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OBJECTIVES 

1. That the Parliamentarians are trained on leadership as a concept, to strengthen their 
leadership capabilities. 

2. The women Parliamentarians are trained on public speaking and how to use media in 
advocacy and in messaging. 

3. That their confidence is boosted and their participation is parliamentary discussion is 
enhanced. 

 
 
Preparation – to be completed by Members of Parliament before the Training  
Leadership Assessment:  Gender Aware Leadership Scorecard  
Personal Bios:  

https://genderlinks.everlytic.net/public/forms/h/kRG7ZbI7JoQjgnsi/YmI4Y2ZiOTZjNTUyNjA5MD

VlNDRlMzZjMmNmZTNiYTY4ODBmMDk1Mw== 

Attitudes Survey: http://www.surveygizmo.com/s3/4004340/Gender-Attitudes-Survey-2017  

  

http://www.surveygizmo.com/s3/2927990/GENDER-AWARE-LEADERSHIP-SCORE-CARD
https://genderlinks.everlytic.net/public/forms/h/kRG7ZbI7JoQjgnsi/YmI4Y2ZiOTZjNTUyNjA5MDVlNDRlMzZjMmNmZTNiYTY4ODBmMDk1Mw==
https://genderlinks.everlytic.net/public/forms/h/kRG7ZbI7JoQjgnsi/YmI4Y2ZiOTZjNTUyNjA5MDVlNDRlMzZjMmNmZTNiYTY4ODBmMDk1Mw==
http://www.surveygizmo.com/s3/4004340/Gender-Attitudes-Survey-2017
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PROGRAMME 
 

DAY/TIME ACTIVITY WHO DOCUMENTS/ 
RESOURCES 

Day One:  Monday, 15 October 2018 

Session 1:  Registration, Welcome & Objectives, setting the scene  

08:00 – 08:15 Registration All Registration Sheets  
Name Tags 

08:15 – 08:45 Introduction – Icebreaker  GL Facilitator  

08:45 – 09:00 Welcome Remarks & 
Objectives 

UNFPA Rep Ms Nuzhat Ehsan  

09:00 – 09:15 Words of Solidarity Speaker of the 
National Assembly 

Hon Sephiri Motanyane 

09:15 – 10:00 Key Gender & Legislation 
Issues in Lesotho 

GL Country Manager:  
Mantebo Mabetha  

Southern Africa Gender 
Protocol Barometer- 
Lesotho highlights  

 
Experiences of 
Parliamentarians – 
Challenges in Politics  

Parliamentarians  
(Volunteers)  

10:00 – 10:15 Tea Break 

Session 2:  Leadership 

10:15 – 11:00 What is a leader, what is a 
manager  

Buzz Groups 
  

Gender and Leadership 
Checklist  

11:00 – 11:30 Sharing Gender Aware 
Leadership Scores 
Leadership theories 
Different styles of 
leadership  
EQ and IQ  

Facilitator Lecture, small group 
activity and individual 
reflections 

Session 3: Communication 

11:30 – 12:15 What is Communication Facilitator Broken telephones - 
Group Activity  

Effective 
Communication 

Facilitator Presentation and 
discussion  

Understanding our 
audience 

Facilitator Presentation and 
discussion  

12.15 -13.00  Personal profiling    

Personal Profiling & 
Branding  
 Twitter 
 Facebook 
 Instagram  

 Blogs  

All  Individual Profiles 
Bios   
CVs  

13:00– 14:00 Lunch Break   

Session 4:  Public Speaking  

14:00 – 14.30  Impromptu Speeches All  Hot button gender issues 

14.30-15.00 Presentation skills All Interactive Session  
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DAY/TIME ACTIVITY WHO DOCUMENTS/ 
RESOURCES 

Non-verbal Communication 
Using the Voice 
The Face 

15:00 -15:15 Tea Break    

15:15 – 16:30  Preparing debates and 
motions  

Group Work  50/50 Policy Brief  
Gender In The 2017 
Lesotho Local 
Government Elections 

Quotas for women in 
politics  

Comprehensive Sexuality 
Education & Teenage 
pregnancies 

 Fact sheet  

Safe abortions  Fact sheet  

GBV  legislation   Fact sheet  

HIV and AIDS  Fact sheet  

Inheritance    

16:30 – 17:00 Communication Do’s and 
Dont’s  

Facilitator  Presentation; Training 
Manual 

Wrap Up & End of Day 
One 

17.00 – 18.00  OPTIONAL  All interested Practical IT tips -  

Social media make up 
session  

Day Two:  Tuesday, 16 October 2018 

08:00 – 08:30 Registration; Recap of Day 
One  

All Registration Sheets 

Session 5:  Media Engagement   

08:00 – 09:30   Practical sessions – mock 
TV interviews  

 Twitter feed on E-bulletin 
Board  

Talk show  GL staff and media  

Interviews  

Motion in parliament  

Guest on the news   

9:30 -10:30  Play back ad critique of 
videos in plenary  

All   

10:30 – 10:45  Tea Break   

10:45 – 13:00 Gender in media coverage  Presentation  Facilitator  

The media perspective: 
Tips on getting media 
coverage 

Panel of editors  Panel Discussion 

Strategies for using the 
media effectively 

Facilitator Manual 

Building relationships 

Tips on pitching a story to 
the media 

How to get Journalists to 



5 
 

DAY/TIME ACTIVITY WHO DOCUMENTS/ 
RESOURCES 

attend your event 

13:00 – 14:00 Lunch Break   

Session 6  Political Campaigns & 
Rallies 

  

14:00 – 15:15 Role Play – At a Rally All  Posters and banners 
(paints and paper) 

15:15 – 15:30 Tea Break   

15:30 – 16:00 Open Forum 
Session – Peer learning 
and sharing; Q & A 

All Plenary Session  

16:00 – 16:15 Wrap Up & Next Steps UNFPA Rep Ms Nuzhat Ehsan  

16:15 – 16:30 Evaluation & Vote of 
Thanks 

UNFPA & GL Evaluation Forms  
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CONTEXT AND OVERVIEW  
Lesotho is undergoing the national reforms process with the aim of restoring peace, stability, 
national security and good governance. This action proposes to advocate and lobby for review 
and reform of section 18 (4) (c) of the Constitution with the aim of removing all forms of 
discrimination against women on all grounds, as well as where customary law is applicable. 
When interpreting this provision, it is found that majority of people who are discriminated 
against when applying customary law principles are women.1 Therefore the exception 
discriminatory clause under the Constitution has the effect of denying women an opportunity to 
be equal to men and thus to equally contribute to the development and economy Lesotho. The 
provision also hinders the effective participation of women in politics and democratic 
governance processes.2  Whilst the Constitution of Lesotho does not specifically include sexual 
orientation or gender as a prohibited ground for discrimination, it is argued that the intention 
of the legislature by omitting gender and sexual orientation as grounds for discrimination, does 
not necessarily protect such rights.  

 
The action further intends to facilitate consolidation of inheritance and success laws to an 
extent that males and females are entitled to inherit and succeed to chieftainship on the same 
footing. Under customary law the heir is the first male child.  The heir is required to use the 
property to take care of all the minors and needy members of the family as well as to 
discharge other family obligations such as to bury the dead and negotiate and pay lobola. If 
upon death of the husband and the heir is under age, the widow is to use the property until 
the heir becomes of age (21 years).   In such instances, the widow holds the property in trust 
for the heir and administers such property on the advice of the husband’s family. Thus, the 
widow cannot dispose of the property or lease the land without the approval of the whole 
family and their consent.  However, there have been instances whereby there are heirs who 
are selfish and disregard the needs of their mothers, they expel them and prohibit them from 
using agricultural land on the ground that they are heirs and entitled to use of the fields.  

 
For instance, in 2010, FIDA and WLSA jointly appeared before the Constitutional Court as amici 
curiae in support of the Applicant (Senate Masupha)3 who was claiming to be declared the 
principal chief where her late parents were as such since she was the first born girl child of her 
parents. The matter was contested by her uncle and half- brother from another house. In 
dismissing the Applicant’s claim, Constitutional Court declared that ― “… [Chieftainship] is the 
exclusive right of first born males in descending order from the first wife’s son to the first born 
children of the Chief’s subsequent wives in the order they were married. Democratic principles 
have no place in the institution.” This judgement confirmed the contents of section 18 (4) (c) 
of the Constitution that the customary law in matters of Chieftainship has little or no regard to 
the right to equality and non-discriminatory practices and this is to the prejudice of the girl to 
the advantage of the boy child. It affirms the discriminatory practices which girls and women 
suffer under the customary law.  

 
  

                                                           
1 Lesotho African Peer Review Mechanism, 2010 

2 Lesotho CEDAW Report, 2010 

3 Senate Gabasheane Masupa Case- Constitutional Case No.5/2010 
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The fact that chieftaincy is viewed as one of the economic opportunities a person can have as 
there are other entitlements which go along with it such as residential, commercial and 
agricultural land previously owned by the former chief can arguably be seen as hindering 
women’s access to economic justice. Further, this is a gazetted position which has salary, 
pensionable and other benefits, all of which can only be enjoyed by the male children. This 
action presupposes that if girls are given the same opportunity as boys in both inheritance and 
succession matters, this will enhance their economic opportunities and ability to participate in 
national development initiatives without any hindrance based on either sex or gender identify. 
When all groups in society benefit equally, high instances of gender based violence and HIV 
infection against women and girls will be reduced as issues of power imbalances in society will 
be curbed. Currently the matter4 is pending before the African Court on Human People’s Rights 
where the Applicant is seeking the Court to declare this provision as discriminatory against 
women. It is hoped that this action will emancipate other girls who face the same challenges 
that Senate Masupha is claiming that both customary law and Chieftainship Act, deny her 
justice.  
 
Since 1995 when Lesotho ratified CEDAW, there are still no specific national laws in place on 
violence against women. In the absence of a Domestic Violence Act, a lot of domestic violence 
issues are not properly prosecuted, with perpetrators serving very little time if at all. For 
instance, the Lesotho Demographic and Health Survey 2014 show that 37% of women and 
48% of men state that a husband is justified in beating his wife under certain circumstances.5 
According to Gender Links 2015 Baseline Report, violence against women remains a major 
challenge as it adversely impacts women’s health, productivity and wellbeing.6 The report 
shows that 86% of women experienced some form of GBV at least once in their lifetime, 
including partner and non-partner violence.  
 
Forty percent (40%) of men perpetrated GBV at least once in their lifetime and a high number 
of these happen within intimate relationships. Sixty-two percent (62%) of women experienced, 
while 37% of men perpetrated, intimate partner violence (IPV). According to this study7, the 
predominant form of violence within intimate relationships is emotional violence, which includes 
insults, belittling and verbal abuse. More than half (52%) of women experienced, and 27% of 
men perpetrated emotional intimate partner violence (IPV) in their lifetime. Women also 
reported physical intimate partner violence (IPV) (40%), economic intimate partner violence 
(IPV) (30%) and sexual intimate partner violence (IPV) (24%).8 The LePHIA Report indicate 
that HIV prevalence among women who have been physically forced to have sex (39.3%) is 
higher than in those who have not been physically  forced (31%) resulting in AIDS being the 
leading cause of death among women of reproductive age.9 

 
  

                                                           
4 Ibid 

5 Lesotho Demographic and Health Survey 2014 

6 Gender Links and Ministry of Gender. 2013. Violence Against Women and Girls Baseline Study. 

7 Gender Links and Ministry of Gender. 2013. Violence Against Women and Girls Baseline Study. 

8 Ibid 

9 Lesotho Population-Based HIV Impact Assessment (LePHIA), 2016–2017 
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Further, studies show that child and forced marriages are detrimental to the development of 
girls and boys and violate their human rights.10 Currently the rate of teenage pregnancy is 44% 
while maternal deaths below 20 years of age account for 15% of the maternal deaths.11 There 
are also high levels of stigma and discrimination, leading to increasing levels of GBV among 
and within the Lesbian, Gay, Bisexual, Transgender and Intersex (LGBTI) community. For 
example, structural barriers for LGBTI persons include stigma and discrimination, GBV, inability 
to disclose sexual practices and health needs to health practitioners, legal services and other 
economic limitations.12 These acts have contributed to Lesotho being rated the second highest 
with HIV prevalence in the world (25%), with 330,000 people living with HIV.13  

 
The LePHIA report indicates that not only are women biologically more susceptible to HIV 
transmission, but their unequal social and economic status undercuts abilities to protect 
themselves and make empowered choices.14 This is evidenced by the fact that currently, 18% 
of married women have an unmet needs for family planning: they want to space or limit births 
but are not currently using contraception because they fear rejection from their husbands.15  In 
order to reverse trends and patterns of HIV and achieve the 90-90-90 goals among HIV 
Positive adults,16 the action proposes to advocate and lobby for: review the Public Health Order 
of 1970 to specifically include access to HIV-related health care and/or patients’ individual 
rights and adoption of a comprehensive national health policy which addresses health issues 
from a holistic approach.  
 
The LePHIA report also reveals that individuals living with HIV, especially women and girls, are 
at increased risk for GBV as a result of their status, and those experiencing GBV face a more 
than 50 percent greater risk of HIV infection.17 The DHS Report18 shows that up to 14% of the 
respondents know of someone raped in the past 12 months; only 62% of rape cases report to 
health facilities, but only 37 % of the victims are counselled. Further, only 56% of reported 
rape cases are investigated by police and 45% of them are prosecuted and while only 40% of 
such cases are convicted.19 In acknowledging that the intersection between HIV and GBV 
creates a dual epidemic, the action aims to break down barriers to effective reporting of GBV 
thereby improving comprehensive GBV prevention and response. This will be achieved through 
raising awareness on gender inequalities; strengthening interventions geared towards changing 
negative socio-cultural norms that exacerbate HIV infection and GBV incidences and practices; 
and facilitating access to health care and legal services to GBV survivors. 
                                                           

10 MDG Report, 2015 

11 MOH (January 2015): National Sexual and Reproductive Health Strategic Plan 2015-2020 

12Population Service International (PSI) 2015 

13 Lesotho Population-Based HIV Impact Assessment (LePHIA), 2016–2017 

14 Ibid 

15 LDHS, 2014 

16 90–90–90: An ambitious treatment target to help end the AIDS epidemic.  By 2020, 90% of all 
PLHIV will know their HIV status; 90% of all people with diagnosed HIV infection will receive 

sustained antiretroviral therapy (ART); and 90% of all people receiving ART will have viral 
suppression. 

17 LePHIA, 2016- 2017 

18 Lesotho Health and Demography Survey, 2014 

19 Ibid 
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Notwithstanding robust advocacy programmes on the Legal Capacity of Married Persons Act, 
2006 by NGOs such as WLSA and FIDA, women still struggle to access financial resources.  
 
Women outside the formal sector who strive to survive on small and medium enterprises suffer 
from gender bias, harassment and prejudices. WLSA 2016-18 study reveals that women in 
Informal Cross Border Traders (ICBT) experience stigmatisation, poor working conditions, lack 
of access to credit facilities, corruption, harassment, gender based violence, lack of collateral 
for credit, limited market information including high taxes, vulnerability to diseases and 
cumbersome border processes.  
 
Background:  UNFPA Initiative & Support  
Following the 2017 national elections representation of women in the 10th Parliament dropped 
by two-percentage points, from 25% after the 2015 elections to 23%.  Following that regress, 
establishment of a women’s caucus became very pertinent to strengthen women’s voices and  
exert influence over legislative agendas such as promulgation of laws that protect women. As 
such UNFPA has contributed to resuscitate the Women’s Parliamentary Caucus, with the 
relaunch held in February 2018. 
 
The establishment of a cross-party women’s caucus with inclusion of women from both the 
National Assembly and Senate will help provide the support necessary to promote a gender 
equality sensitive legislative and policy agenda and also push for women’s health rights issues 
to be treated with urgency. Women Parliamentarians would play a critical role in exerting and 
maintaining political pressure, influencing and scrutinizing policies and stimulating national 
responses to Sexual Reproductive Health and Rights as well as prevention of HIV and Gender 
Based Violence. 
 
It is an objective of UNFPA to further capacitate the women in Parliament to be advocates of 
Gender and Gender Based Violence issues, to be able to address issues of Sexual 
Reproductive Health and Rights and HIV/AIDS.  It is also the desire of UNFPA that the 
women parliamentarians be empowered to address the public and to communicate 
through media, with professional articulacy. It is on this basis that UNFPA has made a 
commitment to facilitate a leadership training and sensitisation for women parliamentarians. 
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PART ONE:  LEADERSHIP 
 
Theodore Roosevelt famously commented on the difference between a leader and a boss, 
saying “The leader leads and the boss drives”. 
 

Activity:  What is a Leader, what is a Manager? 
List the attributes and qualities of both Leader and Manager 

Attributes & Qualities Leader Manager 

   

   

   

 
 
Activity:  What is your Leadership Score?   
 

 
 
 
 
 
 
MANAGEMENT VERSES LEADERSHIP 
While management and leadership have a great deal in common, such as working with people 
and accomplishing the goals of the organization, they do differ in their primary functions 
(Kotter, 1990): 
 
Management's main function is to produce order and consistency through processes, such as 
planning, budgeting, organizing, staffing, and problem solving. Management is more about 
ensuring that the organisation's resources are allocated wisely, rather than trying to control 
people. In fact, good managers know that trying to control others is extremely difficult if not 
impossible. 
 
In contrast, Leadership deals with the interpersonal relations such as being a teacher and 
coach, instilling organizational spirit to win, and serving the organization and workers. 
While leadership's main function is to produce movement and constructive or adaptive change 
through processes, such as establishing direction through visioning, aligning people, 
motivating, and inspiring.   
  

 
                    % 
 
 

https://en.wikiquote.org/wiki/Talk:Theodore_Roosevelt
http://www.nwlink.com/~donclark/leader/leader.html
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CONCEPTS OF LEADERSHIP 

Good leaders are made, not born. If you have the desire and 
willpower, you can become an effective leader. Good leaders 
develop through a never ending process of self-study, 
education, training, and experience (Jago, 1982). This guide 
will help you through the journey. Good leaders are 
continually working and studying to improve their leadership 
skills; they are NOT resting on their past laurels. 
 
To inspire your workers into higher levels of teamwork, there 

are certain things you must be, know, and, do. These do not often come naturally, but are 
acquired through continual work and study.  
Definitions of Leadership    

 “The meaning of a message is the change which it produces in the image.” — Kenneth 
Boulding in The Image: Knowledge in Life and Society 

 “Leadership is the capacity to translate vision into reality” (Warren Bennis) 
 Leadership is a process by which a person influences others to accomplish an objective and 

directs the organisation in a way that makes it more cohesive and coherent. 
 
Some other popular definitions of Leadership are: 
 A process whereby an individual influences a group of individuals to achieve a common goal 

(Northouse, 2007, p3). 

 The U.S. military has studied leadership in depth. One of their definitions is a process by 
which a person influences others to accomplish a mission (U.S. Army, 1983). 

 Leadership is inspiring others to pursue your vision within the parameters you set, to the 
extent that it becomes a shared effort, a shared vision, and a shared success (Zeitchik, 
2012). 

 Leadership is a process of social influence, which maximizes the efforts of others, towards 
the achievement of a goal (Kruse, 2013). 

 
Note that all the definitions have a couple of processes in common: 
 A person influences others through social influence, not power, to get something 

accomplished (bosses use power to get things done). 
 Leadership requires others, who are not necessarily direct-reports, to get something 

accomplished. 
 There is a need to accomplish something. 
 
Leaders carry out this process by applying their leadership knowledge and skills. This is 
called Process Leadership (Jago, 1982). However, we know that we have traits that can 
influence our actions. This is called Trait Leadership (Jago, 1982), in that it was once common 
to believe that leaders were born rather than made. These two leadership types are shown in 
the chart below (Northouse, 2007, p5): 
 

http://www.nwlink.com/~donclark/leader/social_lead.html
http://www.nwlink.com/~donclark/knowledge/knowledge.html
http://www.nwlink.com/~donclark/performance/skills.html
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While leadership is learned, a 
leader's skills and knowledge can be 
influenced by his or hers attributes 
or traits, such 
as beliefs, values, ethics, 
and character. Knowledge and skills 
contribute directly to the process of 
leadership, while the other attributes 
give the leader certain 
characteristics that make him or her 
unique. 
 
For example, a leader might have 
learned the skills in counselling 
others, but her traits will often play 

a great role in determining how she counsels. A person who has empathy will make a better 
counsellor than a person who thinks the employees are simply there do accomplish her 
biddings. 
 
LEADERSHIP THEORIES 
Over time, a number of theories of leadership have been proposed. Here are some of the main 
theories.  
 
1. Great Man Theory 
2. Trait Theory 
3. Behavioural Theories 

 Role Theory 
 The Managerial Grid 

4. Participative Leadership 
 Lewin’s leadership styles 
 Likert’s leadership style 

5. Situational Leadership 
 Hersey and Blanchard’s Situational Leadership 
 Vroom and Yetton’s Normative Model 
 House’s Path-Goal Theory of Leadership 

6. Contingency Theories  
 Fiedler’s Least Preferred Co-worker (LPC) Theory 
 Cognitive Resources Theory 
 Strategic Contingencies Theory 

7. Transactional Leadership  
 Leader-Member Exchange (LMX) Theory 

8. Transformational Leadership   
 Bass' Transformational Leadership Theory 

 Burns' Transformational Leadership Theory 

 Kouzes and Posner's Leadership Participation Inventory 
However for the purpose of this training we will focus on the Great Man Theory and the 
Transformational Leadership theory.   

http://www.nwlink.com/~donclark/performance/beliefs.html
http://www.nwlink.com/~donclark/performance/values.html
http://www.nwlink.com/~donclark/leader/ethos.html
http://www.nwlink.com/~donclark/leader/leadchr.html
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A:  Great Man Theory 
Assumptions:   
Leaders are born and not made. Great leaders will arise when there is a great need. 
 
Description:   
Early research on leadership was based on the study of people who were already great leaders. 
These people were often from the aristocracy, as few from lower classes had the opportunity 
to lead. This contributed to the notion that leadership had something to do with breeding. 
 
The idea of the Great Man also strayed into the mythic domain, with notions that in times of 
need, a Great Man would arise, almost by magic. This was easy to verify, by pointing to people 
such as Eisenhower and Churchill, let alone those further back along the timeline, even to 
Jesus, Moses, Mohammed and the Buddah. 
 
Discussion:  
The 'great man' theory was originally proposed by Thomas Carlyle.  Gender issues were not on 
the table when the 'Great Man' theory was proposed. Most leaders were male and the thought 
of a Great Woman was generally in areas other than leadership. Most researchers were also 
male, and concerns about androcentric bias were a long way from being realised. 
 

B:  Transformational Leadership   

Assumptions:  
People will follow a person who inspires them.  
A person with vision and passion can achieve great things.  
The way to get things done is by injecting enthusiasm and energy. 

 
Style:  
Working for a Transformational Leader can be a wonderful and uplifting experience. They put 
passion and energy into everything. They care about you and want you to succeed. 

 
Developing the vision:  
Transformational Leadership starts with the development of a vision, a view of the future that 
will excite and convert potential followers. This vision may be developed by the leader, by the 
senior team or may emerge from a broad series of discussions. The important factor is the 
leader buys into it, hook, line and sinker. 
 
Selling the vision:  
The next step, which in fact never stops, is to constantly sell the vision. This takes energy and 
commitment, as few people will immediately buy into a radical vision, and some will join the 
show much more slowly than others. The Transformational Leader thus takes every 
opportunity and will use whatever works to convince others to climb on board the bandwagon. 
 
In order to create followers, the Transformational Leader has to be very careful in creating 
trust, and their personal integrity is a critical part of the package that they are selling. In effect, 
they are selling themselves as well as the vision. 
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Finding the way forwards 
In parallel with the selling activity is seeking the way forward. Some Transformational Leaders 
know the way, and simply want others to follow them. Others do not have a ready strategy, 
but will happily lead the exploration of possible routes to the Promised Land. 

 
The route forwards may not be obvious and may not be plotted in details, but with a clear 
vision, the direction will always be known. Thus finding the way forward can be an ongoing 
process of course correction, and the Transformational Leader will accept that there will be 
failures and blind canyons along the way. As long as they feel progress is being made, they will 
be happy. 

 
Leading the charge 
The final stage is to remain up-front and central during the action. Transformational Leaders 
are always visible and will stand up to be counted rather than hide behind their troops. They 
show by their attitudes and actions how everyone else should behave. They also make 
continued efforts to motivate and rally their followers, constantly doing the rounds, listening, 
soothing and enthusing. The Transformational Leader seeks to infect and re-infect their 
followers with a high level of commitment to the vision.  Overall, they balance their attention 
between action that creates progress and the mental state of their followers. Perhaps more 
than other approaches, they are people-oriented and believe that success comes first and last 
through deep and sustained commitment. 
 
Discussion 
Whilst the Transformational Leader seeks overtly to transform processes, there is also a tacit 
promise to followers that they also will be transformed in some way.  Transformational Leaders 
are often charismatic.  One of the traps of Transformational Leadership is that passion and 
confidence can easily be mistaken for truth and reality. Whilst it is true that great things have 
been achieved through enthusiastic leadership, it is also true that many passionate people have 
led the charge right over the cliff and into a bottomless chasm. Just because someone believes 
they are right, it does not mean they are right. 

 
Paradoxically, the energy that gets people going can also cause them to give up. 
Transformational Leaders often have large amounts of enthusiasm which, if relentlessly 
applied, can wear out their followers. 

 
Transformational Leaders also tend to see the big picture, but not the details, where the devil 
often lurks. If they do not have people to take care of this level of information, then they are 
usually doomed to fail. 

 
The Two Most Important Keys to Effective Leadership 
 A leader must be trustworthy and needs to be able to communicate a vision.   
 
The Process of Great Leadership 
The road to great leadership that is common to successful leaders include (Kouzes, Posner, 
1987): 
o Challenge the process - First, find a process that you believe needs to be improved the 

most. 

http://www.nwlink.com/~donclark/leader/vision.html


15 
 

o Inspire a shared vision - Share your vision in words that can be understood by your 
followers. 

o Enable others to act - Give them the tools and methods to solve the problem. 
o Model the way - When the process gets tough, get your hands dirty. A boss tells others 

what to do; a leader shows that it can be done. 
o Encourage the heart - Share the glory with your followers' hearts, while keeping the pains 

within your own. 
 
FACTORS OF LEADERSHIP 
There are four primary factors of leadership (U.S. Army, 1983): 
 
Leader 
You must have an honest understanding of who you are, what you know, and what you can 
do. Also, note that it is the followers, not the leader or someone else who determines if the 
leader is successful. If they do not trust or lack confidence in their leader, then they will be 
uninspired. To be successful you have to convince your followers, not yourself or your 
superiors, that you are worthy of being followed. 
 
Followers 
Different people require different styles of leadership. For example, a new hire requires more 
supervision than an experienced employee does. A person who lacks motivation requires a 
different approach than one with a high degree of motivation. You must know your people! 
The fundamental starting point is having a good understanding of human nature, such as 
needs, emotions, and motivation. You must come to know your employees' be, 
know, and do attributes. 
 
Communication 
You lead through two-way communication. Much of it is nonverbal. For instance, when you “set 
the example,” that communicates to your people that you would not ask them to perform 
anything that you would not be willing to do. What and how you communicate either builds or 
harms the relationship between you and your followers. 
 
Situation 
All situations are different. What you do in one situation will not always work in another. You 
must use your judgment to decide the best course of action and the leadership style needed 
for each situation. For example, you may need to confront an employee for inappropriate 
behaviour, but if the confrontation is too late or too early, too harsh or too weak, then the 
results may prove ineffective. 
 
Also note that the situation normally has a greater effect on a leader's action than his or her 
traits. This is because while traits may have an impressive stability over a period of time, they 
have little consistency across situations (Mischel, 1968). This is why a number of leadership 
scholars think the Process Theory of Leadership is a more accurate than the Trait Theory of 
Leadership. 
 
Various forces will affect these four factors. Examples of forces are: 

o your relationship with your seniors 
o the skills of your followers 

http://www.nwlink.com/~donclark/leader/leadcom.html
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o the informal leaders within your organisation 
o how your organization is organised 

 

LEADERSHIP STYLES 
Susan Block and Philip Whiteley in their book Complete Leadership discuss six leadership styles 
namely:  
1. Authoritative leadership 
2. Coaching 
3. Democratic leadership 
4. Affiliative leadership 
5. Pace-setting 
6. Coercive style 
 
A brief discussion of each style follows; 
1. Authoritative leadership 
Authoritative leadership is described as giving direction that is ambitious, but realistic. An 
authoritative leader never loses sight of the core purpose of the business and understands that 
this overriding sense of purpose is also the matter that most motivates employees. He or she 
can easily rise above internal politics, bureaucracy and jargon to see things from a customer’s 
perspective and remind people within the organisation what they are there for. 
A recent study concluded: “Our research showed that in outstanding teams the leader gave far 
clearer direction than on average or poor-performing teams…When the team leader does not 
provide direction, a leadership vacuum is created, one that all members rush to fill with their 
own individual priorities and goals.” 
 
2. Coaching 
After the authoritative style, the coaching style is the next most effective in the long term.  
Coaching is the ability to bring the best out in others. If an analogy with a team game is taken, 
the soccer player who is brilliant but never passes to a team mate is going to be much less 
successful than one who brings others into play.  Mature leaders who are comfortable with the 
coaching role will take as much pleasure from a protégé completing a project or clinching a 
deal as they would if they had carried out the task themselves. The characteristics of a good 
coach include humility. The key to unlocking your coaching skills is uncovered when you 
abandon your fears, whether its inadequacy or insecurity.  
 
3. Democratic leadership 
A leader in democratic mode asks the team: “What shall we do? You decide.” This style comes 
across as though the leader is abdicating their responsibility. Followers may be thinking, well 
this Leader is being paid the big bucks, why should I make the difficult decisions for them! The 
democratic style is only useful from time to time, but should be avoided during crisis situations.  
This style works well when followers are already high motivated, the goals are clear, but there 
is a need to elicit ideas from the team as to how to best achieve the objectives, however the 
final responsibility still remains that of the leader.  The most effective part of the democratic 
style is the empowerment and motivation people gain from having information shared. 
 
4. Affiliative leadership 
An affiliative leader prizes harmony and good relationships above all else.  Affiliative leaders 
give positive feedback continually, which is something followers/staff are starved of, and this 
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has a powerful impact on performance. An affiliative style can forge formidable bonds of loyalty 
and commitment. This style can be particularly effective in restoring team work. The problem 
with this style is that important decisions can be delayed and can poison working relationship. 
 
5. Pace-setting 
This style is often dominant in individuals who are technical experts, often introverted, who 
were promoted to project leader or head of department with insufficient development of 
leadership skills.  This individual says “Do it like me” and still carry on completing tasks 
themselves, either because they are more comfortable with technical tasks than the leadership 
tasks or because they don’t trust others to get it right’ or a combination of the two.  The 
reluctance to delegate is often demotivating for their direct reports as they have insufficient 
autonomy and diminished opportunity to hone their skills.  Pace-setting leadership does set 
high standards as they generally perform a high standard themselves. 
 
6. Coercive style 
This style can be highly effective in short bouts and must be used sparingly and with great 
care, as it produces a toxic and low performing environment in the long term.  The coercive 
style can be used during a crisis.  Generally fear is corrosive if rendered on an ongoing basis, 
but it can be healthily introduced on occasion to remind people that the world doesn’t owe 
them a living and that the organisation has to perform well to survive. 

 
Activity: Name situations where you apply each of these leadership 
styles? 
 

Leadership style Situation in your work environment where this style is used 

Authoritative leadership   
 
 

Coaching 
 
 

 
 
 

Democratic leadership 
 

 
 
 

Affiliative leadership 
 

 
 
 

Pace-setting 
 
 

 
 
 

Coercive style 
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TRUE LEADERSHIP:  SQ+EQ+IQ+PQ = SUCCESS 
Leadership Intelligences 
SQ and PQ intelligences are rarely, if ever, talked about in leadership circles. But two that are 
include intellectual intelligence (IQ) and Emotional Intelligence (EQ) but evidence is growing 
that Spiritual Intelligence (SQ) and Physical Intelligence (SQ) are in fact major factors in 
determining the success of both leaders and organisations alike. 
 
In 1983 Howard Gardner, in his book Frames Of Mind, wrote about seven types of multiple 
intelligences in human beings. Gardner argues that there is a wide range of cognitive abilities, 
and that strength or weakness in one area or ability does not necessarily correlate to another 
intelligence. Gardner did not mention leadership in any of his multiple intelligences. However it 
is easily recognizable that to be an effective, efficient and productive leader, intelligence is 
quite naturally required. As such, there is now growing understanding that there are four kinds 
of intelligence that directly affect one’s leadership capabilities and methodologies to become a 
successful leadership practitioner. 
A holistic approach to leadership requires knowledge, i.e. intelligence, in these areas: Physical 
(PQ); Intellectual (IQ); Emotional (EQ); and Spiritual (SQ). They are interrelated in that they 
build on each other as one’s intellectual level increases over time through normal life 
experiences, academic achievements and professional expertise in our chosen fields. It is 
argued that the order of importance should be SQ, EQ, IQ and PQ.  
 
The importance of Physical Intelligence (PQ) to the overall well-being of personal health and 
fitness. Physical Intelligence relates to Gardner’s bodily-kinesthetic intelligence. Furthermore, 
current studies and findings prove the necessity of maintaining a strong fitness level to improve 
longevity and body functions. PQ theory says that individuals need be knowledgeable in fitness, 
nutrition, and bodily wellness.  Cindy Wigglesworth, in her book SQ 21, outlines from her 
research 21 key elements to Spiritual Intelligence (SQ); which she emphatically differentiates 
from religious and religious beliefs. She believes that SQ is developed over time, with 
significant practice. 
 
Spiritual Intelligence (SQ) 
SQ may be defined as: “The ability to behave with wisdom and compassion, while maintaining 
inner and outer peace, regardless of the situation.” Wisdom and compassion being the pillars of 
SQ. 

 Deeper understanding of one’s own world view, life purpose, value hierarchy and 
controlling personal ego to consider the higher self. 

 Self-mastery of one’s spiritual growth, living your purpose, values and vision, sustaining 
faith in and seeking guidance from a higher power. 

 Universal awareness of world view of others, limitations and power of human 
perception, awareness of spiritual laws and transcendental oneness 

 Social Mastery/Spiritual Presence: wise and effective mentor of spiritual principles; 
leadership change agent; making wise and compassionate decisions; and being aligned 
with the ebb and flow of life. 

 
Emotional Intelligence (EQ) 
Daniel Goleman, writing in What Makes A Leader, says that his findings have shown that the 
most effective leaders all have a high degree of Emotional Intelligence (EQ). 

http://en.wikipedia.org/wiki/Emotional_intelligence
http://www.amazon.com/SQ21-Twenty-One-Spiritual-Intelligence-ebook/dp/B009M82QKS/ref=sr_sp-atf_title_1_1?s=books&ie=UTF8&qid=1374105071&sr=1-1&keywords=SQ+21
http://www.amazon.com/Harvard-Business-Review-Makes-Leader/dp/1578516374/ref=sr_sp-atf_title_1_1?s=books&ie=UTF8&qid=1374105115&sr=1-1&keywords=What+Makes+A+Leader
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The Centre for Creative Leadership (CCL) says EQ is associated with better performance in nine 
different areas of leadership and management. Goleman’s research clearly shows that EQ is the 
sine qua non – absolute requirement – of leadership. 

 Learn principles and practices for improvements in Self-Awareness and Self-
Management: self-confidence; self-control; adaptability; initiative. 

 Becoming more socially: empathetic; service orientation to others and the organisation. 
 Relationship Management: inspirational leadership practices; change management; 

conflict resolution skills; teamwork building techniques. 
 
Intelligence Quotient (IQ) 
Life-long learning is widely regarded as the increase in the intellectual level – IQ – of everyone 
wishing to improve one’s mind, professional expertise, and position in life. IQ contributes 
significantly to the personal “wisdom” one attains throughout the maturing process. 
Henri Bergson, in his book Creative Evolution reminds us: “To exist is to change, to change is 
to mature, to mature is to go on creating oneself endlessly.” Continuing education is a never-
ending process in raising one’s intellectual level, i.e. IQ. 
 
Life-long learning is widely regarded as the increase in the intellectual level – IQ – of everyone 
wishing to improve one’s mind, professional expertise, and position in life. IQ contributes 
significantly to the personal “wisdom” one attains throughout the maturing process. 

 Enrolling in classes of higher learning, obtaining a second degree, technical expertise 
improvement classes. 

 Research intellectual topics such as philosophy, religion, symbolism, leadership, 
psychology. 

 Surrounding yourself with people or organisations where life-long learning exists. 
 
This has been regarded as the key building clock in learning over a number of years but the 
importance of both EQ and at the moment to a lesser extent SQ and PQ have had lower 
profiles. This is however changing quickly in order to meet changing needs in succeeding 
generations and their needs and desires. 
 
Physical Intelligence (PQ) 

 Ability to listen, identify and respond to internal messages about one’s physical self. 
Pain, hunger, depression, fatigue and frustration are examples. 

 Learn about and understand the mind body connection. For instance: stomach telling 
mind it is time to stop eating; understanding the difference between the internal voice 
of wants vs. needs; the bodies need for exercise when we want to be lethargic. 

 Determining our body’s perfect weight, fitness level and perfect diet. 
  

http://www.amazon.com/Creative-Evolution-Henri-Bergson/dp/0486400360
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PART TWO:  COMMUNICATION 
 
Activity:  Broken Telephones 
Participants stand in a circle. A message is whispered into one person’s ear and this 
should be whispered on to the rest. The last person should say what message they 
finally received. This should be compared to the original message.  

Try to find out where and how the message broke down? 
 
WHAT IS COMMUNICATION? 
Communication is conveying a message from one party to the other in the most effective way 
possible. The way in which the effectiveness of the message is measured is by the feedback 
that is received. 
 
Communication is the process of sending and receiving messages through verbal or nonverbal 
means, including speech, or oral communication; writing and graphical representations (such 
as infographics, maps, and charts); and signs, signals, and behaviour. More simply, 
communication is said to be "the creation and exchange of meaning."  
 
THE COMMUNICATION PROCESS 

 
A message or communication is sent by the sender through a communication 

channel to a receiver, or to multiple receivers. 

The sender must encode the message (the information being conveyed) into a form that is 

appropriate to the communication channel, and the receiver(s) then decodes the message to 

understand its meaning and significance. 

 

Misunderstanding can occur at any stage of the communication process. 

Effective communication involves minimising potential misunderstanding and overcoming any 

barriers to communication at each stage in the communication process. 

 

An effective communicator understands their audience, chooses an appropriate 

communication channel, hones their message to this channel and encodes the message to 

reduce misunderstanding by the receiver(s).  

 

They will also seek out feedback from the receiver(s) as to how the message is understood 

and attempt to correct any misunderstanding or confusion as soon as possible. 

https://www.thoughtco.com/message-communication-term-1691309
https://www.thoughtco.com/speech-linguistics-1692121
https://www.thoughtco.com/writing-definition-1692616
https://www.thoughtco.com/sign-semiotics-1692096
https://www.thoughtco.com/meaning-semantics-term-1691373
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Receivers can use techniques such as Clarification and Reflection as effective ways to 

ensure that the message sent has been understood correctly. 

 
Senders and receivers are of course vital in communication. In face-to-face communication the 
roles of the sender and receiver are not distinct as both parties communicate with each other, 
even if in very subtle ways such as through eye-contact (or lack of) and general body 
language. 
 
There are many other subtle ways that we communicate (perhaps even unintentionally) with 
others, for example the tone of our voice can give clues to our mood or emotional state, whilst 
hand signals or gestures can add to a spoken message. 
 
In written communication the sender and receiver are more distinct. Until recent times, 
relatively few writers and publishers were very powerful when it came to communicating the 
written word. Today we can all write and publish our ideas online, which has led to an 
explosion of information and communication possibilities 
 
 
EFFECTIVE COMMUNICATION  
Communication Channels 
Communication theory states that communication involves a sender and a receiver (or 
receivers) conveying information through a communication channel. 
 
Communication Channels is the term given to the way in which we communicate. There are 
multiple communication channels available to us today, for example face-to-face conversations, 
telephone calls, text messages,  email, the Internet (including social media such as Facebook 
and Twitter), radio and TV, written letters, brochures and reports to name just a few. 
 Spoken or Verbal Communication: face-to-face, telephone, radio or television and other 

media. 
 Non-Verbal Communication: body language, gestures, how we dress or act - even our 

scent. 
 Written Communication: letters, e-mails, books, magazines, the Internet or via other 

media. 
 Visualisations: graphs and charts, maps, logos and other visualizations can communicate 

messages. 
 
Choosing an appropriate communication channel is vital for effective communication as 
each communication channel has different strengths and weaknesses.  
 
For example, broadcasting news of an upcoming event via a written letter might convey the 
message clearly to one or two individuals but will not be a time or cost effective way to 
broadcast the message to a large number of people.  On the other hand, conveying complex, 
technical information is better done via a printed document than via a spoken message since 
the receiver is able to assimilate the information at their own pace and revisit items that they 
do not fully understand. 
 
Written communication is also useful as a way of recording what has been said, for example 
taking minutes in a meeting. 

https://www.skillsyouneed.com/ips/clarification.html
https://www.skillsyouneed.com/ips/reflecting.html
https://www.skillsyouneed.com/ips/verbal-communication.html
https://www.skillsyouneed.com/ips/nonverbal-communication.html
https://www.skillsyouneed.com/writing-skills.html
https://www.skillsyouneed.com/num/graphs-charts.html
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Encoding Messages 
All messages must be encoded into a form that can be conveyed by the 
communication channel chosen for the message. 
We all do this every day when transferring abstract thoughts into spoken words or a written 
form. However, other communication channels require different forms of encoding, e.g. text 
written for a report will not work well if broadcast via a radio programme, and the short, 
abbreviated text used in text messages would be inappropriate if sent via a letter. 
 
Complex data may be best communicated using a graph or chart or other visualisation. 
Effective communicators encode their messages with their intended audience in mind as well 
as the communication channel. This involves an appropriate use of language, conveying the 
information simply and clearly, anticipating and eliminating likely causes of confusion and 
misunderstanding, and knowing the receivers’ experience in decoding other similar 
communications.  Successful encoding of messages is a vital skill in effective communication. 
 
Decoding Messages 
Once received, the receiver/s need to decode the message. Successful decoding is 
also a vital communication skill. 
People will decode and understand messages in different ways based upon any Barriers to 
Communication which might be present, their experience and understanding of the context 
of the message, their psychological state, and the time and place of receipt as well as many 
other potential factors. 
Understanding how the message will be decoded, and anticipating as many of the potential 
sources of misunderstanding as possible, is the art of a successful communicator. 
 
Feedback 
Receivers of messages are likely to provide feedback on how they have understood 
the messages through both verbal and non-verbal reactions. 
Effective communicators pay close attention to this feedback as it the only way to assess 
whether the message has been understood as intended, and it allows any confusion to be 
corrected. Bear in mind that the extent and form of feedback will vary according to the 
communication channel used: for example feedback during a face-to-face or telephone 
conversation will be immediate and direct, whilst feedback to messages conveyed via TV or 
radio will be indirect and may be delayed, or even conveyed through other media such as the 
Internet. 
 
Different approaches to communication 
Now think of some of the techniques that you can use to relay information to others.  If you 
think of communication as an umbrella, what are some of the different forms of communication 
that you would find under it? What are the differences between those forms of communication?  
 
  
 
 
    ADVOCACY 
    LOBBYING 
    NETWORKING 
                                           CAMPAIGNING   

https://www.skillsyouneed.com/ips/barriers-communication.html
https://www.skillsyouneed.com/ips/barriers-communication.html
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Activity:  Give one example of when you would most likely use each one of these 
approaches: 
 

 
Tips: Here are some examples: 

APPROACH COMMENT EXAMPLE 

Advocacy Believing in and vigorously conveying 
a message, but often on behalf of 
others 

You take up protests on 
behalf of landless rural 
women; 

Campaigning Also vigorous, but may be for yourself 
(e.g. in politics) 

In order to advance the 
chances of the women 
getting land, you run for 
parliament; 

Lobbying Targeting the receivers of the 
message, using personal as opposed 
to mass communications. 

In order to advance the 
chances of the women 
getting the land, you 
approach or caucus women 
members of parliament. 

Networking Linking with many like-minded people, 
not necessarily trying to convince 
them of your point of view, but 
benefiting in direct and indirect ways 
from associating with them. 

To increase the pressure for 
recognition of women’s land 
rights, you form an alliance 
of NGOs on Women’s Land 
Rights. 

 
All these are forms of communication that you are likely to use in one way or the other in your 
communication strategies. 
Definitions 
A medium is the channel through which communication is sent. Types of channels include 
radio, TV, newspapers, magazines, video, film, compact disk or CD, e-mail, websites, 
newsgroups, posters, pamphlets, stickers, meetings, and new forms of social media.   
 
Media: The multiple ways humans use to communicate with each other. 
 
Kinds of Media:  

MEDIA EXAMPLES ADVANTAGES DISADVANTAGES 

Letter box Posters, pamphlets, 
stickers 

Catchy, recorded, 
good for branding 

Costly to distribute; 
might be ignored where 
there are masses 
around 

Personal Face-to-face Most effective, direct, 
immediate feedback 

Costly, human resource 
intensive. 

Traditional Song, drama, poems, 
dancing 

Easy to identify with 
and therefore a good 
means of conveying 
complex or difficult 
message; have an 

Might be taken lightly, 
forgetting the message. 



24 
 

MEDIA EXAMPLES ADVANTAGES DISADVANTAGES 

element of 
edutainment 

Mainstream Radio, television, 
newspapers, 
magazines 

Reaches many 
people, if 
independent, may be 
more credible than 
your “advocacy” voice 

No control over the 
message. Not 
interactive, therefore no 
instant feedback except 
radio/TV talk shows, 
letters to editor. 

Community The above, but with a 
specific community 
focus 

A good way to reach 
specific targets, often 
more accessible than 
mainstream media. 

May not reach certain 
people important for 
your communication 
strategy e.g. policy 
makers 

New media Internet, e-mail, 
electronic discussion 
forum, Facebook, 
Twitter, Instagram, 
LinkedIn 

Cheap, reaches many 
people, no editorial 
control, the “freest 
media”; quick 
feedback (even real 
time is possible) 

“Free zone” may also 
invite backlash; access 
still limited in Africa. 
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PART THREE:  PERSONAL BRANDING  
 
Personal branding is the practice of people marketing themselves 
and their careers as brands. While previous self-help 
management techniques were about self-improvement, 
the personal-branding concept suggests instead that success 
comes from self-packaging.   
 
It is a way for people to know what you are about through the 

creation of a cohesive representation of yourself that is portrayed to the world. We all know 
high profile individuals with a personal brand. Think Nelson Mandela, Oprah Winfrey, Barrack 
Obama and various other public figures and politicians. They have all established an identity in 
the public realm – their personal brand – that enables others to have a level of understanding 

about the type of person they are.  Regardless of age, regardless of position, regardless of the 
profession we happen to be in, all of us need to understand the importance of branding. 
 
Activity:  Review of personal branding tools 

 Individual Profile; Bios; CVs 
How can these be strengthened in light of what you have learned about building a 
personal brand? 
 

 
EXAMPLES OF PROFILES 
Example 1:  Manoosi Khetsi councillor from Likila Council 

 
Manoosi Khetsi is a well-respected and very 
powerful woman in her village, both in politics 
and in other social development activities.  
 
She is the councillor at Likila Council from the 
Tsime village where she also works as a village 
health worker on a daily basis when she is not at 
the council. Her career is challenging as she 
serves a remote village of Lesotho, particularly in 
this era of HIV and AIDS. She is heavily involved 
in care work and has encouraged many women 
and men to join the care work to support those 
living with HIV and other related diseases within 
the village.  

 
Khetsi first met Gender Links (GL) way back in  2010 during the workshop held for women who 
were standing for local government elections, she was fearless powerful and strong. She 
believed in herself so much that she did not act like she was going to contest for the elections, 
but it was as if she had already won the elections and she had already knew what she was 
expected to do. Unfortunately she won the elections and she met with GL again then that Likila 
is GL Centre of Excellence (COE) and continues to interact with GL through her council work. 
She regularly attends GL workshops during COE workshops.  
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Khetsi has inspired many people in her village with the work that she is doing as a woman. She 
was aware that men were still reluctant to assist women in the support groups and she worked 
very hard and encouraged many men to join and support groups the various groups she works 
with that care for sick people in her village. “Me Manoosi was very persuasive and encouraged 
us to help women in our different villages, to be honest I didn’t want to as I regarded care 
work as women’s work, but through her I was able to join with other men and realized how 
important this was” Ntate Motebang said, one of the men in Tsime’s Village that Khetsi has 
influenced her life.  
 
More men now understand the importance of being part of support groups in the village. Men 
previously viewed care work as a woman’s job; however, Khetsi’s advocacy work on the issue 
has influenced men to understand that care work is for everyone. More men are now joining 
the support groups as a result.  
 
Khetsi has a lot of influence in her village because she is a very strong political leader and for 
her that she won two awards during the National Summits under the category driver of 
Change/leadership has even made her more popular and respected. People listen to her so 
much that they even ask her to be available and motivate people during public gatherings. 
Khetsi has worked so hard to make people aware that together they can do so much to see 
that Gender Equality is achieved. . She views these qualities-strength and attentiveness-as the 
main reasons why she is able to make a difference in so many lives and thanks GL for opening 
her eyes and always holding her hand.  
 
“They called me names, but I got support from some people, who advised me to change my 
tactics assuring me of winning more support in the village,” said Khetsi.  
 
“I am not afraid of men and I don’t choose what I want to do just because people have 
different opinion”, Khetsi said. She mentioned that she is now in a position to do whatever she 
feels is right whether people believed is for only men or what. She highlighted that she has 
turned her life into an example where people take pride in her and support her. Khetsi says she 
has learned a lot working with GL, and she has gained skills on conflict management and how 
to empower women economically. Support groups also engage in small scale farming like 
production of vegetables for better health.  
 
Khetsi acknowledges that support from other women is important to her success; in particular 
when women helped men to understand the necessity of being involved in care work. They 
helped each other realise that care work does not only involve washing the sick but also 
involves many issues like counselling, which involves entire families and communities to 
support each other. As a politician, she believes that she has to help people change their own 
lives. Since they elected her into Council, her community also hopes that she will be able to 
influence change.  
 
She still maintains that is time for women to show the world that women are equally capable 
like men to bring change in peoples’ lives. Men should not feel intimidated by the presence and 
success of women but rather they should take advantage of that and work together. Many 
people are inspired by others who do good things, so this can easily change other people’s 
lives in that they would want to associate with such people and also do good things.  
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 Example 2:  Mamorobane Ngakane councillor from Tsoelikane Council 
 
Councilor Mamorobane Ngakane from Tsoelikana Council in 
Qacha’s Nek. She first encountered Gender Links (GL) in 2011 
when GL was having Women in Politics workshop and was part 
of the participants as she was contesting for the local 
government elections then under her political party. The training 
was intended at motivating women to participate in politics as it 
has been seen that most women are not that keen to take part 
in politics. 
 
Councilor Ngakane has since continued her involvement with GL 
in so many activities including the first ever Training of Trainers 
(TOT) of Gender mainstreaming in the local government for 
Gender champions and Gender Focal Persons. Since being a 
councilor and she has done everything in her power to help 

women in her council and in the village, she has done community dialogues on gender issues, 
especially the issues that affect most women and men or married persons. She has also been 
working on HIV/AIDS issue, a member of support group even before she could become a 
councilor and she has been doing an amazing job. She realized that HIV/AIDS is still a problem 
in her community and she worked very hard when she join the council and influence it to turn 
one of the office a clinic as to safe people from working long distances to go to the clinics and 
also to encourage men to go for counselling as this was a major problem in her community. 
 
Councilor Ngakane together with other women in her council have formed a support group for 
people living with HIV. They make sure that they adhere to their medication and help them 
have at least two meals a day as some of these people are very poor and do not have enough 
to eat. So they have given them a plots where they plant vegetables. They sell some of the 
vegetables to help them buy some of the things they need and the plan has been working so 
well. 
 
Councilor Ngakane added that is very thankfully to GL because she would not be where she is 
today if it was not because of the GL’s help and guidance, she feels more powerful now as a 
woman and she is in a position to take charges. She is so much in gender issues and tries to be 
gender aware as much as possible and does everything she can through her office to help 
everyone. On a personal level GL has also empowered and helped her to be in a position to 
deal with her problems in life in a very strategic way not to depend on other people. She had 
brought women together and formed a society (stokvel) of savings and credit where they 
contribute money every month and help each other whenever there is a financial crises or a 
funeral, and this has given women more power as well as financially independence. 
 
Her relationship with her community is so great that most people even come to her for advice 
or counseling, especially on family matters. This made her see that people regard her as a very 
important person. They have even re-elected her as a councilor in the past Local Government 
Elections. Councilor Ngakane hopes that GL will do a refresher workshop in her council soon as 
most councilors are new. She hopes to continue her home based care work in supporting 
people living with HIV/AIDS and their affected families. She also hopes she can impact as many 
lives as possible through her office. 
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Personal Branding On Social Media 
A greater online presence is necessary personal branding, disseminating of products, 

networking, advertisement of events and creation of online relations with other stakeholders 

and organisations. The Following are the most common Social media platforms (among 

others), you can utilise for personal branding. 

Why is personal brand important? 
 Your personal brand is important because it is the image and representation of yourself that 
others are presented with when they actively seek you in an online environment, as well as the 
image that you choose to project in face-to-face interactions. Whether we are aware of it or 
not, all of our activities online –on Facebook, Twitter or LinkedIn – form an online personal 

profile that is searchable. And today, more and more employers are using the internet to 
conduct employment background searches and gauge an idea of the character and interests of 
their potential employees. 
  
Think Oprah Winfrey. She has established a public identity – her personal brand – that enables 

others to have a level of understanding about the type of person she is.  
  
Actively creating a personal brand and representation of yourself online allows you to have a 
say in how you market yourself and gives you control in crafting an accurate picture of your 
identity, rather than that happening purely by default. While social networking sites are 
predominately about engaging in a social environment, it’s wise to view them – and be aware 

of them – as platforms on which you can build your personal brand. 

 
Activity:  What social media platform are you linked up to?  

Social Media 
Platform  

Yes / No? What do you 
post? 

Frequency of 
use? 

Twitter  
 

   

Facebook  
 

   

Instagram 
 

   

Snapchat  
 

   

LinkedIn  
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Facebook is a social networking Web site that allows people to communicate 
with their friends and exchange information. In May 2007 Facebook launched the 
Facebook Platform which provides a framework for developers to create 
applications that interact with core Facebook features  

 
How to create the visibility?  
 Paid Ads to reach larger audience 
 Sponsored Posts / short videos/ infographics to showcase work  
 Raise awareness on your events, by creating event on Facebook event section.  
 
Getting people to engage by:  
 Share a post, photo, video, article or infographic from your page 
 Tag, email or sign a letter to encourage or thank a public figure 
 Post about your cause to inform your networks. 
 Share a personal story related to your cause. 

Twitter is an example of a micro-blogging service. Twitter can be used in a 
variety of ways including sharing brief information with users and providing 
support for one’s peers and other networks. Twitter isn’t about friending—it’s 
about following. You can follow people you know personally, or artists or projects 
you’re a fan of.  

 
Once you create your account, Twitter offers a kind of set-up wizard to help you get started. If 
you’re into wizards, follow the steps. It’ll suggest some accounts to follow to get you started 
based on your interests 
 
How to create the visibility?  
Twitter will continue to offer suggestions for who to follow as you use it. These suggestions will 
appear in your feed if you’re using the app, or on the side of the screen if you’re using the 
website 
 Infuse personality in your profile. 

 Keep Adding people. 
 Learn the habit of using Hashtags: Hashtags are best used for adding to a larger 

conversation. For example if you’re Tweeting about the Sustainable Development Goals, 
use the hashtag #SDGs to add to the conversation. 

 Sponsored Posts / short videos/ infographics to showcase work  
 
Getting people to engage by:  
 Tweeting Consistently. 

 Creating tweets that stand out. 
 Share a post, photo, video, article or infographic from your page 
 Connecting people 
 Post about your cause to inform your followers and their followers. 
 Share a personal story related to your cause. 

 
LinkedIn is a social networking site designed specifically for the business 
community. The goal of the site is to allow registered members to establish and 
document networks of people they know and trust professionally. 
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Linked in Profiles are where first impressions are formed, where potential employers, partners 
and other users silently answer the question. “Can I see myself working with this person?” – 
Business LinkedIn 2018. 
 
How to create the visibility?  
 Infuse professionalism in your profile 
 Follow relevant individuals  
 Use Sponsored Posts / short videos/ infographics to showcase work  
 
Getting people to engage by:  
 Engage with connections. 

 Share a post, photo, video, article or infographic from your page 
 Introduce your content with a personal note. 
  
How do I build my personal brand? 
Your personal brand needs to be constructed so that it is easily articulated in an online 
environment, as well as clearly communicated verbally and through behaviours and actions.  
  
1. Start thinking of yourself as a brand 

What do you wish for people to associate with you when they think of your name? Is there 
a certain subject matter in which you want to be perceived as an expert or are there 
general qualities you want linked to your brand? Once you understand how you wish your 
brand to be perceived, you can start to be much more strategic about your personal brand. 
This doesn't mean you can’t be human. On the contrary, as Michael Simmons 
writes, authenticity is key in the digital age.  
 

2. Audit your online presence 
You cannot mould perception without first understanding the current status. In other 
words, Google  yourself and setup alerts for your name on a regular basis.  Cultivating a 
strong personal brand is just as much about being responsive to what is being said as it is 
about creating intellectual property. 

 
3. Secure a personal website 

Having a personal website for yourself is one of the best ways to rank for your name on the 
search engines. It does not need to be robust. It can be a simple two to three page site 
with your CV, link to your social platforms, and a brief bio. You can always expand on the 
website with time. 

 
4. Find ways to produce value 

Someone in your network posts something utterly mundane or ridiculous, and you wonder 
what compelled them to do so? A medium is not a substitute for a message. Find ways to 
add value to your audience by creating or curating content that is in line with your brand. 
 

5. Be purposeful in what you share 
Every tweet you send, every status update you make, every picture you share, contributes 
to your personal brand. It is an amalgamation of multiple daily actions. Once you 

https://www.forbes.com/www.forbes.com/sites/michaelsimmons/2014/08/11/how-to-bulletproof-your-reputation-in-the-digital-age/
https://www.forbes.com/companies/google/


31 
 

understand how you wish your brand to be perceived, you can start to be much more 
strategic about your personal brand. 

 
6. Associate with other strong brands 

Your personal brand is strengthened or weakened by your connection to other brands. Find 
and leverage strong brands which can elevate your own personal brand. Start with the 
three C’s: company, college, colleagues. Which school did you attend? Are there groups 
you can join? An alumni newsletter you can contribute to? What hidden opportunities are 
available within your company which you have yet to tap? Consider submitting a guest post 
to the company blog or look at other digital assets you can connect to your brand. 

 
7. Reinvent 

A strong personal brand is dependent on a strong narrative. In other words, what is your 
story?  
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PART FOUR:  PUBLIC SPEAKING  
 
Activity:  Preparing debates and motions; Hot button gender issues in Lesotho 
Group Work – Debates for and against on the following topics 
 
 Quotas for women in politics 

 Comprehensive Sexuality Education and Teenage pregnancies 
 Safe abortions 
 GBV Legislation 
 HIV and AIDS 
 Inheritance 
 

NB*   Please refer to the relevant Factsheets that will be given to as you 
prepare your arguments and talking points FOR OR AGAINST the motions.   
 
PUBLIC SPEAKING DEFINITION 
What is public speaking? Basically, it is a presentation that is given live before an audience. 
Public speeches can cover a wide variety of different topics. The goal of the speech may be to 
educate, entertain, or influence the listeners. Often, visual aids in the form of an electronic 
slideshow are used to supplement the speech and make it more interesting to the listeners. 
 
A public speaking presentation is different from an online presentation because the online 
presentation may be viewed and/or listened to at the viewer's convenience, while a public 
speech is typically limited to a specific time or place. Online presentations are often comprised 
of slideshows or pre-recorded videos of a speaker (including recordings of a live public 
speaking presentation). 
 
The Importance of Public Speaking 
If you ask most people, they will probably say they do not like public speaking. They may even 
admit to being afraid of it, since fear of public speaking is a very common fear. Or they may 
just be shy or introverted. For those reasons, many people avoid public speaking if they can. If 
you are one of those people who avoid public speaking, you are missing out. 
Over the years, public speaking has played a major role in education, government, and 
business. Words have the power to inform, persuade, educate, and even entertain. And the 
spoken word can be even more powerful than the written word in the hands of the right 
speaker. 
 
How to Become Better at Public Speaking 
The truth is that public speaking is a skill. It can be learned. While some people may have 
more natural speaking ability than others, or a more pleasing voice, or are more charismatic—
anyone who can speak can learn to be a better public speaker than they are right now. It just 
takes some know-how and some effort. 
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10 TIPS FOR PUBLIC SPEAKING: 
 
1. Nervousness Is Normal. Practice and Prepare! 

The best way to overcome anxiety is to prepare, prepare, and prepare some more. Take the 
time to go over your notes several times. Once you have become comfortable with the 
material, practice—a lot. Videotape yourself, or get a friend to critique you.  
 
2. Know Your Audience. Your Speech Is About Them, Not You. 
Before you begin to craft your message, consider who the message is intended for. Learn as 
much about your listeners as you can. This will help you determine your choice of words, level 
of information, organisation pattern, and motivational statement. 
 
3. Organise Your Material in the Most Effective Manner to Attain Your Purpose. 
Create the framework for your speech. Write down the topic, general purpose, specific 
purpose, central idea, and main points. Grab the audience’s attention in the first 30 seconds. 
 
4. Watch for Feedback and Adapt to It. 
Keep the focus on the audience. Gauge their reactions, adjust your message, and stay flexible. 
Delivering a canned speech will guarantee that you lose the attention of or confuse even the 
most devoted listeners. 
 
5. Let Your Personality Come Through. 
Be yourself, do not become a talking head—in any type of communication. You will establish 
better credibility if your personality shines through, and your audience will trust what you have 
to say if they can see you as a real person. 
 
6. Use Humour, Tell Stories, and Use Effective Language. 
Inject a funny anecdote in your presentation, and you will certainly grab your audience’s 
attention. Audiences generally like a personal touch in a speech. A story can provide that. 
 
7. Do not Read Unless You Have to. Work from an Outline. 
Reading from a script or slide fractures the interpersonal connection. By maintaining eye 
contact with the audience, you keep the focus on yourself and your message. A brief outline 
can serve to jog your memory and keep you on task. 
 
8. Use Your Voice and Hands Effectively. Omit Nervous Gestures. 
Nonverbal communication carries most of the message. Good delivery does not call attention to 
itself, but instead conveys the speaker’s ideas clearly and without distraction. 
 
9. Grab Attention at the Beginning, and Close with a Dynamic End. 
Do you enjoy hearing a speech start with “Today I’m going to talk to you about X”? Most 
people do not.  Instead, use a startling statistic, an interesting anecdote, or concise quotation. 
Conclude your speech with a summary and a strong statement. 
 
10. Use Audio-visual Aids Wisely. 
Too many can break the direct connection to the audience, so use them sparingly. They should 
enhance or clarify your content, or capture and maintain your audience’s attention 
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PART FIVE:  MEDIA ENGAGEMENT    
 
Activity: Giving interviews  
Role-play and record an interview between a journalist and a politician on their 
campaign or any other pertinent issue. If possible record this on video or tape. 
Play these back and ask participants to comment. 

 
Tips: The most common pitfall is long sentences and fuzzy answers. This is especially 
a problem for television, where time is at a premium. Repeat the process after the 
comments from the floor, and see if the playback and critique helps to improve the 
quality of the interview. 

 
 
Panel: The Media Perspective 

 
Activity:  Panel of editors/ journalists 
Tips for politicians on getting media coverage 
 
 

The Role of The Media 
As one of the most powerful tools for politicians and for social awareness, the media is a critical 
factor in the efficacy of women in politics. All politicians have a love-hate relationship with the 
media. For women in politics, this relationship is that much more troubled. 
 
An IPU study found that only a bare majority of women (53 percent) said they had good 
relations with the media; ten percent had bad relationships and 22 percent expressed 
ambivalence.20 The following are some observations from a roundtable convened by the Inter 
Parliamentary Union on the image of women politicians in the media chaired by Birgitta Dahl, 
the Speaker in Sweden: 
 The media carries less coverage of women than of male politicians. 
 The media are less open to the achievements of women politicians than to those of their 

male counterparts. 
 Stories that purport to “sell” often perpetuate gender stereotypes. As much as women 

politicians need to learn to put their message across better, media need to understand that 
the integration of women into politics strengthens democracy.  

 
Strategies for Using the Media Effectively  

 
Activity:  Building relationships 
Draw out some of the ways in which politicians can seek to build relationships 
with the media. Who would you target? Are there media women’s associations 
in your country? In what way are you working with them?   
 

Tips:  Media practitioners are human beings! Communicating with journalists makes 
a difference. The first step in establishing and maintaining good relationships with 
media professionals is to identify the proper person to make contact with, 

                                                           
20 Inter Parliamentary Union (2003) “Politics, Women’s Insight.” IPU: page 166. 
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depending on what you which to accomplish. In many SADC countries there are media 
women’s associations, such as the Tanzania Media Women’s Association, Zambia Media 
Women’s Association, in Lesotho there is the Gender and Media Southern Africa (GEMSA) 
Network. These are likely to give you a sympathetic ear and are a good entry point.  
 
For effectively building and maintaining professional relations with media personnel: 

 Professionalism – be factual not rhetoric 
 Respect – do not attack a journalist 
 Honesty 
 Commitment 
 Confidence 
 
Tips on pitching a story to the media 

 Be creative, but keep your list of ideas short 
 Know your organisation’s priorities – what part of an event or issue do you want in the 

public eye? 
 Use statistics wisely – data can be powerful ammunition to back up your arguments, but 

keep it simple and too the point 
 Reporters and editors are always short on time – if you don’t grab them in the first few 

moments of your pitch, you won’t secure their interest.  
 
How to get Journalists to attend your event 
 Identify what journalists to invite 
 Make an innovative invitation 
 Argue why your event is newsworthy 
 Send out a short innovative press release 

 Follow up invitation and press release with calls  
 
Different types of writing 

 Opinion and Commentaries 
 Letters to editors 
 
 
OPINION AND COMMENTARY 

TIPS for Writing Opinions and Commentaries 
What editors look for? 
 The argument or point of view should be right up front in the piece. 
 The argument must be strong [passion]. 

 A strong news peg (i.e. a piece which is based on an event, issue or trend that is topical in 
the society, as well as forward looking; also can be a new perspective or new/fresh insight 
into an event or issue  

 The argument should be informed – research, data, anecdotes( human interest), national 
laws, regional and international conventions and declarations (accountability) 
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Structure (writing the piece): 
What to avoid: 
 Do not think that just because you write a piece, you are entitled to space. You must 

convince an editor why it is important to publish your piece. The piece must be compelling 
and informative. 

 Do not write a piece that is too specialized which can be understood only by a small 
audience. 

 Avoid inaccuracies in facts and data. 
 Avoid one-side and unfair arguments. Be balance. 
 Avoid a didactic/preachy/prescriptive tone in your piece. 
 
How to pitch your piece: 
 Call an opinion page editor, rather than sending unsolicited articles. Better tactic is to go 

and see the editor and be persistent. 
 Have a 2-3 page brief with you when you pitch which outlines the article. 
 Know the newspaper you want to publish your article in (know its values, editorial policy, 

its readers, etc); research the newspaper before you approach it. 
 Be brave when pitching your opinion. 
 Know the area you are writing about; show that you know the issues well. 
 For dailies: allow three weeks lead time to pitch your piece. For weeklies: allow six weeks 

lead time.  
 
Key Pointers:  
 BREVITY; CLARITY; KEEP THE ARGUMENT CENTRAL  
 
LETTERS TO THE EDITOR 

Activity:  Letter to the Editor 
Bring the local newspaper and use the letters printed there as examples of 
ways of writing to the editor. These letters and specifically their topics can 
also be used as ideas for letters to write as responses. Or you can pick an 
article over a controversial or relevant issue as a starting point.  
 

Tips: The letter to the editor can be seen as the public’s opportunity to write in their 
own words on an issue of concern to them. Such a letter could: 
 

 Stress a particular point of view. 
 Draw the public’s attention to certain facts or occurrences. 
 Comment on general issues frequently covered in the media. 
 Air a grievance against the newspaper, an organisation, an individual, an institution or a 

story that has made headlines in the news. NB! Make your letter timely. If you are not 
addressing a specific article, editorial or letter that recently appeared in the paper you 
are writing to, then try to tie the issue you are writing about to a recent event.  

 
It is important to: 

 Support your facts. If the topic you address is controversial, consider sending 
documentation along with your letter.  

 Find others to write when possible. This will show that other individuals in the 
community are also concerned about the issue. 
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EXAMPLE OF AN OPINION PIECE 
Abortion: SA must speak up 
By Colleen Lowe Morna and Manteboheleng Mabetha 
 
Maseru 28 September: “I woke up this morning and a nurse told me that I have been I a 
comma since I came in,” says Ntsoaki* from her bed in Lesotho’s only referral hospital.  “I 
don’t know where I will go when I leave the hospital. I do not have money to pay and I do not 
have any clothes with me. I was not trying to abort the baby, I was trying to commit suicide 
using rat poison because my boyfriend did not want the baby and my mother said she could 
not support us. Unfortunately for me I survived and only my baby died.” 
 
Last week Lesotho Minister of Health Nkaku Kabi announced that the hospital is bursting at the 
seams with 15 young women admitted each week following abortion complications. According 
to the World Health Organisation (WHO), 35 out of 1000 pregnancies in Southern Africa end in 
abortions; one of the highest rates in the world. Almost all of these are backstreet. Abortion is 
the third highest cause of already high rates of maternal mortality.  Yet, according to WHO, 
safe abortion is one of the simplest and most effective procedures to administer. 
 
Today is International Safe Abortion Day: a day first proclaimed by NGOs in Latin America and 
the Caribbean in 1990, but sadly not recognised by the majority of governments. In South 
Africa, a broad coalition will be marching to demand access to safe abortion with only 7% of 
the country’s health facilities providing abortions and many health workers refusing to perform 
the procedure. But South Africa and Mozambique are the only Southern African Development 
Community (SADC) countries in which abortion is available on demand. Madagascar outlaws 
abortion under all circumstances. 
 
In the other 13 SADC countries, abortion is only legal in limited circumstances including rape, 
incest, or danger to the life of the mother or child. In Namibia, which generally has a strong 
human rights record, the pre-independence Abortion and Sterilization Act 2 of 1975 (still in 
place) gives as one of the few grounds for abortion “if a woman has been deemed to be an 
idiot or an imbecile, which makes sex with her illegal.” Zimbabwe has a policy on post abortion 
care even though abortion is illegal: a de facto recognition of the reality on the ground. 
 
Explaining why she sought an abortion despite it being illegal in Lesotho, Matumelo*, 23, says: 
“I already know that the police are going to arrest me as soon as I leave the hospital. The 
reason I underwent a backstreet abortion using pills I got from a Facebook acquaintance is 
because when I told my boyfriend of six years that I was pregnant, he told me he does not 
want the baby as my pregnancy will negatively affect his family. I never knew that he had a 
wife and children. As such I could not raise a child alone as I am not working.” 
 
Itumeleng*, a 15 year old rape victim, should have been able to have a safe abortion in 
Lesotho based on her circumstances, but the system failed her. “My case was referred to the 
children’s court where the magistrate ordered some tests to be done on me,” she recalls. “All 
the other tests came back negative except for the pregnancy test that indicated that I was six 
weeks pregnant. The magistrate gave an order for a termination of such pregnancy. At the 
hospital where I was supposed to be assisted with the abortion as dictated by the Penal Code, 
I was thrown from pillar to post. At one time I was told the order should not be hand written 
but typed. When I came back with a typed order I was told the stamp was too vague. When 
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that was corrected, I was told the signature did not seem legitimate. This continued until I was 
six months pregnant and was no longer eligible for abortion. Today I have to raise a child I did 
not choose to have. I am raising a child when I am also a child myself. If abortion were legal in 
Lesotho, I would not have suffered like this.” 
 
Rather than fix the system and change the laws, Lesotho officials are known to surreptitiously 
advise women to go across the border for safe abortions in South Africa. Few women can 
afford that; South Africa is not coping; and exporting the problem sidesteps the central issue of 
the right of women to make choices about their bodies and lives, not only when they are 
violated, but always. Lesotho, a deeply Catholic country, could learn from the recent 
referendum on abortion in that most Catholic of countries – Ireland – that resoundingly put 
rights above religion or morality. South Africa needs to learn that choice without the services to 
make the choices is a violation of the Constitution. And rather than become a place of refuge 
for women seeking abortion from the region, South Africa has a duty to speak up and speak 
out for women’s rights, at home and in the region. 
 
(Colleen Lowe Morna is CEO of Gender Links (GL) and Mabetha Manteboheleng GL Lesotho 
country manager. Pseudonyms have been used for survivors of abortion to protect their 
identity. For more information and to sign the safe abortion petition go to 
http://genderlinks.org.za/what-we-do/sadc-gender-protocol/advocacy/safe-abortion-
campaign/).  This article first appeared in the Mail and Guardian  
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