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Table 12.1: Summary of key data from the findings of the GMAS in Tanzania

KEY DATA Tanzania CONSOLIDATED
% women % men % women % men

Most important source of news

Radio 51 48 51 51
Television 40 31 37 31
Newspapers 8 20 11 16
Internet 1 1 1 2

Who selects the news medium?

Self 41 49 49 55
Spouse/partner 17 16 14 12
Other family member 30 25 28 23
Fellow worker 1 2 2 2
Employer 3 2 2 2
Friend or neighbour 7 5 4 4
Proprietor of a public space 1 2 0 2

News preferences (genres)

Short news reports 66 62 55 53
In depth features 23 31 28 32
News that asks for feedback (e.g. Letters to the editor) 4 4 12 10
Opinion and Commentary 7 3 5 5

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

Agree 34 35 40 43
Unsure 14 17 17 16
Disagree 52 48 42 41

How often are women used as sources in news stories?

Very often 23 18 18 21
Often 28 18 36 37
Seldom 48 59 42 39
Never 2 5 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 11 4 12
I don’t really notice them 4 8 8 10
I feel uncomfortable when I see them 47 37 43 36
I feel they are insulting to women 42 33 42 34
They encourage me to buy the newspaper or watch the news 3 10 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 72 45 68 47
No different 22 34 22 36
Less interesting 6 22 10 18

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

Agree 85 62 78 59
Unsure 5 16 10 19
Disagree 10 22 12 22
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EXECUTIVE SUMMARY
This section of the report presents the findings of the
Tanzania Gender and Media Audience Study (GMAS)
conducted by Gender Links in partnership with the Media
Institute of Southern Africa (MISA) Tanzania and the
Gender and Media Southern African (GEMSA) Network
(Tanzania chapter). It is the first comprehensive study of
audience news consumption patterns and preferences in
Tanzania generally, as well as the gender dimensions of
these.

The findings are based on the responses of 156 women
and 147 men, a total sample of 303 in Kinondoni, Ilala
and Temeke. The theoretical framework for the research
and the methodology are described in detail in Chapter
One, the overview to this report.

Key findings

Table 12.1 provides a summary of the key data from
Tanzania and the consolidated (all thirteen countries)
findings of the GMAS. The key findings include:

Radio is the main source of news, although a large
number of men and women are also inclined to television:
Although a greater percentage of women (51%) and men
(48%) chose radio as their main source of news, television
is fast catching up as 40% women and 31% selected this
medium.

There is a big gender gap in newspaper readership: With
the exception of Zimbabwe and in a finding similar to
that in Mauritius, Tanzania has the second highest gender
gap in newspaper readership in the study. 20% of men
in the sample as compared to 8% of women selected
newspapers as their main source of news.

There is a strong correlation between levels of education
and the main source of news, especially among men: In
a pattern mirroring the findings in most other countries,
the majority of respondents who chose radio as their
main source of news had primary education, while those
who chose newspapers as their main source of news had
secondary or tertiary education. None of the women and
men with primary and secondary education cited the
Internet as a main news source and only 1% of those
with tertiary education did so.

Women and men prefer short news reports: Consistent
with the regional findings, women (66%) and men (62%)
prefer short news items to any other genre. This is followed
by in-depth features. As in other countries in the study,
more men (31%) than women (23%) chose this type of
news.

But more women than men prefer opinion and
commentary: In a finding similar to that in Mauritius and
Zimbabwe, and different to the other countries in the
study, more women than men prefer opinion and
commentary. 7% of women interviewed in Tanzania

chose opinion and commentary as their preferred genre,
compared to a much lower percentage of men (3%).

News that asks for feed back is not popular among both
women and men: Only 4% of women and men cited
news that asks for feedback as their favourite genre; the
lowest in the study and considerably lower than the
regional average of 12% for women and 10% for men.
The findings pose a challenge to media decision-makers
to popularise these genres because they provide avenues
for citizens to participate directly in the creation of news
as well as make their voices heard.

Fewer women and men make independent choices about
what news medium to access: In contrast to the overall
findings, 41% women (compared to 49% women in the
consolidated report) and 49% men (compared to 55%
men in the consolidated) make decisions about where
they get their news from. A relatively large number of
Tanzanian women (30%, equal to women in Zimbabwe
and the highest such proportion in the study) get their
news from a medium selected by a family member other
than the spouse/partner. The comparative figures for men
are 25% (equal to Mozambique and also highest in the
study) as compared to the consolidated figure of 23%.

There is a fairly high level of awareness on gender
imbalances in the news: Some 48% women and 59%
men (both figures higher than the consolidated finding
of 42% women and 39% men) state that women are
hardly accessed as sources of news. More women (52%)
than men (48%) say that the news does not reflect the
concerns of women and men equally. The GMBS showed
that women constituted 16 percent of the news sources
in Tanzania. The relatively high level of awareness of
women’s representation in the news can be attributed to
the long history of advocacy on these issues in Tanzania
by groups like TAMWA, GEMSA and MISA.

And strong perceptions about gender biases in portrayal:
In findings that resonate with the GMBS, Tanzanian
respondents said that women are mostly featured in the
news in the roles of model/beauty contestant, homemaker,
victim, sex worker or entertainer. On the other hand,
men are frequently seen in the news as politicians,
government officials, business persons, scientists or
criminals.

And especially strong views on the use of images that
depict women as mere sexual objects:  As in most of the
other countries in the study, high proportions of both
women and men, but especially women, found sexual
images of women in the news “uncomfortable” and
“insulting”. 54% of respondents in Tanzania identified
sexual images in the news as the kind of news they would
like to see less of.

Men are seen as the reporters and makers of news, but
there is strong support for gender equality in newsrooms:
While a relatively high number of females (38%) and
males (32%) agree that Tanzanian female journalists
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report on different types of news compared to their male
counterparts, views on this issue are mixed. However,
83% women and 73% men said there is need for women
and men to be equally represented in newsrooms. 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 human interest and
positive stories; and women more stories about their
concerns: Tanzanian women and men would like to see
more positive stories in the news. In addition, women
want more stories on women’s rights/concerns/issues
while men want more in-depth news and analysis, and
also more local/community news.

Women and men, but especially women, would find the
news more interesting if the ideas and views of women
were reported more often: A high proportion of women
(74%) and men (45%) said the news would be more
interesting if the ideas and views of women were reported
more often. This is consistent in findings from many other
countries in the study. Only 22% of women and 34% of
men said the news would be “no different”.

It’s not just about more women’s voices, but about
women in diverse roles: The vast majority of women
(77%) and the majority of men (51%) agreed that
the news would be more interesting if there were
stories about women doing a wider range of things.
Women and men also want to see more men in non-
traditional roles such as parents, care-givers and home-
makers.

About Tanzania

Tanzania rises from the Indian Ocean to the great plateau
that forms much of Southern and Eastern Africa. Tanzania
shares borders with eight other countries:  Kenya to the
northeast, Uganda to the northwest, Rwanda and Burundi
to the northwest, The Democratic Republic of Congo
(former Zaire) to the west, Malawi and Mozambique to
the south and Zambia to the southwest. A large country
of 937,000 sq. km., Tanzania has a population of over
30 million.

Tanzania functioned as a single party state from
independence in 1961 until 1992 when constitutional
changes allowed for political pluralism. Under the
leadership of Ali Hassan Mwinyi, Tanzania moved
away from socialism, and embraced economic
liberalisation. President Benjamin Mkapa took office as
the third post-independence president in the 1995
elections. Tanzania had its third multi party elections in
October 2005.

Media context

The growth and role of the media in Tanzania has been

shaped by four phases that are distinct from each other
in the history of Tanzania: the colonial period, the post
colonial period, the ujamaa period and the post ujamaa
(or liberalism) period.

Prior to political pluralism, the ruling party and its
government owned most of the media. The Chama Cha
Mapinduzi Party (CCM) had two newspapers: the Daily
Uhuru and the weekly Mzalendo newspaper. The
government owned a public daily paper, Daily News
and a weekly sister publication, Sunday News. All the
four papers still exist under the same ownership and
management. All newspapers and other media outlets
that existed during the colonial period functioned under
constraint.  The colonial authorities made sure that the
media were not too critical of the colonial administration.
 This situation changed gradually with the rise of
nationalism.  The criticism was directed at the colonial
powers.

With the introduction of multipartyism in 1992, a new
law, the Tanzania Broadcasting Services Act 1993 came
into place. This has been accompanied by an explosion
of new independent media, which has stripped away the
veil of censorship that the state media had drawn over
the life of citizens for decades.

The way journalism has grown in Tanzania in the past
decade is truly phenomenal.  From the five state-party
owned newspapers and one radio station in 1992, the
industry now boasts of 20 daily papers, 53 weeklies and
42 other regulars.   There are also 26 radio stations, 15
television stations and 20 cable operators scattered
throughout the country.

The number of journalists has also increased from 230
in 1990 to around 3,000 today, while the labour force
in the booming industry is now estimated at 10,000.
The proliferation of private media and the resultant
competition has also expanded consumer choices for
news and information. Equally important, recent studies
indicate wide reliance of citizens on the media for news
and information on public affairs (Liyiga 2001; MISA
2003).

There are, however, a number of concerns regarding the
quality of journalism. Readers, viewers and listeners are
concerned that journalists get too much wrong too often;
that reports are not factually accurate and are often unfair.
There much focus on what is wrong, and often not enough
on reporting and explaining what is working and
succeeding.

There are several independent media bodies in Tanzania
promoting media freedom and professionalism. These
are:
• The Media Institute of Southern Africa (MISA-Tanzania)
• The Media Council of Tanzania (MCT)
• Association of Journalists and Media Workers (AJM)
• Tanzania Union of Journalists (TUJ)
• Tanzania Media Women Association (TAMWA)

CONTEXT



Table 12.2: Media in Tanzania

MEDIA STATE PRIVATE

TV Broadcasting
Television Ya Taifa (TVT) �
Coastal Television �
Network) (CTN) �
C2C Television �
Dar es Salaam Television �
(DTV) �
Channel Ten Television �
Dar Es Salaam Television �
(Pay TV)
Independent Television �
(ITV)
Independent Television 2 (Itv2) �
Star TV �
Abood Television �
Sokoine University Of Agriculture �
Television (Suatv) �
Cable Entertainment Network (Cen) �
Television Burudani (Arusha) �
Television Burudani (Dar Es Salaam) �
Agape Television �

Radio Broadcasting
Radio Tanzania Dar Es Salaam (RTD) �
PRT-Radio Tanzania �
Radio Free Africa (RFA) �
Radio Kiss FM �
Radio One �
Radio East African FM �
Radio Sky FM �
Radio Sauti Ya Injili �
Clouds Entertainment Radio FM �
Radio Choice FM �
Radio Tumaini �
Radio Tumaini International �
Radio Uhuru FM �
Sauti Ya Tanzania Zanzibar �
Magic Fm Radio �
Radio Maria �
Radio 5 Arusha �
Radio Chemchemi Sumbawanga �
Radio Ukweli �
Radio Saut FM Stereo �
Abood Radio �
Radio Faraja �
Business Times Radio FM �
The Quran Voice Radio (QVR) �
Radio Nachingwea �
Wapo Radio �
Orkonerei FM Radio, Arusha �
Sunrise FM Radio, Arusha �

Gender and Media in Tanzania

Like many other African countries, Tanzania has seen the
growth of freedom of information and expression heralded
by the advent of a multiparty political system. However,
the media in Tanzania still faces multiple challenges in
achieving gender equality in both its content and
structures. Within the media, women are concentrated
in administrative and support positions. Coverage of
women and gender issues as evidenced by the Gender
and Media Baseline Study (GMBS) reflects inequalities,
sexist attitudes and gender biases. Men in the media are
seen as the makers and shapers of news while women
are ignored.

The GMBS, the most comprehensive regional study
on gender and the media to be undertaken globally,
showed that women’s voices are grossly under-
represented in the media and that only 16 percent of the
news sources are women. This figure is below the regional
average of 17% and the global 18%. The study revealed
that women as news sources are virtually absent in
certain occupational categories and are represented in
limiting roles; featuring more as sex workers and beauty
contestants. Men on the other hand dominate in most of
hard news categories.

Tanzania, like South Africa and Mozambique (the other
two countries with the highest representation of women
in parliament in the region) had some of the lowest
proportions of women politicians being accessed as news
sources. At the time of the study the country had 23%
women in parliament, yet women comprised only 10%
of those accessed for their opinions on political stories.

Table 12.2: Media in Tanzania

MEDIA STATE PRIVATE

Daily Newspapers
Majira Newspaper �
Mtanzania �
The African �
The Guardian �
Alasiri �
Nipashe �
Mwananchi �
The Citizen �
Daily News �
Uhuru �
Msanii Africa �
Tanzania Daima �

Weekly Newspapers
Dimba
Bingwa
Rai Newspaper �
Taifa Letu �
Mzalendo �
Mwanaspoti �
Sani Newspaper �
Mwafrika �
Alfajiri �
Michapo �
Spoti Starehe �
Business Times �
Dar Leo �
The Express �
Sunday News �
Mzalendo �
Burudani �
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A strong gender and media movement has emerged in
Tanzania and is working together to monitor and engender
the media. Tanzania Gender Network Programme (TGNP),
Tanzania Media Women’s Association (TAMWA) and
the Ministry of Community Development (MCDGC),
Gender and children in collaboration with MISA
have spearheaded several initiatives. The partnership
between TGNP, TAMWA and MCDGC resulted in ground
breaking pilot project of Enhancing Women’s Visibility
in Leadership Positions. This led to many women coming
forward to vie for different political positions in the 2005
elections.

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 preliminary desktop research for
this study showed that there is little formal audience
research carried out by the media in Tanzania. 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 regards to news, but also
the most comprehensive study to date that the authors
are aware of on audience responses and preferences to
news generally.

Locations

The salient features of the three locations are as follows:

Kinondoni district is surrounded by the historical town
of Bagamoyo to the north, the Indian Ocean to the east,
Ilala district to the South and Pwani region to the west.
It is the elite district of Dar es Salaam where United
Nations workers, Embassies, expatriates, government
leaders and elite people live.

Ilala district is situated South of Kinondoni district, North
of Temeke district and the Indian Ocean to the east and
is situated at the center of Dar es Salaam city.  A large
portion of the population constitutes migrant business
people. It is the most congested district with many business
and government offices located here. It leads in business
activities that are run by mostly Indians, Arabs and people
from Far East.
Temeke District is surrounded by Ilala district at the
north, Indian Ocean to the east and Pwani region to the
south.  It is the least developed, with a poor road
infrastructure. However, it has the second largest
stronghold of the Civic United Front (CUF) political party.

Demographic information

The study targeted 153 women and 153 men (306 in
total) and included interviews with 147 men and 156
women (a total of 303 respondents).

Figure 12.1 illustrates the distrubition od 156 women
and 147 men across different age groups (20-35; 36-50
and 50+).

Figure 12.2 illustrates the numbers of respondents by
education level (primary; secondary and tertiary).

Figure 12.1:Respondents by age and
sex in Tanzania
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Tomorrow’s news audience.

THE GMAS

Table 12.3: Research sites in Tanzania

Country Sites  women  men

Tanzania Kinondoni
Itala
Temeke

Total 156 147

Figure 12.2: Respondents by
education and sex in Tanzania
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Media availability and use

Radio: As in nine of the other countries in the study, radio
is the main source of news in Tanzania. As is the case in
most other countries, more women (51%) than men (48%)
use this medium to get their news. For both women and
men, the main reason cited for their preference of radio is
that “it is affordable/does not cost me anything”.

Television: Chosen by 40% of women (a figure that is
higher than the regional average of 37%) and 31% of men
the same as the consolidated finding) television emerged
as the second most important source of news. Reflecting
findings in other countries, more women than men prefer
this medium. Women chose this medium because they
“can get up to the minute/breaking news”; while men say
it is for “in-depth news”. The high number of women and
men in Tanzania relying on television for news reflects the
increase in TV stations in the country from two in 1994 to
twenty at present. Most of these stations have a country-
wide coverage.

Newspapers: As is the case in a majority of other countries
in the study, newspaper readership in Tanzania is low.
Again, as findings in nine countries in the study reveal
more men (20%) than women (8%) rely on newspapers
for their news. The percentage of males who use newspapers
as their main source of news in Tanzania is higher than the
consolidated finding of 16%. However the gender gap for
Tanzania is second highest in the region (similar to
Mauritius), reflecting disparities in literacy, education,
spending and social power between women and men.

The reason for choosing newspapers as the main source
of news for men is its affordability while women say, “it is
in my mother tongue”, again reflecting differences in levels
of education between women and men. Many respondents
stated during the survey that they don't trust news items
from newspapers as the titles or headlines sometimes differ
from the contents.

The Internet: An equal proportion men and women (1%)
identified the Internet as their main source of news. Although
this is low, and points to the need for the creation of access
to, and use of ICTs, it is heartening that women and men
appear to be at par where this medium is concerned.

Education: Further analysis by education levels shows that
women and men with primary level education constitute
the highest proportion of those who use radio as their main
source of news. Equal numbers (12%) of women with
secondary and tertiary level education; and equal
proportions of men with secondary education chose
television as their main source of news.  Women (3%) and
men (9%) with tertiary level education constitute the
majority of those who chose newspapers as their most
important source of news. Internet was identified as a main
source of news by women with secondary education and
men with tertiary education.
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Figure 12.3: Main source of news
for women and men in Tanzania
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Figure 12.5: Main source of news by
education level for men in Tanzania

Figure 12.4: Main source of news by
sex and education level
for women in Tanzania
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Figure 12.9: Preferred news topics
  for men in Tanzania
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Media selection and acquisition

Although a relatively high number of women (41%) and
men (49%) in Tanzania make independent choices about
which news medium to consume, these figures are lower
than the consolidated finding of 49% for women and
55% among men. The second highest category is “other
family member” (30% for women and 25% for men)
which does not include spouse or partner. The proportion
of those whose choices are determined by a spouse or
partner, at 17% for women and 16% for men illustrates
that women in Tanzania are more likely to rely on their
spouse or partner to select the news medium than women
elsewhere in the region (where the average is 14%).

It is also interesting to note that in Tanzania, a high
number of women 7% - in comparison to findings in
other countries – consume news from a medium selected
by a neighbour. Tanzanian culture is generally neighbor
friendly and this makes it easy for people to share TV
facilities with neighbours, thereby providing easy access
to TV technology.

News genres

Most women and men, and especially women (66%
compared to men 62%) prefer short news reports to any
other genre. Only 23% women and 31% men in Tanzania
(compared to 28% women and 32% men respectively
in the regional findings) prefer in-depth news.

Although more women (7%) than men (3%) chose opinion
and commentary, this genre- as elsewhere- is not that
popular. This is interesting to note as opinions and columns
are generally associated with male writers and readers.
Even lower in the list of preferred news for women and
men in Tanzania is news that asks for feedback (4% for
women and men, compared to 12% for women and 10%
for men across the region.) This poses a challenge to the
media in Tanzania to popularise more interactive forms
of news.

Topics

Respondents received a list of news topics and were
asked to choose the three topics of most interest to them.
Figures 12.8 and 12.9 show the topics chosen by the
highest percentage of women and men as their first,
second and third choices.

Most men in the sample chose sports news as the topic
of greatest interest to them, followed by business
news/economics and then stories dealing with human
rights issues other than gender issues. In a pattern different
from preferences by women in other countries, women
chose sports news followed by political stories as their
top two preferred topics followed by human rights issues
other than gender issues. Unlike men in other countries
who cited sports and political stories as their favourite
topics, Tanzanian men cited positive and human interest
stories as their preferred topics.
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Figure 12.7: Preferred news genre by
sex in Tanzania

Figure 12.6: Who selects the news
medium in Tanzania?
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Figure 12.8: Preferred news topics for
women in Tanzania
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Representation and portrayal

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

Most women (59%) and men (40%) in the sample believed
that the news did not reflect the concerns of women and
men equally. Over a third of the sample of women and
men believed that the news reflected the interests of
women and men equally. The other respondents remained
uncertain. Compared to the rest of the region this reflects
a relatively high gender and media awareness.
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It is a man’s world

Explaining their views, some women said that male issues
dominated news, pointing specifically at politics and
business news which is considered a male domain. Others
are of the view that women are generally viewed as second-
class citizens in the news and are relegated to programmes
on entertainment and cooking. Still for others, women
“rule in sensational tabloids with abusive, dirty headlines
and pictures”. The following are some of their comments:

• “The news is full of politics, big businesses, seminars,
workshops where majority of issues are of public benefit
where men dominate. Women rule in sensational
tabloids with abusive, dirty headlines and pictures. The
positive side of women happening in small business
and home is left”.

• Women get their own programmes from sports,
entertainment, news, there are columns for women 
only, cooking programmes, women and development
etc but men are generally everywhere”.

• “Most news is being reported by men who are biased
and in most cases they favour their sides”.

• “I will be wrong to say that media has reported the 
interest of women when we are seeing sexual images
being presented”.

• “When women are found doing sexual things media 
will publicize it accordingly but when a man happens
to do so the same, media will present the issue to be 
a normal thing”.

• “Women issues and interests are not given the same 
weight as men with the later getting more coverage 
than the former”.

• “Women get less coverage as compared to men in the
media due to their domestic roles which are not 
found newsworthy”.

• “Men have more advantage in the media due to their
cultural heritage as superior”.

• “In magazines and newspapers you may find the 
whole paper from pg 1 to the end has stories and 
pictures of sexual images of women, so, for these you
may find that there is information concerning women
but they are negative”.

• “Men are preferred more in news stories than women.
 Women are normally portrayed as housewives, second
class citizens”.

• “Most women’s interests are in the kitchen, domestic 
issues and beauty but they are also in business offices
so women are everywhere”.

Men in the sample attributed the unequal coverage of
women’s and men’s concerns in the news to the fact that
women are more likely to be portrayed negatively in the
news than men who are portrayed positively by the media.
In addition men also noted that women are mostly at home
but journalists “look for news in offices”. It is also interesting
to note that it is mainly men in the 50+ age category who
noted the biases in media representation of women. The
following are some of their comments:

• “There are few women who have the opportunity to 
show up in the media but those few and their 
organizations make as much noise and attract as much
attention as all men combined”.

• “Women get less than 10 percent of any event in the 
media. Women issues are victims, complaints, sexy 
issues, antisocial behaviour”.

• “These days there are as many women in news from 
seminars and conferences, not a day goes wit
hout hearing women complaints, either locally or 
internationally”.

• “It is likely that they reflect the concerns of both men
and women equally as you can see now that women 
are much empowered”

• “High percentages of women are given bad news”.
• “In popular newspapers we see more women, though

in poor sexist images. In serious newspapers women 
are few”.

• “There are more men interest stories in the news such
as in commerce, politics, etc where female participation
is very low”.

• “Culturally women perform very little that is of interest
to the media, they are not in politics, not in business 
and money. Women stay at home with children, apart
 from a few educated ones, women are passive”.

• “They favour reporting women issues in order to
encourage them to present their demands. News always
reflects both sexes equally and more programs are
being launched to make the news balanced”.

• “In an African family a radio, TV and even newspapers
are bought by the father, they belong to fathers and
African fathers see women issues as uninteresting”.

• “There are few women in offices compared to men
and those at home, however, those at home make as
much news as those in offices but of different kinds
like on poverty, small business, fights, courts cases”.

• “Both get equal coverage but women are presented 
negatively”.

• “Women get less coverage, because they stay home 
and Journalists look for stories offices not homes”.

Figure 12.10: Does the news reflect the
concerns of women and men equally

in Tanzania?
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Women as sources of news

As illustrated in figure 12.11, women and men expressed
mixed perceptions about whether or not women are used
as sources (those who speak in the media) very often,
often, seldom, or never. 23% women and 18% men say
that women are used as sources in the news “very often”
and 28% women and 18% men say “often”. But 59% of
the men sampled stated that women are “seldom”
accessed as news sources, and 48% of the women hold
a similar view. These figures are both higher than the
consolidated finding of 42% for women and 39% for
men.

What the GMBS showed

The GMBS in Tanzania found that the news, in all media,
is mostly told through the voices and perspectives of
men. The study revealed that women constituted 18
percent of news sources, compared to 17 percent in the
region, and 18 percent in the global GMMP study. The
varying perceptions among audiences point to the need
for more gender and media literacy in Tanzania.  The
relatively high awareness of this discrepancy in Tanzania
reflects several years of gender and media awareness
campaigns led by TAMWA, MISA, GEMSA and others.

How are women represented in the news?

Respondents were given a list of categories and asked to
identify the regularity with which they see women and
men in particular roles in the news. Most women and
men in the sample said women are in the news most
often in the roles of models/beauty contestants,
homemakers, entertainers, victims and sex workers. The
Tanzania GMBS which monitored actual editorial content
found that women predominate in the news as beauty
contestants and sex workers.

How are men represented in the news?

Most women and men in the sample said that men appear
in the news most often in the roles of politicians, civil
servants/government officials, business persons, criminals,
and scientists. The Tanzania GMBS found that men
predominate in the news as politicians, sports persons
and as government officials..

184

Figure 12.12: GMBS news sources
by sex in Tanzania
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     Figure 12.14:Percepetions of roles of
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     Figure 12.13:Perceptions of roles of
women in the news in Tanzania
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Figure 12.11: How often are women
 accessed as sources for news in Tanzania?



Sexual images

In responses similar to those in all the other countries in
the study, most women (47%) men (37%) said they find
sexual images of women in the news “uncomfortable”
while 42% women and 33% men said they find such
images “insulting.”  Some 10% men, but only 3% women,
said that such images “encourage me to buy the newspaper
or watch the news.” This is at odds with the argument
frequently put forward by media decision-makers that
such images are critical to their bottom line

Degrading, exploitative and against our culture

Explaining their responses, many women spoke about
the loss of dignity as women and the fact that sexual
images contribute to women being seen as “useless”.
The following are some of their comments:

• “They don’t educate anybody. They destroy the entire
society especially our children”.

• “Covering sexual images of women is not our culture.
Therefore, it is insulting to women.  It will be better
i f  such medium/things are prohibi ted”.

• “It increases gender violence. Thus the practice needs
to be stopped immediately as no benefits are obtained
from seeing sexual mages of women”.

• “For us women such shows have to a greater extent
discouraged us form watching other good TV
programmes for fear of watching such bad things”.

• “I do not feel happy because why is it that men do 
not to show their sexual images? This disturbs my 
mind and some times I wish I could stop the behaviour
of seeing women as something to do the worst part
and men to do a very nice part”.

• “Men want to sell their papers using women’s bodies”.
• “It is against human rights of women and makes

them see that it is their bodies, not ideas, which
matter”.

• “You sometimes feel it’s your body that has been 
posted there.  Women feel much dehumanized with
those kinds of shape”.

• “They degrade women’s dignity in the society”.
• “Media should follow our African culture. – Media

should respect women
• I am always thinking about our children and the

coming generation how will they survive”

Men in the sample said that these images conflict with
culture and tradition and have a bad influence on
children. They also expressed the view that sexual images
are embarrassing to women and could lead to them
losing respect in society. The following are some of their
comments:

• “Because I do normally watch TV with our family so
when I saw that sexual images of women it real 
make me to feel down and can’t even continue to 
watch that show”.

• “Sexual images of women are not good for our
children and our African culture does not allow
these”.

• “It is absurd reading news showing women as sexual
images because women play a very important role

in the development of our societies”.
• “The sexual images of women portrayed in news

distort the culture of Tanzania”.
• “It is insulting when women are shown as sexual

images because men are seldom presented in the
news as sexual images”.

• “I don’t like these types of practices.  However
women normally remain silent about this, I don’t
know why this is so, some women even like to be
presented the way they are shown”.

• “These practices should be prohibited because they
go against religious need or against the needs of
God”.

• “Women are being exploited as their pictures and
images are used to sell newspapers and attract
viewers”.

185

Figure 12.15: Responses to sexual
images in Tanzania
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Media practitioners

Table 12.4 is a summary of the responses of the women
and men in the sample to a set of statements about media
practitioners. More than half of the women and men in
the sample agreed that it is mostly men who report the
news. Most women and men had mixed views as to
whether women report on different kinds of stories to
men. But 83% women and 73% men endorsed the
principle of gender equality in newsrooms.

Audience preferences

Type of news

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

More positive and human interest news

Women and men want to see more human interest and
positive news stories. In addition, women want to see
more stories about women’s/rights/concerns/issues and
men more in-depth news.

Less sexual images and war

When asked what they would like to see and hear less
of in the news, women and men had similar views. They
both cited sexual images, violence and war stories as
topics they would like to see and hear less of in the news.
Women and men also want to see less coverage of stories
that stereotype women and present women as victims;
and “less bad news”.
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Figure 12.16: Top three types of news
 preferred by men in Tanzania
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Figure 12.17: Top three types of news
preferred by women in Tanzania
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Statements Agree Unsure Disagree
F M F M F M

I think that is is mostly men
who report the news. 47 52 10 11 43 37
I prefer news stories
reported by men. 23 35 20 22 57 43
I prefer news stories
reported to women. 50 29 10 24 40 47
I think that women report
different kinds of news
stories to men. 38 32 14 34 48 35
I think that there should be
equal numbers of male and
female reporters. 83 73 5 10 12 18

Table 12.4: Perceptions of media
practitioners in Tanzania

Figure 12.18: Top three types of news
that men and women want to see
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More women’s voices

As in the other countries, a high proportion of women
(72%) and the majority of men (45%) agree that the news
would be more interesting if the views of women were
reported more often. Fewer respondents (22% of women
and 34% of men) in the sample believe the news would
be no different. A very low percentage of women (6%)
and relatively low percentage of men (22%) felt the news
would be less interesting if the views of women were
reported more often in Tanzania.

Diversity

A high number of female (85%) and male (62%)
respondents said the news would be more interesting if
women featured in a wider diversity of roles. The figure
for women is the same as Namibia and second only to
Mozambique (86%).

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

New roles for women

Women and men identified four common roles in which
they would like to see women in more often: in
professional roles, in public life, in leadership roles and
in business. In addition, women identified the roles of
expert opinion makers. 7% of men in the sample said
they did not want to see women represented in any other
way.
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Figure12.19: Would the news be intresting
if the views of women were reported

more often in Tanzania?
Female
Male

      Figure 12.20: Would the news be more
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Figure 12.21: How do  women want to
see women in the news in Tanzania?
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Figure 12.22: How do men want to
see women in the news inTanzania?
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New roles for men

Women and men said they would like to see and hear
more men in the roles of parents, care-givers; home-
makers; and in non-traditional roles. A minority (but
higher proportion of women and men than in the case
of responses to the question on women’s roles) said they
did not see the need for men to be cast in any other roles
than those in which they are seen already.

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 12.23: How do women and men
want to see men in the news in Tanzania
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