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Table 2.1: Summary of key data from the findings of the GMAS in  Angola

KEY DATA ANGOLA CONSOLIDATED
% women % men % women % men

Most important source of news

Radio 81 78 51 51
Television 16 17 37 31
Newspapers 2 5 11 16
Internet 0 0 1 2

Who selects the news medium?

Self 53 62 49 55
Spouse/partner 18 9 14 12
Other family member 25 17 28 23
Fellow worker 1 2 2 2
Employer 1 1 2 2
Friend or neighbour 2 8 4 4
Proprietor of a public space 0 1 0 2

News preferences (genres)

Short news reports 66 62 55 53
In depth features 27 33 28 32
News that asks for feedback (e.g. Letters to the editor) 7 5 12 10
Opinion and Commentary 0 1 5 5

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

Agree 36 41 40 43
Unsure 17 24 17 16
Disagree 47 35 42 41

How often are women used as sources in news stories?

Very often 10 7 18 21
Often 43 48 36 37
Seldom 45 43 42 39
Never 2 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 7 16 4 12
I don’t really notice them 20 16 8 10
I feel uncomfortable when I see them 31 24 43 34
I feel they are insulting to women 37 30 42 39
They encourage me to buy the newspaper or watch the news 5 14 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 63 45 68 47
No different 33 42 22 36
Less interesting 5 13 10 18

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

Agree 68 57 78 59
Unsure 19 24 10 19
Disagree 13 19 12 22
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EXECUTIVE SUMMARY
This section of the report presents the findings of the
Angola Gender and Media Audience Study (GMAS)
conducted by Gender Links in partnership with the Media
Institute of Southern Africa (MISA) and the Gender and
Media Southern Africa (GEMSA) Network. It is the first
comprehensive study of audience news consumption
patterns and preferences in Angola generally, as well as
the gender dimensions of these.

The findings are based on the responses of 86 women
and 87 men, a total sample of 173 in Luanda, Benguela
and Lubango. The theoretical framework for the research
and the methodology are described in detail in Chapter
One, the overview to this report.

Table 2.1 provides a summary of the key data from Angola
and consolidated (all thirteen countries) findings of the
GMAS. The key findings include:

Radio is the most important source of news. Radio is
overwhelmingly the main source of news in Angola with
81% women and 78% men saying that they get most of
their news from this medium. The figure for women is
third highest in the study after Malawi (94%) and Lesotho
(83%); while that for men is second after Malawi that
had 98% of men claiming this medium as their main
source of news. The low reliance on television as a main
source of news in Angola could reflect the lack of variety
in TV stations, as Angola has only one state-owned TV
station with two channels.

More men than women identified television as their
main source of news: Television is the second most
important source of news in Angola. Unlike the findings
in ten other countries in the study, more men (17%) than
women (16%) selected television as their main source
of news.

Newspapers lag behind and the figure for women is
second lowest in the study: Similar to findings elsewhere,
there is a gender gap in newspaper readership in Angola
(5% men, compared to 2% women.) Other than in Lesotho
where no women selected newspapers as their main
source of news, Angola has the second lowest newspaper
preference in the study. The gaps in market share as well
as in usage by women and men represent important
challenges and opportunities for the future.

No one in Angola gets their news from the Internet:
Similar to the findings in Namibia, Malawi, Lesotho and
Zambia, none of the respondents rely on the Internet as
their main source of news. This finding underscores the
need for more efforts by the government to promote
information and communications technologies in Angola.

There is no strong correlation between levels of education
and the main source of news: Unlike the other countries
and in a finding that mirrors the situation in Malawi,
there tended to be no direct correlation between

educational levels and the main source of news, with
the majority of women and men in all educational
categories in the sample choosing radio. The findings
show that 32% women with tertiary education and 34%
men with tertiary education chose radio as their main
source of news, while an equal percentage (32%) of men
and women with secondary education also chose radio.
Unlike the findings in most countries in the study women
and men with primary education therefore did not
constitute the highest proportion of those who chose
radio.

There are still gender gaps in who decides on the news
medium, but women are increasingly making
independent choices: Although more men (62%) than
women (53%) 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 Angola are higher than the
regional average.

Women and men prefer short news reports to any other
genre: As in the rest of the study, most women and men
in Angola prefer short news reports to any other genre of
news. The figures for Angola (66% women and 62% men)
are higher than the consolidated findings of 55% women
and 53% men and are third highest in the study (after
Swaziland and Malawi but equal to Tanzania).

Interactive news is more popular among women than
among men:  Mirroring the trend in the rest of the countries
in the study, fairly low proportions of both women and
men cited news that asks for feedback as their favourite
genre, with 7% females and 5% males preferring this
genre. However, as in eight of the other countries in the
study, it is significant that more women than men said
that they prefer news that asks for feedback.  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, especially among
women

But opinion and commentary is unheard of among female
respondents: Raising serious editorial challenges in
Angola, only 1% of men chose opinion and commentary
as their favourite genre and, similar to Malawi, no women
respondents chose this genre.

There are mixed perceptions about women’s
representation 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. The GMBS showed that
Angola had the highest percentage (26%) of women
being accessed as news sources in the news in the region,
although this is still well below par. The mixed perceptions



about women’s representation in the news is 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 had 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, women
are represented most frequently in the news as
model/beauty contestants; health workers; home-makers;
victims and entertainers. Men, on the other hand, are
represented in a diversity of “power” roles such as
politicians, sports person, civil servant/government official,
business person and members of the police/military.

Angolan men are the least uncomfortable about the use
of images that depict women as mere sex objects:  In
findings similar to those in the consolidated report, some
31% of Angolan women in the sample found sexual
images of women in the news “uncomfortable” and 37%
found them “insulting.” However, a substantially lower
proportion of men (24%, as compared to 36% in the
consolidated report) found sexual images of women in
the news “uncomfortable”, the lowest such proportion
of men in the study. Some 30% men (compared to 42%
in there regional finding) agreed that such images are
“insulting” to women. This figure is second lowest in the
region. Some 14 percent of Angolan men (the second
highest percentage to Namibia) said that such images
would encourage them to go out and buy the news.

There are mixed views about whether the sex of the
journalists makes a difference to their reporting, but
strong support for gender equality in newsrooms. While
high percentages of women and men both prefer news
reported by a journalist of their sex, equal proportions
(70%) are in agreement that it is mostly men who report
the news. A staggering 89% women and 85% men believe
it is important to have equal numbers of female and male
journalists. This is an important message to media decision-
makers about the need for gender policies in newsrooms
as well as gender training for male and female journalists.

Women and men want to see more positive news: As in
the other countries in the study, male and female audiences
in Angola want to see more positive news stories.
Furthermore, similar to most women in other countries,
Angolan women want more local/community news and
information on women’s issues. On the other hand men
prioritised human interest stories as well as news on
accessing services and resources.

Women and men would find the news more interesting
if the ideas and views of women were reported more
often: Angola mirrors the overall trend, with women and

men, but especially women (63%, 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 (33%) and men (42%) felt
that the news would be no different if the views of women
were reported more often. But only 5% women and 13%
men 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: As in the rest of the region, a high
proportion of women (68%) 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.

About Angola

Angola 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. A former colony of Portugal, Angola got its
independence in 1975. Despite a semi-tropical climate
well suited to agriculture and a huge variety of natural
resources (oil, diamonds, manganese, cooper, uranium
and iron), 58% of Angola’s 12 million people live in
extreme poverty. Around 50% of Angolans are illiterate
and only 28% of women are able to read and write. The
HIV/AIDS prevalence rate is 37%.

Three years after the signing of the peace agreement
between the Angolan Government and the opposition
party UNITA (National Union for the total Independence
of Angola) that ended the 30-year armed conflict, the
country is now facing another great challenge: how to
consolidate the process of democratisation. This is partly
related to the coming general elections, the second in
Angola’s democratic history, expected to be held in
October 2006.

Media context

Like the rest of Angolan society, the media sector faces
critical challenges. There is need to rethink the quality
of journalism and its transformation as an effective tool
to serve the public interest. The excessive politicisation
of the state media and the operational context of the
broadcasting system, still highly controlled by the
government through the National Radio of Angola (RNA-
Rádio Nacional de Angola) is a major challenge.

There is need to reform the legislation that is directly or
indirectly applicable to the media to bring it in line with
other principles of a democratic society.
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There is one state-owned television station with two
channels, the Public Television of Angola (TPA - Televisão
Pública de Angola). Through Multichoice Angola it is
possible for those who can afford to pay a subscription
to view a variety of foreign channels.

The state-owned daily Jornal de Angola is the leading
newspaper and the only one with a daily circulation. The
others are weekly newspapers that basically circulate in
Luanda, due to the high price of transportation to the rest
of the country. The Actual, a weekly newspaper, recently
stopped circulation.

There are several independent media bodies in Angola
promoting media freedom and professionalism,
although some of them are currently inactive. These
include:

• The Syndicate of Journalists (SJA – Sindicato dos
Jornalistas).

• The Private Print Press Association (AIPA- Associação
da Imprensa Privada).

• The Union of Angolan Journalists ( UJA – União dos
Jornalistas Angolanos).

• The Women’s Journalists Association of Angola
(AMUJA – Associação das Mulheres Jornalistas de
Angola).

• The Media Institute of Southern Africa (MISA) Angola.

Gender and media in Angola

The Gender and Media Baseline Study (GMBS) found
that women constituted 26% of news sources in Angola.
This figure is higher than the regional average of 17%
and the global average of 18%.

The GMBS also showed that women hardly feature as
sources in the “hard” news categories such as economics,
business and politics.  Angola had the highest proportion
(27%) of women accessed for political news stories,
although this number is still low in comparison to male
sources. Women constitute only 29% of journalists in
the print media. As in other countries in the region, the
only category in which women predominate in the media
in Angola is as TV presenters (52%).

The preliminary desk top research for the Gender and
Media Audience Study (GMAS) showed that there is little
formal audience research carried out by the media in
Angola. 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 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.
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Table 2.2: Media in Angola

MEDIA STATE PRIVATE

Television

Channel 1
Channel 2

Radio

RNA
Canal A
Radio N’gola Yetu
Radio FM Stereo
Radio Luanda
Radio 5
Radio LAC
Radio Morena
Commercial Radio of Cabinda
Radio 2000
Radio Ecclesia

Newspapers

Jornal de Angola
Semanário Angolense
Agora
A Capital
Angolense
Folha 8
O independente
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�
�
�
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�
�
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�
�
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Locations

The research tool place in the capital city of Luanda and
provincial capitals of Benguela and Lubango.

Demographic information

As illustrated in table 2.3, in Angola, the research included
86 women and 87 men in three locations: Luanda,
Benguela and Lubango; slightly less than the 90 women
and 90 men targeted.

Figure 2.1 illustrates the distribution of the 86 women
and 87 men interviewed across age variables.

Figure 2.2 illustrates the distribution of male and female
respondents across levels of education

Media availability and use

Main source of news

Radio: In Angola the main source of news for the great
majority of women (81%) and men (78%) is radio. For
both women and men, the primary reason for choosing
radio is that they “can do other things at the same time
as listen to the news.” The second reason is that “it is
affordable”.

Television: A slightly higher number of men (17%
compared to 16% women) access their news from
television. Across the countries in the study, a higher
proportion of women (37%) than men (31%) said they
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Table 2.3: Research sites in Angola

Country Sites  women  men

Angola Luanda
Beguela
Lubango

Total 86 87

Figure 2.1: Respondents by
age and sex in Angola
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Figure 2.2: Respondents by
education and sex in Angola
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Figure 2.3: Main source of news
for women and men in Angola



got their news from television. This could be attributed
to low income levels among women in Angola.
Interestingly in Angola, equal proportions of women
(21%) cited the following reasons for choosing television:
“can do other things at the same time”; “can get up to
the minute/breaking news”; “habit/always done it this
way” and “I like to see what is going on”.

Newspapers: A very low percentage of women (2%)
identified newspapers as their main source of news; this
figure is less than half of that for men (5%) and is far
below the regional averages of 11% for women and 16%
for men. For women, the primary reason for choosing
newspapers as their main source of news is that “they
can access it when it is convenient” and because they
“can get up to the minute/breaking news”. Men gave
similar reasons, but one quarter added that “it is
affordable”.

The Internet: None of the respondents chose the Internet
as a main source of news. The finding underscores the
challenges and opportunities for developing an IT culture
in Angola, especially among women.

Education: Consistent with the finding that the vast
majority of all Angolans get most of their news from
radio, figure 2.4 shows that respondents from all education
levels get their news from radio. Most of the women and
men who cited TV as their primary source of news either
have secondary or tertiary education, and therefore
probably also have higher income levels. All the women
who cited newspapers as their main source of news have
a tertiary education, while the men either have a secondary
or tertiary education. This suggests that there is a correlation
between low levels of literacy and education generally,
and the extremely low levels of newspaper consumption
in Angola.
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Figure 2.4: Main source of news by
sex and education level for women

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

TV/news
programmes

Radio news/
current affairs
programmes

Newspapers Internet news
sites

Primary
Secondary
Tertiary

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

TV/news
programmes

Radio news/
current affairs
programmes

Newspapers Internet news
sites

Figure 2.5: Main source of news by sex
and education level for men in Angola

The Internet is still not a source of news in Angola.

Primary
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Media selection and acquisition

As in the rest of the study, a high proportion of men (62%)
but also a majority of women (52%) 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. Similar to
findings in the region, other than selecting which medium
they consume themselves, women and men in Angola
are likely to consume a medium selected by “another
family member”.  However, the 18% women in Angola
and Mozambique who said they are likely to consume
news from a medium selected by a spouse/partner are
the highest such proportion of any country in the study.
This figure is also higher than the regional average of
14%.

News genres

Most Angolan women (66%) and men (62%) prefer short
news reports as compared to any other news genre.
Preference for interactive news is low, but as in the region
generally a higher proportion of Angolan women (7%)
preferred this kind of news to men (5%). Similar to
Malawi, no women (and only 1% men compared to 5%
in the consolidated finding) chose opinion and
commentary as their preferred genre.

Topics

Respondents received a list of news topics and were
asked to choose the three topics of most interest to them.
Figure 2.8 and figure 2.9 illustrate the topics chosen by
the highest percentage of women and men as their first,
second and third choice.

Consistent with preferences of men in the regional findings,
most of the men in the sample chose sport news followed
by political stories as the topic that they find most
interesting. The third choice for men in Angola is stories
about ordinary people/everyday events.

On the other hand, women chose educational and social
issues as their first and third choices, and stories about
women’s lives as a second preference. In the aggregate
findings, women chose educational and social issues as
first and second preferences and stories about women’s
lives as their third preference.

Figure 2.6: Who selects the news
medium in Angola?
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Figure 2.7: Preferred news genre
by sex in Angola

Figure 2.8: Preferred news topics
for women in Angola
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Figure 2.9: Preferred news topics
for men in Angola
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Representation and portrayal

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

Almost half the women and 35% men in the sample
believe that the news does not reflect the concerns of
women and men equally. 41% of men agree while 24%
are unsure.

43

Figure 2.10: Does the news reflect the
concerns of women and men equally

in Angola?
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A male domain?

Most women interviewed said that the news does not
reflect the interests of men and women equally; that
society, politics and the media are male dominated
with men occupying the main decision-making
positions. Below are some of the comments made.

• “I do not agree. The news reports more on men
because they manage the country. They are seen as
more important than women”.

• “I do not agree. The news’s focus is politics and
governmental/public issues, which involve more
men than women”.

• “I do not agree.  Sometimes, the news reflects social
problems without focus on the woman’s side”.

• “I do not agree. The news shows more men than
women and addresses mostly the men’s concerns.
I think also that the news’s main topic is politics
and the men are usually the leaders in politics”.

• “I do not agree, the men appear in the news more
frequently than women”.

• “I agree.  I see in the news the same number of
women and men”.

Male respondents shared the view that the news does
not reflect the concerns of men and women equally
because men dominate most aspects of society. In
addition, they identified lack of respect for women as
an important reason for their concerns not being covered
in the media. Some of their comments are listed below.

• “I do not agree, because women do not still have
the space they should have in our society”.

• “I do not agree. The female sex is, in fact,
discriminated against”.

• “I do not agree. Mostly the news focuses on male
issues”.

• “I do not agree, because there is a weak participation
of women in the social, political and economic life
of the society”.

• “I do not agree. The news is a reflection of the lack
of equality between men and women”.

• “I do not agree, because we see in news more men
than women”.

• “I do not agree, the issues on news are usually about
male interests”.

• “I do not agree, because news only report on women
during the special dates/events regarding to the
women”.

• “I do not agree, because the prejudice in relation
to the women still exists”.

• “I do not agree, because we still have more male
journalists”.

• “I do not agree, because the woman still is
diminished and we do not reach the gender equality
yet”.

• “I agree. There is no relation between the sex of the
people and the news”.

• “I agree, however men dominate the world”.
• “I am not sure. Our society still continues to be very

male dominated despite the space women are
gaining”.



Women as sources of news

Women and men gave contradictory answers in response
to the question: “How often do you think that women
are used as sources in news stories?” Almost equal
proportions of women said women are used as news
sources “often” (43%) and “seldom” (45%). Amongst
men, 48% believe women appear “often” while 43%
said “seldom”.

The GMBS for Angola found that women constitute 26%
of news sources, higher than the regional average of 17%
and global figure of 18%. However, the difference between
the actual under-representation of women in the news
and mixed perceptions as to whether or not this is so
reflects different levels of gender awareness among news
consumers – women and men. This underscores the
importance of advocacy and awareness-raising around
the findings of the GMBS in Angola, as well as the need
for greater media literacy generally.

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. In findings that mirror those
of the GMBS that focused on news content, male and
female consumers highlighted the roles of victim,
model/beauty contestant; health worker; homemaker
and entertainer.

Respondents also identified the roles they see men
represented in most often in the news. Again in findings
similar to the GMBS, women and men concurred that
these are as: politician, civil servant/government official;
business person, member of the police and military and
sports person.
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Figure 2.11: How often are women
accessed as sources of news

Figure 2.12: GMBS news sources
by sex in Angola

Female
Male

74%

26%

     Figure 2.13: Perceptions of roles of
women in the news in Angola
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Figure 2.15: Responses to sexual
images in Angola

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

Female
Male

I don’t
really
notice
them

I find these
stories images
entertaining/
interesting

They
encourage me

to buy the
newspaper/
watch news

I feel
uncomfortable

when I see
them

I feel
they are
insulting

to
 women

A matter of respect

The majority of women felt that sexual images of women
in the media belittle women while also reflecting
society’s disrespect for women. The following comments
by women reflect the sense of personal offence that
such images invoke:

• “I do not feel well when I see sexual images of
women, because I am also a woman.”

• “They are an insult to women, because they are not
educational.”

• “They do not call my attention and I consider them
insulting to the women.”

• “They show lack of respect to women and I feel
ashamed especially if I see the images when my five
children and my two little brothers are with me.”

• “I consider the sexual images insulting to women,
because they call the attention to women but in a
negative way.”

• “They can be dangerous to children.”
• “They do not call my attention and I consider them

as an insult to women, because they discredit women
and hurt their sensibility.”

• “I feel uncomfortable and I consider the images
insulting to women, because through these sorts of
images a woman is only seen as a sexual object and
not like someone who is useful for the society.”

Men, on the other hand, stressed the fact that they
consider sexual images to be a violation of women’s
dignity and had a bad influence on children. Others
said that these images are an insult to men:

• “I consider them an insult to women. I am faithful
and I think these sexual images show lack of respect
for women.”

• “I consider the images as an insult to women and
also to men. I have a religious education and I do
not like these sorts of images. They hurt women and
also men.”

• “I feel uncomfortable and I consider the images
insulting to women, because I consider being against
the civic and social behaviour to show this sort of
images.”

• “I feel uncomfortable and I consider the images
insulting to women, because with this sort of images
men are persuaded to think that women’s role is
only to serve as a sexual object.”

• “I feel uncomfortable and I consider the images
insulting to women. These images should not be
seen because they are bad for children/minors
behaviour.”

• “I consider interesting, but at the same time insulting
to women.”

Sexual images

Fewer women and men in Angola feel “uncomfortable”
about sexual images of women in the news compared
to the region. The comparative figures are 31% for
women and 24% for men in Angola; and 43% among
women and 36% among men in the region. Similarly,
37% women and 30% men in Angola said they found
the use of sexual images of women in the news
“insulting” compared to the regional average of 42% for
women and 34% for men. A significant number of
respondents (20% among women and 16% among men)
said “I really don’t notice them”. Angola had the highest
proportion of men (14%) of any country in the study
who said that such images encourage them to go out and
buy the news.

Media practitioners

Table 2.4 contains a summary of the responses to a set
of statements about media practitioners. A majority of
women (51%) and men (48%) in the sample believed
that women report different kinds of news to men, although
a fair percentage also disagrees. An overwhelming 70%
of men and equally high proportion of women agree that
it is mostly men who report on the news. The majority
of women (89%) and men (85%) agreed that there should
be gender balance in newsrooms.

Statements Agree Unsure Disagree
F M F M F M

I think that it is mostly men
who report the news. 70 70 15 15 15 15
I prefer news stories
reported by men. 22 30 16 23 62 47
I prefer news stories
reported to women. 40 17 19 37 41 47
I think that women report
different kinds of news
stories to men. 51 48 20 11 29 40
I think that there should be
equal numbers of male and
female reporters. 89 85 4 0 7 15

Table 2.4: Perceptions of media
practitioners in Angola



Figure 2.17: Top three types of news
 preferred by men in Angola
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Figure 2.16: Top three types of news
preferred by women in Angola

25%
20%
15%
10%
5%
0%

Female

Positive
Stories

(2nd Choice)

Women’s
rights/concerns/

issues
(1st Choice)

Local/
community

news
(3rd Choice)

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

Female
Male

Pornography
(1st Choice)

Violence
(3rd Choice)

War
(2nd Choice)

Less interesting

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

Female
Male

No differentMore interesting

Figure 2.19: Would the news be more
interesting if the views of women were

reported more often in Angola

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 want more positive news. Women want
to see, read and listen to more local/community news
and news on women’s issues. Men would like more
human interest stories and news that provides information
on accessing services and resources.

Less sexual images and war

When asked what they would like to see and hear less
of in the news, women and men gave similar views.
Women and men in Angola concurred that they would
like to see less pornography, violence and war coverage
in the news. While pornography came first for women,
it came third for men.

More women’s voices

As in other countries, a high proportion of women (63%)
and men (45%) agreed that the news would be more
interesting if the views of women were reported more
often. However, compared to the region, a relatively high
proportion of respondents in Angola, especially men
(42%) felt it 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 2.18: Top three types of news that men
and women want to see less of in Angola



Figure 2.20: Would the news be more interesting
if there were stories of women doing a

wider range of activities in Angola
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Figure 2.22: How do women want
to see women in the news in Angola?
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Figure 2.21: How do women want to see
women in the news in Angola?
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Diversity

Most women (68%) and men (57%) in Angola concurred
that the news would be more interesting if it carried
stories of women in a greater diversity of roles. This is
however considerably lower than in the consolidated
finding (78% among women and 59% among men.)

Respondents were asked, in an open-ended question, 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 five common roles in which
they would like to see women more often: in public life,
in professional roles, in leadership roles, in business and
as scientists.
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GL workshop on women in politics in Angola.



Figure 2.24: How do men want to
see men in the news in Angola?
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New roles for men

Women and men had similar views on the kinds of roles
that they would like to see men represented in more
often: as care-givers, parents, as home-makers and in
non-traditional roles. Some 16% women and 17% men
said they did not see the need for men to be cast in any
other roles than those in which they are already.

Conclusions and recommendations

The findings of this study that reflect distinct gender
patterns in the 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.

48

Figure 2.23: How do women want
to see men in the news in Angola?
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GL workshop on women in politics in Angola.


