
fair, women guests and callers were sometimes addressed in
patronising and demeaning ways.

The study has resulted in an important new engagement with
radio talk show hosts, important communicators in all our
countries, and in a campaign to get more women to call into talk
shows: one of the most influential media genres, especially for
debating topical gender issues.

Media literacy

The aim of this project is to make use of the material generated
in the Gender and Media Baseline Study (GMBS) and
Gender and Media Audience Study (GMAS) to develop gender
and media literacy packages that help to inform and sensitise
communities to the gender content of the media so that the can
become more critical consumers.

The media literacy project is an important part of GL’s new
focus on media consumers. It flows from the
audience research project and has a close link
to the media monitoring project in that monitoring
is an important tool of media literacy.

GL drew up a concept paper for the media literacy
kit that was discussed at a GEMSA partner
meeting on 5 May 2005. GL then held discussions
with the Gender Unit in the Department of
Education and retained the services of an
education specialist, Marion Drew who assisted
in drawing up a framework of ten modules for
the media literacy kit that could be targeted at
persons with literacy levels from Standard seven
and upwards.

GL then drafted the manual but waited to finalise
it with inputs from the final GMAS report; analysis
of the Global Media Monitoring Project released
in February and the Radio Talk Show Research
released by GL on 8 March. This current and up
to date research is integrated into the various
modules to give grounding to the several exercises.
The result is a comprehensive training kit that is
in binder format to all for flexible use with different

target groups. The tool kit also comes with a CD ROM of case
studies and a DVD with audio visual clips that accompany
relevant modules. These are numbered and cross referenced in
the text.

Next steps
� GL’s next monitoring project will be on advertising.
� The media literacy kit is being tested with members of the

public in Johannesburg in a ten module course.
� Their experiences will be shared at a session on media literacy

at the second Gender and Media Summit.
� GL will run a Training of Trainer course in use of the kit

targeted at GEMSA members; MISA information officers;
education specialists and other networks that have expressed
an interest in applying this tool.

Media
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       L continues to work with gender and media networks on
different kinds of monitoring in between major monitoring projects
to be able to comment on different news genres and topics so
as to keep up the pressure on the media.  Other than helping to
design and participating in the HIV and AIDS and Gender Baseline
study (see research) GL worked with networks in an innovative
radio talk show monitoring project in 2005/2006. During this
year, GL also laid the ground for the first ever gender and media
literacy training pilot project.

Radio Talk shows

Women are the missing voices in radio talk shows – as hosts,
guests and callers. Although women would like to discuss more
social topics, including gender equality, these are generally
missing in the programme line ups. Chat shows often reinforce
stereotypes about the role of women and men in society and
these go unchallenged by the predominantly male hosts of the
shows.

These are among the key findings of a survey of eleven radio talk
shows in four Southern African countries (Lesotho, Malawi, South
Africa and Zimbabwe) conducted by Gender Links in partnership
with country chapters of the Gender and Media Southern Africa
(GEMSA) Network from June-July 2005.

The study titled “Mirror on the Media: Who talks on talk shows?”
found that women make up only 25 percent of callers to radio
talk shows. On average they constitute only 36 percent of talk
show guests and 32 percent of hosts. Only a small proportion,
9%, of the 55 shows monitored focused specifically on gender-
related issues.

Stereotypes about women are often reinforced in chat shows
without being challenged and although presenters tried to be

Mirror on the media

G

Who talks on talk shows?
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By Rochelle Renere Davidson
GL Researcher and Coordinator of the Media Literacy Project

Gender equality goes hand in hand with freedom of expression. The more women speak, the more
we are on our way to gender balance and equality, not only in the media but also in society. However,
media messages often convey content and images that maintain the stereotypical, patriarchal and
hegemonic values about women in society.

This perpetuates inequalities between men and women. However, what is part of the problem can
also be part of the solution.

Media literacy - the ability to read and analyse images and implicit messages in all types of media content - can
provide platforms for discussion and debate on gender and gender issues. Media literacy plays a significant role
in determining whether gender issues will widely be considered important and legitimate social, political, and
cultural matters of society.

Media literacy is essentially about being an active citizen in participatory democratic societies and for young
democracies in the Southern African Development Community (SADC) this role is invaluable.

Watching the Watchdogs: A Gender and Media Literacy Toolkit for Southern Africa is a training course that attempts
to address imbalances in media by shifting the power from producers of media to the consumers. Conceptualised
by GL, the course provides participants with skills in critical inquiry and self-expression.

Watching the watchdogs involves monitoring the media with quantitative analysis, such as counting the number
of women sources in a story. It also uses qualitative approaches, such as analysing the themes that are apparent
in a particular story.

The ten modules of the course cover such topics as increasing knowledge around the use of Information Technology
for advocacy, learning how to make one’s voice heard through the media by writing opinion or commentary
pieces, appreciating multiple perspectives, locating regulatory authorities to hold media accountable and using
the media effectively as a powerful strategy for social change.

Media literacy is not about cynically bashing the media or simply looking for political agendas and propaganda
or misrepresentations and stereotypical images. As quoted in Literacy for the 21ST Century from the Center for
Media Literacy, media literacy does not mean “don’t watch” but rather “watch carefully, think critically.”

Or as one of the ‘Watching the watchdogs’ participants, Telele Grace Mathinjwa put it “You just don’t read and
take it as it is, you become very critical, you ask questions like why are women not being taken seriously, why
are we seeing their bodies more than their intelligence…'c9”

In a time of a global media culture when we
are constantly bombarded with content and
images through media at all times of the day—
perhaps media literacy is more important now
than ever before. As Majorie Heins and
Christina Cho state in Media Literacy: An
Alternative to Censorship, “with the
revolutionary changes in communication that
have occurred in the last half century, media
literacy has become as essential a skill as the
ability to read the printed word.”

In a dichotomous time when there are more
women in government and decision-making
posts than ever before while there is a
feminisation of HIV/AIDS and poverty and
sexual violence against women and girls is
under-reported, gender and media literacy
has become increasingly significant to the
cause for gender equality.

Why media literacy is important
for women

Media literacy: Learning to read between the lines?


