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Premise
From 1980 on, the Olympic Movement has actively supported the participation of women, in particular trying to involve the largest number of athletes possible across all sports, so much so as to condition the presence of some sports on the basis of an effective application of the principle of gender equality. This phenomenon has lead to an increase in female participation Olympic Games after Olympic Games, culminating with the 43 % of women athletes at the Beijing 2008 Games. 

In other fields this difference is still marked, but huge progress has been made and at times women have shown themselves to be qualitatively better than men. This is for instance true in the case of communication, that is to say the ability to communicate a message as testimonials, or also as people involved in the task of communicating such as journalists, commentators, marketing managers etc. 
Analysis of changes from 1980 to date 
In particular, I have analysed what has happened in Italy from 1980 to date. 
Thirty years ago I was the first woman to deal with sport, and football in particular, for newspapers and TV. The fact that I was also an athlete certainly helped me, but I also broke a taboo in our country: sport began to be no longer the sole realm of men. 
Today, in 2009, there are a lot of women among the most important sports press reporters and TV journalists, and the most important articles and reports are ever more often assigned to women, because, as we say in the trade, women are “opinion makers”.  
Thanks to women, sport has in particular conquered considerable space in newspapers and magazines of a more general nature and the coverage dedicated to our female  champions is often greater than the space dedicated  to men; in fact, in sports papers and magazines only football, and only male football, obtains absolute priority. 

This has occurred because something has changed in our society.
Also in advertising it is quite common to see a sports woman’s image used to promote herself and the product, in a daily and familiar dimension.

Take, by way of example, Fiona May, who brought on screen first her husband and then her daughter, now promoting the same product also with her second child, still in her mother’s tummy!

Valentina Vezzali in her role as a mother, Pellegrini in the field of clothing as if to say “I don’t only wear swimsuits”, Carolina Kostner playing the role of the student champion …
With this we do not intend to say that in publicity women are numerically more present than men, but rather that they give to publicity a convincing impact of a certain kind.

The sense of it is not “let’s buy it, because superman says so”, but “let’s use it because even the greatest among female champions needs it”. 
In some way, there has been a progressive move towards the abandonment of the image of the female athlete as an alien figure, a sort of wonder woman, whose androgyny was often used by way of explanation for her success in sport.
Now we underline and we indeed put to use the more global femininity (a charming, elegant woman, a daughter, a wife, a mother and housewife), of the female sports champion, and make of it a vehicle for communication towards ordinary men and women.
And if, still in the 70’s and 80’s, the most famous doll, Barbie, was made in the image of top models, nowadays little girls play with Winx, inspired, for instance, to Carolina Kostner, an ice-skater. There are no similar cases for men.
Nowadays women do sport at all ages and, according to the Italian Statistics Agency’s figures, they are superior in number and more persevering also in non competitive sport.
They are sports consumers as readers and audiences, but also as buyers of sports goods or goods that are inspired by sport.

Fashion is more and more inspired by sport with dedicated collections and the use of testimonials. 
The model of what beauty is has changed, shifting from curvaceous women such as Gina Lollobrigida to the anorexic beauty of Verushka, then to move on to the model that is the fit, well-shaped, broad shouldered figure of Federica Pellegrini. And it is indeed Federica’s body that is nowadays given as the standard for beauty also in competitions such as Miss Italia.
It is not only reality shows that, more and more often, want female athletes as competitors, a TV show of great interest such as Porta a Porta,  the most important talk show on Italian TV, has also dedicated a whole episode to Federica Pellegrini.
To my memory, there has never been a show aimed at transmitting a positive message totally dedicated to a male champion.
At an international level, the media give results for both males and females the same coverage.

It must however be remembered that that the space the media devote to athletes is not only linked to competition but also to an athlete’s ability to be a protagonist and involve the audience.

For instance: the first week in September the girls of the Italian rhythmic gymnastics team won the world title in Japan, and, on the same day, Roberto Cammarelle won the heavyweight gold in the world boxing championships in Milan.
Well, the day after, the most important newspaper in Italy, the Corriere della Sera, gave the two news items the same coverage with a front-page mention and pictures for both the victories, notwithstanding the fact that Cammarelle had won a world competition in Italy and in particular in the city where the newspaper is published.

The Charm, the not only outward beauty and, all the more, the personality of female athletes make the real difference, and nowadays, in the certainty that there cannot be any disclaimer, our female athletes are better placed to win advertising contracts than men.
Women in any case show more self-assurance in front of cameras and microphones.

Nowadays, that in the sports scenario it is becoming ever more common to have reporters doing impromptu interviews in the field, these interludes done by women are almost always far more free and easy than those done by their male counterparts, also in the way they show emotion in full, be it positive or negative.
In the recent swimming and athletics world championships the superior stage presence of women in comparison to men was very evident. For good or bad,  because, if in swimming the priority was determined by results, it is equally true that one’s skill in front of a microphone is not guaranteed by one’s success and that the expressions and tears of Ylenia  Isinbayeva spoke more than a thousand interviews … tears that today hit the headlines and make news, and not scandal, because they are indeed the most feminine of emotive expressions, as much as the brightness and joy expressed by Usain Bolt in association with his extraordinary results in competition. 
Prize money is not always the same, in some male competitions it is higher but women often have less competition and their advertising income compensates for their lower earnings.  We must always remember that contracts and prize money are often determined by the market. In such sports as, for instance, athletics and swimming there are no differences, while we do find them in football and tennis, not by way of discrimination but because they are indeed regulated by the market.
Conclusion 
First hand experience and an analysis of the Italian market demonstrate that diversity pays. Everyone has to know how to use his/her own weapons to the best.

In the field of communication women are better at reporting with captivating language; they have the sensitivity that allows them to capture the attention of audiences, involving the audience and getting it to indentify with the champion, in different roles: father, mother, fiancé, adversary etc. 
Women athletes know how to transmit messages in a convincing way with personality, determination and willpower, all typically feminine characteristics. 

It is important never to drop one’s guard but to continue on this road, getting women athletes used to expressing their potential with the public and the media and trying to promote the individual features of each one.
We are not talking about becoming MEN, or being concerned that we are not men, in order to achieve greater impact on public opinion, but, to the contrary, we instead want to exploit to the limit the fact of being women.
The sad episode of the South African athlete Semenya points to a sort of media cruelty with the doubts shed on her femininity, but this is another story …
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