GUIDE ON IMAGES
OF VIOLENCE AGAINST
WOMEN IN THE MEDIA
Changing our media
Changing our reality
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Introduction
About 70 per cent of women throughout the world have been victims of
some kind of violence in their lives. Violence against women and girls
(VAWG) is not restricted to one culture, one country, one area of a
community or just one family. Many may believe that violence against
women only affects those in developing countries. However, VAWG happens
right here in Scotland.
Violence can take many different forms including:

Physical

Sexual

Economic

Emotional

Symbolic — e.g. the way in which women are portrayed
This guide will focus on VAWG within the media which is often overlooked.
The ways of describing, depicting and featuring women and men in the
media affect our daily lives, yet seems to go unnoticed. A lot of people think
that an advertisement, a joke, a newspaper headline or a magazine cover
can be in bad taste but that it ultimately does no harm.
By focusing on how violence is present in the portrayal of women in the
media, the SWC hope to challenge some of the issues and stimulate
discussion. This guide looks to demonstrate how the media use violent
images and words every day - you might even be surprised at how vividly it
gets used!
“Questions should prompt actions. Action should prompt equality.”

THROUGHOUT ADVERTISING THE NEWS, THE MOVIES AND TV
WOMEN ARE HUMILIATED AND
VIOLATED
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Violence Against Women in the Media
Women and men have the same starting point. There is no hierarchy. No
power. No separation. They are just simply different. However, the way in
which men and women are portrayed turns this difference into inequality.
These views affect our everyday lives and influences how we think and
essentially act.
Violence against women and girls in the media can take many different
forms whether it be advertising, television programmes, movies, songs or
newspapers. All of this usually goes unnoticed as it has been going on for
so long. Within music, videos and movies women are often seen to be “sex
symbols” or play vulnerable roles. In newspapers and magazines many
women are ridiculed. They are described as being “emotional” or their dress
sense is criticised. Men, on the other hand, are represented as powerful and
in control. No comments are made on their hairstyle or what kind of shoes
they are wearing.
Women only account for 23% of reporters on national daily newspapers in
the UK. It is therefore easy to see why these headlines are published. This
portrayal of women is, however, taken on by society. Young women and
girls believe this is the way they should act, their job choices are limited and
that men are leaders of the world. There must, however, be a better way of
advertising and portraying women within the media.
SEXUALISED IMAGES IN THE MEDIA
NORMALISE THE RELATIONSHIP
BETWEEN POWER AND
DOMINATION

As imagery advertising has been undertaken for years, many people do not
see a problem. It is taken for granted that this is how businesses optimise
their advertising. Furthermore, images do not need to look violent for them
to come under this description. Images of younger girls dressed up to look
older than they are, being made to be women before their time is also seen
to be a form of VAWG. This pressures young women and girls to be “sexy”
as soon as possible and to fit in to the bracket society has put them in.
Furthermore, the use of Facebook, Twitter and Instagram are used to
convey the media’s vision of girls and young women. This makes them feel
pressured into acting, dressing and thinking in certain ways.
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Everyday Language
Everyday language can also have an impact on the way we talk to each
other. It starts with how we describe one another and the labels that are
given to individuals. Have these descriptions influenced our perceptions of
others? Has this just become normal? Unfortunately, due to stereotypical
views and media pressures, society has become immune to the language
used around women and men.
Looking below at the list of words, what would you say applies more to
women and what applies more to men?
Girls

Boys

Either

Tender
Affectionate
Independent
Innocent
Strong
Clever
Good-Looking
Active
Calm
Obedient
Delicate
Naughty
Small
Cooperative
Flirtatious
If any of these words apply to both men and women do they mean the
same thing? For example, if we say a girl is naughty does this mean the
same as saying a boy is naughty? Is this more negative?
We are brought up in a society that makes us think that if we are described
in a certain way it is looked at negatively. For example, men are not allowed
to be emotional. They are strong leaders. Women, on the other hand, are
emotional and need the support of men. However, times are changing!
Women are “more like men” as they become world leaders and take on
more prominent roles within society. But do women need to be “more like
men?” Can we not just be strong, confident, assertive women without being
compared to our male counterparts?
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Different Perceptions
We have seen how language can be interpreted in different ways. Different
cultures, beliefs, genders and political views can influence how people
interpret what is being said.
It is not only words which have this effect. Look at the advertisement below.
What words would be used to describe the young girls in it? Their clothes?
Their poses? Their attitude? Images are powerful and impact on how we
think about women and girls.

These images and words influence how we behave, how we think, how we
see ourselves and others, how we position ourselves in society and how we
see our future. All of this shapes how we interact with each other.
“We need to break the cycle and challenge some of these views.”

LANGUAGE IS NEVER
NEUTRAL. WORDS ARE
LOADED WITH MEANINGS
MUCH BROADER THAN WHAT
THE DICTIONARY DEFINES
Katie Price’s 9 year old daughter,
Princess
TLC TV Show Pageant Moms
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What does the media communicate?
Society tends to stereotype gender roles; women as carers, men as earners.
Nowadays, the media - and increasingly social media - are the main
channels for spreading these stereotypes. In advertising, in the news, on
television, movies and songs. Stereotypes are all around us - even if we
don’t notice. We are surrounded by messages telling both women and men
how to behave and think. Women are often belittled and humiliated
whereas men are the main focus and taking control. This is mainly due to
the fact that the media is “ a man’s world” and women’s voices are usually
excluded.
When looking at the media we can ask ourselves two questions:
1. How are women and men portrayed in the media? What does the
media tell us about men and women?
2. How are women represented in the media? Where do we see them in
the media? What are their roles within media organisations?
The media plays a huge role within society. They hold huge economic
power as well as being an icon to many. As most are businesses, their main
aim is to earn. The media can dictate what messages they want to put
across - meaning they can choose their advertisers. However, many know
that women sell. Companies use sexually explicit ads in order to gain more
money - more views and/or more sales.

STEREOTYPICAL IMAGES OF
WOMEN PORTRAYED IN
ADVERTISING
scottishwomensconvention.org
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Men and women’s magazines portray women in different ways. The top four
images are well known men’s magazines. The bottom four images are of
well known UK women’s magazines.
Do you see a difference? Men’s magazines use sexulaised images of
women to entice the reader whereas women’s magazines tend to be more
about looks and body image.

Newspaper Headlines - What do these tell us about women?
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Throughout the Years
During the past 50 years there has been a significant increase in the use of
advertising. From clothing and household goods to underwear and sports
goods - anything sells. Women are being used more and more as an object
while men are still seen to be the more powerful gender.
Look at advertisements from the 1960’s to the present day. We can clearly
see changes over the past 50 years.
Is there a difference in how men and women are portrayed in
advert? How has it changed over the years?

1960’s
Stereotyping starts to
appear. The woman is
being pushed into a
traditional role of the
“perfect
housekeeper.”
The
men
in
both
adverts, however, are well
d r e s s e d .
T h i s
portrays that they have
power, are in charge, have
a paid job.

1970’s

In the 1970’s, we start to
see
a
change
in
image. A naked woman
with a violent message is
used to sell a product.
Comparing this to the
male advert, they are all
fully clothed, their faces
are seen and there is no
sexually explicit
slogan
to sell the product.
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1980’s
Look at these two clothing
adverts from the 1980’s.
The woman is half naked
being flaunted on a
sporting field with a man in
the background. However,
the men’s advert includes
more clothing and there is
no one else included in the
image. This shows how the
sexualisation of women has
developed in just 20 years.

1990’s

2000’s

The Wonderbra was the
phenomena of the 1990’s.
Although this is a product for
women, the image and
wording are sexualised and
aimed at men. Comparing
this with an aftershave
advert, men are shown as
strong and masculine
Where is the appeal for
women here?

Look at these two adverts
from the 2000s for Nike
products.
What does a
naked woman have to do
with purchasing trainers?
Surely you wear them when
you are fully clothed and on
your feet? The male advert,
on the other hand shows a
sporty,
masculine male
appropriately wearing the
products that are being
advertised.
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2010’s
Where are we now?
products for men.

Highly sexualised images of women advertising

Everything from aftershave to deodorant, ice cream to cars, women are
portrayed in naked and sexually images.
Is this how we want the world to see us? An inanimate object for the
pleasure of me?
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Men, on the other hand, are fully clothed in most adverts. Relaxed, posed,
shown at their best. They are confident, powerful and, therefore, dominant.
‘#I’m Perfect’. Will we ever see a woman in an advert with this tag line?
Men - following their dreams, being the best they can be
Women - sexualised, over powered and without any say.
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Sexist Messages
Promoting traditional gender roles: Women are
portrayed as mother/partner/housekeeper
whose qualities include love, attentiveness,
dependence, insecurity and indecisiveness.
These messages exclude women from
important decisions.
Men are shown as the provider and the
decision maker. Their main qualities include the
ability to reason, intelligence, independence
and strength. Men make important decisions
and are shown in prestigious and authoritative
professional roles.
Are women not able to take on these roles? Can women not make
important decisions? Are women not confident, assertive and intelligent?
Are men not capable of being carers? Can they not prepare a meal or clean
a home?
Female beauty: Women are under great pressure to live up to unrealistic
images in the media. An “imperfect” women’s body must be corrected if
she wants to be successful. If you have the “perfect” body, you will have
more success.
Female characters: Women in film, television and videos are shown as
inferior and dependant on male co-stars. This puts men in a position of
power and superiority.
Super-woman: Partner, mother, daughter, employee, friend. A woman must
satisfy them all. She has to be super-woman.
Women’s bodies as objects: More sexualised
images of women and girls are used to catch
customer attention. A women’s body
becomes an object which has no feelings, no
thoughts of its own and no voice. By showing
women in this light, it portrays the image
that men can use women in any way they
like.
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Women in Sport
Look at these four images from two different magazines. Both magazines
are showing different genders on the front cover. How are each gender
portrayed? Does the female cover follow some on the descriptions above?
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Women Leaders in the Media
From childhood many girls are told they are the homemakers. They are led
to believe that in the workplace there are some jobs that they simply
cannot do. As they grow older, young women are told they must be
“beautiful” to be successful or they must dress to live up to society’s
expectations. With all this in mind, how likely is it that women will become
world leaders, politicians and entrepreneurs?
Despite the stereotypical messages that certain roles are not for them,
women continue to challenge the inequalities and barriers they face on a
daily basis. More and more women are striving to reach decision making
positions. Many will, however, encounter obstacles along the way including
discrimination, harassment at work, the pay gap and the glass ceiling. This
is made more difficult with women CEO’s, women on public boards and
women politicians still in the minority. Women need support, mentoring
and positive role models to help them achieve their full potential.
Looking at the following images will show just how few women leaders
there are throughout the world....

EVERY DAY MORE AND MORE
WOMEN ARE STRUGGLING
TO REACH DECISION MAKING
POSITIONS.
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Although numbers are still low, women are now occupying decision-making
jobs. The media, however, still underestimate them. The main focus tends
to be on the way women dress and the way they act rather than on their
ideas, abilities, and their achievements.
When talking about family lives of women in power, there is a focus on
whether they can still be a good mother as well as a good employee. These
comments are not, however, made about men in the same position.
There is a constant reference to women’s clothes, hair and make-up.
Women in positions of power receive criticism no matter what they do and
no matter what they achieve.
If women raise their voices to be heard, they are often seen as hysterical
and emotional. If they do not speak up then they do not have “what it
takes” to do the job. Even before a women has a chance to demonstrate
her abilities she is at a disadvantage against men trying to reach the same
powerful, decision-making positions. Women are judged on looks rather
than ability with sexist, stereotypical views winning over skills.
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Women Leaders in the Media
We need women to be leaders, to support women and become a voice, role
model and mentor.
But how are these women in positions of power portrayed in today’s media?

GOOD

IS THIS HOW WE WANT OUT WORLD
LEADERS TO BE PORTRAYED?

Is this acceptable?
These sexist, damaging headlines take the discussions away from the real
topics of the skills and abilities of women as leaders.
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Music and Movies
Everyone watches television and listens to music - you can’t get away from
it no matter how hard you try! Women are usually the subject of humiliation
or thrown into stereotypical roles just like in advertising. We might not
initially notice. When we take a closer look, however, we can see men in
more prestigious roles which leave women consigned to the background.
Let’s think about movies, television programmes and songs we watch and
listen to every day. We may not realise the affect that the portrayal of
women in this form has on society.
In films and television programmes, women can play characters in complex
plots. When watching these we must ask ourselves;

Do women play lead roles?

Are leading women reduced to the traditional gender stereotypes?

Are female roles in the plot limited to their relationships with men?

Do the main characters have different body types?

Are those with different body types stereotyped, put against one
another or put down by others?
Think about some of the most famous movies in recent
years. The Twilight Saga, for example, is a typical story of
two dominant males fighting over a female. It may seem
romantic and endearing to some, but is this really what it
is? Two men fighting over a woman who doesn’t have
much of a say in what is happening. She can’t decide
between both - showing stereotypical indecisive woman
who needs to rely on both men.
Another example is the Harry Potter movies. There is one
lead female along with two lead males. Although she is
the smartest of the trio, she gets downgraded and
ridiculed by many for her intelligence. This gives a
message that, although young girls can be smart, they
must hide it in case they are mocked. Even on the covers
of DVDs the lead female is to the back of the group,
showing that she is not as valued as the rest.
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Girls Just Wanna Have Fun
We don’t want to listen to the radio, whether on a night out or sitting in a
restaurant and hear vulgar songs about women. Nowadays songs are
becoming more and more about sex and sexually
violent acts. Some of the most popular songs have
these implications.
Even female artists are now using sexual lyrics within
their music. Why is this? Sex sells. Whether it’s a male
artist singing about how he wants to treat a woman or
a woman singing about how she will act, these sexual
messages are all around us. It was said that
approximately 92% of the 174 songs that made it into
the US Billboard Top 10 in 2009 contained sexual
lyrics. This is scary. Many of us do not know the
message behind these song lyrics - it’s a catchy tune and we hum along.
More recently there was huge controversy over
Robin Thicke Ft Pharrell’s song Blurred Lines.
This song, realised in 2013, was instantly a huge
hit. Robin Thicke travelled around the world to
play at many global red carpet events. You only
have to listen to the first line of the song to hear
the vulgar acts they wish upon women, “Ok, now
he was close, tried to domesticate you. But
you’re an animal. Baby it’s in your nature. Just let
me liberate you. You don’t need papers, that man is not your maker.” These
lyrics, which come into the song in less than a minute, show that they want
women to be tamed, that their partner cannot do it and therefore it must be
them. This catchy song was played everywhere and is still popular. There is
no thought behind the offensive messages it’s sending out to listeners.
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Look at the following lyrics. These are all song lyrics from the 1960s to the
present day. Can you guess the artist and song that they have come from?
Did you realise what you were singing? Answers on Page 18
A. (1963)
Well she was just seventeen
And you know what I mean
And the way she looked was way
beyond compare

B. (1969)
I laid a divorcee in New York City
I had to put up some kind of a fight
The lady then she covered me with roses
She blew my nose and then she blew my mind

C. (1973)
Don't you know how sweet and
wonderful life can be?
I'm asking you, baby, to get it on with
me

D. (1979)
Friday night and the strip is hot
Sun's gone down and they're about to trot
Spirit's high and they look hot

E. (1984)
When you want to come
come...but shoot it in the right direction
G. (1994)
Throw your clothes, on the floor
I'm gonna take my clothes off too
I made plans to be with you
I. (2001)
Baby don't you wanna, dance upon me,
(I just wanna dance next to you)
To another time and place.
Baby, don't you wanna, dance upon me
(Are you ready)
Leaving behind my name, my age.
K. (2010)
Oh I love the feeling you bring to me
Oh, you turn me on
It's exactly what I've been yearning for
Give it to me strong
And meet me in my boudoir

F. (1987)
Sex is natural - sex is good
Not everybody does it
But everybody should
Sex is natural - sex is fun
H. (1996)
Come a little bit closer
Baby, get it on, get it on
'Cause tonight is the night when 2 become 1
I need some love like I never needed love before
(Wanna make love to ya, baby)
J. (2002)
Tight hip huggers (low for sure)
Shake a little somethin' (on the floor)
L. (2013)
Been around the world, don't speak their
language
But your booty don't need explaining
All I really need to understand is
When you will talk dirty to me

scottishwomensconvention.org

19

The media highly influence movies and music all around the world. In
advertising they demonstrate that women and sex sells. This is now being
reflected through other media formats. Movies and music are consumed by
everyone, therefore these messages are now reaching children. How many
times have you heard children singing or dancing along to a song with these
hidden messages? They are too young to know what they are saying. They
grow up thinking this is normal. Furthermore, movies from a young age
show that men dominate and women must rely on them in nearly every
aspect of life. Drumming these messages into young minds will allow them
to grow up thinking this is the norm and is full acceptable. We need this to
change.
A. The Beatles - I Saw Her Standing
C. Marvin Gaye - Let’s Get It On
E. Frankie Goes To Hollywood - Relax
G. Boyz II Men - I’ll Make Love To You
I. Britney Spears - I’m A Slave 4 U
K. Christina Aguilera - Dirrty

B. The Rolling Stone - Honky Tonk Women
D. Donna Summer - Bad Girls
F. George MichaeI - Want Your Sex
H. The Spice Girls - 2 Become 1
J. Rihanna - S&M
L. Jason DeRulo - Talk Dirty

scottishwomensconvention.org

20

Young Women’s Section
Social Media
The most popular form of social media is Facebook, which has become a
huge part of society. Instagram is the second, with more young people
connecting on the mobile app. We always say to ourselves “I’ll just go on for
a quick look” then spend hours looking through pointless posts. We look at
pictures and think “she’s pretty”, “why can’t I look like her?”, “I wish I could
do the things she does.”
Many celebrities use Instagram to post whatever they want. They advertise
something they are doing, show their family life and, as is becoming ever
more popular, show their weight-loss story. This constant posting, seen by
young women already conscious of the pressures to be ‘perfect’, is having
an adverse impact but at the same time it normalises sexualisation through
provocative poses.

The “Perfect” Image
Reality television stars are becoming more popular and admired by young
women. Look at the women from MTV’s favourite show Geordie Shore. They
are all young and enjoy getting dressed up, going out and having a good
time Sound familiar? This is the norm for most young women. Those shown
on Geordie Shore are groomed to look glamorous, have perfect bodies and,
therefore, attract men.
Nearly all of the women from the show have, however, piled on the pounds,
decided they don’t like the way they look and have undergone drastic
measures in order to get the image that they want. On the run up to series
12 of the show, 4 women spend a massive £21,000 on cosmetic surgery in
order to feel confident. As well as this, they all stuck to a strict fitness
regime in order to have that perfect body. They happily document their
surgeries and weight loss on Instagram showing followers “how much
better they look.” This puts increased pressure on young women to conform
to this way of life.
CELEBRITIES ARE
“GLAMOURISING”
WEIGHTLOSS.
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We must remember that this is not a normal life and young women should
not try to compete. These programmes show women who have time to do
workouts every day, get paid to look a certain way and have money to
undergo with cosmetic procedures. Young women must not get sucked into
this warped view of reality.
Most of the photos posted on social media are heavily photo-shopped and
edited. Try it yourself. Edit a photograph and you won’t recognise your own
image. Is that really the person you want to become? Do you want to be a
clone of what society thinks is perfect? You should be happy with yourself
and know that celebrities only do this to make headlines, which then
makes them money. What will happen if you don’t get hundreds of likes on
a picture? You don’t need people you don’t know commenting on how you
look. You are perfect the way you are!

Keeping up with the Kardashians...
Who doesn’t know the Kardashians these days? Whether it’s
 Kim going naked,
 Kourtney breaking up or making up with Scott,
 Kylie and her ever growing lips,
 Khloe dating someone new,
 Kendall getting another amazing modelling job or
 Kris and her “toyboy”.
They are always in the media for something and always posting about their
lives on social media. Kim Kardashian is the second most followed celebrity
on Instagram– just behind Justin Bieber. Kendall has the most liked picture
of 2015. The Kardashians have made their stamp on Instagram. With many
young women following them and most of the Kardashian sisters putting up
over posted, barely clothed pictures, is this taking a toll on how young
women are choosing to post?
scottishwomensconvention.org
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With the youngest of the Kardashian sisters (although their surname is
Jenner, they are re recognised through the Kardashian brand) being the age
of the most predominant Instagram users, they have a big influence on
young women throughout the world. Kendall and Kylie post pictures of their
everyday life as well as advertising themselves - Kylie with her lip kits and
Kendall with modelling she may be doing. Just like other sisters they use
the “media norms” and use sexy poses in order to gain the most likes.
Below are some pictures that the Kardashian women post on a regular
basis.
Kylie Jenner:
“I usually don't show my true
personality to the world,
because when you open
yourself up so much, there's
more room for people to say
things about you ...
I put a lot of thought into my
social media, and I always
like to give people what they
want to see.”
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We can’t just blame the Kardashians for this. Other young celebrities also
conform to this way of posing and posting sexual pictures. For a simple
caption such as celebrating New Year, expressing a mood or just
celebrating the weekend some stars take it to the extreme. We cannot get
away from Miley Cyrus’s latest social media posts which showed some
controversial pictures on Instagram along with erratic behaviour and crazy
outfits. Below are some pictures of what some well loved celebrities post
which you may not have thought about before...

WITH OVER 100 MILLION USERS,
INSTAGRAM IS GROWING TO BE ONE
OF THE BIGGEST SOCIAL MEDIA SITES.
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“THROWBACKS” AND ADVERTISING ARE BECOMING
POPULAR POSTS FOR CELEBRITIES

Young women must remember that celebrities do
not live in reality. Their posts are a distorted view
of life. The women on social media look like a
million dollars because they have spent a fortune
ensuring that they look like the “perfect woman”.
Time and money is spent on cosmetic surgery,
personal trainers, eating plans as well as photo
editing to ensure that they look their best.
What is this all for? To be accepted by society?
These women still experience the same criticisms
they would receive regardless of how they look or
act. Women and girls have to stop comparing
themselves to each others and be happy with
how they look and their individuality.
scottishwomensconvention.org
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Raise Your Voice
What are the Scottish Government doing?
The Scottish Government’s VAWG strategy, Equally Safe, outlines what they
are going to do in order to prevent and eliminate all forms of violence
against women. This demonstrates the Scottish Government’s strong
commitment to tackling this issue. They are clearly doing what they can in
order to challenge social norms to make women’s lives throughout
Scotland better.

What are the SWC doing?
The SWC continues to ensure that women’s voices are heard at all levels of
policy and decision making. The SWC uses the voices of women on issues
around representation in the media and the harmful impact of commercial
sexual exploitation to inform responses to relevant consultations, calls for
evidence and inquiries.
The annual SWC conference for young women has focussed on Issues
around the sexualisation of young women, media perceptions and
commercial sexual exploitation . report from these events are available for
information. Copies of the SWC reports and consultation responses are forwarded to relevant policy and decision makers, giving them direct, first
hand experiences and views of women around these important issues.

How can everyone make a change?
People must be made aware of these images and how they affect women
and girls. By informing individuals of the violent suggestion portrayed, many
will come to understand the impact these words and pictures have on
women, communities and society. This is not the norm.
Furthermore, we must raise awareness of the social structure. We must
show that male violence is not a normal every day thing. It is wrong to be
showing that men cannot contain their urges, that they are in control and
that women are always on show and are sex objects. We must challenge
these messages as well as questioning the stereotypical roles undertaken
by women and men.
We can begin to imagine a new reality. This may not exist now, but with
strength and determination of women we can make this happen.
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Extra Information
Scottish Government’s Equally Safe Strategy
www.gov.scot/Resource/0049/00498256.pdf
SWC Response to Advertising Standards Agency Consultation Response
www.scottishwomensconvention.org/content/consultation-responses/
Gender-Stereotyping-in-Adverts-Response.pdf
Women’s Support Project
www.womenssupportproject.co.uk/
Rape Crisis Scotland www.rapecrisisscotland.org.uk/
Scottish Women’s Aid
www.scottishwomensaid.org.uk/
Scottish Women in Sport
www.scottishwomeninsport.co.uk
Zero Tolerance
www.zerotolerance.org.uk/vaw
Advertising Standards Authority
www.asa.org.uk/
UN Women
www.unwomen.org/en/what-we-do/ending-violence-against-women
Headless Women of Hollywood
headlesswomenofhollywood.com/
The Sexist News
www.sexistnews.co.uk
Everyday Sexism
www.everydaysexism.com
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About the SWC
The Scottish Women’s Convention (SWC) is funded by the Scottish
Government to consult with women throughout Scotland in order that their
voices influence public policy.
The SWC undertakes an annual series of ‘roadshows’. These events are
unique. Women are given an opportunity to express their opinions or
concerns, in their local area, on issues which directly affect them. All
information gathered informs SWC responses to Scottish and UK
Government consultations.
Thematic conferences offer women an opportunity to inform the policy
areas under discussion. Listening to inspirational speakers and the
prospect of networking with peers motivates individuals attending these
events.
The SWC also facilitates an annual conference for young women, providing
them with an opportunity to talk about their experiences around issues
which are important to them.

The SWC acknowledges the support of the ‘Break the Circle’ campaign
organised by the UNI Global Union in producing this
booklet.
“Media has the power to influence billions and
billions of people, entire societies. But unfortunately
media is plagued with gender stereotypes that affect
the public perception of reality. Stereotypes affects us all; particularly
women. Their use installs concepts of what to expect of women and of
what women can expect of
themselves.”
Check the website - http://en.breakingthecircle.org/ - for more info

Scottish Women's Convention is a charitable company limited by guarantee. Registered in Scotland No.
SC0327308. Registered office - 2nd Floor, 333 Woodlands Road, Glasgow G3 6NG. The Scottish
Women's Convention is a Charity registered in Scotland, No. SC039852.
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