

Foreword

The Agency for Audio and Audiovisual Media Services carried out the annual analyses of the treatment of gender-related issues receive in the news and current affairs programmes, as well as the way in which women and men are depicted in the programming concepts and contents of the national television services in the Republic of Macedonia, for the sixth time since the Law on Equal Opportunities for Women and Men was adopted back in 2012. 
With the aim of meeting these obligations, the Agency engaged the Institute of Social Sciences and Humanities in Skopje (via a public procurement procedure Ref. No.03-4829/1, dated 30.10.2017) to make an analysis of the contents of the Public Broadcaster’s television services and those of the trade broadcasting companies at the national level, which the Agency is obligated to supervise, i.e. to conduct the following:   
1. Research on the gender-related issues in the programming concepts and contents of the means of public communication; 
2. Research into the way the programming concepts and contents of the means of public communication depict and portray men and women. 
In order to be able to also make a comparison within certain parts of the reports – since it is important to follow the trends in the way gender-related topics are covered, see if gender-related topics are covered in the mass media contents and monitor the way in which they depict men and women – we implemented a nearly identical principle of work and a research instrument as those applied during previous years. 
The 2017 survey was conducted by a team of the Institute of Social Sciences and Humanities – Skopje, composed of Prof. Katerina Kolozova, PhD; Asst. Prof. Viktorija Borovska, PhD; Asst. Prof. Ana Blazeva, PhD, and Mariglen Demiri, in coordination and cooperation with employees of the Agency’s Programme Affairs Department.  
Gender Analysis of the Daily News’ Programming Concepts and Contents
(News Analysis Report)
Methodology 
The methodological approach used in this research on the gender issues present in the programming concepts and contents aired by the means of public communication is the combined one, i.e. the quantitative and qualitative approach. In order to create conditions for an, as high level of comparability with the data obtained in previous years as possible, two other aspects were applied again as well: the same questionnaire was used for the purposes of the analysis, while the accent was placed on the same strategic areas, as specified in the 2013-2020 National Strategy on Gender Equality: human rights; decision-making processes; healthcare; social welfare; education; economic strengthening; women and violence; women and media; women, peace and security, and other topics covered from the gender aspect or of importance to genders. 

The questionnaire, which was aimed at providing data on the presence of gender issues in the prime-time news of the television stations at the national level, utilized UNESCO’s gender-sensitive indicators for media that refer to gender portrayal in media contents (Group B-1 for the news). The questionnaire was conceptualized in a way that included both the quantitative and the qualitative approaches to research. The quantitative part of the research provided data about the total number of news items in the news editions, the number of items analyzed from a gender-related point of view, their duration and the number of appearances of male and female authors, editors, journalists, reporters, interlocutors, interviewees in the news items, etc. Apart from the qualitative data, the questionnaire also provided qualitative data, which made it possible to perform a discourse analysis. Thus, we analyzed the manner of speaking: if it was affirmative in terms of gender equality or objectifying and sexist, and if it used the established stereotypes or intensified and produced new ones. We also classified the types of statements that prevailed (descriptive, evaluating, suggestive, forecasting, etc.). This also provided an opportunity to translate the issues of qualitative nature in a quantified way, by means of coding. 

The sports news, which according to their contents do not cover the above-stated topics, were analyzed in terms of the terminology that was used to depict men and women’s sports, as well as in terms of the number of items referring to men’s and women’s sports, respectively. Also analyzed was the way in which male and female sports were being presented, i.e. the extent to which visual presentations, statements, etc. were used for each of the two categories. 
The samples that were used in the analysis were drawn from the programmes aired during the months of August and September 2017, by the television stations at the state level that broadcast programme via a digital terrestrial multiplex, as follows: the newscasts of the Public Broadcaster aired on MRT1 and MRT2 (in Albanian), and the newscasts of the commercial stations Alsat-M TV, Kanal 5 TV, Alfa TV, Sitel TV and Telma TV. The time period that yielded the seven-day samples for each of the television stations was 17 August – 9 September 2017.  The week analyzed was methodologically formed as follows: 28 August – Monday; 22 August – Tuesday; 16 August – Wednesday; 17 August – Thursday; 1 September – Friday; 9 September – Saturday, and 27 August – Sunday. Analyzed were the primetime daily-information shows of each of the TV stations, aired on these days, as follows:  the MTV1’s News Journal 2 aired at 19:30 hrs. and its Sports News; the MRT2’s News and Sports News at 18:30 hrs.; Alsat-M TV’s News in the Albanian language (Alb. Lajme) at 19:00 hrs.; Alfa TV’s News at 17:30 hrs. and its Sports News; Kanal 5 TV’s Journal at 18:00 hrs.; Sitel TV’s Journal at 19:00 hrs. and its Business News, and Telma TV’s News at 18:30 hrs.
The above broadcasters were selected because, together, they have the greatest share in the total viewership and, consequently, the greatest potential to influence the public.
General findings
Presence of gender issues and the way of their coverage (quantitative and qualitative data)
What can be noticed based on the analysis of gender issues this year is the minimal presence of topics that may be treated from a gender-related aspect and, even more so, the minimum use of a gender-sensitive and gender-affirmative approach in terms of men and women’s equality in these items.  
Expressed in figures, the presence of items that were analyzed from a gender-related aspect on each of the television channels was the following: 
	TV station
	Analyzed items (from the above-stated strategic areas of relevance to gender issues), out of the total number of items 

	MRT1
	2

	MRT2 (news in Albanian)
	2

	Alsat-M TV
	10

	Alfa TV
	2

	Kanal 5 TV
	5

	Sitel TV
	1

	Telma TV
	6


The figures presented above indicate that, in principle, the television media outlets dedicate an extremely small amount of space to topics that are considered important for the gender issues, i.e. for the themes that are part of the strategic areas specified in the 2013-2020 National Strategy on Gender Equality. Of a total of 973 items included in the sample, only 28 referred to the strategic areas. The number of analyzed items that referred to the above-mentioned topics, did not mean that they were covered from a gender-related point of view, i.e. from a gender-sensitive position, by using a language that would be considered affirmative towards gender equality or a gender-conscious speech. 

In this regard, a clearer picture may be obtained when we compare the results on the type of speech used by the (fe)male authors (journalists), on the position regarding genders and on the way in which the TV stations cover a specific, in the items that belong to the group of ‘strategic areas'.   
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These data show that even the small number of items referring to the strategic areas of relevance to gender equality or topics important for the gender issues, are mainly not covered from a gender-related aspect, i.e. they demonstrate a ‘gender-blind” or gender-neutral approach. Most of the TV stations show complete absence of the gender-sensitive approach when covering contents of relevance to gender equality.
The reason for which the Agency for Audio and Audiovisual Services is obligated to conduct analyses of the gender issues and the way men and women are depicted and portrayed in the broadcasters’ programmes every year stems from the power of electronic media to influence the public and create public opinion. It is this power of the media precisely that requires more responsibility for the way these topics are treated and the way of portraying men and women, as well as their inclusion in public life. Nevertheless, based on the data collected from this research, it is evident that media have not used this role of theirs to help affirm gender equality in their contents and programming concepts. Apart from the numerical presentation of the topics covered, a general analysis was made as well of men and women’s inclusion in the items that were relevant for the gender issues (the specified strategic areas) and were more or less treated from a gender aspect. 
	TV station
	Statements by men in items referring to the strategic areas
	Statements by women in items referring to the strategic areas

	MRT1
	0
	0

	MRT2 (news in Albanian)
	3
	0

	Alsat-M TV
	7
	1

	Alfa TV
	0
	0

	Kanal 5 TV
	4
	2

	Sitel TV
	2
	0

	Telma TV
	2
	2

	Total
	18
	5


Data collected from the randomly selected samples of the primetime news editions generate a picture of strong gender asymmetry (with the exception of Telma TV), in terms of the opinions being treated on the media’s part as relevant. Seen all together, in the items under analysis, apart from the male or female journalists, also aired were 18 statements by men and only 5 statements by women.  

As regards if the items were prepared by male or female journalists, the picture indicates that women appear more often in the role of journalists preparing the items. 
	TV station
	Number of items prepared by female journalists 
	Number of items prepared by male journalists

	MRT1
	48
	35

	MRT2
	14
	32

	Alsat-M TV
	36
	43

	Alfa TV
	64
	14

	Kanal 5 TV
	100
	19

	Sitel TV
	77
	77

	Telma TV
	51
	28

	Total
	390
	248


Men, for their part, appear more often as editors of the news, in the majority of TV stations. 
	TV station
	Number of news editions with male editors 
	Number of news editions with female editors 

	MRT1
	7
	0

	MRT2
	7
	7

	Alsat-M TV
	7
	0

	Alfa TV
	4
	3

	Kanal 5 TV
	1
	6

	Sitel TV
	10
	4

	Telma TV
	0
	7

	Total
	37
	30


Nevertheless, the analysis shows that the gender of journalists does not play any particular role in terms of promoting gender equality or taking a gender-sensitive approach to the topics covered. Yet, as will be shown in the individual findings, there is an indication that editors’ gender has a certain influence on the topics and the way news contents are tackled, in terms of gender. 
With regard to the nouns being used for the universal human categories, the conclusion drawn from previous years’ reports remains. Use of the nouns and adjectives’ masculine forms is preferred even in cases when women are at issue
; thus, masculine forms were used, for instance, in the case of nouns denoting a member of Parliament, an Albanian, a senator, a candidate, a member, a mayor, or adjectives such as ‘distinguished’. In the news items on Ms. Melikie Halimi, SDSM’s mayoral candidate in Arachinovo, the candidate herself was missing. She was rarely shown through photos, but she never spoke. In this way, an opportunity was missed to give visibility to the female candidate the news referred to. 
The selection of statements strongly dominated by male interlocutors in some way deletes women from the picture of public life and their participation in politics. This form of invisibility, as known in the gender studies, is contrary to every effort towards strengthening women’s position in society. This impression of women’s absence from public and political life is established and fortified even further through presenting the asymmetrical positioning of genders in the statements, but also through neglecting gender issues in the topics, i.e. news items covered, as well as through implementing a gender-insensitive or gender-blind treatment of the same.
What was noticeable in the sports news was the strikingly smaller number of items on women’s sports. These were usually shown last and were dedicated less attention in terms of visual or graphic presentation.

Individual findings
This part of the Report presents the individual indicators and findings for each media outlet in particular. The findings speak about how daily information editions are prepared, viewed from the prism of gender, i.e. in terms of UNESCO’s gender-sensitive indicators for media. 
MRT 1

In the period under analysis, the MRT1’s newscasts, i.e. the Journal 2 and the Sports News, contained a total of 142 news items. Among all analyzed items, there were two that referred to the strategic areas specified in the 2013-2020 Strategy on Gender Equality.
The first item was about sports, more precisely, tennis. The announcement about women’s tennis went without simultaneously airing a picture that would correspond the news. At the same time, while the presenters spoke about women’s tennis, the telop read information about men’s tennis. This shows how much women’s sports are less important or irrelevant. Right after the news on women’s sports, news about men’s tennis followed, announced previously by means of the telop. This news item was provided with both a recorded material and more space.  

The second example, which is more important for this analysis, referred to an item announced in the following way: “A far-right party member of parliament wears burqa into Senate’s chamber”. The news was actually about Australian Senator and leader of the Australian far-right party, Ms. Pauline Hanson, who had come into the Senate wearing a black burqa and called to ban wearing of this garment in public, for reasons of national security. What was noticeable immediately, viewed from a gender aspect, was the use of the masculine form of the noun denoting the profession (‘pratenik’), despite the fact that the person in question was a woman, for whom there is an appropriate, feminine form of the same noun (‘pratenichka’). The use of a gender-neutral language exclusively in its masculine form constitutes a kind of discourse exclusion of women. As indicated in the analyses since 2012, exclusion by means of annulling gender differences and boiling down an official’s gender to an irrelevant information indicates that the term, when uttered in its masculine form, involves a dimension of dignity, importance and universality. In addition, the item was not covered explicitly from a gender aspect, but the wearing of a burqa was looked at from the aspect of national security and religious issues. The topic of wearing a burqa, apart from being a religious right, is one of the frequently analyzed topics in terms of women’s rights and gender studies, but, in this item, this was avoided and a gender-blind approach and speech were used, while the topic was covered in an informative way although the issue concerned Muslim women.   
Although the presence of female journalists as authors of the MRT1’s news items is greater (48 female journalists as opposed to 35 male journalists), nevertheless, the Journal is edited by men. Men prevail in the sports news as well, both as journalists and as editors.  
The sports news included in the sample contained 33 news items dedicated to men’s sports and only seven dedicated to women’s sports. Most often, the items on women’s sports lack a recorded or graphic presentation. 
MRT 2 
The MRT 2 newscasts, i.e. News and Sports News, contained a total of 149 news items. Of these, two items could be singled out as tackling topics that belong to the strategic areas.  
One of these was the item dedicated to the selection of male and female candidates for the elections, focusing on SDSM’s candidate Ms. Melikie Halimi for Mayor of Arachinovo. The journalist applied a gender-neutral approach to the item, while the statement made by Prime Minister Zoran Zaev was gender-insensitive. Namely, the masculine form of a noun denoting an office, in this case that of Mayor. The Prime Minister presented the decision to nominate a woman as avant-garde, and used the masculine form of the noun denoting the candidate’s ethnicity (‘Albanec’), instead of the feminine one (‘Albanka’). The media outlet cannot influence the statements of the politicians or the interlocutors, but can decide on which parts of a statement will be aired in their news item. This news item did not contain any statement or part of a speech given by the mayoral candidate Ms. Halimi. In fact, she was not even shown visually, although the entire item was about her mayoral candidacy. She was brought down to an invisible figure in the literal sense of the word. 
The other item was the news about Maјlinda Kelmendi, a female judoka from Kosovo, who was announced the best in the world in her category. The news was conveyed as information, using a gender-neutral language. The item was given one minute and 15 seconds, including a visual presentation of Kelmendi receiving her award and a footage of her match. 
Male journalists’ number in the news items of MRT2 is larger – 32 male as opposed to 14 female journalists – while news editing is equally divided between women and men. 
The sports news that were part of the sample included 22 items dedicated to men’s sports, and only 2 items about women’s sports.  

ALSAT-M TV
The sample of the Alsat-M TV’s news, i.e. Lajme, which was analyzed, included a total of 134 news items. Of all the topics analyzed, ten were related to the strategic areas specified in the 2013-2020 Strategy on Gender Equality, which made Alsat M TV the media outlet with the largest number of analyzed items. 

This TV station, too, aired the news about Majlinda Kelmendi, the winner of the world’s best female judoka award. The news was conveyed as information. It was assigned 50 seconds and contained visual presentation of the award ceremony and Majlinda Kelmendi’s speech.  

Also covered were two pieces of news from the sphere of education – about the discriminating contents of the Albanian-language textbooks and about division of education along party lines. These items, too, were conveyed as information, using a gender-neutral tone. What was interesting about these news was that, in conveying them, Telma TV, for instance, indicated implicitly that gender stereotypes were at issue. The item aired by Alsat-M TV did not mention that the news were about gender stereotypes in the textbooks. 

As regards topics on violence, there were three news items that were analyzed – about the events of 27 April, the murder of Dilaver Bojku and the story about the creator of the Kalashnikov rifle, who had sought to confess his sins before his death, because his invention had killed a large number of people. Similar to the items mentioned above, these, too, had a gender-neutral approach. 
The remaining items that were analyzed belonged to the following strategic areas: decision-making processes and human rights. These items, too, were conveyed informatively, using the gender-neutral approach. 
The numbers of male and female journalists present in the Alsat-M TV’s newscasts are nearly equivalent: 36 were women, while 43 were men. Nevertheless, news editing was in the hands of men. 

Of the sports news included in the sample, 21 were items dedicated to men’s sports, with only one item being about women’s sports.
ALFA TV

With Alfa TV, the sample composed of its News at 17:30 and Sports News editions included a total of 163 items, two of which were related to the strategic areas specified in the 2013-2020 Strategy on Gender Equality.

Both news items were about violence. The first informed about a horrifying attack on an entire family, in which a man had been killed, while his wife, daughter and daughter-in-law had been injured. The female journalist who conveyed the news took a gender-neutral position. The speech she used was descriptive and gender-neutral. 
The second item informed about an attack on two police officers outside the Embassy of Bosnia and Herzegovina by a 65-year-old woman and her 42-year-old daughter. This item, too, was presented as information, using gender-neutral speech and conveying the details obtained from the Interior Ministry’s bulletin.   

The number of male and female journalists present in the Alfa TV’s news items, respectively, shows prevalence of female journalists, as there were 64 items authored by female journalists as opposed to 14 by male journalists, just as it does in the sphere of editing, where female editors (5) are more numerous than the male editors (3). 

Of the sports news included in the sample, 35 items were dedicated to men’s sports, whereas only three items were about women’s sports. 
KANAL 5 TV
In the period under analysis, registered within the sample of Kanal 5 TV’s News at 18:30 were 157 aired news items, five of which were on topics belonging to the areas specified in the 2013-2020 Strategy on Gender Equality.

The first item was the news about a female candidate for Mayor of Arachinovo. The female journalist used gender-neutral speech in the item, whereas the interlocutor (the Prime Minister) used gender-insensitive and heteronormative speech. Namely, in the beginning, he spoke of the candidate as if she was a man and not a woman. He described the decision to nominate a woman as avant-garde: “In Arachinovo, we will nominate a citizen of the ethnic Albanian community, a member of the SDSM, but, most importantly, a respected
 member of society. The beauty, the joy and the avant-garde nature of the very concept is that we will have a lady [running for mayor, translator’s note]. We will nominate an Albanian woman, Melikie Halimi”. Her gender was actually used as an element of surprise at the end of the statement. The item itself did not present Melikie Halimi or air any statement made by her. 

 Then, there were several items on the topic of violence. The first one was about the murder and attack on an entire family in Veles that had been announced on Facebook. The topic was covered in a gender-neutral fashion. Then followed an item about the trend of announcing murders on the Internet and airing the acts of murder directly on the Internet. One of the examples given was a case of femicide, in which the husband announced and murdered his wife live on the Internet. The approach to the topic was gender-neutral, while the reasons were sought in the criminals’ state of mind. 
The next item analyzed was the news about the Australian female MP who had come to Parliament dressed in a burqa. The news was conveyed informatively, but alongside the statement of the MP, who had done this to allude to the dangers to public security, the statement of an Australian male senator was aired stressing that her act was insulting to women and all Muslims. The approach of the male journalist who had prepared this item was gender-neutral and gender-blind. 
The last item was about India, and was announced as follows: “The controversial law on divorce abolished in one minute.” The item dedicated attention to the gender aspect as well, stating that the act of abolishing this law protected women’s rights in India: “This decision was perceived as a victory of Muslim women who had claimed for a long time that the Law on Divorce violated their right to equality.” This item was short and lasted 41 seconds, which did not allow for any more thorough elaboration in terms of the gender-related aspect of this news. 
The presence of male and female journalists in the news items of Kanal 5 TV showed prevalence of female journalists – 100, as opposed to 19 male journalists. Women outnumbered men in the sphere of editing as well, as there were 10 female editors and 1 male editor.  

The Kanal 5 TV news sample contained a smaller number of news items about sports. All six sports news items were about men’s sports. 
SITEL TV
The analyzed editions of Sitel TV’s Journal at 19:00 and its Business News contained a total of 130 items. One of these was dedicated to a topic specified as a strategic area in the 2013-2020 Strategy on Gender Equality.

The item was about the candidacy of SDSM’s Melikie Halimi for Mayor of Arachinovo. The item was conveyed descriptively; the presenter’s approach was gender-neutral, but the Prime Minister’s statement aired as part of the item contained gender-insensitive speech, as, in the beginning, the latter spoke about the candidate using masculine grammatical gender. The item did not present the candidate at all. Just like the other media outlets, this one aired the same statement of the Prime Minister, who did not use gender-sensitive speech in this case. Our guess is that he did this in order to cause greater surprise among the viewers and listeners once he would announce the gender and ethnicity of their mayoral candidate in Arachinovo.  As previously underlined, media outlets cannot influence the interlocutors’ language, but they certainly have a say in the choice on which part of the statement will be aired in the newscast and on who will be asked to make a statement.  
There is a balanced presence of male and female journalists in the Sitel TV’s news items, with 77 female and 77 male journalists, respectively. However, men prevail in news editing, as there are 10 editions with male editors and 4 with female editors.  
Of the sports news covered by the sample, 25 were items dedicated to men’s sports, while only two were about women’s sports. 
TELMA TV

Out of a total of 98 news items aired in the Telma TV’s News at 18:30 during the days under analysis, six referred to the strategic areas. 

The first item was about the increased number of women seeking help after having lost their jobs due to pregnancy. The approach to the news item was gender-sensitive. A problem was tackled that concerned women workers and their rights. Telma TV was the only one to air this news. The item treated the topic as a problem, and lasted 3 minutes, which was far longer than the usual duration of items aired by the other media outlets (which was about a minute). It promoted gender equality, but the author did not make his own assessment, i.e. he only provided information about the role that courts and their verdicts played in the problem of insufficient legal protection for women who had lost their jobs due to pregnancy. Nevertheless, one should not neglect the outlet’s decision to air this news at prime time, whereas the other media outlets did not have it among their items at all. 
The next item analyzed was about the amendments to the Law on Minimum Wages. The item dedicated to the debate on amending this law and the possibility to raise salaries in the textile industry was conveyed informatively. The language it used was gender-neutral. The gender-related aspect was visible only in the aired footage of women workers in the textile industry, which illustrated the item. The news item mentioned the possibility of raising the salaries in textile industry, but women, who constitute the majority work force in textile industry, were not mentioned explicitly. 
Also analyzed was the news item about the Australian far-right party senator Pauline Hansen, who set for 20 minutes, dressed in burqa at a session in Parliament. Then she took it off and called for ban against wearing it in public, for reasons of national security. The speech used in the item was gender-neutral. The news was presented as part of the topic of national security and respect for religious rights in Australia. As was mentioned previously, wearing a burqa is one of the issues that concern religious and gender rights, but this item did not elaborate on the gender aspect of the same.  

Part of the sample was also an item about a guru from India who had been sentenced to 20-year imprisonment for having committed rapes. The item was conveyed informatively. The speech it used was gender-neutral and was reduced to only one sentence informing that the Indian guru had been sentenced to a total of 20 years in prison for having raped two of his female followers. Further on, the news was tackled from the aspect of public security. This item lasted 32 seconds. 
The news item on the topic of education referred to the revision of primary school textbooks that contained stereotypes, but it did not mention explicitly that gender stereotypes were at issue. The gender aspect was only implicitly present, through the footage/pictures aired as part of the item. The item showed a picture of a textbook page showing the title of the lesson, “Women’s Rights,” as well as a lesson titled “Married Life and Marriage Roles”. Unfortunately, the item did not make use of the opportunity to affirm gender equality. In fact, the term ‘gender’ was not mentioned in this item at all. The text of the item did not deal with gender issues, but the pictures aired in the item indicated that the traditional portrayal of gender roles is problematic. 

The last item analyzed was the one about SDSM’s Melikie Halimi and her mayoral candidacy in Arachinovo. The female journalist announced the item in the following way: “For Kurban Bajram (Eid-al-Adha) in Arachinovo, there is ‘baklava’, water and juice. (Zoran Zaev, author’s note) was served baklava by an Albanian woman. Somewhat later, we found out she had an additional reason to be nervous – she was not only serving baklava to the Prime Minister, but to the leader of the party she is a member of and that would nominate her at the forthcoming local elections for Mayor of this municipality.” 
With this statement, the female journalist presented the news that SDSM would nominate an Albanian woman for Arachinovo Mayor in a stereotyped fashion. The candidate’s role was presented as that of a woman who serves the Prime Minister and party leader. In this, instead of the feminine form of the noun denoting ‘mayor’ in Macedonian, the masculine form was used. The item did not set aside any space for the candidate to introduce herself personally – this opportunity was given to Zoran Zaev. The only visual presentation of the candidate for Arachinovo Mayor was the moment when she served baklava to the Prime Minister. His statement was the same one aired by the other media outlets: “The beauty, the joy and the avant-garde nature of the very concept is that we will have a lady [running for mayor, translator’s note]. We will nominate an Albanian woman, her name is Melikie Halimi. I believe today she is here with us. With such a candidate, I believe that, as a social figure, as a person, she is integrated in many important segments of citizens’ daily lives. With a person who lives here with her family and originates from this place, I believe we will be acceptable and attractive enough to win the support of the majority of citizens of Arachinovo.” Presented and depicted in this way, the news stereotyped the role of women. Also, unlike the other TV media outlets that conveyed this same news and used gender-neutral speech to do so, in this case, the female journalist of Telma TV who presented the news, used gender-insensitive speech and accentuated the stereotype of women exclusively as housewives and servants of men, although this was about a female candidate for mayor of a municipality. Additionally, problematic was the selected visual presentation of Melikie Halimi, by means of a footage showing the moment she served the baklava, but no speech or statement on her part.
More news items on Telma TV were made by female journalists (51) and fewer by male journalists (28). The editing of the news that entered the sample for this research showed it was done solely by women.  
In the sports news covered by the sample, 19 of the items were dedicated to men’s sports, while only one item was about women’s sports. 
Conclusions
Raising public awareness about gender issues is key to improving the situation concerning equal opportunities for men and women and the promotion of gender rights and equality. The need to introduce gender perspective in the coverage and placement of news on the part of the means for public communication appears to be a necessity, so that the efforts and goals arising from the 2013-2020 National Strategy for Gender Equality, as well as the Law on Equal Opportunities for Women and Men, could be achieved.  
Based on the analysis of gender issues treatment in the news aired by the national TV stations broadcasting programme via digital terrestrial multiplex, one could notice that women are attributed less visibility, their voice is less heard and they are shown visually less often. The general conclusion that can be drawn from the research findings indicates a lack of news items on topics of relevance to genders. In addition, in the small number of items that can be analyzed from a gender aspect, the gender-blind or gender-neutral approach prevails. Even on topics where gender perspective can be applied, news content is mainly emptied of sensitivity with regard to gender issues. On the other hand, there is a positive outcome in the fact that the gender-objectifying or sexist approach was also absent from the contents at issue. Cases where sexist or objectifying speech was used were noted in the reports on previous years (2012-2013), but this year, the news samples analyzed did not include any such case. The only negative example in terms of the speech used this year was gender-insensitive speech, i.e. stereotyping.

Considering all data obtained, we come to the fundamental conclusion that, in the public media sphere, which is dominated by men, a general division is being established (visually and in the discourse), which can be described in the following way: in general, reporting on certain topics or events that carry various implications concerning genders is done by using gender-blind or gender-neutral speech. 

In terms of creating opinions and raising awareness, media hold the position of an influential social power that may offer support and help the realization of these goals. Apart from reporting accurately, correctly and without bias, the media have an opportunity to make a choice on how much and in what way they will be reporting, what type of statements they will show and what speech will be used in conveying information. Moreover, they can recognize what type of social implications a certain event or news will have for men and women, respectively. Simply put, media do not only convey reality, but also take active part in creating it, not only in terms of discourse, but in terms of visual presentation as well. This is where their ability for proactive action comes from, with the aim of carrying out more swiftly and more efficiently the mission to constantly raise awareness about gender issues. 
This year, there has been an evident nearly total absence of topics treated in terms of gender. Even those few topics found in this year’s sample, which could have been elaborated on more explicitly in gender-affirmative terms, were mainly covered using a descriptive informative approach. 
In a nutshell, the conclusions drawn from the analysis of gender issues in the broadcasters’ programming concepts are the following: 
· The topics that could have been elaborated from a gender aspect were not recognized by the (fe)male journalists of the TV media outlets; 
· Gender issues and topics had a low level or presence in the daily information editions; 
· The trend of using masculine grammatical gender as universal in presenting the professions and functions of women, who are either professionally engaged or appear as interlocutors in the news, continues; 
· Gender perspective was absent from items that could have otherwise been covered using this approach;
· Despite the fact that the number of female and male editors was nearly equal, while the number of female journalists in the sample used to analyze gender issues was larger, yet, the number of female interlocutors was smaller than that of male interlocutors;
· Although there was greater presence of female journalists in the media, no positive trend was noticed with regard to gender treatment on the media’s part. Yet, wherever the number of female editors was larger, one could notice a somewhat positive trend in terms of gender treatment; 
· Men, holders of high public offices, appeared in a larger number of different news items aired in the daily news editions, most often in their role as interlocutors. 
Recommendations 
The recommendations arising from this analysis are directed towards implementation of a more proactive attitude and inclusion on televisions’ part for the purpose of affirming the values of equality between men and women. Compared to previous years, the following recommendations mark a minimally changed situation and picture conveyed by the televisions in terms of gender issues. Hoping that this report will reach the media, television stations in particular, what we would like to recommend is the following:  
· Topics that concern the issues of equal presence of genders in the decision-making structures, the social and political spheres, should be introduced; 
· Introducing topics of interest to gender equality; 
· Increased presence of women as interlocutors in their capacity as experts or political authorities; 
· Use of the gender perspective in covering topics that may be tackled from a gender-related aspect and that allow gender-affirmative approach. 
Analysis of the Way Women and Men are Depicted and Portrayed in Broadcasters’ Programming Concepts and Contents

(Advertisement Analysis Report)
Methodology 
In order to obtain а complete picture about media’s attitude towards gender and gender-related topics and issues, when analyzing broadcasters’ contents and programming concepts it is important to take into account the manner in which they depict women and men. In this regard, it is necessary to perceive the picture provided by the qualitative and quantitative indicators, based on UNESCO’s gender sensitive indicators for media. This requires an analysis of the correlation of women and men present (in terms of their visibility to the audience), as well as the qualitative aspect or in what way and in what roles they are depicted, what is the character of the depiction, the basic physical characteristics, the nature of social setup, what social roles are being promoted, if the entities are depicted as active or passive, if they are objectified and if the way in which they are depicted and portrayed points to a presence of certain gender stereotypes and discriminations. 
This year, the sample used for analysis consisted of 29 advertising spots. The sample was composed of the commercials that were aired most frequently during the prime time (from 17:00 hrs. until 23:00 hrs.), in the period between 15 August and 15 September 2017. It was formed through monitoring the programmes of the national television stations that air programme via digital terrestrial multiplex: MRT1, MRT2, Alsat-M TV, Alfa TV, Kanal 5 TV, Sitel TV and Telma TV. These commercials appear on the other television channels as well. 
The ads that were subject to analysis were as follows: Ariel; Nivea Men; Lakalut; Schweppes; Coca Cola; Fanta; Always Platinum; Fairy; Head and Shoulders; Dove Men; Dove Women; Dove Men +Care; Lenor; Peros; Mister Proper; Neotel; Stobi Flips; Hugo Boss; Coca Cola; VIP; Makpetrol; Orbit; Osiguruvanje Makedonija [Insurance Macedonia, translator’s note]; Orbit 2; Skopsko [beer, translator’s note]; Magnatrans; Dormeo; Nivea and Savex. 
One of the criteria applied to the ads’ selection was that there were men and women in the ads appearing in a primary role. The commercials were analyzed using a methodological instrument, a questionnaire prepared especially for this purpose, containing both qualitative and quantitative indicators, in tune with UNESCO’s gender sensitive indicators for media referring to gender portrayal in media contents (Group B2 – for commercials). 

The following indicators were used: number of men and women as narrators and as entities; the type of gender roles presented; the way men and women were depicted and portrayed and if their roles were active or passive, traditional or non-traditional; victims or perpetrators; wise or lightminded; the woman as a problem or the man as a problem; if she was gentle and sensitive and if he was rude and less sensitive; power/powerlessness; decoration (attracting attention with one’s physical appearance); the importance ascribed to physical appearance, etc.

Explication of the general quantitative findings 
The questionnaire that referred to the commercials yielded both qualitative and quantitative data about the depiction and portrayal of men and women in the programmes. What can be seen from the quantitative data is a relative balance of men and women’s presence as actors in the ads, with women’s presence being mildly greater; however, the following data indicate a certain gender asymmetry in favour of the male gender, in the form of narrator’s voice, or actor’s voice.  


Male and female persons presented in the ads: 
Men: 171

Women: 187
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Men and women as entities who speak in the ads: 
Men: 22

Women:  18
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Men and women as narrators in the ads:

Men: 21

Women: 13
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The voice that is most often heard in the form of an entity or narrator is the male’s voice. The message that these data convey is that the active entity – the one who has a say – is the man. This setup shows that, to a certain extent, the woman is mostly ‘mute’, i.e. the use of female voices in the ads portrays them as being in a subordinate position with regard to men. As for men, they are considered as more convincing, i.e. as entities who can convey a message.  

 Men appear more often as narrators in the ads made for the global market (11), compared to those made for the domestic market (6). Women, although generally appearing less often as narrators compared to men (if we compare the data about female narrators in the ads intended for the global market to those on female narrators in the ads made for the domestic market), appear as narrators in the ads made for Macedonia and the regional market more often (10), compared to the number of female narrators in the ads made for the global market (7).

Nevertheless, it is noticeable that women have an advantage in terms of their physical presence in both types of ads. 
In terms of presence by age, the most present group are women between 18 and 30 years of age (a total of 32 women), and this in ads made for the domestic market. Men, although fewer compared to women, are most present in ads made for the domestic market (25 men), in the age category of 18-30 year olds. It is noticeable that, in the ads made for the global market, men and women above 45 years of age are lacking. Actually, the invisibility of more adult categories of male and female citizens in the advertising videos contained in this year’s sample for analysis – is rather evident. 
	Age
	Men
	Women

	
	dom./reg.
	global
	dom./reg.
	global

	under-18s
	6
	9
	5
	9

	18-30
	25
	18
	32
	20

	31-45
	8
	7
	9
	6

	above 46
	6
	0
	8
	0

	Total by market
	45
	34
	46
	43

	Total by gender
	79
	89

	Total 
	168


The depiction of women and men as objects, as sexual objects in particular, is of particular relevance for the gender analysis of the advertising spots. This year’s sample indicates that objectifying depiction of male and female actors in the ads, i.e. their depiction as sexual objects, was generally avoided. Only in two cases was there implied sexual objectification of men and women. This was the case of the “Hugo Boss: The Sent Intense” ad, where the woman was depicted as beautiful, sensual, well dressed (as a model). The same description may be used about the man. The woman seduces the man with her scent, looks and touch, with the camera focusing more on the woman’s lips, rather than his. The man seduces her by his touch, which is a stereotyped presentation of male sexuality. Both protagonists look dynamic, but the ad does not leave a feeling that there is some inequality between them.  
What could be noticed with some of the ads was that men and women were used to attract attention with their physical appearance, stressing their decorative function, but no accentuated sexism could be spotted. In the analyses made in some of the previous years, in terms of depicting and portraying women and men in the ads that were part of the gender analysis, women had the supremacy in this regard. 

Apart from the presence of men and women in the commercials, also important is their spatial positioning. It was necessary to look at the way in which they were positioned on the screen (who is in the forefront and who is in the background, who is in the centre and who stands on the side). In this year’s representative sample of advertisements, one could notice that women had dominant positions, in the centre or more close up. Yet, if we look at a more detailed picture, in terms of dominance and spatial positioning, things stand as follows:  
· Six of the ads portray both sexes equally, in terms of their spatial positioning;  
· In as many as 11 of the ads, one sex is missing – most often the male one (with these ads, where one of the sexes is not depicted, the male sex was missing in 8 cases, and the female sex – in 3); 
· In 15 of the ads, women occupy a dominant, central position, as opposed to 7 men who are placed dominantly on screen. These are ads where both sexes appear. 
Women dominate or are centrally positioned on screen in advertising spots that most often advertise female hygiene, household and laundry products. More precisely, women were centrally positioned on screen in eight ads that were intended for women exclusively; four advertising spots for products intended for both men and women, and one ad for products intended for men.  

Men are positioned centrally on screen in advertising spots that most often advertise male hygiene products and beer. This was the case with four ads intended for men exclusively, and two advertising spots intended for both sexes. 
Explication of the general and individual qualitative findings 
What says much more about depiction and portrayal of men and women are the social roles assigned to them and the presentation of gender roles in the ads’ sample. 
What can be noticed first, in terms of how men and women’s roles are depicted in the ads is that, with both sexes, physical appearance is of great importance. Women are mainly attractive, young, smiling, and slender. Men have attractive physical appearance, too; their fitness and stamina are given great importance, as is their practicing of sports. Stereotyped portrayal of male and female roles in the ads was noted to a smaller extent. Women were generally active and dominant at home, as those who are in charge of maintaining cleanliness and kitchen chores, or in the role of primary school teachers, mothers or persons who take care of the children. Ads also indicate that ‘women’s interests” are related to shopping or the like, while men are interested in sports, football in particular. 
Three of the ads could be singled out as unconventional with regard to the gender roles. One of them is the Orbit chewing gums ad, which depicts a woman running away from her own wedding and thus doing something revolutionary (the escape), showing that she does not need a man. The point of the ad is that man’s material and status privileges do not mean that he can own the woman, i.e. she is independent and can turn her back on all this. The slogan goes “Orbit, time to shine”.

The second commercial that was singled out – in which men are depicted in a subtly different light than the stereotype – is the ad on Dormeo mattresses. Men are depicted as very attentive, gentle and caring towards their female partners and children (men wake up first; the father is the one waking the child up). Women enjoy the love of their partner. They laugh and are calm. The couples are depicted as happy, having good communication and mutual respect. This ad, apart from normatively depicting family communities with couples and children, avoids showing the family or domestic activities that are stereotyped with regard to gender. The ad focuses on the greater caring and love on men’s part. 
The third ad that sticks out in particular compared to the other ads is the Makpetrol commercial, aimed precisely at depicting gender- and age-related roles in a non-stereotypical fashion. In fact, the aim is that this be the element of surprise in the ad itself. The ad is about a man and a woman, whose gender and age identity cannot be discovered until the very end of the ad. They are dressed as motorcyclists who ride fast and compete with each other over who will reach the gas station first. The winner is a mature woman, while the man is also at a later age. They both have grey hairs. The ad affirms gender equality through breaking down the stereotypes about women drivers and about elderly people. 
As regards the social roles depicted in the ads, the persons that most often appear in ads are young and attractive, in good physical shape (men and women equally), parents, housewives and househusbands, business persons, male and female friends, men and women practicing sports. Among men, we can often see athletes, mostly footballers.  
What can be noticed is that ads generally lack persons who do not have an ideal body mass and are not in the best shape, less attractive persons, as well as elderly persons. 
Compared to the analyses conducted in previous years, one can notice certain changes in terms of men and women’s depiction and portrayal. For instance, what dominated in the ads covered by the 2013 analysis were stereotyped depictions of the gender roles, which placed women at home, as mothers, caregivers to children and housewives in the kitchen. Men were depicted as ‘heads’ of the family, authorities, public figures, leaders, decision-makers. Also evident is the avoidance of sexual objectification of women, but also of men, in the ads’ visual presentation, compared to the analyses made for the needs of the Agency for Audio and Audiovisual Media Services in 2012 and 2013, respectively. 
Conclusions
Based on the analysis of the way broadcasters’ programming concepts and contents depicted and portrayed men and women in 2017 (the ads in particular), the following conclusions can be drawn: 
· There is a certain balance in terms of the presence of men and women as actors in the ads. Also, there is a certain equality in terms of the voice of entities speaking in the ads, especially in the ads intended for the Macedonian/regional market, while in the ads intended for the global market the voices of male entities prevail. In terms of narration, there is an evident prevalence of male voices in both the ads intended for the global market and those made for the Macedonian market;
· Traditional depiction of gender roles can most frequently be seen in ads on house cleaning and laundry products, and it most often refers to female roles, while men are traditionally dominant in ads depicting sports activities; 
· There is an evident absence of elderly persons, especially in the ads intended for the foreign market. The most numerous age group are women and men aged 18-30, while those above 45 years of age are the least present, or, more precisely, completely absent;  
· The message that can be drawn from the ads is that physical appearance and vitality of both men and women are rather important. 
With the editorial decisions they make on a daily basis, media have a responsibility in terms of the reality they create and convey to the audience.  When it comes to commercials, the situation is more specific, particularly concerning the privately-owned media outlets. These depend financially on the number of ads aired, yet do not create the ads or choose the latter’s contents themselves. Nevertheless, even when airing commercial contents, they have legal obligations they must not neglect, including the ones banning ads from jeopardizing human dignity or being based on accentuation of gender differences. What they can do is include or tackle in the remaining contents aired as part of their TV programmes, topics and contents that incorporate the gender perspective and affirm genders.
Recommendations 
· If a TV station receives an ad the contents of which affect women and men’s dignity and create a discourse that jeopardizes the rights of women and men, as laid down in the domestic legislation and the international documents ratified by the Republic of Macedonia, it should refuse to air the same or seek correction;   
· They should act proactively, through their programming contents: for instance, in their entertainment shows, or the shows that contain ads, they should introduce contents that would “neutralize” the unwanted covert or open messages and the stereotyped and objectifying depiction of men and women in the ads. 
Annexes
Short Bios of the Research Team Members
katerina kolozova, PHD

Katerina Kolozova is the Director of the Institute of Social Sciences and Humanities in Skopje and Professor of Gender Studies at the University American College in Skopje. She is also a visiting professor at several universities on the territory of the former Yugoslavia and Bulgaria. She conducted her post-doctoral research at the University of Berkeley – California, under Judith Butler’s supervision. She is the coordinator of numerous international surveys in the field of gender studies and political philosophy and is one of the founders of Southeast Europe’s Regional Gender Studies Network. She is the author of the following books: Cut of the Real: Subjectivity in Poststucturalist Philosophy (Columbia University Press, 2014), Toward a Radical Metaphysics of Socialism: Marx and Laruelle (punctum books, 2015), and co-editor of After the “Speculative Turn”: Realism, Philosophy, and Feminism (punctum books, 2016).
Viktorija borovska, PHD

Viktorija Borovska is a scholarly associate/researcher at the Institute of Social Sciences and Humanities in Skopje. She holds a PhD in sociological sciences. The list of projects in the field of gender issues she has worked on as a researcher includes “Ethnic and Gender Inclusion in the LGBT Movement in Macedonia”; analyses for the needs of the Broadcasting Council in 2012 and 2013 concerning gender depiction and portrayal in the media; “Gender Equality as a Social Value and the Creation of Policies for Its Implementation in the Institutions and Society’s Practice”; “Index of Social Inclusion at the Local Level: Creating an Instrument for Assessing Equal Access and Just Distribution of Local Services”; the project from the seventh framework programme of the European Commission, FP7, titled “Gender, Migrations and Intercultural Relations” (Ge.M.I.C), etc. 

She is also experienced in creating research methodologies in the field of social sciences, and making use of both quantitative and qualitative research methods, data processing and their analysis.
ANA BLAZHEVA, PHD
Ana Blazheva is a scholarly associate/researcher at the Institute of Social Sciences and Humanities in Skopje. She holds a diploma in psychology, followed by an M.A. in sociology and gender studies and a PhD in cultural studies. As a researcher, she has taken part in various national and international research projects on gender equality, education, youth and marginalized communities. In the more recent years, she has taken part in researches in the field of public policies in various sectors – gender, media, education, etc. 
Her interest is directed at the interdisciplinary approach to emotions and the political aspect. She is the author of many texts, research studies, articles, brochures and handbooks. 
MARIGLEN DEMIRI
Mariglen Demiri is an assistant researcher at the Institute of Social Sciences and Humanities in Skopje. She graduated philosophy from the Institute of Philosophy, in Skopje, Ss Cyril and Methodius University, with 10.00 as her average grade. Currently, she is pursuing her M.A. studies at the same Institute. 

She is the co-author of the study titled “Nationalism in (no) Context: Cooperation of Albanians and Macedonians from the Ilinden Uprising to the National Liberation War” (Skopje: LD Solidarnost, 2014), published in Macedonian and Albanian. 
She is the author of Life by the Border (Skopje: European Policy Institute, 2016), published in Macedonian. She is the author of a dozen of columns and articles.  






Institute of Social Sciences and Humanities – Skopje


for the needs of the Agency for Audio and Audiovisual Media Services





GENDER IN TELEVISION PROGRAMMES – 2017 SURVEY RESULTS











� Translator’s note: in the Macedonian language, the grammatical category of gender in both nouns and adjectives is expressed through gender-specific suffixes.


� Translator’s note: the nouns and the adjective in bold, in Macedonian were used in their masculine form. 
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