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ABSTRACT

The study aimed to explore and follow the Nordic preesi of achieving gender equality and their models t
develop “women-friendly” states in the Indian couteViolence against women is a result of gendemimlity that
confirms low status / objectification of women imetsociety. Humans might be proud of their most enodfast and
furious technology and innovation. But, when genelguality was considered, no country in the word lachieved it
completely. But, the way that the Nordic countme=e consistently standing out on the top as gebdknced countries,
is a point that demands attention. The study exadhthe World Economic Forum’s (WEF) annual Globan@er Gap
report 2016 and analyzed the Nordic nations’ reguia on the media that disregard equal rights eonen in Sweden,
Finland, Denmark, Norway, and Iceland. The studyjgared the Indian media that emphasizes dominargatypes and
definitions of beauty, sexuality, femininity withé¢ media in the Nordic nations. The paper suggdbktecheasures to have

control over visual media practices that disrespexhen’s rights and gender equality.
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INTRODUCTION

The title is set in the sense of achieving a stdtevomen’s safety and freedom by following the pices of
Nordic countries. Nirvana is a Sanskrit term whigldefined in the Cambridge dictionary as “a st#téreedom from all

suffering (that Buddhists believe can be achiewedemoving all personal wishes), a state of beieidget.”

Violence against women and gender discriminatioistér varying degrees across all communities thhmut
the world. It is a result of gender inequality thainfirms low status / objectification of women those societies.
Though humans boast of their most modern, fasffamaus technology and innovation, when it comegeader equality,
no country in the world has achieved it complet@ut, on their way to attain gender balanced smsethe Nordic
countries consistently stand out on the top, adogrtb the World Economic Forum’s (WEF) annual Glbfzender Gap
report 2016. The WEF measures performance levaetewftries in removing the obstacles that seize @osrights and

in facilitating a happy place for women.

When considered for the safest place for womerhergtobe, the Nordic nations have consistently taed an
admirable crown with top 5 positions over a decddethis scenario, it is important to learn the Hiorpractices of

achieving gender equality and their models to dgv&vomen-friendly” states in the world.

The WEF's Global Gender Gap Report 2016, is an alnpenchmarking exercise that measures progressdsw
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parity between men and women in four major aredscational attainment, health and survival, pditiempowerment
and economic opportunity. Amazingly, out of 144 wimies ranked in the report, 95 countries have womtending
university in equal or higher numbers than men. Elav, women still experience gender inequality gy at homes,
on the streets, schools, playgrounds and work pladéch hold them back from reaching their full graial and make
them get stuck in marzipan layer. Though all dewetb nations make efforts to overcome gender stgyes} social
norms, behavior and attitudes that allow violencegaimst women, only Nordic countries

(Iceland, Finland, Denmark, Sweden etc.) are moceessful.

In the WEF 2016 report, Iceland holds the top parsifor the fifth consecutive year followed by Finld, Norway
and Sweden in achieving gender equality. All thBleedic countries have closed over 80 percent ofgbmder gap,

keeping themselves as global leaders and role model

Iceland is considered the best place for a womartlzen safest country to have a baby in for its aeammortality
rate. In this country, only one baby is lost foegv 100,000 births. It also stands at the top \wih most female board
members. According to the data by Catalyst 2015cetand women hold 44 per cent of the seats omdiaeds of publicly

traded companies, followed by Norway, in seconadelat 36 per cent of female board members.

Further, the countries in the Organization for Eooit Co-operation and Development (OECD), like Bgat,
Colombia, Estonia, and Slovenia have recorded Heshée achievements with respect to women empowermen
According to OECD, Portugal stands first with thesifemale inventors, which has the highest shbveomen at nearly
18 per cent. Estonia has the highest proporticderfle Mathematicians and the Estonian women mpl&7wper cent of
the Doctoral-level Mathematicians, the highest eateong OECD countries, while Colombia has the hsgpeoportion of
female graduates in computing. Inspiringly, Estostands high with longest paid parental leave &6 days where the
parents and the child are the happiest! Swederhgakighest percentages (44.7 percent) of womegrattiament in the
world, while the other Nordic nations are almossascessful. Further, Iceland, Finland and Norwayaamong the top 10
countries in terms of the number of years withradke head of state or government, although thedaasla whole does

poorly on this indicator.

The WEF's report also reflects on the unpaid lalsbared among men and women. In this context,
Melinda Gates’ concern for the global division @ipaid labour is an important equal-rights issuehéitne, she has laid
down the law against her billionaire husband, “Ndypdeaves the kitchen untii mom leaves the kitchén. this
perspective, Slovenia stands first with the mostseavork shared by men, where men spend 114 miawtay in cleaning
and sweeping by the OECD data. While Danish menribate more unpaid labor when child care is added stands
second on routine housework, at 107 minutes a ldalndia, men spend hardly 15 minutes of their timéhouse-hold
chores and most of Indian men still believe ‘iflveomen’s work’. However, women, still on averageend more of their

day on chores which are not only unpaid but alsteumined and unrecognized.

Meanwhile, the pioneers of gender balanced natiorthe pursuit of cent percent gender equalityehereated a
platform called Nordic Gender & Media Forum. It eaiers lapses in the media practices that disregqual rights to
women in Sweden, Finland, Denmark, Norway, andategl The forum analyses media’s participation alizeng gender
balance; it places the maximum onus on the medépdsesentation as it can hinder or hasten the pssgof equality.

Apparently, this measure increases pressure onartedstep up and take actions to ensure women’'sowemment.

| NAAS Rating: 3.10 - Articles can be sent teditor@impactjournals.us |




| “Attaining Nordic Nirvana”- Emulating Practices of Nordic Countries with Reference to Gender Equality 3 8

The Forum is financed by the Nordic Council of Mteirs and run by Nordicom at the University of Gaoiburg in
Sweden.

The Nordic Gender & Media Forum scrutinizes all floeir major areas of its industry- film, journalism
advertising and computer games. The project imtoease participation of women in the media andvook against

stereotypes and to facilitate a society free frdirtypes of gender-related violence and other foafndiscrimination.

The Nordic Information on Gender, NIK#athers and share knowledge about policy, pradacts and research
on gender equality. NIKK’s mission statement isha8ing knowledge makes a difference. We are coedribat Nordic
gender equality work improves when we learn froroheather”. Therefore, they are consistently in skaf good and
practical implementation methods in achieving geratpiality and are open to share their knowledge @olicies to the
other countries. They release frequent, comparatinestate-wise fact sheets about Nordic politiaskground, outcome,

irregularities and future plans etc. for discussion

Added to it, Nordicom has published a book titl&aking Change” presenting the initiatives suggagtto
rectify the gender imbalance in films, journalismomputer games and advertising. The specialists) facademia,
legal and civil society, government and industryenbeen involved in compiling the book. They saig ithe “Nordic way
of dealing things,” suggesting a plurality of wagsmake media gender equal. Their research is owitla Global Media
Monitoring Project (GMMP) 2015 report that evalisaté. How are women and men featured in texts,gshaomputer
games, advertising and movies? 2. Who decides yhatee on television? 3. Which issues are impgréand who gets
to speak their mind in the news? However, botthefdbove research findings show that women arerteptesented in

the news and that gender stereotypes are reinfancaud through the media.

Earlier, it is exposed by Krista Carson who givesiad depiction of women’s images in Nordic medig
comparing with North American media representatidnsher research article, “MEDIA (MIS) REPRESENTIOINS”
2011, she condemns the narrow sexist, racist, @kist representation of women in the advertisemesdia in both the
countries. She observes, “both North American anddd media offer limiting roles for women with masimilarities in
both places, though there were some differences.v@y that Nordic countries set a more equitabtergte was evident

in the more effective state sanctioned regulatoagtices...”

Similarly, in India, there are umpteen numbers ithd, TV shows and advertisements wheremgo are
hyper-sexualized. lis observed that 90% of the youth are influencedhle highly glamorized eve-teasing in movies and
TV scenes in India, especially in Telugu languadefinitely, it influences the way women are treated in the $pcie
The research published by Francesca Guizzo of thizelsity of Padova in Italy, says “The chronic egpre to
objectifying media might lead to the dangerous emgion that such female portrayal is the norm, thuther reducing
people's likelihood to react.” The research stdtest the habit of watching regularly television wiso films or
advertisements that sexually objectify women angdrage them, can make a person sexistthis context, this study
brings forward a few advertisements shown on Indialevision.Whatever he product is, these advertisements are similar
in creating and maintaining dominant stereotyped dgfinitions of beauty, sexuality, femininity arglamorizing

masculinity.
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For example, an advertisement from the Himalayabblsrshows a girl greeting her friends with an openile,
but the friends looking at her pimpled face andhing their faces away in disgust. Apparently threpulsion makes the
girl feel pain, which is a kind of psychologicalpea The advertisement neither mentions the reafwngimples nor
explains how to deal with them in a healthy anddretvay. Certainly these types of ads create ayxiew self-esteem
and humiliation among women, particularly in adoks¥ girls. For the video, go to the Ilink

here- https://www.youtube.com/watch?v=7RE8Be8h§3Y

Another such advertisement is the Himalaya facehywasich says a sports girl's achievements areijustlid
and useless just because her facial skin is not Thie advertisement promotes a feeling that skémtshes and dark
circles defeat all her successes and life becomefait”! She is made to feel inferior to or disséction over her body.
(https://www.youtube.com/watch?v=UMQbVrx1xwy4

What kind of message goes to adolescent girls Bigting inferiority complex? The adolescence, walh its
hyper sensitivity and activity, evokes negative #ams, dissatisfaction and unhappiness about thpearpnce, color,
height, weight etc. which are absolutely relatigetérs varying from a region to region, countreantry. Obviously, the
exposure to such wide spread media has damaginicatipns on girls and women. This is a crueltysilomen by the

stupid, egocentric standards of the beauty industry

In a recent advertisement by the UltraTech Cemédifl Beautiful, the laborious task of construgtia building
is highly sexualized. It shows some scantily clatjdeng legged women and muscular, half-naked maming their
hands across walls, carrying bags of cement, plagimd mixing it seductively. Not only in poor Indlaut anywhere in the
world, can we see such people as construction ws?Ka reality, the daily-wage workers strugglerteet hand to mouth,

except in the bizarre presentation of such ddfpg://www.youtube.com/watch?v=vicxYvrs9y0

Thus, our Indian media exclusively emphasizes gmeamance, showing young, white, sculpted, thin rsode
repeatedly, sexualizing girls and women, depictinglence against women, reducing women to mere g3383ns.
The media’s racist and sexist stereotyping of woigide is omnipresent from fashion to fertilizeregrl to poultry

industry. The similar situation has prevailed inrtlo media earlier.

Therefore, logically it is assumed that the Norgwoman-friendliness” can also be associated withienmmsitive
media representations of women and less discrimimatgainst women which is not true. Having obsertlee above
facts, it is more important to learn what and hofv‘ordic way of doing things’. Despite media’'s $&x racist

representations, what makes the Nordic natiorisagiinan-friendly states?

It is not just about Nordic nations’ strong econespisince the most developed countries like UK @8 are
left far behind in 18 and 28 positions by WEF'sadp There are many things in “Nordic way of doiiti§j They have
achieved 99 percent literacy for both sexes sevdwahdes ago. These countries have varying degfeegulation and
intervention regarding discriminatory media. TherfNo countries are offering more “woman-friendlytigic policies
with stringent regulatory practices against geridequality than any other part of the world. Pagin these countries
include mandatory paternal leave in combinatiorhwitaternity leave, generous social insurance fulagtsincentives and
post-maternity and re-entry programmes. Therefooay women make up the majority of the high-skilledrkforce.
In Norway, Sweden and Iceland, there are over lofen for every man enrolled in university, whileHRimland and

Denmark; women have the majority at the gradualwel. On the whole, though the patterns vary amirmgNordic
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countries, their economies have made it possibi@doents to combine work and family, resultingriore women in the
workplace, more shared participation in childcanere equitable distribution of work at home, bewerk-life balance for
both women and men. More importantly, there ardemaoale feticides in these countries. That meangjihegets equal

rights by birth itself and the same status is nzéiretd everywhere.

Additionally, they have a ‘Swedish Women'’s Lobbyat observes the legislation and supervision régard
sexist advertising in the Nordic countries. The 8wale Women’s Lobby recommends the measures to thelidN
governments such as: Introduce compulsory trairabgut gender equality on advertising courses amstitutions;
Represent women and men equally and include spddias to thwart stereotypes and sexist advedisiithin the
Nordic media; Introduce legislation against sexsidvertising in Sweden; Review the supervision gidation against
sexist advertising in Denmark, Norway and Finla@dnduct information drives for members of the puliti all Nordic
countries; Create awareness of laws and policiesngntitizens to report any incident of mistreatmehtwomen.

These are the measures taken by the Nordic cositdriensure their commitment towards gender equalit

Even in India, it is suggested some regulatorytpres to promote an advisory on the lines of wagnin the case
of exploitation of women just as smoking, drinkiagd rash driving. Every time a smoking/drinkingfrakiving scene is
depicted in movies or serials, it is accompaniedibyadvisory suggesting it is dangerous and injgrto health. A similar
warning must accompany every visual when a womaniisiliated/ ill treated on the screen, (from ranggio rape) should

maintain a warning like “violence against womea isarbarous act and a punishable offence”.

Earlier, the ads related to the use of tobacco baen defeated by the Government. The tobacco auewpare
the major sponsors and source of finance for masdian newspapers, radio, television, and movied, Bo media
channel is suffered after government’s ban on sutsh Later, the Information and Broadcasting Migisin an advisory
issued to all TV channels and newspapers, adviseth tto be “extremely careful in portraying drivifig images,
scenes which depict rash, negligent or dangeroivdndr and in case, such portrayal is necessargn tlh may be
accompanied by appropriate messages and warnimge”advisory comes against the backdrop of thehdefaMinister

Gopinath Munde in a road accident.

So, after all these pathetic crimes against wort&R, Ministry should issue the same advisory in tese of
Violence against Women (VAW) in movies and TV scenre well. Further, the film heroes who entertait wheir acting
must be roped into the campaign on VAW where thay demonstrate their feelings on what makes a ‘ineah”.
They should publicize that Heroism is not crueltyvimlent behaviour against females, but it is esgnting strength and
valour to protect the weak, achieving somethingdgémr one’s society, triumphing over evil etc. hosild be made
mandatory that the hero has to confess guilty thgdn such scenes in the movie itself to the wesw He should also

warn his fans not to imitate his actions, to im$tdtter habits.

If we deglamorize and warn such girl/'women abusersilms, TV and the print media, the attitudesfature
generation will change for the better. This is digdly a mission possible, to change some horafici deep rooted
mind-sets and to safe-guard our India’s Daughtéfsen Ishwarya Roy has protested against some mpdteher by

Kalyan Jewelers, they changed their advertisententit may not be the same for other women.

CONCLUSIONS
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There is so much to follow from Nordic nations ahdir measures to have control over mass meditndia,
exposure to visual mass media may contribute toeased violence against women. Government's imtEmée and
collective protests by public are the solutionsdambat against degradation of women in the omngmeEV channels and
films. Women have to raise their voices againsthsads until the Media creates more positive, wofrfnmdly
advertisements while representing women. Strictéslip policies and regulatory bodies are requiredcontrol such
media’s pervasive methods and misrepresentationgoafen as suggested by the Swedish Women’s Lobbsp@nies
must adopt Self-regulatory methods to take the hresponsibility of checking stereotypical, sexisiist and humiliating

depiction of women in its marketing content.

It may be difficult, but not impossible to “attalordic Nirvana” for a vast and diversified countike India.
With the Indian government’s major reforms in theahcial sector to build a strong economy, it isgble to see that

every baby girl is born and grows up with propealtie education and safety in the future.
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