2 XL ATNIERY A, FL
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A
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Examples

1

50:50 THE EQUALITY PROJECT

In 2018, the BBC launched the 50:50 Equality Project to inspire and
support content-makers to represent women and men equally across
its channels and ensure its content truly reflects the diversity of its
audience. It set out three core principles:

1. Collect datato drive change
2. Measure what you control
3. Don’t compromise on quality

As part of this challenge, BBC Sport launched a campaign in 2019
called #ChangetheGame to change the perception of women’s sport
and showcase sportswomen across BBC outlets. It rallied the whole
organisation behind this campaign, which had a huge impact, with
more than 45 million people consuming women’s sport content
across BBC platforms in 2019.

To learn more about the methodology and results or to get involved,
visit: www.bbc.com/5050

5050 A 22—V 74 - 7wy}

2018 4, BBC 135050 f 2=V 74 - 7av =2 b &b EIF, av
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NZOC & ISENTIA: A GENDER ANALYSIS OF NEW ZEALAND
MEDIA COVERAGE

In 2015, the New Zealand Olympic Committee commissioned media
intelligence company Isentia to examine how New Zealand female
athletes were covered in the media in the build-up to, during and
after the Rio 2016 Olympics. Using content analysis and a wide data
set, this project examined nearly 30,000 mentions of individual
athletes across print, broadcast and online news over a 14-month
period. The analysis focused on imagery, narrative and the language
associated with athletes, examining these factors in reporting on
male athletes compared to female athletes.

To learn more about the project and access the report, visit:
www.isentia. com/latest-reads/nzoc-rio-2016/

Following on from this report, Sport NZ and Isentia are conducting a
major study of gender balance that goes beyond the Olympic
Games. The first study involved an analysis of 40,000 media stories
a year for two years starting in July 2019.

For more information, visit:

sportnz.org.nz/mediaanalysis/about/
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