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The Platform for Action for the Fourth World Conference on Women, which was held in 
Beijing in 1995, set out the following as one of its strategic objectives, in Section J: “Increase the 
participation and access of women to expression and decision-making in and through the media 
and new technologies of communication.” This declaration is a roadmap for states seeking to 
make progress on achieving gender equality. 

The need to address this issue was highlighted once more at the 62nd session of the 
Commission on the Status of Women, which took place between March 12 and 23, 2018, at the 
United Nation’s Headquarters in New York. The review themes for the event included 
“Participation in and access of women to the media, and information and communications 
technologies and their impact on and use as an instrument for the advancement and 
empowerment of women.” In relation to this, the UN Economic and Social Council (ECOSOC) 
passed a declaration which stresses that all components of states—governments, civil society, 
private companies, professional associations, and other sectors—need to generate policies to 
comply with what was agreed in the Beijing Declaration and Platform for Action on its two 
strategic objectives (2018). This decision echoed the demands of the civil society organizations 
that together form the Global Alliance on Media and Gender (GAMAG). 

Likewise, the Principles on the Application of International Human Rights Law in Relation 
to Sexual Orientation and Gender Identity (Yogyakarta Principles), which were drafted at the 
request of the Office of the United Nations High Commissioner for Human Rights (2007), 
recommend that states “ensure that the outputs and the organisation of media that is State-
regulated is pluralistic and nondiscriminatory in respect of issues of sexual orientation and 
gender identity and that the personnel recruitment and promotion policies of such organizations 
are nondiscriminatory on the basis of sexual orientation or gender identity.” 

Global concern around the issue of unequal access to opportunities for women and people 
from the LGBTTIQ+1 community is particularly significant when it comes to the media. Media 
companies and organizations are incredibly powerful, not just in commercial terms or as cultural 
institutions, but because they shape public opinion and produce, reproduce, and transmit values, 
stereotypes, meanings, and common sense while also defining what is considered socially 
relevant, normal, debatable, and acceptable or objectionable (Red PAR, 2008). 
																																																													
1. The acronym used to refer to sex- and gender-diverse groups: the gay, lesbian, bisexual, trans, transvestite, intersex, and queer 
community. 
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This is the backdrop against which Comunicación para la Igualdad [Media for Equality] and 
the Foundation for the Development of Sustainable Policies (FUNDEPS) wish to present this 
study, the research for which was carried out in 2017. Its main objective is to understand the 
labor structure and gender politics of Argentina’s media companies, professional media 
associations, and universities offering media programs so as to describe gender representation in 
the areas in which they operate. The study fills in a gap in available research as no comparable 
studies have been carried out on this scale in Argentina to date. One of its priority objectives is 
achieving gender equality in the media. Our aim was to assess how committed stakeholders are 
to implementing and achieving the goals of the Beijing Declaration and Platform for Action and 
how they are contributing to gender equality in the media. 

The research for the publication was carried out in the cities of Buenos Aires and Córdoba, 
based on the UNESCO Gender-Sensitive Indicators for Media, the quality and rigorous nature of 
which make it a vitally important tool, in our view, as does the fact that it allows comparisons to 
be drawn between different countries. We interviewed 50 people who oversee human resources 
or similar areas in media companies; managerial staff at universities that offer media and/or 
journalism programs; media labor union representatives; media workers; and experts on the 
issue. We also requested access to information from the state bodies responsible for gender 
policies and communication and collected data from official information sources. In total, we 
gathered information from 30 public, private, and civil society organization media companies 
(23 from the City of Buenos Aires and metropolitan Buenos Aires and 7 from the City of 
Córdoba) working in all four formats: print, digital, radio, and television; 7 press unions: 4 from 
the City of Buenos Aires and 3 from Córdoba; 12 educational institutions: 10 from the City of 
Buenos Aires and metropolitan Buenos Aires and 2 from Córdoba; 22 media workers from both 
regions; 10 experts from both regions; 7 requests for access to information in both regions; and 
searches on websites and in libraries. 

The previous studies mentioned in this text and the results of the research itself both point to 
unequal power relations within media companies and media-related organizations (labor unions 
and universities) in which gender stereotypes are reproduced. It is fundamental to understand the 
media as spaces that define mechanisms of power and have the potential to both perpetuate and 
eradicate social divides. 

The importance of tackling this problem increases when we acknowledge the role of the 
media within democratic life. If the media are seen as a fundamental part of democracies and as 
organizations that are key to strengthening and deepening public debate, then they must reflect 
the diversity of the citizenry and the entire social spectrum. In this sense, the inclusion of women 
and people from the LGBTTIQ+ community on an equal basis is a way of avoiding 
stereotypical, “masculinizing” perspectives. 

States also play a vital role in democratizing access to media organizations and are 
responsible for generating public policies that go beyond labor regulations to close gaps in 
access to equal opportunities. As protectors of human rights, they have committed to using 
democratic mechanisms to implement concrete measures that promote the eradication of 
sociocultural patterns of inequality, including the elimination of barriers and obstacles imposed 
by heteropatriarchal forms of logic in all spheres. 
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Civil society organizations also perform essential work by observing the realities of 
community life and public policies. They thus form part of a virtuous circle. Organized civil 
society must make inequality visible, make recommendations regarding this, and liaise with 
social and political stakeholders, as the relationship between civil society, private stakeholders, 
and the state must be a complementary one whose ultimate aim is always to expand and 
safeguard citizens’ human rights. 

Finally, we would like to thank the Heinrich Boll Foundation for valuing the media agenda 
as a key tool in advancing gender equality. 

 
Sandra Chaher and Virginia Pedraza 

June 2018 
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POWER AND GENDER  

 
Heteropatriarchal order is imposed on a large-scale through social structures and it permeates 

all aspects of life. The areas that are the focus of this report—such as labor unions, education, 
and the world of work (particular media companies)—are no exception. Practices of power are 
reproduced every day at the capillary level, almost imperceptibly, in interpersonal relations, in 
the day-to-day routines of media companies and within the structures of labor unions. 

Thinking about, developing, and implementing gender policies implies first becoming aware 
of the structural inequalities that exist between people. This implies emphasizing the needs of the 
most neglected groups in society and understanding that they must be allowed to participate 
equally in suggesting, designing, and implementing projects within media companies and unions. 

These organizations acknowledge the need to implement policies that will even out the 
unfavorable odds for women and trans people. The core areas that companies highlighted were 
the lack of women in senior positions (managers and executives), on the one hand, and maternity 
leave and childcare and the difficulties of reconciling family and work, on the other. Labor 
unions also highlighted the first of these points and some expressed concern regarding gender 
violence (internal protocols and demand for time off in relation to gender violence). They 
stressed the need to put pressure on media companies not only to comply with collective 
bargaining agreements but also to advance gender policies that go beyond these agreements.2 
Some unions are lobbying for a 10% hiring quota for trans employees. In some cases (there is 
quite a lot of diversity, as we will see), both media companies and labor unions were aware of 
the need to include a crosscutting gender perspective that is not limited to isolated practices or 
specific areas but is instead a form of awareness that all staff develop and exercise. 

Generally speaking, we noted that labor unions were more concerned about including a 
gender perspective at labor unions and media companies were less so. 

In Córdoba, employees’ and union members’ lack of awareness of the legislation that 
protects them and the absence of effective mechanisms for making suggestions and discussing 
problems is exacerbated by resistance on the part of media companies and, to a lesser extent, 
																																																													
2. These include requests for time off in cases of gender violence, increases in paternity leave, and the inclusion of a gender 
perspective in collective bargaining agreements. 
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labor unions. Both companies and unions are reluctant to acknowledge and act not just on the 
specific requests of their employees and members but also on wider social demands for a change 
of focus within their structures. This attitude perpetuates heteropatriarchal cultures that 
discriminate against the nonmasculine, thus excluding valuable human resources. These 
shortcomings lead to the reproduction of logics of power that translate into structures and 
practices that perpetuate inequality. 

Given that the educational establishments that train media professionals do not offer 
permanent, compulsory courses, subjects, or seminars on gender in their curricula, they create a 
vacuum in the earliest stages of the process of developing these professionals’ knowledge. 
Although we found evidence of some innovative policies and initiatives to introduce or promote 
gender-mainstreaming, there are still barriers to implementing this. 
 
The Glass Ceiling 
 

Women have succeeded in occupying increasingly important roles in all areas of life. 
However, the work structures of the media sector—like those of the private sector in general—
are still dominated by cisgender masculinity, and thus reproduce the subordination that affects 
women in the public sphere as a product of the asymmetrical power relations that are imposed 
and legitimated by a heteropatriarchal social system. The gender inequalities that we perceived 
in media companies are also present in labor unions, affecting which people occupied senior 
positions, how roles were assigned by gender, how many members the union had, and what types 
of policies it was developing internally and as proposals for the state and media companies. 

This is because work experience and career paths affect men and women differently (which 
is even more the case for LGBTTIQ+ people), reinforcing unequal, asymmetrical power 
relations. As Bonaccorsi and Carrario (2012) argue: 

“The process of social construction brings together a set of beliefs, ideologies, values, and 
attitudes that differentiate men and women. These differences are expressed in women’s unequal 
access to economic and symbolic goods. This ‘work culture’ in factories is also transferred to 
labor organizations, which are put under strain by multiple factors such that certain discourses 
and practices legitimate inequality and discrimination in the public sphere” (2012, n.d.). 

It is well known that domestic work and childcare—gender roles that are assigned to women 
and predicated on the sexual division of labor—are the main obstacles that create the glass 
ceiling. Related factors include the demand for flexible working hours and the lack of promotion 
opportunities for mothers due to the requirements of certain jobs. These are connected with the 
lack of policies seeking to reconcile family life and work, the lack of opportunities for women to 
gain management experience or leadership training, and the prevalence of hostile, inflexible 
business cultures that are devoid of gender awareness and conflict with family-related 
responsibilities. Although women are better educated than men, they still come up against 
tougher barriers than men when they attempt to reach senior positions in these spheres. 

There are other obstacles to women’s progress at work that are of a more symbolic, 
subjective nature, including male and “masculinized” promotion strategies such as lobbying. 
Another barrier are violent, authoritarian forms of leadership that are even replicated by women 
who manage to be promoted and that manifest heteropatriarchal power relations and domination. 
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Likewise, the shortage of women in senior positions then discourages other women from 
competing for these. Women underestimate themselves and suffer from fear, self-deprecation, 
self-discrimination, self-imposed standards of excellence, and a lack of confidence and personal 
initiative. These circumstances are due to women having spent a lifetime being typecast in 
clichéd gender roles that have kept them out of “masculinized” spaces (D’Alessandro, 2017). 
Biases, stereotypes, preconceptions, and male prejudice on the part of managers (and human 
resources departments) are particularly significant in this regard and impact recruitment and 
promotion processes. Another related factor affects both promotions and hiring and draws 
together all the issues mentioned above: the lack of competitive promotion policies and clear, 
transparent recruitment criteria. 

These barriers create economic, social, and cultural gaps between men and women, making it 
hard for the latter to find and keep jobs at media companies or become active in unions and then 
move up the ladder. Most media companies, unions, and workers that we interviewed 
acknowledged the quantitative and qualitative inequalities that exist between men and women in 
these spheres. 

The majority of senior positions are occupied by men who are largely inflexible, and hiring 
and promotion processes are based on criteria that are vague and/or exclude those who do not 
adapt to heteropatriarchal logics of power and are not as flexible or available as required. Given 
these factors, it is likely that narrow labor structures that give little thought to the organization of 
family life will be reproduced, thus compounding the barriers that form the glass ceiling. 
Consequently, the indicators for women and LGBTTIQ+ people remain unfavorable.  

 
Media Companies: Employees and Their Roles 
 

A comparison of the results of this study with earlier research in Argentina on the presence 
of women in media companies reveals that this share has gone up slightly from the 31% found in 
a 2011 survey by the International Women’s Media Foundation (IWMF) (Byerly: 151) or the 
35% found by a smaller 2008 study (Chaher)3 to 37%4 5 in the City of Buenos Aires, although it 
is lower in Córdoba (23.69%). 

The overall results of this study put the share of women employees at 30.35%, which 
suggests that the outlook has not changed over the last decade. 

 
 

																																																													
3. The IWMF study (Byerly, 2011) surveyed eight media companies while Chaher (2008) looked at three. 
4. It should be noted that for this study, only six companies provided information on the number of employees by gender identity, 
while eight did so in Byerly (2011) and four in Chaher (2008). 
5. Another study was carried out in 2013–2014 in different countries in Latin America. The results for Argentina suggested that 
37% of media company employees were women. However, the methodology used for this study was very different to that of the 
others cited here, as it was based not on consultation with the media companies themselves or on their websites but instead on 
interviews with journalists working there (Amado, 2017: 329). 
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However, this study’s findings for the City of Buenos Aires (37%) are on a par with those of 

Byerly for the Americas in 2011 (which included 121 companies from 13 countries and found 
that women made up 37% of employees)6 and are close to the global average of 35% (Byerly, 
2011). In other words, it would seem that in recent years the Buenos Aires region has made 
headway on democratizing its newsrooms. What remains to be seen is whether a repeat of the 
global study carried out by the IWMF in 2011 would reveal that global and regional averages 
have also moved forward, thus leaving Argentina behind once more. In contrast, the figures for 
the City of Córdoba lag far behind these averages, with extremely low rates of women journalists 
working at media companies. 

With regard to executive and/or management positions within companies, this study found 
that 21.72% of these were held by women and 78.28% by men, on average. The IWMF’s figures 
for the same kinds of jobs (“governance” and “top-level management”) in Argentina in 2011 
were 18.5% women and 81.5% men (Byerly, 2011). 

 
 

																																																													
6. However, this 37% is distributed in a variety of ways: less than 30% of those in senior positions and technical jobs were 
women, but there was above-average female representation in intermediate and administrative roles (Byerly, 2011: 146). 

37%	

23,29%	
30,35%	

63%	

76,71%	
69,65%	

BUENOS	AIRES	 CÓRDOBA	 TOTAL	

Media Workers 

WOMEN	

MEN	
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Specific Features of the Buenos Aires Region 
 

However, as we will explore in this section, the number of women in management positions 
in the Buenos Aires region are particularly high: women occupy 31.5% of such roles. This 
represents a significant difference over just six years in comparison with the IWMF study, but is 
due to a range of factors: the inclusion of media run by community and civil society 
organizations and cooperatives, many of which women play a major role at; the inclusion of a 
small woman-owned digital media firm in the study; and the recent adoption of an explicit 
prodiversity hiring policy by the Clarín Group (the country’s largest media group), which 
contemplates gender and has led to concrete changes within the company. The significance of 
these variables is revealed by the fact that if Border Periodismo (the small private company 
mentioned above, which is owned by María Julia Oliván) and media outlets run by civil society 
organizations and cooperatives were excluded from our sample, the average share of women in 
management positions in large, medium, and small private companies and public media would 
be just 19%, which is similar to Byerly’s results for 2011 and close to our findings for the City of 
Córdoba. 

At the same time, there are noticeable differences between the various types of media 
company and even within the same type: among large commercial media companies, for 
example, there is a major difference between the Clarín Group (where 28% of senior positions 
are held by women) and La Nación newspaper (where only 14% are), which may be connected 
to the former’s explicit diversity policy, as mentioned above (Grupo Clarín, 2015).7 

The figures for small and medium-sized commercial media companies (six of which 
provided information on this indicator) also vary considerably depending on whether or not the 
																																																													
7. The Clarín Group has established a target of 35% of its management positions being held by women by 2020 (Grupo Clarín, 
2016). 

31,50%	

12%	

21,72%	

68,50%	

88%	

78,28%	

BUENOS	AIRES	 CÓRDOBA	 TOTAL	

Owners or Senior Managers of Media Companies 

WOMEN	

MEN	
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woman-owned company Border Periodismo is included in the calculation. The average share of 
women in senior positions in this sector is 23%, which is comparable to that of large commercial 
media companies, but this figure drops to 9% if Border Periodismo is not counted. 

Public media operations are slightly below the average but substantially above private 
companies: women occupy 27% of leadership roles, which may suggest a more democratic 
business structure that is probably connected to competitive promotion policies. 

The media outlets that clearly push up the average for this indicator belonged to civil society 
organizations or cooperatives, where women occupy 55% of leadership roles, although these are 
generally positions on boards and management committees rather than senior roles in a 
hierarchical structure. If this type of media were not included in the calculation, the overall 
average would drop to 24%. 

Nor is this female majority constant within media run by cooperatives or civil society 
organizations. Some 71% of the management committee at Barricada TV are women and so are 
most of their board members. Women are also in the majority at La Tribu, but just 33% of the 
management committee at Tiempo Argentino are women (a point that we will return to later). 

With regard to senior newsroom positions, our study found that women occupy 28% of these, 
on average, in the City of Buenos Aires, while men occupy 72%. By way of historical 
comparison, the average share of women in the two kinds of newsroom management role 
included in the 2011 IWMF study for Argentina (“senior management” and “middle 
management”) was 22%. Although this average is considerably higher among media run by not-
for-profit organizations, the average number of women in senior newsroom positions in all other 
sectors (small, medium-sized, and large commercial media operations) is over 25%. In other 
words, there has been a slight improvement in women’s access to senior newsroom positions in 
the City of Buenos Aires in recent years. 

One interesting feature of this indicator is that women comprise the majority of senior 
newsroom roles at the three media companies run by women that were included in this study 
(Nuestras Voces, Barricada TV, and Border Periodismo). In other words, when those in positions 
of power are women there may be a greater tendency to promote other women to senior 
positions. Indeed, María Julia Oliván, the director of Border Periodismo, confirmed that the 
company explicitly sought out women “for positions in areas that women don’t usually cover: 
political and economic journalism and crime and court news.” 

 
Inequality in Córdoba 
 

A comparison of our findings on the two regions reveals that the gender gap is wider in 
Córdoba. It is hard to reach a conclusion on this point, as the same methodology was used in 
both regions and the sampling procedure was also similar. 

According to the different interviews we conducted with experts on gender and 
communication, the gender gap is wider outside the City of Buenos Aires. Indeed, the data points 
to marked inequality in Córdoba for all the factors analyzed here. 

With regard to women’s share in employment, women accounted for 23.69% of the total 
employees included in the sample in Córdoba (650 people), while men comprised 76.31%. Four 
of the media companies included had above-average rates of female employment, while three 
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large operations, two of which are publicly owned, were below the average: 21.59% of 
employees at G1 were women, 20.96% of those at AV2, and 23.08% at R2. 

At private media companies, women account for 12% of owners and senior managers and 
30.12% of middle-management roles. In other words, the lower down the corporate pyramid you 
go, the more women you find. Generally speaking, there were fewer female owners and women 
in senior management positions in print media than at radios. 
 
Companies, Labor Unions, and Universities: Many Women Go to Journalism School, 
Fewer Get Jobs, and Even Fewer Join Unions 
 

A comparison of the indicators on women’s employment rates at media companies and their 
labor union membership rates reveals the latter to be proportionally lower: 30.35% of employees 
at media companies are women and 69.65% are men, but the mix is 24.30% women and 75.70% 
men among labor union members in both cities. This may point to the fact that women find it 
harder to participate in such organizations due to their role in reproductive work, the existence of 
a sexist culture that limits their involvement, less interest in union life (due to multiple factors), 
or a combination of all these variables. 

 
 

 
 
In interviews with labor union representatives and women working in the media, particular 

mention was made of a “sexist, machismo-based culture” that permeated union activities and 
effectively deterred women from getting involved. This symbolic violence8 is manifested in 
																																																													
8. The term “symbolic violence” was used by Pierre Bourdieu to refer to forms of domination that involve different factors, 
including race, gender, and class. Feminist movements have adopted the concept to refer specifically to the symbolic ways of 
reproducing gender inequality, which Bourdieu referred to as “masculine domination.” In recent years, the term has been used in 
the texts of various laws in Latin America to refer exclusively to violence against women or feminized identities, which has 
further tied the concept to gender inequality in the region. 

28,00%	
20,59%	
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72,00%	

88,00%	

75,70%	

BUENOS	AIRES	 CÓRDOBA	 TOTAL	
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small gestures that keep women out and a lack of interest in gender issues at unions, or the fact 
that women usually find it harder to take part in union life because they have a greater burdens of 
both professional and family-related responsibilities than men. Some of the testimonies that we 
compiled point to these issues: 

“You’re often told that ‘The union’s doors are open, and if women don’t get involved 
it’s because they don’t want to.’ But that isn’t true. No-one gets involved in 
something when they think there’s nothing they can do there and that no-one is 
interested in what they have to say” (Susana Benítez, SATSAID). 
“The excuse that’s often made is that women don’t want to commit to taking part in 
the union but we know that’s not true. The social role that we’ve been assigned says 
that we should go and look after things at home, and that’s what women are up 
against when they want to get involved in the union” (Alejandra Koseniak, 
FATPREN). 
“I have a really hard time at the union, it’s worse than with my male colleagues. It’s 
terrible, you can never get away from all the ribbing and the bullshit or guys trying 
to pick you up all the time... The standard comment is ‘Why don’t you show a bit 
more cleavage next time to see if that helps us get paid sooner,’ that kind of thing, 
which men never get told” (woman journalist). 

However, the leader of a new union that is very committed to gender issues expressed 
concern over the low rates of female involvement in unions and said that it was a real challenge: 
“We have a lot of work ahead of us, because women clearly find it harder than men to get 
involved in unions because of their other social and professional responsibilities.” 

Among graduates from media degree programs (which include several orientations, not just 
journalism), women outnumber men, comprising 64.02% of all graduates in comparison with 
men’s 35.98%. In other words, there are many more female communications graduates than 
there are women working in the media. 

 

 

59%	

69,04%	
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41,00%	
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35,98%	

BUENOS	AIRES	 CÓRDOBA	 TOTAL	
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It is important to continue observing the differences between the two regions analyzed, as the 
gaps between the numbers of graduates and employees are much wider in the City of Córdoba 
than in Buenos Aires. This is fundamental when it comes to analyzing strategies for gender 
mainstreaming and democratization throughout the country. 

This study reveals a pattern in which more women pursue and graduate from media-related 
degree programs than men but far fewer women end up working at media companies and fewer 
still reach senior positions within these. This state of affairs is even more pronounced within 
unions. 

In addition to the gender bias that has been analyzed in various studies on this issue, which 
points to women having higher levels of education and training but gaining less access to spaces 
of power and jobs, these results may also be connected with the stages of life during which 
university education, employment, and labor union involvement tend to take place, an issue 
which is also related to gender inequality. Most people attend university while they are young 
and do not yet have family responsibilities, employment and labor union involvement take place 
at a later stage, when caring for children and the elderly often affects women’s productive lives. 
 
Women and Men Exercising Power 
 

In addition to the unequal distribution of power within companies, as expressed in the gender 
distribution of senior positions, there are other factors that reveal how gender operates within 
employment structures. We have observed these through the ways in which women access senior 
management roles in large and medium-sized companies and smaller digital media and their 
tendency to stop working within cooperatives; and, in relation to men, through changes in roles 
within these cooperative structures. 

Regarding the ownership of large and medium-sized private companies, there are two cases 
(Clarín and Diario Popular) in which women became owners when they inherited the company 
or because the business is owned by their family, but not as a result of a career path of their own. 
Ernestina Herrera de Noble took on a notable role in developing the Clarín Group following the 
death of her husband, while the official owners of Diario Popular are a husband and wife, 
although the paper is actually run by their sons and only the father was actively involved in the 
company in the past, before retiring. This may point to a pattern in the ways that women can 
come to own companies in a male-dominated corporate world. 

 Another key aspect are small and medium-sized digital media run by women: Border 
Periodismo (commercial) and Nuestra Voces (which belongs to a civil society organization). The 
women journalists behind both of these operations had a career in the media before starting 
them. Both companies are good examples of how ICTs are enabling women to own media 
outlets that reach significant audiences despite having limited access to capital.9 10 

																																																													
9. According to a study by Sembramedia of entrepreneurship in digital Latin American media, around 40% of those who have 
started digital media companies in the region in recent years have been women, and women hold senior positions at 57% of such 
projects. The study observes that “women are taking advantage of the low barriers to entry to entrepreneurial digital media, 
stepping out from under the glass ceiling of traditional media outlets and instead building their own companies. The significance 
of this is hard to underestimate, given the highly patriarchal culture of Latin America and the discouragingly low number of 
female owners of traditional media” (Warner and Iastrebner, n.d., p. 41). 
10. Over the last 20 years, the women’s movement and feminist journalists in Argentina have largely chosen to implement their 
media projects in digital formats. One such pioneering media outlet was Artemisia Noticias (2005–2011), which was followed by 
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This study has also revealed how when Tiempo Argentino went from being a commercial 
newspaper to a cooperative, the number of women working there dropped substantially. A 
hypothesis put forward by a female editorial assistant working at the paper is that cooperative-
owned media pay less than commercial companies, so most people who are involved in 
cooperatives need another job to support themselves.  

If, as is usually the case for women, female journalists also perform (unpaid) reproductive 
work within their homes, they do not have time to take on a second paid job in addition to 
working at a cooperative-run media outlet. This explanation suggests that one of the difficulties 
women face in being part of independent projects where they could be part of the ownership 
structure is that their income there would not be enough to live on and they would not have time 
to perform the reproductive tasks that are culturally assigned to them. Although this hypothesis is 
interesting, it is contradicted in this study by the experience of media such as Barricada TV or La 
Tribu, where women make up the majority of workers and where salaries are lower than that 
commercial media companies.11 In other words, the link between gender and independent media 
outlets needs to be explored in more depth in future studies. 

Finally, a new dimension to the link between gender and power issues emerged at Tiempo 
Argentino through something that the interviewee (a female editorial assistant) observed 
regarding the transformations that had taken place in men who had held senior positions when 
the paper was a commercial operation following its switch to being a cooperative: “Men who 
used to be high up in the hierarchy are now part of a cooperative structure. Someone might be an 
editor based on their experience, but they are more flexible and understanding than before, and 
they know that their decisions aren’t the be all and end all” The interviewee also observed that 
many men who stayed at the paper after it became a cooperative have female partners who are 
financially solvent—in other words, they are not the main breadwinner within the household. 

This points to a certain kind of relationship between independent or cooperative workspaces 
and the construction of male roles. In other words, there may be less pressure for people to 
perform traditional gender roles within these spaces, which both allows and forces men to take a 
less authoritarian stance, which not all may find easy to accept. Their incomes may also be 
lower, which they may also not want or be able to accept. 

 
The Sexual Division of Labor 
 

One issue that arose frequently in this study and which had already come up as part of the in 
earlier studies cited in chapter 1 is the sexual division of labor within companies and labor 
unions. This is manifested in different ways, including who occupies more powerful and better-
paid positions, what their working hours are (which will be analyzed in a specific section below), 
and which tasks they perform. 

This first point has been discussed already in the above sections on employment structure. At 
the labor unions analyzed, 23.29% of decision-making positions were held, on average, by 

																																																																																																																																																																																																				
similar projects: Comunicar Igualdad (2012–2015), Urban@s (2006–2011) La Otra Voz Digital (2008–now), LATFEM (2016–
now), among others. In other words, the internet has been the vehicle that has enabled women journalists to develop commercial 
and professional projects of their own (including both feminist and general interest media), sidestepping the patriarchal patterns 
of the mass media in which implementing a feminist agenda and accessing senior positions have proved difficult. 
11.In the specific case of Barricada TV, only four positions in the entire organization are paid jobs, while the rest are unpaid. 
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women and 76.71% by men. Of the unions analyzed, three of the four secretaries-general for the 
Buenos Aires region are men, while women are mostly active on boards that handle female 
issues (extensions of reproductive care activities) or perform support roles within executive 
committees. In Córdoba, women occupy the highest position (secretary-general) at two of the 
three labor unions that were included in this study (UOGC and CISPREN). However, the glass 
ceiling does exist and is explained by one of the high-ranking women at CISPREN as being due 
to sexist pacts between men who are seeking to remain in power, leaving only a few marginal 
spaces for women. These pacts seriously limit women’s possibilities of reaching senior positions 
or moving up the union career ladder. 

 
 

 
 
In other words, unions reproduce the traditional sexual division of labor: few women reach 

senior positions and those that achieve this work first in less significant areas that are more likely 
to be assigned to women. Even so, women occupy better positions on average in press and media 
unions than in other unions, according to a study by the Ministry of Labor and Social Security of 
Argentina on 24 unions in different fields: only 18% of union secretaries-general and 
undersecretaries in the country are women (MTEySS, 2017). However, looking at each specific 
region, while the City of Buenos Aires sits above the national average, the City of Córdoba is on 
par with it. 

In comparison to the past, women have gained ground in many areas, coming to represent the 
majority in the world of education and taking on more jobs than before in media outlets and 
labor unions. But not recognizing the continued existence of stereotypes that justify 
discrimination against women and reinforce certain notions of the role they should play would be 
to deny part of reality. 

If we examine the relationship between women and power, we have to admit that the 
patriarchal discourse lives on in Argentina and would seem to be a defining 
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characteristic of labor unions. The patriarchy generates ideological and symbolic 
production based on the domination of women in the private sphere, which is then 
transferred to public life and puts women in a position of inferiority and 
subordination. If we transfer this specifically to the world of work, patriarchal 
society constructs a discourse around highly differentiated functions for the sexes 
which assign production (wage labor/public sphere) to men and reproduction 
(domestic labor/private sphere) to women. It also associates men with certain 
characteristics that relate to the exercise of power, such as leadership skills, 
strength, and so on, and naturalizes them such that there is a symbolic association 
through which hierarchical public power comes to be associated with the masculine 
(Bonaccorsi, Nélida, & Carrario, 2012). 

In media companies and labor unions, the glass ceiling and the sexual division of labor are 
translated into certain roles, areas of work, or issues being assigned to women. They reflect how 
the tasks carried out by men and women both outside and inside these companies are perceived, 
namely that activities performed by women are rendered invisible and undervalued. 
 
An In-Depth Look at Job Types 
 

Technical areas 
 
With regard to the specific tasks that men and women perform within companies, we found 

two ways in which inequality was expressed: the jobs that men and women perform, and within 
the field of journalism, the issues assigned to and covered by each. 

One of the first aspects in which the sexual division of labor can be observed is the limited 
number of women working in technical areas, jobs that involve physical strength, and 
mechanical knowledge, all of which are seen as male skills: “in general there are female 
technical operators but there are always very few of them. There aren’t any working here.” 

The IWMF study found that in Argentina 46% of all women employed in the media were in 
sales, finance, and administration, while just 19% of those in technical roles were women 
(Byerly, 2011). 

Although we did not examine this indicator specifically during this study, the issue came up 
in several of the interviews. The Clarín Group representative was very clear regarding the sexual 
division of labor within the company: “men predominate within the more technical areas, the 
situation is pretty balanced in administrative or general areas, or sometimes there are more 
women, journalism roles are fairly balanced too, and the real difference is in senior and middle 
management.” 

As with other issues, Clarín’s performance regarding gender issues was better than that of 
many other media companies, as were media run by civil society organizations in the City of 
Buenos Aires: both Barricada TV and La Tribu expressed concern over the overrepresentation of 
men in technical fields, especially in the past, although they said that this was changing. 

At Diario Popular, the sexual division of labor was described in terms that naturalized it, with 
no concern over changing it. The company has its own printing plant on the same premises as the 
newsroom and explained that no women work in this area, except in image-related preprinting 
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activities, because running the presses “is basically a man’s job.” Likewise, the cleaning 
department was staffed entirely by women except for the manager, who was a man. 

The workers that we interviewed also observed this division: “the technical and artistic areas 
are much more male-dominated; there are very few women camera operators” (Canal 13 
employee); “there are hardly any women in the music department and there are none in the 
technical and maintenance area” (Radio Nacional employee). 
 
Specialisms 
 

With regard to the specific issues or topics that men and women focus on within newsrooms, 
the traditional division of roles has been that women mainly cover less significant, less 
controversial areas, such as culture, society, health, education, and social and gender issues. 
Men, in contrast, cover more polemical, more important areas, notably economics and politics. 

At media outlets run by cooperatives or civil society organizations, this sexual division of 
coverage was expressed as a concern that those interviewed wished to rectify and which they are 
already working on (this was the case at Barricada TV and Tiempo Argentino). At other types of 
companies, this gender-based distribution of roles was simply expressed in descriptive terms 
(Canal de la Ciudad, La Política Online, Diario Popular). 

Other interviewees expressed concern: “we have political programs that are entirely staffed 
by men and the political and economic correspondents for our news programs are all men, too” 
(Canal 13 employee); “there are no women columnists, only subeditors” (El Cronista employee); 
“there are entire sections where there is not a single woman working; in economics, for example, 
there are no women” (Página 12 employee). 

There are female producers and managers in the media today but they have little decision-
making power. There are women in administration, accounting, and HR, and there are female 
secretaries and executive assistants.12 There are skilled, competent women with the right 
experience and background but who are delegitimized by sexist labor structures that prevent 
them from occupying senior positions. There are women newsreaders and announcers, 
presenters, co-presenters, and assistants who are subordinate to the men they work with, but 
women working as anchors or as the main presenters of shows are very rare.13 This is also true in 
print media: “in the newsroom, the girls handle society, entertainment, social issues, while the 
men cover politics and economics.” 

In most audiovisual media, the majority of programs (including news and entertainment 
programs) are presented by a man and a woman. The image that these duos project is that men 
and women share leadership roles in the media. There are even some programs that are presented 
exclusively by women. 

However, with very few exceptions, there is an enduring stereotype of women as merely 
accompanying or backing up the male presenters who are running the show—women are 
																																																													
12. Information found by cross-referencing interviews with male and female media workers. 
13. The empirical evidence obtained from our research revealed that women are involved in production, editorial matters, human 
resources, administrative and financial areas, public relations, social networks, advertising, training and development, and 
archiving, and they work in newsrooms on issues such as health, education, gender, tourism, and entertainment. This is in line 
with the way that journalists perceive the media: 100% of interviewees stated that the contents women create focus on issues 
such as the environment, gender, entertainment, the weather, beauty, fashion, social life, citizenship, and society, while men 
cover issues such as politics, economics, sport, crime, and international affairs. 
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correspondents or commentators on issues like fashion, entertainment and society, health and 
fitness, education, gender, and the weather.14 This issue-specific division of labor based on 
gender roles and stereotypes reproduces the sexual division of labor at a symbolic level in the 
programs the media produce and it is also reflected in the times and days chosen for programs 
presented by women. The marginal and subordinate role of women within the media echoes the 
value of tasks assigned to women in society as a whole. 

Women have gradually begun to perform jobs across the spectrum and produce and present 
all kinds of content, including on issues traditionally limited to men (although achieving this 
required much greater effort on these women’s part). There are female producers and journalists 
who cover economics, sports, and politics; women who write opinion pieces; and women who 
cover sporting events, concerts, elections, and international social and political affairs. There are 
female editors, female presenters, and female subeditors, even in areas like politics. However, 
the margin of opportunities for women in the media is shaped by the privileges that men are still 
not ready to give up on and by gender bias, which discriminates against women journalists. 
 
Labor Unions 
 

In the labor unions we analyzed, this translates into widespread patterns regarding the areas 
that women work in, which largely reproduce stereotypes: union health cover, auditing, gender, 
communications and outreach, minutes and proceedings, women’s issues and family matters, and 
social initiatives. Within the hierarchy, women were mostly spokespeople and delegates. 

This hierarchical classification, stratification, and allocation of positions within union 
structures tend not to be based on criteria such as leadership and management skills but instead 
arises from consensus around male continuity of power, a male lobby, and the reproduction of 
male and masculine hierarchies. In media companies and labor unions, the pacts among men to 
remain in spaces of power and reproduce male leadership patterns come into play with the 
gender stereotypes that they reproduce. 

Despite the progress that has been made, we need to acknowledge and highlight the 
persistence of stereotypes about women in the media and labor unions which function as glass 
walls: women are limited to certain activities and positions. The glass walls that divide activities 
by gender constitute another barrier in addition to the glass ceiling and underpin the gender pay 
gap. This is doubly detrimental to women because not only does it limit their opportunities for 
working in other areas, it also prevents them from gaining experience and training in more 
valued positions that would then make them better candidates for senior roles. 

 
The Pay Gap 
 

Although only the Clarín Group acknowledged a 20% pay gap between men and women 
(while other companies, both public and private, stated that men and women receive the same 
pay for the same work), almost half of all those we interviewed observed discrepancies in wage 

																																																													
14. This data comes from interviews with journalists and was compared with programming data and schedules for the media 
companies they work for. Various programs presented by women reproduce stereotyped images that objectify women or 
associate them exclusively with issues such as care, motherhood, romance, gossip, and entertainment. 
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distribution (male radio presenters who earned more than their female colleagues at private radio 
stations, men in a higher wage bracket at public media companies, and so on), or promotions that 
are based on gender identity rather than experience. 

There is another, less obvious mechanism that creates (or widens) this gender pay gap, which 
is related to hiring patterns: women make up the majority of part-time or flexitime employees 
while men tend to have full-time jobs and be on the permanent staff (we will return to this topic 
later). 

The Clarín employee that we interviewed discussed how the way that overtime is assigned 
widens the pay gap: “when people are needed to work overtime, which is better paid, more men 
are able to do so because they don’t have to look after things at home, so they work longer hours 
and get paid more.” Once again, the sexual division of labor within society leads to situations 
that are financially detrimental to women. 

Flexibility policies that focus exclusively on women may also widen the pay gap, in that only 
women are offered part-time jobs to enable them to fulfill reproductive functions that should, in 
fact, be the responsibility of the entire family and, by extension, society and the state. 

Closing the gender pay gap and improving women’s access to senior positions (two factors 
which are interconnected, in that senior jobs tend to be better paid) is at the top of the list of 
press workers’ demands. 

The gender pay gap explains the inequality in the financial and symbolic recognition of the 
work performed by men and women. According to an expert on gender and media, media 
companies, like many other companies, hire more women with the specific intention of reducing 
wage costs.15 

The gender pay gap exists within media companies and is maintained by different 
mechanisms including the glass ceiling (which prevents women from reaching more senior jobs 
and higher salaries), forms of hiring that make women’s jobs particularly unstable, the sexual 
division of labor, women’s responsibility for tasks that are not paid for by media companies, and 
private negotiations that lead to arbitrary benefits based on stardom or trust (which are 
themselves the result of lobbying and promotions agreed on exclusively by men). All of these 
factors are underpinned by prejudice and gender stereotypes that symbolically reproduce gender 
violence in a nuanced fashion that makes it hard to capture. 

The prejudices and stereotypes mentioned above also affect the gender pay gap as they 
reflect a relationship between the issues that journalists cover and their salaries. The media plays 
a major role in defining which issues are considered socially significant and should occupy a key 
position in the public agenda. Despite this, the journalists who work on and cover these issues 
often do so without being paid for their work. Two journalists who work for public media outlets 
and specialize in gender issues reported that “there are issues that just don’t pay and those are 

																																																													
15. According to data from the Ministry of Labor, Employment, and Social Security of Argentina, the national gender pay gap as 
of December 2016 was 24.2%, based solely on the salaries of formally employed private-sector workers. This gap increases to 
almost 40% if informal workers are included in it (Ministerio de Trabajo, Empleo y Seguridad Social [Ministry of Labor, 
Employment, and Social Security of Argentina], no date, Boletín de estadísticas de género y mercado de trabajo [Statistical 
report on gender and the labor market]). The Boletín de Estadísticas de Género [Report on gender statistics] recently published 
by INAM establishes that men earn 29% more than women, based on data from the Permanent Household Survey for the second 
quarter of 2017 (INAM, 2018). 
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generally covered by women. It’s no coincidence that I had a gender column at that company for 
years and years, which I did for free. It’s because it was about gender. Gender doesn’t pay. If 
someone’s talking about health, or something else… All that pays. Covering gender is a question 
of activism. I’d compare it with human rights. When that became more mainstream, it stopped 
being unpaid activism and was gradually recognized as a job.” 

The lack of acknowledgment of certain tasks as being work and the allocation of care work 
to women conspire to reproduce the sexual division of labor on different levels and in different 
areas, which tends to limit women’s opportunities and is financially detrimental to them. 
 
Forms of Hiring 
 

In both regions, women accounted for a higher proportion of part-time employees, freelance 
contractors, and interns, and conversely, they make up a lower share of media workers on the 
permanent payroll. 

 
Buenos Aires 
 

In Buenos Aires, there are more women working at media companies with short-term 
contracts (43.5%) than with positions on the permanent staff (33.3%), although it should be 
taken into account that only two companies answered questions regarding the numbers of staff 
with short-term contracts and only six regarding the permanent payroll. In other words, the 
sample is very limited. However, if the data were also true for most companies, women media 
workers would appear to be more affected by precarious employment than their male 
counterparts. 

Likewise, at Radio Nacional, there are a lot more women than men with part-time contracts 
(60% vis-à-vis 40%). At Diario Popular, 80% of freelance contractors (who “collaborate” with 
the company rather than working for it on a more stable basis) are women and many female 
journalists ask for flexitime or to work from home. Most of the people working part-time at 
Tiempo Argentino are women; at Border Periodismo, women slightly outweigh men among 
freelance contractors or may be on a par with them; while at Página 12 most freelance 
contractors are women. 

 
Córdoba 
 

In Córdoba, women account for 23.60% of the employees on the permanent payroll at the six 
media companies for which data is available, while the figure for men is 76.40%. These 
percentages are largely similar to the gender split of media employees as a whole, which reflects 
the large number of people who are employed on permanent contracts. These results are 
quantitatively similar to those for the previous indicator, which is explained by the high 
percentage of employees who are on the permanent payroll within the companies in question. 
The types of people who fall outside this group are the same: women account for 24 of the 65 
people (36.92%) who are employed on short-term contracts or as freelance contractors. In 
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contrast, the percentage of all women working at media companies in Córdoba who have short-
term contracts or are freelancers is 23.08%. 

However, if we examine the share of all men and women who are hired in one of these two 
ways by the six companies we surveyed in comparison to other forms of hiring (permanent staff 
or open-ended contracts, for example), the percentages are reversed, meaning that a larger 
proportion of women are employed on short-term contracts or as freelancers than men: this is the 
case for 23.08% of female employees but for only 13.06% of male employees. The media outlet 
with the largest share of its staff employed on fixed-term contract or as freelancers (33.85% of 
the total) is a public company, where 46.67% of the female staff and 30% of the male staff are 
employed on these terms. 

At five of the companies for which we have data, all staff are employed on a full-time basis. 
Only one radio station mentioned differences in this regard: its full-time staff include six women 
(37.50%) and ten men (62.50%); the part-time staff included five women (41,66 %) and seven 
men (58.34%). On the one hand, this data reflects the specific nature of radio journalism as 
airtime is limited, which forces companies to cut down on reporters’ and newsreaders’ working 
hours. However, on the other hand, it is evident that the share of women is higher among part-
time staff, which has a negative impact on women’s income and the overall precariousness of 
female employment. 

There were a total of 14 interns among all the different types of media companies surveyed 
in Córdoba. Some 11 of these 14 interns were women. This means that 78.57% of interns are 
women, which reverses the share observed for other types of staff, among which women were in 
the minority. The feminization of internships or volunteer work points to three issues. The first is 
that internships are usually arranged as part of agreements with higher education establishments, 
and so these figures may be connected with the higher percentage of women among students 
wishing to acquire hands-on professional experience. The second is that although many of these 
interns end up working in the media, the share of those that do so does not reflect the percentage 
of women who graduate from media, newsreading, and journalism degree programs. The third is 
the pay gap that this generates between men and women, as salaries for internships are lower 
than those stipulated by the collective bargaining agreements that apply to people employed on 
any other basis. 

The fact that the percentage of all women media workers who are employed on short-term 
contracts, as freelancers, or on a part-time basis is 10% higher than the share of men employed 
on these terms, and that the percentage of women who enter media companies as interns is 
57.14% higher than that of men, point to an overall scenario of precariousness and job insecurity 
for women (and LGBTTIQ+ people). 

 
GENDER POLICIES 
 
Companies’ Attitudes 
 

We found no evidence of particular concern over gender issues at most companies in either 
of the two regions. We should, however, point to media belonging to civil society organizations 
in the City of Buenos Aires, public media companies in Córdoba, and the Clarín Group (which 
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operates in both regions) as being spaces where this issue is at least being discussed even if it has 
not yet been formally recognized within their corporate structures. 

In the City of Buenos Aires, companies’ attitudes to gender issues are varied. Of the 23 
companies included in the sample, 15 responded to the question on equal opportunity policies. 
Only six (40%) said that they had these: Barricada TV and Radio La Tribu, which are run by 
civil society organizations; Border Periodismo, a small private media company run by a woman; 
and the Clarín Group (Canal 13, Radio Mitre, and Clarín newspaper). 

Barricada TV and Radio La Tribu are evidence of there being greater concern and awareness 
around gender issues at civil society media organizations, which was mentioned repeatedly 
during our interviews. The director of Border Periodismo said that her concern over this matter 
had determined some of her editorial decisions. 

A very different type of media company that also has an explicit diversity policy (which goes 
beyond gender) is the Clarín Group, which has since 2004 been a member of the United Nations 
Global Compact, an initiative that promotes gender equality as a human rights issue that 
companies must commit to respecting and promoting. As part of this policy, the company has 
taken action on traditional women’s issues, such as breastfeeding, but is also promoting women’s 
access to senior positions and equal pay. 

The 17 other companies that were included in the survey (of all sizes and ownership types) 
either provided no response on this indicator, dismissed it as being part of the way that 
journalism works, or gave very general answers regarding their equal employment policies. For 
example, the public media companies that did not grant us interviews but did respond to our 
requests for access to information (TV Pública, Radio Nacional, and Télam) all said that 
although they do not have specific gender policies, they respect the equal opportunity 
requirements set out in national laws or sector-specific regulations. 

At La Política Online, where 60% of newsroom staff are women but there are no women in 
senior positions, gender policies within the company “are something that isn’t talked about in the 
newsroom—there is no differentiation between men and women, it’s more a question of 
competence and how each individual goes about their job” (Guadalupe Demetrio). Diario 
Popular employs just one woman (head of photography and layout) among the nine people who 
work in its newsroom (9%), even though women account for 30% of total employees and are in 
the majority in administrative areas and cleaning jobs, while men occupy the majority of 
technical positions. In other words, the sexual distribution of labor at the company follows very 
traditional patterns. Nonetheless, the company commented that “here, sex isn’t a factor at all, for 
any job. Anyone who is good at what they do gets promoted and climbs up the ranks.” 

At Canal de la Ciudad—a company where just 22% of managerial positions and 28.5% of 
executive positions are held by women but which was the only company in the sample who 
mentioned having a trans employee on its staff—the director of stated that “gender identity is a 
private, personal issue, and is thus not taken into account in professional assessments.” 

In Córdoba, as in the City of Buenos Aires, none of the media companies we surveyed had a 
gender department or a person responsible for evaluating gender equality in the workplace, with 
the exception of the Clarín Group, which created a Diversity Committee in 2016. This works on 
policies and measures to achieve gender equality, although developing and implementing most 
of these has yet to happen in Córdoba. 
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At the same time, two of the journalists we interviewed revealed that someone has been 
tasked with mainstreaming gender issues within public media outlets. 

These findings reveal the need for policies to balance out structural gender inequalities 
through actions that guarantee equal opportunity for all genders. One notable issue is that none 
of the people or companies we interviewed mentioned having pro-LGBTTIQ+ policies, which is 
a clear shortcoming. 

Although many companies have notoriously unequal gender employment structures, it is 
clear that many of them have not noted this as a problem and thus have not fostered gender 
policies to even out and democratize their labor practices. This perception evidently explains the 
lack of spaces to date within companies (gender offices and so on) at which to address unequal 
employment practices, harassment, and gender violence. 

However, the concern expressed by many smaller media companies (Barricada TV, La Tribu, 
and Border Periodismo) over these inequalities implies that they are indeed tackling them even 
though they have not created a formal committee or department like the Clarín Group has. 
 
Labor Unions and Workers: The Demand for Gender Mainstreaming 
 

Unlike media companies, where gender inequality is not a widespread or universal priority, 
there is an awareness at labor unions and among workers of a sexist organizational culture that 
urgently needs to be transformed. 

All unions mentioned holding periodic meetings on gender issues and making 
recommendations on gender equality to media companies, states, and union members. In other 
words, gender is on the policy agenda within press labor unions, although the importance 
different unions place on it varies. 

The main areas of concern within unions are: women’s participation in the workforce, access 
to senior positions, gender-oriented leadership training, and the inclusion of gender issues in 
collective bargaining agreements. The main focuses of union recommendations to companies 
are: the particular precariousness of women’s jobs, leave and time off in relation to gender 
violence, the extension of maternity and paternity leave, trans employment quotas, and the sexist 
content of news coverage. The issues that concern both companies and the unions themselves 
include discrimination and sexual harassment and abuse. 

All press workers interviewed said that they thought it was important for both media 
companies and labor unions to mainstream gender issues and put forward possible approaches to 
this. For companies, these included greater access to senior positions (which was mentioned 
more than any other point), training, closing the gender pay gap, better employment conditions 
for women, and the establishment of offices for reporting gender violence-related situations. For 
unions, these included greater female involvement in decision-making, more active gender 
committees, and particular care and concern over women’s jobs because these tend to be more 
precarious. 

Regardless of the specific initiatives implemented by the unions in question, the survey 
revealed the need to develop and strengthen sold, sustainable institutional gender policies that 
promote the access of women and LGBTTIQ+ people to more active employment roles and 
senior positions. As long as there continue to be no gender-conscious policies that acknowledge 
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the inequalities of power that primarily benefit men in public decision-making spaces, any 
potential sporadic affirmative action to increase the share of these two groups in labor union 
structures will be limited to legal requirements (such as quotas), which would not imply a real 
break with the patriarchal logic of power that is reflected in the ways that power is exercised 
within unions. 

The lack of awareness among members of measures their unions have implemented reveals 
the lack of more powerful gender policies and the promotion of these. At the same time, given 
that many female journalists are speaking out about cases of gender violence, legal assistance 
from trained experts has become a basic necessity that has not been provided for, to date. 

There are also shortcomings in labor unions’ capacity for putting pressure on companies to 
comply with the clauses in their collective bargaining agreements, let alone for making 
recommendations that move beyond these. Labor unions need to become representative 
mediators for all media workers, regardless of their gender, and to understand that labor-related 
demands and negotiations are permeated by structural gender inequalities that we need to address 
if we wish to stop reproducing them. Understanding that these types of violence are present and 
are reproduced in different ways within media companies implies understanding the need to 
help, train, and advise workers as they begin to deconstruct the prejudices and stereotypes that 
underpin gender inequality and undermine the rights of women and LGBTTIQ+ people. 
 
Universities: Gender Is Not on the Curriculum 
 

Although all the educational establishments that we surveyed expressed concern over gender 
issues and, as we saw above, the majority of students are female, this concern is not yet marked 
enough to have fully impacted undergraduate curricula. Although several universities claim that 
gender is a crosscutting issue that forms part of the curriculum for certain subjects, of the ten 
degree programs that we examined, only the Mothers of Plaza de Mayo National University 
Institute on Human Rights (IUNMA) includes a compulsory subject on gender for fifth-year 
undergraduates. For all other media degree programs, students can opt to take elective seminars 
on the issue. 

On the positive side, there are two postgraduate programmes on media and gender, one at the 
National University of La Plata (UNLP), which has been running since 2013, and another at the 
National University of Buenos Aires (UBA). 

None of the universities included in this study had made agreements with media companies 
to promote training for women and trans people—such as specific internships for these groups—
although some do have specific policies for raising awareness around and tackling these 
problems these groups face and the gender issue in general by creating research teams and 
activities on the topic. 

Another positive institutional initiative has come from the National University of Córdoba 
(UNC), where Governing Committee Provision no. 1769/2017 established a committee to a 
committee to make assessments and put forward proposals for implementing the 16th 
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Comprehensive Sex Education Act,16 which was passed by Argentina’s parliament in 2006. This 
measure points to the fact that the application of the National Sex Education Program is ten years 
overdue within higher public education establishments. 

 
Sexual Abuse 
 

None of the companies analyzed operated a specific office for reporting sexual abuse or for 
handling this sort of delicate situation. Generally speaking, these kinds of reports are handled by 
the person’s immediate superior or by human resources, neither of whom have received training 
or specialized guidance on this issue. 

The nonexistence of such facilities leads to these acts of violence being resolved in an 
ambiguous and often arbitrary fashion: the way that complaints are lodged and handled depends 
on who is involved, which mostly results in the downplaying of the incident and, in some cases, 
reprisals for the victim, which makes reporting violence of this type within the media a risky 
proposition, so victims frequently opt to remain silent. 

This reveals how natural, frequent, and commonplace such violence is perceived as within 
media companies and points to how resigned people are to it. The lack of instruments or forums 
which victims can resort to is evident. Mention was also made of situations of workplace 
violence in relation to hiring criteria, as was mentioned above, in which women were 
discriminated against because they may eventually decide to have children. 

The different examples of gender-based violence, harassment, and abuse that were 
experienced or witnessed by the journalists we interviewed contradict media companies’ 
discourses denying the existence of such incidents or attempting to make light of them. The lack 
of a gender perspective and the institutionalization of certain policies to prevent, tackle, and 
combat gender-based violence, abuse, and discrimination allow and facilitate the reproduction of 
such practices within and through media companies. The pervasiveness of subtler, almost 
imperceptible forms of violence like symbolic violence, which is embedded into daily work 
practices in a widespread fashion, tends to naturalize them and thus perpetuates them among 
people who work at media companies. 

Only Clarín Group and La Tribu expressed concern around developing specific tools and 
resources (such as ethical codes or specialized offices) that would help handle cases of sexual 
harassment or abuse. 

The issue has also begun to come up at labor unions, fueled in large part by more cases of 
abuse and mistreatment by men coming to light, some of which had been going on for decades 
within media companies, although cases within unions themselves have also arisen. SIPREBA, 
for instance, is working to design an internal protocol to tackle this issue. The people interviewed 
for this study acknowledged that one of the most important roles of unions in relation to gender 
issues is providing victims with medical attention and psychological support and also giving 
them legal guidance and helping them to take legal action. 

																																																													
16. It should be noted that the Comprehensive Sex Education Act was passed through National Law no. 26.150 of October 23, 
2006, and applies to the entire educational community, including both public and private institutions based in any jurisdiction and 
responding to any level of government, be it national, provincial, or municipal. 
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In contrast, these issues have a strong foothold within universities: since 2014, 20 
intervention protocols have been passed at different universities around the country to address 
discrimination and/or gender violence toward women and trans people, transvestites, and/or 
people with different sexual orientations. At the time of writing (July 2017), 12 more such 
protocols were being drafted. The aim of these documents is to create spaces and strategies for 
containing and intervening in the discrimination and violence that may arise in academic 
settings. 

In Argentina, as in the rest of the world, sexual abuse and harassment at work received huge 
amounts of media and public attention in 2017, a trend that shows no sign of abating, given the 
ongoing scandals around high-profile public figures. This issue is firmly on the public agenda 
and is prompting different types of organizations to take a stance and take action to find 
solutions to the problems that may arise. 
 
Discrimination 
 

None of the companies surveyed have specific offices or spaces for handling discrimination 
on any grounds, not just gender. Instead, these are resolved, like sexual harassment and abuse, 
through the human resources department, and are treated as just another workplace issue, not as a 
specific problem that is associated with different forms of inequality and discrimination, 
including gender. 

The women labor union representatives that we interviewed mentioned cases of employees 
being fired for getting pregnant and referred to a “sexist culture” within the unions themselves, 
as we discussed above. Another observation that they made, which was also noted by the labor 
lawyer León Piasek in his introduction to the full version of this study (not available in English), 
is how difficult it is to report these cases within companies due to fear of repercussion and the 
absence of strong labor unions who can protect these rights. 

Among the workers interviewed from the two regions, six said that they had witnessed an 
instance of gender discrimination within the company that they worked for and the labor unions 
that they belonged to. The examples that they gave also made mention of incidents that were due 
to the sexist culture of organizations (excluding certain issues and/or areas), undervaluing 
women’s opinions, mistreatment and violence, objectification, and sexualization. The precarious 
nature of women’s employment and the lack of equality of opportunity are also recognized as 
discriminatory practices. 

There is also intense discrimination within the day-to-day routines of the newsroom. For 
example, women are “protected” by not being sent to cover stories that may potentially put them 
in danger, and male journalists are sent instead. This discrimination diminishes and debilitates 
women as professionals. 

 
The LGBTTIQ+ Community 
 

People who form part of the LGBTTIQ+ community are in an even more vulnerable situation 
than women. Although Argentina has achieved a great deal around LGBTTIQ+ rights, including 
the gender identity and equal marriage laws, this community is still more vulnerable and more 
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likely to be treated unfairly in every area of life, especially the workplace. As a consequence, 
many people conceal their gender or sexual orientation or identity and lie about their private 
lives at work to avoid discrimination that would reduce their chances of promotion or be 
otherwise detrimental at work. 

They face multiple obstacles when looking for work and often have a history of 
mistreatment, harassment, discrimination, being ostracized, and other forms of violence that 
prevent them from completing their education and becoming fully trained professionals 
(D’Alessandro, 2017). These circumstances limit the career possibilities of LGBTTIQ+ people 
and should be taken into consideration when analyzing their relationship with media companies. 

According to the data obtained for this study, only one public media company in the City of 
Buenos Aires—Radio Ciudad—has a trans person on its permanent payroll. There are no 
equivalent cases in Córdoba, where we found just one trans reporter, who has a monthly column 
at one of the media companies we analyzed but is employed as a freelancer. 

However, probably as a consequence of the laws mentioned above, awareness of the 
LGBTTIQ+ community’s situation is on the rise within media companies, unions, and 
universities. Labor unions, for instance, are lobbying for 10% trans employment quota clauses 
within their collective bargaining agreements as one of their main gender policies, along with 
leave or time off for workplace violence, and are also focusing on these issues within their own 
organizations. Likewise, universities have created internal policies for the trans community and 
even acknowledged diverse gender identities before the new law was passed. However, we found 
no evidence of specific agreements between educational establishments and media companies to 
promote employment for this group or for women. 

Print media companies from the City of Córdoba were the only ones who recognize the 
profound structural inequalities that LGBTTIQ+ people have been subjected to and how this 
affects their employment opportunities. Those in senior positions at these companies said their 
priorities were transforming the social and cultural structure and taking a proactive approach, 
particularly with regard to ensuring that people with a variety of gender identities compete for 
jobs and promotions. This stance, in combination with appropriate training for the departments 
that recruit and hire personnel, such as human resources, could be the starting point for a set of 
policies that would create a more inviting workplace for gender-diverse communities. However, 
this approach will fall short if there are no other equal opportunity policies that consider the 
needs of different genders and move toward evening out current inequality and closing gaps. 

At universities, the lack of student admission quotas or initiatives to encourage the creation 
of senior positions and promotion strategies for women, who account for the majority of 
graduates, is no minor matter. Educational establishments should be developing their programs 
with a view to transforming existing workplaces and increasing the shares of women and/or 
people who identify as trans and/or other gender identities employed at these. 
 
Training 
 

The demand for training on gender issues and female leadership was one of the issues that 
the media company employees we interviewed agreed most on—indeed, they indicated that it 
was a key strategy for democratizing both labor unions and media companies. 
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Labor unions have been developing increasing numbers of training programs on gender and 
the media, although they have yet to create leadership programs. Gender is an issue of concern 
within these organizations, which are trying to raise awareness around it as a point of conflict 
that requires attention and specific forms of action. 

Training programs can help transform the realities of life within unions and are an essential 
way of raising awareness and doing away with archaic sexist practices. 

In this sense, promoting awareness around patriarchal cultural, social, economic, and 
political passions and deconstructing these is a fundamental part of designing and implementing 
gender policies that actually intend to transform and break with sexist workplace cultures, 
structures, and communication patterns. This is why many of the media workers that we 
interviewed drew attention to the naturalization of certain forms of inequality and gender 
violence at the companies where they worked. Such patterns can only be perceived following a 
change of perspective—or an entire paradigm shift. A genuine interest in including a gender 
perspective implies doing more than simply hiring a certain number of people in response to 
requirements around political correctness. Instead, it implies moving past appearances and 
questioning the hegemonic patriarchal precepts and structures that are produced and reproduced 
both within and through media companies and labor unions. 

However, despite how important companies and their employees say that such training is, 
there are severe shortfalls in the availability of gender-related courses and programs at 
universities. Of the establishments analyzed for this study, only one includes a compulsory 
course on gender in its degree program, while at most of the rest gender is only covered in 
elective courses, and is not included at all at four of them. 

 
Care 
 

One issue that arose repeatedly during the interviews, particularly among workers and union 
representatives, was care work and the problems around reconciling work and family life. This 
issue that needs to be solved if women’s opportunities are to be improved. As long as women are 
perceived in both social and political terms as bearing the prime responsibility for care work 
within the home, their chances of getting ahead at work will be limited, largely due to lack of 
time but also because they perceive that they do not have the right training or experience. This is 
especially true in today’s workplaces—particularly in media companies—which place huge 
demands on employees in terms of the times and hours that they have to work. A lot of the work 
at newsrooms takes place very early in the morning or very late at night, a timetable that is 
largely incompatible with family life. Care responsibilities also complicate involvement at 
unions, which constitute a third realm of activity on top of reproductive and productive work. 

As was described above, in the section in this chapter on the gender pay gap, there needs to 
be a gender-based focus on forms of employment. The data collected suggests that the number of 
women working part-time, as freelance contractors, or as volunteers or interns is higher than that 
of men. The fact that women account for a disproportionately low share of full-time employees 
is likely connected to care work: reproductive work within the home reduces women’s 
possibilities of productive employment. 
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It is worrying that the only company that stated it was implementing policies to improve 
work/life balance (the Clarín Group) is aiming these mainly at women themselves, rather than at 
women and men, and is thus once more reproducing the notion that women bear the primary 
responsibility for domestic work and caring for families. 

There are other factors that condition the type of assignments and topics that journalists 
cover, notably their availability and willingness to take on articles that may involve travel or take 
up large amounts of time, which would appear at first glance to be incompatible with 
motherhood. According to senior employees at a media firm in Córdoba: “There’s a woman on 
the sports desk. She’s young and really energetic. She’s covered the Olympics and the Dakar 
Rally, which is a really male event. Not long ago she wrote an article about the experience which 
mentioned how one of the organizers said to her ‘I thought you wouldn’t make it to the second 
round.’ As you can imagine, if the organizers told a woman journalist that they didn’t think she’d 
make it to the second round, it was a very unusual decision on the part of the paper to send her. I 
think it’s also a question of how available journalists are.” 

Caring for children and other family members hampers women’s professional development 
as it occupies time that their male counterparts can spend on paid work and use to take up to 
work-related opportunities.17 Several of the journalists interviewed said that the women that 
cover these kinds of stories don’t have children so they have more time available to spend on 
work. However, when they have children, their performance starts to slide or they choose to 
avoid stressful situations like competitive promotion processes or other career opportunities that 
imply competitiveness and spending more time at work. Conversely, becoming fathers does not 
seem to affect men’s careers at all. 

 
Parental Leave 
 

We found that the companies surveyed tend to extend their parental leave allowances beyond 
what is stipulated in Argentina’s General Employment Contract Law (90 days of paid maternity 
leave and two days of paid paternity leave). These extended allowances are mostly established 
through collective bargaining agreements and were implemented in response to demands from 
labor unions and workers. We see this as a positive trend as it makes work and family life easier 
to reconcile for workers. Likewise, care work within homes will be shared more equally as 
increased paternity leave becomes more widespread, which should ideally happen through a new 
law. We also look favorably on increasing the maternity leave allowance to six months, so as to 
promote breastfeeding, and establishing a parental leave allowance (to be taken by either of the 
parents) of one year to care for the child. 

Another significant factor that we noted at the Clarín Group, the only company to provide 
statistics on how many members of the workforce actually make use of this kind of leave, is how 
much lower the number of men who take paternity leave is than the number of women who take 

																																																													
17. According to data from the United Nations Development Program (2016), women in Latin America spent three times as 
much time on unpaid work (care work and domestic work—in other words, reproductive work) as men. In Argentina, the 2013 
Survey on Unpaid Work and Use of Time found that a woman who is employed full-time in a paid job outside the home spends 
more time on unpaid domestic work (5.5 hours) then an unemployed man (4.1 hours). Furthermore, nine out of every ten women 
perform domestic chores, while four out of every men do not do any domestic chores even if they are unemployed 
(D’Alessandro, 2017, pp. 18 and 52). 
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maternity leave (2.5% as compared to 4.5%). This could well be due to the fact that men are less 
likely to perform reproductive and care work but may also be due to perceptions that taking up 
these allowances would create a negative impression within companies. By law, men have the 
right to just two days’ paternity leave in Argentina, but even so, men take this leave much less 
often than women take maternity leave. 

However, the demand for longer paternity leave did come up in the testimonies of both union 
representatives and employees and at media outlets run by civil society organizations. In other 
words, the groups that are closest to workers (unions and cooperatives and so on) believe that 
there is a need to extend leave allowances to better distribute care within homes and to generate 
better spaces in which to raise their sons and daughters. 

There is beginning to be a demand for gender policies that extend and incentivize paternity 
leave and job flexibility for men and thus help balance out responsibilities and work that are 
traditionally assigned to women within patriarchal societies. Recognizing the role of fathers and 
giving them a place implies promoting fatherhood and a more egalitarian distribution of care 
tasks. Promoting equality and measures that help both men and women reconcile their work and 
home lives would contribute to transforming a sexist business culture. 

 
Early Childcare 
 

Another issue that is connected to maternity and paternity leave is access to early childcare, 
which is guaranteed by law in Argentina. TV Pública (in the City of Buenos Aires) and one 
media company in the City of Córdoba were the only companies we surveyed with an onsite 
daycare facility where employees could leave their children. Five other companies (two public 
and three private) said they paid their employees a stipend to cover childcare services, but 15 
others either did not respond on this point or said this benefit was not available for their 
workforce. 

In other words, there are more media companies who either do not provide childcare 
facilities or stipends or do not report on it than ones that do. This is no minor issue in that finding 
a solution to childcare, especially before children reach the age at which they can start 
kindergarten in the public education system (three years of age), is what enables men and women 
to form part of the labor market. If a family receives no support for childcare from the state or its 
members’ employers, the most likely outcome is for one of its members to participate less in the 
labor market (in other words, to work part-time) or to stop performing paid work altogether to 
cover this need. Due to the traditional sexual division of labor, those that do so are generally 
women, who are thus totally or partially excluded from productive work and lose both financial 
and physical autonomy within their families and other social benefits. 

Another problem that was observed in relation to childcare facilities and stipends is that these 
are not provided equally to men and women. The General Employment Contract Law is 
ambiguous on this point: although it does not explicitly exclude men from the benefit, the 
provision on childcare facilities falls within the paragraph on women and only makes mention of 
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female employees.18 According to the workers that we interviewed, only one of the companies 
that they work at or have information on provides male workers with this benefit. 

This state of affairs is problematic in that, as we have observed, women journalists (and 
female workers in general) are more likely to be employed on a precarious or informal basis than 
men and childcare benefits are only available to staff on the permanent payroll, which reduces 
families’ possibilities of gaining access to employer-financed childcare. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

																																																													
18. Article 179 of Act No. 20744 on Employment Contract Regimes states: “at establishments that employ the minimum number 
of female workers stipulated by these regulations, the employer must provide childcare facilities for children up to a certain age 
and in conditions that will be established in due course.” 
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Based on the conclusions we have reached in this study and the suggestions regarding the 

democratization of organizations that were put forward by press workers and members of the 
labor unions we interviewed, we have drawn up the following recommendations. 

 
For Media Companies 
- Run training programs on gender issues and the democratization of organizations for all 
employees, and on leadership specifically for female employees. 
- Create policies around care for dependents (children, parents, and sick or disabled relatives); 
create breastfeeding facilities; provide childcare either onsite or via a financial stipend that is 
on par with market rates; extend maternity and paternity leave allowances; promote part-time or 
flexitime arrangements for mothers and fathers. 
- Take affirmative action to help women build their skills: promotions, employment quotas in key 
areas, the inclusion of women in areas that they have traditionally been excluded from, and 
hiring strategies that help women build their skills, among others. 
- Provide awareness-raising and training programs for management staff on gender issues. 
- Gender mainstreaming in company policies. 
- Create gender offices or departments that will implement this mainstreaming within company 
policies and specific departments to handle reports of gender violence using special protocols. 
- Specific inclusion policies for the LGBTTIQ+ population. 

 

For Labor Unions 
- Run courses and training programs on gender issues and the democratization of organizations 
for all union members, and on leadership specifically for women and trans people. 
- Lobby the different levels of government to generate regulatory policies for media companies 
that contemplate gender issues. 
- Continually monitor media companies regarding the implementation of gender equality 
policies and reports of unfair treatment. 
- Implement gender policies within labor unions. 
- Increase unions’ involvement in gender-related problems that members experience. 
- Address gender violence within unions and companies and create specific protocols to this end. 
- Enforce the rights guaranteed by law in relation to maternity and care work. 

Recomendations 
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- Promote increased paternity leave and extended postpartum leave for mothers or fathers. 
- Specific inclusion policies for the LGBTTIQ+ population at both unions and media companies. 

 

For Universities and Educational Establishments 
- Add mandatory courses on gender to degree programs and mainstream the gender perspective 
within training for media professionals. 
- Increase the creation and implementation of protocols and mechanisms to prevent, eradicate, 
and sanction violence and discrimination against women and people from the LGBTTIQ+ 
community within universities. 
- Promote agreements to include women and people from the LGBTTIQ+ community in media 
companies. 
- Foster the careers of women and people from the LGBTTIQ+ community within universities. 

 

For the State 
- Create public policies on gender and the media, including standards and programs on both of 
these areas. 
- Take affirmative action to promote the hiring of women and people from the LGBTTIQ+ 
community at publicly owned media companies: quotas, internship programs, training, and so 
on. 
- Take affirmative action to promote the hiring of women and people from the LGBTTIQ+ 
community at private media companies, such as tax incentives and subsidies for companies that 
implement concrete policies to promote gender equality. 
- Extend maternity and paternity leave allowances and time off for caring for employees’ 
dependents, regardless of the employees’ gender identity. 
- Promote a culture of democratization within organizations, implemented through campaigns, 
awareness-raising initiatives, training, and targeted programs. 

 
It is essential that we move toward a more egalitarian democracy that takes an inclusive view 

of all citizens’ rights. Access to equal opportunities is a debt that is long overdue in Argentina. 
To achieve it, we need to continue to break down power structures that exclude certain sectors of 
society and make them invisible. The media is one of the most powerful social players and has 
the potential to bring about huge social change. If the contents that media companies publish and 
the ways that they function are democratized and become truly inclusive, we will have swept 
aside an enormous barrier on the path to a more equal society. 
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