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Female Design Council 

Dedicated to providing professional support for female and 

female-identified persons in the design industry. 

Connect with like-minded women - Access to private events and experiences - Professional 

development/access to job opportunities - Inclusion in/access to the FDC private member 

directory - Exposure: the ability to feature your work in FDC newsletter and online 

Become a member today: 

info@femaledesigncouncil.org 
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hen experiencing a car crash in  the 
driver's seat women are 47 per cent 
more likely to be  seriously  injured 

than a man, and 71 per cent more likely to be 
moderately injured. Though alarming, one 
might  question   the  relevance  of this statistic. 

   Car crash tests act as safety assessments 
for the seating, wheel and headrest 
positioning in relation to the human body. 
When first introduced in the 1950s, car crash 
dummies were based around the fiftieth 
percentile male. In the early 1980s, 
researchers argued for the inclusion of a 
fiftieth percentile female, but this advice was 
ignored. It wasn’t until 2011 in the US and 
2015 in the EU, that regulatory tests have 
been using female dummies. However, these 
are just scaled-down male dummies, which 
are not accurate representations of a female 
body. This has resulted in the poorly 
informed design of cars and airbags that are 
not as safe for women as they are for men. 
One could question that if those leading the 
car industry had been mostly female, would 
the aforementioned statistics be the same? 
Would a more gender balanced decision 
making board allow for the same car crash 
test assessments?

The UK is not currently leading the race of 
gender balance in leadership. The Credit 
Suisse Gender 3000 2019 report findings 
show that in the UK, women make up only 17 
per cent of managerial positions compared 
with 21 per cent in nearby Scandinavia and 25 
per cent in Australia and New Zealand. 

Similarly, women are in possession of 30.3 
per cent of roles on boards in the UK, 
compared with 44.4 per cent in France. 
Digging deeper, in 2017, Tech Crunch found 
that, in the UK, women make up only 17 per 
cent of start-up founders, 20 per cent of SME 
Leadership teams and 29 per cent of directors 
in the FTSE100.

In a 2019 report by Momentum4, women 
were asked for their opinions on the 
reasons(s) behind the apparent gender 
disparity within senior and management 
roles. They suspected the main reasons 
included unconscious bias from senior level, 
lack of confidence and career disruption due 
to maternity leave and childcare. All being 
widespread and seemingly complex societal 
or psychological barriers, they may seem 
overwhelming to unpick. However, they are 
all more connected than one may at first 
realise. In the context of job applications, 
unconscious bias, the practice of 
unknowingly experiencing preference for one 
candidate over another, can result in 
imbalanced decision making. The most 
dominant type of bias in this area is 
performance bias, when people who are part 
of dominant groups, in this case, men, are 
judged by their expected potential, while 
those who are part of non-dominant groups, 
women, are judged by their proven 
accomplishments. For example, a 2010 study 
carried out by the Lulea University of 
Technology in Sweden exposed the gendered 
assumptions in language used by government 
vice  chancellors to  describe male and female 

were worried about being seen as “bitchy”, 
suggesting that they face backlash and 
criticism when they emulate the 
behaviour of their male counterparts.  
Additional feedback included feeling that, 
the women may dwell upon the assumptions 
of their abilities that stems from unconscious 
bias, further fuelling their already lower self-
esteem. Once they start to internalise the 
presumption that they are less professionally 
capable, women can begin to second guess 
their abilities, and subsequently withhold 
from applying for senior positions.
   A major source of unconscious bias is the 
perceived ‘unreliability’ of female candidates, 
which is driven by the unequal expectations 
placed upon women and men with regards to 
childcare. In the UK, some places will give 
more, some less, but the government-
approved average is two weeks’ paternity 
leave, while maternity leave is 39 weeks. New 
fathers have the option to take more time  off 
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entrepreneurs. Young men were described as 
“promising” where young women were 
described  as  considered “inexperienced”; 
while aggression, arrogance and assertiveness 
were framed positively in men and negatively 
in women. A candidate described as  
“promising” as opposed to “inexperienced” will 
inevitably generate a more positive response in 
the workplace.

In the Momentum4 report, 75 per cent of 
respondents felt that they had experienced a 
“lack of confidence” that had held them back at 
some stage of their careers. Furthermore, 61 
per cent confirmed to not feeling seen or heard 
in the workplace. 

Confidence is labelled by many as a 
crucial trait in leadership. It was found that 
“not feeling seen or heard” by someone in 
a position of authority can have potential 
long-term psychological impacts upon 
women’s confidence. When acting  with  
perceived  confidence,  38 per cent cited they   

under shared parental leave, but this is 
dependent on the mother being willing to give 
up a portion of her entitlement. Furthermore, 
it has been found that women are still doing 
the majority of childcare as families are 
struggling to make shared parental leave a 
financially viable option. If the consideration 
of both parents having equal paternity and 
maternity leave were supported by places of 
work, then this could re-balance the career 
disruption problem across the genders. The 
overall aim being to minimise  the difference of 
judgement that women experience.

Not only is there disparity within the 
workforce, but also an inaccuracy in the data 
we consume and use. In her book Invisible 
Women Caroline Criado-Perez OBE declares 
that the lives of men have been taken to 
represent those of humans overall and that the 
stories we tell ourselves about our past, present 
and future are all disfigured by a female-
shaped ‘absent presence’. This is what is 
defined as the gender data gap. This lack of 
sex-disaggregated data, data on individuals 
broken down by sex, poorly reflects the 
realities of the lives of women and men         
and negatively impacts upon gender related 
policy issues.

The impacts of this are felt by women in 
many fields. There are many examples 
within the product design industry that can 
illustrate the negative impacts of gender 
disparity in leadership.                                         

A survey conducted by the National Office 
of Statistics found that although females make 
up seven out of ten of the students taking 
design at A Level, women make up just 22 per 
cent of the design workforce. They are under-
represented in all design disciplines including 
architecture, civil engineering, town planning, 
software design, fashion and product design.      
The Design Museum co-director Alice Black 
said "The fact that the percentage of women 
working in the design workforce has remained 
virtually unchanged since 2004, shows a real 
failure to draw on all the talents out there, and 
promote inclusiveness within our industry".
   In 2015, Apple iOS-9 released a 
reviewed version of HealthKit, an integrated 
healthcare app. This update included a 
period tracker, which was previously 
neglected. At the time, females made up 
only thirty per cent of Apple’s employees, 
and only twenty per cent of those were in 
engineering positions. Knowing this, it 
becomes less surprising as to why Apple 
overlooked period tracking as a key function 
within a comprehensive health tracking app. 
The issue with the health app is another 
example of how the absence of a gender-
balanced team can impact upon innovations 
and technology developments. The designers 
lacked perspective, and this impacted upon 
their design.

Black went on to state further "We must take 
this moment to commit to work together to 
improve gender diversity in all sectors of the 
workforce. In the design industry, this means 
encouraging girls who take design-related 
subjects in schools to become product 
designers and civil engineers."

Libby Seller, curator at the Design Museum 
proposes that “highlighting some of the 
historical

W

WHY IS THERE GENDER DISPARITY WITHIN SENIOR AND MANAGEMENT ROLES?

Momentum4 2019
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here are an estimated 
250,000 miscarriages in
the UK every year, but it 

is not always clear why we find it 
so difficult to talk about something 
that happens so often. 

Miscarriage can be a lonely and 
isolating experience, and it is often 
hard to get answers to questions 
about possible causes. Doctors gen-
erally only undertake investigations 
after a third pregnancy loss and 
breaking the taboo of miscarriage is 
a challenge when people rarely get 
the support they feel they need. 

Artist Foz Foster and his wife 
Sophie were expecting their third 
child and had gone for a routine 
scan when they were told they had 
lost the baby. “My wife was just lying 
there and they said there was no 
heartbeat, that the baby had died 

and to go home and have a miscar-
riage,” says Foz. 

“We entered the room with expec-
tation and we were leaving it with 
devastation. It was like being hit in 
the face with a big hammer. I had 
no idea what a miscarriage would 
look like, no one prepares you. It was 
messy and painful, and the volume 
of blood was shocking.”

He says the lack of information 
about what to expect made the 
experience all the more devas-
tating and the couple went on to 
have two more miscarriages in the 
same year. He believes the impact 
of miscarriage on fathers is often 
overlooked and he ended up chan-
nelling his pain into a 75ft scroll 
painting honouring the children 
the couple didn’t have.

There are long-term scars from 
such a traumatic event, as Dr Jo
Mountfield, consultant obstetrician 
and vice president of the Royal College 
of Obstetricians and Gynaecologists, 
explains: “The taboo nature of the 
topic, inhibiting discussion, means 
that the experience of a miscarriage 
is often not fully processed by women 
and their families, which may lead to 
mental health issues.”

Earlier this year, researchers led 
by Professor Tom Bourne and Dr 

miscarry. There is often an assump-
tion that early pregnancy loss is less 
significant than later miscarriage, 
but Bourne’s research clearly indi-
cated some women suffer symptoms 
similar to PTSD following miscar-
riage, which can affect every aspect 
of their daily life, including their 
physical health, relationships, sleep 
patterns and work. 

Julia Bueno has personal expe-
rience of recurrent miscarriage, 
which led her to retrain as a psycho-
therapist to support others who have 
lost a baby and to write a book about 
miscarriage, The Brink of Being. “We 
usually associate PTSD with veter-
ans coming back from war, but for a 
woman who has had a miscarriage, 
it’s such a brutal visceral experi-
ence,” she says. “There is no doubt 
that after my first miscarriage, I 
ticked the box of PTSD. I had flash-
backs for years.”

Breaking the taboo of miscarriage 
is vital if we are going to improve 
things for couples who lose a baby. 
In the early stages, the pregnancy 
may not yet be visible, but the excite-
ment and anticipation has often 
begun from the moment of the pos-
itive pregnancy test. No matter how 
early a pregnancy is lost, a dream of 
the future dies with it.

Walthamstow MP Stella Creasy 
came out about her two miscar-
riages when she was expecting her 
daughter last year. She has been 

Founded in 1982, the Miscarriage 
Association is the leading charity 
offering support and resources to
anyone affected by pregnancy loss. 

The charity’s website has information 
on miscarriage, ectopic pregnancy 
and molar pregnancy, and covers not 
only the medical facts about causes, 
tests and possible treatments, but
also addresses the emotional impact. 
There are personal stories, videos 
and poems by women and men
about their experiences, which can be 
very helpful to anyone going through 
this themselves.

The association offers a phone and 
email helpline run by trained staff 

every weekday and has local support 
groups. But more recently they have 
seen a huge increase in demand for 
their online resources, including 
Facebook groups, Instagram, and a 
forum and live chat service on 
the website.

In the six months to January, there 
were around one-and-a-quarter
million visitors to the website and 
there are well over a thousand calls to
the helpline every month.

The association also offers 
e-learning for healthcare
professionals and runs regular 
awareness-raising campaigns, such as 
Simply Say, aimed at helping people 
deal with a miscarriage and look after 
their mental health.

Miscarriage Association

Miscarriage remains a taboo topic for many, 
which can leave women and couples feeling
isolated and looking for much-needed support

Why we need 
to talk about
miscarriage

T

Kate Brian

M I S C A R R I A G E

Jessica Farren found 
that early pregnancy loss 
can have a serious psycholog-
ical impact, with nearly a third of 
women who took part in their study 
experiencing symptoms similar 
to post-traumatic stress disorder 
(PTSD) following miscarriage. 

“We were not surprised by the 
findings,” says Bourne, “because 
we know that for many women 
miscarriage or ectopic pregnancy 
will be the most traumatic event 

in their life up to that 
time. As you might 

expect, we had observed 
the level of psychological distress 
among our patients in clinical 
practice and wanted to have evi-
dence to quantify this.”

Most miscarriages happen in 
the first three months of preg-
nancy, so many people decide not 
to announce they are expecting 
until after their 12-week scan, leav-
ing them without support if they 

250k
Imperial College London/KU Leuven 2020

Number of miscarriages 
every year in the UK
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historical injustices and also seeking out 
and celebrating role models, we might be 
able to create a discernible difference”. 
As well as the value of their gender-
specific and first-hand knowledge challen- 
ging the unconscious ignorance, women 
bring other attributes to the boardroom. 
There are aspects of emotional intelligence 
(EQ) where women, on average, score 
higher - such as reading emotions. EQ is 
defined as the capacity to be aware of, 
control and express one’s emotions, and to 
handle interpersonal relationships judicio- 
usly and empathetically. The CEO of Six 
Seconds, Joshua Freedman believes that 
“understanding what’s really going on 
with people is a ‘not-so-secret weapon’ 
that is key to both influencing others and 
building deep self-confidence.”
  Good EQ practice involves self awareness 
and self-management; noticing your feeli- 
ngs, interpreting the patterns behind  
where they are coming from, and acting 
upon them. It is a tool for both understan- 
ding and asserting yourself in the workpl- 
ace, as well as better understanding and 
managing other people. As the value of EQ 
gains more recognition, some experts have 
pointed out that women often possess  
more of what we might label as ‘leadership 
qualities’ than their male peers. We are 
often taught to leave our emotions at    
the door when coming into work;       
when in fact, emotions are key to good 
decision making. 
   Many studies evaluating the connection 
between EQ and leadership are a response 
to the belief that leaders are now expected 
to motivate and create a sense of 
belonging that will make employees feel 
jsbx 

EMOTIONAL INTELLIGENCE IS VITAL FOR SUCCESSFUL LEADERSHIP

Momentum4 2019

comfortable, thus, making them work more 
effectively. The top scoring skill seen to be 
vital for strong leadership is ‘learning how to 
influence others’ followed by ‘developing a 
proactive and positive perspective’.

Joshua continues with a message to 
women: “I want to see more women at a 
senior level, and I hope they do a better job 
than men have at building collaborative, 
human-centred companies. Don’t try to be 
like others and hide your strengths; stand 
out for who you are - because your unique 
capabilities may just be what the future 
workplace needs most.” 

Accepting women’s and men’s differences 
and contrasting strengths is key to a stronger 
working environment.

Within a more gender balanced team, the 
strengths of women can be better welcomed 
and encouraged. Through education on the 
positive impacts of women’s qualities and 
traits in leadership, the benefits can be seen 
and appreciated. Once there is less gender 
disparity, there will be a wider pool of 
perspective, skills, ideas and working 
methods to choose from, making for better 
informed decisions. It is now necessary to 
combat the deeply ingrained gender roles 
and stereotypes that traditionally inform the 
power imbalance. Through unifying men 
and women, we can celebrate diversity that 
benefits the growth of a company.

Perhaps, this way of thinking could be 
engendered at a much earlier phase in life, 
say, in schools?
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hip positions -  The  Female FTSE 
FTSE Board Report 2018 found that only 
23.7% of those employed as Chief Executives 
and Senior Officials were women. But what 
are the challenges driving this statistic?
 I had the chance to work with wonderful 

women in my career before founding my 
own business, but discovered the benefits are 
only great if they are supported in their role 
so they feel they are in a position where they 
can give back. Sadly, this was not always the 
case. My old boss felt the need to be tough 
(sometimes, even borderline aggressive) 
because she felt she “had to” to feel heard 
and respected by junior male lawyers 
who would say out loud by the coffee 
machine: “she must be on her period”. Can 
we blame her?
 Indeed, the challenges women face are 

immense. Biases towards women are still 
very much ingrained and they are so deeply 
entrenched that women believe them, too. 
Being a founder myself, I hang out with 
many female founders and I am 
dumbfounded at their low level of 
confidence considering the amazing work 
they have achieved. Women have 
internalised the toxic thoughts of being 
humble and not being overtly confident for 
fear of coming across as arrogant. I have 
experienced this negative bias against 
confident women almost daily. Just the other 
day, I answered a business call and I was 
loud, direct and the tone was quite frankly: 
“don’t mess with me”. I could feel the stares 
of the men and women sitting around. Five 
minutes later, a businessman sat next to me 
and swore on the phone for a good ten 
minutes and no one blinked an eye. 
We are conditioned to accept this behaviour 

in men because “he must have been closing a 
big deal”, but do not give women the same 
treatment. Unfortunately, it takes a long 
time for a bias to die out, but I am hopeful 
for the future as there is at least an awareness 
of the unfairness women face. Another 
challenge that women in leadership often 
face (but rarely discuss publicly) is the lack 
of sisterhood. If you spent some  time  on the 

 
t is a well-known fact  that  only  a 

 I handful of women are  in  leaders-
Instagram pages of certain groups, you 
would get the impression of a supportive 
community; the reality is quite different. I 
remember being part of a women founders 
panel where I had to share my business 
journey and my co-panellist was less than 
empowering to say the least. I also coach 
women founders and they all agreed that 
sometimes building sisterhood at their 
senior level is deeply challenging. I am not 
blaming them; we are taught to hustle, and 
we are made to believe that opportunities 
are scarce.

At the end of the day, women want to 
work in a safe environment where their 
talents will be nurtured and compensated 

         fairly. I remember when I first had to charge 
someone for my services and felt quite 
embarrassed to present my invoice. I even 
find myself giving discounts for no reason. 
It is almost a way to apologise for my worth 
and I am not the only one; I am part of a 
founders’ community and they all nodded 
when I shared my feelings. If we want to 
make women more prevalent at the top, it is 
simple: pay them their worth; no one has 
ever paid the rent with exposure. Don’t 
make them feel worthless because they 
decided to get pregnant, and make sure they 
have a job to return to and create a system 
that will support them beyond their first   
day back. 

Rachida Rama
Founder of Rachida Rama Publishing

O P I N I O N

‘...it takes a long time 
for a bias to die out, but 

I am hopeful for the 
future where there is at 

least an awareness 
of the unfairness 

women face.’
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Meet    3    female  founders
making a difference
With products on the market failing women and women of colour, and a 
significant imbalance of gender ratios in certain industries, these women 
have brought about change

Lucy Crayton

R A C O N T E U R . N E T 05

company or seek  
investment.” 

I N F L U E N C E R S

Tania Boler
CEO of Elvie 

   Boler, an internationally-recognised women’s 
health expert, is the CEO of Elvie – a company 
bettering women’s lives through smarter 
technology. Elvie is home to Elvie Trainer, an 
award-winning Kegel trainer for a stronger 
pelvic floor, and Elvie Pump, the world’s first 
silent, wearable breast pump. 
   When asked what inspired her to create Elvie 
Pump, Boler said: “The breast pump is a product, 
which I think people don’t think of much in 
terms of innovation, but it’s such an important 
product for women. 
   It’s used for women during a period of change 
when they’re quite vulnerable and often 
over tired. Something as simple as a piece of 
technology can make a real difference to 
their day. More than eight out of 10 women 
regret how early they stop giving breast milk to 
their babies, so the pump has important health 
impacts for the woman and the child. 
  But more than that, at Elvie we believe it’s a 
lifestyle issue and helps women be the mother 
they want to be and be the woman they 
want to be.” 

Daniella Zalcman
Founder of Women Photograph

Zalcman, a Vietnamese-American docume- 
ntary photographer, is the founder of  Women 
Photograph – a platform giving a voice to women 
and non-binary photojournalists to amend the 
gender imbalance of the photojournalism 
community. The platform includes 950+ 
independent women documentary photographers 
based in 100+ countries. It also offers project 
grants and mentoring opportunities. When asked 
why she decided to set the initiative up, Zalcman 
said: “It was just rooted in pure frustration. 
    I was looking at the World Press Photo’s State of 
News Photography reports, and for two years 
running only 15% of the respondents were 
women. That’s embaras-sing.  We make up more 
than 50% of the population, and we should be 
much closer to 50% of all photojournalists. Until 
that’s the case we’re going to have deeply skewed 
storytelling. Obviously, I’m focused on gender, but 
I’m also deeply concerned with more 
inclusivity when it comes to race, religion, and 
sexuality. We need to make sure we’re telling 
stories from all of those perspectives because this 
is who  makes up  the  real  world.”

Ade Hassan
Founder of Nubian Skin

 Hassan, a British businesswoman and 
MBE for her services to fashion, is the 
founder of Nubian Skin – a London-based 
lingerie and hosiery brand specialising in 
skin-tone undergarments for women of 
colour, in a bid to redefine the definition of 
nude in the 21st century.
   When asked how Nubian Skin came 
about, Hassan said: “Nubian Skin was 
essentially created out of frustration of not 
being able to find what I wanted in the 
shops. I realised I couldn’t be the only one 
who felt this way, so I decided it was time 
for a different kind of nude. 
 Our business aims to empower women 
and embrace our colour, so that is at the 
heart of everything we do.” And when 
asked how she came up with the name 
‘Nubian Skin’, she said: “I wanted 
something that spoke to dark skin and I 
liked the idea of Nubian which is a word 
that it used a lot. It also has historical           
context and has those roots to Africa and 
dark skin and so to me it made sense”

7ve worked so hard 
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ions of business
s the basis of valuable intellectual property

Making a mistake can be expensive, 
hrough lost sales, wasted staff time or 
egal fees. Patent litigation in US dis-
rict courts ranged from $700,000 
£540,000) to $4 million (£3 million) 
n 2019, according to the American 
ntellectual Property Law Association 
Report of the Economic Survey. 

Over the course of a year, Anaqua’s
data validation team reviewed more 
han one million IP fields for a wide 
ange of companies. The team found 

an average 25 per cent error rate in the 
companies’ most critical data over just 

months. One company’s suspected 
0 per cent error rate turned out to

be 40 per cent after Anaqua validated 
heir portfolio.
“We’ve helped companies who could 

have lost a patent through dirty data,”
ays Agrawal. “A misplaced number in an 

application document or renewal date
could be very costly. There’s also the risk

at incorrect data could cause a com-
pany unknowingly to maintain someone 
else’s patent, wasting money on pay-
ments and fees that aren’t theirs.”

Bad data is a persistent termite. It 
can eat into any process flows, from IP 
creation and portfolio management 

enforcement, exploitation and risk
management. Everyone who wants 

protect an IP asset, including the 
inventor, patent committee and patent 
board, is responsible for keeping the 

pest out. Dirty data can infest all forms 
of IP, such as patents, trademarks, copy-
right, designs and trade secrets.

Clearly many companies could be 
much more careful in handling IP data, 
even though its importance is recog-
nised universally. Patent filings around 
the world exceeded 3.3 million in 2018, 
according to the World Intellectual 
Property Organization, a 5.2 per cent 
increase on figures for 2017. 

Faulty data can also have a major 
impact on other, non-IP areas of busi-
ness, such as marketing. “IP analyt-
ics link to software so that lets you 
see what your competitors are doing 
and can help you to get a competitive 
edge,” says Agrawal. 

“If your internal data is dirty, your entire 
plan is going to be off. A crack in your 
data foundations could destroy your 
entire strategy or put you way behind. If 
data is worth keeping, it’s worth keeping 
it clean. No one wants to give away their 
money or their rights.”

For more information please  
contact info@anaqua.com  
or visit www.anaqua.com

patent through 
dirty data

INTERS

P fields validated for a wide 
ange of companies

overall error rate in the 
companies’ most critical data

1M+ 25%

Measure, measure, measure.
Decide what you need to do to
rectify any problems, analyse 
and compare actual results 
and planned results

6

Define and design “smart” 
data fields 

4

Assign rights, roles and 
personal responsibility both 
for IP and non-IP personnel 
with access to the system 

2
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We need to make sure we’re 
telling stories from all of 
those perspectives because all 
together, they make up the  
real world.
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CHATBOTS ARE STILL NOT COMPANIES’
COMMUNICATION METHOD OF CHOICE
Examining communicated methods of HR shared  
services worldwide, segmented by company size

Surveys

Text message

Live chat

Call center

Social media

Social network

Mobile app push

Other

Email

HR portal/
intranet

 Small business  Medium business  Large business

ON IS SOLD ON CHATBOTS
o why their companies are not planning to implement chatbots

Chatbots

50%

34%

22%

13%

12%

8%

3%

9%

17%

25%

95%

64%

47%

24%

10%

16%

8%

5%

8%

37%

11%

99%

74%

57%

22%

15%

25%

5%

7%

4%

47%

15%

98%

Accenture 2018

Sierra-Cedar 2019
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BOT

HOW CHATBOTS ARE ALREADY HELPING BUSINESSES
The business areas where executives have implemented  
conversational bots to date worldwide

Accenture 2018

Markets and Markets 2019 Zion Market Research 2018

They can boost customer loyalty, streamline
routine communications and enhance
employee productivity, but are chatbots 
really who we want to be talking to? Does
the fact that users are twice as likely to use
them for retail as for financial services point
to a lack of trust in chatbots, or are we 
simply not used to them yet?

W

After-sales and  
customer service

77% 54%

Customer relationship
management

1 2

5%

Supply chain

7 3%

R&D/product 
development

8

40% 11%

Sales and  
marketing

Audit, finance  
and accounts

3 4

3% 3%

Manufacturing ICT

9 10

8%

Finance

68%

Human resources

5

1

4

5

67

8

9

10

Keeps me

from a live 

person

unresp

51%

TALK
T O  T H E

$800m
market revenue for call centre 
artificial intelligence in 2019

$2.2bn
forecasted size of global 
chatbot market by 2024
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The concept of the glass 
           ceiling - a barrier preventing 
women from rising to the highest echelons - 
has been around for decades, yet it still 
hasn’t been broken. The Female FTSE 
Board 2019 Report findings 
demonstrate this, as research found that only 
32.1 per cent of UK directorships are held by 
women. And if we look at the UK’s 
creative industries alone, only 17 per cent of 
women are creative directors, according to 
Creative Equals’ UK Equality Standard 2019.

In order to overcome this, women need to 
take on these top jobs which is, 
undeniably, easier said than done. But 
with the right advice, support such as 
mentoring, and opportunities through 
programmes and networking, it is 
possible. Events are a great way of providing 
all of this, and there are lots of them out 
there. Earlier this month, University of 
the Arts London’s (UAL) Careers and 
Employability team - a team enhancing 
students and graduates’ creative

attributes and employability through cross-
college collaborations and access to industries 
- teamed up with h Club London’s h 
Foundation - a charitable foundation opening 
up the creative industries to underrepresented 
young talent.

Having similar missions, UAL and h 
Foundation decided to collaborate and set up 
an event, Women in Leadership: Network 
with Confidence, at h Club London - a priv-
ate members’ club for people in creative 
industries - to address the underreprese-
ntation of women in the creative industries 
and empower its attendees to break the glass 
ceiling through industry speakers’ advice and 
networking after. 

The evening kicked off with h 
Foundation’s manager, Selina Apaloo, giving 
an insight into what h Foundation does. “The 
h Foundation provides three programmes: 
Head Start, Emerging Creatives, and Inspire. 
Head Start is an early career programme, 
connecting 18-24-year-olds to work opport-
unities within the creative industries through 
a six-week placement and employability 
programme. Emerging Creatives provides 
21-30-year-olds the space and support to 
grow as an artist, while gaining knowledge, 
skills, and contacts, and includes a year-long 
residency at h Club London, a bursary, coac-
hing, and mentoring. And Inspire involves 
inspiring interactions between young people, 
schools, charities and creative professionals 
through workshops, panel discussions and 
mentoring,” she said.

Swarzy Macaly - KISS FM radio presenter, 
BBC Sounds voiceover, event host, and 
activist- was the first guest  speaker, speaking 

The glass ceiling is yet to be broken, but 
we’re making good headway through events 
that highlight the issue and provide advice, 
support and opportunities to break it 
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Believe in yourself, but 
not this airy-fairy believe 
in yourself

Breaking the glass 
ceiling through events

about how believing in yourself, women 
building women up, and equal pay, helps 
women achieve leadership roles and, 
subsequently, helps to break the glass ceiling.

Believing in themselves is one of the 
major barriers preventing women from 
going for leadership roles. My Confidence 
Matters’ Getting to Equal: Career 
Confidence and the Path to Leadership 
2019 Report highlights this, as research 
found that 79 per cent of women regularly 
lack confidence when it comes to their 
careers and speaking up at work, and one 
of the top three obstacles found between 
the 85 per cent of women who wanted to 
reach a more senior role was lack of 
confidence. These worryingly high 
percentages are the reason behind Macaly 
sharing what believing in yourself means 
to her. 

“For me, believing in yourself means 
believing in the thing you can do with your 
eyes closed. Believe in yourself, but not this 
airy-fairy believe in yourself,” she commented. 
“At Radio 5 Live, I was told: ‘make sure you go 
in and you’re indispensable and that it’s a 
problem for them to replace you’.”

Following this, she spoke about women 
building women up, because of rivalry 
between women in the workplace. 
Momentum4’s The Women In Leadership 
Report brings attention to this rivalry, as the 
idea of competition came up frequently in 
research. Macaly shared her first-hand 
experience with this and her best piece of 
advice, saying: “It’s quite a radical thing for a 
woman to build another woman up. The 

E V E N T S

The Female FTSE Board 2019

32%

UK directorships 
held by women

17%

UK female 
Creative Directors

Creative equales 2019

Lucy Crayton
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expectation of you, in my field anyway, is to 
be very competitive and to be slicing people 
along the way and, actually, that’s not the 
way to do it. If you build other people up, 
you don’t know who you’re going to meet at 
the top of whatever field who’s going to 
remember you because you showed kindness, 
or humility, or because you didn’t cut      
them up.”
   Macaly also addressed equal pay as, despite 
the introduction of the Equal Pay Act in 
1970, unequal pay remains rife. She 
highlighted the importance of standing your 
ground and bringing up that you’re not 
happy doing the same job as someone else 
unless you’re paid equally. “When you ask 
for those things, that’s not wild – that’s just 
the right thing to do,” she highlighted.
 Stefanie Sword-Williams - founder and 
author of Fuck Being Humble, co-founder of 
Hard to Forget, and public speaker – was up 
next, speaking about her self-promotion 
platform, Fuck Being Humble, and advice on 
networking, as both self-promotion and 
networking play such an important role in 
getting to the top.
  “Fuck Being Humble is a self-promotion 
platform that helps people be unapolo-
getically proud of their achievements. I set it 
up mainly because I was sick of seeing great 
talent go to waste. When you think about 
what we learnt at school, I can’t remember 
the last time I needed some of those things, 
but I needed to know about soft skills like 
networking, negotiating and writing CVs,” 
she explained. 
  On networking at events, she recommended 
not just speaking to those with important 
titles, because they may not necessarily be the 
right person to speak to. But even approa-
ching someone is extremely daunting for 
some, so Sword-Williams shared tips on how 
to start a conversation: “Think about what 
you want to get out of the event, Google 
whether a new report or article has been 
published that you can talk about, or just 
think of generic conversation starters such as 
‘did you come alone?’, ‘who are you here to 
hear from?’, or ‘are you working on anything 
exciting?’” She also drew attention to      
the importance of not drowning people      
in conversation and listening first then 
selling later. 
Networking doesn’t just happen at events, so 
Sword-Williams also shared her advice on 
online networking. Advice such as “add them 
on LinkedIn regardless of how senior they 
are”,  “like and share their stuff so they know

who you are”, and “always remain a fan if 
someone doesn’t reply to you” was shared. 
Interestingly, she also recommended laying 
off such formal emails, because she believes 
that we talk in such a polite way - using 
phrases such as ‘I’d be honoured’ - that it 
becomes a problem. She also mentioned one 
of the best pieces of advice that she was given 
which was to celebrate mini milestones, such 
as exchanging contact details and emails, 
because they are all steps to an end goal.

She also addressed proactivity, ment-
ioning that you can either wait for opport-
unities to come to you or you can go out 
and get them. Through explaining her first-
hand experience in this – sending emails, 
approaching people, and even volunteering 
to speak about two-week-old Fuck 
Being Humble at an event during a 
technical glitch – she highlighted that it is 
achievable. As a result, she voiced: “I 
don’t think it’s about who you know. I 
think it’s about who you are as a person 
and how willing you are to put yourself 
out there and do the grind and the hustle to 
meet you contacts.”

After Macaly and Sword-Williams’ 
inspiring talks, networking commenced – 
the perfect opportunity for everyone to 
practice all the advice given throughout 
the evening.

I don’t think it’s about 
who you know. I think it’s 
about who you are as a 
person and how willing 
you are to put yourself 
out there…

“I completely underestimated the 
importance of mentorship until I had 
my own.” 

“There’s so much value in being 
able to speak to someone more 
experienced than yourself and 
someone with an expertise in your 
field - it does wonders for your 
outlook, your network and your 
opportunities.” 

She also believes it is extremely 
important to believe in yourself. 
“The biggest lesson I’d pass on to 
anyone pursuing their goals is to 
face all obstacles head on. Because 
trust me, you’ll have days when 
everything is going wrong and it 
seems the whole world is against 
you. You’ll cry and have mini 
breakdowns, but you have to pick 
yourself up, write down each 
problem, figure out a solution and 
go out there and face it head on,” 
she says. 

“If you run or hide from your 
issues, sooner or later they’ll pile up 
and catch up with you. Be bold in 
the face of adversity. Go out there 
and BOSS it. You’ve got this!”

Point of view 
   Joice Etutu, former mentor at 
Media Trust Futures and current 
multilingual business journalist at 
BBC News for the BBC World Africa 
Business Programme as well as 
founder of JOI BEAUTY LONDON, 
believes mentorship plays such an 
important role in achieving your full 
potential. 

“I think mentorship is extremely 
important in helping more young 
women achieve their full potential. If 
more young women were paired with 
leaders, who could nurture and 
advise them, then they would go 
further,” she says. 
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INSIDE THE BUSINESS 
OF IDEAS

London • Sevenoaks • Munich

elkfife.com

Patents • Trade Marks • Designs

Here are seven top tips to help 
you improve gender equality in 
the workplace:

Sanitary products            
Like toilet paper, sanitary products 
are essentials, so it’s about time the 
workplace catered for periods. No 
woman wants to face an unexpected 
period with no sanitary products to 
hand and nag their boss to nip to the 
shops, resulting in lost productivity 
and, for some, embarrassment.

Fair recruitment process
A fair recruitment process, such as no 
gendered wording in applications, 
allowing men and women to talk equal 
amounts during group interviews, and 
making those who are less confident feel 
at ease, will make for a more gender-
balanced workplace.

Good maternity/paternity/shared 
parental leave contracts
Providing long enough, well-paid mater-
nity, paternity, or shared parental leave 
contracts, is so important. The better sup- 
ported a woman is, the more likely she is 
to return to the workplace after childbirth.

Collaboration Groups    
These are a great way for both men and 
women to share their thoughts collectively 
and, in turn, establish     increased 
creativity, productivity and  engagement 
within the workplace. 

Safe/comfortable lactation room
A lactation room in the workplace isn’t 
something many workplaces think to 
implement, but they’re essential for 
mothers who want, or need, to provide 
breast milk for their child at home whilst 
they’re at work. 

Flexible working hours/opportunity 
to work from home 
Juggling caring for a newborn, or yo- 
ung child, with work is no easy thing, so 
giving both men and women more 
flexible working hours, or the oppor- 
tunity to work from home, upon 
request, only seems fair.

Equal pay
It's a no brainer. Anyone doing the same 
job should be paid the same amount.
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‘We need more 
women to strive for 

the top positions, but 
you can’t be what you 

can’t see…’

If we look at nature, from gut bacteria 
to crop rotation, diversity is key to 
surviving and thriving in the long-term.

The same applies for business and leadership 
which severely lacks diversity, with a strong 
predominance of white middle class men. One 
of the key benefits of having more women 
leaders is having more of a diversity of views at 
the top table and better representing the full 
diversity of consumers. With women responsible 
for more than 80% of purchasing decisions, it 
quite simply makes good commercial sense as 
well as being the right thing to do. In addition to 
missed commercial opportunities, a lack of 
diversity in leadership ends up creating its own 
inbuilt and institutionalised bias with a trickle-
down effect that permeates all levels of business 
and society. This lack of diversity manifests itself 
in several negative ways. 
For example in healthcare, in testing for a range 
of physiologiological conditions, more clinical 
tests are carried out  on men,  meaning 
women actually don’t always end up with the 
best drugs for their specific biological needs. We 
need more women to strive for the top 
positions, but you can’t be what you can’t see, 
so having women at the top of a company is 
key for other women to see what they could 
become. There would be so many beneficial 
knock on effects of rebalancing leadership. If 
there were more women at the top  this would 
lead to more enlightened policies, in areas like 
childcare, remote working opportun-ities, as 
well as giving equal benefits to men for 
childcare. Another benefit would be in the 
types of businesses being created. 
  At SeedTribe, we have a gender-balanced set of 
users - both entrepreneurs and investors. This  is 
partly because some evidence has shown that 
women are more drawn towards enterprises that 
focus on sustainability. This is vital for the 
future of the planet, so more gender equality has 
the power to really transform capitalism.

There are, undeniably, fewer women in 
leadership positions, but I think we should be 
careful about over-focusing on this if it leads 
to the outcome of fewer women feeling these 
roles are for them. For me, we should look at 
how to inspire women to want to step up to 
these positions, rather than focusing on any 
perceptions about bias in the system. The 
danger is creating a barrier that might be more 
psychological and stops women having the 
confidence to put themselves forward. 

In the world of startup funding, if you have a 
good business case, your gender shouldn’t 
matter and investors will be interested in those 
confident in articulating their vision, 
regardless of gender. However, everybody’s 
experiences are, of course, different. 

Networking is one key way to get on and 
make connections that can help to supercharge 
your career. This applies, whether you are 
looking to raise money to support a new 
business or move up the career ladder. One 
view is that in order to get a better support 
network, you should only have a women-
focused network. I would argue that you 
should look to the groups and networks that 
are going to best support you as your key 
priority. This shouldn’t be just down to 
gender, but who will take you to that next 
level. Be ruthless in this.

In the startup world in the UK, tech very 
much dominates and with far more men 
starting out in tech this will lead to a disparity 
with far more men leading these new 
companies. However, women who are 
interested in leading a business shouldn’t 
be put off from this field due to a lack of 
relevant qualifications.

I studied literature and actually had nothing 
to do with tech. However, I do think having a 
keen interest in tech and a working knowledge 
are important, so I picked up computer 
languages and some other skills through my 
career working with tech startups. For my 
business, I found a co-founder who is a 
developer. A complementary skill set is a 
winning combination in starting a business 
and women who want to succeed in setting up 
a business would do well to find someone with 
the opposite skill set to help them. A key 
feature of leadership is knowing your 
weaknesses.

Ching-Yun Huang and Olivia Sibony  
Angel Investment Network

O P I N I O N

Lucy Crayton
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Want to be a 
truly gender-
balanced 
business?

G E N D E R  B A L A N C I N G
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Commercial feature

Green cities with 
smart utilities and 
efficient networks 
aren’t just a neat 
idea, they will be a 
necessity

Building tomorrow’s
infrastructure
Seamlessly connected global infrastructure will need to be 
matched by frictionless and forward-looking regulation, as
well as good governance, to avoid potential litigation

hat does the future look 
like for infrastructure? 
According to Colin Wilson, 

partner and head of international 
projects at global law firm DLA Piper, 
citizens in a digital age demand a 
connected and seamless experience 
across the whole of infrastructure. 

“Digital citizens want to take their 
smartphone and press an app to book 
a flight that is sustainable, which 
takes them to a well-connected air-
port, and then on to a new piece of 
metro, with the same app telling them 
the onward route to take by electric 
car, bike or bus, and to pay for it all 
at once on that app,” he says. “So you 
take the user concept and apply the 
journey experience seamlessly across 
the whole infrastructure.” 

These technological changes bring
significant opportunities for transfor-
mational change in the infrastructure 
industry, but at the same time require 
connecting competing providers and 
regulations fit for purpose domesti-
cally and internationally. All done in a 
way the tech-savvy consumer wants 
and at a price that works. 

“However, people then ask ‘Why 
does it take so long to deliver this?’ 
From a legal point of view, it’s not just a 
case of getting your cement mixer out, 
it’s about the legal framework, rule of 
law and what else is needed to under-
pin an infrastructure that will deliver 
on the aspirations,” says Wilson. 

Worldwide, 1.5 million people move 
to cities each week to seek a better 
life. Some 54 per cent of the global 
population lives in urban areas, with 
the United Nations estimating this 
will reach 60 per cent by 2030. Cities 

need to redesign themselves for effi-
ciency, affordability and environmen-
tal sustainability if this level of urbani-
sation is to be managed. 

“Green cities with smart utilities and 
efficient networks aren’t just a neat 
idea, they will be a necessity,” says 
Wilson. “High dependence on renew-
able energy to power electric vehicles 
will drive transportation-as-a-ser-
vice, while houses will need innovative 
green construction providers.”

Curiously, in 1897, London’s first 
motorised taxis were introduced and 
they were electric. Proving too costly 
and unreliable, they were taken off 
the road by 1900. But 123 years later, 
electric cars are expected to become 
the norm, as part of an infrastructure 
based on the internet of things engi-
neering the future, with high-speed 
national communications infrastruc-
ture at the heart of everything. 

Martin Nelson-Jones, partner and 
global co-chair of infrastructure at 
DLA Piper, says: “At first smart cities 

may be islands of connectivity, leaving 
rural communities more dependent 
on government help than private-sec-
tor investment. This begs the question 
of who is driving this transformation 
forward and the balance between the 
private and public sectors. Investment 
is needed to roll out fibre, because 
without that the data doesn’t flow. So 
how is this all going to be paid for?” 

Migrating to greater data flows is 
hugely complex. In the UK alone, an 
additional £1.3 billion is needed each 
year to provide 5G coverage to most 
of the country by 2027 and another 
£2.2 billion each year to deliver full-fi-
bre networks by 2033. Datacentre 
investments have risen dramati-
cally since 2015, both in volume and 
value, and momentum is building with 
deals in 2018 exceeding €1.2 billion, 
according to a recent report by DLA 
Piper and Acuris.* 

Despite infrastructure investment 
predicted by the World Economic 
Forum to be $79 trillion by 2040, 
investors and asset managers are 
increasingly concerned about the 
longer-term demographic, techno-
logical and environmental impact. 

Most countries are not making 
a sustainable investment with an 
annual global shortfall of $350 billion.
McKinsey Global Institute estimates 
$3.3 trillion must be spent annually 
up to 2030 just to support expected 
global rates of demographic change 
and growth. Infrastructure assets 
used to last 30 years or more, but such 
rapid change and innovation is causing 
their life cycle to be less predictable. 

Nelson-Jones says: “There are 
issues around the pace of change and 
future-proofing for infrastructure
investors who typically seek long-term, 
predictable revenues. If they invest in, 
say, a datacentre or battery storage, 
they need to assess whether ten years 
from now the technology is not going 
to have changed in a way that makes it 
redundant or needs large amounts of 
money spent upgrading it. These inves-
tors are trying to get their heads round 
fast-moving technologies and how to
achieve a stable, long-term return.”

The regulatory framework inter-
nationally must also be updated in a 
strategic way to strike the right bal-
ance between protecting the public 
and supporting the huge investments 
needed. The current system of infra-
structure regulation may not neces-
sarily require a complete overhaul, 
but it does need to change, and some 
regulations go back a long way. For 
example, the famous London black 
taxis are still regulated in part under 
the Town Police Clauses Act of 1847. 

Change will require greater co-op-
eration between regulators of dif-
ferent industries and countries. For 
example, a journey planned by smart-
phone would span aviation, rail and 
road, potentially in multiple countries, 
with data and money crossing borders 
and corporate groups. 

Might super-regulators be required?
What protections can consumers 
expect against overcharging and data 
misuse or if things go wrong? What will 
insurance companies insure? 

Predictability and accountability are 
also important parameters for regula-
tors tackling more complex demands, 
with the risk of increased regulatory 
complexity and overlap. Strong checks 
and balances, clear regulatory guidance 

and recourse to effective appeals pro-
cesses will need to evolve to balance the 
interests of consumers, service provid-
ers, investors and society. 

The sting in the tail could be an 
increase in disputes and more litiga-
tion. Wilson warns: “If projects are not 
prepared or done correctly, and they 
are not dealing with these changes or 
responding to new regulation when 
it comes along, then we will see a lot 
of litigation domestically and inter-
nationally. The idea of putting a good 
infrastructure deal together also
means making sure it is governed and 
managed well over a long period.”

*DLA Piper and Acuris (2019)
European Data Centre Investment 
Outlook: Opportunities and Risks in 
the Months Ahead

For more information please visit 
dlapiper.com/infrastructure

W

each year is needed to 
provide 5G coverage to 
most of the UK by 2027

needs to be invested each year 
to 2030 in order to support 
expected global growth rates

3.3 1.3$ £trn bn

Nurturing 
employees 
Workplaces are subject to 
diverse human traits and 
working habits, so it’s 
essential this diversity is 
catered to create a thriving 
workforce and business
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of the situation and instead pinpoint the 
positive outcomes. By taking the time to debrief 
the team and analyze what happened, why 
things happened the way they did, and what 
could be done better next time around, the 
entire team can learn, grow and evolve in ways 
that could never have happened prior to that 
failure. Encouraging people to constantly learn 
will empower people to take charge and be 
responsive to changing circumstances. For 
example, nurturing the culture of further 
learning by implementing mentoring and 
coaching programs will result in employees 
working at their full potential which will help 
grow your business.  Through this, you get to 
know the individual talents in your 
organization as well as their attributes, 
including strengths and weaknesses. 
With greater competition, increased speed and 
quality of information, and working across 
sites, regions, and countries, employees are 
faced with exceptional levels of change and, as a 
result, increased levels of pressure. 
Understandably, everyone deals with pressure 
differently, so businesses are changing and 
are beginning to offer extensive and individual 
work schedules and new services. For 
example, some healthcare plans include 
mental health coverage to ensure people at 
work are looked after.You’ve probably 
heard the common stereotype that 
women are “emotional thinkers” and, 
therefore, less competent business leaders 
than men. While some women may think 
differently than men as a result of their 
personal and professional experiences, I 
haven’t found it to be a flaw in business. If 
anything, it’s an advantage. In today’s 
hypercompetitive marketplace, gender diversity 
is good business. Women bring unique 
perspectives, ideas, and experiences to the table 
that enrich conversations and lead to better 
company decisions. It often takes great 
boldness to make our voices heard, but it is 
essential, for we have a lot of important          
opinions and ideas to share with the world.

W E L F A R E

n today’s workplace, we can  have 
as many as five generations of
employees   all   working   towards 

the  success of the company in their own 
unique ways.It’s critical that leaders take the 
time to understand the differences in work 
styles of each of these generations, and adjust 
management techniques to better resonate with 
each one. For example, creating teams in such 
a way where older generations of employees 
can best apply their extensive experience, 
and younger generations can add to the 
quality of the workforce through providing 
newer skill sets    and techniques. This can 
help organisations become more responsive 
towards emerging demands and opportunities.
Melissa Lamson, President and CEO of 
Lamson Consulting points out that when 
working in a culturally diverse global business 
environment, misunderstandings can easily 
occur. To create compassion and empathy - 
and get projects back on track - leaders must 
have the courage to facilitate difficult but 
honest conversations to clear the air such as 
talking about failure. This helps build 
leadership muscles by forcing you   to change  
your  thinking  about the negative aspects

Ry
og

i I
w

at
a/

U
ns

pl
as

h

I 

R A C O N T E U R . N E T 11

Luna Islam



F U T U R E  O F  M E D I A  &  E N T E R T A I N M E N T14

Responsible 
gaming debate 
divides opinion
Developers are under pressure to 
create more realistic experiences for
gamers, but whether they should 
tackle social issues such as racism, 
sexism and mental health remains
a contentious issue

s the number of peo-
ple playing video games 
grows, so does the appetite 

to create more immersive games. 
Blockbusting games not only look 
more realistic, but increasingly 
aim to make the player feel part of 
the virtual world, whether through 
technology, such as cutting-edge 
graphics and virtual reality head-
sets, or through a believable setting. 
But this immersion raises questions 
about what constitutes responsible 
video gaming.

Historically, games have lagged 
behind books, films and TV in 
exploring social issues and telling 
stories from under-represented per-
spectives. But with a wider audience 
than ever before, do developers have 
a growing responsibility to explore 
real-life struggles, such as racism, 
sexism or mental illness?

Developers agree that more dis-
cussion of societal issues can only 
be a good thing. For example, Emily 
Mitchell, whose game Fractured 
Mind draws on her own experiences 
living with anxiety, says more dis-
cussion of mental health would 
remove stigma from mental illness 
and help those who suffer in silence. 

But developers disagree about the 
extent of their responsibilities to 
tackle difficult topics.

Football Manager developer Sports 
Interactive supports charities, such 
as Kick it Out and War Child, and 
footballers in the video game can 
come out as gay. Studio director 
Miles Jacobson says he’s pleased 
more and more games focus on 
perspectives of under-represented 
groups, but when asked about 
the possibility of exploring some 
of those perspectives in Football 
Manager, such as a black player who 
is racially abused, he pushes back.

“We're not going to put racist abuse 
in the game, because for one it would 
change our age rating and secondly 
we don't believe it has a place in 
society,” he says, adding it’s not his 
place to make political statements. 
No gamemaker has a responsibility 
to talk about societal issues; it’s for 
them to decide what their games are 
about, Mr Jacobson insists. 

Meghan Dennis, lead for the 
Women in Games project, takes 
a different stance to responsible 
video gaming. As audiences grow, 
developers have a responsibility to 
“produce something that looks at 

the world through an ethical lens”, 
she says. For example, the industry 
needs a step-change in the way it 
portrays women. Typically, female 
characters are “relegated to the 
background, to be used as impetus 
for why the male protagonist has to 
get revenge”. If the main character 
is female, she’s never simply strong; 
she’s nearly always “damaged” in 
some way, says Dr Dennis.

Once the industry is more mature 
in the way it portrays women, she 
sees scope to explore complex 
issues, such as the gender pay gap 
or the way women are treated in 
the workplace. “It doesn’t require 
us to make games that are specifi-
cally about the gender pay gap, but 
it could be in these games,” she says. 

Independent developer Rami 
Ismail is optimistic about changing 
attitudes in the industry. He says 
developers at both large and small 
companies care about representa-
tion of minority groups and are keen 
for their games to touch as many 
people as possible.

He would like to see the experi-
ences of ethnic minorities repre-
sented in more detail, but like Dr 
Dennis argues it doesn’t have to 
be a game’s focus. “I’m very hope-
ful that kind of representation will 
exist in the future, not as explicit
as ‘this is a game about an Arab 

This shouldn’t deter studios, but 
they should know they’re in for 
a fight. “The pushback on these 
games being political shows such 
things aren’t normal yet and for 
that reason are worth fighting for,” 
he concludes. 

guy living in the Netherlands’, like 
me. It’s more ‘here’s how it feels to 
be eyed suspiciously in a space’. I
think that’s way more interesting 
and I think we’ll see a lot more of 
that,” says Mr Ismail.

All are in agreement that now is a 
better time than ever to talk about 
societal issues in games. White 
Paper Games, for example, has made 
Ether One, a game about dementia, 
and The Occupation, which takes 
place after a terrorist attack that 
leads to the deportation of immi-
grants and mass surveillance. 

Pete Bottomley, White Paper 
Games’ co-founder, agrees with Mr 
Jacobsen that developers don’t have 
a responsibility to tackle societal 
issues. “There’s a time and place 
for different experiences”, he says, 
adding that improving technology 
could encourage more studios to do 
so, however.

Mr Bottomley points to Google 
Stadia, a new service that allows 
players to stream games, rather 
than download them. “If you cre-
ate games on a much smaller, faster 
scale, you could pursue single char-
acter arcs and shorter stories,” he 
says. “That would really open up the 
conversation for different explora-
tions of particular viewpoints.”

There will inevitably be barriers 
to progress. Dr Dennis says recruit-
ing women, in particular women 
from ethnic minorities, remains a 
struggle. Likewise, some companies 
require a culture shift for minority 
groups to reach decision-making 
positions, she says. 

Mr Ismail says developers’ biggest 
responsibility is not to ensure diver-
sity in games, that’s a given, but to 
protect developers from minority 
groups and the backlash of sections 
of the gaming audience, who dislike 
the idea of politics in games.
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G A M I N G

The pushback on these games 
being political shows such 
things aren’t normal yet

average time (hours:minutes) 
spent gaming a week in 2019, 
up from 5:58 in 2018

average duration playing one 
game consecutively

of gamers say they have spent more 
than ten hours consecutively playing 
video games at least once

say they have missed sleep 
due to gaming

7:07

1:22

10%

53%

STATE OF ONLINE GAMING 
IN 2019

Based on a nine-country study  
of online gamers 
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