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It’s 1:30am and my cellular phone rings.
It’s a colleague from Nigeria asking me
to please pick up his co-worker at the
airport. I am relieved; at least I know now
that she has arrived safely.

But its 1:30am and I only got to bed at
11pm; I had been waiting at the airport
for her to arrive since 5pm only to be told
at 10pm that the flight was delayed. They
didn’t know for how long. So I went home,
planning to be at the airport by 6am.

So the call is a surprise. Rather than have
her wait the hour it would take me to get
to the airport, I suggest that she take a
taxi to the hotel. She agrees and we make

arrangements for me to pick her up at
9am to take her to a meeting at Gender
Links.

While events like this are far between,
my work as the Gender Links driver means
that I have come to appreciate schedules
– flight schedules, pick up schedules, and
drop off schedules. If it were not for the
all important schedules, I think that I’d be
getting many more midnight calls from
colleagues stranded at the airport.

But even with the best schedules,
unexpected events – like a flight that is
delayed – do happen. And then, one has
to “make another plan.”

While a great deal of my time is spent at
Johannesburg International Airport – be
it picking people up or dropping them
off, being the driver at Gender Links means
that I find myself giving visitors’ to the
office directions and tips about how to
get around Joburg. In fact, I do this for
my colleagues at the office as well –
almost all of whom make sure to keep a
street map in their cars!

Deliveries and errands in and around
Johannesburg and Pretoria, trips to
Lesotho, Swaziland and Botswana – all
carried out in the reliable Gender Links
car, make my position as driver for Gender
Links, interesting and enjoyable.

Edward Zwane
GL Driver
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         few months before we moved from our old offices in Bruma
Lake on the east side of Johannesburg, our neighbours, who
specialise in helping women to shed unwanted cellulite, paid us
a visit. They had noticed the Gender Links logo: the male and
female symbol “linked.”

Concluding that we must be a dating agency, they arrived with
a business proposition: they could help women look beautiful,
and we could help them find men! It’s not a partnership that
Gender Links entered into. But it does show that we are an NGO
open to joint ventures of all kinds!

Leveraging our limited resources

We are continually asked by those who visit us and find to their
surprise that we are a tiny office of five professional and three
administrative staff how we manage to host so many events and
produce so many publications and be so “linked” to everything
going on in the gender world at local, regional and global level.

As the summary table of workshops held at the end of the report
shows, during the period under review (March 2004 to February
2005) GL held 35 workshops that brought together 1656
participants (60 percent women and 40 percent men). Add to
that (see Programme of Action assessment table at the end of the
report) a summit, eleven book launches, fact sheets for three
campaigns, four magazines, twelve E- newsletters, a data base
of 2000 contacts, four books, 72 opinion and commentary pieces,
the groundbreaking Gender and Media Audience study and you
have enough to keep a few dozen people busy for a few dozen
months!

There is no denying that GL’s skeletal staff works exceptionally
hard, to exacting professional standards that are underpinned by
a remuneration-linked performance management system. But
staff figures do not tell the full story. As the breakdown in expenses
for the year towards the end of the report shows, 12.3 percent
of the budget in 2003/2004 went towards outsourcing work to
partners and consultants. As a small organisation that does not
have offices outside Johannesburg, our strategy has been to build
relationships with associates whom we contract to assist with

our work. This gives us leverage way
beyond what our staff figures reflect,
while helping to keep our overheads
(9.5 percent of the overall budget)
reasonably low.

In-kind contributions by partners add
to the multiplier effect. For example,
GL’s expenditure for the summit does
not reflect the money paid by MISA for all its directors and
information officers to participate, nor the dozens of people who,
attracted by an exciting idea, paid their own way to come. The
modest seed funds raised by GL for the Sixteen Days of Activism
campaign is but a tiny portion of what each organisation
contributed, in cash and in kind, to make this campaign a regional
success, and so on.

Another way in which we have sought to leverage our work has
been through investing heavily in Information Technology, a key
tool for any small organisation that wishes to work across borders,
as well as one that greatly improves our internal efficiency. During
this period GL upgraded its IT systems; switched to Internet
banking; compiled a data base of some 2000 contacts whom we
work with regularly; moved from a printed magazine to a monthly
E newsletter (now taken over by GEMSA) and “invented” the
cyber dialogues that enable us to have real time chats with
partners across the region and across the globe.

Given the high cost of regional travel, we have become adept
not just at shopping for lower fares but planning carefully so that
events can be dovetailed, and meetings piggy backed onto others.
For example, the Summit dovetailed with Highway Africa, so that
many of the 184 who participated could proceed to Grahamstown.

Despite having no budget for meetings, the GEMSA executive
committee that I chair has been able to meet three times and
the larger committee twice by piggy backing such meetings
onto other gender and media-related events. Now that GEMSA
is registered and gaining in institutional credibility the organis-
ation is able to raise its own funds and develop greater
autonomy.
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• Gender and governance: While GL’s original focus and main
niche is gender and the media, we have come to situate this
in the broader context of governance for a number of reasons.
The media is one of several pillars of democracy which in
turn is at the heart of good governance. In preparation for the
ten elections taking place in Southern Africa between 2004
and 2005, and in light of the 2005 SADC deadline for women
in decision-making, GL conducted a groundbreaking study
on the qualitative impact of women in decision-making
(Ringing up the Changes: Gender in Southern African Politics).
This paved the way for an invigorating set of training workshops
on gender and elections for the media; and another set of
workshops on media and communication for women decision-
makers, including local government. The latter is set to become
a key focus area for GL in line with the slogan “making every
voice count”, and in recognition that local government is an
area in which voices, and especially women’s voices, are not
adequately listened to.

• Research and policy: Building on the Gender and Media
Baseline Study embarked on by GL and MISA in 2003,
GL this year paired up with universities to conduct research
on the gendered responses of audiences to news. The finding
that audiences would like to see women portrayed in more
diverse roles and find sexual images of women in the
news degrading is a wake up call both for the editorial and
marketing divisions of the media. It also sends home a powerful
message that up to now consumers, despite their huge
potential leverage, have not been a voice that has counted.
This opens the door to a new area of work involving consumers,
media literacy, and media regulatory authorities. In the
meanwhile, the strategic partnership with the Southern African
Editors Forum (SAEF) and other partners for a Media Action
Plan on HIV/AIDS and Gender,  in which GL chairs the
policy sub committee, has paved the way for pilot projects
on gender policies in newsrooms to be cascaded across the
region.
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Strategic focus and linkages

As we have grown we have also taken time to sharpen our strategic focus. On the face of it, twenty projects in eight programme areas
might seem like a lot of activity. In reality, there are close linkages between all of these:

SADC
and Gender

2005

Gender  and
governence

Media Watch/
Media Literacy

An integrated POA

GEMSA

Research

E GEM

Gender justice
campaigns

Write
about rights

GEM
SUMMIT

Pilot
projects

Training
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Measuring impact

There is growing pressure from funding organisations to
demonstrate the impact of our work. More important, as a young
organisation turning five, we are feeling the need to step back
and assess our own progress to date, in order to inform our future
strategies even more clearly.

Readers of our previous report will notice that this year we include
an assessment framework of targets and outcomes. This followed
pressure from one donor to set out targets, outcomes and follow
up more clearly. We took the view that we should not do this
only for the projects funded by that donor but for all our work.
The assessment in turn informs our current action plan, based
on the points identified for follow up. We have divided indicators
in the current plan into outputs and outcomes, so s to be able
to assess immediate and longer term results.

An examination of targets versus outcomes for last year’s
programmes shows that in all but one instance that we have since
moved to rectify (the GL Opinion and Commentary Service) GL
met or exceeded its quantifiable or output targets. These include
numbers of people attending workshops, publications produced
etc.

What is more difficult to assess is what impact these activities
are having. GL has requested three of its major funding partners
to collaborate in an external evaluation of its work in 2006. In
the meanwhile, monitoring through the Media Watch projects
suggest that our work is starting to make a difference. For example:
• Monitoring in three Southern African countries (South Africa,

Mauritius and Swaziland) showed that women as news sources
had increased from the regional average of 17 percent to
about 25 percent in all instances; and in one case (the Star
in South Africa, that has had a long standing policy on
increasing women sources) the figure was as high as 40
percent.

• Monitoring of election coverage in all countries where GL
conducted workshops showed substantial increases in coverage
of gender and the elections; and in Mauritius this played a
decisive role in increasing the proportion of women elected.

• In all countries the Sixteen Day campaign has led to an
improvement both in the quantity and quality of coverage.

• Consumers in all countries have become more active in raising
alerts concerning sexist reporting and advertising. These in
some cases have led to decisive action being taken and in
other cases have sparked critical debates.
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• Training: Partnerships have also opened the door for another
important pilot project, mainstreaming gender in the
Polytechnic of Namibia media studies department, to
be replicated in training institutions across the region.
Following the presentation of this case study at the
Summit (where students on the course produced a daily
newspaper) and the production of a primer based on the
project, a GEMSA Trainers Network has pledged to take
forward gender mainstreaming in media institutions. GL also
completed the work that had been started in the previous
year on HIV/AIDS, gender and the media training in South
African provinces and across the region. This will now be
considerably strengthened by the MAP project which aims
to ensure that 80 percent of newsrooms have HIV/AIDS and
Gender policies by 2008. The project is likely to make use
of an approach discovered by GL to be highly effective during
the Gender, Elections and Media training: in-house or
newsroom training.

• Gender Justice Campaigns: Building on its past success of
developing advocacy and media skills among activists through
engaging in actual campaigns, GL worked closely with GEMSA
on the Sixteen Day as well as the SADC and Gender 2005
campaigns. Monitoring of media coverage during these
campaigns (see Media Watch) has provided important
indicators for measuring the success of the concerted gender
and media training and advocacy work that has taken place
over the last two years.

• Write about rights: While GL’s main focus has been to get
the mainstream media to do its job better, we recognise the
value of serving as a bridge to help create certain kinds of
specialised content.  Following some restructuring and
measures taken to be more systematic, the GL Opinion and
Commentary Service has grown from strength to strength. The
service, which produces at least ten provocative articles per
month on current issues, is enjoying fairly widespread usage
by mainstream media in the region and attracting new
contributors.

• Summit and Networks:  From the outset GL recognised the
importance of networks for leveraging our work and has had
this as a distinct programme area. Formalising these partnership
and networks through GEMSA presents critical challenges in
helping to develop a new organisation even as we get our
own young organisation off the ground.

• Media Watch: As will be described in greater detail below,
this programme area helps us to develop innovative new areas
of inquiry and monitoring, as well as begin to measure the
long term impact of our work.

The strategic partnership with Gender Links is one that OSISA
highly values and is very proud of because Gender Links’
objectives are not only closely intertwined with those of the
OSISA Media Programme but - even at the programme
implementation level - our relations have, over the years, been
the least problematic. This is, perhaps, because of the two
organisations’ shared values and approaches. Everything you
are involved in with “passion”. I have sometimes wondered
whether GL is not trying to chew more than it can swallow.
But as always, surprisingly, the final product is of a very high
standard.
Sam Phiri
Open Society Initiative for Southern Africa.

What our partners say

GL staff and Board at work
Photo: Colleen Lowe Morna
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Sustainability

A Hivos think tank meeting in Arusha last year challenged partner
organisations to say what we have done to help develop social
movements in our countries. Many of us found it difficult to make
such a claim for it begs so many questions: what is a social
movement, and can any one person or even organisation claim
to have sparked one? Yet I think it is fair to say that to the extent
a gender and media “movement” may be regarded a social
movement, one is on its way in Southern Africa.

The critical question is how one sustains such a movement. As
the Chair notes in her report, at the very moment that we need
long term support to sustain a vision that can disappear as fast
as it appeared and whose influence could be profound or could
be flitting, we survive on project funding that we do our best to
mould into a coherent package but that leaves little room for
sound institutional growth and development. We are heartened
by the fact that as I write GL has received its first grant from a
bilateral donor for the HIV/AIDS and Gender Policies programme.
The fact that it is multi year is itself a promising sign of faith in
the work and in our future.

As I write, GL has also taken a leap of faith into the future with
the purchase of a house (see box) that we can call our own. With
a separate wing for the Networks, we hope that it becomes the
nucleus for a regional Gender and Media Centre that will give
greater institutional and intellectual muscle to this area of work.

Sincere thanks to the Board and staff of Gender Links; our sponsors
and partners for the hard work and support. Let us see the
challenges ahead as a small price to pay for the bigger vision we
cherish of making every voice count – and counting that it does.

Colleen Lowe Morna
Executive Director

By Mwenda Yeta Mkhize

Four years after Gender Links
came into existence the
organisation has purchased a
house in Cyrildene to use for offices. The new Gender Links offices have more office space
and a seminar room that will be used for its many workshops and also to be rented out to
other organizations. GL will start operating from its new premises from the 1st of September
2005.

Finding a house with business rights had been a big challenge in that most property that we
came across had the right amount of space and fell in our price range but had no business
rights. We finally managed to get something that had the potential to be redesigned to what
we had in mind.

Gender Links extends special thanks to GPO builders for their expertise in making the alterations
for the new premises.

For more information on hiring the seminar room at Gender Links, please contact Mwenda
Yeta Mkhize on 011 622 2877 or email on admin@genderlinks.org.za

Karibu to the GL house
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Strengths
• Productive; delivery-outputs and outcomes driven.
• Regional focus and leverage.
• Networks; contacts and database.
• Strong, hard working team.
• Professionalism of staff.
• Efficiency.
• Credibility.
• Good reputation.
• Strong financial management and accounting.

Weaknesses
• Capacity.
• Less male staff in the office.
• Communication amongst staff.
• Sometimes there are blurring lines of work.
• Stress.

Threats
• Gender not chic or in.
• Funding.

Opportunities
• New technologies/new media.
• Networks.
• Powerful board.
• Greater receptiveness to gender issues in newsrooms.

GL SWOT ANALYSIS

March 2005
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