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Make the nedia work for us!

Vasant hi Ramachandr an
THERE used to be a picture of Prime Mnister Datuk Seri Dr Mahathir
Mohamad with a small boy | ooki ng ahead towards the future. Both were
sm ling.

Though it was a sinple picture, the nessage | saw was that there is a
bright future ahead.

It was a beautiful inage because it was positive. It spoke vol unmes about
the ideal s of a nation.

Last week, when | was giving a paper on Media, Myths and Realities at

the Asian Institute of Broadcasting Devel opnent, | renenbered that picture
and illustrated it anmi dst so many negative pictures on the abuse by the
nmedi a.

Al t hough ny audi ence were wonmen from various countries |ike |India,
Mauritius, Papua New Gui nea, Sri Lanka and Singapore, there was this
common annoyance about Vogue, Cosnopolitan and ot her wonen magazi nes t hat
advertise jeans with wonmen wearing nothing else but jeans, or nodels in
chains, straitjackets or yanked by dog collars. O, even the nodel in a
coffin advertising some product which was definitely not the coffin.

Al t hough, | cannot figure out the nessage in sonme of these products,
must admit that the nedia' s power is phenonenal in changing the m ndset of
peopl e.

For instance, the fashion nerchants have al nost defi ned the status of
worren sinply by altering wonen's wardrobes. It is the fashion nmerchants
who deci de whet her wonen shoul d have the fem nine | ook, the doni neering
| ook or whether we should dress |ike men.

It is the fashion industry that introduced the "dress for success"

i deol ogy. The fashion i ndustry has been wonen's bi ggest eneny by
determning as well as narrowi ng wonmen's choices in |life and taki ng wonen
on a roller coaster ride

The nyth it perpetuates is that women can realise thenselves with a
certain brand of clothing, cosnmetic or plastic surgery.

Winren do not change. It is fashion that attenpts to change wonen!

Advertisements have al so determ ned the status of worman, whether she be
i berated, a nother, single, independent, happy or successful women up and
down t he career | adder.

One of nmy all-time favourites is a 1970 gl ossy picture of a smling
woman who has a career, feels liberated and is happy with her life.
However, in 1980 the sane worman in the sanme gl ossy picture has a frown
with a nmessage - "Is this the Price to Pay for |iberation?"

| can go on and on.

But | amtired of junping on soap boxes and shouting about the denerits
of any system That was what we did for an entire mllenniumand though we

did get sonewhere with that node of persuasion, we still have a | ong way
to go.
Frankly, | do not want to criticise anynore because we end up | osing

only energy. The sanme energy can be used to nmake the nmedia work for us
i nstead of agai nst us.

Sonehow, when | started on the positive elenments of the nedia, the
at nosphere in ny audi ence changed.

Al'l of us started tal king about sonme good adverti senents we had seen, we
of fered suggestions about changing the i mage and suddenly we seened to be
getting somewhere.



At that point, Trish WIlians a broadcasting and nedi a consultant from
Britain said, "Way don't all of us go and wite about the nedia
| egislature in our countries which protects wonmen. Perhaps we can share
t he suggestions. ™

Preci sely! W should comruni cate with each other to come up with the
best nethods that will allow us to use the nmedia. W shoul d suggest ideas
that have worked in our countries - ideas that can sell a product with a
positive inmage.

The nedi a deci des who we are, what we should stand for and wonen's
organi sati ons have been up against this for decades. The nedia is the nost
persuasi ve and influential neans of presenting an idea or to create an
i mpr essi on.

The l'ightning speed in which a nessage is passed and the inpact that it
has on the sub-conscious nind is anmazing. Said enough tinmes, anything can
beconme true, even a lie.

Peopl e go to the novies and tend to believe what they see. The novie
industry is in a position to drive any imge. Myvies can get audi ence
participation in such a way that we can express synpathy or deep
resentnent for a certain typecast character.

The cl assic exanple is the audience's hatred for the role played by

Genn Cose in Fatal Attraction. | still remenber a guy in the audience
shouting in the nost abusive | anguage, followed by "Kill her, M chae
Douglas!" | adnmit at that young vul nerable age, | too wanted to kill 4 enn
Cl ose.

We shoul d persuade the novie industry to portray real wonen. There is an
absence of real wonen - wonen who are intelligent, who have careers, wonen
who have children, wonmen who have successful marriages and wonmen who do
not have to reach the top by bei ng mani pul ati ve.

It is up to us as consuners to dictate the terns of the nedia.

For instance, although many of us keep conpl aining about its portrayals
of wonmen, we are the sane peopl e who buy these nagazi nes and thus support
t hese i mages.

If we are really outraged about the way we are deval ued, perhaps we
shoul dn't buy the nmagazi nes.

In that way, we will be sending the right signals that we want a change
in the way we are bei ng perceived.
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