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Table 3.1: Summary of key data from the findings of the GMAS in Botswana

KEY DATA BOTSWANA CONSOLIDATED
% women % men % women % men

Most important source of news

Radio 44 50 51 51
Television 42 24 37 31
Newspapers 10 21 11 16
Internet 3 4 1 2

Who selects the news medium?

Self 55 68 49 55
Spouse/partner 8 5 14 12
Other family member 29 21 28 23
Fellow worker 2 2 2 2
Employer 0 0 2 2
Friend or neighbour 5 2 4 4
Proprietor of a public space 1 2 0 2

News preferences (genres)

Short news reports 54 44 55 53
In depth features 27 39 28 32
News that asks for feedback (e.g. Letters to the editor) 14 11 12 10
Opinion and Commentary 5 6 5 5

How women and men are represented and portrayed
New stories reflect the interests of both men and women equally.

Agree 30 26 40 43
Unsure 26 26 17 16
Disagree 44 48 42 41

How often are women used as sources in news stories?

Very often 18 18 18 21
Often 38 41 36 37
Seldom 37 40 42 39
Never 7 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 12 4 12
I don’t really notice them 3 4 8 10
I feel uncomfortable when I see them 45 37 43 36
I feel they are insulting to women 42 38 42 34
They encourage me to buy the newspaper or watch the news 6 8 3 8

What audiences would like to see more of
If the ideas and views of women were reported more often, the news would be

More interesting 57 45 68 47
No different 29 35 22 36
Less interesting 14 20 10 18

The news would be more interesting if there were stories about women doing a wider range of things.

Agree 71 57 78 59
Unsure 23 21 10 19
Disagree 6 22 12 22
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EXECUTIVE SUMMARY
This section of the report presents the findings of the
Botswana Gender and Media Audience Study (GMAS)
conducted by Gender Links in partnership with the
University of Botswana. It is the first comprehensive study
of audience news consumption patterns and preferences
in Botswana generally, as well as the gender dimensions
of these.

The findings are based on the responses of 86 women
and 90 men, a total sample of 176 in Gaborone,
Francistown and Jwaneng. The theoretical framework
for the research and the methodology are described
in detail in Chapter one, the overview to this report.

Table 3.1 provides a summary of the key data from the
Botswana and consolidated (all thirteen) findings of the
GMAS. Key findings include:

Radio is the most important source of news but for
women television is not far behind: As in nine countries
in the study, radio is the main news source in Botswana,
with 44% women and 50% men saying that they get
most of their news from this medium. But with 42%
women citing television as the second most important
source of news (compared to 25% men) it is clear that
at least for women, television is catching up. The
consolidated findings show that, in general, more women
than men rely on television for news.

Newspapers and the Internet lag behind, especially for
women: Similar to findings elsewhere, there is a wide
gender gap in newspaper readership in Botswana
(21% men, compared to 10% women.) Despite
Botswana’s progressive communication policies, the
Internet is still largely unheard of as a source of news
for both men (4%) and women (3%).  These gaps in
market share as well as in usage by women and men
represent  important challenges and opportunities for the
future.

There is a strong correlation between levels of education
and the main source of news: Women and men with
primary level education constitute the highest proportion
of those who chose radio as their main source of news,
although, almost as many men with secondary level
education also prefer radio as their main source of news.
Women and men with tertiary level education constituted
the highest proportion of those who chose newspapers
and the Internet as their main source of news.

For women, short news items and for men, in-depth
features and documentaries are the most important
news genres: As in the rest of the study, most women
and men prefer short news reports, although a relatively
high percentage of men in Botswana (39%) compared to
the regional average of 32% said they prefer in-depth
features. This finding could possibly reflect the difference
in education levels and the time that women and men
have available to consume the news.

Interactive news, opinion and commentary are not that
popular: As in the other countries in the study, fairly low
proportions of both women and men cited news that asks
for feedback, opinion and commentary as their favourite
genre. As these genres provide avenues for citizens
to participate directly in the creation of news, as well as
make their voices heard, the findings pose a challenge
to media decision-makers to popularise these genres.

There are still gender gaps in who decides on the news
medium, but women are increasingly making
independent choices: Although more men (68%) than
women (55%) make decisions about where they get their
news from, the fact that the majority of women make
independent choices is important for media marketing
departments that have tended to regard women as
invisible. The proportions of women and men who make
independent choices in Botswana are slightly higher than
the regional average, consistent with the relatively high
income levels in the country, and the high incidence of
female headed households.

There are mixed perceptions about women’s represen-
tation in the news: As in the consolidated findings, there
are mixed perceptions among women and men as to
whether the news reflects the views of women and men
equally. Women and men similarly have conflicting views
about whether or not women are used “often” or “seldom”
as sources. These contradictory perceptions contrast with
one of the most glaring findings of the GMBS:  that
women constitute 16% of news sources in Botswana.
The findings are also at odds with the perceptions of
gender bias in the news, and desire to see and hear more
women’s voices, particularly among women (see below).
They suggest that audiences have not consciously thought
about whether or not there is gender balance in the news.
Many respondents, for example, appeared slightly
perplexed when confronted with questions about news
“sources” as they have never really deconstructed news
in this way.  The findings suggest the need for more
advocacy, gender and media literacy linked to the GMBS
and GMAS among consumers broadly.

But strong perceptions about gender biases in portrayal:
Consistent with the overall findings of this study, and
with the findings on editorial content in the GMBS,
women and men in Botswana said that women are
represented most frequently in the news as models/beauty
contestants; health workers; home-makers; victims; sex-
workers and citizen/member of the public or community.
Men, on the other hand, were seen as being represented
in a diversity of “power” roles such as politicians, sports
person, civil servant/government official, business person
and criminal.

And especially strong views on the use of images that
portray women as mere sex objects: In findings similar
to other countries in the study, some 45% women
and 37% men said they found sexual images of women
in the news “uncomfortable” while 42% women and
38% men said they found these images “insulting.”



Both women and men identified sexual images in
the news as the type of news that they most dislike.

The sex of a journalist seems to make little difference
to their stories:  Most women and men in Botswana
either believed that the sex of the journalist does not
make any difference to the way stories are reported, or
expressed uncertainty on this issue. However, most
women and men believed that it is important to have
equal numbers of women and men in newsrooms. This
concurs with findings in the other countries, and with
other studies that have failed to establish a strong
correlation between the sex of the journalist and the
extent, for example, to which they consult women sources.
It underscores the importance of gender policies and
training in newsrooms, for male and female media
practitioners.

Women and men want to see more positive and local
news: As in the other countries in the study, male and
female audiences in Botswana want to see more positive,
human interest and local news stories.

Women and men would find the news more interesting
if the ideas and views of women were reported more
often: Botswana mirrors the overall trend, with women
and men, but especially women (57%, compared to 45%
men) feeling that the news would be more interesting if
the ideas and views of women are reported more often.
A fair percentage of women (29%) and men (35%) felt
that the news would be no different. A low percentage
of women (14%) and men (20%) said the news would
be less interesting if the ideas of women are reported
more often.

It’s not just about more women’s voices but about women
in diverse roles: A high proportion of women (71%) and
men (57%) agreed that the news would be more interesting
if there were stories about women doing a wider range
of activities. Women and men also identified the need
to see men in different roles in the news as parents; care-
givers; home-makers and models.

Botswana is a landlocked country in central Southern
Africa that shares borders with Namibia in the west,
Zambia in the north, Zimbabwe in the northeast
and South Africa in the south. With a population of 1
561 973, Botswana is one of the oldest and most mature
multi-party democracies in Southern Africa. Botswana
has one of Africa’s most successful economies built on
the diamond mining industry. With an HIV/AIDS
prevalence rate of 37% the key challenge facing Botswana
is the impact of this pandemic. Botswana has put into
place one the most progressive programmes in the region
for addressing the crisis.

Media context

Freedom of speech is enshrined in Botswana’s Constitution,
limited only by specific interests such as defence, public
safety and public order. As illustrated in the table below,
in addition to one state newspaper, state radio and
television, the people of Botswana have access to a variety
of privately owned media. These include one private
television station, two commercial radio stations and ten
daily and weekly newspapers.

There are several independent media bodies in Botswana
promoting media freedom, media practice, media
transformation and media standards. These include:
• Botswana Media Consultative Council
• Botswana Press Club
• Botswana Media Women’s Association
• Botswana Journalists Association
• Media institute of Southern Africa (MISA) Botswana
• Press Council of Botswana

There are plans to establish a Media Complaints
Commission in Botswana. A draft constitution for the
commission is being drawn up.

Gender and media in Botswana

The Gender and Media Baseline Study (GMBS) launched
in Botswana on 3 May 2003 at a World Press Freedom
Day celebration found that women constituted 16% of
news sources in Botswana - slightly lower than the regional
average of 17%. Women’s voices were almost completely
absent in certain occupational categories including
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Table 3.2: Media in Botswana

MEDIA STATE PRIVATE

Television

Botswana Television �
GBC TV � 

Radio

Radio Botswana 1 and 2 �
Gabz FM �
Yarona FM �

Newspapers

The Daily News �
Mmegi �
Mmegi Monitor �
Morongwa �
The Voice �
The Botswana Gazette �
Guardian �
Mid Week Sun �
Sunday Standard �
Mokgosi �
The Mirror �
Ngami Times �

CONTEXT



science and technology; social sciences and religion as
well as among labourers, royalty and criminals.

However, the research found that women constituted
24% of news sources in economics, a figure double that
of the region. This may be a reflection of Botswana’s long
history of male migrant labour to South Africa, leaving
women as an important force in the economy, especially
in the “informal sector.”

Botswana also had the highest proportion of women in
the region in the print media: 41 %, compared to the
regional average of 22%. The study found that there is
also greater gender balance in news beats in Botswana
than in the rest of the region. Women journalists constitute
the majority of those reporting on economics, disaster,
war and conflict, media and entertainment, health and
HIV/AIDS and sustainable development.

Strong partnerships have been forged between the
Botswana chapter of MISA, the Botswana Media Women’s
Association (BOMWA), the media studies department at
the University of Botswana, the Women’s National
Coalition (WNC) and the   government to advocate for
greater gender balance in the media since the launch of
the GMBS. Activities undertaken include several
workshops to popularise the GMB, gender, media and
election training workshops and a campaign during the
Sixteen Days of Activism on Gender Violence.

In a report to the Gender and Media (GEM) Summit held
from the 12-14 September 2004 in Johannesburg, the
Botswana partners identified the following activities as
priority areas:
• Continue using the GMBS to extend awareness and

to educate people on gender and the media.
• Strengthen existing ties between stakeholders and the

network wherever possible.
• Work with media houses in Botswana to develop

gender policies.
• Monitor the media and compile reports on their

performance with regard to gender.

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

The GMAS is a follow-up to the GMBS, focusing on news
consumers and how they 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 (see map below)
are as follows:

Gaborone and surrounding areas: These include:
Mogobane, Mogoditshane, the city centre and Tlokweng.
Gaborone itself is located in the South East district of the
country. The city’s population of over 200 000 includes
people from all over Botswana as well expatriates
comprising diplomats, business people and those working
for various government agencies.

Francistown and surrounding areas: These include: Tati
Siding, a village located a few kilometres out of the city,
the city centre and the neighbouring areas. Francistown
is the second largest city in Botswana after Gaborone
and is located in the north east of the country. It has a
population of over 100 000 people comprising a large
number of expatriates, mostly from Zimbabwe and
Zambia.

Jwaneng and surrounding areas: These include: the town,
at a nearby village, Mokhomba, and the surrounding
cattle posts. Jwaneng is a mining town located in the
Southern district and has a population of approximately
30 000 people. A large portion of the population is
constituted of migrant workers from other parts of the
country and a considerable number of expatriates.Gender and Media training in Botswana.
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FINDINGS

Figure 3.3: Main source of news
for women and men in Botswana
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Demographic information

As illustrated in table 3.3, in Botswana, the research was
to include interviews with 90 women and 90 men in
three locations:   Gaborone, Francistown and Jwaneng.
The actual sample was 86 women and 90 men.

Figure 3.1 illustrates the distribution of the 86 women
and 90 men interviewed across age and sex variables.

Figure 3.2 illustrates the distribution of the 86 women
and 90 men interviewed across levels of education.

Media availability and use

Main source of news

Radio: In Botswana the main source of news for most
women (44%) and men (50%) is radio. For women, the
primary reason for choosing radio is that they “can do
other things at the same time as listen to the news.” For
men, the primary reason for choosing radio is “that it is
affordable or doesn’t cost anything.”

Television: However, the fact that 42% of women access
their news from television as compared to 24% of men
is significant. Across the countries in the study, a higher
proportion of women (37%) than men (31%) said they
got their news from the TV.

The relatively high proportion of respondents in Botswana
who say that they get their news from TV is probably a
reflection of the relatively high per capita income in
Botswana (in all the more affluent Southern African
countries TV is fast taking over from radio as the main
source of news). The fact that women are more likely to
get their news from TV both in Botswana and the region
is probably a reflection of the fact that women are at
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Figure 3.1: Respondents by
age and sex in Botswana

45%
40%
35%
30%
25%
20%
15%
10%
5%
0%

Female
Male

36-5020-35 50+

Figure 3.2: Respondents by
education and sex in Botswana

37%
36%
35%
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33%
32%
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30%
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Table 3.3: Research sites in Botswana

Country Sites % women % men

Botswana Gaborone
Francistown
Jwaneng

Total 86 90
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home more, especially at news times, and watch more
TV than men. For women and men, the primary reason
for choosing television news is that “they like to see what
is going on.”

Newspapers: A low percentage of women (10%) identified
newspapers as their main source of news; this figure is
half of that for men and is below average of 11%. For
women, the primary reason for choosing newspapers as
their source of news is that “they can access it when it
is convenient.” For men, the primary reason for choosing
newspapers as their main source of news is that “it
provides in-depth news.” Men cited convenience as the
second most important reason for choosing newspapers.
This is an interesting comment on the gender division of
labour in Botswana.

The Internet: Despite the government’s commitment to
advancing access to, and applications of, information
technology, only 7% of all respondents chose the Internet
as their main source of news: 3% women and 4% men.
This underscores the challenges and opportunities for
developing an IT culture in Botswana, especially among
women.

Education: Further analysis of media consumption
patterns by education levels shows that the highest
proportion of male and female radio news listeners have
a primary level education. Substantial numbers of men
with secondary level education also prefer radio news
to news from any other media. A high proportion of
women with secondary level education prefer television
as their main source of news. Few women in all levels
of education access the news from newspapers.  However,
to the extent that either women or men access news
from newspapers, they tend to have tertiary level
qualifications. This illustrates the strong correlation
between levels of education and preference for
newspapers.

Figure 3.4: Main source of
news by education level
for women in Botswana
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Figure 3.5: Main source of
news by education level

for men in Botswana
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Women politicians grapple with media matters in Botswana.

Traditional forms of communication still play an important role in
rural Botswana.
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Figure 3.6: Who selects the
news medium in Botswana?
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Media selection and acquisition

As in the rest of the study, a high proportion of men (68%)
but also a majority of women (55%) make their own
decisions about which media they consume. This
challenges conventional wisdom that women do not
select their own news medium but consume news from
a medium selected by a spouse or partner. In the case of
Botswana, the trend towards independent decision-
making among women at household level could in
part reflect the high incidence in this country of
female-headed households.

News genres

Most women (54%) and men (44%) prefer short news
reports as compared to any other news genre. But with
39% men citing in-depth features as their favourite genre
(compared to 27% women) this is a close second for
men.  As in other countries in the study women (14%)
are more interested in news that asks for feedback
than men (11%). As is the case in most countries a very
low proportion of the sample of women and men are
interested in opinion and
commentary.

Topics

Respondents were provided with a list of news topics
and asked to choose the three topics that were of most
interest to them. Figure 3.8 and Figure 3.9 illustrate the
topics chosen by the highest percentage of women and
men as their first, second and third choice. Most of the
men in the sample chose sport as the news topic they
were most interested in while women identified
Health/HIV and AIDS as their most important news topic.
 Apart from sports there is little difference between the
topics that women and men prefer. Health, HIV/AIDS,
education and social issues featured strongly in both
instances.

The finding on men’s first preference for sports news is
consistent with findings in all the countries. However,
the prominence of HIV/AIDS and social issues among
the choices made by respondents in Botswana
underscores the severity of this crisis in the country and
the need for more information on the pandemic, especially
among women. The GMBS showed that across the region,
there is a strong bias in coverage towards political,
economic and sports news, with social and health issues
taking a back seat. The findings in Botswana point to the
need for news editors to be more responsive to their
audiences, and to adapt their values/policies accordingly.

Figure 3.7: Preferred news
genre by sex in Botswana
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Figure 3.8: Most preferred
news topics for women in Botswana
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Figure 3.9: Most preferred news
topics for men in Botswana
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Representation and portrayal

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

Almost half the women and 44% men in the sample
believe that the news does not reflect the concerns of
women and men equally. Equal numbers (26%) of women
and men in the sample are not sure about whether or
not the news reflects the interests of women and men
equally. A third of the sample of women and 26% of men
in the sample believe that the interests of women and
men are equally reflected.

Women suggested that the main reason why the news
does not reflect the interests of men and women equally
is because the media is a mirror of the inherent gender
inequality in society. Other reasons were that the media
industry is dominated by men and reflects the concerns
of men.

Male respondents shared the view that the news did not
reflect the concerns of men and women equally because
the media industry is dominated by men. They also
identified lack of respect for women as an important
reason for their concerns not being covered in the media.

Women as sources of news

Women and men gave contradictory answers in response
to the question: “How often do you think that the news
reporters use women as the sources of their stories?”
Amongst the women, 38% stated that women appear
“often” as sources and 37% stated that women appear
“seldom” as sources. Similarly 41% men believe that
women appear “often” as sources and 40% believe that
women appear “seldom” as sources.

Media by men for men?

In response to the question,“Does the news reflect
the interests of women and men equally?”, the
following are some of the comments made by women:
• “In most cases, men are the ‘highlights’ in the news,

on almost anything. Men’s issues don’t go unnoticed,
but they would rather talk about women spreading
AIDS. Social, economic and political issues in today’s
world should be in the interest of the world that is
seemingly equal.”

• “Most of the people in the media fraternity are males
so I think they always report in favour of their sex.”

• “In most cases news is about men not women.”
• “More women should be encouraged to join the media

industry. There should be media education at an early
age; children should be exposed to such education
so that when they are adults, they can understand the
world better.”

Men added:
• “Most of the time men appear on almost every

programme be it on TV or radio so I don’t feel women
are given a chance. Sometimes newspapers do not
treat women with respect and they are usually not
allowed to air their views as men are given the upper
hand. I feel men are given a bigger chance in terms
of coverage as compared to women.”

• “It depends on the person reporting the news story
and his/her motives.”

• “Most of the news stories reflect interests of women
badly as compared to their counterpart (men). Again,
one of the reasons may be that most of the editors
are men.”

• “The media is dominated by men so is the news.”
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Figure 3.10: Does the news reflect
the concerns of women and
men equally in Botswana?
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Figure 3.11: How often are
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What the GMBS showed:

The GMBS for Botswana found that women constitute
only 16% of news sources compared to the regional
average of 17% and global figure of 18%. The difference
between the actual under-representation of women in
the news and mixed perceptions as to whether this is so
reflects different levels of gender awareness among news
consumers – women and men - and the need for continued
advocacy and awareness-raising around the findings of
the GMBS in Botswana.

How are women and men represented in the news?

Respondents were asked in what roles women and men
are most frequently portrayed in the news. A list of
categories was given to each respondent and they
identified the regularity with which they see women and
men in particular roles. Women and men highlighted the
roles of model/beauty contestant; health worker;
homemaker and victim; with women adding sex workers
and men community member.

The findings mirror those of the Botswana GMBS in which
monitoring of actual editorial content found that women
are most likely to feature in the news as home-makers,
beauty contestants and in the health category.

Respondents also identified the roles they see men
represented in most often in the news. Women and men
concurred that these are as: politician, sports person,
civil servant/government official; business person and
criminal.

Again, the findings are similar to the Botswana GMBS
based on the monitoring of actual editorial content which
found that men are represented in the media most often
as politicians, sports people, office and service workers,
criminals and business people.

16%

84%

Figure 3.12: GMBS news sources
by sex in Botswana
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Figure 3.13: Women’s perceptions of
roles of women in the news in Botswana
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Figure 3.14: Men’s perceptions of
roles of women in the news in Botswana
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Figure 3.15: Perceptions of roles of
men in the news in Botswana

10%
8%
6%
4%
2%
0%

Female
Male

Politician Civil servant/
government

official

Business
person

Sports
person

Criminal

Typical roles of women and men in the news.
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Sexual images

In findings that again are strikingly similar to the
consolidated findings, 45% women and 37% of men
said they are uncomfortable with sexual images of
women being used in news. Some 42% women and 38%
men said they found the use of sexual images of
women in the news “insulting”. Only 4% women and
12% men said they found such images “entertaining.”

Media practitioners

Table 3.4 contains a summary of the responses to a set
of statements about media practitioners. Women and
men in the sample had mixed views about whether or
not it is mainly men who report the news and whether
or not the sex of the journalist affects how they report on
news (as well whether it affects their appreciation of the
news). But a majority of women (79%) and men (74%)
agreed that there should be gender balance in newsrooms.

Figure 3.16: Responses to sexual
images in Botswana
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Statements Agree Unsure Disagree
F M F M F M

I think that it is mostly men
who report the news. 47 57 22 22 31 21
I prefer news stories
reported by men. 37 57 35 20 28 23
I prefer news stories
reported to women. 30 36 48 30 22 34
I think that women report
different kinds of news
stories to men. 33 28 23 35 44 37
I think that there should be
equal numbers of male and
female reporters. 79 74 5 10 16 16

Table 3.4: Perceptions of media
practitioners in Botswana

Humiliating and disrespectful

The following comments by women reflect the sense
of personal affront that such images invoke:
• “I do not like seeing those images because they

belittle women.”
• “I hate it.”
• “Humiliating.”
• “It is inhuman.”
• “It is insulting to the nation.”

Men, on the other hand, stressed the fact that they
consider sexual images to be a violation of women’s
dignity and respect:
• “Respect for women is minimal in newspapers.”
• “They show sexual parts of women which is never

the case with men.”
• “It disturbs me.”
• “It undermines women’s status.”
• “What I have noticed is that women only make new-

headlines when it’s sexual matters. They are not well
portrayed, sometimes it undermines their dignity.”



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 then grouped.

More positive news

Women and men had the same top three choices of what
they would like to see more of: more positive, human
interest and local stories.

Less sexual images and violence

Women and men in Botswana concurred that they would
like to see fewer sexual images and less war coverage in
the news. Women would particularly like to see fewer
stories that stereotype women. Men would like to see
less violence in the news.

More women’s voices

Most women (57%) and men (45%) agree that the news
would be more interesting if the views of women were
reported more often. Fewer respondents (29% of women
and 35% of men) believe the news would be no different.
A relatively low percentage of women and men felt the
news would be less interesting if the ideas of women
were reported more often.
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Figure 3.17: Top three types of news
preferred by women and men in Botswana
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Figure 3.18: Top three types of news
that women want to see less of in Botswana
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Figure 3.19: Top three types of news
that men want to see less of in Botswana
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Figure 3.20: Would the news be more
interesting if the views of women

 were reported more often in Botswana?
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Keabonye Ntsahane of the Red Cross and Sechele Sechele, editor of
Mmegi at the GEM summit.



Diversity

A resounding 71% women and 57% men (compared
to 78% women and 59% men in the consolidated
findings) said the news would be more interesting if it
carried stories of women in a greater diversity of roles.

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

New roles for women

Women and men identified four of the same roles they
would like to see women represented in more often:
professional roles, business, leadership and public life.
Only some male respondents said there was no other
way in which they would like to see women
represented. And some women added “farming” to the
roles for women that they would like to see featuring in
the news.

New roles for men

In response to a similar set of questions on how audiences
would like to see men in the news, women and men had
the same five responses: as parents, care givers and home
makers and models. It is interesting that while some men
(and no women) wanted to see women in no other way
than that in which they already appear in the news, 30%
men and 20% women felt that there is no need to change
the way that men are already represented and portrayed
in the media.
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Figure 3.21: Would the news be more
interesting if there were stories of women

doing a wider range of activities in Botswana?
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Figure 3.22: How do women want to see
women in the news in Botswana?

18%
16%
14%
12%
10%
8%
6%
4%
2%
0%

LeadershipProfessional
roles

BusinessPublic
life

Farming

Figure 3.23: How do men want to see
women in the news in Botswana?
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Figure 3.24: How do women and men
want to see men in the news?

35%
30%
25%
20%
15%
10%
5%
0%

Female
Male

No other
way

Parents ModelsHome
makers

Care
givers

Women politicians make their voices count in Botswana
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Conclusions and recommendations

The findings of this ground-breaking study, which reflect
important 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 that
charts the way forward.

Using images that convey mutual respect to promote safe sex.


