
Greater consumer activism in the region was also apparent in
the case studies of individuals and networks who have taken up
cases of what they regard as offensive advertising. The willingness
of regulatory authorities to engage in these debates, as witnessed
at the summit, is an important strategic breakthrough.

Most important, perhaps, is the understanding that is beginning
to emerge, after some of the heated debates between media
managers and gender activists, about what is really meant by
gender aware reporting. The first ever Gender and Media Awards
showed that good media practice means getting the full picture,
and telling stories which reflect women in their diversity.

Outputs

• The Summit yielded a book of 44 case study of good practice
in promoting gender equality in and through the media.

Outcomes

• The Summit gave birth to the Gender and Media Southern
Africa (GEMSA) Network.

• The summit also bequeathed GEMSA the broad outline of
an action plan that has since been sharpened and prioritised.

Next steps

• Provide a Secretariat for and strengthen the institutional
base of GEMSA.

• Fund raise for the next Summit in 2006. This will now
become the once every two years General Meeting of
GEMSA.
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        et 184 gender and media practitioners and activists in one
room, add in instructive, stimulating and sometimes controversial
presentations and discussions, and the results will make history.
This is what happened at the Southern African Gender and Media
Summit which took place from September 12-14, 2004.

The three parallel sessions, featuring over ninety presenters and
facilitators, provided a platform for detailed case studies to be
presented on how to go from the rhetoric on gender equality
(what editor today would disagree with that?) to the reality of
making it happen in newsrooms, and through editorial content.

Major breakthroughs shared at the summit include the Times of
Zambia, Mauritius Broadcasting Corporation, Kaya FM (South
Africa) and Capital Radio (Malawi) gender policies and the three
year pilot project by the Polytechnic of Namibia to mainstream
gender into entry level media education.

These contributions not only point to the systematic and solid
work that is taking place to redress the gender gaps identified in
the Gender and Media Baseline Study two years ago. They also
show tangible results. For example, the Mirror on the Media
project shows an improvement in the gender balance of sources
in the three countries where this monitoring took place in July
(Swaziland, South Africa and Mauritius).

Monitoring of election coverage in the two Southern African
countries that held elections in 2004 (South Africa and Malawi)
showed a dramatic improvement in the represented and portrayal
of women: as voters, candidates and citizens. The third Global
Media Monitoring Project (GMMP) taking place to coincide with
the tenth anniversary of the Fourth World Conference on Women
in Bejing will provide an opportunity for countries in the region
to benchmark progress against the GMBS, as well as globally.

Meanwhile, the preliminary
findings of the audience research
conducted in six Southern
African countries offers fascinating
insight into how consumers
perceive gender imbalances in the
news, and what they would like
to know more about. “Get to them
when they’re still young and
impressionable” - the strategy
used by marketers and advertising
t o  e n c o u r a g e  m a t e r i a l
consumption ironically is also an
important part of gender media
activism.

Going into the classrooms with
journalism students, coupled with
addressing content within
curricula have become part of the
course as the need to conscientise
future journalists through training
is increasingly recognised as an
essential component of media
transformation.
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