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Representation in Film 
[image: Image]
[image: Image]
[image: Image]
[image: Image]
· Women are ~37% of major characters in top films (2023)
· Only ~34% of speaking characters are women
· Just ~12% of films have gender-balanced casts
· Male characters get more screen time and dialogue overall
· Women are more likely to be portrayed as parents or romantic partners, while men are more often shown as leaders or professionals
· Women aged 40+ make up a very small share of roles, while men continue to be cast across age groups
Behind the Camera (Power & Control)
· Only ~16–18% of directors of top films are women
· Women of colour make up less than 5% of directors
· Films with at least one woman director have significantly higher female representation on screen
· Women are underrepresented in cinematography (under 10%), one of the most influential roles visually
TV & Streaming (Where Change Is Happening)
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· Women make up ~45% of major characters on TV, closer to parity than film
· Streaming platforms have more female-led shows than traditional film studios
· Around 30–35% of showrunners are women
· Shows created by women tend to include more diverse female characters








 Social Media & Digital Culture 
This graph shows the percent of Boys and Girls who see themselves as being “too thin,” “too fat,” or “about right”
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· Teen girls are more likely than boys to use visual platforms (TikTok, Instagram)
· 1 in 3 girls say social media makes them feel worse about their body
· Filters and editing tools create unrealistic beauty standards
· Influencer marketing is dominated by female creators, but content often reinforces beauty, fashion, and lifestyle roles
· Girls are more likely to experience appearance-based pressure online
Stereotypes & Sexualization 
· Women are 3x more likely than men to be sexualized in media
· Female characters are more likely to be shown partially nude or in revealing clothing
· Men are more likely to be shown in positions of power (leaders, experts, decision-makers)
· Women are more likely to be portrayed as emotional, dependent, or focused on relationships
· Ads still disproportionately portray women in domestic roles (cleaning, caregiving)






News & Politics 
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· Women are only ~26% of people featured in news stories globally
· Female politicians receive more focus on appearance, family, and personality
· Women journalists are significantly more likely to face online abuse and threats
· Men are more often framed as experts, while women are framed as individual stories
 Workplace & Economic Representation in Media
· Women are underrepresented in portrayals of STEM careers
· Men are more likely to be shown as CEOs, scientists, or leaders
· Women characters are more often shown in lower-status or unpaid roles
· Media representation influences career aspirations, especially for young viewers
 Intersectionality 
· Women of colour are significantly underrepresented compared to white women
· LGBTQ+ women are still rarely represented, though increasing
· When included, marginalized women are more likely to be stereotyped
 Clear Signs of Change 
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· Female-led films like Wonder Woman, Barbie, and others have had major box office success
· The #MeToo movement led to greater awareness of sexism in media industries
· More demand for diverse and realistic female characters
· Audiences increasingly support women-centered stories
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Hollywood: Women Rarely Feature Behind The Scenes
Gender of behind-the-scenes personnel on the 250 highest-grossing domestic films
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Top 25 streaming titles among women
18-34in 2022

Program name Streaming plattorm No.oftelecasts  Minutes (mil)
Grey's Anatomy Netix Y 9084
Gimere Girs Netix 13 8104
Sranger Trings Neth B 7799
GCocomelon Netfix ® 6594
New G Nefix e 5995
Criminai Minds Netfix a8 st6a
Friends H80 Max 226

Encanto Disneys 1

Love s Bind Netix w0

neis Netix 356

Law & Order: SVU Neth an

Vamie Diaries Netfix n

SpongeBob SauarePants  Netfix 25

Supematural Netfix a8

Shameless Netfix 134

Wednesday. Netfix s

The Simpsons Disneys 667

Bluey Disneys 1

Oaark Netfix m

Brdgerton Netix .

Dahmer Nefix o

8ig Bang Theory HB0 Max 2

How | Met Your Mother  Netfix 208

Selntela Netfix s

Bones Netix 27

Total acquired tites

Totalal 104,843

Note: Titesin purpl are acauired programs.

Copyright © 2023 The Nielsen Company (US), LLC. Al Rights Reserved. <> Nielsen
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AN INVESTIGATION OF FEMALE CHARACTERS
IN POPULAR FILMS ACROSS 11 COUNTRIES
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Gender Skew by Platform Catalog

(United States, All time)
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Mental Health & Social Media:
What Message Prevails?

Share of U.S. girls who report having had exposure to the
following experiences at least monthly (in %)

B Helpful mental health resources/information
Bl Harmful suicide/self-harm content/information

B Harmful eating disorders content/information

65
59 58
45 o 43 43
II II Ii | i32 I33 30
Inreal life  On: TikTok Instagram YouTube Snapchat  Messaging apps

1,365 U.S. female social media users (11-15 y/0) surveyed Nov.-Dec. 2022.
Real life: Total of 1,397 U.S. girls

Source: Common Sense Media
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Time on Social Media by Presence of Body Image Issues
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In 2022, almost all (99%) young Canadians
aged 15 to 24 used the Internet and 91% used
social networking sites.
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Mood and Self-Esteem effects

TOP 2 BOX: Percent of participants selecting “Strongly Agree” or “Agree”:

Facebook scored statistically lower than Instagram for the statements: “I have a positive out look on life after using
the site”, “Using the site puts me in a good mood” and “Using the site makes me feel better about myself".
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GMMP 2020-2025. %Women as Reporters on News
Websites
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Women are vastly underrepresented
in news headlines

The voice of every iWoman
is drowned out by up to six men
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Harassment of journalists by outsiders most often occurs online; threats of physical
harm are the most common type

Among U.S. journalists harassed/threatened by someone outside their organization in the past 12 months,
% who say ...

{Each of the following types of harassment/threats happened

It happened mostly ...

In person
Sexual harassment -
Online .
No ans 76% Exposuriifoofrr?'\r;?;ﬁ -
Racial/ethnic harassment -

Threats of physical harm

to family

Note: Journalists could name more than one type of harassment or threat they faced.
Source: Survey of U.S. journalists conducted Feb. 16-March 17, 2022.
“Journalists Sense Turmoil in Their Industry Amid Continued Passion for Their Work”
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Iconic Female-led Films -

a box office comparison
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Barbie: Biggest Debut Ever
for Female Director

Domestic box office revenue for opening weekend
of most successful movies directed by women®

Greta Gerwig $155M

Anna Boden & Ryan Fleck $153M

Jennifer Lee & Chris Buck $130M

Patty Jenkins $103M

Lana and Lilly Wachowski $92M

Sam Taylor-Johnson $85M

Cate Shortland $80M

Catherine Hardwicke

$70M

* not adjusting for inflation
Source: Box Office Mojo
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DE&I In the Corporate World

Secretary of Labor commissions Google releases its
Workforce 2000 and the first diversity report,
“diversity industry is born” becoming the first

beginning of ERGs and focus on company to do so.
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gives EEOC Back Lives Matter becomes a
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sue for (ERGs) gain support, investigating the 15 largest tech public statements and even more
discrimination primarily focused on companies in Silicon Valley internal employee commitments
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#MeToo
One Year (ater

Changes in the percent of women
experiencing sexual harassment
between 2016 and 2018
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Graphique 1
Proportion d’hommes et de femmes employés dans le groupe des industries du film et de la vidéo, 2023
pourcentage
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Figure 1. Percentages of Films
Featuring Females, Males and
Ensembles as Protagonists
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DECADE

Breakdown of Movie Leads by Decade

[ Female Leads (Per 50 Movies) | Male Leads (Per 50 Movies)
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Share of Demographic Representation on TV
Shows, 2019

% share of screen time and % of total population

Women

379%

People of color

39.5%
26.7%
LGBTQ
4.5%
6.7%
M % of total population B % share of screen time

Note: TV shows include the top 100 broadcast, cable, and subscription video-on-demand
(SVOD) programs and the top 10 programs from broadcast, cable, and SVOD for Hispanic,
Black, and Asian consumers; representation is among the top 10 recurring cast members;
people of color include Black, Native American/Native Alaskan, Asian and Pacific Islander,
Hispanic/Latinx, Middle Eastern/North African, and multiracial consumers; read as: people
of color represent 39.5% of the population but 26.7% of recurring cast members of TV shows
Source: Nielsen, "Being Seen on Screen: Diverse Representation & Inclusion on TV," Dec 2,
2020

263535 eMarketer | Insiderintelligence.com





