
Chapter eleven: Swaziland

Gender and media activists in Swaziland engage with the news.
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Table 11.1: Summary of key data from the findings of the GMAS in Swaziland

KEY DATA SWAZILAND CONSOLIDATED
% women % men % women % men

Most important source of news

Radio 53 63 51 51
Television 31 17 37 31
Newspapers 16 19 11 16
Internet 0 1 1 2

Who selects the news medium?

Self 53 60 49 51
Spouse/partner 9 9 14 12
Other family member 33 23 28 23
Fellow worker 2 2 2 2
Employer 2 2 2 1
Friend or neighbour 1 1 4 4
Proprietor of a public space 0 2 0 2

News preferences (genres)

Short news reports 74 63 55 53
In depth features 7 24 28 32
News that asks for feedback (e.g. Letters to the editor) 14 7 12 10
Opinion and Commentary 5 7 5 2

How are women and men represented and portrayed
News reflects the interests of both men and women equally.

Agree 33 34 40 43
Unsure 25 17 17 16
Disagree 42 48 42 41

How often are women used as sources in news stories?

Very often 26 18 18 21
Often 40 50 36 37
Seldom 33 31 42 39
Never 1 1 3 3

The news sometimes shows very sexual images of women. When you see something like this in the news
how do you respond?

I find these stories and images entertaining and/or interesting 4 17 4 12
I really don’t notice them 10 7 8 10
I feel uncomfortable when I see them 36 49 42 36
I feel they are insulting to women 44 23 42 34
They encourage me to buy the newspaper or watch the news 6 4 3 8

Audience preferences
If the ideas and views of women were reported more often, you would find the news...

More interesting 76 41 68 47
No different 12 26 22 36
Less interesting 12 32 10 18

I would find the news more interesting if there were stories about women doing a wider range of things.

Agree 79 51 78 59
Unsure 8 23 10 19
Disagree 13 26 12 22
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EXECUTIVE SUMMARY
This section of the report presents the findings of the
Swaziland Gender and Media Audience Study (GMAS)
conducted by Gender Links (GL) in partnership with the
University of Swaziland. It is the first comprehensive
study of audience news consumption patterns and
preferences in Swaziland generally, as well as the gender
dimensions of these.

The findings are based on the responses of 88 women
and 91 men, a total sample of 179 from Mbabane,
Manzini and Pigg’s Peak. The theoretical framework for
the research is and the methodology are described in
Chapter one, the overview to this report.

Key findings

Table 11.1 provides a summary of the key data from
Swaziland and the consolidated (all thirteen countries
 together) findings of the GMAS. Key findings include:

Radio is by far the most important source of news: An
even higher proportion of women and men in Swaziland
cited radio as their main source of news than in the
overall study (53% women and 63% of men, compared
to 51% women and 51% men in the consolidated report.)
This is to be expected in a largely rural country in which
culture and tradition play a strong role and levels of
literacy are relatively low.

But television is catching up for women: As in the case
of Botswana, however, television is fast catching up for
women in Swaziland, 17% of whom cited this as their
second most important source of news, compared to
17% in the case of men (considerably lower than the
consolidated figure of 31% television reliance by men
in the overall report). This might be accounted for by the
highly mobile nature of men in Swaziland, which has a
long history of migrant labour to South Africa.

The gender gap in newspaper readers is not as strong
as elsewhere: The second most important source of news
for men in Swaziland (19%) is newspapers. However,
with 16% women citing newspapers are their main source
of news, the gender gap with regard to newspaper readers
is not as wide as might be expected given the country
context.

But no women and very few men access the Internet:
As in the case of Namibia no women and only a tiny
proportion of men (1%) chose the Internet as their main
source of news. Swaziland recently adopted an ICT policy.
This is clearly an area that requires more emphasis in the
future, and in which an eye will need to be kept on equal
access for women.

There is a strong correlation between levels of education
and the main source of news: As in most countries in
the study, women and men with primary level education
constitute the highest proportion of those who chose

radio as their main source of news. Women with secondary
and tertiary level education and men with tertiary level
education constitute the highest proportion of those who
choose television as their main source of news.
Respondents with tertiary level education constitute the
highest proportion of those who chose newspapers as
their main source of news.

Women and men, but especially women, prefer the
short news reports to any other news genre: Most of the
women (74%) and men (63%) interviewed prefer short
news reports to any other news genre. These figures are
substantially higher than the consolidated findings. A
particularly low proportion of Swazi women (7%) preferred
in-depth features (compared to 24% men in Swaziland,
and 29% women in the overall findings.) This probably
reflects both the low levels of education and limited time
that women have, in a country where many women news
consumers play dual roles in the work place and as home-
makers.

Women, more so than men, like interactive news:
Double the numbers of women (14%) as men (7%) cited
news that asks for feedback as their favorite genre. In a
country where women’s public participation is so limited,
this is an encouraging finding. It underscores women’s
interest in participating in current affairs.

Opinion and commentary lag behind: As in other
countries in the region a low percentage of women and
men identified opinion and commentary as their preferred
news genre. This may be due to a number of factors,
including the relatively low reliance on newspapers
(which are traditionally associated with this genre) for
news; relatively low levels of literacy and education
(especially among women); the fact that the genre itself
is not well developed in the Swazi media, and that it is
seen as targeting distant “decision-makers” rather than
ordinary citizens.

There are still gender gaps in who decides on the news
medium, but women are increasingly making
independent choices: Similar to findings elsewhere,
most men in Swaziland (60%, compared to the
consolidated finding of 55%) make decisions about where
they get their news from. Although fewer women (53%,
but higher then the consolidated finding of 49%) can
make this claim, given the status of women in Swaziland,
the fact that the majority of women make their own
choice, with little interference by a spouse or partner, is
significant. It is a strong message to media decision-
makers to start taking women consumers more seriously
in their own right.

There are mixed perceptions about women’s
representation in the news: As in other countries in the
study there are mixed views in Swaziland about whether
the news reflects the concerns of women and men equally
and if women are accessed “often” or “seldom” as sources.
The GMBS showed that women constitute 17% of news
sources in Swaziland. The varying perceptions regarding



gender balance in the news (as compared to the clear
views on gender bias below) suggest that most audiences
have not consciously thought about this issue. This finding
points to the need for increased gender and media literacy
among media consumers.

But strong perceptions about gender biases in portrayal:
In contrast to the blurred perceptions on gender balance
in the news, when asked to identify the roles in which
women and men are most frequently portrayed in the
news audiences reflected the findings in the GMBS. They
said that women predominate in roles that emphasise
their vulnerability and/or physical attributes, while men
feature in a more diverse range of roles often associated
with power, money and prestige.

And especially strong views on the use of views of images
that portray women as mere sex objects: In a trend
similar to that in other countries in the study, the vast
majority of women and men said they find sexual images
of women in the news either “uncomfortable” or
“insulting”. Contradicting the argument often put forward
by media decision-makers that such images sell news;
only a tiny proportion of women and men said they are
encouraged to buy the newspaper or watch the news as
a result of such images. This gap between media decision
makers and consumers should be pause for thought.

There is ambivalence over whether the sex of a journalist
makes a difference to coverage, but a clear view that
women should be equally represented in the media: As
in other countries, audiences in Swaziland did not have
a clear view on whether men report most of the news or
if female journalists write on different issues, or bring
different perspectives to their coverage than men. However,
most respondents believe there should be equal numbers
of female and male journalists in newsrooms.

Time for change: Women and men in Swaziland said
they want to see more human interest and positive stories.
Women added that they want more stories on women’s
rights, concerns and issues. Men want more local news
stories.

Women and men would find the news more interesting
if the ideas and views of women were reported more
often:  A resounding 76% women, and relatively high
41% men, felt that the news would be more interesting
if the ideas and views of women were reported more
often.

It’s not just about more women’s voices but about women
in diverse roles: Most women (79%) and men (51%)
agreed that the news would be more interesting if there
were stories about women doing a wider range of things.

About Swaziland

Swaziland, one of the smallest countries in Africa, is
almost completely surrounded by South Africa except
for a short border to the east with Mozambique. The
country has an estimated total population of just over
one million people. Swaziland is one of the few surviving
monarchies in Africa and has been governed without a
constitution since 1973, although at the time of writing
a draft constitution was being debated.  Swaziland’s
economy relies mainly on the export of agricultural
products, textiles, soft drink concentrates and paper
products. The country is currently challenged by drought,
which has resulted widespread poverty and
unemployment, and a high HIV/AIDS prevalence rate.

Media context

In the absence of a constitutional democracy the media
is severely restricted. Journalists operate in a hostile
environment that sometimes results in them being detained
and interrogated. The government plans to pass the
Character Assassination Bill which will make it illegal
for the media to criticise public figures. In addition to
state newspapers and broadcasting services, Table 11.2
shows that the people of Swaziland have access to a
limited number of privately owned media.
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CONTEXT

Table 11.2: Media in Swaziland

MEDIA STATE PRIVATE

Television

Swazi TV �
Channel Swazi �

Radio

Swaziland Broadcasting Information
Services (SBIS) �
Lubombo Community Radio Station �
Trans World Radio �
Voice of the Church �

Newspapers

Swazi Observer �
Weekend Observer �
Times of Swaziland �
Times of Swaziland Sunday �
The Voice �



There are several independent media bodies in Swaziland
promoting media freedom and professionalism. These
include:
• The Swaziland Media Publishers’ and Allied Workers’

Union (SMPAW).
• The Writers and Authors Association (WAA).
• Swaziland National Association of Journalists (SNUJ).
• Swaziland Media Women’s Association (SMAWA).
• Swaziland Media and Gender Watch (SMEGWA) and
• The Media Institute of Southern Africa (MISA) Swaziland.

Gender and media in Swaziland

The GMBS found that women constitute 17% of news
sources in Swaziland. Women’s perspectives on
mainstream issues are practically invisible. The majority
of news stories in which women feature prominently are
either sensational or “scandalous,” portraying women
negatively, or perpetuating existing gender stereotypes.
The media itself in Swaziland is unquestionably a male-
dominated industry, with a complement of less than ten
percent women media practitioners and hardly any
women in decision-making.

However, since the GMBS a strong gender and media
movement has been developing in Swaziland. SMEGWA
and MISA Swaziland have been working on various
strategies to transform the Swazi media. These have
included several training workshops for the media; visits
to newsrooms; a high profile campaign during the Sixteen
Days of Activism on Gender Violence and consistent
monitoring of the media from a gender perspective.

In report to the Gender and Media (GEM) Summit held
from the 12-14 September 2004 in Johannesburg, the
partners identified the following activities as priority areas
in Swaziland:
• To publicise the findings of the GMBS: Swaziland and

the GMAS, part icularly in media houses.
• To monitor the media and issue regular reports.
• To network and work with other NGOs working to

transform gender relations in Swazi society.
• To strengthen and build the membership of the

Swaziland Gender Media Watch (SMEGWA).

At the time of writing, gender and media activists in
Swaziland were forming a local network of the Gender
and Media Southern Africa (GEMSA) network launched
during the GEM Summit.

The preliminary desk top research for this study showed
that there is little formal audience research carried out
by the media in Swaziland. Editorial decisions are guided
by audience feedback received in letters and talk back
shows; as well as by the “gut” feel of those involved in
marketing and news production. This makes the GMAS
not only the first study on gender responses and

preferences with regard to news, but also the most
comprehensive study to date that the authors are aware
of on audience responses and preferences to news
generally.

The GMAS is a follow-up to the GMBS, focusing on news
consumers and how the interact with the news from a
gender perspective. The theoretical framework and
methodology for the study are described in Chapter One,
which provides an overview to the research.

Locations

The salient features of the three locations in which the
research was conducted are as follows:

Mbabane: Mbabane is the capital city, housing most of
the government ministries and departments. Most the
media organisations are also based in Mbabane.

The city’s population is a mix of people from all over the
country. Mbabane is surrounded by suburbs, townships,
peri-urban and rural areas. Part of the city’s population
from surrounding areas travel to Mbabane on a daily
basis. Others reside in Mbabane during the week but on
weekends travel to their respective home areas.  The city
boasts of a population of 71 887 (Swaziland National
Population Census Report, 1997).

Manzini: Manzini is the second largest city in Swaziland.
It is regarded as the industrial capital of Swaziland. People
flock to Manzini in search for employment. Such people
service the industries mainly situated in the adjoining
township of Matsapha. Some of the country’s leading
newspapers have bureaus in Manzini. The city of Manzini
has a population of about 53 558 according to the 1997
population census report.
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Pigg’s Peak: Pigg’s Peak is a town in the northern part of
Swaziland, about 100 km from Mbabane. This city has
a population of about 4 247. Pigg’s Peak is the major
town in the Northern Hhohho region. A large number of
the people in this town work in the tree plantations that
surround the town.

Demographic information

As illustrated in table 11.3, in Swaziland, the research
was to include interviews with 90 women and 90 men
in three locations: Mbabane, Manzini and Piggs Peak.
 The actual sample was 91 women and 88 men.

Figure 11.1 illustrates the distribution respondents across
age and sex variables.

Figure 11.2 illustrates the breakdown of respondents by
education level.

Media availability and use

Main source of news

Radio: With 53% women and 63 percent men citing
radio as their main source of news, the dominance of
radio in Swaziland is marked, and is forurth( after Malawi,
Lesotho and Angola) in the study. For women and men,
the primary reason for choosing radio is that they can
“do other things at the same time.”
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FINDINGS

Table 11.3: Research sites in Swaziland

Country Sites % women % men

Swaziland Mbabane
Manzini
Piggs Peak

Total 91 88

Figure 11.2: Respondents by education
and sex in Swaziland
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Figure 11.1: Respondents by age
and sex in Swaziland
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Figure 11.3: Main source of news for
women and men in Swaziland

70%
60%
50%
40%
30%
20%
10%
5%
0%

Female
Male

TV/news
programmes

Radio news/
current affairs
programmes

Newspapers Internet news
sites

The main source of news in Swaziland is radio



Television: In a trend noted in other countries in the study,
31% women (much higher than 17% men) chose
television as their main source of news. For women and
men, the primary reason for choosing television is that
they “like to see what is going on.” This explanation does
not account for the wide gender gap, which might possibly
be accounted for by the high level of mobility among
men in Swaziland, leaving radio as a more “portable”
option.

Newspaper: Men (19%) chose newspapers as their second
option, but with 16% women also citing newspapers as
their main source of news, the gender gap in newspaper
consumption is clearly narrowing in Swaziland. Both
women and men said that the primary reason for choosing
newspapers is “that they can access it when it is
convenient.”

Education: Further analysis by education levels illustrates
that the highest proportion of radio news listeners have
primary level education amongst both women and men.
Substantial numbers of women and men with secondary
level education also prefer radio news to news in any
other media. A high proportion of women with secondary
and tertiary level education prefer television as their main
source of news. The majority of both male and female
newspaper consumers have a tertiary education.

Media selection and acquisition

Figure 11.6 illustrates the fact that most women and men
make their own decisions about which medium to buy,
listen to or watch. The figure for women (53%) –
particularly in a socially conservative country like
Swaziland - challenges conventional wisdom that women
do not select their own news medium but consume news
from a medium selected by a spouse or partner. The
second highest category is other family member which
does not include spouse or partner.

News genres

Most women (74%) and men (63%) prefer short news
reports as opposed to any other news genre: higher
proportions than in the overall findings. A substantially
higher number of men (24%) in the sample prefer in-
depth features and documentaries to women (7%). These
findings reflect the low levels of education and media
literacy in Swaziland, especially among women.
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Figure 11.6: Who selects the
news medium in Swaziland?
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Figure 11.4: Main source of news
by education level for
women in Swaziland
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Figure 11.5: Main source of news
by education level for

men in Swaziland
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Figure 11.7: Preferred news genre
by sex in Swaziland
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Topics

Respondents received a list of news topics and were
asked to choose the three topics of most interest to them.
As in the other countries in the study, most men in the
sample chose sport, political stories and stories about
ordinary people or everyday events as their top three,
while most women chose education and social issues as
their first and second choice, followed by health and
HIV/AIDS. The GMBS showed a heavy bias in coverage
towards the kinds of topics highlighted by men as being
of most interest to them, suggesting that media decision-
makers are not paying sufficient attention to women’s
interests.

Does the news reflect the concerns of women and men
equally?

Most women and men, but especially men, in the sample
believe that the news does not reflect the interests of
women and men equally (48% men compared to 42%
women.) More women (25%) than men (17%) are unsure
about whether the news reflects the interests of women
and men equally. Almost equal numbers of women (33%)
and men (34%) believed that news did reflect the interests
on women and men equally.

Explaining their responses women acknowledged an
improvement in gender sensitivity in the media, which
they attributed to the growth of the number of women
in public office and business. But they expressed concern
that the interests of working class women are still ignored
and that often the stories about women perpetuate negative
stereotypes about women.

Men in the sample attribute the unequal coverage of
women’s concerns in the news to culture and the legal
status of women in Swaziland, where women are perpetual
minors.  There is also a sense that the news focuses on
“national issues” and that women do not play a role in
national priorities.

Figure 11.8: Most preferred news
topics for women in Swaziland
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Figure 11.9: Most preferred news
topics for men in Swaziland
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Figure 11.10: Does the news reflect
the concerns of women and
men equally in Swaziland?
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Audiences want more stories on everyday events.

Women are perpetual minors in Swaziland.



One step forwards, two steps backwards?

The following are some of the comments made by
women in response to the question: Does the media
reflect the concerns of women and men equally?

• “When reporting about women, the media exaggerate
on dirty stories that the women are involved in. There
is a lack of responsible reporting.”

• “We have to give credit where it is due. Our media
has made an effort to balance content. I think they
are conscious of this and we see the results in the
news.”

• “Most women are represented in the news, usually
on issues pertaining to abuse and welfare.”

• “Women are still not recognised as equal and capable
as men.”

• “It is difficult to tell but the ordinary woman is still
out in the cold. The concerns of the working class
women are not fully represented.”

• “They report differently about men and women, …”
• “News is mainly dominated by men, and the only

time women make news is when they have done
something wrong.”

Men added:
•  “Males always dominate because of our culture, this

goes as far as affecting the news content.”
• “In our country, we are not yet concerned about issues

of both males and females equally. We are still gender
biased.”

• “Priority is given to national issues which are mostly
about men and they come from men in most
instances.”

• “Women cannot be at the same level as men, since
a woman is a minor.”

• “At most times what is being said by a woman is not
taken seriously, so it is not reported.”

• “Women’s concerns are least reflected, but that is not
a problem because their interests are least important.
Even God created men ahead of women.”

Women as sources of news

Most women (40%) and men (50%) in the sample believed
that women were used as sources in stories “often”. These
figures were higher than the figures for all thirteen countries
(36% for women and 37% for men). Fewer women (33%)
and men (31%) believed women are used “seldom” as
sources of news.

What the GMBS showed

The GMBS in Swaziland found that women constituted
only 17% of news sources which is the same as the
regional figure of 17% and marginally lower than the
global figure of 18%. The varying perceptions may be
attributed to different levels of gender and media awareness
and the need for continued advocacy around the findings
of the GMBS in Swaziland.
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Figure 11.11: How often are
women accessed as sources

of news in Swaziland?

60%
50%
40%
30%
20%
10%
0%

Female
Male

OftenVery often NeverSeldom

17%

83%

Figure 11.12: GMBS news sources
by sex in Swaziland
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Figure 11.16: Responses to sexual
images in Swaziland
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Figure 11.15: Men’s perception of the
roles of men in the news in Swaziland
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How are women and men represented in the news?

Women and men in the sample were asked to choose
from a list of categories how they see women and men
represented in the news.

Most women and men in the sample said women feature
in the news most often in the roles of model/beauty
contestants; health workers; home-makers; victims; sex-
workers and citizen/member of public or community.
The findings closely mirror those of the GMBS which
monitored actual content and found that women were
represented in the news mostly as beauty contestants,
home makers, office and service worker, and students.

Similarly, most women and men in the sample said
men are most likely to appear in the news as politicians;
members of the police and military; civil servant/
government official and sports person. Women identified
business person as their fifth choice and men identified
criminal as their fifth choice.

The Swaziland GMBS found that men were represented
in the news mostly as miners; police/military; royalty;
government official; sports person and politician.

Sexual images

In findings that mirror the trend in others countries in the
study, a total of 47% men and 35% women said they are
“uncomfortable” with sexual images in news, while 38%
women and 18% men said such images are “insulting”
to women.

Women said they consider these images humiliating,
harmful and disrespectful to all women. Men in the
sample were particularly concerned that these images
contradicted “culture” and that they could impact
negatively on children. They also expressed the view that
sexual images were embarrassing to women and could
lead to them losing respect in society.

Figure 11.13: Perceptions of the roles
of women in the news in Swaziland
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Figure 11.14: Women’s perception of the
roles of men in the news in Swaziland
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Where is respect for women?

Explaining their response to the question of sexual
images, Swazi women had this to say:
•  “It is degrading to all women. I feel like I am also

displaying my body.”
• “I am a woman myself, I hardly see a man naked, so

why us?”
• “Because it portrays us as sex objects.”
• “Degradation of women. They are portrayed as objects,

not people who can do things on their own. Women
have to be objects in order to make it big in life, and
that is how the media shows them to be.”

• “This makes women lose respect and dignity.”
• “Degrades women and promotes their abuse.”
• “It discourages what we teach youth, to respect their

bodies.”

Men added:
•  “I feel they are insulting to women because the media

presents them with pre-intent.”
• “They are not presented well. I would not like my

child to see them, because I would not be able to
explain what they mean.”

• “I believe it destroys women’s dignity.”
• “It’s degrading to all women and the country as

well.”
• “It is neither Godly nor Swazi.”
• “I think it is degrading and disgrace to all women due

to our cultural beliefs.”
• “We can still have good stories without immoral

images and strong language.”
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Media practitioners

Most women and men agree that it is mostly men who
report the news. But while men said they preferred stories
written by men, women said the opposite. There were
mixed views on whether women journalists report on
different kings of news to men. But both women and
men, and especially women (81%, compared to 63%
men) agreed that there should be gender equality in
newsrooms.

Audience preferences

Types of news

Respondents were asked, in the form of open-ended
questions, what they would like to see more of and
less of in the news. The answers were grouped.

More positive stories

Women and men want to see more positive and human
interest stories. In addition women want to see more
stories about women’s concerns and issues; while men
want to see more stories that cover local and community
news.

Statements Agree Unsure Disagree
F M F M F M

I think that is is mostly men
who report the news. 78 82 10 8 12 10
I prefer news stories
reported by men. 27 51 39 34 34 15
I prefer news stories
reported to women. 45 16 34 62 21 22
I think that women report
different kinds of news
stories to men. 52 46 29 39 19 15
I think that there should be
equal numbers of male and
female reporters. 81 63 9 15 10 22

Table 11.4: Perceptions of media
practitioners in Swaziland

Figure 11.17: Top three types of news
preferred by women in Swaziland
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Fewer sexual images, less war

Most of the respondents (women and men) want to see
fewer sexual images and less war in the news. In addition,
women want see less violence and men want to see fewer
stories on HIV/AIDS.

More women’s voices

Most women (76%) and men (41%) in the sample agree
that the news would more interesting if the views of
women were reported more often. Fewer respondents
(12% of women and 26% of men) in the sample believe
the news will no different. A relatively low percentage
of women (12%) felt the news would be less interesting
if the ideas of women were reported more often. However
32% of men in the sample believed the news would be
less interesting if the ideas women were reported more
often.This relatively high percentage of men holding the
view that the news would be less interesting if women
are sourced more often speaks to the highl patriarchal
society in Swaziland
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Figure 11.18: Top three types of news
preferred by men in Swaziland
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Figure 11.19: Top three news topics that
women want to see less of in Swaziland
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Figure 11.20: Top three types of news that
men want to see less of in Swaziland
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Figure 11.21: Would the news be more
interesting if the views of women

 were reported more often in Swaziland?

80%
70%
60%
50%
40%
30%
20%
10%
0%

Female
Male

More
interesting

Less
interesting

No
different

Soldiers need not be at war!

Men would like more human interest, local news.



More diverse roles

According to 79% of women and 51% of men in the
sample the news would be more interesting if there were
stories of women in a diversity of roles.

Respondents were asked, in the form of open-ended
questions, to identify the ways in which women and men
should be represented more in the news. Respondents
provided answers that were subsequently analysed and
grouped together.

New roles for women

Women and men identified three common roles as those
in which they would like to see women in more often:
professional roles; in public life and in leadership roles.
In addition, women identified the role expert/
opinion makers and men the role of business person as
additional options. A few women and men said they did
not want to see women represented in any other way.
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Figure 11.22: Would the news be more
interesting if there were stories of women

doing a wider range of activities in Swaziland?
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Figure 11.23: How do women want to
see women in the news in Swaziland?
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Figure 11.24: How do men want to
see women in the news in Swaziland?
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New roles for men

Relatively high proportions of both women and men felt
it is not be necessary for men to be portrayed in any other
way. However, both women and men identified the need
for more men to feature in the news as care-givers; home-
makers and parents. In addition, women cited “non-
traditional roles” and men, “models”.

Conclusions and recommendations

The findings of this study, which reflect distinct gender
patterns in news consumption and preferences, have
important implications for media policy makers, decision-
makers and practitioners, as well as for gender and media
activists and citizens who consume the news.  These are
summarised in the final chapter of this report that charts
the way forward.
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Figure 11.25: How do women want to
see men in the news in Swaziland?
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Figure11.26: How do men want to
see men in the news in Swaziland?
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