VTBI FEATURE: WOMEN IN TV

erhaps the most successful re-
P sult of the European Co-Pro-

duction Association, which part-
ners seven leading public broadcasters,
has been a miniseries called The Man-
ageress. It is about a woman thrown
into the role of running a professional
soccerteam. Encountering hostility from
the players at the outset, she eventually
earns their respect and becomes just
like any other boss. The theme of the
program, produced by Sophie Bal-
hatchet of UK company Zed, touched
such a responsive chord with audi-
ences around Europe that a second
series of six episodes is in production.
Unlikely as the story sounds, it may be
a more plausible scenario in soccer

Women At

The Top Of

A Man’s
World

It’s tough to get there. But

some make it, despite the odds

by Rowena Evans in London

The Commission’s research to date
has revealed that women tend to be
concentrated in a comparatively nar-
row range of generally poorly paid jobs
in the tv sector. The majority are em-
ployed in administration, often as sec-
retaries and clerical assistants. At West
Germany'’s ZDF, for example, the most
recent statistics, show 72% of all women
are working in administrative and cleri-
cal positions. In the European produc-
tion sector, although there appears to
be a relatively high proportion of
women, most are employed in the
lower levels of the production hierar-
chy (production assistants, floor man-
agers, assistant producers). At the BBC,

for instance, 57% are in these posi-

than the television industry in many
places.

“Women are more creative than
men, more level-headed, more intui-
tive, less autocratic and far less ego-
tistical,” says Marialina Marcucci,
president of European satellite serv-
ice Super Channel, adding thought-
fully: “Not that one should general-
ize, of course. ”

Yet, there is a generalization re-
garding women in the tv business
that is easy and fair to make: they
usually don’t get the jobs at the very
top and, as in other industries, to
make progress they have to be better
thantheir male competitors. Marcucci
herself is one of only a handful of
women who actually hold number-
one positions, and able as she is, it
would be misleading to ignore the
fact that her family happens to own
the channel that she runs.

Margaret Gallagher has been con-
ducting research on women in broad-
casting in Europe for the European
Commission since 1983. “The last ten
years have seen very little change in
employment patterns in the industry,”
she says flatly. “With all the other
changes taking place in television, this
decade has not been the most auspi-
cious period for pushing ahead with
equal opportunities.”

When it comes toappointing women
to high positions, there are enormous
differences between countries, and

Harari: traditional discrimination is on the way out

between organizations within those
countries. How the new terrestrial,
satellite, and cable channels which have
sprung up in Europe over the last
couple of years compare with the old
broadcasting institutions, will be re-
vealed by an updated Euro-Commis-
sion employment study due to be
published later this year.

tions, compared to 18% of all men. In
technical and engineering positions
the number of women employed is
negligable, amounting to only 3-4%
at most.

In upper management positions,
the statistics for women employed
vary enormously according to the
way in which ‘top management’
grades are classified. Gallagher’s
research shows that the vast majority
of women in the top three manage-
ment grades of television are still on
the lower two rungs.

When the Euro-Commission be-
gan this project, says Clare Mulhol-
land, deputy director of television for
Britain’s Independent Broadcasting
Authority, “it was thought that televi-
sion would be an interesting area to
study because it was believed to be a
progressive industry, and also a very
influential one.” The image of women
portrayed on screen was thought to

be adversely affected by the lack of
women in key positions behind the
screen. Mulholland, a member of the
Euro-Commission steering commit-
tee on equal opportunities and also re-
sponsible for reporting on the panel’s
progress to the European Broadcasting
Union, thinks the committee has been
very influential in increasing awareness
of the problems facing women in tv,
although the employment figures pro-
duced every two years have revealed
disappointing results.
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Most people have a pet theory about
why this inequality exists, and how and
when, if ever, it is going to disappear.
The issue is tied up with society, culture
and politics. Women overwhelmingly
confirm that basic chauvinism and
prejudice are still disturbingly preva-
lent among male bosses and employ-
ees. The tv industry is not as liberal or
progressive as many of those within it
would like to think.

Simone Harari is one of an impres-
sive list of French women who are
exceptions to the rule — president and
director-general of leading French pro-
ducer-distributor Télé Images, and also
of new joint venture
Futurlmages (with
Group W ofthe U.S.).
Like many success-
ful women, she is re-
luctant to blame any
of the difficulties or
problems she has encountered in her
career upon her sex. “That would be
too easy,” she says.

Harari attributes the tendency of v

Later this year, traditional discrimi-
nation and ways of countering it, will

management positions, there are
enough of them to present quite a for-

be the focus of the first EBU/
Euro-Commission conference on
women in broadcasting at the
Zappion Congress Centre in
Athens. In a few months, British
industry women will launch a UK
chapter of Women in Film, the
American women'’s association
for professionals in the film and
tv industries,

The chairman of WIF(UK) — “1
don’t'think chairperson or chair-
woman sound right.”— is Lynda
Myles, who was once senior vice-

president, creative affairs (Eu-

Chauvinism and rope) for Columbia Pictures, and
prejudice are
still prevalent

is now commissioning editor for
drama at BBC. She hopes that in
addition to lobbying for better
pay and conditions, the group
will enable women to establish
contacts with members of the parallel
organization in the U.S. and also in Eu-
rope, where further chapters are being
set up. As well as creating a wider

companies towards
employing men in
top management
positions to “the in-
dustry’s traditional
incestuous links with
politics and big busi-
ness”. She says: “Tele-
vision is part of a
historical cycle which
has taken society
through the agricul-
tural, industrial and
service  industry
phases into an era in-
creasingly dominated
by communications.”
According to Harari,
this phase, coupled
with the expansion
of the tv industry in
terms of people
employed, will stimu-
late a trend, already in progress, for em-
ploying more women in tv. Traditional
discrimination in a non-competitive,
‘closed shop’ environment, she says, is
On its way out.

Cotta: not hindered by being a woman

forum for the dis-
cussion of issues,
Myles hopes this
will lead to pro-
fessional collabo-
ration — and co-
productions.

The timing of
these initiatives is
crucial. Ten years
ago, Myles says,
the idea of estab-
lishing a “not-so-
old girlsnetwork”,
to counter the old
boys, would have
fallen flat. Now,
there are a signifi-
cant number of
talented and ex-
perienced
women tv and
film professionals,
interested in pooling their resources
and uniting to advance the cause of
women in the European tv industry. Al-
though women are still overwhelm-
ingly the minogsity, particularly in top

Myles: a not-so-old girls network served,

midable lobbying
force.

Mulholland,
who has been in
the UK television
industry for 25
years, does not feel
she has been dis-
criminated against
atany pointduring
her career, but
says:“l have ob-
in many

areas, that jobs in
mid-management were not advertised,
but were hand-picked, and this is how -
the pattern of employment in many
companies has emerged. Men simply
know more men and are more likely to
choose someone they know, so the
situation is self-perpetuating.” If more
jobs in mid and top management were
advertised and more women were
encouraged toapply, the situation might
change.

Yet not everyone accepts that there
is a problem. The French representa-
tives on the Euro-Commission steering
committee, don't think it’s necessary to
have definite policy objectives to en-
able women to reach high positions.
And well they might, for the French tv
industry already has a proven track
record for employing and promoting
women in top management.

Michele Cotta is head of news at TF-
1 and from 1982-86 was head of the tv
regulatory body that preceeded the
CSA. She feels she has been helped,
rather than hindered, by her sex, be-
cause of theactive encouragement given
to French industry to employ increas-
ing numbers of women over the years:
French organizations are required by
law to prepare an annual report show-
ing employment, recruitment, training
and salary levels of women and men.
Cotta likes to think that France is ahead
of other countries in this field, but also
thinks the communications industry is
a particularly “trendy” industry, and’
developments within ithave taken place
at a faster pace than in others.
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Pascale Breugnot, creative director
at TF-1, also feels that the opportunities
for women in French television are
plentiful, particularly in creative areas,
production, direction and presentation.
“Women tend to be more pragmatic
than men and are perhaps better at ad-
justing to new situ-
ations, so the new v
environment presents
excellent opportuni-
ties for them,” she
says. The key, she
says, is not to uy to
imitate men, but to
complement them: “I
have always tried to
be innovative and my
role has always been
totally differentto that
of men in the busi-
ness.”

Other women cur-
rently playing promi-
nent roles in the
French tv industry
include Dominique
Cantien, artistic direc-
tor at TF-1; Christine
Ockrent (current af-
fairs), Anne Sinclair
(news presenter and

ret Matheson, ex-director of pro-
duction at Zenith and now in a key
policy job at Carlton Communica-
tions, and Vivien Wallace, head of

had to live with a lot of old established
prejudices. Hong Kong is also basically
a very pragmatic society and women

international for Granada. But there
has never been a woman in the top
seat at BBC or any of the 17 ITV
i companies, and
the boards of
these companies
are still over-
whelmingly male-
dominated.
Elsewhere in
Europe, the situ-
ation is similar,
with only a few
prominent women in
the industry (like
Ulrike Wolff, editor in
chief of NDR in Ger-
many and Ingrid
Dahlberg, head of
drama at SVT-1 in
Sweden). There are
notably more women
at the head of depart-
ments like children’s
or educational pro-
gramming, than there
are in more ‘weighty’
areas like news and
current affairs.
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journalist) and Eve
Ruggieri (director of
programming) at An-
tenne 2;. Dominique Alduy, head of
FR3; and Catherine Tasca, deputy com-
munications minister at the French min-
istry of culture.

Elsewhere in Europe the situation is
much less happy. In Spain,

Breugnot: creative opportunities

Elsewhere in the
world, there are or-
ganizations with women in prominent
positions. In Egypt, they have played
an important role in the development
of television and currently the heads of
both state channels are women, Madiha
Kamal (first) and Sohair El

Pilar Mird, who held ar- The kev IS nOt to Itriby (second). At the Sin-

" guably the most important
post attained by a woman
in the European tv indus-
try, resigned as head of
RTVE following a scandal in which she
was alleged to have used RTVE funds
for personal clothes and jewellery. She
has since disappeared from the Spanish
tv scene and as yet no other women
have risen to prominence in her wake.

In the UK, there are women in high
places, such as Ann Harris, managing
director of Telso International, Marga-

try to imitate
men

gapore Broadcasting Cor-
poration, the general man-
ager is Wong-Lee Fiok Tin.
At Hong Kong’s Asia Tv the
chief executive officer and director is
Selina Chow.

Chow says that in Hong Kong, the tv
industry has always been particularly
open. “Women have had pretty smooth
sailing and have been fairly prominent
in the development of Hong Kong tv
over the last 20 years. Because the in-
dustry is relatively young we haven't

Chow:

who entered the industry at its birth in

: the 1960s as rook-
ies, have been re-
warded for their
commitment and
endeavors.”

Nevertheless,
Chow recalls en-
countering a fair
amount of resis-
tance during her
firstappointment to
a senior position —
as general manager in charge of the tv
operation at Run Run Shaw’s Television
Broadcasts (TVB). “T felt quite accutely
that there was an obstruction to my
being promoted any further, despite my
contributions to the company,” she says.
“In those days there were no women on
the board of TVB, and the chairman, a
British-ecducated Chinese, was an overt
chauvinist.” Chow remembers a discus-
sion she had with him about politics in
1977, during which he exclaimed, “A
woman prime minister for the UK? Over
my dead body!”

Unable to cope with such attitudes,
Chow left the company and became
general manager of the now defunct
Commercial Television (CTV), then
launched her own production com-
pany. Since taking over as chief execu-
tive of ATV, she has taken the channel
from strength to strength, and has
managed to combine a successful ca-
reer with motherhood. She admits life is
not always easy for working mothers,
but says that in business, “a woman has
a psychological advantage. She can
always go back home and be a house-
wife!”

When it comes to equal opportuni-
ties for women, the U.S. tv industry is
generally far more advanced than that
of most other countries. Pat Mastandrea
left the Fox Network in the U.S., where
she was vice president in charge of sales
and marketing, to take over as joint
managing director of Murdoch's UK
satellite venture Sky Television early
last year. She says, “I think it's easier in

psychological advantage
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the U.S. because women have made
much more progress. The problem in
Europe is there are so

co-owner and executive producer of
The Cosby Show, Lucie Salhan, presi-
dent of domestic tv

few women in middle-
management. Youdon’t
just take someone from
five rungs downthe pro-
motionladderand make
them boss — there's a
normal process to go
through. In the U.S,
women are further
along in that process,
but it will happen here
eventually.”

In the U.S., legisla-
tion has played an
important part in en-
couraging women into
the industry. The Equal
Employment Opportunities Act of 1972
provided a number of women, often re-
ferredto as “the class of ‘72", with open-
ings. Among them was Marcy Carsey,

Mulholland: self-perpetuating situation

for Paramount, and
Suzanne de Passe,
president of Motown
Productions.

Other important
women in the U.S.
include Bridgette
Potter, senior vice
president, original
programming  at
HBO; Kay Koplovitz,
president of the USA

cable network; Es-
ther Shapiro, for-
merly Aaron Spell-
ing's vice president
for corporate and
creative affairs and, with her husband,
owner and creator of Dynasty, and
Ruth Otte, president and chief operat-
ing officer of the Discovery Channel.

Thames Television PLC

has acquired

Reeves Communications
Corporation

We initiated this transaction and acted as
financial advisor to Thames Television PLC.

Furman Selz |

A XEROX Financial Services Company
New York ¢ San Francisco * London

Furman Selz Mager Dietz & Birney
Incorporated

NBC correspondent Mary Alice Wil-
liams is currently on maternity leave,
and when she returns to the network,
her responsibilities will be
‘redefined’ . Before joining NBC she was
vice president of Turner Broadcasting,
and said the newer companies like
Turner and Fox, “have a much better
track record than the others. Not be-
cause the older companies are more
sexist, but because the labor pool from
which executives were picked was
mostly male for so long.” When CNN
started in 1980, she said: “We had the
values and the labor force of 1980, and
we needed smart, aggressive people
who were willing to take the risk to
come here and make this sucker work.
We don’t care about your architecture

Marcucci: women are less egotistical

or your plumbing. We just want to
know if you can do your job.”

And women in the tv industry
worldwide are proving that they can do
their jobs, if not better, then as well as
any man. Positive action schemes, train-
ing programs and organizations like
WIF on both a national and interna-
tional level have increased awareness
of discrimination and inequality, and
that awareness is gradually filtering
through to employment patterns. It
may be some time before a woman
becomes head of a U.S. network, or Rai,
or BBC. But it is no longer unimagin-
able. &I

With additional reporting
by Janet Tomkinson
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