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QUICK TIPS FOR THE

CREATIVE PROCESS
The Creative Brief

• Is the briefing process free from gender bias?

• Are the questions designed to address potential bias in the responses?

55%

of adults believe that
women are portrayed
negatively in programming.
Source: TiVo Research

• Are the attributes that you want to highlight in your creative and messaging to
and about women appropriate? For example: successful, courageous and confident.

Your Teams

• Have you invited a diverse group to your work sessions?

• Are leadership roles fairly divided between men and women?
• Has everyone involved — designers, executors, evaluators,
key executives — reviewed the brief?

Content Creation

• Does the creative include a broad spectrum of roles for women?
• Does the big idea rely on gender stereotypes?

29%

of women in ads are
inaccurately portrayed
through some form
of stereotyping,
objectification or
diminished character.
Source: ANA

• Does the casting and the creative show women and girls with a range of ages,
body types, backgrounds and settings?

Writing Women Well

• Do female characters significantly contribute to the story?
• Are any female characters over the age of 40?

• Could any of the following words describe the female characters’ personalities?
Strong, intelligent, ambitious, charismatic, creative, reliable, successful,
courageous, or confident.

• Are there female characters in leadership positions or in science and technology fields?

Production and Postproduction

• Is the production crew composed of men and women?

• Do wardrobe selections add or detract to the women in your story?

• Does postproduction allow for only minimal retouching or image manipulation?
• Are women given ample consideration for voiceovers?
• When selecting music, are female artists in the mix?

For more information, contact gem@ana.net.
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QUICK TIPS FOR

WRITING WOMEN WELL
Copywriter’s Checklist

• Do female characters significantly contribute to the storyline?
• Are any female characters over the age of 40?

44%

Percentage of women who
say they see themselves
reflected in the women
they see in media.
Source: Unilever

• Could any of the following words describe the female characters’ personality attributes? 		
Strong, intelligent, ambitious, charismatic, creative, reliable, successful, courageous,
or confident.
• Do female characters have careers in which they are in leadership positions or in science
and technology fields?

High GEM™ Scoring Ads
• Favorably present women.

• Portray women in a respectful manner.

• Portray female characters as good role models for women and girls.

• Represent women in a way that consumers would be comfortable seeing
their moms or sisters in the ad.

• Show a woman’s whole self rather than concentrating on a specific body part.
• Make sense for the brand or product.

30%

Percentage increase in
ROI for ads and programming
which realistically portray
women and girls.
Source: TiVo Research

• Make consumers feel good about themselves.
• Are appropriate for all ages.

IN PRIME TIME, THERE IS
ONLY A 1 IN 14 CHANCE THAT
A CHARACTER WHO IS AN
ENGINEER OR COMPUTER
SCIENTIST IS A WOMAN.
For more information, contact gem@ana.net.
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QUICK TIPS FOR

RESEARCH
What is GEM™?

• In 2016, the SeeHer research team created GEM™, a data-driven, open-source
methodology that uses four key questions about how women feel about ads and
programming to measure gender bias in that content.

71%

Percentage of women
who say brands should
use their ads to promote
positive messages to
women and girls.
Source: SHEKNOWS

• As part of their membership, marketers are given GEM™ scores to as many as
20 of their ads for free.

• Now used in 14 markets around the world, GEM™ has become the industry standard
for quantifying the accuracy of portrayals of women and girls in ads and programming.

• GEM™ scores are captured for the top 500+ Nielsen ranked shows and SeeHer memberselected broadcast and cable shows twice a year, during fall and spring sweeps.
• To date, more than 60,000 ads have been measured by the GEM™ metric.

How is GEM™ Used?

• The metric is used by marketers, content creators and agencies in copy testing to
achieve gender equality in their messaging and storytelling.

• GEM™ is integrated into media planning to maximize the impact of marketing dollars.

• The metric is designed increasingly incorporating GEM™ requirements are increasingly
being incorporated into media review RFPs.

60% +

Percentage of female consumers who believe that
women are commonly
depicted using negative
stereotypes in ads.
Source: A+E Networks

Additional Options

• Marketers seeking to establish a normative database can work with SeeHer to score
a certain number of ads—typically 30-50—and develop their own norms.

• SeeHer members can purchase 100% of their ads from our post-syndicated partner
ABX, which provides all of a marketer’s scores plus a normative database of 60,000+
ads and competitive data.
• GEM™ requirements are increasingly being incorporated into media review RFPs.

For more information, contact gem@ana.net.
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QUICK TIPS FOR THE

GENDER EQUALITY MEASURE™
WHAT IS GEM™?

• The Gender Equality Measure™ (GEM™) is a data-driven methodology developed by
SeeHer and open-sourced to the entire marketing industry that identifies unconscious bias in
advertising and programming. GEM™ is being used to evaluate content in Australia, Brazil, 		
Canada, China, France, Germany, India, Italy, Japan, Mexico, Russia, Spain, the U.K. and the U.S.

11%

HOW DOES IT WORK?

Increase in brand
reputation for ads with
positive GEM™ scores.

Source: ABX

26%
45%

◊ I think highly of the way women are presented in the ad.
◊ Women are presented in a respectful manner in the ad.
◊ It is inappropriate how women are featured in the ad.

◊ Women are presented in the ad in a manner in which they can be seen as
		 good role models for other women and young girls.

HOW IS IT USED?
ALL CONSUMERS

• GEM™ methodology is used to improve the efficiency and impact of business communications
in several ways:
◊ Evaluating existing ads.

◊ Incorporating the four GEM™ questions into ongoing copy-testing protocols.
◊ Adding GEM™ as an element in RFP evaluations.
WOMEN

Increase in purchase
intent for ads with positive
GEM™ scores among
all consumers and
women, respectively.
Source: ABX

• GEM™ measures perceptions of how female actors are portrayed in the media by asking
consumers how much they agree or disagree with four statements, which are then used to
compile a GEM™ score: 		

◊ Using the methodology to determine programming choices in which to place ads.

◊ Requiring agencies to incorporate GEM™ into existing media planning and research.

“IT’S TIME TO BE CONSCIOUS
ABOUT UNCONSCIOUS BIAS.”
SHELLEY ZALIS, CEO, THE FEMALE QUOTIENT (TFQ)
For more information, contact gem@ana.net.
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QUICK TIPS FOR

MAXIMIZING MEMBERSHIP
Do You Offer Exclusive Training for SeeHer Members?
SeeHer on-site strategy sessions are customized “boot camps” for staffers and
executives as well as agency partners. They provide instruction on:
• Talking about the issue internally and with external audiences.

50%

Increase in sales following
a SeeHer boot camp that
led Georgia-Pacific to
replace its iconic Brawny
lumberjack packaging
with a new design
featuring a female.

• Identifying and addressing unconscious bias in ads and media plans.
• Utilizing the GEM™ methodology.

How Long are the Boot Camps?

• Sessions last a half-day, beginning in the morning and concluding at noon.

What Is a Typical Agenda?
• Continental breakfast

• Declaration of objectives for the day

• Discussion of the impact of unconscious bias
• SeeHer case studies

• Marketer-specific GEM™ results and review
• Workshop breakouts

• Discussion of thought starters and next steps

9 out of 10
Consumers who say they
have a more positive
image of a company when
it supports a social or
environmental cause.

How to Enhance the Value of Your Membership?

• Participate in industry conference panels on gender equality as a SeeHer member
at key events such as CES and Cannes.
• Support SeeHer media PR events, particularly our partnerships with award shows
such as the Critics’ Choice Awards and the Fox Teen Awards.
• Contribute to SeeHer content on the website, including the blog and submitting
your ads with high-achieving GEM™ scores for display on the site’s Ad Gallery.

Suggested Language for Including GEM™ in Media RFPs:
At (COMPANY) we are committed to gender equality. We are members of SeeHer, the industry’s
groundbreaking global movement to free all ads and programming from gender bias. We use the
SeeHer Gender Equality Measure™ (GEM™) in all our analyses of media planning effectiveness.
Please consider this in the preparation of your proposal. In pursuit of additional synergies, we
also would like to know of any partnerships you may have or are considering with SeeHer.

For more information, contact gem@ana.net.

