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Snapshot:

This 2024 Women for Media report is the sixth edition in a 
series initiated by WLIA in 2012. Bringing together an expert 
team of media and political science scholars to assess the 
current state of women’s representation in the Australian 
news media – from the perspective of who produces the news, 
and who features in it. 

This report is the largest and most innovative study of its kind to track gender 
representation in bylines across key news topics and major Australian media 
outlets. Analysing over 200,000 articles with advanced machine learning 
techniques for topic clustering, complemented by generative AI and rigorous 
manual coding, this report represents a significant advancement in media and 
gender research.

More than a decade after the first Women for Media report, we find that progress 
towards gender parity in media representation is moving slowly. Despite nearly 
equal numbers of male and female journalists in our sample, a long shadow of 
gender bias persists. As in the past, women still disproportionately cover “soft 
news” stories, while men write the “hard news” topic areas. And women have less 
access to exclusive taglines, enjoy less visibility on newspaper’s premium pages 
and are underrepresented in the opinion and commentary sections. 

The gap extends beyond just who’s writing the stories. On the other side of 
media coverage – the quoted experts, the people who are bestowed with 
authority in the media – the same old story persists. As in past reports, men 
dominate the quotes, and they tend to quote other men more often. Women are 
better at quoting their fellow women.

“There is no doubt that media 
organisations are facing 
tough times, with business 
models under pressure, 
increasing news avoidance, 
and the rise of disinformation 
on social media. Despite 
these challenges, it is 
crucial that we continue 
to prioritise diverse voices 
in our news coverage. The 
stories we see, the voices we 
consider authoritative, and 
the narratives we embrace 
all determine the future we 
build.” 
– Carol Schwartz AO

To read the full 2024 Women for Media Report, visit  
wlia.org.au/women-for-media-report
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RESULTS  Top Billing
We now turn our attention to the whether men and women get 

equal access to the front pages of news media, both as authors 

and as sources. We also test who is quoted in front-page stories 

to understand gender differences about who is bestowed with 

“primary definer” status, which carries social power.

Deciding who to quote matters

Specifically, we are interested in understanding the roles editorial decision-

makers and journalists themselves play in deciding who to quote. This matters, 

because as discussed, it bestows authority and legitimises the perceived 

expertise of those quoted. Media visibility is a form of social capital (Wallack, 

2000) that can be used as power to advocate for an issue, policy position, 

political preference or even personal promotion.

The importance of front-page placement

Editors reserve front-page placements to signal to the audience the perceived 

importance of a story or issue. Despite the complexities introduced by online 

news and the use of algorithmic distribution of social media content, page 

one decisions nonetheless are still being made in 2024 and provide insight 

into newsroom judgements of newsworthiness. Put another way, Mensing and 

Greer (2013: 4) argue: “most newspaper readers understand clearly that articles 

placed above the fold on the front page are the most important in that issue and that the story 

with the largest headline is the top story for the day.” Their research comparing hardcopy and 

news story placement online found that the front pages (or most prominent positions) of online 

sites favoured breaking news and were event orientated (Mensing and Greer, 

2013: 32). This observation reinforces the prominence and delivery of “hard 

news” that traditionally has favoured male authors over authors of “soft 

news” stories. The previous section of this report found that in 2024 women 

are skewed towards producing “soft news” content compared to men.

Opinion and commentary pages shape public opinion

Finally, we also investigate opinion journalism on the opinion and 

commentary pages of print and online mastheads because these articles 

are typically reserved for expert and privileged sources and authors (both 

in-house and external). Wahl-Jorgensen writes that this type of journalism 

enables the media to “contribute to shaping and articulating public opinion” 

(2008: 67) McNair put it this way about opinion pages: “In this capacity 

the institution of the press takes the lead in establishing the dominant 

interpretative frameworks within which ongoing political events are made 

sense of” (McNair, 2000: 30). While both scholars acknowledged that 

increasingly opinion and news reporting are entwined across news pages 

and within stories, editors and journalists still make deliberate decisions 

about who writes these conventional forms of opinion journalism and who is 

quoted in these stories.

The opinion and 
commentary pages 
of print and online 
mastheads are 

typically reserved 
for expert and 

privileged sources and authors.
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RESULTS  Big Picture (185,734 news stories)
A trawl of the 30 selected Australian media organisations (see Table 2) for the month 

of March 20242 identified 5,031 unique author names with similar numbers of men 

(2,604 or 52 per cent) and women (2,423 or 48 per cent) author bylines. 

Table 2 shows the breakdown of author gender across publications and highlights 

instances where either men or women dominated a publication’s by-lines. We note 

where articles were not attributed to an author at all.Table 2: 

News Outlets and their owners included in the Big Picture analysis

Author gender (Number)

Author gender (Percentage)

Source
Women Men Non-

Binary
No 
author Women Men Non-

Binary
No 
author

7 News
626

747
1,681 20.5% 24.5%

55.0%

9Now

167
67

119
47.3% 19.0%

33.7%

Channel 9 News
394

343
936 23.6% 20.5%

55.9%

nine.com.au
119

19
8

81.5%
13.0%

5.5%

nine.com.au - 9Honey 16

615
2.5%

97.5%

nine.com.au - 9Honey - Coach

16

100.0%

nine.com.au - 9Honey Celebrity  

344

100.0%

nine.com.au - 9Honey Style 20

21
48.8%

51.2%

nine.com.au - 9Honey Travel 101
5

27
75.9% 3.8%

20.3%

nine.com.au - 9kitchen 37

14
72.5%

27.5%

AAP News
752

1,529
820 24.3% 49.3%

26.4%

ABC Online
1,568

1,091 2
3,123 27.1%

18.9% 0.0%
54.0%

Brisbane Times
1,252

2,015
1,306 27.4% 44.1%

28.6%

Crikey
35

128
9

20.3% 74.4%
5.2%

NT News
4,056

4,750
5,672 28.0% 32.8%

39.2%

News.com.au
1,804

1,851
2,899 27.5% 28.2%

44.2%

Perth Now
1,998

2,704
2,242 28.8% 38.9%

32.3%

Sky News Australia 358
470

3,492 8.3%
10.9%

80.8%

The Advertiser
4,487

5,304
3,897 32.8% 38.7%

28.5%

The Age
1,268

2,042
1,033 29.2% 47.0%

23.8%

The Australian
1,705

3,293
976 28.5% 55.1%

16.3%

The Australian Financial Review 506
1,062

456 25.0% 52.5%
22.5%

The Canberra Times 1,751
2,667

1,885 27.8% 42.3%
29.9%

The Courier-Mail
5,136

6,037
7,760 27.1%

31.9%
41.0%

The Daily Advertiser 1,351
2,032

1,140 29.9% 44.9%
25.2%

The Daily Telegraph 4,702
5,522

7,203 27.0% 31.7%
41.3%

The Guardian
246

254
148

38.0% 39.2%
22.8%

The Herald Sun
4,769

5,826
6,797 27.4% 33.5%

39.1%

The Mercury
3,943

4,698
7,050 25.1%

29.9%
44.9%

The New Daily
311

350
298 32.4% 36.5%

31.1%

The Saturday Paper 69
147

12
30.3% 64.5%

5.3%

The Sydney Morning Herald 1,257
2,017

1,347 27.2% 43.6%
29.1%

The Weekly Times
1,324

1,532
4,008 19.3%

22.3%
58.4%

The West Australian 2,762
4,642

1,056 32.6% 54.9%
12.5%

WAtoday.com.au
1,259

1,999
1,293 27.7%

43.9%
28.4%

Wide World of Sports 4
49

733 0.5%
6.2%

93.3%

Source: Authors using Meltwater data. Notes:  N=185,734 news items; Conversation removed from analysis as 

too few stories.

Notes on the data
The first observation is of the 

185,734 media items, 90,647 
are unique – showing the high proportion of syndicated 

media content in the Australian 
news eco-system. This also 

speaks to Australia’s high concentration of media ownership compared to other 
liberal democracies (Carson, 

2019). The second observation 
is that nearly half of the articles 

do not have a named author. 
This is a commonly cited issue for this type of content-

driven research (see Victorian 
Government/iSentia, 2024: 

Price and Williams, 2021). Of the 
115,838 articles with a byline, 

we identify 5,031 unique author 
names, providing a useful guide about the number of 

journalists working in major 
media outlets in Australia. It is 

also notable that the greatest 
amount of authored content is 

coming from print media. Many of the broadcasters often 
do not carry bylines. Among 

the reasons observed in the 
data for this is that many embed the journalist’s name in 

the audio and are not picked 
up in the text analysis. Further, 

some are using producers to 
create news packages that are 

non-attributable to one person. Where we see gender skewed 
in one direction or the other 

is Nine’s specific lifestyle and 
entertainment content (i.e. 

9Honey) is disproportionately 
women reporters. In contrast, 
Crikey, Australia’s only two national papers – The 

Australian and Australian Financial Review, along with 
the weekly Saturday Paper 

and 7 West Media’s, The West 
Australian, all skew in favour of 

more male bylines (see Table 
2).

2  For comparison, the 2021 report draws on 57,000 articles across the month of May 2021.

2024 Women for Media Report

It’s essential for democracy and civic engagement
In democratic societies, gender equality means that everyone should have the same opportunity to participate in public life, free from any form of discrimination. Although this principle is widely recognised, it’s clear that we haven’t achieved it yet. There are still significant gaps in gender representation across society, including our democratic institutions like government, the judiciary, and, as this report highlights, the media. This ongoing disparity underscores the need to continue working towards this important goal.

If a gender-equal society is a central concern of democracies, then it follows that gender equality should also be reflected in the news media that we consume and as a primary site where we engage in public discourse: both in terms of who produces the news and who features in it.
When women and other marginalised groups are underrepresented or misrepresented in the media, their concerns, experiences, and contributions may be overlooked, leading to a lack of accountability and democratic participation.

Because media shapes societal norms and attitudesWhen the voices and perspectives of all genders are represented in news coverage, it helps to counteract stereotypes and biases – fostering a more balanced and nuanced understanding of issues.  
By portraying diverse gender roles and identities, media reporting can challenge traditional gender norms and promote social change towards greater gender equality.

You can’t be what you can’t see
Additionally, fair and equitable representation in the media is crucial for the empowerment of women and other marginalised groups. Seeing oneself reflected positively and accurately in the media can boost self-esteem, inspire aspirations, and provide role models for future generations.

It's good for the economy
Beyond ethical and representative reasons for closing the gender gap, there are compelling economic arguments for achieving gender parity. A McKinsey Global Institute report estimates that closing the gender gap across public, private, and social sectors could add $12 trillion to global GDP by 2025 (Woetzel et al., 2015). 

Overall, gender equality in media reporting is not just a matter of fairness—it is necessary for creating a more inclusive, democratic and equitable society.

INTRODUCTION Why gender equality matters in the news media
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Key Findings
Gender bias in story topics: 
Women more often cover “soft news” such as the arts, lifestyle, and 
entertainment while men dominate “hard news” such as sports, business, 
and foreign affairs. National and financial publications reflect this with a 
predominance of male bylines on their front pages and opinion articles.

Women are more likely 
than men to write about

Men are more likely than 
women to write about

Health, Well-being and Lifestyle

Arts, Entertainment and Celebrities

Crime

Disasters and Accidents

Sport

Business and the Economy

Energy and Environment

Science and Technology

Gender (byline) by news topic
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MenWomen

Source: Authors using Meltwater data

Unequal front-page 
and exclusive  
coverage: 
Men wrote the majority of front-
page articles and were quoted 
exclusively more than twice as 
often as women. Their stories 
are more common, more 
often tagged “exclusive” and 
typically contain more words, 
revealing their prevalence 
and prominence on premium 
news pages. Women’s stories 
less often feature on premium 
pages, or carry “exclusive” 
taglines, highlighting a 
significant gender disparity in 
visibility and prestige.

 

 
A snapshot of  

front-pages shows 
women account for only 

 
 

37% 

of front-page authors

Source: Authors using a snapshot of Factiva  
and Newsbank data

Source: Authors using Meltwater data

A 'Big Picture' sample of 185,734 
stories published across 30 
Australian news outlets across 
one month (March 2024)

A 'Top Billing' sample focused 
on >13,000 stories and opinion 
pieces published in Australia's 
premium news pages 

In-depth interviews with nine 
media outlet leaders

Data sources & method See full report for method details
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Leaders acknowledge progress and 
challenges:
Editor interviews indicate that newsroom 
leaders are committed to improving gender 
representation, and progress has been made, 
with more women staff and women leaders in 
the newsroom. But most acknowledge more work 
needs to be done, particularly representation of 
women from diverse backgrounds. Another key 
challenge area is developing policies to deal 
with online harms that disproportionately target 
women.

Tabloid vs. Broadsheet coverage: 
Tabloids, with their focus on crime, disasters, and 
lifestyle, feature more female bylines in these areas. 
In contrast, broadsheets, covering business and 
foreign affairs, are predominantly male authored. 

Gender imbalance in  
opinion article authors: 
Men pen the most opinion articles, contributing 
to more than two-thirds of articles in the dataset. 
Women account for less than a third (29%) of 
opinion article bylines. Men's opinion articles are 
typically longer, and the authors are more often 
in-house reporters. In contrast, women's opinion 
pieces are usually written by external contributors. 
The findings represent a slow decline in women's 
commentary whereby women authored 35% of 
opinion articles in 2021.

62 65
71

38 35
29

2019 2021 2024

Men Women

Gender of masthead opinion authors  
2019 - 2024 (%)

MenWomen

Sources: Authors from 2021 Women for Media Report: ‘Take the Next Steps’ (Price and Williams 
2021), 2019 Women for Media report: ‘You can’t be what you can’t see’ (Price and Payne 2019), 
and Commentary and Opinion dataset using Factiva, News Bank and Saturday Paper data.

Men as default quoted experts: 
Men are cited as experts more often and are quoted 
first more frequently in front-page stories than 
women. Women are more likely to quote other 
women in front-page stories. The same is true for 
opinion articles. Men account for 78% of quoted 
sources on front pages. Female opinion authors are 
more likely to quote women than men do. 

A snapshot of front-pages shows  
men account for 

 

78% 

of quoted sources on front-pages
Source: Authors using a snapshot of Factiva and Newsbank data

Syndicated stories amplify  
male-dominated content: 
Story syndication is common in Australia and  
typically boosts audience reach of male-dominated 
genres like sports and business. Of 185,734 media 
items analysed, 90,647 were unique, highlighting the 
sharing of stories across masthead stablemates.

Print media's persistent influence: 
Despite new media entrants in the digital age, 
print and its online versions remain the major 
content drivers, affecting gender visibility 
and equality perceptions in journalism. Some 
newspapers are doing better than others on 
women’s representation on their premium 
pages as both authors and quoted sources. For 
example, The Herald Sun and Canberra Times 
have similar numbers of men and women 
writing front-page stories and opinion articles. 

Front-page articles by gender (byline) 

Publication Women Men

AFR 15%  60%

Canberra Times  52% 46%

Herald Sun  38% 28%

The Age 35%  61%

The Australian 29%  56%

Source: Authors using Factiva data
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Key Recommendations

Challenge and reduce horizontal segregation:  
Encourage and support women to take on roles in traditionally 
male-dominated reporting areas, and have newsroom policies and 
practices that ensure a more balanced distribution of story topics to 
both men and women journalists.

Promote gender diversity in high-visibility, high-impact journalism: 
Increase the representation of women in high-visibility pages such 
as the front page and opinion and commentary sections, and in 
male-dominated topic areas such as sports, business, economics, 
and international affairs.

Ensure conscious, equitable expert sourcing:  
While some news events may dictate who is quoted, journalistic 
discretion should be exercised when able to actively engage more 
women as expert sources across all topics. Men, in particular, should 
be mindful of their tendency to default to male sources and make a 
conscious effort to include women experts in their reporting. Editorial 
oversight should challenge default reliance on male sources. 

Consider and address syndication disparities  
that perpetuate gender imbalances:  
Reflect how syndication practices can exacerbate gender disparities 
and ensure that women’s perspectives are integrated across all 
areas of news coverage, not just in “soft news” topics.

Develop, strengthen and monitor  
gender equity and diversity policies:  
Implement robust newsroom policies to promote gender equity and 
equality, including initiatives to actively increase women’s presence 
in bylines, opinion pieces, “exclusive” taglines and as quoted experts. 
Support women with training and mentorship to build expertise in 
these areas. Establish clear processes to track and monitor progress, 
and publicly report outcomes to maintain accountability.

Tackle online harassment and protect women journalists:  
Prioritise the development of policies and practices that protect 
women journalists and other vulnerable groups from online 
harassment and trolling to prevent a chilling effect on their 
participation in the media and public discourse. 

For Newsrooms, Media Leaders and 
Media Organisations:

Protect public interest 
journalism in tough 
economic times: 
Governments should 
consider further policy 
incentives to support 
public interest journalism 
to enable newsrooms 
to support and sustain 
gender equitable 
workplaces and produce 
gender equitable 
journalism.

Advocate for digital 
safety standards: 
Collaborate with 
media organisations 
and digital rights civil 
society organisations to 
establish and enforce 
digital safety standards 
that protect journalists 
(and women in public 
life) from online abuse. 

For Governments and 
Policymakers:

Based on the findings of this report and building on past scholarship and empirical data, the 
key recommendations to ensure equal representation and participation of women leaders and 
journalists in Australian news organisations are included below.
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