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Table 13.1: Summary of key data from the findings of the GMAS in Zambia

KEY DATA ZAMBIA CONSOLIDATED
% women % men % women % men

Most important source of news

Radio 58 63 51 51
Television 34 26 37 31
Newspapers 8 11 11 16
Internet 0 0 1 2

Who selects the news medium?

Self 47 57 49 55
Spouse/partner 16 9 14 12
Other family member 30 23 28 22
Fellow worker 2 1 2 2
Employer 3 2 2 2
Friend or neighbour 2 6 4 4
Proprietor of a public space 1 2 0 2

News preferences (genres)

Short news reports 44 50 55 53
In depth features 32 30 28 32
News that asks for feedback (e.g. Letters to the editor) 19 15 12 10
Opinion and Commentary 5 6 5 5

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

Agree 52 48 40 43
Unsure 14 13 17 16
Disagree 34 39 42 41

How often are women used as sources in news stories?

Very often 21 30 18 21
Often 17 34 36 37
Seldom 57 35 42 39
Never 4 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 5 10 4 12
I really don’t notice them 3 4 8 10
I feel uncomfortable when I see them 46 38 43 36
I feel they are insulting to women 41 39 42 34
They encourage me to buy the newspaper or watch the news 5 9 3 8

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

More interesting 70 47 68 47
No different 20 41 22 36
Less interesting 10 13 10 18

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

Agree 66 47 78 59
Unsure 13 20 10 19
Disagree 20 33 12 22
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EXECUTIVE SUMMARY
This section of the report presents the findings of the
Zambia Gender and Media Audience Study (GMAS)
conducted by Gender Links (GL) in partnership with the
Zambia Institute of Mass Communication (ZAMCOM).
It is the first comprehensive study of audience news
consumption patterns and preferences in Zambia
generally,as well as the gender dimensions of these.

The findings are based on the responses of 90 women
and 89 men, a total sample of 179 from Lusaka, Kabwe
and Kafue.The theoretical framework and the methodology
for the research are described in Chapter one, the overview
to this report.

Key findings

Table 13.1 provides a summary of the key data from the
study. Key findings include:

Radio is by far the most important source of news: As
in the case of Swaziland, a substantially higher proportion
of women (58%) and men (64%) cited radio as their main
source of news than in the overall study in which 51%
women and 51% men said they rely on radio for their
news.These findings are to be expected, given the size
of the country, its vast rural areas, several languages as
well as low levels of income and literacy, especially
among women.Affordability is a major consideration in
Zambia. Radio, which is free, provides an alternative to
other media like newspapers and the Internet that need
to be paid for.

More women than men get their news from television:
The second most important source of news for women
(34%) and men (25%) is television. This might be
accounted for by the fact that, despite Zambia’s low
income status, it is the second most urbanised country
in Southern Africa. The finding that more women than
men get their news from television is consistent with the
overall findings of the report and probably reflects the
fact that women are more house-bound.

Newspapers are still battling to gain market share,
especially among women: A very low proportion of
women (8%) and men (11%) cited newspapers as their
main source of news.  As in the case of Angola, Malawi,
Lesotho and Seychelles, these figures are considerably
lower than the overall findings of 11% for women and
16% for men. They reflect declining income and literacy
levels in Zambia, which have a particularly severe impact
on women.The very low newspaper readership is
unfortunate, given the country’s relative development
and prosperity at independence, and highly politicised
labour force.

The Internet is virtually unheard of: Also reflecting the
economic hardships in Zambia is the fact that none of
the respondents – women or men - cited the Internet as
their main source of news.

The correlation between levels of education and the
main source of news in Zambia is blurred by low incomes:
Reflecting the low levels of income in Zambia that afflict
even the better educated news consumers, the correlation
between education and the type of media relied on for
news is not as pronounced as it is elsewhere. As in the
other countries, the highest proportion of women who
chose radio as their main source of news has primary
level education. However, equal proportions of men with
primary, secondary and tertiary education chose radio
as their main source of news.

Women and men prefer the short news reports to any
other news genre: In trends similar to those in the rest
of the region, most of the women (44%) and men (50%)
said they preferred short news reports to any other news
genre. This is typical of the countries in this study in
which radio is the main source of news, and where
literacy/education levels are low.

Women have a stronger preference for interactive news:
An interesting finding in Zambia (similar to Swaziland
South Africa, Mozambique and Zimbabwe) is that
contrary to what might be expected – given women’s low
level of public participation in both countries – 19%
women in the sample prefer news that asks for feedback
as compared to 15% men.  Indeed, overall, there is a
slightly higher percentage of women (12%) than men
(10%) who chose this as their favourite news genre. This
challenges the stereotypical view that women are either
not interested in, or do not have the time to engage with,
the news.

Opinion and commentary lag behind: As in other
countries in the region, only a tiny percentage of women
and men identified opinion and commentary as their
most important news genre. This could be due to the
genre mainly being associated with newspapers (which
are not the main source of news for the majority of
consumers); low levels of literacy and education; and/
or the fact that the genre itself is not well developed or
marketed in Zambia.

There are still gender gaps in who decides on the news
medium, but women are increasingly making
independent choices: Mirror the findings in other
countries, the majority of men (57%) and a significant
proportion of women (47%) make their own decisions
about where they get their news from.

There are mixed perceptions about women’s
representation in the news, but a higher degree of
awareness on this issue than elsewhere: There were
mixed views among women and men in the sample
on whether women’s concerns are equally reflected
in the news, and whether women are used “often” or
seldom” as news sources, although there appeared to
be a higher awareness of this discrepancy in Zambia than
elsewhere. The GMBS, which monitored editorial content,
showed that women constituted 13% of news sources
in Zambia, lower than the regional average of 17%.
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CONTEXT

The stronger perceptions of this reality in Zambia,
especially among women, may be due to the relatively
strong women’s movement in the country, that began
advocacy on this issue before the GMBS, and whose
efforts have been strengthened by the relatively strong
gender and media movement that has since emerged.

But strong perceptions about gender biases in portrayal:
In contrast to the uncertainty on the extent to which
women’s views feature in the news, Zambian audiences
mirrored the findings of the GMBS when asked to identify
the roles that women and men are most frequently
portrayed in the media. In the case of women these
include roles that accentuate the physical attributes of
women, while in the case of men these cover a wider
diversity of roles often associated with power, control
and dominance.

And especially strong views on the use of images that
portray women as mere sex objects: As in other countries
in the study, a high proportion of women and men said
they found sexual images in the news “uncomfortable”
and “insulting.” Most women and men chose sexual
images of women in the news as one of the top three
subjects that they dislike the most. Challenging the
conventional wisdom in the media that such images sell
news, only 5% women and 9% men in the study said
that such images “encourage me to buy the newspaper
or watch the news.”

Audiences are ambivalent about whether the sex of a
journalist makes a difference, but believe there should
be gender equality in newsrooms: As in other countries
in the study respondents in Zambia are unsure about
whether or not the sex of a journalist impacts on the way
a news story is covered. But they endorsed the principle
that women and men should be equally represented in
the media.

Time for change: Women and men want to see more
human interest and local news stories. Women want
more stories on women’s rights/concerns/issues. Men
want more positive stories.

Women and men would find the news more interesting
if the ideas and views of women were reported more
often: Most women (70%) and men (47%) in the sample
felt that the news would be more interesting if the ideas
and views of women were reported more often.

It’s not just about more women’s voices but about women
in diverse roles: Most women (66%) and men (47%)
agreed that the news would be more interesting if there
were stories about women in a greater diversity of roles.

Women and men have also identified the need to see
men in different roles in the news. These include: as
parents, care-givers, home-makers, in non-traditional
roles and as models.

About Zambia

Zambia, an expansive country in the northern reaches
of Southern Africa with a population of 10.5 million
shares borders with Botswana, Angola, Democratic
Republic of Congo, Tanzania, Mozambique, Malawi and
Zimbabwe. The country, which has rich copper reserves,
became independent in 1964 with one of the highest per
capita incomes in the region.

But falling copper prices coupled with poor economic
management led to a sharp economic decline.  From
1973 until 1991 Zambia had a one-party system. In 1991,
the Movement for Multi Party Democracy (MMD) won
a landslide election after a change in the constitution to
allow for the return to multi-party politics. The MMD
government has opened political space in Zambia, but
has been dogged with its fair share of corruption and
other scandals.

Zambia now has one of the lowest per capita incomes
in the region and is struggling to regain the economic
prosperity of the past. However, the political changes
have opened the democratic space in some areas,
including education and the media.  Private schools and
colleges have multiplied and so have media institutions.

Media context

After independence in 1964, the new African rulers began
the process of integrating the racially divided media to
serve all races. This ultimately led to the government
nationalising nearly all mainstream media. Private
newspapers began around 1957 with a short-lived
newspaper called the African Times.

Since the return of multiparty democracy in 1990, a
number of changes have taken place in the media industry
in Zambia. A fairly robust private media now operates
alongside the public media. Despite initial legislative
shortcomings and setbacks, indications are that private
newspapers, radio and television stations as well as
community radio stations will play an increasingly
important role in the dissemination of information.



There are several independent media bodies in Zamba
promoting media freedom and professionalism.
These include:
• The Media Institute of Southern Africa (MISA) Zambia.
• Press Association of Zambia (PAZA).
• Society of Senior Zambian Journalists (SSZJ).
• Zambia Union of Journalists (ZUJ).
• Zambia Media
• Women’s Association (ZAMWA).

Gender and media in Zambia

Like other Southern African countries, Zambia has laws
to promote gender equality, but these are often in conflict
with customary law and practices, as well as prevailing
patriarchal attitudes. The media in Zambia reflects the
gender biases that are prevalent in society. The GMBS
found that women constitute 13% of news sources in
Zambia. Women’s voices were almost completely absent
in certain occupational categories including science and
technology, sports, activists, mining and journalism.

A strong gender and media movement has emerged in
Zambia. The Zambia Media Watch (ZAMWATCH) and
MISA Zambia have spearheaded several initiatives. The
partnership between ZAMWATCH and GL resulted in a
ground-breaking pilot project at the Times of Zambia that
led to this media house adopting a comprehensive gendr
and HIV/AIDS policy.

In a report to the Gender and Media (GEM) Summit
held from the 12-14 September 2004 in Johannesburg,
Zambian partners identified the following activities as
priorities in Zambia:
• To work closely with all media institutions in the country

to disseminate the findings of the GMBS and GMAS.
• To work closely with government departments including

the Gender Department and cabinet gender machinery
to do gender training and develop gender policies.

• To replicate Times of Zambia project in selected media
institutions.

• To monitor the media, issue reports and engage with
the media on the findings.

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.

The preliminary desk top research for this study showed
that there is little formal audience research carried out
by the media in Zambia. 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.
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Table 13 .2: Media in Zambia

MEDIA STATE PRIVATE

Television

ZNBC TV �

Radio

ZNBC Radio �
Sky-FM �
Radio Christian Voice �
Radio Q-FM Limited �
Radio Choice FM �
Mazabuka Community Radio �
Radio Icengelo �
Radio Chikuni �
Radio Phoenix �
Radio Chikaya �
Radio Breeze �
Radio Liseli �
Radio Mano �
Voice of the Dove Radio �
Radio Yatsani �
5-FM �
Radio Maria �

Newspapers

Times of Zambia �
Sunday Times of Zambia �
Zambia Daily Mail �
Sunday Mail �
Financial Mail �
The Post �
The National Mirror �
The Monitor & Digest �
Friday Edition �
Business Week �

THE GMAS

Chileshe Kasale of ZAMWATCH presents a report at the GEM Summit.



Locations

The salient features of the three locations are as follows:

Kabwe, in the central province of Zambia, is an important
transportation and mining centre north of Lusaka on the
Great North Road that has slowly been losing its place
as an important economic giant town in Zambia, because
of the closure of the mines that has resulted the high
levels of unemployment.

Lusaka, the capital city of Zambia, has a population of
about 2 million people. Founded in 1930, Lusaka is
typical of many capitals in developing countries that have
grown quickly with insufficient attention to planning.
Over 60% of the population is unemployed.

Kafue is about an hour’s drive south of Lusaka. Its economy
revolves around two major parastatals, Nitrogen Chemicals
and Kafue Textiles. The process of privatising parastatal
organisations has resulted in job losses.

Demographic information

As illustrated in table 13.3, in Zambia, the research was
to include interviews with 90 women and 90 men in
three locations: Lusaka, Kabwe and Kafue. The actual
sample was 90 women and 89 men.

The graph below illustrates the distribution of the sample
across age and sex variables.

The graph below illustrates the numbers of respondents
by education level.
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Table 13.3: Research sites in Zambia

Country Sites % women % men

Zambia Lusaka 30 30
Kabwe 30 30
Kafue 30 30

Total 90 90

Figure 13.1: Respondents by age
and sex in Zambia
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Figure 13.2: Respondents by education
and sex in Zambia
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FINDINGS
Media Availability and Use

Main source of news

Radio: The main source of news for most women (58%)
and men (64%) is radio. For women and men, the primary
reason for choosing radio is that “it is affordable/does
not cost anything.”  With the lowest per capita income
in this study, affordability is an important consideration
in Zambia.

Television: Some 31% women and 17 % men chose
television as their second most important news genre.
The primary reason for choosing television is that “they
like to see what is going on.”

Newspapers: With 8% women and 11% men citing
newspapers as their most important sources of news,-
Zambia is ninth out of the 13 countries when it comes
to newspaper consumption.For women the primary reason
for choosing newspapers is that “they can access it when
it is convenient.” For men the primary reason for choosing
newspapers is for “in- depth news.”

Education: Further analysis by education levels illustrates
that radio news appeals to women and men across all
education levels. This underscores the fact that affordability,
as well as convenience and low levels of literacy, play
a key role in determining which media is consumed in
Zambia.

Media selection and acquisition

Figure 13.6 illustrates who makes the decisions about
which medium to buy, listen to or watch. Although there
is still a gender gap between men (57%) and women
(47%) the relatively high figure for women challenges
conventional wisdom that women do not select their
own news medium but consume news from a medium
selected by a spouse or partner. As in the overall findings,
the second highest category of those seen to influence
decisions on which medium is accessed are other
family members not including spouse or partner.

Figure 13.3: Main source of news for
women and men in Zambia

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

Female
Male

TV/news
programmes

Radio news/
current affairs
programmes

Newspapers Internet news
sites

Figure 13.4: Main source of news
by education level for

women in Zambia
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Figure 13.6: Who selects the
news medium in Zambia?
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Figure 13.5: Main source of news
by education level for

men in Zambia
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No one in the Zambian study chose the Internet as their main news source.



News genres

Most women (44%) and men (50%) prefer short news
reports to any other news genre. About a third of the
sample of women and men prefer in depth features. More
women than men prefer news that asks for feedback. A
very low proportion of the sample of women and men
are interested in opinion and commentary.

Topics

Respondents received a list of news topics and were
asked to choose the three topics of most interest to them.
As in other countries in the study, most of the men chose
sport, political reporting and HIV/AIDS, while women
chose education and social issues as well as stories about
women’s lives.  The GMBS found a strong bias in news
coverage towards the kinds of topics that men said they
are most interested in, with those that women selected
being regarded as “soft stories”. This suggests that media
decision-makers are not paying enough attention to their
women news consumers, who constitute half their
potential market.

Representation and portrayal

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

Most women (52%) and men (48%) in the sample believe
that the news does reflect the concerns of women and
men equally. Over a third of the sample of women (33%)
and men (39%) believe that the news does reflect the
interests of women and men equally.

Women and men suggested that because news is about
issues that concern the every day lives of all citizens, it
cannot be discriminatory.

Figure 13.7: Preferred news genre
by sex in Zambia
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Figure 13.8: Most preferred news
topics for women in Zambia

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

Education and
social issues
(2nd Choice)

Education and
social issues
(1st Choice)

Stories about
women’s lives
(3rd Choice)

Figure 13.9: Most preferred news
topics for men in Zambia
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Figure 13.10: Does the news reflect
the concerns of women and

men equally in Zambia?
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Women claim their space in men’s most popular news choice.



“News does not discriminate”

The following is a summary of responses by Zambian
women in the sample to the question: does the news
reflect the concerns of women and men equally?
• “Most news items talk about issues related to both

men and women.”
• “I feel that most issues presented in the news always

have to do with both men and women. If you look at
health, education, development you will find that
men and women are well catered for.”

• “They are both the both given equal opportunities on
radio.”

• “The news nowadays shows a balanced coverage for
both men and women as evidenced in the ruling party,
the spokesperson is a woman.”

Men added:
• “Both men and women are affected emotionally by

what is taking place in the world. They are also both
politically affected with decisions taken by the people
in authority.”

• “Because they talk about things which happen to us
in our daily lives.”

• “These are stories that concern us in our everyday
life.”

• “As long as you are newsworthy, despite your sex,
you are covered in the news.”

• “News does not discriminate in the sense that
there is no separate news for both men and
women.”
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Women as sources of news

57%, compared to 42% in the overall study and men
(35%, compared to 39% in the over all study) who believe
that women are “seldom” accessed as sources in stories.
Fewer women (17%) and men (34%) believed women
are used “often” as sources of news.

What the GMBS showed

The GMBS in Zambia found that women constituted
only 13% of news sources, lower than the regional
figure of 17% and the global figure of 18%. The relatively
high degree of awareness of this issue reflects the
concerted advocacy campaigns that have taken place
in Zambia. However, the fact that there is also a fairly
high degree of audiences who believe that women
sources are consulted “very often” or “often” under-
scores the importance of ongoing gender and media
literacy campaigns such as those spearheaded by
ZAMWATCH.

Figure 13.12: GMBS news sources
by sex in Zambia
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Figure 13.11: How often are women
accessed as sources of news in Zambia?
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Figure 13.13: Women’s perceptions
of the roles of women in the news in Zambia
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How are women and men represented in the news?

Women and men in the sample were asked how they
see women and men represented 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.

Most women and men in the sample said women are
most likely to be portrayed in the news as beauty
contestants; health workers; home-makers and sex-worker.
Women also identified victim; and men, citizen/member
of public or community.  The GMBS found that women
appeared most often in the news mostly as home makers,
in the social sciences, as health workers, entrepreneurs
and entertainers.

Most women and men in the sample said that men appear
most often in the news as politicians; civil servant/
government official; criminal; business person and sports
person. The GMBS predominate in the news as sports
persons; politicians; civil servant/government official;
criminals and corporate business persons.

Figure 13.14: Men’s perceptions
of the roles of women in the news in Zambia
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Figure 13.15: Women’s and men’s
perception of the roles of men in

the news in Zambia

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

Female
Male

Criminal Sports
person

Civil
servant/

government
official

Business
person

Politician

Recapturing traditional beauty.



Show respect for women

The following is a summary of the views of women
respondents to sexual images in the news:
• “As a woman I feel ashamed.”
• “Women should never be presented as sexual objects.”
• “According to our cultural values this is unacceptable.”
• “I don’t understand why only women are shown in

this way and yet men are protected. Women’s bodies
should be respected at all times.”

• “When these are presented it appears to be the norm
and sends the wrong message.”

• “I feel uncomfortable when I see them because
women are most reported as sex-workers rather
than contributing to the country’s economy.”

Men added:
• “They reduce women to positions of sexual objects

other than people who can contribute to national
development.”

• “The building of morals is compromised.”
• “Culture is being eroded.”
• “Showing women as sexual objects should be

discouraged as this will increase immorality in
society.”
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Figure 13.16: Responses to sexual
images in Zambia

50%
45%
40%
35%
30%
25%
20%
15%
10%
5%
0%

Female
Male

I find these
stories and

images
entertaining/
interesting

I don’t
really
notice
them

They
encourage
me to buy

the
newspaper/
watch news

I feel
they are
insulting

to women

I feel
uncomfortable

when I see
them

Sexual images

Some 46% women and 38% men said they are
“uncomfortable” with sexual images of women in the
news (compared to 43% women and 36% men in the
overall study). A total of 41% of women and 39% men
in the sample they are “indicated” by sexual images of
women in the news (compared to 42% women and 34%
men in the overall study). As in the overall study, and in
contrast to the prevailing wisdom in the media, only a
small minority of women and men said that such images
would encourage them to buy the newspaper or watch
the news.

Explaining their responses, women said they found such
images humiliating and disrespectful. Men said these
images are contrary to the cultural values and mores of
Zambian society.

Media practitioners

The table below is a summary of the responses of the
women and men in the sample to a set of statements
about media practitioners. The majority of women and
men disagreed that it is mainly men who report the
news or that women report on different kinds of news to
men. However, an unequivocal 78 % men, and 88%
women agreed that there should be equal numbers of
male/female journalists.

Statements Agree Unsure Disagree
F M F M F M

I think that it is mostly men
who report the news. 37 32 11 8 52 59
I prefer news stories
reported by men. 21 24 19 15 60 61
I prefer news stories
reported to women. 32 18 28 25 41 57
I think that women report
different kinds of news
stories to men. 26 17 30 28 44 55
I think that there should be
equal numbers of male and
female reporters. 88 78 6 7 6 15

Table 13.4: Perceptions of media
practitioners in Zambia



Audience preferences

Types of news

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

More positive stories

Both women and men said they wanted more
local/community and human interest news. In addition,
women want more stories about women’s concerns and
issues. Men want to see more positive stories.

Less violence and sexual images

Women and men in the sample concurred that they
would like to see fewer sexual images, less violence and
war in the news.

More women’s voices

In a trend similar to that in other countries in the study,
most women (70%) and men (47%) in the sample agree
that the news would be more interesting if the views of
women were reported more often. A much lower
percentage of women (20%) in the sample and a
marginally lower percentage of men (41%) in the sample
believe the news would be no different. A relatively low
percentage of women (10%) and men (13%) felt the news
would be less interesting if the ideas of women were
reported more often.
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Figure 13.17: Top three types of news
preferred by women in Zambia
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Figure 13.18: Top three types of news
preferred by men in Zambia

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

Local/community
news

(1st Choice)

Human
interest

(3rd Choice)

Positive
stories

(2nd Choice)

Figure 13.19: Top three types of news
that women and men

want to see less of in Zambia
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Figure 13.20: Would the news be more
interesting if the views of women

 were reported more often in Zambia?
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Diversity

Although in lower proportions to those in the overall
study, a substantial 66% women (compared to the overall
finding of 78% women) and 47% men (compared to the
overall finding of 59% men) said the news would be
more interesting if women are portrayed in a greater
diversity of roles.

New roles for women

Respondents were asked, in the form of an open ended
question, to identify ways in which women and men
should be represented more in the news. The answers
were then grouped and analysed.  Women and men
concurred that they would like to see and hear women
more often in the news in professional roles; in public
life and in leadership roles. Women identified the role
expert/opinion makers and men the role of scientist as
additional roles that they would like to see women
identified in. A small minority of women and men do
not want to see women represented in any other way.
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Figure 13.21: Would the news be more
interesting if there were stories of women

doing a wider range of activities in Zambia?
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Figure 13.22: How do women want to
see women in the news in Zambia?
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Figure 13.23: How do men want to
see women in the news in Zambia?
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Zambian opposition leader, Edith Nawakwi (centre) blazes a new trail.
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Figure 13.24: How do women want to
see men in the news in Zambia?
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Figure 13.25: How do men want to
see men in the news in Zambia?
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In response to the same question about men, women
and men identified the need to see men in the roles of
care-giver; home-maker and parent. Women added “non-
traditional roles” and men “models” more often. A higher
proportion of women and men did not see the need for
men to be portrayed in any other than those who felt
there is no need for women to be portrayed in any other
way. However, the responses to both questions send
home the strong message that audiences would welcome
stories than challenge stereotypes of both women and
men.

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 following chapter that charts the way
forward.

GEMSA Zambia chair, Mwiika Malindima.


