
The report also found that both women and men would find the
news more interesting if men and women, but especially women,
were portrayed in more diverse roles. In the case of women this
included in public life, business, sports etc. In the case of men
this included as parents, care givers etc.

Outputs

• GL met its target of conducting the research in six countries
and producing 1000 copies of the report, as well as 1000
summary pamphlets for each country.

Outcomes

• GMAS provides yet another powerful advocacy tool, not
just with editors but also media marketing departments.
At the time of writing GL had launched the research
on World Press Freedom Day at the SABC offices in
Johannesburg; presented it at a forum of Southern African
media owners; distributed the research at the Annual General
Meeting of the Southern African Editors Forum and embarked
on launches in all the countries where the research took
place.

Next steps

• Conduct the research in another other six countries.
• Consolidate the findings.
• Have one overall regional launch and several more country

launches.
• Use the research in newsroom training and in developing

gender policies for the media.
• Use the research in developing a media literacy tool kit

and in prompting greater consumer activism on gender and
the media.

• Develop simplified forms of the research tool for media
houses to be able to use for in-house audience surveys.

Launching the audience research in Namibia
Photo: Colleen Lowe Morna

              has expanded its research and policy work over the last
year with the launching of the Gender and Media Audience
Study, and by collaborating with the Southern African Editors
Forum on the Media Action Plan for HIV/AIDS and Gender which
provides the opportunity for its policy pilot projects to be replicated
across the region.

In 2003, GL and the Media Institute of Southern Africa conducted
a Gender and Media Baseline Study (GMBS) that showed that
women comprise 17 percent of news source and are portrayed
in a narrow range of roles, most often as sex objects or victims
of violence.

As a follow up to the GMBS GL, universities and media-related
organisations in six countries, supported by the Friedrich Ebert
Foundation (FES) and the Open Society Initiative of Southern
Africa (OSISA) embarked in 2004 on critical research on the
gendered responses of audiences to news.

By way of background, one of the issues repeatedly raised during
the National Action Plans that followed the GMBS is the
commercial imperatives of sexist news coverage. What became
apparent, however, is that nowhere did this appear to be based
on any kind of scientific evidence, nor is such evidence
disaggregated by gender. Women listeners and viewers are
basically been treated as though they do not exist.

In other countries (e.g. Australia) audience research has been
critical in persuading editors to be more progressive in their
gender coverage. There is virtually no gender and audience
related research in Southern Africa. Before GMAS, most of
the research has focused on the media as producers of
content rather than on the public as the consumers of this
content.

In the meanwhile, several universities expressed an interest in
engaging with GL on research projects.  Specialists at Rhodes
University helped to design the research. GL partnered with the
Universities of Rhodes, Witwatersrand, Stellenbosch, Botswana
and Swaziland; the Polytechnic of Namibia; ZAMCOM and
Media Watch Mauritius in conducting the research.

Among the critical findings, as illustrated in the graph below, are
that a high proportion of women and men find sexual images of
women and men in the news uncomfortable and degrading to
women.
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Research and policy
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By Loga Virahsawmy
President Media Watch Organisation and Board Member, GL

A wide range of audiences both female and male from academics, gender activists, business people,
United Nations Representatives, and diplomats had their say at the launch of the Gender and Media
Audience Study in Mauritius in June 2005.

“Women do not have time to watch television,” said gender activists during a heated discussion that
took place in the lecture theatre of the University of Mauritius soon after the presentation of GMAS
by Kubi Rama, Deputy Director of Gender Links.

During the panel discussion Professor Palma Veerapen, Dean of Faculty of Social Studies and
Humanities of the University of Mauritius, who also officially opened the workshop said: “I am
impressed by this research but I find it odd that Mauritians preferred the radio to television.”

Ravin Bachoo, Deputy Director General of the Mauritius Broadcasting Corporation (MBC) added: “I am a gender
activist and I know the concept of gender is about changing mindsets but I always thought that the 7.30 p.m.
news bulletin was like the a big every day Sunday mass. I too find it odd that radio is more popular than television.”

 “7.30 p.m. is the time that we have to look after dinner and do the washing up. We do not have the time for a
fag and a glass of whisky with our feet up to watch television. Our best source of information is therefore the
radio as while listening we can carry on with our chores,” one gender activist retorted.

Marie-Michèle Etienne, Director of Programmes of Radio One agreed: “I am not surprised as the magic word for
news and information is accessibility. What is a better accessible source than the radio?”

According to her women are at ease when they listen as well as talk on the radio. More and more women are
now coming forward to tell their stories and their experiences on the radio. “All media people, radio technicians
as well as the listeners will agree with me.” She shared with the audience the warmth, kindness and respect that
her staff showed towards sex workers who were on a panel for a radio programme. “Mentalities are changing in
the right direction and we need this kind of research to train media practitioners.”

Rookaya Kasenally, Lecturer in Communication Studies, emphasised the importance of getting audiences to talk.
“It is of utmost importance that we know what our audiences want. We must be creative and try to find ways and
means in helping audiences to express themselves. Unfortunately Mauritius is very much a conservative society
with lots of hypocrisy and people are afraid to be honest and frank.”

Participants noted that since the advent of MWO and GL there has been a change in the style of reporting by both
print and electronic media. A variety of voices are now heard and both men and women have their say.

Bachoo recounted an incident in which a journalist “came back after a women’s event to say that he could not
get any story as it was only a women’s gathering. You cannot imagine the shock I got when the next day this was
headline in all the print media!”

Arianne de l’Estrac, Editor of the daily
l’express and Editor in Chief of the
weekly  l’express-dimanche, added:
“the media must always know what
the audience want and questions
itself.”

Audiences have their say

Debating gender and the media in Mauritius
Photo: Colleen Lowe Morna



You might not know the impact your work and the work of
Gender Links is having in the region, but the e mails you send
me on regular basis have helped me and the entire country,
Malawi to appreciate the importance of gender equity.   As you
know that I  work for Capital  Radio, a stat ion
which commands much credibility in Malawi, and through the
station people in the country are able to appreciate your
work. Keep it up!
Vincent Phiri, Capital Radio Malawi 

I have interacted with the Gender Links during gender- related
seminars, workshops and conferences. I have seen that you
are doing a great job particularly in publications and by keeping
us always informed on the latest developments on gender issues
in the region.  I urge you to increase research activities in the
region. Most of the research is conducted in towns while the
situation of poor women deep in rural areas is untouched.
Andrew Niikondo, Polytechnic of Namibia

You guys are doing so well especially with your constructive
criticism of the media backed with statistics. These days most
newsrooms ask themselves.... How is our gender balance in
our stories and in our newspaper?
Beata Kasale, The Voice Newspaper

What our partners say
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During the year under review GL, with the support of FES
continued work with the Times of Zambia and the Mauritius
Broadcasting Corporation (MBC) on completing the policies they
had begun on a pilot basis with GL assistance. The MBC policy
reached an advanced stage, but faced resistance at senior
management level. Recent management changes have opened
the door for a fresh dialogue on getting the policy adopted by
the Board.

Meanwhile after some teething problems, the management of
the Times of Zambia gave its full support to the process. This led
to the adoption of both a gender and an HIV/AIDS policy.

Outcomes

These pilot projects formed the centre piece of the working group
on newsroom polices at the GEM Summit in September 2004,
with several other media houses expressing an interest in
undertaking a similar process.

The Times of Zambia case study further came under the spotlight
following the Southern African Editors Forum Annual General
Meeting in Mangochi, Malawi in November 2004 that resolved
to adopt a wide ranging programme on gender, HIV/AIDS and
the media.

At the Media Partners Consultation convened by GL and GEMSA
in February 2005 with support from NIZA, this crystalised into
the Media Action Plan on HIV/AIDS and Gender. (see box). GL
and GEMSA chair the policy sub-sector of this group and have
conducted an assessment of the extent to which HIV/AIDS and
gender policies exists in the region (see page 16).

Next steps

• Develop a handbook and training guide on Gender,
HIV/AIDS and the Media.

• Work with the monitoring and research sub-sector on a
baseline study on coverage of HIV/AIDS and gender.

• Conduct workshops in each country in the region.
• Provide backstopping and support to newsrooms to develop

HIV/AIDS and gender policies.

Charles Chisala, Gender and HIV/AIDS co-ordinator, Times of Zambia
Photo: Colleen Lowe Morna The Media Action Plan (MAP) on HIV/AIDS and Gender

The MAP on HIV/AIDS and Gender
is a collaborative effort by the Southern
African Editors Forum (SAEF) and
NGO partners to improve coverage
of HIV/AIDS and gender, as well as
mitigate the effects of the pandemic
on the media industry.

Improving the quality of media reporting on the epidemic and
the gender inequality that fuels it, as well as mitigating the
impact of HIV and AIDS on the media industry in Southern
Africa, MAP aims to:
• Ensure better regional coordination and participation of

media managers in activities targeting the media on HIV and
AIDS in Southern Africa.

• Ensure that 80% of media institutions have workplace based
policies and programmes on HIV/AIDS and Gender, by the
end 2008.

• Establish standards for media reporting and increase the
understanding of editors on issues relating to HIV & AIDS
and Gender.

• Improve media reporting through integrating HIV & AIDS
and gender into media training at tertiary institutions, in-
service training institutions and in the workplace.

• Develop and disseminate information and resource materials
on HIV & AIDS and Gender for the media.

• Establish baseline data and conduct monitoring and research
to assess the impact of MAP on HIV & AIDS and gender
coverage.

Research and policy

Policy pilot projects
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By Agnes Muriungi

The assessment conducted by Gender Links to find out the number of media houses in the SADC
member countries that have policies on HIV/AIDS and gender covered 366 media houses in twelve
SADC countries (91 percent of the total media houses in the region) and revealed that only 37 media
houses have policies on HIV/AIDS and gender.

Of the 37 media houses with such policies, South Africa (18) and Zambia (12) had the highest
number, although this is still relatively small compared to the media density in each country and
especially in South Africa.

A number of media houses who said they had policies indicated that these are not in written form and only a
few shared copies of their policies, citing confidentiality as the main reason for not doing so. Those that had not
developed policies either cited resource constraints for not doing so or expressed negative sentiments regarding
the value of having a gender or HIV/AIDS policy.

Those that claimed to have an HIV/AIDS policy said they did not require a gender policy because they had many
women employees in their organizations. In addition, some argued, women are the ones most infected and
affected by the pandemic and since they have an HIV/AIDS policy, women’s issues were being addressed.

The research found that almost all the existing policies focus on work place issues, such as hiring practices,
avoiding stigma and discrimination, but did not touch on how these link to editorial policies, including how
HIV/AIDS and gender considerations should be integrated into codes of ethics and editorial style books.

As a respondent from Johnic Communications in South Africa put it: “The HIV/AIDS policy] does not cover
editorial issues. Sensitivity and other issues on reporting HIV/AIDS should be left to journalists and editors. Editors
should train their journalists on how to write sensitive stories.

“When talking about AIDS stories, we also have to think about the commercial aspects of newspapers. We are
a commercial company and we need to make profits. We therefore cannot write stories on AIDS all the time
because they do not sell. However, we do deal with these issues and I do not see the need of including them in
the policy. We are a big organisation and we deal with lots of employees in various departments. We do educate
them.

“But how can a policy that says we write more stories on AIDS change the fact that people are dying daily? How
can it lead to change of behaviour that puts individual’s at risk of infection?”

Although most of the media houses with policies did not have clear guidelines on how to implement them, the
main difficulty seems to lie on monitoring and evaluation. Although some media houses had a statement on
monitoring and evaluating the policies, it did not give any clear procedures and strategies for monitoring and
evaluating various programmes designed to combat the effects of HIV/AIDS in the organization. The most cited
constraint in this regard was lack of expertise on how to develop internal monitoring and evaluating strategies.

The report says that the findings give
“added urgency and impetus” to the MAP,
a multi-sector initiative led by the Southern
African Editor’s Forum (SAEF) in partnership
with several regional NGOs that work to
promote diversity and professionalism in
the media.

Findings from audit of HIV/AIDS

and gender policies

Planning for the Sixteen Days of Activism
Campaign in Namibia
Photo: Colleen Lowe Morna




