
Using the Proposal Template for Gender-Inclusivity in Games Roziana Ibrahim, Ph.D. 
 

1 | P a g e  
 

The following table deconstructs the common elements of a proposal, and an example of Chapter 1: Introduction showing how 
the content was written and arranged. Usually, the proposal is about 3-5 pages inclusive of charts and references. At this stage, 
proposals with this length are sufficient for potential supervisors to decide whether they are interested.  Later, a well written 
proposal can be used as the basis of Chapter 1 in the final thesis, usually adding more literature references.  
 
Elements of Proposal Structure Elements in Gender-Inclusivity in Games (from text) 

General or Current 
Issue/Problem/Situation  
in the World 
 

General Topic of Wide Interest: Gender-inclusivity  
 
Changing woman’s roles: 
Recent market studies have shown that women have a large share of the games and 
consumer electronics market. The Entertainment Software Association (ESA) in 2010 
reported that, in the United States of America alone, computer and video game software 
sales generated $10.5 billion in 2009 with 67%, which is equivalent to more than two 
thirds, of American consumers playing games. In a recent finding from the NPD Group, 
global market research reported American consumers spent $1.36 billion on video 
games by February 2011 which was an increase of 3% (Mazel, 2011). ESA (2010) also 
showed that the average gamer is 34 years old and has been playing games for 12 
years[…] 
 
Changing gamer demography: 
More importantly, 40% of the market consists of female gamers over the age of 18 and 
they represent a significantly greater portion of the gamer’s population (33%) than boys 
aged 17 or younger which is 20% of the gamer’s population. Similar findings were 
reported by the Association for UK Interactive Entertainment (UKIE) (2010) where 
female gamers are 31% of the United Kingdom’s gamers market[…] 
 
Current Popular Game:  
The girl game movement has seen its fair share of bubble gum pink and sparkles.  In 
1997 Mattel Interactive launched Barbie Fashion Designer and sold 600,000 units within 
the first year (see Figure 1-2a) (Krotoski, 2004). […]  Although there is still a demand for 
pink games such as Powerpuff Girls, My Little Pony and Disney Princess series (see Figure 
1-2b-d) (Kafai, Heeter, Denner, & Sun, 2008), but […] 
 
A similar pattern of commercial and popular games with violent-action shooting content 
can be seen in Table 1-1. It is a list of award-winning games for the last ten years at the 
AIAS Game of the Year award ceremony, showing that almost all games that won the 
award are from either action, shooting or thriller (hack and slash) genre,[…] Seven of 
those award-winning games, i.e. Diablo 2, Halo: Combat Evolved, Half-Life 2, God of War, 
Gears of War, Call of Duty 4: Modern Warfare and Mass Effect 2, are categorised as 
containing mature content suitable for audiences aged 17 or older. A game rated as ‘M’ 
or mature content includes high levels of intense violent action, blood and gore, use of 
strong language and/or has sexual themes […] 
 

Literature Reference in Field 1 
This summarises what this group of 
scholars have done BUT… 
Focus on a small number of seminal or 
influential works from literature. 

Although there are GAME MODELS that can be used to guide game design (Aarseth, 
2007; Barwood & Falstein, 2006; Bjork, Lundgren, & Holopainen, 2003; Consalvo & 
Dutton, 2006; Costikyan, 1994; Crawford, 1982, 2003; Fullerton, Swain, & Hoffman, 
2004; Hunicke, LeBlanc, & Zubek, 2001; Jarvinen, 2007; Konzack, 2002; Koster, 2005; 
Kreimeier, 2002; Rollings & Adams, 2003; Salen & Zimmerman, 2005), these models 
rarely take into account gender preferences during designing. When creating a game, 
designers add features to their design with the intention of enabling certain gameplay 
experiences[…] 

http://en.wikipedia.org/wiki/Halo:_Combat_Evolved
http://en.wikipedia.org/wiki/Half-Life_2
http://en.wikipedia.org/wiki/God_of_War_(video_game)
http://en.wikipedia.org/wiki/Gears_of_War
http://en.wikipedia.org/wiki/Call_of_Duty_4:_Modern_Warfare
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Literature Reference in Field 2 
This summarises what this group of 
scholars have done BUT… 
Focus on a small number of seminal or 
influential works from literature. 

Current GENDER ISSUES IN GAMES are concerned with: 
• how each gender competes and their style of conflict resolution (Carr, 2005; Gorriz 

& Medina, 2000; Lewis, 1998; Miller, Chaika, & Groppe, 1996); 
• how each gender take risks (Harris, Jenkins, & Glaser, 2006; Hillier & Morrongiello, 

1998; Johnson, Wilke, & Weber, 2004; Turkle, 1986; Weber, Blais, & Betz, 2002); 
• how each gender responds to stimulation (Bryce & Rutter, 2005; Denner & Campe, 

2008; Krotoski, 2004; Miller et al., 1996; Ray, 2004) […] 
Most previous research in gender, games and design only focuses on finding out how 
each gender plays and what their preferences are in games. It is conducted on specific 
content with specific players under specific conditions […] 

Analysis of current literature 
Yes! Yes! These scholars did brilliant 
work; HOWEVER, none of these works 
have addressed our ISSUE/PROBLEM. 

[…] thus, there is a lack of coherence – no integrative framework in which gender 
inclusivity can be interpreted or applied. The questions that arise from this situation 
are: 
• What are the dimensions and components of gender inclusivity in games? 
• How can gender inclusivity in games be defined? 
• How can gender inclusivity in games be measured? 

Gaps in Knowledge 
URGENT need or WHY I must address 
this issue/problem, if not, the world is in 
big trouble – RATIONALE/JUSTIFICATION 
 

These problems might hinder the creation of a more gender-inclusive game. It has no 
mechanism to paint a whole picture of how these findings fit together, how widely 
they can be applied, or how and why they are limited. Thus, this research will address 
several problems: 
 
• Lack of integrative framework for understanding gender inclusivity in games.  
• Lack of a common vocabulary for defining gender inclusivity in games. 
• Lack of guidance to design a more gender-inclusive game. 
• Lack of tool to measure gender inclusivity in games 

I am the Saviour!  
So, I must solve this to save the world. 

Consequently, the purpose of this research is to investigate how to support gender 
inclusivity in games. 

Research Aim  
WHAT I am going to do to save us all. 

The aim is to develop and present a framework that can promote a methodological 
approach to support gender inclusivity in games. In general, the framework consists of 
gender inclusivity in games components, their descriptions and the manner in which 
they are related. 

Research Questions 
 

1. What are the dimensions and components of gender inclusivity in games?  
2. How can gender inclusivity in games be defined?  
3. How can gender inclusivity in games be measured? 
4. Are there any differences in gender inclusivity in games components’ scores 

between gender role orientations of gamers? 

Conclusion  
It is expected that this research will 
contribute to… 

[…] with a set of components to refer to, a designer can easily decide which component to 
include and design for a specific game. 
[…]with a set of definitions and behaviour descriptions, more informed decisions can easily be 
made during the game creation process and therefore produce more accurate depiction of 
gender-inclusive components in games. 
[…]It is expected that the new approach can be used to evaluate the level of gender inclusivity in 
games. 

Methods 
HOW I am going to save us all. 

A brief description of the methods and why the chosen method is appropriate.  Specific 
methods of data collection, e.g. experiment, survey, interviews or ethnography, must be 
consistent with the nature of the research question.   

Timetable or Budget  
(where relevant) 
 

Can include a Gantt chart or table listing-out tasks’ milestones i.e. literature review, 
upgrade report, experiment 1, experiment2, draft submission, final thesis submission, 
viva etc. The tasks listed in the chart/table should reflect the type of research 
methodology. 

References List references cited in the proposal. 

Bibliography 
List other materials used during the proposal development e.g. books, games, magazine 
articles, journal articles, websites, thesis etc. 
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Example: Chapter 1  

Gender inclusivity is the new catchphrase in the game industry. Many long-held assumptions about games and 
gamers, understandably, associate game-playing activities and consumer electronics with the male gender and 
masculine activities.  However, recent market studies have shown that women have a large share of the games and 
consumer electronics market. The Entertainment Software Association (ESA) in 2010 reported that, in the United 
States of America alone, computer and video game software sales generated $10.5 billion in 2009 with 67%, which is 
equivalent to more than two thirds, of American consumers playing games. In a recent finding from the NPD Group, 
global market research reported American consumers spent $1.36 billion on video games by February 2011 which 
was an increase of 3% (Mazel, 2011). ESA (2010) also showed that the average gamer is 34 years old and has been 
playing games for 12 years. More importantly, 40% of the market consists of female gamers over the age of 18 and 
they represent a significantly greater portion of the gamer’s population (33%) than boys aged 17 or younger which is 
20% of the gamer’s population. Similar findings were reported by the Association for UK Interactive Entertainment 
(UKIE) (2010) where female gamers are 31% of the United Kingdom’s gamers market. 

A research partnership between Mindshare, Ogilvy & Mather and Microsoft Advertising (Bennett, Uyenco, & 
Solomon, 2009) found that women account for 85% of all consumer purchases, and women in the USA spend more 
than $5 trillion annually on consumer goods and services with 66% decision on all PC purchases.  About 22% would 
spend time shopping online at least once a day and 61% influence consumer electronic purchases. The rise of these 
is taking the technology industry by storm and leading consumer electronics brands are trying to close this gap by 
designing products with the female gender and their feminine tastes in mind. In 2008 Hewlett Packard (HP) worked 
together with Vivienne Tam, a couture designer, not only to design its HP Mini Netbooks but also mice and clothing 
line (see Figure 1-1a). The Butterfly Lovers netbook sports a butterfly image on the casing to reflect the 2010 spring 
season and comes with an animated butterfly start menu, customized Vivienne Tam icons and coordinated 
wallpapers. 

A similar strategy was adopted by Samsung when the company launched a touch screen mobile phone called 
Diva in 2010.  Samsung Diva was promoted as a fashion accessory and comes with female-centric themes in pink 
coloured tone. Another example can be seen in Figure 1-1c is Nintendo Wii Fit Plus, an exercise game targeted at the 
female market. It makes use of a balance board and includes various types of exercise such as hula, yoga and jogging, 
which the gamer can personalise and track. It was introduced in December 2007 and currently Wii Fit Plus is the 
third bestselling console game with 22.6 million copies sold as of May 2010.  An exemplary technological advance 
which targets families and female gamers is Kinect for Microsoft Xbox 360 game console (see Figure 1-1d). It uses a 
sensor peripheral device to detect a gamer’s gestures and spoken commands. Kinect marketing strategies include a 
female-friendly website with good use of white space, bright colours and fluid design elements, highlights how easy 
it is to get started,  focuses on the effects it has on people as opposed to the technology itself and emphasises it as a 
shared activity that brings people together. Currently Kinect sells an average of 133,333 units per day with a total of 
8 million units from November 2010 to January 2011 within its first 60 days (Alexander, 2011). 

These trends reflect how the consumer electronics industry and games industry landscape is facing a major 
shift in its consumers’ demography and economic powerhouse. Today, women are major contributors to the 
household income, have the purchasing power, are internet savvy and, have large networks both offline and online. 
Specifically for a gamer demography, this is a change from the common assumption that a gamer has to be male 
between the ages of 18 to 34 and must be technically savvy. One of the implications of these trends is that it is not 
enough just knowing what women want but to fully understand the intricacies. Consequently, it is a misguided 
assumption that all female likes things in pink, fluffy and sparkles.  
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The girl game movement has seen its fair share of bubble gum pink and sparkles.  In 1997 Mattel Interactive 
launched Barbie Fashion Designer and sold 600,000 units within the first year (see Figure 1-2a) (Krotoski, 2004). It is 
a dress-up game that allows girls to choose style patterns, colours, accessories and let a virtual model wear their 
creations. The kit includes a game CD and a selection of shoes, rosettes, ribbons, sequins, tulle and an instruction 
manual so girls can design on the computer and at the same time creates their designs using real materials.  
Although there is still a demand for pink games such as Powerpuff Girls, My Little Pony and Disney Princess series 
(see Figure 1-2b-d) (Kafai, Heeter, Denner, & Sun, 2008), but this intense pink-ness and focusing on traditional 
feminine sex roles created a small niche market and may have excluded a larger gamer’s market of male players, 
different age levels and even female gamers who do not like the colour pink.   

After more than a decade of the girl game movement, and in spite of efforts to accommodate female 
gamers with games by producers such as HerInteractive, Girl Games, GirlTech and Purple Moon, big production 
games are still being designed, developed, and marketed with the male player in mind. For example, the number 
one spot in the top-selling video games in 2009 goes to Call of Duty: Modern Warfare 2 on Xbox360 (ESA, 2010) 
while Call of Duty: Black Ops, one of the Call of Duty game series is currently the highest selling game in the United 
States at 13.7 million units as of February 2011 (Mazel, 2011). The game is a first-person shooter military campaign 
where a gamer takes on the role of a member of an elite multi-national counter-terrorist unit. BBC News (2010) 
reported that an estimated $550 million in sales was made in the first five days of its launch in November 2009 with 
a total of $1 billion in revenue. Figure 1-3 shows a shortlist of ten games up for the most popular games award at the 
BAFTA award ceremony, with four games belonging to the action or shooting genres, i.e. Call of Duty: Black Ops, 
Halo Reach, Mass Effect 2 and Red Dead Redemption,  with two from the platformer genre, i.e. Limbo and Super 
Mario Galaxy 2, one game each from the sports genre, i.e. FIFA11, interactive drama, i.e. Heavy Rain, music genre, 
i.e. Dance Central and racing genre, i.e. Need for Speed: Hot Pursuit. The winner of the BAFTA Best Game Award 
2010 was Mass Effect 2 and GAME Award 2010 went to Call of Duty: Black Ops, both from the action-shooter genre.  

A similar pattern of commercial and popular games with violent-action shooting content can be seen in Table 

1-1. It is a list of award-winning games for the last ten years at the AIAS Game of the Year award ceremony, showing 
that almost all games that won the award are from either action, shooting or thriller (hack and slash) genre, with 
only two exceptions, i.e. The Sims, a life simulation genre in 2000 and Little Big Planet, a platformer genre in 2009. 
Seven of those award-winning games, i.e. Diablo 2, Halo: Combat Evolved, Half-Life 2, God of War, Gears of War, 
Call of Duty 4: Modern Warfare and Mass Effect 2, are categorised as containing mature content suitable for 
audiences aged 17 or older. A game rated as ‘M’ or mature content includes high levels of intense violent action, 
blood and gore, use of strong language and/or has sexual themes. Table 1-2 explains in detail the meaning of these 
terms used to describe ‘M’-rated games. Retailers usually impose a parental approval restriction for buyers under 
the age of 17 when purchasing games in this category. 

This situation with current games supports the hypothesis that large commercial and popular games are still 
being designed for the male audience.  Hence, when Activision, developer of the Call of Duty game series and other 
popular games such as Guitar Hero, World of Warcraft, Spider-Man and Crash Bandit, claimed that having a female 
protagonist would not increase the sales of a game title (Alexander, 2010), it does not come as a surprise. Despite 
this rebuff, the girl game movement showed that there are female gamers, they play a lot of games, their gameplay 
style and choice of games are different, and not only are they gamers but also game designers and game producers. 
For economic reasons presented in the earlier sections concerning the changing demographic of gamers and 
women’s purchasing power, interestingly, the situation in current games also highlights the fact that there is still 
room for a bite out of the gamers’ market and for design creativity an opportunity for designers to challenge their 
designing skills and find out what female gamers actually want in their games.  Learning from the successes of 

http://en.wikipedia.org/wiki/Halo:_Combat_Evolved
http://en.wikipedia.org/wiki/Half-Life_2
http://en.wikipedia.org/wiki/God_of_War_(video_game)
http://en.wikipedia.org/wiki/Gears_of_War
http://en.wikipedia.org/wiki/Call_of_Duty_4:_Modern_Warfare
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games like Barbie Fashion Designer, Nancy Drew Adventure series, The Sims and Little Big Planet might uncover the 
design magic that made these games unique and popular. 

Table 1-1 AIAS Overall Game of the Year Award winners from 2000 to 2011 

Year Game Genre Rating  

2000 The Sims Life Simulation E 

2001  Diablo II Hack and slash 
M 

2002  Halo: Combat Evolved First-person shooter M 
2003  Battlefield 1942 First-person shooter T 

2004  Call of Duty First-person shooter T 
2005  Half-Life 2 First-person shooter M 

2006  God of War Action-adventure game 
M 

2007  Gears of War Third-person shooter 
M 

2008  Call of Duty 4: Modern Warfare First-person shooter 
M 

2009  LittleBigPlanet  Platform game 
E 

2010  Uncharted 2: Among Thieves Action-adventure game 
T 

2011 Mass Effect 2 Action RPG M 
Note: E – Everyone; T – Teen =>15 years old; M – Mature =>17 years old 

Table 1-2 ESRB video game content criteria for ‘M’ or mature rating  

Content  Description 

Blood and Gore Depictions of blood or the mutilation of body parts. 

Intense violence 
Graphic and realistic-looking depictions of physical conflict. May involve extreme and/or realistic blood, gore, 
weapons and depictions of human injury and death. 

Strong language Explicit and/or frequent use of profanity. 
Sexual content Non-explicit depictions of sexual behaviour, possibly including partial nudity. 
Note. From Entertainment Software Rating Board (ESRB). Game Ratings & Descriptor Guide. Retrieved 10th October 2010 from 
http://www.esrb.org/ratings/ratings_guide.jsp 

Although there are game models that can be used to guide game design (Aarseth, 2007; Barwood & Falstein, 
2006; Bjork, Lundgren, & Holopainen, 2003; Consalvo & Dutton, 2006; Costikyan, 1994; Crawford, 1982, 2003; 
Fullerton, Swain, & Hoffman, 2004; Hunicke, LeBlanc, & Zubek, 2001; Jarvinen, 2007; Konzack, 2002; Koster, 2005; 
Kreimeier, 2002; Rollings & Adams, 2003; Salen & Zimmerman, 2005), these models rarely take into account gender 
preferences during designing. When creating a game, designers add features to their design with the intention of 
enabling certain gameplay experiences. However, there is a degree of separation between the desired gender-
inclusive experience in games and the mapping of that experience. Currently, the determination of gender-inclusive 
features in games is not particularly documented and is largely based on a designer’s experience and intuition and 
was progressively developed based on prior designs. Consequently, how can we tell if the gender-inclusive gameplay 
experience is really compelling or even ‘right’? There is little reported experience in the issues that arise in 
determining what features should go into a gender-inclusive game and for determining the success or failure in the 
evaluation of those features. Although the design process for current games is more established, for gender-
inclusive games it is yet to take shape. 

Current gender issues in games are concerned with: 

• how each gender competes and their style of conflict resolution (Carr, 2005; Gorriz & Medina, 2000; 
Lewis, 1998; Miller, Chaika, & Groppe, 1996); 

• how each gender take risks (Harris, Jenkins, & Glaser, 2006; Hillier & Morrongiello, 1998;  
• Johnson, Wilke, & Weber, 2004; Turkle, 1986; Weber, Blais, & Betz, 2002); 

http://en.wikipedia.org/wiki/Hack_and_slash
http://en.wikipedia.org/wiki/Action-adventure_game
http://en.wikipedia.org/wiki/Third-person_shooter
http://en.wikipedia.org/wiki/First-person_shooter
http://en.wikipedia.org/wiki/LittleBigPlanet
http://en.wikipedia.org/wiki/Platform_game
http://en.wikipedia.org/wiki/Action-adventure_game
http://www.esrb.org/ratings/ratings_guide.jsp
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• how each gender responds to stimulation (Bryce & Rutter, 2005; Denner & Campe, 2008; Krotoski, 2004; 
Miller et al., 1996; Ray, 2004). 

• how each gender views rewards in games (Hoeft, Watson, Kesler, Bettinger, & Reiss, 2008; Miller et al., 
1996); 

• which genre and game content each gender prefers (Jansz & Martis, 2007; Miller & Summers, 2007; 
Ogletree & Drake, 2007; Pratchett, 2005; Roberts, Foehr, Rideout, & Brodie, 1999; Subrahmanyam & 
Greenfield, 1998); 

• how each gender collaborates (Ding, Bosker, & Karskamp, 2011; Johnson et al., 2004; Weber et al., 2002).; 
• what kind of play environment each gender prefers (Bryce & Rutter, 2005; Jenkins, 1998; Miller et al., 

1996; Krotoski, 2005) and 
• what kind of design features each gender prefers  (Flanagan, 2005; Kafai, 1998; Miller et al., 1996). 

 

Most previous research in gender, games and design only focuses on finding out how each gender plays and 
what their preferences are in games. It is conducted on specific content with specific players under specific 
conditions, and thus there is a lack of coherence – no integrative framework in which gender inclusivity can be 
interpreted or applied. The questions that arise from this situation are: 

• What are the dimensions and components of gender inclusivity in games? 
• How can gender inclusivity in games be defined? 
• How can gender inclusivity in games be measured? 
 

These problems might hinder the creation of a more gender-inclusive game. It has no mechanism to paint a 
whole picture of how these findings fit together, how widely they can be applied, or how and why they are limited. 
Thus, this research will address several problems: 

• Lack of integrative framework for understanding gender inclusivity in games.  
• Lack of a common vocabulary for defining gender inclusivity in games. 
• Lack of guidance to design a more gender-inclusive game. 
• Lack of tool to measure gender inclusivity in games. 

 

 The remainder of this chapter sets the background for our research and outlines the objectives and thesis 
structure. In particular, Section 1.1 states the purpose of the research; Section 1.2 identifies the research questions, 
Section 1.3 outlines the overall structure of the thesis and finally Section 1.4 lists publications related to this 
research. 

1.1 Purpose of the Research 

The purpose of this research is to investigate how to support gender inclusivity in games.  The aim is to 
develop and present a framework that can promote a methodological approach to support gender inclusivity in 
games. In general, the framework consists of gender inclusivity in games components, their descriptions and the 
manner in which they are related.  
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1.2 Research Questions and Objectives 

 As mentioned in Section 1.1, there is a need to develop a framework for understanding gender inclusivity in 
games. With this in mind, this research aims to answer the following questions:  

1. What are the dimensions and components of gender inclusivity in games?  
2. How can gender inclusivity in games be defined?  
3. How can gender inclusivity in games be measured? 
4. Are there any differences in gender inclusivity in games components’ scores between gender role 

orientations of gamers? 
 

 The term gender inclusivity in games is used to refer to a range of gameplay experiences through a variety of 
design components and behaviours. However, there exists no single theoretical perspective that can support a 
common communication platform when considering gender inclusivity in games. As initial analysis was unable to 
find evidence suggesting that a common set of terminology exists to describe gender inclusivity in games, this 
research hypothesised that a set of components for classifying gender inclusivity in games could form the 
groundwork for explicitly consolidating the subject into one reference point. Thus, this research aims to develop a 
framework that can help understand the components of gender inclusivity in games. Without a reference point it is 
very difficult to know what gender inclusivity in game even means, much less what gender inclusivity in games looks 
and feels like or to start designing one. In contrast, with a set of components to refer to, a designer can easily 
decide which component to include and design for a specific game. 

 At the same time, the proposed framework can be used to define the development of a more gender-
inclusive game. It is desirable for the new framework to provide a description of each component, including its 
definition and behaviour.  Without a detailed description of gender inclusivity in games, it would be difficult to 
design how the components would look and behave in a game. On the other hand, with a set of definitions and 
behaviour descriptions, more informed decisions can easily be made during the game creation process and 
therefore produce more accurate depiction of gender-inclusive components in games. 

 Finally, the proposed framework can be used to measure the level of gender-inclusivity in games. It is 
expected that the new approach can be used to evaluate the level of gender inclusivity in games. Without a 
detailed description of gender inclusivity in games, it is difficult to know how ‘gender-inclusive’ a game is or to know 
the right degree of gender inclusivity that is needed in certain games’ genres. Alternatively, with a detailed 
description, it is easy to measure the level of gender inclusivity in games by comparing it against the definition and 
behaviour description. 
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