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T here is no ‘normal’ template for a VR 
landscape, organisation or team yet. 

As roles in the VR industry are being 
shaped, here are our expectations:

•	 Women will be given tasks or job 
roles based on their genuine skills, 
knowledge and ambitions. 

•	 No particular set of skills — social, 
technical or otherwise — will be 
assumed of an applicant because of 
their gender.

•	 Hiring managers and HR 
professionals will be aware of their 
unconscious bias when hiring a team, 
and take steps to counteract it.

•	 In relation to a VR production and 
industry context – women and men 
will share the emotional labour of 
the creative team equally. 

•	 Equal pay for employees will be 
given for equally important, integral 
and responsible roles within  
that organisation.

•	 A homogenous make-up of a 
business or production team will be 
viewed as poor and arid. Potential 
investors, for instance, would see this 
as a weakness.

•	 Women will be sought after within, 
and attracted to, tech or engineering 
roles. They will be facilitated to 
access these roles and thrive in them.

•	 The stereotype of the ‘innovator’, 
‘auteur’, ‘creative genius’ or ‘pioneer’ 
will not be associated with a gender.

•	 Equal merit for employees will be 
given for equally important, integral 
and responsible roles within that 
organisation. All roles will be made 
accessible to men and women within 
a company. 

•	 Gender will not influence the overall 
likelihood of being in a highly paid 
role or more junior role.

•	 Job roles, and expectations 
associated with that role, will be 
outlined in such a way that they will 
not be at odds with family or career 
commitments. 

ROLES AND TEAMS
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pRODUCTS AND COMMISSIONING

W hen VR truly reaches the main-
stream, the initial content selec-

tion available should feature a female 
and gender neutral point of view as 
often as a male point of view. A VR in-
dustry made primarily for men, by men 
is the worst case scenario. 

•	 Creators should ‘check’ their work is 
inclusive, with an industry standard 
like the Bechdel Test. 

•	 It will be prevalent for the underlying 
values around the communication 
of gender in each VR experience to 
be scrutinised and evaluated both 
internally and externally.

•	 Gender neutral VR content, and 
content aimed at women will be 
totally commonplace.

•	 Content aimed at women and 
gender neutrally will be given equal 
resource to content aimed at men. 

•	 Content proposed by female staff 
will be given equal resource to 
content posed by male staff.

•	 Content proposed by female staff 
will not be assumed to only appeal 
to a female audience. 

•	 The Virtual Reality products you buy 
fit your body – regardless of your 
age, race, gender, body or hair type12.

•	 User-testing groups will be 
representative of the population.

•	 The industry feels a responsibility to 
create safe virtual spaces and takes 
action to ensure them.

PRODUCTS AND 
COMMISSIONING
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C ulture is crucial: it transfers through 
to the product and its audience’s 

understanding of themselves. It will 
also hugely affect talent retention. 
An industry culture that objectifies, 
bullies or diminishes women will not 
retain them. An industry that supports 
women, providing them equal access 
and opportunity, at all stages of career, 
is much more likely to retain them. 

•	 Organisations understand that 
flexible working is better for most 
staff members, but that this addition 
also specifically doesn’t exclude 
team members who, for whatever 
reason, cannot commit to more 
traditional working hours13.

•	 If someone of any gender needs 
to take time off work to look after 
a family member (child, partner, 
parent, sibling etc) then this is 
considered normal and acceptable. 

•	 Intelligence and talent are central to 
the way women are appreciated in 
the workplace. Physical presentation 
is never considered relevant.

•	 Organisations will have channels 
in place to discuss workplace 
discrimination as commonplace. 
Organisations will be committed 
to understanding and responding 
to feedback received. This may 
include structural change and 
being prepared to consult external 
organisations. 

•	 Sexual objectification or sexual 
harassment will never be tolerated and 
will never be part of the work culture. 

•	 There is zero tolerance to sexual 
abuse and rape. 

•	 There is a culture toward genuine 
allyship, understanding and 
advocacy for people of all genders.

It is everyone’s responsibility to address 
the imbalance of representation in the 
industry and not just the responsibility 
of the underrepresented. Both men and 
women in the VR industry should be 
proactive on issues of gender imbalance.

We invite organisations to compare 
their practices with the vision presented 
in this manifesto and commit to long 
term investigation and critique of any 
practices that are at odds with what 
this group (and hopefully others going 
forward) have presented.

Together, we can learn from the 
mistakes that past industries made in 
their early days and craft a sector that 
represents society’s best self, rather 
than its worst. The potential for female 
VR creators and audiences is vast –  
let us seize it together.

INDUSTRY CULTURE
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