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Abstract: Covid-19 has been the test of time for corporates to act responsibly toward
the sustainable development goal of gender equality. The present research is conducted
to understand the representation of gender equality in Indian corporates through their
websites during the pandemic of the Covid-19 second wave using the Impression man-
agement technique. Impression management taxonomy has been applied to lead the
content analysis of the 110 corporate websites from public and private sector companies
for a period of six months. It is found that the corporates have been using more assertive
techniques than defensive and the private sector has been active in comparison to the
public sector in working towards gender equality initiatives. The situation of pandemic
resulted in low business and struggle for existence still some companies tried to be gen-
der-sensitive. In a focus group discussion with corporate representatives, it is found
that Covid-19 was a difficult situation even for the corporates, but by posting women-
centric stories and sharing their concerns, it was possible for an organisation to get a
dedicated women workforce. Websites thus can work as a potent corporate communi-
cation tool whereby promoting gender equality, a company can be a morale booster for
its employees and can gather positive public support.

Keywords: gender equality, pandemic, Covid-19, corporate website, corporate commu-
nication.

INTRODUCTION

With the 2030 United Nations Agenda of Gender equality,
Sustainable Development Goal 5 stresses the need to “get to
justice and inclusion” and to have “economies that work for
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all”. In April 2020, the Secretary-General of the UN urged the
governments to put the “women and girls at the centre” of all
their initiatives as the minimal “gains in gender equality and
women’s rights made over the decades are in danger of being
rolled back”. Women are the most affected segments during the
pandemic and to alleviate the Covid-19 impact, the UN stressed
the five key areas which require attention. They are gender-
based violence; socially and economically protected packages;
supporting and practicing equal sharing of work; leading and
participation of women and girls in Covid-19 initiatives, and
working on tools considering gender perspectives (UN 2020).

Covid-19 has massively affected the women workforce with
an increase in their responsibilities that of family and office due
to which many of them are dropping out of work. The esti-
mated job loss is about 1.8 times more than the male loss which
is 5.7 per cent for women as against 3.1 per cent for men
(McKinsey 2020). The situation is even worst in Indian families
where women are still responsible for household chores. Ac-
cording to Mckinsey’s Women in the Workplace 2020 report,
the dwindling numbers are more due to “lack of flexibility at
work” and a “housework and caregiving burdens due to Covid-
19” (McKinsey 2020). Corporates can thus see a pandemic as
an alarming sign and should strive to create a just and robust
economy and can think big about their contribution towards
sustainability. With the pandemic in the background, it is ex-
pected to address issues like Covid-19 response planning and
decision-making; equal care work, and efforts towards “design-
ing socio-economic plans” (UN 2020) for women and girls
along with developing a “flexible and empathetic workplace”
(McKinsey 2020). A statement issued by UN Women and W20
urged the G20 Ministers and Governors to prioritise women'’s
leadership and participation and “preserve women’s jobs and
generate new” (UN Women 2020).

Analysing the data between December 2021 and January
2022, gender diversity is just 26 per cent across different sectors
in India in a survey conducted with 775 software, retail, and
professional services-related companies. Only 25 per cent of a
diverse population is not a feasible option for the companies
especially when a “diverse workforce fosters creativity and
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COMMUNICATING GENDER EQUALITY 3

innovation” (AON 2022). Organisation can be a game changer
in terms of “maximising the potential of their women col-
leagues” as women often are left behind due to “family expec-
tations” in India (Daruwala 2022). According to the Gender
Gap report by the World Economic Forum (Global Gender
Gap Report 2021), with such a representation of women in the
corporates, it would take 135 years to bridge this gender gap.
In a survey done with 156 countries, India ranked 140 in terms
of analysis done on the basis of Economic participation and op-
portunity, health, education, and political empowerment. This
makes it more pertinent for companies to acknowledge the
need to bring gender equality and find ways to overcome the
factors causing inequalities and difficulties for women to pursue
a professional career. Such a step may be noteworthy in terms
of developing a secure work atmosphere paving the way for cre-
ativity and sustainability among employees from diverse back-
grounds.

An increase in diversity, equality, and inclusion (DEI) at the
higher level in organisations has proven that an increase in the
level of gender diversity results in better production, higher prof-
its, enhanced creativity, and a return on the shareholder (Kumar
2021). According to a report by the World Bank, the participa-
tion of female labour in India has fallen from 31.85 per cent in
the year 2005 to 20.8 per cent in the year 2019. As compared to
805 literate men, only 65 per cent of women are literate. Among
all the countries in the world, the labour force participation rate
is lowest in India (The World Bank 2019). According to India’s
Centre for Monitoring Indian Economy (CMIE), the women’s
participation in the workforce is 10.2 per cent on September
2021 which is even lower in urban areas to just 7.8 per cent. Pan-
demic is one of the recent causes behind the difference. Compa-
nies either laid off the women employees or most of them left
voluntarily due to crisis (Kumar 2021). The Covid-19 lockdown
resulted to the loss of jobs for 17 million (Misra, Patel 2021) to
19.3 million women between the months of March and April
2020 (Abraham, Basole, Kesar 2021). The female employment
fell by 43 per cent of its pre-lockdown level as compared to men
with 30 per cent (Abraham, Basole, Kesar 2021). Considering the
growing awareness of diversity, equality, and inclusion (DEI) among
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Fig.1. Gender Gap in India by Avatar.
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Source: Fortune India.

organisations, the data contradicts the efforts put in to develop
gender-balanced workplaces. This clearly emphasises the need to
develop better opportunities and incentives for women to be
back to work. According to DivHERsity Benchmarking Report
2019 of India, in data from 300-plus companies, just a quarter
workforce is female (Atul Raja 2020). Gender equality means a
fair representation of both genders without any prejudice. Gen-
der equality can be instrumental in influencing the decision. It
works as the “strategic component of the business as it brings
more agility, innovation and aligns the organization towards the
needs of the customers” (Cox, Blake 1991). With a mandate from
the Companies Act 2013 companies have been ensuring suffi-
cient women’s participation on the board. Besides equal pay for
equal work; child care support, active action towards sexual har-
assment and abuse, and even working with women entrepre-
neurs all can be seen quite active in Indian corporates. But
Covid-19 has created a different situation for women. The pan-
demic has resulted into the decline of jobs more for women than
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COMMUNICATING GENDER EQUALITY 5

Fig. 2. Diversity Aids Growth.

Diversity Aids Growth
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Source: Fortune India.

men in most countries (Kabeer et al. 2021). The percentage of
women employed post-lockdown is 23.5 less than being em-
ployed in the pre-locked down phase as compared to men
(Deshpande 2020).

The lockdown has created a “gender gap in work produc-
tivity and job satisfaction” due to the rise in the “housework
and childcare” which is suggestive that the “society needs to
provide additional support” to the working women (Feng,
Savani 2020). Many researches have been conducted in under-
standing the role of gender equality in the corporates. The stud-
ies though used the term gender diversity instead of gender
equality but the focus is just on men and women. One study
finds the influences of feminism in reinforcing the issue of gen-
der and diversity in the organisation (Villeseche 2017). Another
study was conducted to find out the effect of gender diversity
on the performance of the firm in terms of economic value
added, however, no such influence was found on economic per-
formance (Al-Mamun, Yasser, Entebang, Nathan 2013). A di-
rect relationship has been found between “board gender diver-
sity and corporate environmental violations” (Liu 2018) where
with female representation, the corporates are able to reduce
the environmental violations. In a similar study of gender
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6 GUPTA — TYAGI

diversity in Indian corporates, the paper confirmed the signifi-
cant effect on the financial performance of the organization that
of the independent gender-diverse boards (Haldar, Shah, Rao
2015). In an empirical investigation of public companies in
China, the researcher found a “positive role” of women with “at
least two seats on the boards” as well as “a further increase in
representation of women” in “improving corporate governance
along the environmental dimension” (He, Jiang 2019). Another
study inspects “35 countries and 24 industries” and discovers a
positive correlation between “gender-diverse firms”, and “mar-
ket valuation and increased revenue” (Zhang 2020).

For corporate communications, using the internet can be
the best way for the organization to defend its “organizational
interests” (Holtz 2002) and gender equality can be one of those.
Point and Singh, 2003 have clearly pointed out the use of web-
sites by the corporates for putting “diversity statement” as a
tool to highlight the “diversity management policies” (Point,
Singh 2003). Corporate websites have been serving as an im-
portant tool of communication as well as helping in realising the
transaction objective of the exporters (Dou, Nielsen, Tan
2002). The corporate websites have been found in one of the
studies making perceptions for the prospective job applicants
by creating a favourable image of “fit in” (Stockdale, William,
Arevshatian 2018). A study of the websites of 75 companies in
five different countries concluded the concepts of diversity and
inclusion branding are “mainstream” and so are “relevant” for
the corporates to “appear as an employer of choice” (Jonsen,
Point, Kelan, Grieb 2021). Besides, the websites have a signifi-
cant effect on the customer as it develops trust and indirectly
leads to positive word of mouth (Hong, Rimb 2010). The cor-
porate activities catering to social aspects along with environ-
mental come under sustainability where “internet” is a “privi-
leged channel” and the “website has developed in the center for
the dissemination of content” where the idea is “to create an
interface that offers an adequate fruition of content” (Siano,
Conte, Amabile, Vollero, Piciocchi 2016). Windscheid, et al
2016 have also analysed the websites of German corporates us-
ing impression management techniques to analyse how truth-
fully the organizations are communicating their concern about

ISSN 2283-7949
GLOCALISM: JOURNAL OF CULTURE, POLITICS AND INNOVATION
2022, 2,DOL: 10.12893/gjcpi.2022.2.9
Published online by “Globus et Locus” at https://glocalismjournal.org

(MO

Some rights reserved



COMMUNICATING GENDER EQUALITY 7

gender diversity. The present study is thus a replica study of the
same conducted with the purpose to contribute to giving a bet-
ter understanding of the use of corporate websites for the rep-
resentation of gender equality by the Indian corporates during

Covid-19.

IMPRESSION MANAGEMENT

Impression management can be defined as a purposive ac-
tivity meant to control information and a way to make oneself as
“socially desirable” (Schlenker, Britt, Pennington 1996). The
theory is meant for “social influence and tactics” like assertive
techniques whereas the defensive techniques are used for “ex-
cuses and justifications” with a purpose to repair for any wrong
doing (Zaidman 2007). Though the theory refers to individuals’
efforts of creating desirable behaviour for controlling others but
organizations also engage in “self-presentation” (Windscheid,
Bowes-Sperry, Jonsen, Morner 2018).

Every organization wants to be seen as favourable to its
stakeholders. Even in the case of gender equality, an organiza-
tion wants to create a positive perception of itself through its
actions and then by highlighting the same for creating a “fa-
vourable image” (Ginzel, Kramer, Sutton 1992). Impression
management thus is a way to create information in order “to
shape others’ perceptions” about the organization (Schlenker,
Weigold 1992). It is first significant to find out whether the or-
ganization wants to show its own “traits, abilities, and accom-
plishments” (Cialdini 1989) or to “enhance or protect the image
of the ones with which it is associated”. Tedeschi and Norman,
1985 defined them as assertive and defensive techniques. Asser-
tive tactics are image builders where the organization tries to
build up a positive image by highlighting their work and ac-
tions. Defensive techniques are a way to cover for the damage
by responding to save itself from adverse situations.

Mohamed used a 2x2 taxonomy (Mohamed et al. 1999)
where both direct and indirect ways are used by the firm to pre-
sent their assertive and defensive aspect. In this study, we are
only using direct techniques used by the organization to portray
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8 GUPTA — TYAGI

their assertive and defensive attitudes. The assertive techniques
used for this study are Ingratiation, Organizational promotion,
Exemplification and supplication. Ingratiation refers to the
“strategic behaviour” designed to “control desired rewards” to
catch the attention of its stakeholders (Schlenker 1980; Jones,
Pittman 1982). This can help in causing the “constituents to be
favourably disposed towards” the organization. Organizational
promotion is an act of speaking about itself by the organization
and through certain action towards gender diversity the com-
pany tries to get highlighted (Mohamed, Gardner 1999; Avery,
McKay 2006).

Exemplification is an act of setting an example in order to
seek respect and admiration for its integrity and morality from
diversity related achievements in the organization (Jones,
Pittman 1982). Supplication is the act of highlighting the need
of collaboration and support towards meeting certain duties
where the company shows itself inept and “incapable” (Bolino,
Kacmar, Turnley, Gilstrap 2008). Defensive tactics include Ac-
counts where the organization denies or act innocent in order
to protect its image by trying to mitigate the negative effects out
of a situation (Bolino, Kacmar, Turnley, Gilstrap 2008). Dis-
claimers are meant to provide information in advance to safe-
guard from the “negative reactions” (Hewitt, Stokes 1975). Or-
ganizational handicapping is when a company tries “to make
task success appear less likely” to show its helplessness and fail-
ure (Berglas, Jones 1978). Apologies are acceptance of the
blame and responsibility towards an unexpected incident in or-
der to seek forgiveness from the “offended audiences by ex-
pressing remorse” (Gardner, Martinko 1988). Prosocial behav-
iour is a way to state the company’s identity in spite of its earlier
lapses. Restitution is a strategy of offering compensation to the
affected audience in order to portray itself as generous and that
its actions were accidental (Tedeschi, Lindskold 1976).

OBJECTIVES AND METHODOLOGY

The following study is conducted to find out the role and
importance of a corporate website on the representation of
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COMMUNICATING GENDER EQUALITY 9

gender equality. With a purpose to contribute to a better un-
derstanding of the ways in which gender equality is presented
on corporates websites during Covid-19, the researcher tried:
a) to find out the number of stories on the issue of gender equal-
ity on the corporate website to examine to what extent do cor-
porates represent the issue of gender diversity; ») to analyse the
type of impression management technique- assertive and defen-
sive technique used in presenting the issue of gender equality
on the websites to study how corporates represent gender
equality; ¢) to find out the difference between the public and
the private sectors towards representation of gender-equality
on their corporate websites.

To answer this objective, the researcher has tested the fol-
lowing hypothesis. ) HO: there is no significant difference in the
use of assertive techniques in public and private sector; 77) H1:
both public and private techniques use defensive techniques at
the same rate; 777) H2: there is no significant difference in de-
piction of gender equality issues in the public and private sec-
tors considering the situation of Covid-19.

The analysis of websites will use a descriptive approach. To
test the hypothesis, the research will use statistical inference
where the data of the public and private sectors will be analysed
using ANOVA. Besides the above objectives, the researcher has
further investigated the importance of corporate websites as a
significant corporate communication tool for representing gen-
der equality through focus group discussion on the questions:
1) how companies are depicting the issue of gender equality?;
2) do you think the corporate website is one of the best ways to
show concern towards gender diversity issues during Covid-
19?; 3) what possible steps an organization can take through its
corporate website to work towards the issue of gender diversity
during the pandemic?; 4) what do you think women look for
while looking at the company’s website?; 5) what possible ad-
vantages a corporate can gain by presenting information on
gender equality through its website?

The time between Covid-19 post first wave and during the
second wave of Covid-19 has been taken to study the corporate
websites when the companies were expected to be sensitive and
active towards the issues of gender equality.
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10 GUPTA — TYAGI

SAMPLE AND BASIS OF ANALYSIS

The paper has investigated the communication on gender
diversity on the corporate website of the companies from the
public (55) and private sectors (55) from Nifty companies as
per their stocks weighted till March 2021, for a period of six
months from January to June 2021. All the companies are pub-
licly listed and are on the common ground in terms of their mat-
ket position. Besides, on the basis of the number of employees,
the companies are also listed as small companies with no more
than 10,000 employees, with medium as 10,000-20,000 employ-
ees and large, more than 20,000 employees. In total the public
sectors have an 11.10 per cent of women employed and in pri-
vate sector its 27.6 per cent. Using the occurrence-based con-
tent analysis, the women-related posts and information on the
corporate websites are studied and categorised under sub-cate-
gories of assertive and defensive techniques. A priori coding
scheme has been used to classify the stories as per Mohamed et
al taxonomy. Further, emergent coding was used to classify the
sub-type of both the impression management techniques. In
coding, a story is defined as highly accessible if it can be reached
within three clicks else treated as restricted. A story is coded as
identity conscious if it refers to women only else identity blind.
Also, if a website has a mix of highly accessible and restricted
stories for a tactic then they all together grouped as highly ac-
cessible. Also, if identity conscious and identity blind stories are
used in same website, even then the website is coded as identity
conscious.

FINDINGS AND ANALYSIS
Corporates representation on Gender-equality during Covid-19

Corporates do represent the issue of gender equality on
their websites. Referring to table number 1, in total, 110 web-
sites are analysed. 106 websites have talked about gender equal-
ity which means 96 per cent of the corporates have talked about
women and related issues during Covid-19. In terms of
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COMMUNICATING GENDER EQUALITY 11

accessibility, out of 106, 56.6 per cent websites were highly ac-
cessible whereas 43.3 per cent were found restricted as the in-
formation was not accessible in three clicks. Analysing the ele-
ment of identity consciousness, 55.4 per cent websites were
found conscious whereas 44.5 per cent were identity blind.
From the organization size point of view, all the companies
whether small, medium and large sized have shown some sort
of representation using either assertive and defensive tech-
niques. Corporates thus have been trying to create an impres-
sion of being active towards achieving the sustainable develop-
ment goals even during pandemic. The companies like Tata and
Infosys rather have posted stories where they have invited back
all the women employees who left the organization for some
reason during the pandemic.

Impression Management Tactics Used in Gender Diversity-Re-
lated Communications

Looking at the table 1 and 2, using descriptive approach,
we could see that the focus is on assertive techniques where in-
gratiation (106) was present the most, followed by supplication
(90), then organizational promotion techniques (87) and finally
exemplification with 73 companies. However, the defensive
techniques of impression management were also used in some
of the websites with only a few techniques used. This includes
prosocial (38), then disclaimer in 11 websites, followed by ac-
counts (10). Organizational handicapping, apologies and resti-
tution were not used in any of the websites. In terms of accessi-
bility, in using the assertive techniques: all the types are equally
used, mean of 56.5, and a standard deviation of 3.14.

In defensive techniques, with a 6.16 mean and a standard
deviation of 11.28, only disclaimer (9) and prosocial (28) tech-
niques were there to be found easily. In contrast, with a mean
of 32.5 and SD 10.47, the 46 websites used ingratiation and 29
organizational promotion. In using defensive techniques, mean
3.67 and SD 4.9, 10 websites using accounts, (2) disclaimer and
prosocial (10) techniques were found restricted. This states that
the corporates worked actively during the pandemic by working
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Tab. 1. Websites applying impression management techniques.

fensi
tactics tactics
Types of Types of
Overall | _tactics Overall | tactics
rganizat rganizat]
ional ional Prosocial
s p 7
n cation | on r ping r n
Sector
Public | 55 51 22 39 | [ o T o [ o [ o | a [ o
Private | 55 55 51 51| 10 | 1 [ o [ o | 3 | o
Total | 110 106 87 | 73 | 90 | I 0o [ 11 | o | o | 38 | o
High 21 19 16 19 0 0 0 [ 2 0
IPublic sector| i 30 14 6 20 o o o o 2 o
Private High 39 39 36 37 10 ) o o 26 o
sector 16 15 15 14 o 2 0 o 8 0
High 60 58 52 56 [ ) 0 [ 28 0
Total a6 29 21 34 10 2 0 [ 10 0
C
Conscious | 53 a9 33 22 39 [} [} 0 [} a 0
Identity.
Public sector] _ Blind 2 2 o o o [ [ 0 o o o
Identity.
sciou: 8 8 8 8 8 [} 1 0 [} 3 0
private Identity
sector Blind a7 a7 a6 a3 a3 10 10 0 o 31 0
Identity
Consci 61 57 a1 30 a7 [} 1 0 [} 7 o
Identity.
Total Blind a9 a9 a6 a3 a3 10 10 0 o 31 0
By Size
small 12 9
medium 12 10
Public Sector] __ large 9 13
small 14 14
Private  |_medium 14 14 14 12 13 9 2 1 o [ 0 o
sector large 26 26 26 25 24 17 7 3 0 [ 17 o
small 33 33 26 23 30 8 1 5 0 [ 8 0
medium 32 29 26 22 26 11 2 1 o o 2 o
Total large as a4 35 38 34 19 7 5 o o 19 o
Tab. 2. Companies using assertive technique types.
Organizational
Diversi [Commi|
Recruit tment
Work- | ing rom
Female life s and |[Female| Top
Equality |balanc| ion ing |ambas|Testim [Manag ent Awards and
ment | ng | rking | Policies Policies| Events|sadors| onlals |ement success | certificates
Sector
Public 21 23 12 [ 30 | 28 | 27
Private | 28 | 37 | 38 | aa | as | 32
Tol [0 | so [ 7a | 71| se
High (21) 9 3 12 15 16
Public [Restricted,
sector 18 10 15 s 8 11 ) 18 13 11
Private High 34 22 24 22 19 19 26 33 29 25
sector 12 10 6 7 8 9 12 11 14 7
High a7 29 30 24 24 24 29 Aas aa a1
Total 30 20 21 12 16 20 21 20 27 18
=
Identity
< 2 2 o o o 2 o 1 o 1 o o
Public Identity
sector Blind Aas 29 17 21 7L 11 16 22 12 29 28 27
Identity
= 8 5 2 a a a a 5 a s 8 a
private | Identity
sector Blind ar a1 30 26 25 23 24 32 34 39 35 28
Identity
. 10 7 2 a a 6 4 s a 6 8 3
Identity
Total Blind 92 70 a7 a7 32 34 40 54 a6 68 63 55
By O Size
small (18) 16 12 7 s 3 3 s 8 3 9 9 8
medium
Public (18) 1s 9 6 2 6 a 9 s 11 11 12
Sector 1 (19) 16 10 5 10 2 a 7 6 a 10 8 7
small (15) 1s 12 9 9 7 8 9 9 7 10 11
medium
Private 14 14 7 6 - 7 s 9 8 12 9 9
sector[large (26)| 26 16 15 15 13 15 19 21 25 a 12
small 31 16 14 11 10 13 17 12 16 9 19
medium 29 12 12 7 13 9 a8 a3 23 1 21
Total large a2 21 25 17 17 22 25 25 35 2 19
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COMMUNICATING GENDER EQUALITY 13

towards female development, mentoring, equality policies, re-
cruiting where NTPC has organized the job fair only for
women. In table 2, in ingratiation, a commitment from top man-
agement has also been quite active where remarks from the top
management, pictures of women awardees on International
Women’s Day were posted on almost all the websites.

In some cases, the stories though were restricted but still
can be seen as the part of news releases or corporate stories
where companies highlighted the diversity management success
and shared their victory in equal work force both for men and
women. Considering the stressful situation in this difficult time,
GAIL launched campaign “Bharosa” to provide support to the
women in distress round the clock. In terms of identity con-
sciousness, while using assertive techniques, total of 61 websites
have been found identity conscious with an average of 43.75
and a standard deviation 11.29. 49 websites are identity blind
with an average of 46 and SD of 3. In using defensive tech-
niques, mean 1.3 and SD 2.8 websites are found identity con-
scious and with a mean of 8.5 and SD 12.06 were identity blind.
Companies have been very careful in being identity blind,
somehow when it comes to stories related to women empower-
ment or when there are corporate social responsibility videos
on the website, the companies tend to get identity conscious.
Sector-wise, out of the small-sized companies, the average num-
ber of websites using various sub-types of assertive techniques
is 28 and SD is 4.39 and in using the defensive techniques, the
mean is 2.3 and SD is 3.38. In medium-sized companies, various
types of techniques using assertive techniques are with a mean
of 25.75 and SD of 2.87 while in defensive techniques, the mean
is 0.83 and SD is 0.98. In large-sized companies, the mean is
37.75 and SD is 4.5 in applying different types of assertive tech-
niques while with an average of 5.16 and SD of 7.41 different
types of defensive techniques like accounts, disclaimers, organ-
izational handicapping, apologies, prosocial and restitution are
used. The participation level can be seen high among small scale
companies like Power Finance Corporation has focused on the
theme #ChooseToChallenge committing their support towards
women in all walks of life. Similarly, large companies like Tata
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14 GUPTA — TYAGI

Steel have “deployed the first batch of women for the first time
to operate earth moving machines at iron mine”.

Public and private sector companies’ communication on gender-
diversity on their corporate websites

HO: There is no significant difference in using assertive
techniques in public and private sector. In the application of
assertive techniques, p value 0.03 which rejects the null hypoth-
esis. This means there is a significant difference in the use of
assertive techniques in public and private sector.

In using defensive techniques, p value is 0.14 which accepts
the null hypothesis stating that both public and private sectors
have been using defensive techniques at the same rate. The p
value for both rows and columns is less than 0.05 which rejects
the null hypothesis and states that there is a significant differ-
ence in the use of impression management techniques in public
and private sector. This indicates that the private sector has
been more conscious and active towards the issue of gender
equality in comparison to public sector. Covid-19 has affected
both the sectors equally still private sector organizations have
been trying to maintain a balance and have been giving equal
space to both the genders. In public sector undertakings, most
of the information was found only in Annual reports. For this
year, only International women day was the highlight, only 5
per cent of the companies focused on recruitment polices, flex-
ibility and mother care.

Flexi working hours and work from home has been men-
tioned in 10 per cent of the PSU for the women and has only been
declared on the day of International Women day. Women repre-
sentation is there on the board, where 75 per cent of the compa-
nies do have women in the topmost positions, however, the images
in most of the organisations are still disturbing seeing all the men
and just one woman in the top management group photographs.
The required percentage of women should be 30 per cent as per
SDG 5, but no company except 2 per cent of them could manage
to bring it to this figure. Women empowerment has been a
highlight in the CSR segment but not for the women employees.
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COMMUNICATING GENDER EQUALITY 15

Tab. 3. HO: Assertive Techniques.

Groups Count Sum Average Variance
Public Sector 4 145 36.25 146.25
Private Sector 4 211 52.75 4.25

Tab. 4. ANOVA (a).

Source of Variation ss df MS F P-value F crit
Between Groups 544.5 1 544.5 7.23588 0.036055 5.987378
Within Groups 451.5 6 75.25

Total 996 7

Tab. 5. H1: Both public and private techniques use defensive techniques at the same rate.

Defensive Techniques

Groups Count Sum Average Variance
Public Sector 5 4 0.8 3.2
Private sector 5 55 11 193

Corporate websites as a significant corporate communication tool
for representing gender diversity

Through focus group discussion we can take actual point of
view as an what is expected out of corporate websites and in what
fashion has the companies been using their website to work to-
wards the cause of gender equality specially during Covid-19.
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16 GUPTA — TYAGI

Tab. 6. ANOVA (b).

Source of Variation ~ SS df MS F P-value F crit
Between Groups 260.1 1 260.1 2.651376 0.14211 5.317655
Within Groups 784.8 8 98.1

Total 1044.9 9

Tab. 7. H2: There is no significant difference in depiction of gender diversity issues in
public and private sector during Covid-19.

Source of

variation SS df MS F P-value F crit
Rows 73§i'4 8 922.6806 14.16784 0.000562 3.438101
Columns 760.5 1 760.5 11.67754 0.009125 5.317655
Error 521 8 65.125

Total 8662.9 17

Focus group discussion is conducted with the companies’ gen-
der-diversity executive, human resource manager, marketing
manager looking after website content creation and promotion,
and the image-building consultant. See tables 8, 9, 10, 11, 12, 13.

What measures did as an organization you take to bridge the gap?

By showing flexibility and empathy and acknowledging
that Man/ Women during the pandemic all had too much on
their plate managing work, house chores and kids, and their
online classes. These are certain measures organisations took to
support women and bridge the gap: companies introduced Sat-
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COMMUNICATING GENDER EQUALITY 17

Sun off; introduced silent hours at work; training sessions;
counselling sessions; option to work from home; online fun and
interactive sessions for employee engagement.

Gender Equal Website as tool of Corporate Communication dur-
ing Covid-19 Pandemic

In order to share a perspective on gender equality, organiza-
tions use metrics as a means to communicate. The focus is on dis-
cussing the level of employment of a specific gender in order to
showcase their efforts to create parity by promoting empower-
ment. Though the company’s act has a mandate to have women
representation on board otherwise also the corporates have been
trying to have women in senior positions to highlight equality.
However, considering the effect of the Covid-19 pandemic, there
is a struggle towards existence than on gender equality and so the
lack of initiatives can be seen on the websites when there are fewer or
no stories related to women empowerment during the second
wave. Still, some companies can be seen active during Interna-
tional Women’s Day though they might be just ticking boxes and
following the “tokenistic approach”. But a website is not just
meant for outsiders it is also a morale booster for the employees.
The activities that are strategized and planned and are regularly
posted on the corporate websites, it is like a word of mouth not
going unnoticed.

So, even the smallest of activities should be updated on the
websites, it may create a positive narrative and can even support
the sales team. Pandemic has affected businesses and even during
the difficult time what supported most was the workforce of any
organization. It is thus important for the corporate to understand
the sensitivities of women considering the double work load on
women. The corporates though could not directly support due to
their troublesome position but could introduce some fun activities
on the websites accessible for all. Websites also acted as the plat-
form for training with easy access and convenience of time for both
the genders. Websites are the first point of contact and a company
can share a point of view so could communicate stories through
their websites meant to sensitise man to share the load.
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18 GUPTA — TYAGI

Tab. 8. About Respondents.

Respondent 1 Human resource manager at Fashion and Retail Industry
Respondent 2 Journalist and Gender Expert

Respondent 3 Consultant at UN Agency

Respondent 4 Consultant, Diversity and Inclusion

Respondent 5 Consultant, Marketing and Communications and entrepreneur

A corporate website thus can be the first pitch where a company
can present its ethos, values and objectives that it upholds even
during difficult times. It can be instrumental in building the
first impression of the organization in the minds of its stake-
holders and the publics. A company can easily invite its pro-
spective workforce through career pages on its website. Being
one of the most persuasive tools of corporate communication,
a website can create required imagery through its content and
representation. The website should look like a diverse website
that displays both male and female points of view equally along
with other communities like queer and transgender. The colour
and tone should also be gender-neutral. Employees from differ-
ent backgrounds can be shown on the websites to display inclu-
sivity. Stories related to unconventional roles of women and text
testimonials can be posted as women look for growth opportuni-
ties and seek similar information on the company’s websites.
Women might be interested in knowing how much concerned an
organization is towards child care initiatives, and career transi-
tion policy both pre and post maternity which can even make a
company the first choice in terms of employment. Corporate
websites thus can be a useful pool of information to bring tal-
ented candidates. True representation can build trust among
women employees and can build a respectable and progressive
image. Gender-neutral measures can enable empathy and may
result in endorsing a positive brand image.
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COMMUNICATING GENDER EQUALITY 19

Tab. 9. Depiction of Gender Equality in Organizations.

Respondent 1

Respondent 2

Respondent 3

Respondent 4

Respondent 5

As per respondent 1, organization uses metrics such as percentage of
women working across levels, women professional attrition, women
returning after maternity break, no. of women applicants, no. of
women interviewed, etc. to understand gender at workplaces and dis-
cussed in internal forums during business/ HR reviews.

Respondent 2 who covers issues on gender from “BBC” says most of
the companies are aware of the fact that they can’t ignore women rights
and gender equality anymore. Therefore, they do try to do “some-
thing” about it or at least they want to be seen doing something about
gender equality. As a journalist, if I talk about media organizations,
they are trying to have more female reporters and editors working in
the newsroom and on the field. Organizations are also trying not to
confine women journalists to a certain beat like fashion or lifestyle. At
BBC we have been following the 50-50 target which means we aim to
have at least 50 per cent female faces on our websites, 50 per cent bytes
from women, and 50 per cent comments from women experts. But the
problem remains at the decision-making level which is still in control
of men to a larger extent. And, we also can’t deny that there are very
few companies that really want to do something substantial about gen-
der equality. Most of them just want to be perceived as doing some-
thing because they want to have a certain kind of image, and look pro-
gressive and modern.

As per respondent 3, companies are making efforts to create Balance
and Equal opportunities and overall remove parity and promote
women empowerment.

Respondent 4 feels, pandemic has turned the world upside down for
all the industries wherein we have seen organization focus more on
business than the diversity whereas those who are already diverse in
nature handled the situation comparatively better. Be it women led
country or the women led organizations- they did better even at these
difficult times. It is hence important that organizations work on repre-
sentation, have woman in leadership roles and use their platforms
wisely to depict gender equality which a lot many of them have started
as well.

Respondent 5 says that organizations need to level up and go beyond
just ticking boxes and attain a particular ration to improve their gender
parity. Their roles should evolve, representation should improve, their
participation should be increased to actually contribute to gender
equality than just taking tokenistic approaches.
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20 GUPTA — TYAGI

Tab. 10. Corporate websites as the way to show concern towards gender diversity during
Covid-19.

Respondent 1 Respondent 1 says that most progressive organizations show active
participation in gender diversity issues not just on their careers
page, but through their product advertisements, CSR/ Employee
Volunteering Initiatives, etc.

Respondent 2 Respondent 2 however believes that corporate websites can be one
good way to show concern about gender equality during Covid-19
but it is certainly not the only best way. There are other important
ways too. For example- social media and offline campaigns.

Respondent 3 Respondent 3 also feels that websites can share the stories from the
organisation’s view and can reflect the vision the company holds
to support women but there’s a lot more needed in reality.

Respondent 4 On corporate websites, Respondent 4 says that they should always
be used as a platform to share their vision and mission for women.
Storytelling, messaging to support women, connecting with stake-
holders, and representation of women on websites are very im-
portant for any business to create that first impression.

Respondent 5 Respondent 5 also felt that websites are online addresses for any
organization. They reflect ethos, values, and objectives and builds
connection. They are also the first sales pitch so should be used as
a platform that not just shows your product but also the value you
uphold especially during these difficult times.

CONCLUSION

The Covid-19 has created a difficult situation for the work force
where women have been affected the most. With the goal of
sustainable development, the corporates have tried to talk
about the issues of women, worked towards women empower-
ment, organised recruitment events, celebrated international
women day, collaborated with agencies for women empower-
ment programmes, created special events and awarded the ex-
ceptional work by women and many more. Impression manage-
ment though is the strategy behind maintaining corporate web-
site but with a situation like pandemic when women needed
support and the question of bringing equality has been raised,
it was expected out of the organization to act more favourably
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COMMUNICATING GENDER EQUALITY 21

Tab. 11. How organizations through their websites can work towards the issue of gender
diversity during the pandemic.

Respondent 1

Respondent 2

Respondent 3

Respondent 4

Respondent 5

Respondent 1 feels, it is important for organizations to first under-
stand the impact websites can create, foremost how to use the plat-
form and that will help develop the required imagery and content
for a website.

Respondent 2 says, if you want your corporate website to be di-
verse, first of all, it should look like a diverse one. Imagine that your
website is a group of people and build it accordingly. A website
should display female faces prominently, should have quotes and
comments by women, and must-have resources specially designed
for women. And not only women, but we must also aim for having
people transgender and queer communities too. Intersectionality is
a must because, without intersectionality, gender equality can’t be
achieved. It would be nice to have pictures of disabled people and
people of different skin colour. Make sure that people working on
your website come from diverse backgrounds. And this will reflect
on your website only if your company has diverse employees.

Respondent 3 shared that the organisations need to focus on web-
sites as a platform to share their brand story, their vision, mission,
and values.

As per respondent 4, companies can share stories on unconven-
tional roles women are performing within the organization, lan-
guage should be gender-neutral on the website, Content should be
balanced and tonality should be gender-neutral as well. Colors
should be selected wisely as it reflects you as an organization and
the website should have representation and content which should
include everyone.

Respondent 5 says adding text testimonials, audio-visual, sign lan-
guage messaging considering accessibility in mind, subtitling of
content is very important while working on websites. Other than
just business centric, there should be some human touch to it to
create an impact.

towards the gender equality factor. However, the commitment
is missing seeing women’s images and stories only on the special
day or awardees are women only from the top management
woman or few investments in women empowerment social re-
sponsibility programmes. Though the private sector has been a
little proactive in comparison to the public sector still many avoided
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22 GUPTA — TYAGI

Tab. 12. What women look for while looking at the company’s website?

Respondent 1 As per Respondent 1, like any other professional, women would
seek similar information such as role, company’s market positions,
growth opportunities, learning opportunities, infrastructure, and
facilities. Additionally, women might be interested to understand
child care initiatives, flexibility options, career transition policy
(pre- & post- maternity), women in leadership positions, profes-
sional accreditations such as best employer for women, etc.

Respondent 2 As per respondent 2, women consider on website the following
things: 1) The look and feel. 2) How many women work at your
company? 3) Are there any women in decision making position? 4)
The tone of information you have given on website. 5) How acces-
sible and easy to use the website it.

Respondent 3 As per Consultant at UN, women at websites look for no different
than what an employee should be given.

Respondent 4 Respondent 4 feels that it’s through a website only that one builds
their first impression about the organization. Your values, your
teams, your leaders, your cultural reflection, your thoughts, your
messaging, your links to talks, and social media is what we look for
to learn and plan our minds to prepare ourselves.

Respondent 5 Respondent 5 also mentioned that it’s about benefits one will get
that one really looks for and as per them it’s just body issues which
add to the list rest all it’s as the same as what men also look for.

initiatives. The website is the face of the organization and there
is a need to act and talk through it, which can be helpful in
communicating impressions among the publics. It is found that
many initiatives are available in news stories but their reference
was missing on the websites. A website is the face of the organ-
ization and there is a need to act and talk through it. Websites
are required to be maintained like image-building tools. Corpo-
rates websites thus are a newsroom which speaks for the organ-
ization and their orientation towards gender diversity too has
been a matter of concern which should be highlighted on cor-
porate websites.

This can be helpful in communicating impression among
the publics. Pandemic is the situation where companies could
have taken this as an opportunity and acted responsibly towards
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COMMUNICATING GENDER EQUALITY 23

Tab. 13. Advantages a corporate can gain by presenting information on gender equality
through its website?

Respondent 1 Respondent 1 on advantages says that it can be helpful in increas-
ing the pool of candidates applying for roles at the organization

Respondent 2 As per respondent 2, websites can help with: 1) Building trust
among women. 2) Women might talk about other women about
the website so in that case a wider reach. 3) A respectable and pro-
gressive image. 4) Employee friendly feel. 5) Encouraging women
to apply more.

Respondent 3 Respondent 3 also mentioned that websites other than to your HR
can be of great support to your other teams in pushing their hard
work out and share their narratives, services etc.

Respondent 4 Respondent 4 mentioned that website will add to sales, talent, help
you share your philosophy, CSR, and gender-neutral measures.

Respondent 5 Respondent 5 says that you'll see improvement in your creativity,
certainly attract talent, enables empathy and add to the experiences
of people, builds a positive brand image, and sell your story.

gender equality. Hence, there is a need to acknowledge the fact
that corporate websites are a way to connect with the stakehold-
ers which may help in attracting the employees from all the
groups It can thus help in developing an honest and responsible
image of the organization if handled earnestly and gendered
equally.
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