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Gender Links Director for Mauritius and Francophone, Loga Virahsawmy displays 
the Mauritius Glass Ceilings report during the launch on 4 August 2009 at Gold 
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Synopsis 
The report covers the launch workshops of one regional and 12 country reports of the 
Glass Ceilings: Women and Men in Southern Africa Media. The workshops started on 6 
August with the launch of the regional report and South Africa report in Johannesburg 
and ended on 29 October with the launch of the Madagascar report.  
 
Glass Ceilings country reports were successfully launched in 12 out of 14 countries 
covered in the study. Angola was not included in the study, as the researcher failed to 
deliver the findings on time. GL is working towards opening an office in Mozambique 
to strengthen its activities in the Lusophone base. In Seychelles, only two media 
houses were covered in the regional study making it difficult to produce a country 
report. Although there was no launch, the regional study was distributed. 
 
More than 342 participants drawn from the media, academic institutions, gender and 
media organisations, activists, researchers and other interested parties participated in 
the launches in Botswana, Democratic Republic of Congo, Lesotho, Madagascar, 
Malawi, Mauritius, Mozambique, South Africa, Tanzania, Zambia and Zimbabwe. Of 
these 58.8% were women and 41.2% were men. More women attended the launches 
in Lesotho (76.5%) and South Africa (60.6%), as expected given that the two 
countries have achieved the 50/50 target. The high figures of women participants in 
Botswana (50%) and Mauritius (68.2%) could be attributed to the presence of GL 
satellite offices which make coordination easy. There was also high women 
participation in DRC (77.2%), where a number of media houses have shown interest 
in developing and implementing gender policies. The DRC report is presented in 
French as the country report and workshop were also conducted in that language.  
 
In Zimbabwe, the launch coincided with the signing of a Memorandum of 
Understanding between Gender Links and National University of Science and 
Technology (Nust) in Bulawayo. This resulted in two workshops – one in Bulawayo and 
another in Harare where most of the media houses are based. 
 
Most participants rated the workshops as either excellent or good with some 
commenting that “it was an eye opener”, “informative”, “a learning experience” and 
“an opportunity for the local media representatives to benchmark themselves against 
regional media houses and profess, share ideas and reflect on the experiences we 
have in our distinct media houses”.  
 
Facilitators in Lesotho, Madagascar, Malawi, Mauritius, Tanzania and Zimbabwe took 
time to visit newsrooms to further publicise the findings of the study and encourage 
media houses to develop gender policies. This strategy was used extensively in 
Namibia where the launch was abandoned at the last minute due to poor attendance. 
Facilitators held meetings with senior management at The Namibian, Republikein Pvt 
Ltd, New Era, The Namibian Sun and Base FM to share the findings of the study as 
well as seek buy-ins in developing gender policies. Newsroom visits were effective as 
they afforded GL facilitators and senior editors/managers time to engage with the 
findings.  
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This report outlines the objectives of the workshops, the presentation of findings, 
keynote address by high officials who included ministers, parliamentarians, media 
experts, and academics, discussions and the programme of action developed by 
participants. 
 
Background 
The Glass Ceilings: Women and Men in Southern African Media study is the most 
comprehensive audit ever undertaken of women and men in Southern African media 
houses. Spanning 14 countries over a year starting in July 2008, GL conducted the study 
in partnership with a network of researchers, gender and media activists and partners in 
the Gender and Media Southern Africa (GEMSA) network as well as the Gender and 
Media Diversity Centre (GMDC).     
 
The Glass Ceilings study took place in the context of the August 2008 SADC Protocol 
on Gender and Development that urges the media at all decision-making levels in the 
region to achieve gender parity by 2015. The protocol calls for women’s equal 
representation in all areas and at all levels of media work.  
 
Previous studies, Gender and Media Baseline Study (2003) analysed media content 
from a gender perspective and the Gender and Media Audience Study (2005) analysed 
audience reception and preferences from a gender perspective. The Glass Ceiling 
research study, which builds on a pilot project undertaken with the South African 
National Editor’s Forum (SANEF) in 2007, completes the series by providing baseline 
data on the internal institutional make up and practices of the media from a gender 
perspective.  
 
Glass Ceilings presents the data and findings from 126 media houses (approximately 
half of all media houses in the region) in 14 of the 15 SADC countries, representing 
23 678 employees who included senior managers in marketing, editorial and 
administrative departments and media practitioners. Some 471 respondents (46% 
women and 54% men) filled in the perception questionnaires. These included senior 
managers, marketing, editorial and administrative managers as well as media 
practitioners. The report goes beyond numbers to show that gender aware newsrooms 
are more likely to deliver balanced and responsive coverage. 
 
Summary of key findings 
The regional report showed that overall women accounted for 41% of all employees in 
media houses while 59% were men. However, the figure drops to 32% when South 
Africa, which has the largest media density, is removed. In some countries women 
representation in media houses is shamefully low, for example, Zimbabwe (13%) and 
DRC (22%). Figure One below illustrates variations between counties. 
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Figure One: Variations between countries 
 

 
 
Figure One above shows that only two countries have achieved the 50/50 target – 
Lesotho has 73% women and 27% men while in South Africa there are equal 
percentages of women and men (50/50). Three more countries are closer to reaching 
gender equity with high women representation – Seychelles (49%), Botswana (42%), 
Namibia (40%), Swaziland 40%) and Tanzania (36%). The rest of the countries are 
worryingly low with Zimbabwe the lowest at 13%. 
 
Key findings of the study include:  
 Men are the predominate employees in media houses in Southern Africa. 

The media sector is largely a male-dominated industry in the region with men 
constituting 59% of the employees in media houses compared to 41% women.  If 
South Africa, which constitutes 40% of the population in the region and over half the 
employees in the sample is excluded, the figure for women is 32%.   

 Only two countries have achieved the parity target:  Lesotho has the largest 
percentage of women (73% women compared to 27% men) employed in media 
houses, followed by South Africa with equal percentages of women and men 
(50/50). Seychelles, with 49% women, is a close third.  

 But these figures need to be read in context: Lesotho’s media is dominated by 
a government ministry with a high proportion of women. In the case of South Africa, 
the figures were not disaggregated by race, due to the regional nature of this study. 
The 2006 Glass Ceilings report on South African newsrooms showed that black 
women, who constitute 42% of the population, account for only 18% of newsroom 
staff.    

 Four countries are below the one third mark: These are Mozambique (27%); 
Malawi (23%); DRC (22%) and Zimbabwe (13%). The Zimbabwe figures do not 
include the Zimbabwe National Broadcasting Corporation (ZBC) which declined to 
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participate, with the result that the figures are skewed towards the print media, in 
which women are typically less well represented than in broadcasting. However, it is 
a substantial sample, which even the inclusion of the ZBC would be unlikely to 
significantly alter.    

 Women constitute a little over a quarter of the directors on media house 
boards: The governance structures of media houses in Southern Africa are firmly in 
the hands of men (72%), with women constituting only 28% of those on boards of 
directors. 

 And, they are less than a quarter of top management: Only 23% of the top 
managers in media houses in Southern Africa are women. The only country in the 
region with 50% or more women in top management is Lesotho (56%), followed by 
Namibia with 42% women in top management. Only 11% of the top managers in 
Zambia are women, and Seychelles, the lowest, has no women in top management. 

 Women hit the ‘glass ceiling’ in the media at senior management 
positions: Women constituted between 20-39% of the senior managers in media 
houses in 10 of the 14 countries and only one, Lesotho, had 50% women as senior 
managers. On average, however, women are only 28% of those in senior 
management positions in the region, pointing to where they meet their first 
challenge of breaking into the higher echelons of media management.  

 Men get better working deals:  Men (58%) are more likely than women (42%) 
to be employed in open-ended full time contracts. And, a larger majority of women 
in the region are semi-skilled (55% compared to 45% men) and are not 
professionally qualified (31% compared to 69% for men). These factors reflect a 
much higher level of job insecurity for women than for men in the region.  

 Men dominate in the editorial, production and technical departments: The 
production of media content from the beginning of the chain – reporting, editing – 
right through to production, printing and distribution is in the hands of men, who 
dominate in the editorial (58%), design (69%), production (70%), printing and 
distribution (76%) and technical/IT (84%) departments in the region’s media 
houses. 

 While more women are in the support departments:  Women, on the other 
hand, are more numerous in areas considered to be “women’s work” (clerical and 
administrative support) in the finance and administration (54%), 
advertising/marketing (57%) and human resources (44%) departments.  

 The gender division of labour in beats is still pronounced: Male journalists 
dominate in what are considered the ‘hard beats’ such as investigative/in-depth 
reports (80%), sports (76%) and political stories (75%). Women journalists 
predominate in coverage of gender equality and gender violence (71% each) and 
health (59%). 

• Male chauvinist attitudes abound: As one male respondent in this study put it:  
“We expect women to be home at 6pm cooking, and not at press conferences 
mingling with ministers.” 

 But women journalists are challenging gender stereotypes in some 
countries. In Botswana, there is gender parity (50/50) in the coverage of sports, 
while women constitute 40% of sports reporters in South Africa. Women (83%) also 
dominate in the coverage of economics/business/finance in South Africa and in 
Namibia (71%). The study also found that in South Africa, there is gender balance in 
the coverage of entertainment/arts/culture and of gender equality.  
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 There are no specific targets in place for achieving gender parity in media 
houses:  None of the media houses in the study could point to specific targets for 
ensuring gender equality in decision-making positions in line with the SADC Gender 
Protocol 2015 parity target. Several media houses in Namibia, Lesotho and South 
Africa have 50% women or more, but many of these women are located in support 
as opposed to key decision-making posts.  

 Career pathing for women in Southern Africa media houses is not a 
priority:  Of the sample, only 10% of media houses in the region have strategies in 
place to fast track women within the organisation. A higher percentage of media 
houses (32%) said that gender is a consideration for promotions.  

 But, there are efforts to target good women candidates:  Fifty-four percent of 
the media houses in the region stated that they target women specifically for jobs, 
but a lower percentage of them (36%) have a database of women candidates.   

 Earnings vary drastically and are generally lower, on average, for women 
than for men: Less than half the media houses surveyed shared information on 
remuneration. Those that did reflected the wide variation in earnings from an 
average of $2 737 per annum for women media workers in the DRC to $31 082 for 
men in the South African media. With the exception of Namibia where women in the 
media houses that disclosed wages earn more, on average than men, and Lesotho 
where the figures are at par, women in the media industry across the region earn 
anything from 42% (Mauritius) to 77% (DRC) less than their male counterparts. 
These average figures do not reflect income differentials at the same level of work. 
They encapsulate the extent to which women are less well represented in the higher 
paying areas of media work.  

 Commitment to maternity, but not paternity leave: A large percentage of the 
media houses (81%) offer maternity leave, but not paternity leave (only 33% of the 
media houses). The low commitment to paternity leave across the region 
perpetuates the belief that child rearing is a female responsibility. 

 Child care is not a priority but flexi time is high on the agenda in Southern 
Africa media houses: Only 15% of the media houses in the region offered child 
care facilities, but a large majority of them (75%) did offer flexi time. 

 Sexual harassment is a serious concern: Media women across the region 
complained about being treated as sexual objects in media houses and men showed 
little appreciation and understanding of what is meant by sexual harassment. Only 
28% of media houses said they have sexual harassment policies.  

 Gender policies missing in media houses: Only 16% of media houses surveyed 
said that they have gender policies and often these could not articulate what the 
gender policy consists of. Employment and editorial policies, with clear targets and 
guidelines for achieving gender diversity in media houses and in editorial content are 
not just elements of good practice, but are key elements of good governance within 
the media and of the media’s accountability to the public. 

 Gender awareness in media houses is low among both women and men: 
Half of all the women and men surveyed thought that gender means women and 
men. Less than a fifth were aware that the term refers to the socially constructed 
differences between women and men. Half of all those interviewed did not know the 
specific target set by the SADC Protocol on Gender and Development for is for 
achieving gender parity in decision-making.  
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 But there is an appreciation that having a critical mass of women in 
newsrooms makes a difference:  Women and men in the media gave several 
examples of how having women in the media, especially at a senior level, changes 
newsroom culture and impacts positively on coverage. Research shows that women 
reporters are more likely to consult female sources and that they bring fresh 
perspectives to media creation, a view strongly endorsed by many male media 
managers.  

 Yes we can! The report gives several examples of progressive women and men in 
media houses across the region that are working in systematic ways to ensure 
gender balance and sensitivity both in the composition and content of the region’s 
media. The main recommendation is that these findings be used, along with those of 
the Gender and Media Progress Study (GMPS) on media content taking place in 
2009/2010 to assist media houses in developing gender policies. This work builds on 
the Media Action Plan on HIV and AIDS and gender, coordinated by the Southern 
African Editors Forum (SAEF) that has witnessed 140 newsrooms in the region 
adopting policies to address the pandemic in and through the media over the last 
three years.   

 
Therefore, the workshop strategy was not only to launch the country reports but to 
seek buy-ins in developing gender policies. During the workshops a number of media 
houses showed interest in developing gender policies, which when implemented are 
envisaged to address the gender inequalities in the media. Following the workshops, 
GL has been working with various media houses that are in different stages of 
developing gender policies. 
 
Objectives 
The objectives of the workshops were: 
• To present and engage with the research findings of the regional and country 

reports. 
• To publicise the findings of the regional and country reports. 
• To engage and challenge media houses to address gender inequalities in the 

newsrooms. 
• To identify media houses that are willing to draft and adopt gender policies as a 

way of mainstreaming gender in workplace and editorial practice. 
• To come up with a programme of action to address some of the issues raised in 

the report. 
• To establish and strengthen networks and alliances at regional and national levels.  
• Initiate the process of advocacy around the national findings. 
 
Workshop Programme 
The workshop programme was generally the same across countries with a few 
variations in some countries like Zimbabwe where there was the signing of an MOU. 
The structure of the programme included introductions, presentation of regional and 
country findings, launch and keynote addresses by high officials, response from the 
panel, group discussions and presentations. At the end of the workshop participants 
were expected to come up with the programme of action. A workshop programme 
template is attached at Annexe A.  
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Participants 
The table below gives a summary of the participants who attended the workshops. A 
total of 342 participants (58.8% women and 41.2% men) drawn from the media, 
academic institutions, gender and media organisations, activists, researchers and other 
interested parties signed the registration forms. However, the figure could be higher 
had all the participants signed the registration forms.  

 
Table One: Summary of Glass Ceilings workshop participants  
 

Country Date of workshop Male Female Total % Men % 
Female

Botswana 22 September 2009 10 10 20 50% 50%
DRC 9 September 2009 5 17 22 22.7% 77.2%
Lesotho 9 September 2009 4 13 17 23.5% 76.5%
Madagascar 29 October 2009 19 24 43 44.2% 55.8%
Malawi  17 September 2009 10 6 16 62.5% 37.5%
Mauritius 4 August 2009 7 15 22 31.8% 68.2%
Mozambique 3 August 2009 9 6 15 60% 40%
Namibia - - - - -
South Africa 6 August 2009 13 20 33 39.4% 60.6%
Swaziland 22 September 2009 11 20 31 35.5% 64.5%
Tanzania 10 September 2009 7 22 29 24.1% 75.9%
Zambia 22 September 2009 23 22 45 51.1% 48.9%
Zimbabwe 16, 18 October 2009 23 26 49 46.9% 53.1%
TOTAL  141 201 342 41.2% 58.8%

 
Zimbabwe had the highest attendance because two workshops were held in Bulawayo 
and Harare as explained earlier. There was no launch workshop in Namibia but the 
findings were shared through newsroom visits as explained above. 
 
Regional action plan 
Participants across countries came up with action plans around advocacy, policy, 
training and research which have a direct influence on the activities of GL. The full 
Glass Ceilings Regional Action Plan is attached at Annex A. 
 
The action plans for Botswana, Swaziland, South Africa, Tanzania and Zimbabwe 
highlighted the need for GL to collaborate with media regulators or councils to lobby 
for gender equity in the media. The implication of this is that while GL continues to 
work with media houses more attention should be given to policy makers in the media 
industry to empower them to encourage newsrooms to develop gender policies. Media 
regulators should be assisted to develop gender codes of practice. 
 
Collaboration with stakeholders in the media also came out strongly on identifying and 
recognising good practices through gender and media awards. This means that GL has 
to work with organisations at national level who include training institutions to 
recognise good practices. However, there should be more consultation on how best to 
hold national awards to ensure broad based participation. 
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More follow up research studies were also recommended to better understand why 
women are underrepresented in the media. Participants in South Africa, for example, 
recommended a follow up research study with women journalists who have left the 
industry. Although GL has carried out the Gender and Media Progress Study (GMPS), 
there is a need for more research studies on women representation in media houses. 
In other words, more qualitative research studies are needed. 
 
The need for media industry and training institutions to work closely together in 
mainstreaming gender into training curriculum and editorial content came out strongly 
in all country action plans. The implication of this for GL is to bring together media 
industry and training institutions in an attempt to achieve gender equity in and 
through the media.   
 
Outputs 
• Reports; M and E reports; feedback from media houses 
• Strategic plans 
• Partnerships, for example, GL and Nust. 
• Press releases, stories, adverts and opinion pieces in the media. 
• Annual awards ceremonies held and best practices showcased. 
• Draft gender policies. 
• Draft or revised sexual harassment policies. 
• Gender mainstreamed into gender codes of ethics. 
• Work plans with targets and responsibilities accompanying the policies. 
• Gender sensitive graduates. 
• Better informed students about careers. 
• Meetings with media workers’ representatives and media managers. 
• Number of meetings with unions in the region. 
 
Outcomes 
• The findings of the study are widely disseminated and contributing to strategies for 

change. 
• Media houses give buy-in for policy development and implementation. 
• Gender mainstreamed into work of media. 
• Reduced cases of sexual harassment; friendly and gender sensitive work places in 

media houses. 
• Gender conscious women media practitioners. 
• Gender policy gaps identified. 
• An understanding of public’s news preferences. 
• Good practices are affirmed and publicised. 
 
Evaluations 
Participants were asked to evaluate the workshops. The table below shows that most 
participants rated the workshops as excellent, good and fair. However, the workshop 
programme design, Outputs vs Expectations and Learning Opportunities were rated 
poor and very poor largely because some adjustments were made on the programme 
where some invited people did not turn up.  As for the Outputs vs Expectations and 
Learning Opportunities the ratings could have come from people who did not 
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understand the proceedings. Table Two below illustrates how the workshops were 
rated. 
 
Table Two: Evaluation of launch workshops  
 
 Excellent Good Fair Poor Very Poor 
Programme Design 45 48   1 
Programme Content 44 41 4   
Documentation 22 24 5   
Facilitation 51 39 3   
Group work 32 46 9   
Outputs vs Expectations 29 39 8  1 
Learning Opportunity 55 33 3 1 1 
Networking 56 30 2 1  
Administrative 
Arrangements 

47 34 11   

Total 381 334 45 2 2 
 
Table Two above shows that the workshops were rated as either excellent or good by a 
total of 715 participants while 45 more rated them as fair. Only four (4) participants 
rated the programme design, outputs vs expectations and learning opportunities as 
either poor or very poor. This points to the fact that there was thorough preparation and 
good coordination of the workshops.  
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Comments in the evaluations 
 
Sessions found to be most useful  

• Presentation of the Glass Ceilings report because it was an eye opener. The 
structure and style of presentation was interactive and insightful. 

• All of the sessions were useful as all gender issues were discussed. A learning 
platform was also created for the different group representatives. They touched 
on all issues and came up with policies in the end. They also taught us as trainee 
journalists what we should do and how we can improve the situation when we 
get into the newsroom.  

• Presentation of findings: It allowed for an opportunity to understand the different 
contexts and challenges in which journalists are forced to operate; being 
recognised as women journalists rather than simply as journalists (i.e., similar 
thing with women doctor; black writer; female engineer). As bastions of 
democracy and progress I wouldn’t expect such backward behaviours. 

• Very interesting to read the outcomes of the research and develop a way 
forward from the results.  

• The group session was also useful since it gave the media representatives an 
opportunity to map the way forward for themselves after learning about the 
situation of women in decision-making positions in the media houses.  

• The areas covered, advocacy, further research, policy and training are the most 
significant utensils to ensure achievement of women representation in the media 
houses. 

• Almost all. I am a librarian and I found all sessions very useful. These sessions 
have enhanced my appreciation of journalistic issues and working with students 
in my work area I will not only be meaningful but also innovative. 

 
Sessions found to be least useful 

• None, all the sessions were useful for the future building of the media houses 
and women representation in decision making positions, editorial positions. 

• Everything was relevant and interesting. The only limitation was time. 
• Responses. Not to my expectations. 
• All were generally useful. I missed keynote address and OSISA presentation. 
 

How participants will apply what they gained the workshop 
• As a middle manager I will work towards encouraging girls to remain in the 

profession. 
• In my news programmes, I will share with my colleagues at my work place. 
• As a journalist I will publicise and do further research. 
• Continue to participate in ongoing dialogue and action plans. Converse with 

other media houses on these issues to understand viewpoints and experiences. 
• Be able to form partnerships with organisations dealing in gender and this will 

also form part of what MBC is already doing in promoting gender equality. 
• Disseminate it (findings) to those who have not come to this important session. 
• Lobby for greater women representation at work. 
• Very challenging working in a male dominated environment but would want to 

challenge my boss to seriously think about having a gender desk for monitoring 
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purposes and distribute the findings to colleges and media houses. 
• Share with colleagues, write newspaper articles on gender and use the report as 

a reference. 
• Apply gender equality in our organisation. Come up with a policy that addresses 

gender equality and apply them. 
• Advance women to become competitive rather than just waiting for 

opportunities. 
• I will stand up for myself as soon as I get into the field. I will encourage people 

to be gender sensitive and to stand up against any gender disparities. 
• It will be easier to write or report with a conscientised mind as the gender issue 

is something that has been clarified. This has also helped us to learn the 
importance of writing gender balanced articles and apply it in the work place. 

• Work on the weaknesses. 
• Influence policies in media houses at management level. 
• Sensitise colleagues on gender issues and campaign for more gender “links” in 

media houses. 
 

Any other comments 
• Managers need to be encouraged to involve women in assignments such as 

crime, disaster/war, politics to show that they are also reliable. 
• We need more such workshops and researches, they empower us as women. 
• This was the most powerful opportunity for the local media representatives to 

benchmark themselves against regional media houses and profess, share ideas 
and reflect on the experiences we have in our distinct media houses.  

• This provided an opportune time, as a check and balance to introspect, what 
have been achieved in providing women with opportunity to be in decision 
making positions in the media houses and how far we are. 

• Why women are not fully represented in the media is because of sexual 
harassment and lack of power to give influential decisions in various 
organisations. 

• I have also observed that female coverage in the media is almost always 
negative so the environment itself does not promote equality in anyway though 
policies do exist. 

• Achieving gender equality is something that will take time. A lot of people are 
misinterpreting the gender issue. 

• The newsroom is quite complex. 
• More studies of this kind should be conducted even at a continental level as this 

provide our country Botswana with an opportunity to benchmark herself against 
other countries, introspect and even come up with better strategies to address 
the issue of women under representation in all spheres.  

• Thank you for making such an effort to get me here and accommodate me. It’s 
really appreciated. The research was quite exciting and being able to be part of 
this launch was great. Everyone seems to be extremely passionate which is 
inspiring. Well done to the entire Gender Links team, this is extremely well 
organised and I only wish I’d have more time to learn from these wonderful 
people. 

• Thank you to Gender Links. Keep the interaction and research active. 
• Hope this type of work shall continue. We also need to move out of the media. 
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It’s also important to find out who is doing what in parastatals/government 
institutions. We need to find out where women in government institutions are 
placed. We need to establish if gender is mainstreamed and the disparities that 
exist. 

• GL always put an interesting workshop that gives a lot of networking 
opportunities. 

• Excellent publications to support the proceedings!  
 
Challenges, lessons learned and actions taken 
There were some challenging experiences in the study itself and organisation of the 
workshops, which have helped GL to prepare for future research studies. The challenges 
and lessons learnt have been summarised in the Table Three below. 
 
Table Three: Challenges, lessons learned and actions taken  
 
Challenges Lessons learned Actions 
Late delivery of data from 
Angola 

Programme manager took long 
to realise that there were 
challenges of gathering and 
delivering data on time. There 
is a need to enforce strict 
monitoring and evaluation of 
progress with clear deadlines. 
Need to identify more 
researchers in Angola where 
the language issue is a 
challenge.   

• M and E put in 
place. 

• GL working towards 
opening an office in 
Angola for the 
Lusophone area. 

Poor attendance in Namibia  Need to improve workshop 
organisation and make follow 
ups on invites. There must 
always be Plan B when 
organising workshops. 

• Workshop facilitator 
to get confirmation 
sheet from 
participants. 

• Newsroom visits. 
Poor recording of the 
workshop activities 

Some sections of the workshop 
like filling in of the evaluation 
forms and shooting of pictures 
were ignored by some 
facilitators. These sections are 
important as they assist in 
evaluating the effectiveness of 
the workshops.  

• Systems put in 
place to ensure 
facilitators go 
through all the 
workshop activities 
and processes. 

• Management pack 
will be put together 
for workshops. 
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Annex A: Programme template 
 
TIME TOPIC WHO 
8h30 – 9h00 Registration  
9h00 – 9h15 Welcome, introductions  Kubi Rama, GL Director 

of Programmes 
9h15 – 9h35 Keynote address: Francis Mdlongwa – 

Director, Sol Plaatje Institute for Media 
Leadership 

9.35 – 10.00  Glass Ceiling research in the global context; 
Sisonke Msimang, Executive Director, 
OSISA 

Chair: Scholastica 
Sylvan Kimaryo, GL 
Board Member 

Key research findings of the Glass Ceiling study 
10h00 – 10h30 Presenting the Southern African Glass Ceiling 

findings 
Colleen Lowe Morna, 
Executive Director, 
Gender Links.  

10.30-11.00 TEA   
11.00 - 12h00 Responses:  

Hopewell Radebe, Member: Diversity and 
Ethics Sub-committee of SANEF. 
Portia Kobue, Morning Live, SABC  
Thandi Khumalo – MISA Gender Focal Point 
person. 
Arthur Okwemba - Editorial Director, The 
African Woman and Child Features Service 
(AWC), Nairobi, Kenya. 

Chair: Ferial 
Haffajee, City Press 
and GL Board 
member. 
 

12h00 – 12h30 Questions and answers  
12.30-14.00  LUNCH 
14.00-15.00  Group work on findings:  
 Advocacy: publicising the research across the 

region 
Kubi Rama, GL 
Director of 
Programmes 

 Further research: what additional needs to be 
done and how can this be managed? 

Wellington Radu, 
Researcher, MMA.  

 Policy: what key policy interventions need to 
be implemented in the media 

Dumisani Gandhi, GL 
AD – Media Research 
and Policy 

 Training: what key training interventions are 
required to increase the proportion of women 
specifically in senior management positions? 

Colleen Lowe Morna, 
Executive Director, 
Gender Links 

15.00-16.00  Report back  Pat Made: GL Board 
Member 

16.00 – 16h15 Closure Governance Adviser, 
DFID  

 TEA  
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Botswana Glass Ceilings workshop 

 
22 September 2009, President Hotel, Gaborone, Botswana 

 

 
 
 
 
 
  

Oshinka Tsiang (right) from Botswana Telecommunications 
Authority officially launches the Botswana Glass Ceilings report 
at the President Hotel in Gaborone, Botswana on 22 
September 2009.   Photo by Colleen Lowe Morna. 
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Synopsis 
This report is a summary of proceedings at a workshop for media practitioners held on 
22 September 2009 in Gaborone, Botswana, to launch and share the findings of the 
Glass Ceilings: Women and Men in Southern African Media study conducted by GL in 
that country’s media houses. The report outlines the proceedings of the workshop and 
the programme of action developed by participants in response to the findings of the 
report.  
 
The Coordinator of the GL Botswana Office, Keabonye Ntsabane, carried out the study 
in five media houses with a total of 886 employees. In-depth case studies of two 
media houses and interviews of six journalists, managers and editors were done for 
their perspectives on the results. A further 33 staff responded to perception 
questionnaires.   
 
Summary of key findings 
Key findings of the study in Botswana are:  

• There are more men than women in Botswana media houses:  Men 
constitute 58% of employees in media houses, 16% more than the 42% women 
(slightly higher than the 41% regional average) employees.  

• But there are differences between media houses: Three media houses in 
Botswana have exceeded parity, with more women than men: The Voice 
newspaper (55%), Mass Media Complex Information Services (54%) and 
Broadcasting Services (41%). Dikgang Publishing Company and Yarona FM still 
have a long way to go at 28% and 26% women respectively.  

• Women constitute under a quarter of the board of directors: Women 
constitute 24% of those on boards of directors in media houses in Botswana, 
compared to 28% in the regional study. 

• But they feature slightly better in top management:  Women occupy 30% 
of top management posts in media houses in Botswana more than the regional 
average of 23% women in top management. 

• Women constitute over a third of senior management: Women make up 
39% of those in senior management in media houses in Botswana; higher than 
the regional average of 28%. The Botswana and regional findings for women in 
senior management show that women are more likely to appear in junior 
positions than senior management positions. 

• Conditions of employment for women vary: Women (100%) in Botswana 
media houses are more likely than men to be employed part-time. The regional 
average for women working part-time is 23%. On the other hand they stand 
almost the same chance as men to be employed on full-time, open-ended 
contracts with 51% representation in this category. This is significantly higher 
than the regional average of 42%.   

• Women dominate in the Human Resources and Finance and 
Administration departments: The proportion of women in Human Resources 
is 81% and 67% in Finance and Administration. Men dominate in the 
Technical/IT department with 100% representation. 

• More women in production departments than in the region: In Botswana 
50% of those in the production departments in media houses are women; this is 
higher than the regional average of 30%. 
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• Fewer women in editorial departments: At 36% women in editorial, 
Botswana is lower than the regional average of 42%.   

• The gender division of labour in “beats” is still pronounced: Male 
journalists dominate in all the “hard” beats such as labour (100%), 
economics/business/finance (100%) and science and technology (100%). In 
Botswana women journalists predominate in religion (100%); health (100%) and 
entertainment/arts/culture (100%).  

• There are no targets in place for achieving gender parity in media 
houses:  None of the media houses in Botswana could declare targets for 
ensuring gender equality in line with the SADC 2015 parity goal. 

• Furthering the careers of women in Botswana media houses is not a 
priority: No media house in Botswana has strategies to fast-track women. The 
region is no better, with only 10% of firms applying such strategies. Women 
stand a slightly better chance when it comes to promotion strategies for women, 
with 20% of the companies saying they have these in place. 

• There is not enough effort to target good women candidates: Some 
20% of media houses in the sample stated they had a database of women 
candidates, and 40% target women. Broadcasting Services and Dikgang 
Publishing do try to recruit women.  In the regional sample 36% of media houses 
have a database of women candidates and a much higher number (54%) of 
media houses in the region target women for jobs. 

• There is a high commitment to maternity but not paternity leave: Four- 
fifth of media houses in Botswana said they offered maternity leave – slightly 
lower than the regional average of 81%. Only 20% offer paternity leave. This is 
lower than the regional average of 33%.  

• Child care and flexi time are not a priority: None of the media houses in 
the Botswana sample offered child care facilities, compared to 15% in the 
regional sample. Only 20% of media houses in Botswana have flexi hours – 
much lower than the region’s 75% average. 

• Fewer gender policies than sexual harassment policies. Only 20% of 
media houses in Botswana have gender policies, while 60% have sexual 
harassment policies. Sixty per cent say they need to improve existing policies. 
Only 16% of media firms in the SADC region have gender policies compared to 
28% with sexual harassment policies. Sixty-eight per cent  are keen to  improve  
their policies or   formulate gender policies.  

 
Workshop Process 
The full workshop programme is attached at Annex A. 
 
Welcome and introductions 
Keabonye Ntsabane, Coordinator of the GL Satellite Office in Botswana, welcomed 
participants to the workshop. More than 20 participants attended the workshop (See 
Annex B for the participants list). In her remarks she shared with participants some 
of the challenges she experienced during the research. She noted that media houses 
did not respond effectively and in time. Some of the information was compromised 
and GL had to make follow-ups back and forth seeking clarity. She said some media 
houses declined to participate while others could not answer questionnaires on staff 
salaries.  
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Keynote address 
The workshop was officially opened by Oshinka Tsiang from Botswana 
Telecommunications Authority on behalf of the Director of Broadcasting Services, 
Mogomotsi Kaboyamodimo. In his speech he thanked GL for undertaking the research, 
as it gives Botswana the opportunity to benchmark itself against other countries in the 
region with regard to women’s representation in the media. The Director also 
acknowledged the importance of research data in an era where this plays a crucial role 
in addressing issues such as gender equality. He further said the research will be a 
useful tool to Government media houses to be gender sensitive in assigning the 
reporters and type of beats they give them. He further said there is a need for policies 
to be put in place to guide media houses on gender and development implementation 
processes. Tsiang promised the audience that as government they will try their best to 
promote gender equality in their media houses. 
 
Presentation of key findings  
GL Executive Director, Colleen Lowe Morna presented the findings. The key issues she 
raised were as follows: 
• Compared to previous baseline studies which focused on women and men only 

through content, the Glass Ceilings study focused on decision-making processes 
within the media as a whole and explained the GMBS process and findings with the 
participants. 

• Whereas SA Glass Ceilings focused on newsrooms, the region wide study focused 
on the media house as a whole. 

• Context of the research was SADC Protocol on Gender and Development which 
touches on gender equality in and through the media. 

• There are more men than women in Botswana media houses, citing an example of 
the Botswana Television and Information Services which are government owned 
and the Voice newspaper. 

• More women in Botswana media houses are found in production than in the 
region, yet few women are in editorial positions. 

• Unless media houses strive to increase women representation in the editorial 
positions from 30% to 50% the 30% quota will not be achieved in Botswana 
media houses.  

• The need for media houses to have gender policies to enhance equality. Botswana 
media houses have a high level of commitment to gender equality.  

• Recommended the media houses to call for training and development programmes 
to build the capacity to manage mainstreaming gender at the workplace and 
editorial content. 

• Follow up with Botswana mass media complex and information services to 
establish gender policies to enhance gender equality. 

 
Panel Response 
Members of the panel included media practitioners from the following media houses: 
Yarona FM, Mmegi, BTV (Botswana Television), BOPA (Botswana Press Agency). 
Mmegi Reporter, Maureen Odubeng lamented that the Glass Ceiling research 
study is good but it will be frustrating if the media houses could not implement it to 
address gender inequality in the media houses. She said researches such as this one 
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should be seen as tools to guide the media house management and human resources 
while employing. 
BTV programme producer, Oesi Thote said that this research study is vibrant as it 
ensured that both the journalists and managers reflect on existing challenges which at 
times frustrate the women at the workplace and result in them abandoning their 
carriers. She said GL needs to be applauded because of its efforts of ensuring that 
after conducting research they disseminate it. “There are research studies which have 
been undertaken on media but dissemination has been a problem,” she noted.  
BTV News Editor, Mosetsana Maribe said women perform very well as reporters, 
produce balanced stories and in most cases ensure stories are gender sensitive. 
 
Group Work 
After tea break, the participants worked in groups on the findings of the study and 
came up with a plan on how to use them in further activities. There were four groups, 
which focused on the following areas: 

• Advocacy: how to publicise the research study across the region. 
• Further research: what additional research needs to be done and how can this 

be managed.    
• Policy: what key policy interventions need to be implemented in the media. 
• Training: what key 

training interventions 
are required to 
increase the 
proportion of women 
specifically in senior 
management 
positions. 

For the detailed outcomes of 
the group work undertaken, 
please refer to Annex C. 
 
Outputs 

• Plan of action on 
mapping the way 
forward with the 
research findings. 

• Workshop report. 
 

Outcomes 
• Raise awareness on 

the findings of the study and implement the planned activities, which include 
development of gender policies and more recruitment of women in media 
houses. 

• Sharing of challenges and ideas on gender issues in the newsroom. 
 
Challenges 

• Women continue to leave newsrooms. 

Participants engage in group discussions during 
the launch of the Botswana Glass Ceilings report
on 22 September 2009.    
Photo by Colleen Lowe Morna. 
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• Transfers of women in decision-making positions should be monitored, 
especially in the government media. 

• Editors do not seem to initiate action on their own and they are hesitant to 
attend workshops such as these. 

 
Recommendations    

• Implement the recommendations from the mapped way forward. 
• Follow up and support the Botswana media houses that expressed interest in 

developing gender policies or improve their existing ones. 
• Develop strategies that will ensure the policies are implemented. 
• More networking and capacity building around gender issues and 

empowerment of female media practitioners. 
• Disseminate the Glass Ceiling baseline study to Francistown for the media in 

that area. 
 
Evaluation 
Table One below summarises the evaluations for the workshop. Most participants 
rated all aspects of the workshop as either excellent or good. 
 
Table One: Summary of workshop evaluations 
 
 Excellent Good Fair Poor Very Poor 
Programme Design 15  5  0 0 0 
Programme Content 7 7 1 0 0 
Facilitation 18 2 0 0 0 
Group Work 17 3 0 0 0 
Outputs vs Expectations 20 0 0 0 0 
Learning Opportunity 16 4 0 0 0 
Networking Opportunity 20 0 0 0 0 
Administrative Arrangements 20 0  0 0 
TOTAL 133 21 1 - - 
 
Table One above illustrates that the workshop was rated as either excellent or good by 
all participants except one who rated programme content as fair. 
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Comments in the evaluations 
 
Sessions that were found to be most useful 
• The Glass Ceiling presentation by Gender Links and the responses. The 

presentation was a measure of some kind. 
• This was the most powerful opportunity for the local media representatives to 

benchmark themselves against regional media houses and profess, share ideas 
and reflect on the experiences we have in our distinct media houses. 

• This provided an opportune time, as a check and balance to introspect what have 
been achieved in providing women with opportunity to be in decision making 
positions in the media houses and how far we are. 

• The group session was also useful since it gave the media representatives an 
opportunity to map the way forward for themselves after learning about the 
situation of women in decision making positions in the media houses. 

• The areas covered, advocacy, further research, policy and training are the most 
significant utensils to ensure achievement of women representation in the media 
houses. 

 
Sessions that were found to be least useful 
None. All the sessions were useful for the future building of the media houses and 
women representation in decision making positions and editorial positions. 
 
Any other comments 
More studies of this kind should be conducted even at a continental level as this provide 
our country Botswana with an opportunity to benchmark herself against other 
countries, introspect and even come up with better strategies to address the issue of 
women under representation in all spheres. 
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ANNEX A: Workshop Programme 
 
TIME TOPIC WHO 
8h30 – 9h00 Registration Gender Links 
9h00 – 9h05 Welcome, introductions  Gender Links / Media 

Studies 
9h05 – 9h25 Keynote address Director of 

Broadcasting Services  
Mr. Mogomotsi  
Kaboyamodimo  

09h25 - 09h35 Vote of thanks MISA Botswana  
09h35 – 09h55 Presenting the Southern African Glass 

Ceiling findings 
Gender Links 

09h55 - 10h30 Responses 
Yarona FM; Mmegi; BTV; BOPA 

 

10h30 - 
11h00 

TEA  

11h00 – 11h30 Questions and answers  
11h30 -12h30  Group work on findings:  
 Advocacy: publicising the research across 

the region 
 

 Further research: what additional needs to 
be done and how can this be managed 

 

 Policy: what key policy interventions need 
to be implemented in the media 

 

 Training: what key training interventions 
are required to increase the proportion of 
women specifically in senior management 
positions  

 

12:30 – 13:00 Report Back  
13:00 - 14:00 LUNCH 
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ANNEX B: Workshop participants list 
 

NAME Sex 
M/F 

ORGANISATION PHONE FAX E MAIL 

Kagiso Bochena F GEMSA 72817354  bochenakagiso@yahoo.com 
Lorraine Molefe F BTV 72776777  lrmolefe@gov.bw 
G. Merafhe F BOPA 72446608 

/3653576 
 gmerafhe@gov.bw 

Thapelo Ndlovu M MISA 72973668  director@bw.misa.org 
Leungo Rakgati  F BOPA 72493950  lrakgati@gov.bw 
Duncan Taolo M GBC 74620106  dtaolo@gmail.com 
Kagisano Ntneetsang M GBC News 71396420  kntneetsang@yahoo.com 
Ronald Danda M GBC TV 71651802  rdandaus@yahoo.com 
Gladys Ramadi F MISA 3971972  gramadi@bw.misa.org 
Vincent Galathwe M BOMWA 74116558  gvincentontnusitse@yahoo.com 
Sedireng Tapa M GEMSA 71813857  sedirengtapa@yahoo.com 
Oarabile Monggae M GEMSA 72492177  oarabile_monggae@yahoo.com 
Oesi Thothe F BOMWA / BTV 71603469  othothe@gmail.com /  

osesosany@gov.bw 
Maureen Odubeng F Mmegi 71536174  Maureen@mmegi.bw 
Henry Seetso M Radio Botswana 71590051  hseetso@yahoo.com 
Neo Lenkopane F Radio Botswana 74542535  n.lenkopane@gov.bw 
Gowenius Toka M Sunday Standard 72955539 3188795/

214 
goweniustoka@yahoo.com 

Angela Mdlalani F Sunday Standard 75228212 3188214 Mdlalaniangela5@gmail.com 
William Heuva M University of 

Botswana, Media 
Studies  

74244843 3885098 william.heuva@gmail com 

Pelonomi Letshwiti-
Macheng 

F GEMSA 3188250 3188251 Pelonomi1@yahoo.com 
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ANNEX C: Programme of action 
 

Key area Objective Activities Time 
frame 

Who Outputs Outcomes 

1. To raise awareness on the 
findings of Glass Ceilings 
and forge strategies at 
regional and national 
level. 

• Workshops at national level; 
• Political parties raise 

awareness on gender and 
political issues; 

• Civil society organisations 
should come up with more 
position papers on issues in 
the SADC protocol;  

• More grass roots level training 

Two 
years 

• Media houses 
• Editors 
• GEMSA 

 

• Schedule of 
meetings 

• Workshop 
reports 

• Glass Ceiling 
reports 

• Draft gender 
policies 

• Media give 
buy-ins to 
gender 
policies 

• Gender 
aware media 
practitioners  

Advocacy 

2. To network with key 
stakeholders – editors’ 
forums; media unions and 
media development NGOs 
for advocacy and lobbying 
around the SADC Gender 
and Development 
Protocol.  

• Workshops and consultative 
meetings to network; 

• Hold seminars with the key 
stakeholders and journalists 
to publicise the SADC 
protocol which is still 
unknown. 

Two 
years 

• Media houses; 
• NGO’s,  
• MISA, 
• BOMWA 

 
 
 

• Schedule of 
meetings 

• Workshops, 
seminar 
reports 

• MOUs 

• Strong 
partnerships 

• SADC 
protocol 
known by 
media 

3. To identify and recognise 
gender aware reporting 
and best practices 
through gender and 
media awards. 

• To hold gender and media 
awards for media houses 
and journalists. 

Annually • Media houses 
• Journalists 
• Media unions 
• GL and partner 

NGOs 

• Profiles of 
best 
practices 

• Best gender 
aware 
stories 

• Gender 
aware 
journalists 

• Gender 
sensitive 
media 
institutions 

 

4. Raise confidence level of 
women media 
practitioners. 

• To profile high performing 
women journalists. 

• To hold motivational talk 
shows and workshops. 

Ongoing • Union of 
journalists 

• GEMSA 
• MISA 

• Profiles of 
high 
performers 

• Schedule of 

• Increased 
number of 
women 
journalists 
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Key area Objective Activities Time 
frame 

Who Outputs Outcomes 

 • Media Houses workshops 
Research  Carry out follow up regional 

survey to gauge process in 
achieving gender parity in 
media houses. 

• Target and engage 
University of Botswana and 
media houses. 

Two 
months 

• University 
students 

• Journalists 

• Research 
report 

• Findings 
of the 
study 

1. To assist media houses 
develop or improve 
existing gender policies to 
address gender 
inequalities. 

• Identify media houses to 
work with. 

• Carry out a situational 
analysis on existing policies.

After 
elections 
(2009) 

• Gender Links 
• Media houses 

• Draft 
gender 
policies 
 

Gender 
sensitive 
media 
institutions 

Policy  

2. To assist media houses 
develop and implement 
sexual harassment 
policies. 

• Carry out situational 
analysis. 

• Train and educate 
employees on sexual 
harassment policies. 

Ongoing • Consultants 
• Media houses 

• Draft 
sexual 
harassmen
t policies 
 

• Improved 
working 
environment 
in 
newsrooms 

1. To develop training 
programmes to build the 
capacity of media 
managers to  mainstream 
gender at the work place 
and in editorial content. 

• Hold workshop seminars. 
• Introduce debates in 

newsrooms. 
• Training camps 

Annually • Staff • Training tools 
• Workshop 

reports 

• Gender 
aware 
employees 

• Gender 
balanced 
newsrooms 

2. Facilitate leadership 
training for women in 
media houses. 

• Mentorship programmes. 
• Exchange programmes to 

give women exposure. 
• Sending women to 

leadership courses at 
relevant training 
institutions. 

Ongoing • Women 
employees in 
media houses 

• Media training 
institutions 

• Consultants  

• Exchange 
programme
s 

• Leadership 
training kits 

• More 
women in 
leadership 
positions 

Training 

3. Produce gender sensitive 
media practitioners. 

• Mainstream gender in the 
curriculum. 

Ongoing  • Media students 
• Media trainers 

• Journalism 
curriculum 

• Gender 
aware 
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Key area Objective Activities Time 
frame 

Who Outputs Outcomes 

• Introduce gender courses 
at tertiary institutions. 

• Gender 
courses 

graduates. 
• Gender 

sensitive 
media 
training 
institutions 

 

4. Sensitise staff on gender 
issues. 

• Hold regular meetings on 
gender issues at the 
workplace. 

Ongoing  • All employees • Gender 
policies. 

• Gender 
sensitive 
staff. 
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Report of the DRC Glass Ceilings Launch 
 

9 September 2009, Salle ECC, Kinshasa, DRC 
 
 

Lancement de l’étude sur Les plafond de verre dans l’échelle hiérarchique des 
entreprises de presse de la RDC Rapport 

 

 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 

L’étude sur « Les plafonds de verre dans l’échelle hiérarchique des 
entreprises de presse de la RDC » a été officiellement lancée par le 
secrétaire générale de GEMSA et présidente de l’UCOFEM, Dorothée 
Swedi  Mubake le  09 septembre 2009 en marge du sommet des chefs 
de l’Etat de la SADC.  
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La cérémonie s’est déroulée dans la salle des réunions de l’Eglise du Christ au Congo 
devant plusieurs invités de la presse kinoise, des universités et des organisations de 
défense des droits de la femme. 
 
Intervenant à l’occasion, Loga Virahswamy et Marie Annick Savripène de Gender Links 
ont expliqué les raisons qui ont amené à la réalisation de cette étude dans l’espace de la 
SADC. C’est depuis 2003 que Gender Links, a lancé des études sur le genre dans les 
médias. La première étude de base sur genre et médias  a démontré que 17% de 
sources dans les informations sont constituées de femmes en 2005. Si la première étude 
a concerné les contenus des médias, les plafonds de verre examinent  plutôt  la place de 
l’homme et celle de la femme dans le personnel employé. Quatorze pays, dont la RDC 
sont concernés par cette recherche.  
 

 
 
Anna Mayimona Ngemba a, pour sa part, présenté les résultats. Pour la RDC, l’étude a 
concerné 15 entreprises de presse à savoir la RTNC (la radio et la télévision  publiques), 
l’ACP qui est la presse officielle. Dans le secteur privé presse écrite, cinq médias ont été 
retenu : Forum des As, l’Observateur, Le Potentiel, La Référence Plus, et l’Avenir. A côté 
de quatre médias audiovisuels privés RTAE, Digital, Top Congo FM et Tropicana. Et enfin 
trois médias communautaires notamment Radio Vuvu Kieto, Radio Ntemo et Radio Télé 
Lisanga. 
 
Les femmes constituent moins d’un quart du personnel dans les entreprises de presse 
de la RDC, soit 22% pour les femmes et 78% pour les hommes. 18% de femmes au 
sein du conseil d’administration des entreprises de presse en RDC. 23% de femmes ont 
moins de chance d’être employées à plein temps, sous contrat à durée indéterminée. 
29% des personnes qui évoluent dans les rédactions sont de femmes. Par ailleurs 93% 
des entreprises de presse de la RDC garantissent le congé de maternité. 
 

Figure one: Total number of employees in DRC vs the region 
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L’étude montre que les femmes sont stoppées par les plafonds de verre dans tous les 
départements des entreprises de presse de la RDC. Il n’y a aucun niveau d’occupation 
professionnelle où elles ont pu les briser ou sortir la tête hors de l’eau. 
Ainsi la réalisation des objectifs du protocole de la SADC sur le genre et le 
développement qui prévoit d’atteindre 50% de représentation féminine d’ici 2015 
devient-elle difficile. 
 
Pour faire évoluer la situation, il importe de s’approprier les principales stratégies de 
suivi ci après: 

• La sensibilisation et le lancement de cette étude et l’organisation d’ateliers de 
discussion autour de ces conclusions; 

• Le suivi et le soutien envers la totalité des entreprises de presse de la RDC; 
• L’institution de réseaux avec les associations qui travaillent dans le domaine; 
• La facilitation de formations en leadership à l’intention des femmes dans les 

entreprises de presse. 
 

Plusieurs questions ont été posées à l’issue de la présentation, notamment: 
• Quelle est la principale conclusion de l’étude? 
• Comment expliquez-vous la contradiction qui existe entre la présence de plus en 

plus remarquée de jeunes femmes dans les écoles de communication et la sous 
représentation des femmes au sein des entreprises de presse?    

• Quelle est la finalité de cette étude? Existe-t-il tout un programme d’appui la 
concernant? 

• Pourquoi parlez-vous de conditions de travail qui diffèrent selon que l’on soit 
homme ou femme dans les médias alors qu’il semblerait que les conditions sont 
les mêmes pour les deux? Comment expliquez-vous cela? 

• Les responsables des entreprises de presse ont-ils été approchés pour expliquer 
pourquoi les femmes ne postulent pas? 

• Pourquoi n’avez-vous pas relevé le fait que certains journaux ont des pages ou 
des éditions spécialement consacrées aux femmes? 

• Comment envisagez-vous de faire le suivi de cette étude, notamment par rapport 
aux recommandations et aux conclusions?   

Toutes ces questions ont trouvé des réponses adéquates de la part des animatrices de la 
rencontre.  
 
Il y a aussi des commentaires qui ont été faits. Ils se résument en ceci: 

• Ce n’est pas seulement une question de genre. C’est aussi une question de 
justice sociale. Comment expliquer le fait qu’une bonne partie de la société (51 à 
52%) soit marginalisée? Le genre est là pour rétablir l’équilibre dans la société. 
Le fait qu’une femme active attende famille ne doit pas être considéré comme un 
handicap. 

• Les femmes doivent connaître leurs droits. La loi en RDC prévoit un congé de 
maternité de quatre mois pour la femme. Il faut tout simplement défendre ce 
droit.   
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Annex A: Workshop programme 
 
Ebauche de programme pour le lancement du rapport sur les plafonds de verre 
Date: Jeudi 20 octobre 2009 
Heure: A partir de 16H30 
Lieu: Le Shandong, Batiment G, RDC, Villages des jeux, Ankorondrano, Tananarive 
 
 

Heure Theme Que 

16h-16h15 Enregistrement FPFE 
16h15-16h20 Mots de bienvenue et 

introduction 
Loga Virahsawmy 

16h20-16h35 Présentation des résultats  Loga Virahsawmy et Ialfine 
Tracoulat 

16h35-16h45 Lancement officiel du 
rapport 

Haut dignitaire 

16h45-17h15 Panel de discussions 
Noms des rédacteurs en 
chef/directeurs des 
Ressources humaines 

Présidence: Ialfine 
Tracoulat 

17h15-17h30 Questions et réponses  
17H30 Collation  
 
  
 
 
 
 
 
 



 32

Annex B: Workshop participant list 
 

NAME SEX 
M/F 

ORGANISATION PHONE E MAIL 

Marcel Mbombo M Magazine Entre-Prendre  - 
Journaliste 

08 981 84 583 marcelmbombo@yahoo.fr 

Eliane Kibilu F Entreprendre - Stagiare 08 162 37 259 eliakias@yahoo.fr 
Constance Tekitica F A C P- Journaliste Reporter 08 150 16 408 conmiemajuste@yahoo.fr 
Yopdelo Benjamin M Chef de rubrique – Le 

Quotidien “La Référence Plus’’ 
09 999 98 117 benjaminyodelo@yahoo.fr 

Cathy Lisongo F Journaliste Reporter – RTNC / 
Radio 

09 975 55 670 lisongocathy@yahoo.fr 

Génie Nulobo F La Référence Plus – 
Journaliste 

09 999 54 394 genemulobo@yahoo.fr 

Magalie Kabale  
F 

CPPS – Journaliste 
Correspondant Charge Com 

09 903 98 190 magaliekabale@yahoo.fr 

Kanti Patoo F RTNC – Journaliste 08 120 66 840 grmalonda@yahoo.fr 

Yvette Mibuy F La tempete des tropiques – 
Journaliste 

09 981 66 173 
08 982 92 302 

 

Françoise Nukuku F OXFAM GB- Chargée de Com 
& Impo 

08 132 63 126 frmukuku@gmail.com 

Elda Along F Redactrice- Adjoint Cahier 
Diplomatique- UHURU 

09 986 33 206 
08 955 44 555 

elda _along@yahoo.fr 

Blanchard Kandow M Télé 7- Camera Man 08 982 20 685 v.blpictures@yahoo.fr 
Blandine Lusimana F L’observateur – Journaliste 08 251 61 855 blusimana@yahoo.fr 
Saka Saka M Agence PANA – Journalist 08 150 46 901 Saburba1@yahoo.fr 
Genevieve Kumba F RTNC – Journaliste 08 120 66 840 grmalonda@yahoo.fr 
Elsa Indombe F UCOFEM / ACP – Journaliste 

Reporter 
08 135 06 840 
08 955 78 075 

elsaindombe@yahoo.fr 

Blandine Mzovo F Tropicana / Numerica Tv – 
Journaliste  

09 981 74 557 blangovo@yahoo.fr 

Francine Ismbalo F UCOFEM – VIP 08 181 49 617 francineumbalo@yahoo.fr 
Céline  Mgomba F Top Congo FM – Journaliste  mgombacecile@yahoo.fr 
Dorothée Swedi F U C O F E M / A C P –  

Presidente 
09 999 13 746 Dorothee_swebi@yahoo.fr 

Rossyl Martin 
Mbuyabma 

 
M 

TELE 7 Le Potentiel Journalist 
Reporter 

08 181 23 773 
08 991 67 091 

Mossmar25@yahoo.fr 

Chairtine Njemba 
Feea 

F ADT ACP 03 823 2558  
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Lesotho Glass Ceilings workshop 
 

9 September 2009, Hotel Victoria, Maseru, Lesotho 
 

 
 
 
 
 
 
 

 

A participant takes down some notes during the launch of the 
Lesotho Glass Ceilings report at Hotel Victoria in Maseru, 
Lesotho on 9 September 2009.    
Photo by Sikhonzile Ndlovu. 
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Synopsis 
The report outlines the proceedings and outcomes of the launch of the Glass Ceilings: 
Women and Men in Southern Africa Media study Lesotho report. In Lesotho the study 
was based on research carried out in four media houses with a total of 1 124 
employees. In-depth analysis of two media houses and interviews of four senior 
journalists, managers and editors were carried out for their perspective on the results. A 
further 21 senior staff responded to perception questionnaires. The GEMSA facilitator in 
Lesotho, Sophia Tlali and Gender Links Media and Training Manager, Sikhonzile Ndlovu, 
carried out the study and launched the report.  
 
A total of 17 participants attended the launch. The Deputy Principal Secretary in the 
Ministry of Communications Science and Technology, Thabiso Makintane, delivered the 
keynote address on behalf of Minister of Communication, Mothejoa Metsing. 
 
Summary of key findings 
The key findings for the study in Lesotho are: 
 Almost three-quarters of all media employees in Lesotho media houses are 

women:  Women constitute 73% and men 27% of employees in media houses. The 
proportion of women in media houses in Lesotho is much higher than the average of 
41% for women in Southern African media houses. The main reason for this is that 
the Ministry of Communications, which includes Radio Lesotho and Lesotho 
Television, represents more than 90% of the sample size in Lesotho, and females 
constitute 75% of the ministry.  

 But there are significant gender gaps in the private media:  Women 
constitute 75% of employees in state-owned media, while the smallest media house 
has less than 30% women. 

 Women constitute close to half of the boards of directors:  Women constitute 
47% of those on boards of directors in media houses in Lesotho, compared to 28% 
in the regional study. This is a significant difference. 

 More than half of all top management are women:  Women occupy 56% of 
top management posts in media houses in Lesotho, more than double the regional 
average of 23%, which is significant.  

 There is gender parity in senior management positions:  Women constitute 
50% of those in senior management in media houses in Lesotho, nearly double the 
regional average of 28%.  

 Conditions of employment for women vary among media houses: The state-
owned media employ all of their women on full-time, open-ended contracts, while in 
other media houses less than 50% of female employees are on such contracts, 
similar to the 42% in the regional study. This reflects a high level of job security for 
women in the Lesotho state media.   

 Men dominate in many departments in media houses in Lesotho: This is 
particularly the case in the technical/IT (100%), production (100%) and design 
(80%) departments. 

 More women in editorial departments than in the region:  In Lesotho 48% of 
those in the editorial departments are women. This is moderately higher than the 
regional average of 42%. 

 There are more women in the support departments: While women in the 
Lesotho media are under-represented in many areas of work, they constitute an 
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overwhelming majority in categories considered “women’s work”, including human 
resources (100%) and finance and administration (80%). These departments also 
have a high proportion of people in lower paid clerical and administration posts. In 
the region women dominate in finance and administration (54%) and in advertising 
and marketing (57%).   

 Women earn, on average, 19% less than men in the private media in 
Lesotho: Only the private media that participated in this study gave figures for 
earnings. Not surprisingly, given the gender gaps in these media houses, women 
also earn, on average, a lot less than men.  

 There are no targets for achieving gender parity in media houses:  None of 
the media houses in the study could point to specific targets for ensuring gender 
equality in line with the SADC 2015 parity goal. This is a serious concern in the 
private media, where the gender gaps are still glaring.  

 Career pathing for women in Lesotho media houses is not a priority: With 
the considerably higher levels of women in managerial positions in Lesotho media 
houses than in the region, none of the media houses in Lesotho has a strategy to 
fast-track women. Also, none of the media houses (0%) in Lesotho have strategies 
for promoting women within media houses, while the regional average for such 
strategies is 32%. This is a glaring difference that needs to be addressed.  

 There is not enough effort to target good women candidates:  Of the 
sample, 50% of the media houses stated that they had a database of women 
candidates, and 25% target women. In the regional sample 36% of media houses 
have a database of women candidates, and more than double (54%) specifically 
seek to recruit women for jobs. Again, there is an urgent need for improvement. 

 Commitment to maternity but not paternity leave: In the Lesotho sample 
75% of the media houses offer maternity leave. This is lower than the regional 
average of 81%. None of the Lesotho media houses has paternity leave, while a 
third in the region do offer paternity leave. The low commitment to paternity leave 
across the region perpetuates the belief that child rearing is a female responsibility. 

 Child care is not a priority, but flexitime is high on the agenda in Lesotho 
media houses:  None of the media houses in the Lesotho sample offered child- 
care facilities, compared to 17% in the regional sample. But 75% of media houses in 
Lesotho (the same as in the region) said they offered flexitime. 

 Lesotho media houses do much better than the region on gender policies, 
but nevertheless wish to improve:  A quarter (25%) of the media houses in 
Lesotho have gender policies, half (50%) have sexual-harassment policies and 75% 
wish to improve their gender policy. Only 16% in the region said they had gender 
policies, while 28% said they had sexual-harassment policies.  

 
Workshop Process 
A full programme of the launch is attached at Annex A. 
 
Welcome introductions 
Sophia Tlali, Media Action Plan (MAP) facilitator and GEMSA country representative for 
Lesotho welcomed participants. She asked them to introduce themselves (See Annex B 
for participants list). She introduced the panellists, keynote speaker and the presenter of 
the Glass Ceilings findings, GL Media and Training Manager, Sikhonzile Ndlovu.  
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Keynote Address  
Thabiso Makintane delivered the keynote address on behalf of Minister of 
Communication, Mothejoa Metsing. In his address he indicated that research studies like 
the Glass Ceilings were important to show where we stand in terms of gender parity and 
women empowerment. However, there is a need for training of women in assertiveness 
so that they do not wait for handouts but can be competitive in the industry.  
 
Presentation of findings 
Gender Links Media and Training Manager, Sikhonzile Ndlovu presented the findings of 
the report after which there was a question and answer session for clarification. In her 
presentation she compared the findings with those from other countries in the region 
and showed that Lesotho had achieved more in terms of gender parity. The findings 
showed that there were 73% women in the media houses and 50% achievement at 
board of directors’ level.  
 
She responded to the questions which mainly concerned the methodology and sampling 
procedures. Participants wanted to understand why only the government media had 
been selected for the study in Lesotho. They asked whether there will be a follow-up 
study which would sample the media in Lesotho as a country rather than as part of the 
region. An observation was made that any regional sampling would necessarily skew the 
results since Lesotho is far smaller both in population and size of the media industry.  
 
Panel Responses  
Violet Maraisane from National University of Lesotho Department of Mass 
Communication indicated that although the number of women in the Lesotho media is 
high relative to the region, there is still a lot of work that has to be done in the area of 
gender parity and appropriate representation of positive gender images because women 
are still missing from the media reporting and sources of information are predominantly 
male. There is no gender parity in editorial content. 
  
Libuseng Nyaka, a female senior reporter at Public Eye, indicated that inspite of the 
numbers women are still being discriminated against in terms of what beats to cover. 
Even where they have shown competence in hard news coverage, they may be 
reassigned or tossed about from beat to beat so that they make no specialisation in a 
specific area. Only men are considered to follow a career as specialised and professional 
journalists. Women are used as stop gaps or “spare wheels”. 
 
Ms Mohlabula from Women and Law Southern Africa (WLSA) spoke mainly about the 
laws which protect women from abuse in their day to day operations in all walks of life. 
She said the media has a duty to publicise information on women’s protection provisions 
so that women are conversant with their rights at all times and know what laws protect 
them. She mentioned the Sexual Offences Law and The Legal Capacity of Married 
Persons Act 2006 as some of the laws that affect women directly and need to be 
popularised by the media. 
  
Selloane Mokuku from Liatla Theatre Productions participating as an interested party 
said most men and women shied away from gender as an issue. They regarded it as a 
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tired topic because men perceived it to be a women’s issue while women were 
intimidated into pretending that it did not affect them. They were satisfied with the 
status quo. Most are not open to change because change threatens them. They feel like 
they will not be able to cope. Others are just afraid to know what gender is all about. 
Sometimes it has been presented negatively to them. The fact of the matter, she said, is 
that there is not enough information about the various sectors of society that are 
encompassed by gender and the issues addressed in gender. The role of the media is to 
unpack gender information to include children and disabled women and men or any 
marginalized group of society. 
 
Group work 
After discussions, participants broke into groups led by the panellists. Participants felt 
that the Glass Ceilings research study must be read thoroughly so that one can not 
make erroneous conclusions. 
 
Summary of discussions 
• Participants felt that there was a need to review policy in view of the findings of this 

research study. They believed that the Information bill that was currently being 
muted by parliament needs to mainstream gender. Such a policy should ensure that 
negative gender cultural practices are done away with in media workplaces. 

• There needs to be a campaign that advocates for equal opportunities for both men 
and women and the promotion of women to decision-making positions in the public 
media. 

• Women need to undergo training in management skills in order to be competitive in 
the media job market at higher level and decision-making positions.  

• There should be training for women media practitioners in writing hard news stories 
that lead to recognition and are linked to promotion such as politics and business, 
economics etc.  

• Women also need training in public speaking, assertiveness, gender and exposure to 
international gender forums. 

• The research should be extended into finding out the status of women and men in 
all types of media in Lesotho and not just in the mainstream media. Such research 
should include electronic media and advertising media agencies. 

• Participants expressed reservations on the discussion of salaries in the report. They 
contended that remuneration encompasses many aspects of a person’s 
achievements and therefore one cannot compare men and women of dissimilar 
positions or cadres and conclude any significant difference. Entry into the civil 
service determines level of salary qualification and length of stay in a particular 
department are other considerations.  

• An all encompassing national based research would give a better picture of the 
status of women versus men or a more accurate gender disaggregated data. 

 
Vote of thanks and closure 
Tlali gave a vote of thanks and thanked the keynote speaker Makintane who was 
standing in for the Minister of Communication, Mothejoa Metsing, the presenter of Glass 
Ceilings and GL Media Training Manager, Ndlovu, the panellists and participants for 
gracing the event.  
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Newsroom Visits 
 
GL Media and Training Manager, Sikhonzile Ndlovu and MAP facilitator for Lesotho met 
managers at Public Eye and Lesotho Government Media on 10 and 11 September to 
brief them on the findings and the strategy of using policy as a way of addressing some 
of the issues that came out of the report. 
 
Public Eye 
 Already has a gender aware HIV and AIDS policy that they drafted with the help of 
Gender Links and they also committed to working on developing a Gender Policy. 
 
Lesotho TV, Radio Lesotho and Lesotho Today 
These government media fall under the Ministry of Communications. Sophia Tlali met 
Ntsane Molemohi of Lesotho TV on the evening of 10 September 2009 and then Radio 
Lesotho and Lesotho Today on 11 September 2009. Managers from these media gave 
buy-in to the gender policy development process. 
 
Media Log 
Sophia Tlali was interviewed on Radio Lesotho on 10 September 2009 where she spoke 
about the findings of the research study. 
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ANNEX A: Workshop programme 
 
TIME TOPIC WHO 
8h30 – 9h00 Registration Mpho Mankimane GL 
9h00 – 9h15 Welcome, Introductions /Vote of thanks Sophia Tlali GEMSA 
9h15 – 9h35 Keynote address: Mothejoa Metsing Chair:  T.  Matšasa 

MISA 
Key research findings of the Glass Ceiling study 
9h35 – 10h00 Presenting the Lesotho Glass Ceiling findings Sikhonzile Ndlovu, GL 

Media and Training 
Manager 

10.00-10.30 TEA   
10.30 - 11h15 Responses:  

Selloane Mokuku,  
M’amosa Mohlabula,  
Tebello Ralebitso,   
V. Maraisane 

Chair: Tsebo 
Matšasa MISA 
 

11h15 – 11h45 Questions and answers Participants ask 
questions 

11h45 -
12h30  

Group work on findings:  

 Advocacy: publicising the research across the 
region 

Mpho Mankimane 

 Further research: what additional needs to be 
done and how can this be managed? 

 

 Policy: what key policy interventions need to 
be implemented in the media? 

Sophia Tlali 

 Training: what key training interventions are 
required to increase the proportion of women 
specifically in senior management positions? 

Sikhonzile Ndlovu 

12h30 – 13:00  Report back to plenary  
13:00 LUNCH  
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ANNEX B: Workshop participants list 
 

Name Sex Organisation Email address 
Violet Maraisane  F IEMS  

Libuseng Nyaka  F Public Eye  

Selloane Mokuku F Liatla Theatre Productions  

Mamosa Mohlabula F WLSA  
Bolele Monyau  F PHELA  
Palesa Sebilo  F National Curriculum 

Development Centre 
 

Keiso Mohloboli  F Lesotho Monitor  
Lebohang Ramotete  F Lesotho Television  
Makhauhelo Nkopele  M Lesotho Today  
Tshepe Mpopo  M Lesotho TV  
Lerato Matheka  F Informative  
Lerato Buthelezi  F Informative  
Tseleng Lira  F Lesotho Today  
Rabele Mokiti  M National Assembly  
Thabiso Makintane representing 
Hon. Mothejoa Metsing 

M Gvt of Lesotho  

Sikhonzile Ndlovu  F Gender Links  
Mpho Mankimane  F Gender Links  
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Madagascar Glass Ceilings workshop 
 

29 October 2009, Le Shandong, Madagascar 
 
 

 

 
 

A participant engage in group work discussions during the launch of the Madagascar
Glass Ceilings report at Le Shandong in Madagascar on 29 October 2009. 
Photo by Loga  Virahsawmy. 
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Synopsis 
This report summarises the proceedings of the launch of the Glass Ceiling report for 
Madagascar and newsrooms visits by Gender Links Francophone director, Loga 
Virahsawmy. Fifteen media houses with a total of 584 employees were covered in the 
study. Over 44 participants attended the launch of the report. 
 
Key findings of the study  
The key findings for the study in Madagascar are: 
 Madagascar has among the lowest proportions of women in media in the 

region: Women make up 33% in the Madagascar media, lower than the regional 
average of 41%.    

 Women are barely represented on boards and in top management: 
Madagascar has the lowest proportion of women on boards of directors in the region 
at 10%, lower than the regional average of 28%. With only 13% women in top 
management Madagascar’s figure is much lower than the regional average of 23%. 

 There are few women in senior management:  Women constitute 20% of 
those in senior management in media houses in Madagascar, lower than the regional 
average of 28%. 

 Women predominate in non-permanent and part-time employment in 
Madagascar: Women (60%) are more likely than men (40%) to be employed in 
non-permanent and part-time positions. The regional average for women in non- 
permanent employment is 36%, and 23% for part-time employment. This reflects 
much less job security for women than for men in the media in Madagascar, and 
also suggests difficulty in juggling domestic responsibilities with those of work.   

 There are substantially more women in the support departments: Women in 
the Madagascar media predominate in advertising/marketing (62%) and finance and 
administration (58%). These are considered “women’s work” (including secretarial 
and other supporting positions in these departments). In the region women 
dominate in finance and administration (54%) and in advertising and marketing 
(57%).   

 Fewer women in editorial departments than in the region: In Madagascar 
31% of those in the editorial departments in media are women; this is markedly 
lower than the regional average of 42%.  

 No women in technical and IT: There are no women in the technical/IT 
departments in the Madagascar media. There are also very low proportions of 
women in the related fields of design (10%) and production (7%) – substantially 
lower than the regional averages for women (31% and 30% respectively). 

 Clear gender division of labour in beats: The top three beats covered by 
women are gender violence (100%); gender equality (88%) and health (81%).  The 
top four beats covered by men are investigative/in-depth reporting (90%), sport 
(86%), science/technology and politics (83%). 

 Gender balance in some beats: Equal numbers of women and men cover 
war/conflict/disaster, the media and human rights.  

 There are no specific targets in place for achieving gender parity in media 
houses:  None of the media houses in the study could point to specific targets for 
ensuring gender equality in line with the SADC 2015 parity target.  
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 Fast-tracking women is not a priority in Madagascar media houses: Similar 
to the region’s 11%, only 13% of media houses in Madagascar have strategies to 
fast- track women within the organisation.   

 Media houses making an effort to target women candidates:  Of the sample 
60% of the media houses said they targeted women candidates, and 33% had a 
database of women. In the regional sample 54% of media houses said they sought 
women for jobs, and 36% had a database of prospective female employees. But 
these claimed strategies are not evidenced in the low proportions of women in 
Madagascar media houses. 

 High level of commitment to maternity and paternity leave: In the 
Madagascar sample 100% of the media houses offer maternity and paternity leave. 
This is commendable as only 33% of media houses in the region have paternity 
leave.  

 Child care and flexitime is on the agenda in Madagascar media houses: A 
much higher proportion (47%) of media houses in Madagascar offered child care, 
compared to 15% in the regional sample. High proportions (87%) of media houses 
in Madagascar and 75% of media houses in the region, said they offered flexitime. 

 No sexual-harassment policies in Madagascar media houses: None of the 
media houses in the sample has a sexual-harassment policy, and only 7% stated 
they had gender policies – although 73% showed interest in improving an existing 
gender policy.  

 
Workshop Process 
Over 44 participants (See Annex A for participants list) attended the launch.  
 
Welcome introductions 
Ialfine Tracoulat welcomed the audience and presented GL Director and members of the 
panel. GL Director presented the findings and invited Raveloarisoa Noro Razakalalao, 
Directrice Promotion de genre, to officially launch the report. 
 
Panel Response 
A panel of high officials including media experts and gender activists engaged with the 
report under the Chair of Ialfine Tracoulat. Members of the panel were Jean Aime 
Rambeloson, Editor-in-Chief of Madagascar Television; Volana Rasoanirainy, Editor-in-
Chief of Tribune; Zoe Rasoaniaina, National Information Officer at the United Nations; 
and Maka Alphonse, Editor-in-Chief, La Verite. 
The following points were raised by panellists: 
• The media should take seriously the eight objectives of the MDG which concern 

women. 
• Participation of women in the media is very encouraging.  
• Women are more interested in certain beats but they can cover other beats if they 

are given the chance. 
• Contribution of women in the media industry must be applauded. 
• The national television had a woman President – she broke the glass ceiling. 
• It is now time to go beyond the statistics and understand all the issues and the 

problems being faced by women. 
• Are men better than women or vice-versa. 



 44

• Although women are not at parity in certain media houses this does not mean that 
women are not capable. 

• Men are sometimes jealous. 
• Hours of work are detriment to women. 
 
Group work 
Participants went into groups and engaged with the findings of the report. The 
highlights of the discussions can be summarised as follows: 
• There are more women than men at the School of Journalism and yet there are less 

female than male journalists.  
• Women must be encouraged to become media professionals. 
• Women must be given more responsibility. 
• Women have different approaches to problems and must be encouraged to cover all 

beats. 
• Women are more active in NGOs and cover well social and health beats. 
• There must be a Code of Ethics on gender for the whole media industry of 

Madagascar. 
• The report should include some success stories as role models. 
  
Response from GL Director 
GL director for Francophone responded to issues and raised the following points: 

• Gender Links is undertaking a 
research on gender in media 
education and training. The 
findings will assist develop 
gender mainstreaming in 
media training. This might 
help in getting women 
interested in joining the media 
industry. The audience 
showed great interest in 
GIME. 

• Gender Links is prepared to 
help media houses in 
developing Gender Policies 
where issues raised at the 
launch can be incorporated. 

• Regarding the Code of Ethics 
– a question raised by the 
representative of the Ministry 
of Population and Gender – 
Gender Links might be 

prepared to help Association of Journalist or High Authority of Media (there is one in 
Madagascar) to develop a Code of Ethics on Gender as GL did for DRC. 

• All country reports are full of success stories as well as stories preventing women to 
reach the top but in view of the political problems in Madagascar, Gender Links could 
not send a researcher to collect stories and do some in-depth case studies. Loga 
talked about the success stories in the Mauritian report. Zoe Rasoaniaina of the UN 

GL Director for Mauritius and Francophone, Loga 
Virahsawmy addresses participants at the launch 
of the Madagascar Glass Ceilings report at Le 
Shandong in Madagascar on 29 October 2009. 
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said that very often women refuse to tell their stories and it might have been difficult 
for Gender Links to collect stories. 

 
Media Coverage 
Apart from GL Director giving interviews to television, radio and newspapers, the media 
coverage of the launch was excellent. 
 
Workshop at the UNDP  
At a workshop organised under the aegis of the UNDP for all Media Houses of 
Tananarive with over 30 participants, GL Director talked about the findings of the Glass 
Ceiling and invited participants to come to the launch. She also talked about the 
importance of gender policies in media houses in bringing gender equality in content 
and in context. 

Newsroom Visits 
Newsroom visits were done before the official launch of the report. They were 
conducted to share the findings of the research study and come up with ways to 
address issues arising from the Glass Ceilings report. GL Director (Mauritius and 
Francophone) devoted a significant amount of time explaining the vision and mission of 
Gender Links, the findings of the Baseline on the Media, Gender and HIV and AIDS in 
Madagascar and HIV and AIDS Policies of media houses.  
 
Discussions with Editors in Chief 
GL Director accompanied by Ialfine Tracoulat, GEMSA country facilitator and President of 
Federation pour la Promotion Enfantine et Feminine visited the following media houses 
and discussed with their Editors in Chief:  

(i) Tribune - Meeting with Volana Rasoanirainy, Editor in Chief    
(ii) L’Express - Meeting with Sylvain Ranjalahy, Editor in Chief  
(iii) L’Hebdo and Ao raha - Meeting with Alain Eid, Ag Editor in Chief  
(iv) RTA Television – Meeting with Andry Raveloson,  Editor in Chief 

 
GL Director presented the Glass Ceiling findings and gave a brief overview of what could 
be done. She also talked about findings of Baseline Study on HIV and AIDS; HIV and 
AIDS policies in media houses; the work of GL and possible support; and the importance 
of having gender policies in media houses.  

Way Forward 

• The four media houses visited were keen to develop gender policies through 
assistance from GL. They were happy to develop gender policies that will address 
specific issues on gender equality and perceptions of female and male employees at 
the work place. 

• They want to be more involved in the work of GL. They all agreed that there are 
certain ways of reporting that can be improved and mechanisms put in place to 
address gender issues.  

• GL Director brainstormed with Ialfine on how to organise a workshop and to help 
media houses in developing their Gender Policies. 
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ANNEX A: Workshop participant list 

Name Sex Organisation Tel Email 
Klinchand Antoine M MA-TV  MA-LAZA 032 57 64 550 klimchand@gmail.com 
Rasamoelino Brigitte F Association des Femmes 033 11 42 298 bris.sol@moov.mg 
Adriamanana Lina F UNFPA 033 02 40 971 andriamanana@unfpa.org 
Ralambo Ony F INO-VAOVAO 033 14 01 996 aninalamlo@yahoo.fr 
Kelly M Midi MK 033 11 69 717 kellyfoto@yahoo.fr 
Randrianarivo M Danielle F Université d'Alvo 033 12 00 694 danie_thbest@yahoo.fr 
Rakotonirina Claudia F U. d'Antalvo 034 16 80 858 kariclaudia@yahoo.fr 
Razafinimpiasa Mary F Université Tana   yrahfr@yahoo.fr 
Andriantsoa Pascal M Concorde/ Code 033 14 83 385 pasinomba@yahoo.fr 
Rasolofonisina Harison M   032 62 39 700   
Farawiana Denise F   034 19 41 546   
Andriaanamisoa Christian M ZGI 034 05 68 379 ankrakotra@yahoo.fr 
Ranianamy Sylvain M L'Express 032 02 53 256 ranja202002@yahoo.fr 
Rakotonirina Gérard M Tribune 032 02 22 433 gralcotomrine@yahoo.fr 
Ratsimba Fanjitiano F CINO 033 12 20 126 ratrimbafanjetiane@hotmail.fr 
Rakotodrindrasata Mime F Focus 033 12 20 230 focusdev@freedsl.mg 
Ravololombodhangy Holy F VMCF 033 11 44 569 vondronaminalenta@yahoo.fr 
Raherisoa Vololona V F CM/ CVA 033 15 67 707 denisvololone@yahoo.fr 
Rasoaniraimy Volana F Tribune 033 24 77 285 volane.tribune@gmail.com 
Fanja Saholiarisoa F L'Express 033 12 03 654 sfanja@gmail.com 
Baphil Andriatriferanivo M Av Rata 033 11 13 166 harrisoabaphil@yahoo.fr 
Ithier Christiane F   033 14 31 166   
Denis Alexandre M Matin M/cas 034 02 41 054 madagascarmatin@gmail.com 
Ouana Ratsimbajafy F Les Nouvelles 033 11 42 063 rojoceane@yahoo.fr 
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Name Sex Organisation Tel Email 
Patricia Romevomine F La vérité 034 02 40 981 andritricie@yahoo.fr 
Ravelodrisoa Nora F Minister 032 02 68 523 mmouveloasigoa@hotmail.com 
Rahorirala Joelle F Population Ministere 032 07 96 487   
Razandhanefa Saholy F RMF 033 14 85 149 kamo@moov.mg 
Rakotoanosy F Faculté 032 02 03 943   
Rasolofoarijaotha Miosy M Antsiva 033 12 68 914 solofomioy@yahoo.fr 
Kioly Marie Francine   FPFE Tana 032 04 06 535 kidjufracine@yahoo.fr 
Didier Ramanoelina M McM Tribune 033 15 37 747 didiersalomon@yahoo.fr 
Mary Andriansinoma M L'Hebdo 032 07 96 099 mamyandriananson@yahoo.fr 
Claude Ponkotoise M L'Express 033 07 00527   
Lalatiane Rakomondranaino F RTA 034 16 46 140 tiamitia@gmail.com 
Prisce R F Sobit.com 034 01 55 026 casamoelson@yahoo.fr 
Ralnaharo Vala Moty M Jejoo/Tinton Photo 033 03 30 035   
Rasonaivo Njala M Jejoo 034 07 03 194 njabayas@gmail.com 
Andrianinne Hervey M TVM     
Josoa Clement M TVM     
Jean Alain Rambebo M TVM    
Ralalaoherivony B.S F FLSH U. Antananarivo 033 12 03 564 b.ralalalaoherivony@univ.antananativo.mg 

Rabaovololoma F 
DIFP Flsh Université 
Tana 032 07 53 642 rabaovololona@moore.mg 

Rivosoo Theojen M       
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Malawi Glass Ceilings workshop 
 

17 September 2009, Malawi Sun Hotel, Blantyre, Malawi 
 
 

 
File pictures of Fletcher Gonga, a journalist from Malawi at work. Photo by Gender 
Links. 
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Synopsis 
The report summarises the proceedings of the launch of Glass Ceilings: Women and Men 
in Southern African Media. In Malawi the study was based on research carried out in 10 
media houses with a total of 1 132 employees. In-depth case studies of two media 
houses and interviews of four senior journalists, managers and editors were done. About 
39 other senior staff responded to perception questionnaires. The research was 
undertaken by Pushpa Jamieson, facilitator for the Media Action Plan on HIV/AIDS and 
Gender (MAP) in Malawi.  
 
Key findings of the study 
The key findings for the study in Malawi are: 
• More than three-quarters of all media employees in media houses in 

Malawi are men:  Women constitute only 23%, while there is 77% representation 
of men. The average proportion of women in Southern African media houses (41%) 
is almost twice that of Malawi, meaning the country lags far behind the region. 

 But there are differences between media houses:  The media houses with the 
smallest numbers of employees have the highest level of female representation at 
36%, while the state broadcaster, with the largest number of employees, has     
female representation of only a quarter. 

 Women constitute less than a third of the boards of directors:  Women make 
up 27% of the boards in Malawi media houses, similar to the 28% of the regional 
study. 

 There are few women in top management: Women occupy only 19% of top 
management posts in media houses in Malawi – lower than the regional average of 
23%. 

 They represent about a quarter in senior management: Women constitute 
26% of those in senior management, similar to the regional average of 28%. The 
Malawi findings for women in senior management point to the “glass ceiling” that 
women come up against in the media, and the challenges they face in breaking into 
management.  

 Men get better working deals:  Men (77%) are more likely than women (23%) 
to be employed in open-ended, full-time contracts, compared to 42% in the rest of 
the region. In Malawi the employment category with the most female representation 
is freelance contracts (35%). While a lower proportion of women are on freelance 
than in the regional average of 43%, there is still a high level of job insecurity for 
women. 

 Men dominate in most departments in media houses in Malawi: This is 
particularly the case in the technical/IT (94%); finance and administration (79%); 
production (78%) and design (78%) departments. 

 There are more women in the support departments: Women in the Malawian 
media are under-represented in most areas of work, but they are in the 
overwhelming majority in human resources (75%), an area considered “women’s 
work”. In the region women predominate in finance and administration (54%) and in 
advertising and marketing (57%).   

 Fewer women in editorial departments than in the region: In Malawi only 
28% of those in the editorial departments are women. This is much lower than the 
regional average of 42%, and shows that the media lag behind in giving women the 
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opportunity to work in the more skilled posts. This means the female view in 
editorial content, and also the mainstreaming of women’s issues, are neglected. 

 The gender division of labour in beats is still pronounced: Though in most 
media houses male journalists cover most of the beats, women predominate in beats 
considered “soft” or human interest beats, including lifestyle (80%), gender equality 
(67%), religion (67%) and education (57%). Interestingly, an equal number of 
female and male journalists covered gender violence and HIV/AIDS.  

 There are no targets in place for achieving gender parity in media houses:  
None of the media houses in the study could point to specific targets for ensuring 
gender equality in line with the SADC 2015 parity target.  

 Career pathing for women in Malawi media houses is not a priority: None of 
the media houses in Malawi have strategies in place to fast-track women within the 
organisation. But half of them said they had strategies for promoting women, 
against a regional average is 32% of media houses indicating such promotional 
strategies. 

 Inconsistency in efforts to target good women candidates:  Of the sample 
only 20% of the media stated they had a database of women, yet 70% claimed they 
targeted women specifically. In the regional sample a higher proportion of the media 
houses (36%) have a database of women candidates, but fewer (54%) seek to 
recruit women for jobs. 

 Low levels of commitment to both maternity and paternity leave: In the 
Malawi sample only 40% of the media houses offer maternity leave – less than half 
of the 81% in the region. Only 10% of Malawian media houses have paternity leave, 
while a third of those in the region offer it. The low level of paternity leave across 
the region shows that child rearing is still believed to be a female responsibility.  

 Child care is not a priority, but flexitime is high on the agenda in Malawi 
media houses: None of the media houses in the Malawi sample offered child care 
facilities, compared to 15% in the regional sample. But 80% of media houses in 
Malawi (and 75% of media houses in the region) offer flexitime. So although the 
companies are not prepared to give practical help with parental responsibilities, they 
do allow parents working-hours latitude to help them cope.  

 Malawi media houses do better than the region on gender policies, but 
wish to improve:  As 40% of the Malawi sample have gender policies, compared to 
only 16% for the region, the media are reasonably progressive on this front. And 
although less than a third have sexual harassment policies (about on a par with the 
region), 70% of the media houses expressed a wish to develop or improve on 
gender policies.  

 
Workshop Process 
A full workshop programme is attached at Annex A. 
 
Welcome remarks  
The Malawi HIV and AIDS and Gender policies facilitator, Pushpa Jamieson welcomed 
participants (See Annex B for participants list) to the launch of the Glass Ceilings: 
Women and Men in Southern Africa Media Malawi report. She asked participants to 
introduce themselves. After the introductions, Pushpa introduced the keynote speaker, 
Taweni Gondwe Xaba. 
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Highlights of the keynote address 
Taweni Gondwe-Xaba of Nation Publications Limited gave a keynote address. Highlights 
of her address could be summarised as follows: 
• Xaba commended the publication and launch of the report as a constructive way of 

addressing issues of equality in society.  
• Xaba warned participants not just to look at the issue as percentages. 
• She emphasised that the media is at the centre of diversity issues as it should give 

voice to women and men. 
• The media, she said, should also give space to women in newsrooms to express 

themselves and not just be the “good Malawi girl; or decent Malawi girl” who is 
unquestioning and not engaged. 

• Xaba also highlighted the need to put in place strategies to address some of the 
patriarchal issues that delay empowerment of women emphasising that women must 
not just survive but thrive in society. 

• She also added that such strategies must also address lack of participation in 
newsrooms. 

 
Presentation of findings 
Gender Links Assistant Director, Media Research and Policy, Dumisani Gandhi presented 
the findings of the report. Some of the highlights of the report are as follows: 
• Men outnumber women in media jobs in Malawi. 
• At the regional level only two countries, South Africa and Lesotho have achieved 

parity but under a given context. 
• There few women in decision making positions in Malawi media like boards of 

directors, senior management and top management. 
• Women hit the glass ceiling in media at senior management level. 
• Men dominate editorial, production and technical departments while women are in 

support departments. 
• Women media practitioners dominating “soft” beats (gender equality; gender 

violence; health) while men dominate the hard beats (investigative/in depth 
reporting; politics; sport). 

• Stereotype attached to women who work in media houses who are seen as 
“prostitutes”. 

• Women challenging gender stereotypes in some countries and some media houses 
• Media houses have no specific targets and practices like fast tracking; promotion etc 

for achieving gender parity in newsrooms. 
 
Panel responses 
There were four panellists who responded as follows: 
Lloyd Zawanda, Head: News and Current Affairs, Joy FM Radio 
• Lloyd contended that Malawi has improved in terms of gender equality in media 

houses. 
• He indicated that Joy FM Radio gives equal opportunities when recruiting interns. 
• Progress for male and female interns is the same. 
• We have drawn up a training programme but there is lack of funding. 
• We allow employees two years training leave within which period we reserve their 

job as a way of incentivising both women and men to improve themselves. 
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Zolani Gondwe, News Editor, The Guardian News, Lilongwe, Malawi 
• Gondwe indicated that at The Guardian there are almost equal numbers of men and 

women. 
• She also said there are more women in senior positions in management and in the 

newsroom and they cover both hard and soft beats. 
• However, Gondwe said generally, fewer women apply to work in the newsroom 

hence the fewer numbers of women coming into the sector. 
 
Everess Kayanula, Gender Focal Person, Malawi Broadcasting Corporation 
(MBC) 
• She argued that gender representation has improved a lot at MBC. 
• That there was high level buy-in championed by the Deputy Director General who 

made gender an issue. 
• The only negative issue with MBC was that appointments to key positions are 

political and very often, such appointments have no gender considerations. 
• She said awareness has been achieved, policies are in place but managers need 

training on gender mainstreaming. 
• A KAP survey conducted at the broadcaster showed that they have very low 

understanding of gender. 
 
Brian Precious Ligomeka, Blantyre Newspapers Ltd (BNL) 
• Ligomeka indicated that the issue of gender inequality needs to be located in the 

history of patriarchy that has caused it. 
• He said Malawi had been for a long time a one party state; no school of journalism. 
• Culturally, women have to be home by 17:00 hours and therefore they find the long 

working hours and late deadlines daunting considering their dual responsibilities. 
• However, Lloyd indicated that BNL will meet the SADC protocol target of 50/50 

women and men in decision making positions by 2015. 
• BNL always cater for trainee journalists from MIJ and Malawi Polytechnic. 
• The company provides flexible working environment and career paths women into 

senior position with9in the media house. 
• He was confident that even though they are below the 50/50 level, by 2015 BNL will 

achieve that goal. 
 
Discussion 
• Participants said the working conditions especially in print newsrooms are very 

challenging for female media practitioners. 
• Participants also suggested that media training institutions should prepare all 

graduands for the difficulties that they have to deal with in newsrooms. 
• There was also a suggestion that training institutions should factor in regular 

lectures from plasticising journalists. 
• There was a suggestion that media houses need to pay better and ensure that all 

journalists are treated equally. 
• Jika Nkolokosa, a trainer at MIJ said there were as many female students at his 

training college but somehow they end up in banks and private companies as public 
relations and marketing officers. HE said they are not interested in print media as it 
is “not glamorous”; “not fashionable”. 
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• Participants also indicated that one of the reasons why there were fewer women in 
media houses was that few apply and they generally do not apply for senior 
positions in media houses. 

 
Group work 
Participants were divided into groups and developed a work plan in response to the 
findings. The work plan is attached at Annex C below.  
 
Evaluations 
The table below summarises the evaluations made by participants. The majority of 
participants rated the workshop as excellent, good and fair. The workshop programme 
design, outputs and learning opportunity were each rated as very poor by one 
participant. Table 1 below illustrates the evaluations made by participants. 
 
Table One: Workshop evaluations 
 
 Excellent Good Fair Poor Very poor 
Programme Design 2 3   1 
Programme Content 3 3    
Documentation 1 2 1   
Facilitation 3 3    
Group Work 1 2 1   
Outputs  1 3  1 
Outcomes and follow up plans 2 3 1   
Learning opportunity 2 2   1 
Networking opportunity 1 3    
 Administrative arrangements 1 1 3   
TOTAL 14 23 9 - 3 
 
Table One above illustrates that the majority of participants (37) rated the workshop as 
either excellent or good. Nine participants rated the workshop as fair while only three 
rated the programme design, outputs and learning opportunity as very poor. This means 
that the workshop was well organised. 
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Comments in the evaluations 
 
Sessions found to be most useful 
• Presentation of the report because it was an eye opener. 
• The first one where glass ceilings report were presented, it was like an eye opener. 
• All the sessions. 
• All the discussions sessions where useful and informative and participation and 

engagement were evident. 
• Presentation of the findings because of the way they were simplified. 
• Discussions and presentations because important ideas were shown. 
 
Sessions found to be least useful 
None 
 
How participants will apply what they gained from the workshop 
• As a middle manager I will work towards encouraging girls to remain in the 

profession. 
• I will share with my colleagues at my work place. 
• As a journalist I will publicise it and use it for further research. 
• Continue to participate in ongoing dialogue and action plans. Converse with other 

media houses on these issues to understand viewpoints and experiences. 
• Be able to form partnerships with organisations dealing in gender and this will also 

form part of what MBC is already doing in promoting gender equality. 
• By disseminating it to those who have not come to this important session. 
 
Any other comments 
• Managers need to be encouraged to involve women in assignments such as crime, 

disaster/war, politics to show that they are also reliable. 
• We need more of these. 
• More workshops should be organised. 
• Need to call more players for meetings. 
• Definitely continue action plans to fruition of gender policy to adoption and 

implementation successfully. 
• This workshop has been an eye opener and has afforded me the chance to interact 

with people from various backgrounds. Information will assist us in mainstreaming 
gender in our organisation and now I know where to go for assistance. 

 
 
Newsroom visits 
At the end of the workshop, the programme manager sought buy-in from media 
managers present for the development of gender policies. The following media houses 
represented by senior managers/staff said they would be interested in developing such 
policies as soon as possible. They were as follows: 
• Transworld Radio 
• Guardian Newspapers 
• Blantyre Newspapers Ltd 
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• MBC (they want their revisited because it is ineffective) 
• Malawi Institute of Journalism 
 
Joy Radio FM 
The policy facilitator for Malawi, Pushpa Jamieson and programme manager for Joy 
Radio to seek buy-in for the development of a gender policy. They met Lloyd Zawanda, 
Head of News and Current Affairs and Mavuta Chapfuma, the Management Coordinator. 
 
They felt gender was an important issue and that the research conducted by Gender 
Links needs to be expanded to find out why women journalists end up in marketing; 
what these women media practitioners say about why they left the profession and what 
attracts them where they are. 
 
They also advocated closer working relations between training institutions and media 
houses to ensure that the graduands produced in training was suitable for the media 
industry. They gave buy in to the policy process and are ready to start the process with 
Gender Links. 
 
Capital Radio FM 
The Malawi facilitator and GL programme manager met Al Ousman, the owner of the 
station. Capital Radio, like Joy Radio has previously worked with Gender Links in 
developing a gender aware HIV and AIDS policy. 
 
He said his radio station was one of the first media houses to promote women entering 
into leadership positions in politics in 2004. He also indicated that where there have 
been vacancies, he has tried to put gender into consideration in promoting people to the 
vacant positions. However, the female staffers seemed to lack confidence to take up 
those spaces and this does not advance gender equality within the newsroom. 
 
Mr Ousman said this radio station would be happy to work with Gender Links in 
developing a gender policy. 



 56

ANNEX A: Workshop Programme 
 
TIME TOPIC WHO 
8h30 – 9h00 Registration DG/GL 
9h00 – 9h05 Welcome, introductions  Pushpa Jamieson  
9h05 – 9h25 Keynote address:  Taweni Gondwe 
Key research findings of the Glass Ceiling study 
09h25 – 09h55 Presenting the Southern African Glass Ceiling 

findings 
Dumisani Gandhi, Assistant 
Director: Media Research and 
Policy, Gender Links.  

09h55 - 10h30 Responses:  
• Zolani Gondwe, News Editor, Guardian 

Newspapers  
• Lloyd Zawanda, Head: News and Current 

Affairs 
• Everess Kayanula, MBC Gender Focal 

PErson 
• Brian Precious Ligomeka, Blantyre 

Newspapers 

Chair: Pushpa Jamieson 

10h30 – 11h00 TEA  
11h00 – 11h30 Questions and answers  
11h30 -13h00  Group work on findings:  
 Advocacy: publicising the research across the 

region 
To be advised 

 Further research: what additional needs to be 
done and how can this be managed 

Dumisani Gandhi 

 Policy: what key policy interventions need to 
be implemented in the media 

To be advised 

 Training: what key training interventions are 
required to increase the proportion of women 
specifically in senior management positions  

To be advised 

13:00-14:00 LUNCH 
14:00 – 15:00 Report back 
15h00 – 15h20 Closure and way forward  
16h00 TEA  
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ANNEX B: Workshop participants list 
 
NAME SEX ORGANISATION PHONE EMAIL 
  F M       
Zilanie Gondwe F  Guardian Newspapers +265 1 758 175 editor@guardian-news.mw 
Pius Masamba  M MBC +265 999 275 286 piusmasamba@yahoo.com 
Joshua Chirwa  M MBC +265 888 899 447 joshuachirwa@yahoo.co.uk 
Daniel Manyowa  M Freelance +265 999 626 061 danielmanyowa@yahoo.com 
Patrick Semphere  M Transworld Radio +265 888 107 292 psemphere@sdnp.org 
Marie Kambeja F  MBC +265 888 163 636 mariekambeja@yahoo.co.uk 
Pushpa Jamieson F  GL Facilitator +265 999 942 740 theChronicle@Africa-online.net 
Everess Kayanula F  MBC +265 888 850 302 everesbanda@yahoo.co.uk 
Lloyd Zawanda  M Joy Radio +265 888 892 740 Loza68@yours.com/tawonele@yahoo.com 
Jika Nkolokosa  M MIJ +265 999 961 550  
Brian Ligomeka  M Daily Times/MISA +265 888 476 035 brianligo@yahoo.co.uk 
Abdul Aziz Onile  M Radio Islam +265 999 762 556 a.onile@yahoo.com 
Jane Kaonga F  Capital FM +265 993 578 766 jaannyzimba@yahoo.co.uk 
Deitrich Frederich  M Radio Islam +265 999 286 468 Dfrederich35@gmail.com 
Taweni Gondwe-
Xaba F  Nation Publications Ltd +265 995 393 282 tgondwe@nationalmalawi.com 
Dumisani Gandhi  M Gender Links +27 78 585 0366 map@genderlinks.org.za 
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ANNEX C: Programme of Action 
 

Key area Objective Activities Time 
frame 

Who Outputs Outcomes 

1. To raise 
awareness 
among media 
practitioners. 

• To distribute the Glass 
Ceilings report findings 
directly to media 
managers. 

2009-2010 GL facilitator  • Feedback from 
media managers 

• Reports of 
meetings 

• Broad-based buy-
in to gender 
policies 

• Gender sensitive 
media managers 

• Gender balanced 
media houses 

2. To forge 
strategies at 
regional and 
national level. 

• To hold meetings with 
unions of journalist; 
media regulators, MISA, 
other stakeholders. 

Ongoing  • MISA 
• GL 
• Unions of 

journalist 
• Media 

regulators 

• MOUs 
• Reports of 

meetings 

• Gender sensitive 
media 
practitioners 

Advocacy 

3. Promote best 
practices 
through media 
awards for best 
performing 
media houses. 

• To hold awards for best 
practices and good 
gender reporting. 

Annually • Media 
Council of 
Malawi 

• Media 
houses 

• Stakeholders

• Annual media 
awards 

• Media coverage 
• Profiles of best 

practices 

• Media uphold high 
ethical standards in 
reporting gender 

• Increased gender 
reporting 

• Gender sensitive 
media houses 

Policy 1. Assist media 
houses develop 
or improve 
existing gender 
policies. 

• Identify and training 
media houses to draft 
gender policies that have 
clauses that include 
sexual harassment in the 
newsroom and 
empowerment of women.

2009 – 
2014 

• Media 
houses 

• Media 
Council of 
Malawi 

• Gender 
Links  

• Workshop reports 
• Draft gender 

policies 

• Gender 
mainstreamed 
into work of 
media houses 

• Gender balanced 
media houses. 
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Key area Objective Activities Time 
frame 

Who Outputs Outcomes 

1. Gender sensitisation 
training for 
managers/editors and 
senior executives 

On going • Editors’ 
forum 

• Media 
practitioners 
• Gender 

Links 
• GEMSA 
• MISA 

• Training tools 
• Workshop reports 

Gender sensitive 
newsrooms 

2. Review curriculum in 
training institutions to 
meet the requirements of 
industry. 

2010-2011 • Media 
training 
institution 

• Media 
sector 

• NGOs 
• GL 

• Revised curricula 
• Working groups 
• Meetings reports 

• Gender 
mainstreamed 
into training 
curriculum in 
training 
institutions 

To develop 
training 
programmes to 
build the capacity 
to manage 
mainstreaming 
gender at the 
work place and in 
editorial content. 

3. Carry out a training 
needs assessment within 
media houses  

2010-2011 • Media 
houses 

• Training 
institutions

• Recommendations 
for curriculum 
review; 

• Reports 

• Gender 
mainstreamed 
into training 
modules 

Training 

 4. Introduce student 
newspapers at journalism 
training institutions to 
prepare students for the 
rigours of the profession. 

Ongoing  • Media 
training 
institution 

• NGO 
partners 
like GL 

• Student 
newspapers 

• Students aware of 
rigours of 
journalism. 

• Gender sensitive 
reporting. 
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Key area Objective Activities Time 
frame 

Who Outputs Outcomes 

Research Carry out follow 
up regional survey 
to gauge progress 
in achieving 
gender parity in 
media houses. 

• Undertake another baseline 
study in 2014 ahead of 
2015 to measure 
improvement or lack of it 
in mainstreaming gender 
within media houses. 

By 2014 • Gender 
Links 

• MISA 
• Media 

houses 

• Progress report • Gender 
mainstreamed 
into work of 
media houses 
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Mauritius Glass Ceilings workshop 
 

4 August 2009, Gold Crest, Quatre Bornes, Mauritius 
  
 
 

 

 

Minister of Women’s Rights, Family and Child Development, Indira Seeburn (second 
right) addresses participants during the Glass Ceilings Mauritius report launch at 
Gold Crest, Quatre Bornes, Mauritius on 4 August 2009. 
Photo by Colleen Lowe Morna. 
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Synopsis  
The Minister of Women’s Rights, Family Welfare and Child Development, Indira 
Seeburn, launched the Glass Ceilings: Women and Men in Southern Africa Media 
report. 14 women and seven men signed the registration sheet but there were over 30 
guests for the function from all walks of life – journalists, gender activists, academics 
and NGOs (See Annex B for participants list). In Mauritius nine media houses took 
part in the research study with a total of 1 190 employees. 
 
Key findings of the study  
The key findings for the study in Mauritius are: 
 There are over twice as many men as there are women in media houses in 

Mauritius:  Men constitute 67% of employees in media houses; more than double 
the 33% women employees. The proportion of women in media houses in Mauritius 
is lower than the 41% women in Southern African media houses overall.   

 But there are differences between media houses:  Most of the large media 
houses have twice as many men as women. However, small media houses La Vie 
Catholique and Impact News, are the only media house with more women (58% and 
71% respectively) than men.  

 Women constitute a little over one third of the boards of directors: Women 
constitute 36% of those on boards of directors in media houses in Mauritius, 
compared to 28% in the regional study. 

 But they barely feature in top management: Women occupy a quarter of top 
management posts in media houses in Mauritius; slightly more than the regional 
average of 23% women in top management. 

 There are low levels of women in senior management positions: Women 
constitute 22% of those in senior management in media houses in Mauritius; lower 
than the regional average of 28%. The Mauritius and regional findings for women in 
senior management point to the “glass ceiling” that women experience in the media 
and the challenges they face in breaking into management.  

 Men get better working deals: Men (74%) are more likely than women (26%) to 
be employed in open-ended full time contracts, compared to 42% women in the rest 
of the region. In Mauritius, 53% of those on freelance contracts are women, 
compared to 43% in the regional study. This reflects a much higher level of job 
insecurity for women than for men in the Mauritian media.   

 Men dominate in all departments in media houses in Mauritius: This is 
particularly the case in the printing (94%); design (87%) and technical/IT (84%) 
departments. 

 There are more women in the support departments: While women in the 
Mauritian media are under-represented in all areas of work, they are more numerous 
in areas considered to be “women’s work” including finance and administration 
(46%) and advertising/marketing (38%). In the region women dominate in finance 
and administration (54%) and in advertising and marketing (57%).   

 Fewer women in editorial departments than in the region: In Mauritius 39% 
of those in the editorial departments in media houses are women; this is lower than 
the regional average of 42%. 

 The gender division of labour in beats is still pronounced: Male journalists 
dominate in all of the hard beats such as politics (80%); labour (79%) and courts 
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(73%). Women journalists predominate in religion (62%); human rights (58%) and 
media (58%).  

 There are no specific targets in place for achieving gender parity in media 
houses:  None of the media houses in the study could point to specific targets for 
ensuring gender equality in line with the SADC 2015 parity target.  

 Career pathing for women in Mauritian media houses is not a priority: As in 
the regional finding only 13% of media houses in Mauritius have strategies in place 
to fast track women within the organisation. Even fewer media houses (11%) in 
Mauritius have strategies for promoting women within media houses. This is 
substantially lower than the regional average of 34%.  

 There is not enough effort to target good women candidates:  Of the sample 
43% of the media houses stated that they have a database of women candidates 
and 33% target women specifically. In the regional sample 40% of media houses 
have a database of women candidates and a much higher proportion (57%) of 
media houses in the region target women specifically for jobs. 

 Commitment to maternity but not paternity leave: In the Mauritius sample 
89% of the media houses offer maternity leave; this is higher than the regional 
average of 81%. Only 22% of Mauritian media houses have paternity leave, lower 
than the regional average of 33%. The low commitment to paternity leave across 
the region perpetuates the belief that child rearing is a female responsibility. 

 Child care is not a priority but flexi time is high on the agenda in Mauritian 
media houses: None of the media houses in the Mauritian sample offered child 
care facilities, compared to 17% in the regional sample. But 89% of media houses in 
Mauritius (and 75% of media houses in the region) said they offered flexi time. 

 Mauritian media houses doing better than region on gender policies but 
want to improve:  A third (33%) of the media houses in Mauritius stated that they 
have gender policies; over half (56%) have sexual harassment policies and 78% of 
media houses showed interest in developing or improving an existing gender policy. 
Only 16% of media houses in the region said they had gender policies while 28% 
said they had sexual harassment 
policies. 

 
Workshop Process 
A for full workshop programme is 
attached at Annex A. 
 
Presentation of findings 
GL Executive Director, Colleen Lowe 
Morna made a presentation on the 
findings of the study and talked about 
the importance of this research. Her 
presentation can be summarized as 
follows: 
• In 2003 when Gender Links did an in-

depth research on the media “The 
Gender and Media Baseline Study”, 
women’s sources were at 17% and in 
2005 when the Global monitoring was 

GL Executive Director, Colleen Lowe 
Morna presents Glass Ceilings 
findings in Mauritius. Photo by Loga 
Virahsawmy. 
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done this was increased to 21%. 
• Both the GMBS and the GMMP looked at the content and sources but the Glass 

Ceiling is focused on the media houses.  
• She highlighted that that the SADC Protocol on Gender and Development says that 

there should be 50% women in all decision taking positions including politics and 
the media. Gender Links will be conducting a research this year called the “Gender 
and Media Progress Study”.  

• This will show whether or not the figures of 17% women and news sources have 
increased and over and above there is “New energy to gender and media work in 
2010 with Beijing Plus 15”. 

• Nine media houses took part in the research with a total of 1190 employees and 
compared to the region at 41% women, Mauritius has 33% women ranging from 
71% in one media house to 13% in another one as show in Figure 1 below.  

 
Figure 1: Percentage of employees in Mauritius vs region 

 
Some of the strategies suggested to ensure there are more women in media houses 
are as follows: 

 Family friendly policies 
 Sexual harassment policies 
 Gender policies in news rooms 

 
Women are more in the low level or middle level posts than in senior management 
positions. There are hardly any woman in the production and the technical 
departments. Colleen Lowe Morna also highlighted the gender division of labour in 
beats. Women are more likely to cover soft beats than men. Another important point 
of the study is the lack of child care facilities in media houses.   
 
Discussion 
After the presentation of the findings, the panel of discussion constituted of Pamela 
Patten, Director of Radio at the Mauritius Broadcasting Corporation, Vayid 
Mohamudally, Human Resource Manager of Le Défi Group and Areff Salauroo, Human 
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Resource Director of La Sentinelle Ltée shared their experiences and appreciation of 
the study.  They also talked about what should be done to get more women in senior 
positions in the media. 
 
Pamela Patten talked about her first days at the MBC and how she was not 
encouraged to enter into a men dominated industry. She was so interested in the job 
that she even agreed to stay to do shift works. She broke new grounds and gave rural 
women voices. She shared her moving experience of giving whole day coverage of a 
woman labourer from morning to evening. This created an outcry. Women had no 
voice in the media at this time. The husband of the lady labourer had to face the 
sneering of his colleagues as his wife had spoken to the media.    
 
Newsroom visits 
 
GL Executive Director, Colleen Lowe Morna, GL Director for Francophone, Loga 
Virahsawmy and Marie-Annick Savripène visited newsrooms before the afternoon 
launch of “Glass Ceiling”. They held a series of In-House Workshops in three media 
houses – L’Express, Mauritius Broadcasting Corporation and Le Defi-Media Group. 
Findings of the “Glass Ceiling” were presented to journalists and editors. The response 
was very positive.  
 
Le Defi  
At Le Defi Group women journalists had the chance to open their hearts and said that 
they were prepared to go into hard beats if they are given the chance. 
 
L’Express 
At L’Express the Editor of L’Express Dimanche said that “we have one female journalist 
who has a small baby, I have therefore decided that instead of asking her to work 
during week-ends she can work on Thursday so that she has her week-end off”. The 
Human Resource Manager also said that L’Express has a gender policy and there is a 
plan now to give journalists laptops so that they can also work from home.  
 
MBC 
At the MBC journalists raised the point that men get access more easily to a diversity 
of sources as there is a men’s club and they have good address book. 
   
All three media have gender policies. 
 
The launch was well covered especially by broadcast media. The MBC also did a good 
coverage for the mainstream news in Hindustani, Creole, French and English. 
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ANNEX A: Workshop Programme 
 

 
Time Activity Who 
17H30 Welcome  Loga Virahsawmy, Director, Gender Links, 

Mauritian and Francophone Office 
17H35 Presentation of Findings Colleen Lowe Morna,  Director of Gender Links 
18H00 Key note address and 

launch  
Hon. Indira Seebun, Minister of Women’s Rights, 
Child Development and Family Welfare 

18H10 Response from Editors Representatives of MBC, L’Express, Defi, La Vie 
Catholique and  Impact News  

18H45 Questions from the 
audience  

All 

18.45 – 
19.30 

Cocktails All 
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ANNEX B: Workshop participant list 
 
Name Sex Phone Email 
Shirley Chumroo  F +2307514430 shirlchumroo@yahoo.co.uk 
Luxmi Gokhool  F +2309888150 luxgokhool@yahoo.com 
Sandra Mayotte  F   sandramayotte@hotmail.com 
Amick Teeluckdharry  M   anjamick@intnet.mu 
Benoy Ahku  M   benoyahku@yahoo.com 
Maya Lutchmun  F +2309323055 mayalutchmun@yahoo.com 
Valérie Kallee  F +2307364904 kalleevali@yahoo.fr 
Rambha Sunassy  F +2307985231 mbcprod@intnet.mu 
Avinash Bissoondoyal  M +230 7500299 avizede@hotmail.com 
Pamela Patten  F +230 6021261 pamelapatten1@yahoo.co.uk 
Arabella Seebaluck  F +230 7591341 arabella@intnet.mu 
Bhujun Rabin  M +230 206-8508 r.bhujun@lexpress.mu 
Bowla Manisha  F +230 206-8233 manisha.bowla@lasentinelle.mu 
Chinapen Dada Annick   F +230 206-8210 a.chinapen@graphicpress.mu 
Chiniah Jaimie  M +230 206-8496 jaimie.chiniah@lasentinelle.mu 
Coosnapen Michaella  F +230 206-8258 coosnapen@5plus.mu 
Ithier Denis  M +230 206-8496   
Lallman Maita  F +230 206-8443 m.lallman@lasentinelle.mu 
Lee Kam Ok Marie Rose  F +230 206-8469 marierose.lee@lasentinelle.mu 
Lutchmun Tanuja  F +230 206-8226 t.lutchmun@lasentinelle.mu 
Poorun Ansooya  F +230 206-8494 a.poorun@lasentinelle.mu 
Salauroo Areff  M +230 206-8488 hr@lasentinelle.mu 
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Mozambique Glass Ceilings workshop 
 

3 August 2009, Hotel Avenida, Maputo, Mozambique 
 
 

 
 
 
 

File picture of journalists working in a newsroom in Mozambique. GL photo. 
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Synopsis 
This report summarises the launch and workshop of the Glass Ceilings Mozambique 
report which took place at Hotel Avenida, Maputo, Mozambique. The report outlines the 
proceedings of the workshop, presentation of findings and finally the programme of 
action developed by participants in response to the recommendations of the report. In 
Mozambique 14 media houses were covered with a total of 1 103 employees.  
 
Summary of key findings 
The key findings of the study in Mozambique are: 
• Women are under-represented in media houses in Mozambique: Men 

constitute 73% of employees, almost three times the figure for women (27%). The 
proportion of women is considerably lower than the 41% in Southern African media 
houses overall. 

• But there were variations between individual media houses:  Only one 
media house, Radio Muthiyana, had women (62%) outnumbering men (38%). The 
rest of the media houses had 33% women and below. The media houses with the 
least number of women were Vista Communicao and Sociadade Escorpaio, with 8%.    

• Women constitute a quarter of those on boards of directors: Women 
constitute 25% of those on the boards of directors in media houses in Mozambique, 
compared to 28% regionally. 

• Women are few in top management: Women constitute only 17% of top 
management in media houses in Mozambique, lower than the regional average of 
23%.   

• Women constitute just over a third in senior management positions: 
Women constitute 35% of those in senior management in Mozambique media 
houses – higher than the regional average of 28%. The Mozambique findings for 
women in senior management point to a bottleneck – a “glass ceiling” holding back 
women in the media – and highlight the challenges they face in trying to break into 
top management. 

• Men get better working deals: Men (77%) are more likely than women (23%) to 
be employed in open-ended, full-time contracts, compared to 42% of women in the 
rest of the region. In Mozambique 40% of those on freelance contracts are women, 
compared to 43% in the regional study. The figures reflect less job security for 
women than men in Mozambican media. 

• Men dominate all but one department in Mozambican media houses: This is 
particularly true of technical/IT (97%) and printing and distribution (89%). The only 
department dominated by women is human resources (51%). 

• More women in support departments: While women are under-represented in 
most areas of work, they do appear in higher proportions in areas of work 
considered “women’s work”, including advertising/marketing (43%) and human 
resources (51%).  

• Fewer women in editorial departments than in the region: In Mozambique 
women constitute 27% of those in editorial departments. This is considerably lower 
than the regional average of 42%, and reflects a badly skewed media industry. 

• Gender division of labour in reporting beats clearly defined: Male journalists 
dominate all the “hard” beats, including crime (88%); investigative/in-depth reports 
(88%) and the courts (86%). Women journalists dominate in gender equality 
(100%); gender violence (100%) and reports on youth (57%). 
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• On average men in the Mozambican media earn about twice as much as 
women:  While this does not point to a wage gap in the same occupational 
categories it reflects the fact that overall, women in the Mozambican media are in 
the more junior positions and employed in the less lucrative areas of media work.  

• No targets in place for achieving gender equality in Mozambican media 
houses: None of the media houses in Mozambique could point to specific targets for 
ensuring gender equality in line with the SADC 2015 parity goal. 

• Career pathing for women in Mozambique media not a priority: Only 21% of 
media houses in Mozambique, compared to 10% in the Southern African region, 
have policies to fast-track women or channel them into careers. However, a higher 
proportion of media houses in Mozambique (57%) compared to 32% in the region 
have strategies for promoting women within media houses. 

• Targeting of women candidates a high priority, but ineffective: More than 
three-quarters of media houses in Mozambique said they had policies targeting 
women for jobs, and the same proportion said they had data banks for women. But 
with women constituting only 27% of the employees, this strategy appears not to be 
achieving the desired effect. 

• Commitment to maternity but not paternity leave: In the Mozambique sample 
86% of the media houses offer maternity leave; this is higher than the regional 
average of 81%. None (0%) of the media houses offers paternity leave, whereas the 
regional average is 33%, and this woeful imbalance should be rectified. The low 
commitment to paternity leave across the region perpetuates the belief that child- 
rearing is a female responsibility. 

• Child care not a priority, but flexitime higher on the agenda: None of the 
media houses in Mozambique said they offered child-care facilities, compared to 
15% in the regional sample. But 64% of media houses in Mozambique (75% in the 
region) said they offered flexitime. 

• There are few media houses with gender policies in Mozambique, but the 
majority want such policies: Only 7% of media houses in Mozambique indicated 
they had gender policies; the same number have sexual-harassment policies, but it 
is encouraging  that 71% expressed interest in developing gender policies or 
improving an existing policy. Only 16% of media houses in the regional sample have 
gender policies, while 28% said they had sexual-harassment policies. 

 
Workshop Process 
See Annex A for full programme. 
 
Welcome and introductions  
Eduardo Namburete, the Gender Links, Mozambique HIV and AIDS and Gender policies 
facilitator (now board member) welcomed the participants and asked them to introduce 
themselves (See Annex B for participants list). After the introductions, Dumisani 
Gandhi, GL Assistant Director, Media Research and Policy and Eduardo Namburete then 
gave presentations on the regional report and the Mozambique country findings 
respectively. 
 
Presentation of findings 
Dumisani Gandhi, GL Assistant Director: Media Research and Policy presented the 
regional findings that are summarised as follows: 
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• Men dominate media jobs in Southern Africa; 
• Only two countries, South Africa and Lesotho have achieved parity but has to be 

understood in context; 
• Fewer women on media house boards of directors and top management; 
• Study reveals that women are less likely to get better working deals within media 

houses; 
• Men dominate news production and distribution sections such as editorial, 

production and technical departments while women are to be found in support 
departments; 

• Gender division of labour still pronounced  
• Male chauvinism; sexual harassment still abound in newsrooms 
• Not all gloomy: some women challenging gender stereotypes and not all men are 

chauvinists 
• Media houses have no specific targets and practices like fast tracking; promotion etc 

for achieving gender parity in newsrooms; 
• Earnings vary but on average, generally lower for women than men; 
• Few media houses in the region (16%) have gender policies; 
 
Presentation of findings in Mozambique 
The Mozambique findings were presented in Portuguese by Eduardo Namburete. 
 
Workshop discussions 
• During the discussion forum, a representative of Radio Terra Verde said there were 

some anomalies about data collected from the radio station. For example he said 
they do have flexi time but page 20 of the Mozambique report indicates they do not 
have.  

• Participants felt that men falsely claim that women are incapable but the opposite is 
true in that there are cases where male journalists make female interns research and 
write stories but they do not give them by lines. 

• They agreed with the report that there is an “old boys’ network” which ensures that 
when female journalists show growth, male reporters create barriers by frustrating 
and blocking them from reaching the next level. 

• Joanna Macie from Noticias disagreed with the idea that women need training 
because in her opinion it is men who need to be prepared because they stand in the 
way of women. She argued that many female interns go to newsrooms but they give 
up because they are not given the opportunity. By contrast male interns are made to 
feel comfortable. Women are already trained. So it is the men who need training. 

• Prof Celestino Vaz and Dr Joao Miguel from the Eduardo Mondlane University also 
suggested that there was need to ensure interaction between media houses and 
tertiary institutions to ensure that graduates produced from universities meet the 
standards required by the media. They also suggested that female students need to 
be encouraged to enrol, work and stay in the media to ensure that they move into 
key positions. 

 
Way forward 
At the end of the workshop, participants made suggestions for actions to be taken in 
order to address the challenges coming out of the report and these are attached at 
Annex C.  
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ANNEX A: Workshop Programme 
 

 
PROGRAMME 

GLASS CEILING REPORT LAUNCH 
Date: 3 AUGUST 2009 
Time: 8h30 – 12h30 

Venue: Hotel Avenida, Maputo, Mozambique 
 
 
TIME TOPIC WHO 
8h30 – 10h00 Registration  
10h00 – 10h15 Welcome, introductions  Eduardo Namburete, MAP 

Country Facilitator for 
Mozambique 

Key research findings of the Glass Ceiling study 
10h15 – 10h45 Presenting the regional Glass Ceiling findings Dumisani Gandhi, GL Assistant 

Director: Media Research and 
Policy.  

10:45-11:15 Presenting the regional Glass Ceiling findings Eduardo Namburete: MAP 
Country Facilitator for 
Mozambique  

11h15 – 11h30 TEA  
11.30 - 12h00 Responses:  

Joanna Macie, Noticias 
Emmanuel Langa, Televisao Mocambique  
Palmira Velasco, Radio Muthiyana 
Prof. Celestino Vaz, Lecturer, Eduardo 
Mondlane University 
Dr. Joao Miguel, Lecturer, Eduardo Mondlane 
University 

Chair: Eduardo Namburete 
 

12h00 – 12h20 Questions and answers ALL 
12h20 – 13:30  Open Discussion on Strategy to adopt 
 Advocacy: publicising the research across the 

region 
 Further research: what additional needs to be 

done and how can this be managed? 
 Policy: what key policy interventions need to 

be implemented in the media 
 Training: what key training interventions are 

required to increase the proportion of women 
specifically in senior management positions? 

Eduardo Namburete, open 
discussion as there were few 

people attending 

13:30 LUNCH AND CLOSURE  ALL 
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ANNEX B: Workshop participants list 
 
NAME SEX ORGANISATION PHONE FAX EMAIL 
 F M     
Palmira Velasco 1  Radio Muthiyana 00258824968590 0025821494475 velascopalmira@hotmail.com 

Celestino Vaz  1 
Eduardo Mondlane 
university 00258825966690  celestino.joanguete@gmail.com

Joao Miguel  1 
Eduardo Mondlane 
university 00258828714880  joaomiguelmz@yahoo.com.br 

Marciano Mubai  1 GEMSA Mozambique 0025824691780  mmubai@hotmail.com 
Emmanuel Langa  1 TVM 002581409470  emmanueltum@hotmail.com 
Ivone Soares 1  BIL/TerraVerde 002584484120 0025821311889 mivonesoares@gmail.com 
Juca Vicenti  1 TVM 00258824348170   
Ernesto Inthira  1 GEMSA Mozambique 00258826487538  ernestointanca@gmail.com 
Lazaro Mabunda  1 O'PAIS 00258821847651810  lazaromabunda@yahoo.com.br 
Matias Gueute  1 A Tribunal Fax 00258826040435  mguente@yahoo.com.br 
Emidio Beula  1 SAVANA 00258827835296 0025821302402 emidobuela@gmail.com 

Clementina Comate 1  GEMSA Mozambique 00258823808950  
moztinoca@yahoo.com.br  
gemsamoz@gemsanet.org 

Ruth Ayisi 1  Gender Links   ruthayisi@yahoo.com 
Joanna Macie 1  Noticias 00258825316922   
Jaime Cumbana 1  Journal Domingos 00258824143830  jcumbana@yahoo.com.br 
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ANNEX C: Programme of Action 
 
Key area Objective Activities Time 

frame 
Who Outputs Outcomes 

Advocacy 1. To raise awareness and 
forge strategies at 
regional and national 
level. 

At a higher level: campaign 
to make gender part of the 
wider political agenda and 
development agenda. 
 

Ongoing • Media 
sector; 

• Gender 
Links 

• Other NGOs 

• Media 
stories 

• Reports 

SADC Gender 
and 
Development 
Protocol 
ratified and 
implemented 
in all 
countries. 

2. To network with key 
stakeholders – editors’ 
forums; media unions 
and media development 
NGOs for advocacy and 
lobbying around the 
SADC Gender and 
Development Protocol. 

• Collaborate with editors, 
journalists and publishers 
to produce a book on 
“Who is who for women in 
the media in the SADC 
region”. 

• Work with media 
managers and 
professionals to ensure 
they write/produce stories 
and participate in 
campaigns that target 
local community level and 
involve community leaders 
in gender transformation 
activities. 

2009 – 
ongoing 

• Community 
media 

• Editors 
• Journalists 
• Gender 

Links 

• Media stories 
• Book on who is 
who 
• Community 
involvement in 
TV and radio 
programming 

• More 
women 
taking up 
journalism 
as a 
profession 

• Gender 
sensitive 
communities 

 

3. Promote best practices 
through media awards 
for best performing 
media houses. 

• Hold annual media 
awards to reward best 
practices 

Annually Gender Links •  Awards 
ceremony 
• Press releases 
• Reports 

• Media 
practitioners 
inspired to 
write good 
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Key area Objective Activities Time 
frame 

Who Outputs Outcomes 

 stories. 
• Journalists 

gender 
aware. 

• Improved 
workplace 
practices 

Research  Carry out follow up regional 
survey to gauge progress in 
achieving gender parity in 
media houses. 

• Conduct a follow up 
survey. 

• Compare gender 
balance in media with 
other sectors such as 
public service.  

2014 • Gender Links 
• MISA 

• Methodology
• Report 

• Gender 
mainstream
ed into work 
place and 
editorial 
practice in 
Mozambique 
media 
houses. 

• Progress in 
media also 
measure 
against 
other 
sectors. 

Policy 1. Provide support to media 
houses in developing or 
improving existing 
gender policies as a way 
of addressing gender 
inequalities in media 
houses. 

• Help media to develop 
gender policies.  

2009-2014 • Gender Links 
• MISA 

• Gender 
policies 

• Reports 

• Gender 
sensitive 
media. 

• Improved 
workplace 
practices.  

 2. Ensure functioning • Help media houses 2009-2014 • Gender • Sexual • No incidents 
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Key area Objective Activities Time 
frame 

Who Outputs Outcomes 

sexual harassment 
policies in all media 
houses. 

develop and effectively 
implement sexual 
harassment policies. 

Links 
• MISA 

harassment 
policies 

• Workshop 
reports  

of sexual 
harassment 
in 
newsrooms. 

• Friendly 
working 
environment 
for women 
and men. 

1. To develop training 
programmes to build the 
capacity to manage 
mainstreaming gender at 
the work place and in 
editorial content. 

• Hold training workshops 
for media managers. 

• Collaborate with training 
institutions to 
mainstream gender in 
the curriculum. 

Ongoing • Training 
institutions 

• Gender 
Links 

• Course 
outlines 

• Training 
manuals 

• Revised 
curricula in 
training 
institutions 

• Reports 

• Gender 
mainstream
ed into work 
place and 
editorial 
content. 

• Gender 
mainstream
ed into 
media 
training 

Training 
 
 
 
 
 
 
 
 
 

2. Facilitate leadership 
training for women in 
media houses. 

• Develop specific training 
sessions for camera 
operators, female 
producers and directors 
on TV and radio.  

Ongoing • Training 
institutions 

• Gender 
Links 

• Training 
manuals 

• Reports 

More women 
in 
management 
or leadership 
positions. 
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Namibia newsroom visits  
 

4 November 2009 
 
 

 

 

 
 
 
 
 

File picture of a journalist at Base FM newsroom in Namibia interviewing a source. Photo by
Trevor Davies. 
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Synopsis 
This report seeks to detail the visit to Namibia by Assistant Director, Media Research and 
Policy, Dumisani Gandhi to share the findings of the Glass Ceilings Namibia Report. The 
launch workshop did not materialize. Only the editor of The Sun newspaper, a senior 
female reporter, Franscesca and Jennifer Mufune from MISA turned up. As a result, 
facilitators turned to newsroom visits. For two days, facilitators visited The Namibian, 
Republikein Pvt Ltd, New Era, Windhoek Observer, The Namibian Sun, NBC and Base 
FM. 
 
Summary of key findings 
The key findings for the study in Namibia are: 
 There are more men than women in media houses in Namibia:  Men 

constitute 60% of employees in media houses. At 40% the proportion of women in 
media houses in Namibia is close to the 41% for women in Southern African media 
houses overall.   

 But there are differences between media houses:  Three out of the 11 media 
houses surveyed have achieved parity. These are Namibian Economist (55%), The 

Namibian (54%) and Allgemeine Zeitung with 52% 
women. Namibia FM 99 had the lowest proportion of 
women at 18%.   

 Women constitute more than a third of the 
boards of directors: Women constitute 39% of 
those on the boards of media houses in Namibia, 
compared to 28% in the regional study. 

 They constitute a substantial proportion of 
those in top management. Women occupy 42% 
of top management posts in media houses in 
Namibia, significantly more than the regional 
average of 23%.  

 Men dominate in senior management: Women 
constitute 35% of senior management in media 

houses in Namibia, higher than the regional average 
of 28%., but still pointing to  a “glass ceiling” in the 
Namibian media. 

 Men get better working deals: Men (58%) are 
more likely than women (42%) to be employed in open-ended, full-time contracts. 
The figures are the same in the region for this type of contract. In Namibia 21% of 
those on freelance contracts are women, compared to 43% in the regional study. 
This reflects a much higher level of job security for women than for men in the 
Namibian media. Men constitute 79% of those in freelance contracts and 67% of 
part-time employees.  

 Men dominate in all but three departments in media houses in Namibia: 
This is particularly the case in the departments of technical/IT (95%) printing and 
distribution (77%) and production (61%). 

 There are more women in the support departments: While women in the 
Namibian media are under-represented in all areas of work, they are more numerous 
in areas considered to be “women’s work”, such as finance and administration 
(70%), human resources (67%) and advertising/marketing (56%). In the region 

Sandra Williams, Base 
FM station manager.  
Photo by Trevor 
Davies 
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women dominate in finance and administration (54%) and in advertising and 
marketing (57%).   

 More women in editorial departments than in the region: In Namibia 44% of 
those in the editorial departments in media houses are women, slightly higher than 
the regional average of 42%. 

 Women earn more, on average, than men:  Namibia is the only country in the 
study in which, for those media houses that submitted data, women earn, on 
average, 20% more than men. This reflects the relatively more senior status of 
women in Namibian newsrooms.  

 The gender division of labour in beats is still pronounced, with a few 
exceptions: Male journalists dominate in all of the hard beats such as agriculture 
(100%), crime (100%) and science and technology (100%) men also dominate in 
human rights and media, considered “soft” beats.  Women journalists predominate 
in education (100%); gender equality (100%); gender violence; lifestyle (100%) and 
religion (100%.) It is interesting to note that women also dominate in 
disaster/war/conflict, considered a hard beat, and normally a male preserve.  

 There are no specific targets in place for achieving gender parity in media 
houses:  None of the media houses in the study could point to specific targets for 
ensuring gender equality in line with the SADC 2015 parity target.  

 Career pathing for women in Namibian media houses is not a priority: Only 
18% of media houses in Namibia have strategies to fast-track women within the 
organisation. This is slightly higher than the region’s 10%. Very few Namibian media 
companies (18%) in Namibia have strategies for promoting women. This is 
substantially lower than the regional average of 32%.  

 There is not enough effort to target good women candidates:  Of the sample 
36% of the media houses stated they had a database of women candidates, and 
45% specifically seek to employ women. In the regional sample 36% have a 
database of women candidates, and a much higher proportion (54%) target women 
for jobs. 

 Commitment to maternity but not paternity leave: In the Namibia sample 
73% of the media houses offer maternity leave; this is lower than the regional 
average of 81%. Only 9% of Namibian media houses have paternity leave, much 
lower than the regional average of 33%. The high commitment to maternity leave 
and low commitment to paternity leave across the region perpetuate the belief that 
child- rearing is a female responsibility. 

 Child care is not a priority but flexitime is high on the agenda in Namibian 
media houses: None of the media houses in the Namibian sample offered child-
care facilities, compared to 15% in the regional sample. But 64% of media houses in 
Namibia (and 75% in the region) said they offered flexitime. 

 Less than a third of Namibian media houses have gender policies: 27% of 
the media houses in Namibia stated they had gender policies; 36% had sexual- 
harassment policies and 45% showed interest in improving an existing gender policy. 
Only 16% of media houses in the region said they had gender policies, while 28% 
said they had sexual-harassment policies.  

 
Newsrooms visits 
Newsroom visits was the key strategy used in Namibia to share the findings of the 
regional and country reports. GL Assistant Director, Media Research and Policy, 
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dedicated two days to visit seven newsrooms to share the findings of the Glass Ceilings 
report as well as seek buy-ins to develop gender policies. Appointments were made with 
The Namibian, Republikein Pvt Ltd, New Era, Windhoek Observer, The Namibian Sun, 
NBC and Base FM for 2 and 3 November 2009. The following are the summaries of the 
discussions that took place at each newsroom. 
 
The Namibian 
The meeting was held with the Human Resources and Operations Manager, Dantago 
Garosass. The meeting was successful as GL and senior managers of The Namibia 
engaged with the findings and clarified some issues that came out of the report. 
Highlights of the meeting were as follows: 

• During the meeting it emerged that the paper had a “paternity” policy of five 
working days for fathers contrary to what was in the report. The paper’s HRO, 
Dantago apologised because the misrepresentation was her fault. On the form 
she had left the maternity question blank on the questionnaire and also indicated 
that the paper had no paternity leave policy when in fact it has. A number of 
suggestions were made on how the error could be corrected. 

• Need to develop a workplace and editorial gender policy for The Namibian. 
Gender Links offered to facilitate the process. 

 
Way forward 

• Dantago supported the policy route and added that The Namibian is growing at a 
phenomenal pace hence the setting up of a fully fledged HR department in June 
2008. She is in the process of drawing up policies, systems and practices for the 
paper and a gender policy would in her opinion be welcome. 

• She said she would take up the issue with the editor, Gwen Lister, and give 
feedback on the way forward. 

 
Republikein Pvt Ltd 
GL met senior woman journalist, Francoise Steynberg. She is one of the people that had 
been seconded by the paper to come and attend the launch. She was fascinated by the 
findings of the study and said they resonated with her 
experience. Below were some of her comments: 

• She said her paper really needed a gender policy 
to address the imbalances in the newsroom. 

• Sexual harassment was an issue in the 
newsroom. 

• The paper has a sexual harassment policy but 
there is a known perpetrator working in the 
media house. 

• The alleged perpetrator was taken to a 
disciplinary process and found guilty but he is 
still working in the newsroom. 

• This creates a sense of fear in the newsroom 
among female staff. 

• Women with experience and qualification are 
ignored for senior promotion and there are 
several of them who have remained stagnant in 

The paper has a sexual 
harassment policy but 
there is a known 
perpetrator working in 
the media house. The 
alleged perpetrator 
was taken to a 
disciplinary process 
and found guilty but he 
is still working in the 
newsroom. This 
creates a sense of fear 
in the newsroom 
among female staff. 
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the same positions. 
• As a suggestion, she felt that women needed to do something about issues of 

equality in the newsroom. 
 
Way forward 

• Republikein would be happy to initiate the drafting of a policy for the organisation as a 
whole including The Sun and Allgeimeine Zeitung. 

• There was support from female staff on the development of a gender policy and they 
hope to start as soon as GL provide them with the tools and resources to draft this 
policy. 
 
New Era 
GL met the News Editor, Viola Zimunya. She was briefed about the Glass Ceilings 
findings in the context of gender inequality and the SADC Protocol on Gender and 

Development. In short she was 
briefed that: 
• While Namibia had on most 

scores outperformed the 
region, the fact of the matter 
was that women are still 
outnumbered by men in key 
decision-making positions.  

• The issues raised by women 
and men as the cause for 
there being fewer women in 
media houses in general need 
to be addressed 

• Namibia recently signed the 
SADC Protocol on Gender and 
Development and there are 
specific commitments that are 
expected of the media around 

diversity in content, institutional composition and ownership. 
• Media in Namibia has made these achievements without conscious policies and 

practices for ensuring gender equality. Therefore, it is possible that a change of 
mindset in management etc can erode these gains 

• There is a need for a policy to institutionalise a culture of gender equality and equity 
as well as general gender sensitivity in the media. 

 
Way forward 
Viola said she would take up the issue of developing a gender policy with the chief 
executive officer of New Era, Mr Sylvester Black, and give GL feedback. 
 
Windhoek Observer 
The meeting did not materialize as the editor did not honour the appointment.  
 
 
 

New Era News Editor, Viola Zimunya.
Photo by Dumisani Gandhi. 



82 
 

The Namibian Sun 
GL met the editor and the General Manager of the Namibian Sun, Mr Willie Olivier. He 
was briefed on the issues coming out of the Glass Ceilings report and issues that need to 
be taken up further were highlighted. In summary this is what he had to say: 
• The Namibian Sun is a relatively new newspaper and its priorities may not be in line 

with the agenda GL was pushing. 
• He said he did not agree with certain positions that Gender Links seeks to push. For 

example, he said Namibia is a relatively small society but has a lot of violent crime 
against women. It is the duty of The Namibian Sun to report it and it is not true that 
the paper is promoting violence against women by doing so.  

• It was argued that Gender Links had no problems with media covering gender based 
violence. In fact the media is supposed to highlight GBV. However, the contention is 
on how such crimes or cases of GBV are covered. Are they covered with glee and 
therefore promoting the stereotype of women as victims? Or are they covered from 
a human rights perspective, as a violation of human rights and challenging the issue. 

• Mr Oliver also informed GL that a recent survey indicates that the paper is popular 
among female readers. This meant that there was something they were doing right. 
He promised to share the report with GL. 

 
Way forward 
• He agreed that there were things in editorial that could be changed by putting in 

place practices and mechanisms to address them such as gender sensitivity in 
content. 

• Gender Links could share its experiences on how it goes about instituting policies in 
newsrooms and The Namibian Sun would be willing and open to suggestions. 

 
NBC 
Gerson Kamatuka, the person GL worked with on the HIV and AIDS policy development 
process was on leave, so no meeting was held. NBC is one of the media houses that 
expressed interest in developing a gender policy. 
 
Way forward 
GL to make follow up and assist NBC develop a gender policy. The corporation is one of 
the four media houses in Namibia that showed an interest in developing a gender policy 
during the Glass Ceilings research. 
 
Base FM 
GL met the Station Manager, Sandra Williams 
and gave a briefing on the findings of the 
Glass Ceilings regional and Namibia reports. 
The following are the points made by 
Williams: 
• As head of the station she was 

experiencing the same problems. 
Sometimes when giving instructions to 
male employees she says she can sense 
that they are ignoring her. In such 

Base FM station manager, Sandra 
Williams. Photo by Dumisani Gandhi.
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circumstances she has to make a scene in order to attract their attention. 
• Broadcasting is a high-tech driven business. While women find it easy to get into 

programming, there are none or very few who are qualified to do the technical 
aspects of the business such as maintaining the server, signal transmission etc and 
as a result she is highly dependent on male staff.  

• Her approach has been to try to go with them and hang out with them to gain their 
confidence and an understanding of what their mentality is. However, at the same 
time, this has made the female staffers alienated as they feel the men are given 
preferential treatment and are taken more seriously. 

• But she also feels the women members of staff are “too feminine” (as they are 
socialised to be) and they are not assertive and this needs to be addressed including 
through assertive training etc.  

• There is also an issue about sexuality issues at the station. Sometimes this results in 
a negative work environment affecting production. There is a need for a way to 
handle all these things at the work place. 

 
Way forward 
• They are keen to develop a gender policy to address specific issues on gender 

equality and perceptions of female and male employees at the work place. 
• There should be training targeted at women to ensure that they are capable of 

handling technical issues such as signal transmission and IT issues as there is 
convergence. She said she was aware of the SPI courses but they do not touch on 
the technical issues of broadcasting and this should be incorporated so that women 
media managers also have an understanding of how those issues work. 

• Tertiary institutions do not produce the kind of students that could work at 
broadcasting stations. When recruiting they are forced to ask around in the 
townships etc to recruit sound persons and technical people. Tertiary institutions 
should survey the needs of the industry and tailor-make their courses to develop the 
skills needed by the industry. 

 
Media Coverage 
GL assistant director, Research and Policy, attended an early morning interview at the 
NBC at 06:20 hours. The interview went well. The anchor had prepared well for the 
interview and the questions were good.  
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South Africa Glass Ceilings and Regional reports launch 
 

6 August 2009, Sunnyside Park Hotel, Parktown, Johannesburg 
 
 

 

 
 

GL board member Scholastica Kimaryo (left) speaks during the launch of the Glass Ceilings South 
Africa report while Francis Mdlongwa (right), Director of Rhodes University’s Sol Plaatje Institute for 
Media Leadership and Sisonke Msimang, Executive Director of OSISA listen attentively during the 
launch.    Photo by Colleen Lowe Morna. 
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Synopsis 
This report is a summary of proceedings at the launch of the Glass Ceilings: Women and 
Men in Southern Africa Media regional report and South Africa country report. The 
report outlines the proceedings of the workshop and the programme of action developed 
by participants in response to the recommendations of the reports. In South Africa 11 
media houses with a total of 11 750 employees were covered in the study. 
 
Summary of key findings 
The key findings of the study in South Africa are:  
 Parity amongst women and men in South African media houses: In the 

Southern African region Lesotho has the highest number of female employees (73%) 
followed by South Africa with 50%. The proportion of women in media houses in 
South Africa is considerably higher than the 41% women in Southern African media 
houses overall. The findings of the Glass Ceiling Two study 
indicate that there are 45% women in South African 
newsrooms. As this study is broader than newsrooms it is 
not possible to say if gender parity has been achieved in 
newsrooms since Glass Ceiling Two. 

 High proportion of women in the South African 
media generally:  Six of the eleven media in the sample 
have more than 50% women. The other five have 
between 42% and 49% women. The proportion of women 
in the South African media is between 42%-60%. This is 
the smallest differential between the highest and lowest 
proportion of women in media in the region.  

 But these figures are not mirrored at management 
level:  Women remain under represented in boards of 
directors (38%), top management (25%) and senior 
management (35%). This is in line with both the regional 
findings and the Glass Ceilings Two findings for 
newsrooms.  

 Women constitute just over one third of the boards 
of directors: Women constitute 38% of those on boards 
of directors in media houses in South Africa, compared to 
28% in the regional study. 

 But they barely feature in top management: Women 
occupy a quarter of top management posts in media houses in South Africa; slightly 
more than the regional average of 23% women in top management and slightly less 
than the 27% of women in top management in newsrooms in the Glass Ceiling Two. 

 There are low levels of women in senior management positions: Women 
constitute 35% of those in senior management in media houses in South Africa; 
higher than the regional average of 28% and the Glass Ceiling Two  finding of 33%. 
The  findings for women in senior management point to the “glass ceiling” that 
women experience in the media and the challenges they face in breaking into 
management.  

 High proportions of women in the South African media are employed part 
time or on a non permanent basis: Women (61%) are more likely than men 
(39%) to be employed in part time positions and 56% of women are employed on a 

Ferial Haffajee, 
Editor, City Press, 
one of the few 
woman to break the 
glass ceiling. 
Photo: Colleen Lowe 
Morna 
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non permanent basis. The regional average for women in part time positions is 23% 
and 36% for non permanent employment. This reflects a much higher level of job 
insecurity for women in the South African media.   

 There are substantially more women in the support departments: Women in 
the South African media pre-dominate in human resources (74%); 
advertising/marketing (61%) and finance and administration (59%). These areas are 
considered to be “women’s work”. In the region women dominate in finance and 
administration (54%) and in advertising and marketing (57%).  The Glass Ceiling 
Two  study found that women constitute 69% of those in the administration 
category.  

 More women in editorial departments than in the region: In South Africa 
52% of those in the editorial departments in media are women; this is higher than 
the regional average of 42%. The South Africa findings are similar to the Glass 
Ceiling Two where there were roughly equal numbers of women and men in 
editorial.  

 The gender division of labour in 
certain beats are extreme: Based on 
the data collected education; gender 
violence, health, HIV and AIDS, human 
rights, lifestyle, media and youth are 
the sole preserve of women while 
science and technology, investigative/in 
depth reporting, disaster/war/conflict 
and agriculture are the sole preserve of 
men.  

 Interesting gender benders in 
some beats: In a finding that defies 
regional trends, 
economics/business/finance is 
dominated by women (83%). The 
difference in the proportion of women 
(40%) and men (60%) in sports 
reporting is not as wide as in the region 
(24% for women and 76% for men). In 

the Glass Ceiling Two report men dominated economics and crime while women 
dominated entertainment. 

 Gender balance in the most surprising beats: There is gender balance in the 
coverage of crime; entertainment/arts/culture and gender equality.  

 There are no specific targets in place for achieving gender parity in media 
houses:  None of the media houses in the study could point to specific targets for 
ensuring gender equality in all areas and at all levels of media work line with the 
SADC 2015 parity target.  

 Fast tracking women is not a priority in South African media houses: In a 
finding similar to the region, only 18% of media houses in South Africa have 
strategies in place to fast track women within the organisation.   

 There is not enough effort to target women candidates:  Of the sample only 
18% of the media houses stated that they have a database of women candidates 
and 36% target women specifically. In the regional sample a much higher proportion 

Developing a gender policy at Kaya 
FM. Photo by Colleen Lowe Morna 



87 
 

of media houses (40%) have a database of women candidates and a 57% of media 
houses in the region target women specifically for jobs. 

 More commitment to maternity than paternity leave: In the South Africa 
sample 91% of the media houses offer maternity leave; this is higher than the 
regional average of 81%. Only 64% of South African media houses have paternity 
leave, higher than the regional average of 33%. The lesser commitment to paternity 
leave across the region perpetuates the belief that child rearing is a female 
responsibility. 

 Child care is not a priority but flexi time is high on the agenda in South 
African media houses: A very small proportion (9%) the media in the sample 
offered child care, compared to 17% in the regional sample. But 82% of media 
houses in South Africa (and 75% of media houses in the region) said they offered 
flexi time. 

 Very few South African media houses have gender policies:  Only 9% of the 
media houses in South Africa stated that they have gender policies although 82% 
have sexual harassment policies. Some 64% of media houses showed interest in 
developing or improving an existing gender policy. Only 16% of media houses in the 
region said they had gender policies while 28% said they had sexual harassment 
policies.  

 
Workshop Process 
See Annex A for full programme. 
 
Welcome and introductions 
Gender Links Director of Programmes (DoP), Kubi Rama got the launch and workshop 
started. As a start everyone introduced themselves; where they come from and the work 
they do (See Annex B for participants list). The DoP then introduced the chair of the first 
session, Gender Links Board member, Scholastica Kimaryo. Scholastica then introduced 
the keynote speaker, Francis Mdlongwa who is the Director of Rhodes University’s Sol 
Plaatje Institute for Media Leadership. 
 
Keynote address 
Francis Mdlongwa, Director of Rhodes University’s 
Sol Plaatje Institute for Media Leadership gave a 
keynote address. His full speech is attached at 
Annex C. Some of the highlights of his address were 
as follows: 
• Instead of believing that others would bring 

about a future where our societies must forever 
banish inequalities among men and women, 
both at home and in our work places – Gender 
Links decided to take the bull by its horns.  

• Glass Ceiling is a powerful transformational tool 
and road map to create work equity and equality 
in our SADC region. 

• He applauded GL staff and partners of Gender 
Links and Gender Links’ pioneering director 
Colleen Morna for bringing to light the hidden, 

Director of Rhodes University’s 
Sol Plaatje Institute for Media 
Leadership, Francis Mdlongwa. 
Photo by Colleen Lowe Morna. 



88 
 

backroom story of who leads, who edits, who sub-edits, who produces, who 
distributes and who administers our media houses. 

• Glass Ceiling is the first study of its kind in the region which examines the state of 
women and men in Southern African media. 

• It is a comprehensive map which should guide those at the helm of our media 
houses to take urgent action to ensure that there is gender parity in all areas of 
decision-making in their houses by 2015. 

• There are some positive signals in the Gender Links study. Two countries of the 
SADC – Lesotho and South Africa – have achieved the gender parity target in 
aggregate terms. And at 41%, the overall regional average for women in media is 
respectable. But when South Africa is taken out of the equation – South Africa has 
the largest media density in the SADC – the regional average unfortunately falls to 
32%.  

 
Speech by Sisonke Msimang, Executive Director – OSISA 
The key points from Sisonke’s presentation were as follows: 
• A critical mass of women at all levels kills the sense of isolation within a work place. 
• The Glass Ceilings report is a stark reminder of how far we need to go. 
• It would be short-sighted to think that we can progress on one front at a time. 
• Any progress towards gender equality should apply across the board if it is to be 

meaningful. 
• The entry of women into positions of authority can instigate the development of 

policies that address the specific needs of women but also benefit men. She gave an 
example of OSISA when she became executive director. A policy was developed that 
allowed for women who are still breastfeeding to travel with their babies when going 
to workshops. This also benefits the fathers of such children. 

 
Presentation of key findings 
GL Executive Director, Colleen Lowe Morna presented the findings. The key issues raised 
by Colleen were as follows: 

• Compared to previous baseline 
studies which focused on women 
and men only through content, 
the Glass Ceilings study focused 
on decision making processes 
within the media as a whole. 

• Whereas SA Glass Ceilings 
focused on newsrooms; the 
region wide study focused on 
the media house as a whole. 

• Context of the research: SADC 
Protocol on Gender and 
Development which touches on 
gender equality in and through 
the media. 

• Men dominate media jobs in 
Southern Africa; 

• Only two countries, South Africa 

GL Executive Director, Colleen Lowe Morna. 
Photo by GL. 
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and Lesotho have achieved parity but under a given context; 
• Fewer women on media house boards of directors and top management; 
• Women hit the glass ceiling in media at senior management level; 
• Men likely get better working deals within media houses; 
• Men dominate editorial, production and technical departments while women are in 

support departments; 
• Gender division of labour still pronounced with women media practitioners 

dominating “soft” beats (gender equality; gender violence; health) while men 
dominate the hard beats (investigative/in depth reporting; politics; sport); 

• Male chauvinism still abound in newsrooms 
• Women challenging gender stereotypes in some countries and some media houses 
• Media houses have no specific targets and practices like fast tracking; promotion etc 

for achieving gender parity in newsrooms; 
• Earnings vary but on average, generally lower for women than men; 
• Few media houses (16%) have gender policies; 
 
Panel Responses 
There were three panellists who responded as follows: 
Portia Kobue, Executive Producer, Morning Live, SABC 
The key issues raised by Portia are as follows:  
• Women should take ownership of gender empowerment. 
• Empowerment policies including the SADC Protocol should be unpacked to people so 

that they can use them. 
• The glass ceiling exists in media houses and work places in general. She gave an 

example of a workplace where she attended an interview in which she did well. 
However, the male panellist who interviewed her said she could not give her the job 
because it would mean that Portia will be boss to a man who used to be her boss at 
another institution. Women face similar barriers within media houses. 

 
Rodwell Hadebe, Diplomatic Editor of Business Day and SANEF Diversity 
Committee Member: 
The key issues raised by Rodwell were as follows: 
• The Glass Ceiling report is a wonderful document building on the work that SANEF is 

doing in South Africa. It now gives a broader and regional perspective. 
• He indicated that the report shows how far the media in South Africa have come. 
• There is need to engage with media owners to mainstream gender in media. 
• We need to make sure future editors understand issues about gender sensitivity and 

equality. 
• Ownership: should foreigners sell back the media to us? We need to diversify at this 

level. We need to build in diversity at the level of ownership and women should 
consider owning these media. 

 
Thandi Khumalo, Gender Coordinator, MISA. 
The issues raised by Thandi can be summarised as follows: 
• She applauded Gender Links and its partners for a good report on women and men 

in the media in SADC. 
• The report builds on Gender Links’ persistence and consistency in generating 

evidence based research. 
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• Gender needs to be unpacked and deconstructed as it is often misconstrued to men 
women issues. 

• There is need to carry out gender sensitisation within media houses to ensure that 
issues arising from this report are adequately addressed. 

• A practical programme of action to address issues raised in the report needs to be 
developed and implemented. 

 
Discussions 
• Partnership between Gender Links, SPI and OSISA or any other interested party to 

introduce a scholarship programme for women candidates. This would address skills 
issues from a gender perspective. 

• Mentorship programmes are required to steer women media practitioners into all 
occupational levels within media houses. 

• There is a need to establish centres of excellence within media houses that are doing 
well on gender issues (editorial content and institutional practice). 

• Conduct gender sensitisation programmes for senior managers within media houses. 
• A business argument needs to be made for gender sensitisation in editorial content 

and institutional composition. It is women who make the buying decisions and 
therefore it is important to target them.  

• Journalist unions need to be organised to lobby on issues on earnings and sexual 
harassment within newsrooms and work place environment for their members. 

• Training and gender sensitisation should also focus on the community media sector 
because some of the managers and employees now in the mainstream media sector 
come from the community media sector. Training should start from there so that by 
the time they move to the mainstream media they are sensitive and can deal with 
gender issues. 

• Set up a media management award to recognise companies that are showing best 
practices in managing gender and diversity within media houses. 

• Identify and profile pace setters so that other media houses can emulate them. 
• Explore digital media in terms of the flexibility that they can offer to women media 

practitioners. 
• Ownership of media houses: women should bid for ownership of media houses. 

Media houses in South Africa have gone on sale but there has been no mention of 
women expressing an interest in buying them. 

• Training programmes in training institutions need to be reviewed to ensure they 
encourage all students, female and male, to explore the full spectrum of courses 
available without steering them into what are believed to be areas of specialisation 
for women and men separately. This would address such issues as women being 
seen to prefer the electronic media as presenters and not writers of news. 

 
Group Work 
Participants were divided into groups and tasked with developing a work 
plan/programme of action responding to specific issues raised in the report. The groups 
were clustered as follows:  
Group 1: Advocacy and awareness raising 
Group 2: Policy interventions  
Group 3: Research 
Group 4: Training  
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Way forward 
The groups used the framework provided and reported back in plenary (See Annex D for 
programme of action). 
  
Evaluations 
The table below is a summary of the evaluations made by participants. An overwhelming 
majority of participants rated the workshop as either excellent or good. Facilitation was 
rated as fair by one participant while administrative arrangements were rated as fair by 
two participants. 
 
Table One: Summary of evaluations 
 
 Excellent Good Fair Poor Very Poor 
Programme Design 10 9    
Programme Content 11 8    
Facilitation 12 6 1   
Group Work 8 11    
Outputs vs Expectations 6 11    
Learning Opportunities 10 8    
Networking Opportunity 11 8    
Administrative Arrangement 5 11 2   
TOTAL 73 72 3   
 
Table One above shows that the workshop was rated highly by participants. A total of 
145 participants rated the workshop as either excellent or good while only three rated 
the facilitation and administrative arrangement as fair. This means that the workshop 
was a success. 
 
Comments in the evaluations 
 
Sessions found to be most useful 
• All sessions provided information necessary to my situation. However, the report 

back session from the four groups was best for me. 
• Presentation of findings: It allowed for an opportunity to understand the different 

contexts and challenges in which journalists are forced to operate; being recognised 
as women journalists rather than simply as journalists (i.e., similar thing with women 
doctors; black writer; female engineer). As bastions of democracy and progress I 
wouldn’t expect such backward behaviours. 

• The first two sessions. They were able to set the scene and share outcomes of the 
study in a clear and concise manner. 

• Responses due to the interaction and thought provoking submissions. 
• All good to the point informative and enjoyable. All relevant to my work. Absolutely 

inspiring. 
• Almost all. I am a librarian and I found all sessions very useful. These sessions have 

enhanced my appreciation of journalistic issues and working with students in my 
work area I will not only be meaningful but also innovative. 

• All sessions were important but the presentation of research findings was great. 
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• Presentation of Southern Africa Glass Ceiling Findings and the structure and style of 
presentation was interactive and insightful. 

• Group work gave time to think, network, have fun and share experiences. 
• Very interesting to read the outcomes of the research and develop a way forward 

from the results. 
• Discussions after response to study. Many perspectives were offered on the 

problems. 
• Keynote address. 
 
Sessions found to be least useful 
• The only limitation was time. 
• Second day discussions, not all contributed. 
• None as I benefited a lot from all sessions especially group work where we can 

discuss issues from different perspectives. 
• Responses. Not to my expectations. 
• All were generally useful. I missed keynote address and OSISA presentation. 
 
Any other comments 
• Consider pie diem (not much) to cover for unplanned emergencies – menstrual 

emergencies, illnesses, receiving medicines over the counter. 
• The opportunity to network with a new group of participants – especially the 

librarians is appreciated. Archiving and storing information are necessary areas to 
carry on with the work we do. 

• Thank you for making such an effort to get me here and accommodate me. It’s 
really appreciated. The research was quite exciting and being able to be part of this 
launch was great. Everyone seems to be extremely passionate which is inspiring. 
Well done to the entire Gender Links team, this is extremely well organised and I 
only wish I’d have more time to learn from these wonderful people. 

• Thanks for the invitation. I really hope we can work closely together. 
• Thank you to Gender Links. Keep the interaction and research active. 
• We could improve on information to participants as they check in about logistics. 
• Hope this type of work shall continue. We also need to move out of the media. It’s 

also important to find out who is doing what in parastatals/government institutions. 
We need to find out where women in government institutions are placed. We need 
to establish if gender is mainstreamed and the disparities that exist if there are or 
parity. Thank you. 

• Looking forward to country level launches with similar standards. 
• The venue was excellent, the networking good and participants great. Looking 

forward to more activities with Gender Links. 
• GL always put an interesting workshop that gives a lot of networking opportunities. 
• Need to continue the programme annually to enable feedback and evaluations. 
• An excellent meeting. 
• Excellent publications to support the proceedings!  
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ANNEX A: Workshop programme 
Date: 6 AUGUST 2009 
Time: 8h30 – 16h30 

Venue: Sunnyside Park Hotel, Johannesburg, South Africa 
 
TIME TOPIC WHO 
8h30 – 9h00 Registration  
9h00 – 9h15 Welcome, introductions  Kubi Rama, GL Director of 

Programmes 
9h15 – 9h35 Keynote address: Francis Mdlongwa – 

Director, Sol Plaatje Institute for 
Media Leadership 

9.35 – 10.00  Glass Ceiling research in the global 
context; Sisonke Msimang, Executive 
Director, OSISA 

Chair: Scholastica Sylvan 
Kimaryo, GL Board 
Member 

Key research findings of the Glass Ceiling study 
10h00 – 10h30 Presenting the Southern African Glass 

Ceiling findings 
Colleen Lowe Morna, 
Executive Director, Gender 
Links.  

10.30-11.00 TEA   
11.00 - 12h00 Responses:  

Hopewell Radebe, Member: Diversity 
and Ethics Sub-committee of SANEF. 
Portia Kobue, Morning Live, SABC  
Thandi Khumalo – MISA Gender Focal 
Point person. 
Arthur Okwemba - Editorial Director, 
The African Woman and Child 
Features Service (AWC), Nairobi, 
Kenya. 

Chair: Ferial Haffajee, City 
Press and GL Board 
member. 
 

12h00 – 12h30 Questions and answers  
12.30-14.00  LUNCH 
14.00-15.00  Group work on findings:  
 Advocacy: publicising the research 

across the region 
Kubi Rama, GL Director of 
Programmes 

 Further research: what additional 
needs to be done and how can this be 
managed? 

Wellington Radu, 
Researcher, MMA.  

 Policy: what key policy interventions 
need to be implemented in the media 

Dumisani Gandhi, GL AD – 
Media Research and Policy 

 Training: what key training 
interventions are required to increase 
the proportion of women specifically 
in senior management positions? 

Colleen Lowe Morna, 
Executive Director, Gender 
Links 

15.00-16.00  Report back  Pat Made: GL Board 
Member 

16.00 – 16h15 Closure Governance Adviser, DFID  
 TEA  
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ANNEX B: Workshop participant list 
 
NAME SEX ORGANISATION PHONE FAX EMAIL 
  F M         
Perpetual 
Sechikwenkwe 1   GEMSA Zambia 00260977882121   persichi@gmail.com 

Joao Miguel   1 
Eduardo Mondlane 
University 00258828714880   joaomiguelmz@yahoo.co.br 

Bheki Maseko   1 Mb communications 002684050849 002684046674 mbcommunications@realnet.co.sz 
Greer Schoeman 1   GAP 0214650197 0214650089 greer@gender.org.za 
Maria Tali 1   SADC Secretariat 00267395186   mtali@sadc.int 
Francis Mdlongwa   1 Rhodes University/SPI 0027466038781   f.mdlongwa@ru.ac.za 
Sophia Tlali 1   GEMSA-Lesotho 0026658920793   sophia.tlali@yahoo.com 
S. Msimang 1   OSISA 0826106705   sisonkem@osisa.org 
K. Matsika 1   NUST 00263979671 002639286669 kmatsika@nust.ac.zw/kathymatsika@gmail.co
L. Mtonga   1 GEMSA 0027116226597   network@gemsa.org.za 
Ferial haffajee 1   City Press 0739131182   ferialhaffajee@citypress.co.za 

Lynn Keeys 1   
Success Strategies 
International 0760368814   lynn_keeys@successstrategiesinternational.co

Kimaryo, Scholastica 1   Maadili Foundationb 0722129572 0122128015 scholastica.kimaryo@gmail.com 

Pushpa Jamieson 1   GL Facilitator - Malawi 0026501707077   thechronicle@Africa-online.net 

Thandi Khumalo 1   MISA 002686045210 002684086699 gender_misa@africaonline.co.sz 
Fabian Kakana   1 University of Zambia 002600955454260 002602112508445 fabian.kakana@unza.zm 
Arthur Okwemba   1 AWS 00254721324676 002542718469 aokwemba@yahoo.com 
Bruce Chooma   1 ZAMCOM 00260211251811 0026921250074 brucechooma@gmail.com 
Mpho Mhlongo   1 NCRF 0114034336 0114034314 mpho@ncrf.org.za 
Portia Kobue 1   SABC 0791870802   kobuep@sabc.co.za 
Emily Brown 1   PON 00264612072451 00264612072267 ebron@polytechnic.edu.na 
Seamongano 
Mosanako 1   University of Botswana 002772152201   mosanakos@mopipi.ub.bw 
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NAME SEX ORGANISATION PHONE FAX EMAIL 
Pat Made 1   GL Board 002634492982   chisamiso@gmail.com 
Denise Guimaraes 1   UNIFEM 0115171682   denise.gvimaraes@unifem.org 
Violet Masaisane 1   IEMS 0026658863796   vmaraisane@yahoo.com 
Patricia Letsola 1   IEMS 0026658859052   pletsolo@yahoo.com 

Martin Thawani   1 
University of Malawi 
Polytechnic 002651870411 002651870578 mthawani@poly.ac.mw 

Rodwell Radebe   1 Business Day/SANEF 0027112803376 0866010570 radebeh@bdfm.co.za 
Paula Fray 1   Inter Press Service 0027113252671   pfray@ips.org 
Femida Mehta 1   SANEF 0027114843630 0027114843593 director@sanef.org.za 
Peter Banga   1 Harare Polytechnic 0026311430778   petbanga@gmail.com 
Wellington Radu   1 MMA 0027117881278 0027117881289 wellingtonr@mma.org.za 
Japhet Ncube   1 City Press 0027117139624 0027117139966 jncube@citypress.co.za 
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ANNEX C: Keynote Address  
 
Speech by Francis Mdlongwa, Director of Rhodes University’s Sol Plaatje 
Institute for Media Leadership, at the official launch of Gender Links’ study, 
Glass Ceilings: Women and Men in Southern African Media. 
 
The chair; the executive director of Gender Links, Colleen Morna; distinguished guests; 
and ladies and gentlemen: 
 
Twenty years ago, the British social philosopher Charles Handy identified at least four 
factors which he said prevented change. Writing in his book entitled “The Age of 
Unreason”, which has become a legend for its wisdom, he named the “blocks to change” 
as follows: 
 
He called the first one the “they syndrome”. This syndrome, he said, makes human 
beings to believe that other people other than themselves – that is where we have “the 
they” part – always know better and that these other people will therefore provide us 
with solutions to our challenges. He gave a familiar but perhaps poignant example, 
which mirrors the afflictions and tribulations of our still unequal and unfair world today.  
 
He told a story of a Mary who was divorcing her husband who worked in the army. 
“Where will you stay when you leave your husband’s army apartment?” Charles asked 
Mary. “They haven’t told me,” Mary replied. 
 
Charles asked: “Who are they?”  
 
She responded: “They haven’t told me who they are yet, have they?” Charles quoted 
Mary as saying in a rather irritated tone. To which Charles retorted:  “What are you 
waiting for, lady?”   
 
Mary cut in: “I am waiting to see what they are planning for me.” 
 
The lesson here is that too often we as a people or society sit back even when we are 
facing serious and urgent challenges because, somehow and inexplicably, we believe 
and expect that others will resolve these for us.   
 
Charles named the second block to change as “futility or humility”. Here he was  
emphasizing how ‘pernicious’ self-doubt and humility could be to the human spirit and 
endeavour. Please don’t get him wrong: he was not saying that people shouldn’t be 
humble. He was merely saying that those who humble themselves so much so that they 
end up losing their self-confidence cannot achieve much to positively transform their 
lives. 
 
The third block to change is what Charles termed a “theft of purposes”. Here he said 
that we, as managers and leaders, remove the reason for our employees or other 
members of society to change or to push for change if, when embarking on such 
change, we only focus on achieving our goals and needs, and not those of these 
workers or members involved.  
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Those driving change in this way would have “stolen the purposes” of these workers. 
Yes, these workers would ‘comply’ with our demands to do whatever we want them to 
do to effect the changes we want but they themselves would not have changed because 
the changes would have removed their own ‘purposes’ and needs. 
 
The fourth block to change is what Charles identified as “the missing forgiveness”. That 
is that we cannot move forward until we first acknowledge our failures and then ask 
ourselves for forgiveness!  I am serious: he is saying we should ask ourselves to forgive 
ourselves! This way, we learn from these failures and mistakes and only then can we 
pick ourselves up and plot our next steps to overcome our difficulties. 
 
I thought I should share with you these simple but remarkable observations by Charles. 
He made them a while back in 1989 but I have found them to be still very  true today as 
our societies seek to create or imagine a better future for all.  
 
Instead of believing that others would create this future for us -- a future where our 
societies must forever banish inequalities among men and women, both at home and in 
our work places -- Gender Links decided to take the bull by its horns.  
 
Gender Links has not waited for others to carry out this landmark study, Women and 
Men in Southern African Media, which we are launching here today. This study is a 
powerful transformational tool and road map to create work equity and equality in our 
SADC region. 
 
Gender Links has thrown away doubt that it would accomplish what it wanted to do; 
instead Gender Links has taken decisive action because it has had enough of many 
heart-rending stories by women in SADC media whose careers and talents remain 
stunted and held hostage by socially constructed barriers in our male-dominated media 
houses. 
 
I would like to salute the staff and partners of Gender Links and Gender Links’ 
pioneering director Colleen Morna for bringing to light the hidden, backroom story of 
who leads, who edits, who sub-edits, who produces, who distributes and who 
administers our media houses. 
 
Not only is this the first study of its kind in the region which examines the state of 
women and men in Southern African media, it is a comprehensive map which should 
guide those at the helm of our media houses to take urgent action to ensure that there 
is gender parity in all areas of decision-making in their houses by 2015.  
 
This would be in line with the SADC Protocol on Gender and Development, which is 
exactly one year old today in this, the Women’s Month, in South Africa. There are some 
positive signals in the Gender Links study. Two countries of the SADC – Lesotho and 
South Africa – have achieved the gender parity target in aggregate terms. And at 41%, 
the overall regional average for women in media is respectable. But when South Africa is 
taken out of the equation – South Africa has the largest media density in the SADC – the 
regional average unfortunately falls to 32%.  
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Alarmingly, four countries of the region are below the one third mark, with women 
comprising a shameful 13% of media workers in Zimbabwe. 
         
From where I sit as the head of the only university-level media management and 
leadership institute in Africa, it is the study’s Chapter Four, which is entitled “Access 
denied: Women missing from top jobs”, that raises the most concern.  
 
The research shows conclusively and across every country that glass ceilings in the 
media are not just a mirage; they are alive and well. Except for a few bright spots -- for 
example in Namibia -- women are conspicuous by their absence in boardrooms, at top 
management and at senior management. There are also significant gender gaps in 
conditions of service; earnings and on who covers which news beats.  
 
While many institutions in the region at least make a token effort to be gender “correct”, 
if not sensitive, in newsrooms sexual innuendo and harassment are common. The report 
resonates with the voices of media women who are fed up, have left or are considering 
leaving the noble profession.  
 
It also, unfortunately, has many examples of unrepentant male colleagues and bosses, 
who believe that women in the media should “know their place”; stick to the “easy” 
beats and stay out of the boardroom.  
 
But the report is lifted from this morass by inspiring examples of strong women leaders 
like Gwen Lister, Ferial Haffajee and Pauline Banda who have not been afraid to wear 
their feminist colours with pride and “make it” in an unequal, male-dominated world. 
This study is also full of practical suggestions and examples of how media culture and 
practices could be positively transformed to be more accommodating of women and 
men.  
 
The report goes beyond numbers to show that gender-aware newsrooms are more likely 
to deliver balanced and responsive news coverage so integral to Southern Africa’s 
democratisation efforts. And, I might add, that reportage which is accurate, balanced, 
fair and relevant will always be credible to audiences and such reportage makes good 
business. 
 
In the face of this important study, the leaders of our SADC media houses cannot simply 
continue to do business as usual. They have to rapidly transform their houses to bring 
about real job equality and equity between men and women in their houses; they have 
to be willing to be ‘disturbed’, to paraphrase Margaret Wheatley, the author of the book 
“Finding Our way”. 
 
If they don’t transform, Margaret Wheatley has some sobering advice. Let me quote 
what she says in this regard:  “As we stay locked in our position and refuse to adapt and 
change, the things we hoped would stay together fall apart. It’s a traditional paradox 
expressed in many spiritual traditions: by holding on, we destroy what we hope to 
preserve; by letting go, we feel secure in accepting what is.” 
Thank you! 
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ANNEX D: Programme of Action 
 
Key area Objective Activities Time frame Who Outputs Outcomes 

1. To raise 
awareness and 
forge strategies 
at regional and 
national level. 

• Reception (after hours) 
• Country launches 
• Launch at SADC HOS 
• Press conferences 
• Press releases 
• Newsroom visits 
• Identify different 

platforms to launch 
• “I” stories from media 

women 
• Sub launches at 

different events e.g. 
GIME 

• Involve decision makers 

August – 
October 2009 

• GL 
• MISA 
• GEMSA 
• UN (Maureen 

Mundea); 
• Training 

institutions 
• SADC 
• Media houses 
• SPI 
• Donors 
• Communication 

ministries 
• Gender ministries 
• Cultural groups 
• Protocol alliance 
• SADC gender focal 

points 

• Reports 
• Strategic 

plans 
• Partnerships 
• Press 

releases 
• Lobbying 

strategy 

• The findings of 
the study are 
widely 
disseminated and 
contributing to 
strategies for 
change 

• Media houses give 
buy in for policy 
development and 
implementation 

Advocacy 

2. To network with 
key stakeholders – 
editors’ forums; 
media unions and 
media 
development NGOs 
for advocacy and 
lobbying around 
the SADC gender 
Protocol.  

• Session on the 
protocol during 
launches 

• Seek a meeting with 
the Executive 
Secretary of SADC. 

August to 
October 2009 

• GL 
• MISA 
• Editors’ forum 
• Media regulators 
• Unions of 

journalists 

• Reports 
• Strategic 

plans 
• Partnerships 

 

• A strong network 
for lobbying for 
gender equity. 

 3. Promote best • Hold institutional GEM Summit. • GL • Entries • Good practices 
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Key area Objective Activities Time frame Who Outputs Outcomes 
practices through 
media awards for 
best performing 
media houses. 

awards for good 
practice. 

August– 
September 
2010 

• MISA 
• GEMSA 
• SPI 

• Best 
practices 

are affirmed and 
publicised. 

1. Provide support to 
media houses in 
developing or 
improving existing 
gender policies as 
a way of 
addressing gender 
inequalities in 
media houses. 

• To assist media houses 
without policies to 
develop gender policies. 

• Review existing gender 
policies and ensure 
effective 
implementation. 

• Incorporate a 
mentorship element to 
existing policy template. 

2009-2014 • GL 
• MISA 
• Media councils 
• Editors’ forums 
• GEMSA 
• Media houses 

• Gender 
policies 

• Action plans 

• Gender sensitive 
media houses. 

2. Ensure 
functioning 
sexual 
harassment 
policies in all 
media houses. 

• Ensure that media 
houses have stand alone 
sexual harassment 
policies. 

• Create gender balanced 
sexual harassment 
committee with media 
council (where available, 
acting as court of 
appeal). 

2009-2014  • GL 
• MISA 
• Media councils 
• Editors’ forums 
• GEMSA 
• Media houses  

• Sexual 
harassment 
policies; 

• Internal 
arbitration 
systems; 

• More 
reported 
cases 

• Eradication of 
sexual harassment 

 Policy 

3. Developing 
monitoring and 
evaluation tools 
to ensure 
effective 
implementation 
of policies. 

• Ensure that media 
houses have action plans 
for implementing their 
policies. 

• Collaborate with media 
houses to develop self 
monitoring tools for 

2009-2014 • Policy facilitators 
• Media houses 

• M and E 
reports 

• Feedback 
from media 
houses 

Progress in policy 
implementation  
monitored. 
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Key area Objective Activities Time frame Who Outputs Outcomes 
 editorial content and 

institutional composition. 
• Identify individuals or 

institutions to regularly 
monitor media using 
these tools. 

1. Carry out follow up 
regional survey to 
gauge progress in 
achieving gender 
parity in media 
houses. 

• Gender Monitoring 
• Interviews 
• Follow up where training 

was provided. 
• Barometer to be used to 

present to the subject 
group.  

• Check whether gender 
policies are in place. 

2014 • Gender Links 
• MISA 
• Editors’ forums 
• Media Houses 

• One regional 
report 

• 15 country 
reports, 
including 
Angola 

 

Gender disaggregated 
data. 
 

2. Analyze 
recruitment 
policies. 

• Look at recruitment 
patterns in media 
houses.  

• Check the performance 
of gatekeepers. 

• Check if there are 
women in recruitment 
positions. 

• Analyse recruitment 
policies. 

2014 • Private and 
public media 

• Gender Links 

• Recruitment 
policies. 

• Employment 
codes of 
conduct.  

More women in 
decision-making level. 

Research  

3. Does having a 
female presence 
actually impact 
editorial content? 
How? 

• Gather qualitative data. 
• Interviews 
• Content analysis 
• Look at specific case 

studies. 
• Look at media training 

• Depende
nt on the 
scope. 

• Using the 
2015 
baseline. 

• Media training 
universities 

• Media houses 
with higher 
amounts of 
women.  

• Report Gender sensitive 
media houses. 
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Key area Objective Activities Time frame Who Outputs Outcomes 
institutions 

• Have they done gender 
training? 

• Focus groups 

 

4. Economic 
aspects of media 

• Look at 
juniorization of 
media houses. 
Why is there no 
Mid-Level? 

• Look at economics 
of the industry. 

• Can a stronger 
industry become 
more viable? More 
Profitable? More 
funding? 

• Would this create 
more opportunity? 

• Why are people of 
expertise exposed of or 
not given positions? Is it 
financially motivated? 

• Is it an investment 
industry? 

• Look at internal pay 
scales. 

• Are any of the Media 
house owners ever 
involved in media? Were 
they always just owners? 

• Quantitative research 
• Survey 
• Ownership of private 

media houses 
• Annual reports, 

profitability (assure 
confidentiality).  

• Is there a correlation of 
profitability and the 
number of women 
employed. 

By 2014 • Gender Links 
• Media houses 
• MISA 
• Editors’ forums 
• Media councils 

and regulators 

 More women in 
management 
positions. 

5. Why are 
women not owning 
businesses? 

• How do women join in 
partnership with Media 
Houses? 

2014  More women owning 
media houses. 

 

6. Where is the • Do they need to break  

• Gender Links 
• MISA 
• Media houses 
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Key area Objective Activities Time frame Who Outputs Outcomes 
Critical Mass? 

Find out why more 
women are not 
uniting? Why are 
there no women’s 
media unions. 
“Frustrated” 
women’s circles. 
Does a critical 
mass even benefit 
women? 

into male power circles 
or can they create new 
power circles?   

• How much resistance 
comes from other 
women. Are women 
policing one another? 

  

Not creating 
adversaries in the 
media house. 

• Pointing out how gender 
parity benefits everyone. 

• Linking with men as 
partners. 

• Paternity leave. 
• What would men do with 

paternity leave? Is it 
even desirable? 

• Could conditions be 
attached to paternity 
leave? 

• Is it a society where 
men even care for 
infants? 

 • Men in media 
• rural vs. 

urban 

  

Training 1. To develop 
training 
programmes to 
build the capacity 
to manage 
mainstreaming 

• Short-term 
professional course 
(certificate course) for 
practicing journalists. 

• Develop curricula and 
other training 

Ongoing  • Sol Plaatje 
Institute  

• GL 
• Training 

institutions 
• Other groups 

• Training 
manuals 

• Media 
management 
curricula and 
training 

• More access and 
participation of 
women in decision-
making, influencing 
media practice and 
change in 
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Key area Objective Activities Time frame Who Outputs Outcomes 
gender at the work 
place and in 
editorial content. 

resources involved in 
developing 
training materials 
for the media 

materials that 
focus 
specifically on 
‘how to’ 
mainstream 
gender 

institutional 
practices the 
influence glass 
ceilings 

• Focused curricula 
and materials 
(texts, resources, 
handbooks) 

• Women media 
managers’ capacity 
built to mainstream 
gender in all 
aspects of their 
work enhanced. 

2. Facilitate 
leadership training 
for women in 
media houses (ie, 
management of 
news, 
management of 
business side of 
the media) 

• Fundraise for 
scholarships to target 
women leaders in the 
media (Southern Africa) 

• Development of  
specific courses for 
women in the media on 
newsroom management 

Ongoing  • Sol Plaatje 
Institute 

• GL and 
others 

• Scholarships • More qualified 
women managers 
ready to take up 
management posts. 

• Women leaders 
trained in media 
management. 

3. To do an 
audit of where and 
what resources 
and texts are used 
for  management 
training of media 
managers (media, 
business schools, 

• Design audit 
methodology or link to 
any upcoming audits of 
gender in media 
education 

2014 • Training institutes  
• GL (GMDC) 
• Media researchers 

• Media 
management 
course 
outlines 

Provides insights into 
the type of materials 
that may need to be 
developed to 
mainstream gender 
into existing media 
management texts 
and training 
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Key area Objective Activities Time frame Who Outputs Outcomes 
 etc) resources. 
 4. To develop 

mentorship 
programmes for 
women  managers 
and leaders within 
the media. 

• Develop concept 
paper on this idea and 
raise funds to create a 
mentorship exchange 
programme. 

Ongoing  • GEMSA 
• GL 
• Media houses

A creatively-
designed 
mentorship or 
exchange 
programme for 
women media 
managers that 
can be held 
once a year (for 
starters). 

A networking 
opportunity and 
space for women 
media managers to 
build a support 
system among 
themselves. 

 
 
 



106 
 

Swaziland Glass Ceilings workshop 
 

22 September 2009, Mountain Inn, Mbabane 
 

 
 
 

 

 
 
 
 
 
 
 
 
 
 
 
 

File picture of Nomile Hlatswayo, one of the few women journalists at the Times 
newspaper of Swaziland.   GL photo.  
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Synopsis 
This report summarises the launch and workshop of the Swaziland Glass Ceilings report 
which took place at Mountain Inn, Mbabane, Swaziland. The report outlines the 
proceedings of the workshop and finally the programme of action developed by 
participants in response to the recommendations of the report. In Swaziland three media 
houses with a total of 230 employees were covered in the study.  
 
Summary of key findings 
The key findings of the study in Swaziland are:  
 Women are fairly well represented in media houses overall: Women 

constitute only 40% of employees, 1% lower than the regional average. 
 There are differences between media houses: The media house with the least 

number of employees has the highest representation of women at 50%, while the 
state broadcaster, representing almost half of the employees in this study, has the 
lowest representation at 37%.  

 Women constitute a third of the board of directors and of top 
management: Women constitute 33% of those on boards of directors in media 
houses in Swaziland, compared to 28% in the regional study. Women also occupy a 
third of top management posts in media houses in Swaziland; 10% more than the 
regional average of 23% women. 

 But fewer senior management 
positions are filled by women: 
Women constitute 29% of those in 
senior management in media houses in 
Swaziland, similar to the regional 
average of 28%.  

 Men get better work deals: Men 
(59%) are far more likely than women 
(41%) to be employed in open-ended, 
full-time contracts, compared to the 
regional averages of 58% for men and 
42% for women. More than half the 
part-time contracts go to female 

employees, twice as high as the regional average.  
 Men dominate in most departments in media houses in Swaziland: This is 

particularly the case in technical/IT (97%) and printing and distribution (81%).   
 There are more women in the supportive roles within departments: While 

women in the Swaziland media are under-represented in most areas of work, they 
constitute the majority in areas considered to be “women’s work” (including 
secretarial or other supportive roles) within departments such as: finance and 
administration (71%) and advertising/marketing (63%).  

 Lower proportion of women in Swazi editorial departments than the 
regional average: In Swaziland only 35% of those in the editorial departments are 
women; this is lower than the regional average of 42%. 

 The gender division of labour in ‘beats’ is still pronounced: Male journalists 
dominate in many of the “hard” beats such as: disaster/war/conflict (75%), 
investigative/in-depth reports (73%) and political stories (60%). Still, there are many 

Two journalists working on a story in 
Swaziland. Photo by Trevor Davies.  
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beats covered equally by male and female journalists alike, including courts, 
education, entertainment/arts/culture, health and crime.  

 There are no specific targets for achieving gender parity in media houses:  
None of the media houses in the study could point to targets for ensuring gender 
equality in line with the SADC 2015 parity target.  

 Career pathing for women in Swaziland media houses is not consistent:  
None of the media houses in Swaziland has a strategy to fast-track women within 
the organisation. Yet two-thirds of the companies claimed they considered gender in   
promotion processes – more than twice the regional average of 32%.  

 Similarly, efforts to target good women candidates are not consistent:  Of 
the sample none of the media houses had a database of women candidates, yet 
67% claimed they sought women specifically. In the regional sample 36% of media 
houses have a database of women and a lower proportion (54%) in the region seek 
to employ women.   

 Commitment to maternity but not paternity leave: In the Swaziland sample 
100% of the media houses offer maternity leave; this is significantly higher than the 
regional average of 81%. None of the Swaziland media houses has paternity leave, 
while a third in the region do offer it. The low commitment to paternity leave across 
the region perpetuates the belief that child rearing is a female responsibility. 

 Child care is not considered, but flexitime is high on the agenda in 
Swaziland media houses: None of the companies in the Swaziland sample offered 
child-care facilities, compared to 15% in the regional sample. But all the media 
houses in Swaziland said they offered flexitime. This is significantly higher than the 
regional average of 75%. 

 Swaziland media houses do not have gender policies, but wish to improve:  
A third of the media houses in Swaziland stated they would like a gender policy; 
none of them has a sexual-harassment policy. While better than Swaziland, only 
16% of media houses in the region said they had gender policies, while 28% said 
they had sexual-harassment policies.  

 
Workshop Process 
The full workshop programme is attached at Annex A. 
 
Welcome and introductions  
Ncane Maziya, the GEMSA Swaziland representative welcomed the participants and each 
participant introduced themselves to other participants (See Annex B for participants 
list). After the round of introductions, she introduced the Gender Links, Media Training 
Manager, Sikhonzile Ndlovu to give a presentation of the findings. 
 
Presentation of findings 
GL Media Training Manager, Sikhonzile Ndlovu presented the findings. Her presentation 
can be summarised as follows: 
• At 40%, women are fairly well represented in Swaziland’s media; comparable to the 

regional average of 41%. 
• Women constitute 33% of media boards of directors, which is higher than the 

regional average of 28% but more needs to be done to reach the SADC goal of 50% 
in decision making positions. 

• Men get better working deals than women. 
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• Men dominate almost all departments in Swazi media especially technical/IT (97%) 
and printing and distribution (81%). 

• More women are found in supporting departments such as finance and 
administration (71%) and advertising and marketing (63%). 

• Like the regional trends, gender division of labour still very pronounced. Women 
specialise in soft beats while men work in the hard beats such as investigative/in-
depth (73%); disaster/war/conflict (75%). 

• There is general commitment to maternity leave compared and not paternity leave. 
• None of the media houses sampled in Swaziland have a gender policy but 68% of 

them said they would like to develop gender policies. 
 
Panel Response 
There was no panel discussion as the editors and people invited did not come to the 
launch. Mr Bheki Maseko, who was supposed to facilitate the launch, also did not attend 
the launch. 
 
Discussion 
During discussions, the following issues were raised: 
• The launch should have included prominent persons to do the launch and also have 

the key stakeholders, that is, the media represented as this would draw the crowd. 
• Another strategy would have been to have a breakfast meetings with editors to 

ensure they were aware of the findings. 
• Participants lamented the fact that the research did not include other media houses 

such as Channel Swazi, Swazi TV and Times of Swaziland. These are big media 
houses and without them, the findings do not represent a clear picture of the 
situation of women and men in Swaziland. 

• Others suggested a shorter questionnaire so that potential participants are not 
deterred. 

• Participants also suggested that the most critical teaching would be one that seeks 
to address transformation of mindsets about male superiority and female inferiority. 

 
Way forward 
Participants came up with a programme of action which is attached at Annex C. 
 
Evaluation 
The table below summarises the evaluations made by participants.  
 
Table One: Summary of workshop evaluation 
 
 Excellent Good Fair Poor Very poor 
Programme Design 2 3   1 
Programme Content 3 2 1   
Documentation 2 3 1   
Facilitation 1 4    
Group Work  4 1   
Outputs 1 2 1   
Outcomes and follow up plans 1 4 1   
Learning opportunity 2 3    
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 Excellent Good Fair Poor Very poor 
Networking opportunity 2 3 1   
Administrative arrangements 2 3 1   
TOTAL 16 31 7  1 
 
Table One above shows that most participants rated the workshop as excellent, good 
and fair. A single participant rated the programme design as very poor. 
 
Comments in the evaluations 
 
Sessions found to be most useful 
• Discussions and presentations because important ideas were showed 
• Training presentation and the research presentation 
• Further research: some other media houses were left out. So we have to have more 

research 
• Training because gender inequality sometimes is caused by little knowledge that’s 

why women need to be trained (empowered) 
• Presentations, learnt a different understanding of gender 

 
Sessions found to be least useful 
None 
 
How participants will apply what they gained from the workshop 
• By disseminating it to those who have not attended this important session 
• Workshops will do teaching in the community about responsibility 
• I will conduct workshops to train the community about their responsibility  
• Tell others about media literacy and encourage them to attend whenever there is a 

workshop on media literacy 
 
Any other comments 
• More workshops should be organised 
• Good venue and good food 
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ANNEX A: Workshop programme 
 

PROGRAMME 
GLASS CEILING REPORT LAUNCH 

Date: 22 September 2009 
Time: 8h30 – 16h30 

Venue: Mountain Inn, Mbabane, Swaziland. 
 

TIME ACTIVITY WHO 
8h30 – 9h00 Registration SN/GL 
9h00 – 9h25 Welcome, introductions  Ncane Maziya, GEMSWA  
Key research findings of the Glass Ceiling study 
09h25 – 10h00 Presenting the Southern African Glass Ceiling 

findings 
Skhonzile Ndlovu, Media 
Training Manager, Gender 
Links.  

10h00 – 10h30 TEA  
10h30 – 11h15 Questions and answers  
11h15 -12h15 Group work on findings:  
 Advocacy: publicising the research across the 

region 
 

 Further research: what additional needs to be 
done and how can this be managed 

 

 Policy: what key policy interventions need to 
be implemented in the media 

 

 Training: what key training interventions are 
required to increase the proportion of women 
specifically in senior management positions  

 

12:15 – 13:00 Report Back Ncane Maziya 
13:00-14:00 LUNCH & CLOSURE 
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ANNEX B: Workshop participant list 
 
Name Sex Organisation Phone Email 
 F M    
1. Mosisa Mkhwananzi F  GEMSWA +268 627 5930 dimplzmkhwananzi@yahoo.co.uk 
2. Luhlelo Nxumalo  M UNISWA +268 662 9180 luhlelomnguni@yahoo.com 
3. Sabelo Maziya  M Public +268 603 5084  
4. Noncedo Mamba F  Public +268 613 40502  ncedomamba@yahoo.com 
5. Thulisile Mkhabela F  FODSWA +268 625 3201  
6. Paradise Mamba M  Swazi Observer +268 603 5639 Sabelomamba46@yahoo.com 
7. Nqobile Hlotshwa F  Swazi Observer +268 633 0552 hlatshwakonqobile@yahoo.com 
8. Nomcebo Dlamini F  FODSWA +268 604 7801 cebodla@yahoo.com 
9. Bongiwe Mdluli F  FODSWA +268 643 0207  
10.  Bongekile F  VRC MB +268 692 2802  
11. Sindie Shongwe F    +268 674 8266  
12. Nonhlanhla D. L F  VRC MB +268 622 9343  
13. Ncedile Sibanze F  VRC MB   
14. Nomthandazo F  VRC MB   
15. Sindie Dlamini F  VRC MB +268 652 6659  
16. Thembekile D. L F  VRC MB   
17. Wendy Dlamini F  VRC MB +268 604 1669 Wendy_dlamini@yahoo.com 
18. Zandile Dlamini F  VRC Mbabane   
19. Nelson Dlamini  M MAPD +268 624 8160  
20. Khetsiwe Hokotwake F  MAPD +268 636 7088  
21. Sam Kunene  M MAPD +268 605 6637  
22. Thembelihle Vilakati F  MAPD +268 685 9527  
23. Thandeka Mbisi F  MAPD +268 625 0495  
24. Sicelo Zwane  M Journalist +268 638 3245 rszwane@yahoo.com 
25. Michael Mtsheli  M BMCC +268 607 4142 mmtshali@yahoo.com 
26. Sambulo Matse  M FSG +268 641 4334 msambulo@yahoo.com 
27. Sifiso Mokoena  M FSG +268 605 3221 mokoenasfiso@yahoo.com 
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Name Sex Organisation Phone Email 
 F M    
28. Jabu Ndango F  Gender Links +268 608 6388 swdlocalgvt@genderlinks.org.za 
29. Andrew Moyo  M SWATCYP +268 608 3882 ammoyo@gmail.com 
30. Mdu P. Ndlangamandla  M SACKO +268 618 6543 njengelanga@gmail.com 
31. Sibusiso Gumedze  M Support Group +268 611 4325 sibusisogumedze@gmail.com 
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ANNEX C: Programme of Action 
 
Key area Objective Activities Time 

frame 
Who Outputs Outcomes 

1. To raise 
awareness and forge 
strategies at regional 
and national level. 

• Publicise the report 
through running 
opinion pieces and 
adverts in the media. 

Ongoing • Gender Links 
• Media 
• GL partners 

• Adverts 
• Opinion 

pieces in 
the media 

Greater 
awareness and 
appreciation of 
the problems 
raised in the 
report. 

Advocacy 

2. Partnering with 
editors through 
periodical 
discussions, get to 
know how much  
they know about the 
SADC protocol 
(media component) 
and its time frame 
(2015). 

• Organise breakfast 
meetings with 
editors to 
disseminate the 
information to make 
it newsworthy that 
they can act on. 

Ongoing • Gender Links 
• Editors 
• Editors forums 

• Reports 
• Media 

coverage 

Buy-in from 
media managers 
to change status 
quo. 

Policy Provide support to 
media houses in 
developing or 
improving existing 
gender policies as a 
way of addressing 
gender inequalities in 
media houses. 

• Help media houses 
develop gender 
policies that cut 
across all issues 
including recruitment, 
decision making, and 
issues such as race 
and sex etc. 

October 
2009 – 
October 
2011 

• Gender Links 
• Media houses 
• GEMSA 

Gender policies Gender 
mainstreamed 
into operations of 
media. 

3. Training To develop training 
programmes to build 
the capacity to manage 
mainstreaming gender 

• Develop and 
implement policies 
that ensure gender 
sensitive managers 

2009 – 2014 • Gender Links 
• Media training 

institutions 

• Training 
tools 

• Course 
outlines 

• Gender 
sensitive media 
personnel. 

• Gender 



115 
 

Key area Objective Activities Time 
frame 

Who Outputs Outcomes 

at the work place and 
in editorial content. 

and assertive training 
for female journalists. 

mainstreamed 
into work of 
media houses. 

 • Gender sensitisation 
programmes targeted 
at religious clergy and 
other agents of 
socialisation. 

On going Gender Links; 
FBOs 

• Reports of 
meetings 

• Gender 
sensitive 
socialisation 
in different 
religions; 

• Do follow up research 
with media houses 
that were left out of 
this research; Channel 
Swazi; Swazi TV; The 
Nation and Times of 
Swaziland 

October 
2009 – 
March 2010 

• Gender Links 
• Media houses 

Data on 
remaining 
media houses 
generated 

Full picture on 
women and men 
in Swaziland 
media houses 
presented 

Research  Carry out follow up 
regional survey to 
gauge progress in 
achieving gender parity 
in media houses. 

• Conduct another 
research to find 
out if there has 
been gender 
transformation in 
media houses 

2014 • Gender Links 
• Media houses 
• GEMSA 

Methodology; 
research report

Transformation 
in relations and 
position of 
women and men 
in media 
measured  
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Tanzania Glass Ceilings workshop 

9 September 2009, Tanzania Gender Networking Program (TGNP) premises, 
Da es Salaam, Tanzania 

 

 

Judith Kizenga, Deputy Director for Gender reads the speech on behalf of Margaret 
S. Sitta, the Minister of Community Development, Gender and Children during the 
launch. Photo by Colleen Lowe Morna. 
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Synopsis 

This report details the activities that were carried out during the launch of the Glass 
Ceilings: Women and Men in Southern African Media Tanzania report at the Tanzania 
Gender Networking Program (TGNP) premises during the Tanzania Gender Festival held 
from 8 to 11 September 2009. The report outlines the proceedings of the launch and a 
Programme of Action developed by participants to guide the implementation of 
recommendations and other issues in the Glass Ceilings Report. In Tanzania, 14 media 
houses with a total of 877 employees were covered during the study. 
 
Summary of key findings 
The key findings of the study in Tanzania include:  
 Almost two-thirds of all media employees in media houses in Tanzania are 

men:  Women constitute 36% of employees, compared to 64% men. The regional 
average of women in the media is 41%.  

 None of the media houses has achieved gender parity:  In the state-owned 
media women constitute only 34% of employees. 

 Women constitute less than a third on media boards of directors: Women 
constitute a very low 22% of those on boards of directors in media houses in 
Tanzania, compared to 28% in the regional study. 

 And even less in top management: Women occupy only 21% of top 
management posts in media houses in Tanzania, slightly less than the regional 
average of 23%.   

 Almost a third of senior management positions are filled by women:  
Women constitute 30% of those in senior management in media houses in Tanzania, 
similar  to the regional average of 28%.  

 Men get better working deals: Men (64%) are more likely than women (36%) to 
be employed on open-ended, full-time contracts, compared to the regional averages 
of 58% for men and 42% for women. A high percentage of women (59%) are on 
freelance contracts in Tanzania media houses; these women are also represented in 
the 55% of non-permanent female employees.  

 Men dominate in most departments in media houses in Tanzania: This is 
particularly the case in printing and distribution (100%); technical/IT (70%); 
advertising/marketing (68%); and production (67%) departments. 

 There are more women in the supportive roles within departments: While 
women in the Tanzania media are under-represented in most areas of work, they are 
in the majority in areas considered “women’s work” (including secretarial or other 
supportive roles) within departments such as human resources (68%) and finance 
and administration (56%).  

 Fewer women in editorial departments than in the region: In Tanzania only 
36% of those in editorial departments are women –  lower than the regional average 
of 42%. 

 The gender division of labour in beats is still pronounced: Though in most 
media houses male journalists cover most of the beats, only women covered some  
beats considered “soft”, or those characterised as  “women’s issues”. Among them 
are gender equality, health and human rights. Only male journalists were assigned 
to economics/business/finance and investigative/in-depth stories. 
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 There are no specific targets in place for achieving gender parity in media 
houses:  None of the media houses in the study could point to specific targets for 
ensuring gender equality in line with the SADC 2015 parity target.  

 Career pathing for women in Tanzania media houses is not a priority:  Only 
7% of them have strategies to fast-track women. And less than a third (29%) said  
they considered gender in the promotion process. The regional average is a similar 
32%.  

 There is not enough effort to target good women candidates:  Of the 
sample, 14% of the media houses stated they had a database of women candidates, 
and 21% sought women specifically. In the regional sample, 36% of the companies 
have a database of women candidates, and a much higher proportion (54%) seek to 
employ women. 

 Commitment to maternity but not paternity leave: In the Tanzania sample, 
71% of the media houses offer maternity leave; this is lower than the regional 
average of 81%. Only 7% have paternity leave, while a third in the region offer 
paternity leave. The low commitment to paternity leave across the region 
perpetuates the belief that child-rearing is a female responsibility. 

 Child care is not a priority, but flexitime is high on the agenda in Tanzania 
media houses: Only 7% in the sample offered child-care facilities, compared to the 
regional average of 15%, and 57% in Tanzania offered flexitime time.  This remains 
considerably lower than the regional average of 75%. 

 Tanzania media houses doing slightly better than the region on gender 
policies, but wish to improve:  More than one-fifth (21%) of the media houses in 
Tanzania stated they had gender policies; the same percentage had sexual- 
harassment policies. Half media houses showed interest in developing a gender 
policy or improving one. Only 16% in the region said they had gender policies, while 
28% had sexual-harassment policies. 

 
Workshop process 
The full workshop programme is attached at Annex A. 
There were more than 29 participants drawn from all sectors of the media (See Annex B 
for participants list). 
 
Opening remarks 
GL Executive Director, Colleen Lowe Morna gave the opening remarks and presented the 
findings which are summarised as follows: 
• Colleen started by thanking the many gender activists present in the room for 

keeping the fire burning. She described them as foot soldiers for gender issues in 
Tanzania and the region at large. She also paid tribute to Scholastica Kimaryo, GL 
board member from Tanzania who was among the first women journalists in 
Tanzania, at time when the profession was largely thought to be a preserve of men. 

• Colleen said Gender Links and other partners have conducted several studies, and 
every piece of the research they have done begged for another research. Findings of 
these studies in some SADC countries, she lamented, show that being a woman 
media practitioner remains a painful thing for women, who are still being branded as 
prostitutes.  
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• Glass Ceiling Report shows in terms of gender composition, Tanzania is neither 
among the best nor the worst performers, but is has to move from the current 30 
percent of the women in the media to a parity of 50 percent by 2015, she said. 

• Colleen further noted that the study did not look at overall numbers but specifically 
at where women were in the media. Commenting on the key issues in the report, 
she said while women remain least represented in many areas within the media, 
advances have been made with a sizable number of Camera women being seen in a 
field that is dominated by men.  

• Likewise, while the number of women in the electronic media has increased, the 
unfortunate thing is majority of them are just presenters and not in critical decision 
making positions. On average, she said the number of women in the Southern 
African media is 40 percent, but when one removes South Africa, which has the 
highest number of women in the media, the average falls to 32 percent. 

• Colleen warned that unless the representation of women and men in decision 
making positions increases to reach the 50/50  target espoused in the SADC protocol 
on Gender and Development, Tanzania and other Southern African countries are not 
yet there. 

• Media too, she said, is bounded by this protocol and Gender Links strongly believes 
that the media has a duty to lead by example. If the media puts its spotlights on 
other people and institutions on how they handle gender issues, they need to start 
by cleaning their own house first. 

• Colleen concluded by appealing to the participants to embrace and use the research 
findings to come-up with a practical way forward to help the media achieve the 
50/50 target of gender representation at all levels by 2015.   

 
Panel Response 
Rose Haji, National Director, MISA-Tanzania 
Rose Haji started by saying that the report tackles the weighty issue of gender in the 
media, showing clearly how women are finding it difficult to penetrate and rise to certain 
levels in the media. This has resulted in fewer women holding critical decision making 
positions in many of the media houses in Tanzania. One thing that infuriates her is the 
stereotypes, mistreatment and marginalization of women that continue to be displayed 
in the media. 
 
She said the onerous was on the participants to propose some of the effective ways of 
ensuring gender parity is achieved within media houses in all decision making levels. 
 
Haji said while Tanzania had made some progress on some aspects of gender equality 
and equity, the media industry was lagging far behind the SADC target of 50/50 gender 
representation. The media, she noted, has not done much in empowering women with 
management skills in and then promoting them to senior management positions. 
 
According to her, the study provides an insight into what is the situation in the media 
houses in Tanzania. These media houses need to find away to address the issues raised 
by the study she said. 
    
Haji then introduced the Keynote speaker from the Ministry of Community Development, 
Gender and Children. 
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Keynote Address  
Speech read by Judith Kizenga, Deputy Director for Gender on behalf of Margaret S. 
Sitta, the Minister in the Ministry of Community Development, Gender and Children 
(NOTE: The speech was translated from Kiswahili to English. For full version see Annex 
C). 
Some of the highlights were as follows: 
• The report will help Tanzanians to appreciate the situation of gender within the 

media. 
• Outdated cultural practices, masculinity and poverty remain a huge barrier towards 

gender equality. 
• Recognizing the negative effects of these factors, the government has put in place 

several interventions to ensure there is gender equality in the country. The 
government has signed and ratified several regional and global conventions and 
protocols that advance gender equality and women development. These include: 
Convention on the Elimination of All forms of Discrimination Against Women 
(CEDAW), the SADC Protocol on Gender and Development and Guidelines on gender 
of 2008. Others are Solemn Declaration on Gender Development of the African 
Union. 

• Countries, including Tanzania, are expected to develop progress reports on the 
implementation of these instruments. 

• Thanked women journalists for their efforts to educate the public about gender 
issues using their media. He appealed to all media owners to join hands in educating 
the public about gender issues because the government on its own cannot manage. 

 
Presentation of the findings 
Arthur Okwemba presented the findings and started by giving a background as to why 
the study on the Glass Ceilings was done. He cited the 2003 Gender and Media Baseline 
Study that looked at portrayal and representation of gender in editorial content in 
Tanzania media. The findings of this study showed that Tanzania women constituted 
only 16 percent of the news sources. Another Global  Media Monitoring Project (GMMP) 
study conducted in 2005 showed the percentage to have increased slightly to 18 
percent. 
 
But these studies addressed only the issue of women in media through content and did 
not address the issue where women were in media’s decision making levels. Hence, this 
study focused on this latter issue. 
Some of the key issues in Okwemba’s presentation were: 
• Women constitute 36 percent and men 64 percent of those in the Tanzania media 

compared to 41 percent (women) and 59 percent (men) in the SADC region. This is 
far below the SADC target of 50 percent by 2015. 
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• Twenty six percent of 
the women and 27 
percent men cited 
discouraging working 
conditions, dangerous 
working conditions (14 
percent women), and 
16 percent men 
blamed few trained 
women journalists as 
the leading reasons 
why there are fewer 
women in Tanzanian 
media. 

• Only 20 percent of the 
media houses said 
they have Gender 
policies in news rooms, 
while 50 said they are 
willing to have such 
policies in their media 
houses. 

• Majority of the women (59 percent) are freelance compared to 41 percent men. 
• 36 percent of the women have open-ended contracts compared to 42 % in the 

region. 
• Only 24 percent of the women are on full-time, fixed term contracts compared to 

76% men. 
• More women (68 percent) and (56 percent) are in the human resource and finance 

and administration departments respectively than in editorial department 41%, 
technical/IT 30 %, and printing and distribution (33%). 

• Men earn on average 22 percent more than women per annum or TZsh 1,108, 271. 
• Men dominate in hard beats: covering conflict/war, economics and business and 

finance, while women are assigned to cover gender equality, health and human 
rights. 

• Interestingly, 60 percent of crime coverage was done by women, an area 
traditionally considered as a male domain, while an equal proportion of women and 
men covered HIV/AIDS. 

• Men (75 percent) and Female (50 percent) believe female journalists are more likely 
to cover gender-related stories. 

• 61 percent women and 40 percent men believed gender issues will be taken 
seriously in media houses where women are in top management. 

• Only 21 percent of the media houses said they have specific targets of achieving 
gender equality compared to the 54% regional average. 

• More than 75 percent of the men and women reject quotas towards achieving 
gender equality in the media.   

• Only 14% of media houses said they had databanks for women. 
• 21 percent of the women in Tanzania media felt there was high level sexual 

harassment compared to 11 percent recorded at the regional level. 

Arthur Okwemba presents the findings of the Glass 
Ceilings in Tanzania. Photo: Colleen Lowe Morna    
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• About 21% women and 29 % men blame lack of policies as the main reasoning 
making it difficult for women to advance in Tanzania media. 

 
Panel Response  
A representative of the Ministry of Community Development, Gender and 
Children, Judith Kizenga who is the Deputy Director for Gender was moved to make a 
few remarks.  
• She said the findings were an eye-opener and very important information to her 

Ministry which was not aware that such scenarios existed in the media. 
• She said her ministry was ready to work with the media houses to correct some of 

these problems.  
• She further said the findings of the study will be very critical to the Ministry as they 

embark on reviewing the country’s gender policy next year, 2010. 
 
Ichikaeli Maro, Sub-Editor-Weekend Publications 
Maro started by saying that gender issues, especially the representation of women in 
decision making positions within the media, depended on the people in the top 
management. If the person is gender sensitive, then women are likely to get promoted. 
But many male editors, she said, did not have the confidence in having women in 
leadership positions.  
 
She said the actions and opinions of these men about women are steeped deeply in the 
cultural and traditional beliefs and practices that consign a woman to the kitchen, 
without a say or role in decision making processes. These beliefs and practices tend to 
play-out at the workplace, she said.  
 
Maro therefore blamed the way men have been socialized has having a negative impact 
on how they view and treat women counterparts at the workplace. She believes the 
problem in the media is a reflection of a bigger problem in the society which needs to be 
tackled by all stakeholders to change the perceptions of men and women about 
women’s abilities. 
 
The other problem, she said, women are not given incentives for them to work hard and 
aspire for higher level positions within the media houses. In most cases, she added, 
women employees are disenfranchised by such treatment, making them not willing to 
apply for senior positions. 
  
Maro said the branding of gender issues as women issues has made it difficult, including 
in the media, for women to argue their case effectively. She felt, men, including those in 
the media, think gender arguments are aimed at challenging their positions, hence their 
hostility to any initiative to promote the wellbeing of women in the media. 
 
She recommended that: 
• The top management and decision makers within the media be trained on gender 

issues.  
• Gender issues be marketed to the media as good for business and profit for media 

owners. 
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• Women and men in the media be given a chance to air freely and frankly what they 
think about each other. 

 
Danny Mwaijenga, Business Times 
Mwaijenga started by saying that past experiences have shown that well educated 
women got promoted to influential positions, although these were very few. He said the 
biggest problem is that there are very few women who are well prepared to take up 
senior positions in the media. Mwaijenga further argued that many of the female 
journalists coming into the media prefer covering soft sports, which do not make them 
competitive and visible, the two factors that make a journalist tick. 
 
In addition to this, he said many of the female applicants they get are less qualified than 
their male counterparts. The reason for this is something, he said, they are yet to 
establish. But he suspected the training institutions were not preparing women 
journalists to be more competitive. 
 
He was however fast to add that they have also seen competent women in the media, 
who were far much better than their male counterparts. These women have been very 
effective in their leadership positions. There are also women media owners in the 
country and they are doing well. The media need to nurture women like this ones for 
them to win the respect of their male counterparts and bosses, who decide who is to be 
promoted.   
 
He ended with the following recommendations: 
• Media managers and editors would come up with initiatives that will ensure women 

are as competitive as their male counterparts. 
• During promotions, certain positions should go to women, even if the media in 

question does not have a qualified woman, it should source from other media 
houses. 

• Job adverts for journalists and media managers should encourage women to exploit 
their potential as well as putting in place affirmative action to ensure women are 
considered in top leadership positions. 

• Mechanisms of instilling confidence in women to go for top management position 
need to be put in place. 

  
Discussion 
 
Lukas Kisasa, Uhuru/Mzalendo publications: He said in their company, they look 
at qualifications and the capability of the journalists not the sex. The 50/50 gender 
equality is difficult to achieve and will bring a lot of problems, he said. He further noted 
that the proposals being made on gender equality in the media should not be at 
variance with cultural and traditional practices.  
 
He concluded by saying that the best intervention was to put in place mechanisms that 
ensure women have the capability and competence to be as competitive as their male 
counterparts. 
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Willy Kitimax, GEMSAT: He said that there is no debate that women are needed in 
the top management levels. But there are other issues that need to be considered: 
• There is no political will in management within media houses to see to it that women 

occupy top decision making positions. 
• Some of the gender discrimination practices are so ingrained in people’s minds that 

they need to be addressed in a very intense manner using well defined methods. 
• There is need to put in place effective leadership programmes that will empower 

women with leadership skills. 
• There is need for media houses to train women to specialise in certain fields of 

journalism that will make them more competitive. 
• Training of gender should start at schools. 
• There is need to train women on how to be confident and go for top jobs  
 
Rose Athumani, Editor, Daily News: 
She said the problem in the media houses is majority of the female journalists do not 
aspire for top positions. Many are satisfied once their special and security needs are 
met. Once they have a salary, a car and other needs, their ambition ends there. They 
never aspire to be managers because they just come to the profession to make money. 
And once this need is met, then their ambition ends there. This is not the same traits 
seen among their male counterparts, she said. 
 
She recommended that to solve the problems raised in the Glass Ceiling report, the 
following needs to be done: 
• Mentorship programme for women so that they can aspire for higher positions. 
• Provide women with management skills. 
• There is need for media houses to put in place procedures and clearly explain the 

path a person who enters the media as a mere reporter will follow in his or her way 
to the top position. This is because many media houses do to explain this, making 
many women lose hope they might get promoted while in the media. 

• There is need to put in place friendly family working conditions such as Day Care in 
our media houses. 

• Constant meetings between female and male reporters to share their views freely 
and remove any feeling that men are superior to women.  

 
Group Work 
In the afternoon session after making their interventions on the Glass Ceilings report, 
the participants came to appoint where they had to propose the way to solve the issues 
raised in the report. The participants were divided into four groups, which looked at the 
issues as follows: 
Group 1: Advocacy and awareness raising 
Group 2: Policy  
Group 3: Training 
Group 4: Research 
 
Feedback from the four groups on Programme of Action were recorded and attached at 
Annex D. 
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Newsroom visits 
After the launch of the Glass Ceiling findings, the next step was to visit media houses to 
interest them in developing Gender policies that would help address the issues captured 
in the study. These visits were also used to discuss with the key people in the media 
houses about what the proposed policy would entail and the benefits that will accrue to 
the company by having such an instrument. 
 
Free Media 
At this media house, GL had a very positive discussion with the Finance and 
Administrative Manager, Selikita Mswia. She said the company does not have a gender 
policy, and they are willing to be helped to formulate one. She noted that many of the 
challenging gender issues the company encounters can be better handled if there is a 
policy document detailing how they should be dealt with. At the moment, any actions on 
gender matters in terms of recruitment and treatment are at the mercy of senior 
individuals who decide how they should be handled. She requested that before the 
process starts, Gender Links should inform them in advance so that they can prepare for 
it. 
 
Uhuru Publications 
Mr Lucas Kisasa, the Human Resource and Administrative Manager said they are open to 
any policy that will help improve the situation of workers in their company. He said 
gender issues are now top on the agenda in the government, and their company being a 
government outfit, they have no choice but to find ways of implementing them. Some of 
the gender issues are very tricky, he added, and a gender policy will help handle them in 
a more organized and informed manner. 
 
Business Times  
Business Times Administrative Manager, Sophie Mshangama said like the way they 
embraced the HIV/AIDS Gender Aware Policy, they are willing to formulate a Gender 
Policy. She said they are looking forward to such a policy for she believed it will address 
gender issues that are not tackled in other company policies. She also believes that such 
a policy is likely to improve the wellbeing of female employees at Business Times. 
 
Tanzania Broadcasting Corporation 
GL had a very encouraging discussion with Bestina Magutu and Judica Losai both of 
whom said such a policy was timely and they were going to discuss it with their 
colleagues and other managers. They admitted that their company on numerous 
occasions encounter certain gender issues, but does not have a policy to guide how they 
should be dealt with. The only place where gender issues are mentioned in passing are 
in the general company guidelines. It was agreed that Gladness will make a follow-up to 
get a firm commitment from the top managers. 
 
Africa Media Group 
When GL visited this media house, the Chief News Editor, Dinnar Chahali, had left the 
country for an emergency trip abroad. However, the media group had expressed 
willingness to have a gender policy to ensure gender issues are respected regardless of 
who is in-charge. It was agreed that Gladness will do a follow-up. 
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The Express 
Apolinaro Tairo, who has been very supportive during the development and adoption of 
the HIV/AIDS Gender Aware Policy for his company, said they will welcome a gender 
policy that spells out how gender issues should be handled by the company. He said he 
was going to organize a meeting with the Managing Editor to get her support this 
process.  
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ANNEX A: Workshop programme 

 
GLASS CEILING REPORT LAUNCH 

Date: 10 September 2009 
Time: 

Venue: TGNP Gender Festival, Dar es Salaam, Tanzania 
IME TOPIC WHO 
11h00 – 11h30 Registration  
11h30 – 11h40 Welcome, introductions  Rose Haji 
11h40 – 11h45 Keynote address Hon. Margaret S. Sitta, the 

Minister in the Community 
Development, Gender and 
 Children  

Key research findings of the Glass Ceiling study 
11h55 – 12h40 Presenting the Tanzania Glass Ceiling findings

 
Panellists (Elias Mhegera, Danny Mwaijega & 
Ichikaeli Maro) 

Arthur Okwemba 

12.40 - 13h25 Responses:  
(Publishers/owners of media houses; editors; 
gender and media activist; media regulator 
etc) 

Chair: Rose Haji (MISA-
Tanzania) 
 

13h25 – 13h45 Questions and answers Arthur Okwemba 
13h45 -14h30  Group work on findings: Arthur Okwemba 
 Advocacy: publicising the research across the 

region 
 

 Further research: what additional needs to be 
done and how can this be managed? 

 

 Policy: what key policy interventions need to 
be implemented in the media 

 

 Training: what key training interventions are 
required to increase the proportion of women 
specifically in senior management positions? 

 

14h30 –  Report back  Arthur Okwemba 
 LUNCH  



 128

ANNEX B: Workshop participants list 
 
NAME SEX ORGANISATION PHONE EMAIL 
  F M       
Rose Haji X  MISA-Tanzania +255-754-270856 Rohamu2006 
Gabriel Mgaya  X Daily News +255-784-460070 gabbymgaya@yahoo.com 

Christine Chisha X  Tamwa +255-7888-20175 christinechisha@yahoo.com 
Sophia Ndibalema X  URSM-SJMC +255-713982057 sndibalema@yahoo.com 
Esther Mugo X  MISA-Tanzania +255-712-624467 Onimugo2007@yahoo.co.uk 
Bestina Magutu X  Tanzania Broadcasting +255-713-736943 rhobim@yahoo.co.uk 
Sophie Mshangama  X  Business Times +255-732-487046 Sophie.mshangama@yahoo.com 
Judica Losai X  Tanzania Broadcasting  +255-713-357713 ndasat@yahoo.com 

Rose Athumani X  Daily News +255-754-918-409 phellaus@yahoo.com 
Tabia Malekela X  Times Radio  +255-715-418037 tabia.malekela@timesradiofm.com
Nasser Kigwangallah  X The Guardian +255-713-630190 Kigwa-n@yahoo.com 
H. Ngasata X  Tanzania Broadcasting +255-785-557-267 hngasata@yahoo.com 

Dr Bernadeta Killian X  

School of Journalism and Mass 
Communication, Dar es Salaam 
University 

+255-754-486282 

bernadetak@yahoo.com 
Faraja kihongole X  Channel Ten +255-754-307425 Faraja_ikihongole@hotmail.com 
David Ramadhan  X Channel Ten +255-784-359555 davidrms@yahoo.com 
Last Mlaki X  Magic FM +255-717-366964 lastluka@yahoo.com 
Jackquiline Liane X  Uhuru Publications +255-754-858228 ndeterewio@hotmail.com 
Betty Bloke X  Daily News +255-717-584438 lkengoliz@yahoo.com 
Dominica Haule X  GEMSAT +255-786-586282 dominicahaule@yahoo.com 
Daniel Mwaijega  X Mwanainchi Communications +255-713-704898 dmwaijega@mwananchi.co.tz 
Beatrice Bandawe X  Nipashe +255-713-466571 bbandawe@hotmail.com 
Sylvia Mwehozi X  Mlimani TV +255-713-634833 syivv@yahoo.co.uk 
Salama Maondedi X  Sahiba +255-784-647086 Sahuba.sisters@gmail.com 
Willy Kitimax  X GEMSAT +255-784-220808 gidwaa@yahoo.co.uk 
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NAME SEX ORGANISATION PHONE EMAIL 
Ichikaeli Maro X  Tanzania Standard newspaper +255-754-289050 ichikaeli@yahoo.com 
Veronica Mheta X  Habari Leo +255-754-253811 veronkemheta@yahoo.co.uk 
Rehema Mwateba X  New Generation Farmers +255-784-419750 rehema.mwateba@gmail.com 
Max John  X Mlimani TV +255-754-560101  
Lucas Kisasa  X Uhuru/Mzalendo publications  +255-713-889016 Kisasa2000@yahoo.com 
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ANNEX C: Keynote Address 
 
Speech read by Judith Kizenga, Deputy Director for Gender on behalf of 
Margaret S. Sitta, the Minister in the Ministry of Community Development, 
Gender and Children (NOTE: This is a translated version from Kiswahili to English). 
 
Before I start, I want to thank God for enabling us to be here today to launch this report 
that touches on issues of Gender and Media in Tanzania. 
 
I want to thank the organizers for inviting Honourable Margaret S. Sitta, the Minister in 
the Ministry of Community Development, Gender and Children to join you in the launch 
of this report. Although she could not attend in person because she is out of the 
country, I am here to represent her. 
 
The chairperson, I am informed that we are here to launch a report on Gender and 
Media in Tanzania. I want to first thank all those who participated in the preparation of 
this report. For this report will help Tanzanians to appreciate the situation of gender 
within the media. 
 
The chairperson, we all know that outdated cultural practices, masculinity and poverty 
remain a huge barrier towards gender equality. Because of these factors, there is no 
equality between women and men when it comes to access to economic opportunities 
and decision making processes in various institutions, including media. Women have also 
been subjected to serious sexual and other forms of gender violence that make it very 
difficult for them to participate effectively in the development of the country. There are 
also discriminative and punitive laws that continue to hamper the push towards equality 
in Tanzania. 
 
The chairperson, recognizing the negative effects of these factors, the government has 
put in place several interventions to ensure there is gender equality in the country. The 
government has signed and ratified several regional and global conventions and 
protocols that advance gender equality and women development. These include: 
Convention on the Elimination of All forms of Discrimination Against Women (CEDAW), 
the SADC Protocol on Gender and Development and Guidelines on gender of 2008. 
Others are Solemn Declaration on Gender Development of the African Union. 
 
Countries, including Tanzania, are expected to develop progress reports on the 
implementation of these instruments. For us, the issues we are focusing on are 
economic empowerment of women, increasing numbers of women in decision making 
positions, condemning and eliminating gender based violence; and formulating and 
enacting laws that will bring about gender equality in Tanzania.  
 
The chairperson, the government is also guided by policies on women and gender 
development of 2000. This policy provides the framework for mainstreaming gender 
issues within various Plans, Policies and Programmes. In addition to this, the 
government has also put in place a plan on the implementation of policies on gender 
development. To this end, the government has brought on board all the stakeholders 
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who include the government, NGOs, Community Based Organizations, Faith based 
organizations and donors. 
 
The chairperson, to ensure there is gender equality in decision making processes, my 
Ministry in collaboration with other stakeholders has come up with a Plan of Action to 
help achieve the 50/50 target in decision making levels by 2015. This plan has already 
been presented to top organs in the government for approval.  
 
The chairperson, indeed, the number of women appointed to hold key decision making 
positions has increased. For example, the number of women in parliament is 30.9 
percent, while 26.92 percent of the ministers are women. The challenge we have is to 
reach the 50 percent mark by 2015. 
 
The chairperson, there are many reasons why the government of Tanzania has not 
realised gender equality. There are cultural and traditional practices that still make it 
difficult to achieve this. Cultural practices that still hamper equality in property 
ownership and failure to include women in decisions that affect them remain a huge 
problem. Majority of the women have low education, making it very difficult for them to 
compete effectively for leadership positions compared to their male counterparts.  
 
The chairperson, we still have laws that discriminate against women. Such laws make it 
difficult for women to enjoy their human rights. While some of these laws have been 
amended or new ones formulated, many people, especially women, are not aware of 
them. The laws have not been made widely known at the community level. There is 
therefore the need to use the media to inform and sensitize the public about the 
existence of these laws so that they can understand and apply them. 
 
The chairperson, before I conclude, I would like to thank women journalists for their 
efforts to educate the public about gender issues using their media. I want to appeal to 
all media owners to join hands in educating the public about gender issues because the 
government on its own cannot manage. 
 
The chairperson, once again I would like to thank you for inviting us to participate in the 
Launching of this report. After saying that, let me declare that this report on Gender 
Issues in the Tanzania Media has been officially launched on 10th September, 2009. 
 
Thank you for listening to me! 
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ANNEX D: Programme of Action 
 

Key area Objective Activities Time frame Who Outputs Outcomes 
1. To raise 
awareness and 
forge strategies at 
regional and 
national level. 

• Seminars and workshops 
for media personnel. 

• Press releases 
• Breakfast meeting for 

senior management 

October-
November 
2009 

• Media houses 
• Media Council of 

Tanzania 
• Gender Links 
• MISA 
• GEMSAT 
• TAMWA 

• List of participants 
• Workshop reports 
• Breakfast meeting 

report 
• Press releases 

Media houses aware 
and implementing 
the study 
recommendations. 

2. To network with 
key stakeholders – 
editors’ forums; 
media unions and 
media 
development NGOs 
for advocacy and 
lobbying around 
the SADC gender 
Protocol.  

• Workshops for media 
stakeholders 

• Summarize and 
translate the SADC 
protocol into Kiswahili. 

November –
December 
2009 

• Media houses 
• Media Council of 

Tanzania 
• Gender Links 
• MISA 
• GEMSAT 
• TAMWA 

• List of participants 
• Workshop reports 
• Summarised and 

translated SADC 
protocol 

• Key media 
stakeholders 
working together 
on the 
implementation 
of the protocol. 

• SADC protocol well 
understood and 
being 
implemented by 
media houses. 

Advocacy 

3. Promote best 
practices 
through media 
awards for best 
performing 
media houses. 

• Develop guidelines for 
participation in the 
awards. 

• Best practises selected. 
• Hold awards ceremony. 

January  
2010 

• Media houses, 
• Gender Links 
• MISA,  
• GEMSAT 

• Guidelines for the 
awards 

• Media entries 

Best practices are 
institutionalized by 
media houses. 

Policy 1. Provide support 
to media houses 
in developing or 
improving 
existing gender 

• Baseline survey to 
determine the needs of 
the media houses as far 
as gender issues are 
concerned. 

November 
2009 to 
March 2010 

• Gender Links 
• MISA 
• GEMSAT 
• Media Council of 

Tanzania 

• Baseline survey 
report 

• List of participants 
• List of media 

houses with draft 

• Media houses using 
the Gender 
Policies to inform 
their day to day 
work and any 
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Key area Objective Activities Time frame Who Outputs Outcomes 
policies as a way 
of addressing 
gender 
inequalities in 
media houses. 

• Training of the media 
personnel on gender 
issues. 

• Take the media houses 
through the process of 
drafting the policies. 

Gender Policies other functions at 
the workplace. 

• Women and men 
enjoying equal 
opportunities 

2. Ensure 
functioning 
sexual 
harassment 
policies in all 
media houses. 

• Training of the media 
personnel on Sexual 
Harassment. 

• Take the media houses 
through the process of 
drafting the Sexual 
Harassment policies. 

January 
2010 

• GEMSAT,  
• Gender Links 

• List of participants 
• Sexual Harassment 

policies 

• Sexual harassment 
offences 
eliminated and 
those reported 
punished 
promptly as 
provided for in 
the policies. 

• Conducive 
environment 
where women 
and men are 
comfortable and 
willing to work in.  

3. Developing 
monitoring and 
evaluation tools 
to ensure 
effective 
implementation 
of policies. 

• Workshop for media 
houses to develop 
monitoring and evaluation 
tools. 

• Training of the media 
personnel on how to use 
M and E tools.  

February 
2010 
 
 
 

• Gender Links,  
• Media Houses,  
• GEMSAT 

Monitoring and 
Evaluation tools 
 
 

Media houses 
carrying out 
continuous M and E 
and using the 
findings to inform 
their actions on 
gender issues. 

Training 1. To develop 
training 
programmes to 
build the capacity 

• Needs assessment study 
• Training of selected 

media managers and 
senior journalists 

January to 
March 2009 

 

• School of Business 
Management 

• Tanzania Gender 
Training 

• Needs Assessment 
report 

• List of participants 

Existence of 
sufficient capacity 
to manage gender 
issues within the 
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Key area Objective Activities Time frame Who Outputs Outcomes 
to manage 
mainstreaming 
gender at the 
work place and in 
editorial content. 

Programme media houses. 
  

2. Facilitate 
leadership 
training for 
women in 
media houses. 

• Development of training 
curriculum 

• Identify key women to 
participate in the training 

• Contact gender in media 
training  

• In-house training 

November 
2009 to 
January 
2010 

• School of 
Journalism and 
Mass Comm, Dar 
es Salaam 
University 

• Gender Links 
• MISA 
• TAMWA 

• Training Curriculum 
• 200 media women 

trained each year 

Women holding 
leadership positions 
within media 
houses. 

Research  1. Carry out follow 
up regional 
survey to gauge 
progress in 
achieving gender 
parity in media 
houses. 

• Tease out gender 
stereotypes that make it 
difficult for women to 
advance in their careers. 

• Develop a scorecard to be 
used in measuring the 
progress. 

• Creation of Research and 
Development units within 
media houses. 

• Monitor and evaluate the 
impact of management 
training on female 
journalists. 

November 
2009 to 
December 
2011 

• Gender Links,  
• GEMSAT 
• Media Council of 

Tanzania,  
• MISA 
• Media Houses 
• Tanzania Gender 

Training 
Programme 

• Report on 
Stereotypes 

• Score Card tool.  
• Research and 

Development 
guideline  

• R and D units 
developed 

• Monitoring tools 

• Stereotypes 
appreciated and 
being demolished. 

• Progress reports 
being used to 
improve the 
performance of 
the media houses. 

• R and D unit 
providing regular 
progress reports 
on gender issues 

• M and E findings 
informing the 
nature of 
management 
course given to 
women. 



 135

 
Zambia Glass Ceilings workshop 

 
22 September 2009, Lusaka Hotel, Lusaka, Zambia 

 

 

 
 

File picture of Bright Phiri a journalist with The Post newspaper in Zambia.  
Photo by Trevor Davies. 
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Synopsis 
This report is a summary of proceedings at the launch of the Glass Ceilings: Women and 
Men in Southern Africa Media Zambia report. The report outlines the objectives of the 
workshop, the proceedings of the workshop and finally the programme of action 
developed by participants in response to the recommendations of the report. In Zambia, 
9 media houses with a total of 416 employees were covered in the study. 
 
Summary of key findings 
The key findings of the study in Zambia include:  
• There are more men than women in media houses in Zambia:  Men 

constitute two-thirds of employees in media houses, with women making up only 
33%. The proportion of women in media houses in Zambia is lower than the 
average of 41% in the Southern African region. 

• There are wide differences between media 
houses:  Two out of the nine media houses 
surveyed have achieved parity – Monitor and 
Digest Newspaper (59%) and MOBI TV 
International (53%). Yatsani Radio (17%) and 
5FM Radio (18%) have the lowest percentages 
of women employees.   

 Women constitute less than a third of the 
boards of directors: Women constitute 27% of 
those on boards of directors in media houses in 
Zambia, compared to 28% in the regional study. 

 Women are virtually absent in top 
management. Women occupy 11% of top 
management posts in surveyed media houses in 
Zambia; lower than the regional average of 23%. 

 Men dominate still in senior management 
positions: Women constitute 33% of those in 
senior management in media houses in Zambia, 
higher than the regional average of 28%. These 
findings point to the “glass ceiling” that women 
come up against in the media – barriers to their breaking into management.  

 Women are more likely to be employed part-time than as freelancers or 
full-time employees in media houses in Zambia: Men are more likely to be 
employed full-time than women, and make up 90% and 70% of those in full-time, 
fixed-term contracts and full-time, open-ended contracts respectively. Women 
predominate in the part-time category at 70%. This is the category with the least job 
security. 

 Men dominate in all departments in media houses in Zambia: They make up 
94% of those in printing and distribution, 89% in design, 83% in technical/IT 
departments. Women feature better in finance and administration (49%), advertising 
and marketing (46%) and editorial at 38%. The regional averages for women are 
better: advertising and marketing 57%, finance and administration 54% and   
editorial 42%. They make up 44% in human resources in the regional study.  

 There are more women in the support departments: While women in the 
Zambian media are under-represented in all areas of work, they are more numerous 

Men dominate the media in 
Zambia. Photo by Colleen Lowe 
Morna . 
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in areas considered to be support roles, such as in the finance and administration 
departments, which have 49% women. Men are predominant in production, design, 
printing and distribution.  

 Fewer women in editorial departments than in the region:  In Zambia 38% 
of those in the editorial departments of media houses are women; this is lower than 
the regional average of 42%. 

 The gender division of labour in beats is still pronounced, with a few 
exceptions: Male journalists dominate in all of the “hard” beats, such as agriculture 
(100%) and investigative/in depth reports (80%). They also predominate in religion 
(80%), considered a “soft” beat.  Women journalists predominate in entertainment 
(63%) and lifestyle (60%).  

 There are no specific targets in place for achieving gender parity in media 
houses:  None of the media houses in the study could point to specific targets for 
ensuring gender equality in line with the SADC 2015 parity target.  

 Career pathing for women in Zambian media houses is not a priority: None 
of the surveyed media houses have strategies to fast-track women. In the region 
only 10% of media houses have such strategies in place.  However, a third of 
Zambian media houses (33%) said gender was a consideration in promotion. This is 
almost the same as the regional average of 32%.  

 But more than half of media houses keep data banks of women 
candidates:  Of the sample 56% of the media houses claimed to have a database 
of women candidates, and 89% targeted women. In the regional sample 36% of 
media houses have a database of women candidates and a lower proportion (54%) 
in the region seek to employ women.  

 Commitment to maternity but not paternity leave: In the Zambia sample 78% 
of the media houses offer maternity leave; this is lower than the regional average of 
81%. Only 22% of the media houses have paternity leave, lower than the regional 
average of 33%.  

 Child care is not a priority, but flexitime is common in Zambian media 
houses: None of the media houses in the Zambian sample offered child-care 
facilities, compared to 15% in the regional sample. But 78% of media houses in 
Zambia (and 75% in the region) offer flexitime. 

 Less than a third of Zambian media houses have gender policies: Of the 
media houses in Zambia 22% stated they had gender policies; 11% have sexual-
harassment policies and 78% showed interest in developing a gender policy or 
improving an existing one. Only 16% of media houses in the region said they had 
gender policies, while 28% said they had sexual-harassment policies. 

 
Workshop process 
A full workshop programme is attached at Annex A. 
 
Welcome and introductions  
Perpetual Sichikwenkwe asked participants to introduce themselves and the 
organisations that they were representing (See Annex B for full participants list). After 
the round of introductions, Perpetual introduced the keynote speaker, Mr Henry Kabwe 
who is also the chairperson of the Media Institute of Southern Africa (MISA) Zambia 
chapter. 
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Keynote address 
Henry Kabwe, MISA Zambia Chairperson gave a keynote address which in short can be 
summarised as follows: 
• Kabwe thanked GL for undertaking such a comprehensive and important study 

coinciding with the SADC Protocol on Gender and Development 
• Media as watchdogs of governments should also lead by example to ensure that 

justice is not only done but is seen to be done. 
• He indicated that the MISA AGM held three weeks ago adopted the 50/50 policy and 

despite resistance from a few chapters, the organisation is passionate about gender 
equality and they want to be part of the process of bringing the desired change. 

• He also highlighted the issues of sexual harassment as an issue that really needs to 
be focused on. He said while everyone was celebrating press freedom during the 
World Press Freedom Day Commemorations in May 2009, an activist from ZAMWA 
deplored the rampant existence of sexual harassment within media houses as an 
issue that needed to be tackled. 

• He backed the recommendations of the Glass Ceilings Study that there is need to 
pursue, adopt and implement sexual harassment policies within media houses. 

• MISA stands ready to collaborate in ensuring that such policies are put in place. 
• He pledged that MISA will ensure that the report is disseminated to its chapters and 

used to inform programming especially on gender equality. 
 

Presentation of findings  
Gender Links Assistant Director, Media 
Research and Policy, Dumisani Gandhi 
presented the findings of the research that 
among other things highlighted the following 
findings: 
• There are fewer women in Zambian media 

(23%) compared to regional average of 
41% 

• The newsroom believed to be a male 
domain where women are not taken 
seriously 

• The belief is abound that men are better 
managers than women. 

• Glass Ceiling in gender division of labour 
with women occupying supporting 
departments in media houses; women 
assigned to report on what are called 

“soft” beats while men report on “hard” 
beats that are linked to promotions and 
better working conditions. 

• Gender not taken seriously in media houses but 78% of media houses sampled said 
they would like to develop gender policies. 
 

Panel response and discussion 
Chair: Isaac Phiri, University of Zambia 
 

GL Assistant Director, Research 
and Policy, Dumisani Gandhi. GL 
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Bright Phiri, The Post 
• The report provided food for thought for media houses in Zambia and indeed the 

region. 
• They have exposed entrenched cultural and traditional values that are found in 

newsroom and impact of the progress of women. 
• There is no reasonable justification for this current situation. 
• There is only one option which is to correct the situation at all costs. 
• We must also note that women are victims of fear which contributes to them 

accepting the current situation. 
• There is need to increase the skills of women media practitioners so that they can 

occupy positions of authority in media houses. Media houses should identify women 
media practitioners with the potential and facilitate skill building for them. 

• It would be important to get women who have “made it” to provide inspiration to the 
young female journalists on how far their dreams can go. 

• We must be careful in responding to these issues by adopting measures that are 
“corrective” rather than “punitive” because men can gang up and resist change. 

• There are some men who are gender sensitive and we need to rope them in. 
• We should not put women just for women’s sake. 
• We must campaign for structural changes within media houses to accommodate 

women and their needs. 
 
Pauline Banda, Zambia Nation Daily Mirror 
• Quotas should not be used to address current problems in media houses. 
• We must understand that media do not operate in isolation. They import these 

stereotypes from the society in which they work. 
• The “Old boys’ network” unfortunately exists even if subtly. 
• The issue about women being labeled as lazy should not be used to paint all women 

with the same brush. Laziness is not a trait of women. There are also lazy men but it 
is only when a woman is lazy that this issue is blown out of proportion and 
generalised on all women. 

• It is also a problem that women have come to accept second fiddle to men. It is up 
to women to stand up and claim their space in the newsrooms in media houses. 

• The workplace is a professional environment and they need to forget about their 
home set ups and be assertive about their rights. 

• Women with experience need to give guidance to younger female journalists to 
ensure they keep focused and stay longer in media houses/newsrooms. 

 
Brenda Zulu, Freelancer 
• Media owners need gender sensitization training. 
• Women struggle to juggle responsibilities especially when they are pregnant or they 

are looking after children. 
• Media owners need to give support to women. 
• Regarding women being made to report on soft beats, that is why she left 

mainstream media to work as a freelancer on what she really likes i.e., ICT 
reporting. 

• There is a need to have mentoring programmes for young women and this cannot 
always be done face to face. It can be done through the Internet and Brenda 
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volunteered to set up a discussion forum for participants to use to keep in touch and 
share ideas. 

• She also warned that being a woman does not necessarily mean that someone is 
gender sensitive. 

 
Programme of Action 
At the end participants came up with a programme of action consisting of objectives, 
outputs and outcomes which has been attached at Annex C. 
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ANNEX A: Workshop programme 
 
 
 

PROGRAMME 
GLASS CEILING REPORT LAUNCH 

Date: 22 September 2009 
Time: 8h30 – 16h30 

Venue: Lusaka Hotel, Lusaka, Zambia. 
 

TIME ACTIVITY WHO 
8h30 – 9h00 Registration DG/GL 
9h00 – 9h05 Welcome, introductions  Perpetual Sichikwenkwe  
9h05 – 9h25 Keynote address Henry Kabwe, Chairperson, 

MISA-Zambia 
Key research findings of the Glass Ceiling study 
09h25 – 09h55 Presenting the Southern African Glass Ceiling 

findings 
Dumisani Gandhi, Assistant 
Director: Media Research and 
Policy, Gender Links.  

09h55 - 10h30 Responses:  
• Ms Pauline Banda, Zambia Daily Mail 
• Mr. Brighton Phiri, The Post 
• Ms Margaret Chimangini, Times of Zambia

Chair: Dr I. Phiri, University of 
Zambia   

10h30 – 11h00 TEA  
11h00 – 11h30 Questions and answers  
11h30 -12h30  Group work on findings:  
 Advocacy: publicising the research across the 

region 
Perpetual Sichikwenkwe 

 Further research: what additional needs to be 
done and how can this be managed 

Dumisani Gandhi 

 Policy: what key policy interventions need to 
be implemented in the media 

 

 Training: what key training interventions are 
required to increase the proportion of women 
specifically in senior management positions  

Saeanna Chingamuka 

12:30 – 13:00 Report Back Dr Isaac Phiri 
13:00-14:00 LUNCH 
14:00 – 14:30 Report back Faides Nsofu 
14:30 – 16:00 Media Literacy Saeanna Chingamuka 
 Presentation of projects Perpetual Sichikwenkwe 
 Awarding of certificates Daniel Nkalamo 
16h00 – 16h20 TEA  
16:20 -16:30 Closure and way forward  
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ANNEX B: Workshop participant lists 
 
Name Sex Organisation Phone Email 
 F M    
32. Jason Ngoma  1 ZANIS 0977207369 ngomaaj@yahoo.co.uk  
33. Masuzyo Chakwe  1  Post Newspaper 0977655056 masuzyo@post.co.zm 
34. Michael Mtiko  1 GEMSA 097810955448003/ 

0968799971 
Thikness2007@yahoo.com 

35. Brenda Zulu 1  Freelance 0977891431 Brendazulu2002@gmail.com  
36. Shadreck Banda  1 Guardian/GEMSA 0975154961 Shadreck_banda@yahoo.com 
37. Linda Kasanga 1  Joy FM 0977317632  
38. Isaac Daka  1 ZANIS 0979185949  
39. Musinda Musonda  1 ZANIS   
40. Charity Mtonga 1  MUVI TV 0976167864 Charity_mtonga@yahoo.com 
41. Sakala Julius  1 Radio Phoenix 0977625004 Julius@zambia  
42. Kopp Swenje 1  Radio Phoenix 0975173014 Swenje.kopp@gmx.nct  
43. Darlington mwendabai  1 Times of Zambia 0977319244 darlingtonmwendabai@yahoo.com 
44. Kalonde Nyati 1  The Monitor 0977503411 cknyati@yahoo.com 
45. Delphine Hampande 1  Times of Zambia 0955113105 delphinezm@yahoo.com 
46. Fabian kakana  1 UNZA 0955454260 Fabian.kakana@unza.zm 
47. Chama Peter  1 ZINARE 0976701975 Padr6@morespace.com 
48. Muwiloe Nyirenda 1  Monitor N/P 09692240664 munidenyirenda@yahoo.com  
49. Sangulukani Muwowo  1 CBC TV 0978230930 Sangulukani42@yahoo.com 
50. Gibbs Mweemba  1 Radio Christian Voice 0977799838 gibbs@zamnet.zm 
51. Perpertual 

Sichinkwenkwe 
1  GEMSA Zambia 0977882121 persichi@gmail.com 

52. Madube Pasi Siyauya 1  MOBI TV 0977804276 Madubepasi@yahoo.com 
53. Faides Temba Nsofu 1  Gender Links 0977324500 zambialocalgvt@genderlinks.org.za 
54. Seanna Chagumuka 1  Gender Links +2711 622 2877 gmdc@genderlinks.org.za 
55. Edward Lange  1 NATAAZ 0975705244 

0966533874 
Edward_lange@yahoo.com 
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Name Sex Organisation Phone Email 
 F M    
56. Elias Makon  1 UNZA 0966930629 Derrickwhite2010@yahoo.com 
57. Evans Sinjela  1 GEMSA/5 Fm Radio 0977668456 

0955668456 
sinjelaevans@yahoo.com  

58. Edward Musonda  1 Palisa News Agency 0977802439 anabwa@hotmail.com 
59. Henry kabwe  1 MISA 0977895015 kabwehen@hotmail.com 
60. Gift Lukama 1  SWAAZ 0976585589 giftlukama@yahoo.com 
61. Derrick White Malawo  M METIV 0977797032 Derrickwhite2010@yahoo.com 
62. Evans Sinjela  1 5FM Radio   
63. Banda Agnes 1  LCC 0976 088025 Ab_aggie@yahoo.com 
64. L Himaambo   Zambia Watchdog 097618318 editor@zambiawatchdog.com 
65. Derrick Sinjela  1 The Rainbow Newspaper 

Ltd 
0977199447 
0211266789 

sinjela@yahoo.com 
rainbownews2007@gmail.com  

66. Masauso Soko  M ZACOMEF 0977618612 zacometassist@panos.org.zm 
67. Tensae Kebede 1  ZAMWA 0976524462  tinasekebede@yahoo.com 
68. Pauline Banda 1  Zambia Daily Mail 0966751418 Paulinebanda@daily-mail.co.zm  
69. Isaac Phiri  1 UNZA 0979133970 Phiri_isaac@yahoo.co.uk 
70. Salome Kasonda 1  Monitor & Digest 

Newspaper 
0979548543 salomematantilo@yahoo.com  

71. Grace Makowane 1  MOBI TV 0977897903 gmakowane@yahoo.com 
72. Clayson Hamasaka  1 Evelyn House 0977753590 hamasakac@yahoo.co.uk 
73. Brighton Phiri  1 The Post 0977788199 B_phiri@yahoo.com 
74. Tamara Mhango 1  HOT FM 0977353910 Mhango_t@yahoo.com 
75. Javis Lupheoh 1  Sky FM 0978314636 jlupheoh@yahoo.co.uk 
76. Chibwe Mubembe 1  CBC 0977258651 chibwemubembe@yahoo.com 
77. Ides Mambelela 1  CBC 0979368271 idesmombelela@yahoo.com  
78. Matilda Tembo 1  ZAFOD 0977514989 chisechemt@yahoo.com 
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ANNEX C: Programme of Action 
 
 
Key area Objective Activities Time 

frame 
Who Outputs Outcomes 

1. To raise awareness 
and forge 
strategies at 
regional and 
national level 

Launch of the research 
findings  to policy 
makers, media 
owners. 
 

2009 to 
2014 

• Gender Links; 
• GEMSA; 

• MISA 
• Media Houses 

• Workshop 
reports 

• Gender policies 

Gender sensitive 
policies and gender 
equality by 2015. 

2. Partnering with 
editors through 
periodical 
discussions, get to 
know how much  
they know about 
the SADC protocol 
(media component) 
and its time frame 
– 2015. 

• Hold meetings with 
editors’  forums, 
journalists unions 
every two years 
beginning 2010. 

• Engage national 
editors forums 
regularly to ensure 
national stakeholder 
buy-in. 

Every two 
years 
(2010, 2012 
and 2014) 
at GEM 
Summit  

• GEMSA 
• Gender Links; 

Media 
Managers/owne
rs; 

• Editors’ Forums  
 

Reports of 
meetings 
 
 

• Understanding and 
appreciation of 
SADC Protocol 
targets. 

• Broad based 
stakeholder buy-in 
to gender policies. 
Media houses 
motivated to raise 
standards. 

Advocacy 

3. Promote best 
practices through 
media awards for 
best performing 
media houses. 

• Hold media awards 
every two years to 
recognise excellence 
in gender 
mainstreaming in 
media houses. 

2010; 2012, 
2014 

• SPI;  
• Gender Links; 
• GEMSA 

• Reports of 
media awards 

• Best practices 
profiles 

• Best practices 
recognised and 
other media 
houses motivate. 

Policy 1. Provide support to 
media houses in 
developing or 
improving existing 
gender policies as a 
way of addressing 

• Engage media 
houses that 
indicated need to 
develop or improve 
existing gender 
policies to develop or 

On-going to 
be reviewed 
every 3-6 
months  

Gender links Gender policies Gender policies in 
media houses being 
implemented. 
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Key area Objective Activities Time 
frame 

Who Outputs Outcomes 

gender inequalities 
in media houses 

improve their gender 
policies; 

• Ensure policies 
include elements on 
training, monitoring 
and evaluation. 

2. Ensure functioning 
sexual harassment 
policies in all media 
houses. 

• Engage media 
houses to come up 
with sexual 
harassment policies. 

2009 - 2014 • Gender Links; 
• Zambian 

media houses 

Sexual 
harassment 
policies. 

Eradication of sexual 
harassment in 
Zambian Media 
houses. 

3. Developing 
monitoring and 
evaluation tools to 
ensure effective 
implementation of 
policies. 

• Media bodies to form 
committee that will 
monitor and evaluate 
the implementation 
of the policies. 

Twice a 
year 

Zambian media 
bodies 

Zambian media 
bodies coalition 
formed. 

Progress or lack of it 
measured. 
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Key area Objective Activities Time 
frame 

Who Outputs Outcomes 

Training 1. To develop training 
programmes to build 
the capacity to 
manage 
mainstreaming 
gender at the work 
place and in editorial 
content. 

• Develop practical 
policies in line with 
SADC and other 
regional instruments. 

• Sensitise and create 
awareness around 
these policies. 

• Strengthen 
implementation by 
creating linkages 
between media 
regulatory 
bodies/associations 
and media houses. 

• Mainstreaming 
gender issues into 
the curriculum. 

• A summit for female 
students to meet role 
models and also as 
part of the package 
hold short training 
courses during 
vacations. 

• Mentoring of female 
journalism and media 
students; sharing of 
skills and 
experiences. 

• Run competitions for 
female students. 

• Training of trainers. 

2010 
 
 
2010 and 
on going 
 
Immediate 
and on 
going 
 
 
Mid 2010 
 
Annually 
 
 
 
 
 
Twice a 
year 
 
 
 
 
 
Annually 
 
 
 
 
 
Ongoing 

• Media houses; 
GEMSA 

• Media training 
institutions 

• Media ethics 
Council of 
Zambia; 

• GL; 
• GEMSA 

 
 
 
 
 
 
 
 
 
 
 
 
 
 

• GL; GEMSA; 
Academic 
institutions; in-
house media 
training  

• Number 
of media 
houses that 
develop 
policies 
• Number 
of workshops 
to sensitise 
journalists and 
media 
management 
• Number 
of institutions 
that agree to 
mainstream 
gender in the 
curriculum 
• One 
summit per 
year; number 
of female 
students from 
the region; 
short course 
• More 
people taking 
part are 
women are 
encourage to 
take up 
challenging 
tasks 

• Gender-
sensitive policies 
that are in line with 
other instruments 
• Application 
of knowledge in 
decision making 
and taking 
assignments 
• Increased 
awareness on 
importance of 
gender balance in 
training and in the 
workplace 
• Female 
students taking up 
male dominated 
assignments 
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Key area Objective Activities Time 
frame 

Who Outputs Outcomes 

 2. Facilitate 
leadership training 
for women in 
media houses. 

• Training women in 
media 
management 

 
 
 

Annually • Sol Plaatje 
Institute, GL and 
media training 
institutions  

• 10 female 
journalists 
trained 
every year 

• Increased 
number of women 
in senior 
management and 
decision-making 
positions 

Research  Carry out follow up 
regional survey to 
gauge progress in 
achieving gender 
parity in media 
houses. 

• Undertake another 
regional survey to 
review progress on 
2009 report 

• Broaden sample of 
media house to 
include ZNBC, The 
Post, Times of 
Zambia, MUVI TV 
and the nine 
provincial community 
radio stations. 

2014   
 

• Gender Links 
• MISA 
• GEMSA 
• Media Houses 

 

1 regional 
report, 15 
Country 
reports 
 

• Progress or lack 
of it measured. 

• Comprehensive 
and credible 
findings. 
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Zimbabwe Glass Ceilings workshops  
 

First: 14 October 2009, Council Chambers Room, National University of Science and 
Technology (Nust), Bulawayo, Zimbabwe 

 
Second: 20 October 2009, Bronte Hotel, Harare, Zimbabwe 

 
 
 

 

 
 
 

Nust Vice-Chancellor Professor Lindela Ndlovu officially launches the Glass Ceilings 
report in Bulawayo, Zimbabwe. Photo by Colleen Lowe Morna. 
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Synopsis 
This report is a summary of proceedings at the launch of the Glass Ceilings: Women and 
Men in Southern Africa Media Zimbabwe report. In Zimbabwe four media houses with a 
total of 1 154 employees were covered.  
 
Two workshops were held – one in Bulawayo which coincided with the signing of a 
Memorandum of Understanding between GL and Nust and another in Harare where 
most of the media houses are based. The report combines the two workshops and 
outlines the proceedings and the programme of action developed by participants in 
response to the recommendations of the report. More than 49 participants attended the 
two workshops.  
 
Summary of key findings 
The key findings of the study in Zimbabwe include: 
• There are six times as many men as women in Zimbabwe media houses 

surveyed: Men constitute 87% of employees in the Zimbabwe media surveyed in 
this study – almost seven times the 13% women employees. The proportion of 
women in Zimbabwean newsrooms is much lower than the regional average of 41%. 

• Female representation varies among media houses: With 38% women, Radio 
Dialogue had the highest proportion of women, followed by Zimind Publishers (28%) 
and Zimpapers had the least proportion of women at 11%. 

• Women constitute more than a third of boards of directors: Women 
constitute 38% of those on boards of directors in the study, compared with 28% in 
the regional study. 

• But they barely feature in top management: Women occupy a very low (13%) 
proportion of top management in Zimbabwean media surveyed, lower that the 
regional average of 23%. 

• Women poorly represented in senior management: Women hold only a tenth 
of senior management positions in Zimbabwe media houses surveyed; lower than 
the regional average of 28%. 

• Men get better working deals: Men (82%) are more likely than women (18%) to 
be employed in full- time, open-ended contracts, compared to 42% women in the 
rest of the region.  

• Men dominate most departments in Zimbabwean media houses: Except for 
design (50%) and human resources (42%), men dominate all departments. The 
male domination is especially pronounced in editorial (83%), technical/IT and 
printing and distribution (100%). 

• Women are concentrated in the support departments: While women in 
Zimbabwean media houses are under-represented in most areas of work, they are 
found in higher proportions in support roles in areas considered “women’s work”. 
These include advertising and marketing (40%) and human resources (58%).  

• Fewer women in editorial departments than in the region: In Zimbabwe, 
only 17% in editorial departments in media houses are women. This is well below 
the regional average of 42%. 

• The gender division of labour is sharply defined: Male journalists dominate 
what are considered the hard beats, such as human rights (100%), sustainable 
development & environment (100%) and sport (92%). Women predominate in 
gender equality (100%), gender violence (100%) and religion (100%). 
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• Half of Zimbabwean media houses have gender-parity targets: Only 50% of 
media houses in the Zimbabwean sample could point to gender targets for ensuring 
gender equality. 

• Career pathing for women in Zimbabwean media houses not a priority: 
None of the media houses in Zimbabwe indicated they had strategies to fast-track 
women. But half the media houses said they had considered promoting women. This 
was lower that the regional average of 34%.  

• No effort being made to target good women candidates: None of the media 
houses in the Zimbabwean sample indicated they had a database of women 
candidates. In the regional sample 40% of the media houses have such a database,   
and a high proportion of media houses in the region target women specifically for 
jobs. 

• Paternity leave not an issue, but maternity leave a high priority: In the 
Zimbabwean sample, 75% of the media houses indicated they had maternity leave, 
lower than the regional average of 81%. But none offers paternity leave, compared 
to 33% in the regional study. The low commitment to paternity leave across the 
region perpetuates the stereotype that child rearing is a female responsibility. 

• Flexitime high on agenda, but child care not a priority: All the media houses 
in the Zimbabwean sample indicated they offered flexitime – higher than the 
regional average of 75%. But none of the media houses has child-care facilities, 
compared with 17% in the region. 

• Zimbabwean media have no gender policies, but want to develop them: 
None of the media houses in the Zimbabwean sample said they had gender policies, 
but 75% indicated they would want to develop one. Across the region, 16% of  
media houses said they had gender policies, and 68% said they would like to 
develop gender policies. 

 
Workshop process 
A full workshop programme is attached at Annex A. 
 
Welcome remarks  
In Bulawayo, Mr Felix Moyo, the Nust Communications Director, welcomed participants 
(See Annex B for participants list) to what he called an important meeting to discuss 
gender issues in the media. He added that most people are confused by the meaning of 
“gender” and that hopefully, the by the end of the launch and workshop, that confusion 
would be cleared. In Harare, GL Assistant Director, Media Research and Policy welcomed 
the participants. 
 
Presentation of findings 
Gender Links Assistant Director, Media Research and Policy, Dumisani Gandhi presented 
the findings in both workshops. The highlights of his presentations are summarised as 
follows: 
• Men outnumber women in media jobs in Zimbabwe. 
• At the regional level only two countries, South Africa and Lesotho have achieved 

parity but under a given context. 
• At 13% women in media houses, Zimbabwe had the least proportion of women in 

the media compared to the regional average of 41%. 
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• There are fewer women in decision making positions in Zimbabwe media like boards 
of directors, senior management and top management; only Radio Dialogue had 
50% women in the board. 

• Women hit the glass ceiling in media at senior management level. 
• Men dominate editorial, production and technical departments while women are in 

support departments. 
• Women media practitioners dominating “soft” beats (gender equality; gender 

violence; health) while men dominate the hard beats (investigative/in depth 
reporting; politics; sport). 

• Sexual harassment is still an issue in the media – both Zimbabwe and the region in 
general. 

• There are gender sensitive men who give equal opportunities to women to excel in 
their chosen beat. 

• Media houses have no specific targets and practices like fast tracking; promotion etc 
for achieving gender parity in newsrooms. 

 
Panel discussion 
After the presentation of findings the panellists responded as follows: 
Lifaqane Nare, International Federation of Journalists (IFJ) 
• She commended Gender Links for undertaking the Glass Ceilings research and 

especially that the report goes beyond content which is what concerns most 
researchers. 

• She said it is important that the research looks at power relations within the media 
and as unionists, their concern was with career pathing within newsrooms. 

• From a labour rights perspective, she argued that it should not be an issue that 
women cannot work long hours. Why should anyone, including men, work 15 hours 
in the newsroom? 

• She also flagged the issue of sexual harassment saying the language that is used in 
media houses and the issue of enforcing a dress code for women are things that 
discourage women from coming to newsrooms. She also added that some colleagues 
and sources request sexual favours before they can help female media practitioners. 

• Lifaqane said unions should work to create good working relations so that all can 
give their best at the work place. 

• Lifaqane also took up the issue about the existence of an “old boys’ network” and no 
matter how hard women work, “beer is a password”. This results in lack of capacity 
for women. 

• She argued that the media has its roots in rights and should therefore be inward 
looking. 
 

Sikhangele Ngwenya, ZBC Montrose Studios Producer 
• After reading the book, she said she had questions.  
• What is it that women want? 
• Women are born as natural leaders starting from the home 
• How do we define sexual harassment? 
• She said women were their own worst enemies when they behave like “cry babies” 
• Sikhangele said this whole starts with culture and is about values. It is the fault of 

culture and that culture must be dismantled first. 
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Thabani Mpofu, Chronicle Managing Editor 
• Commended GL for doing the study and urged media managers to take action to 

address the gender inequalities in the newsrooms. 
• He said more attention should be given to men in the media houses to make them 

understand the importance of gender in media. 
• Media organisations must create conducive environments for female journalists in 

the newsrooms. 
• Need for policies to address gender inequalities. 
 
Phyllis Kachere, Sunday Mail 
Phyllis selected several issues in the report and commented as follows: 
• She noted that it would have been important to have editors and media managers 

who make the decisions within media houses at the workshop. 
• With respect to the report itself, Phyllis highlighted the issue on recruitment policies 

for senior staff on page 34 of the Zimbabwe report. To her knowledge, she said 
senior positions are not advertised. Whenever they are advertised, it would just be a 
formality to just confirm candidates who the media houses head hunted already. 

• Phyllis also lamented the fact that interns who join the newsrooms are subjected to 
sexual harassment. There is a belief that they have to “please” the bosses, who 
almost always likely to be male. Such “pleasing” includes giving sexual favours to 
these men. However, the interns do not earn respect through it and the promises 
are not met. 

• Men are more secure in their positions. For example as deputy editor, she said she 
gives input into what goes into the paper. But she may soon be promoted to the 
position of Investigations Editor which position takes her away from decisions related 
to content. 
 

Tendai Hildegarda Manzvanzvike, The Herald  
• Tendai agreed with the findings of the report with respect to the issue of men being 

taken more seriously in newsrooms. As a result, because of the male domination 
translates to the domination of male sources within newsrooms. 

• She also said sexual harassment is real in newsrooms and media houses. She said 
there are many female interns coming in during their training but once they 
graduate they are never seen back in the newsrooms. 

• She concurred with the findings on the existence of the old boys’ network in the 
media. This she argued is evidenced by the male, top heavy composition of media 
houses and newsrooms. The men who are at the top are the ones calling the shorts. 
 

Njabulo Ncube, Financial Gazette 
• Njabulo Ncube’s contribution was simply that things have gotten worse at the 

Financial Gazette since the Glass Ceilings research was conducted. He indicated that 
Deputy Editor in Chief, Edna Machirori had since moved to greener pastures. All staff 
at Financial Gazette including the receptionist, a position that is normally occupied by 
women, and the board are male. The only woman is an intern. 

• However, Njabulo said the Financial Gazette has a history of producing women who 
have risen to the top of the profession. At the moment, the paper is just going 
through a phase where there are no female employees. 
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• He also reassured students from the Harare Polytechnic that they were welcome to 
the newsroom even though conditions are difficult. 

 
Discussion 
Participants highlighted the issue of sexual harassment as a key deterrent for women 
entering the media sector especially in the newsroom. They said that sexual harassment 
policies exist in some media houses but they are not effective. So there is need for such 
media houses to commit to existing policies. 
 
Participants also suggested that awareness programme should also be targeted at 
journalism students in tertiary institutions so that they know what sexual harassment is 
including the legal provisions in Zimbabwe’s Labour Relations Act. Such awareness 
programmes should ensure that women media practitioners are aware of what sexual 
harassment is and what recourse they have in the event that they find themselves victim 
to such violations. 
 
Way forward 
There were group discussions and presentations. Participants came up with a 
programme of action which is attached at Annex C. 
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Signing of Memorandum of  
Understanding between NUST 
and GL 
 
Nust Vice-Chancellor, Professor 
Lindela Roland Ndlovu gave a 
keynote address and spoke about the 
importance of the MOU. He said it 
was in line with two of Nust’s key 
strategic areas, relating to the 
creation and substance of an 
environment conducive to learning 
and training and to mainstream 
gender into all the university’s 
programmes. The Vice-Chancellor 
said the MOU would also advance 
production and advancement of 
knowledge. 

 
Vote of thanks 
Nust bursar gave a vote of thanks and highlighted the following: 
• Thanked the Executive Director of Gender Links, Colleen Lowe Morna and her staff 

for choosing NUST as a partner. This shows the amount of trust and confidence that 
Gender Links has in Nust and I can say with absolute confidence and certainty, 
Madam, that your trust is not misplaced.  Let the signing of this MOU be the 
beginning of future interaction that will transform and enrich our communities and in 
turn this region. 

• Nust is pursuing the issue of Gender equity at this University. Two or three years 
ago, the university started implementing the SADC Protocol on Gender and 
Development in the Student Admission Policy, long before the policy came into force. 

• Greatest challenge is in staffing where the institution still falls short as evidenced by 
the gender distribution at the Workshop. 

GL Executive Director, Colleen Lowe Morna 
and Nust Vice-Chancellor, Professor Lindela 
Ndlovu sign an MOU. Photo by Dumisani 
Gandhi. 
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• Discussions and resolutions emanating from the workshop should be taken seriously 
by all concerned so that they form the basis for a positive change of attitudes in 
terms of the SADC Protocol on Gender and Development, not just in the Media 
Houses but at the workplace in the SADC Region. 

The full speech is attached at Annex D. 
 
Evaluations 
The table below summarises the evaluations made by participants.  
 
Table One: Summary of workshop evaluation 
 
 Excellent Good Fair Poor Very Poor 
Programme Design 13 18 0   
Programme Content 16 13 2   
Documentation  16 14 2   
Facilitation 12 18 1   
Group Work 6 18 3   
Outputs  2 18 3   
Outcomes and Follow ups 3 21 1   
Learning Opportunity 22 10 1   
Networking Opportunity 20 10 1   
Administrative Arrangements 13 15 2   
Total 123 155 16   
 
Most participants rated the workshop as excellent, good and fair. This means that the 
workshop was well organised.      
 
Comments in the evaluations 
 
Sessions found to be most useful  
• The key research findings of the Glass Ceilings study – it provided useful and new 

data in the study of women and men in the media. It generated a lot of interesting 
debate from participants. 

• Presentation and group work. Very educative; an eye-opener, very relevant and 
quite informative. Group work because it was hands-on discussions. 

• Both sessions. Morning session was a learning curve in terms of results from the 
research. Afternoon session was very interactive. 

• Presentation of the research results. It spelt the gaps in Zimbabwe media houses 
very clearly. 

• Responses were thought-provoking. Encouraging comments by VC/Colleen and of 
course MOU signing. Group work allowed cross fertilization. 

• Programme content, although accurately researched it has my mind rolling and 
wanting to do something about it. 

 
Sessions found to be least useful 
• MOU – was specific to GL and Nust so wasn’t very useful to the rest of the 

participants. 
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• I enjoyed all the sessions presented because they were useful as they equally relate 
to gender issues. 

• None because the content was almost up to standard. 
• Responses. 
 
How participants will apply what they gained from the workshop  
• In the generation of stories; Reporting on the disparities in newsrooms with a view 

of raising awareness. 
• Thinking along the lines of coming up with television programmes; it could be reality 

shows or documentaries. 
• Arguments for the need for change in newsroom and union gender practices. 
• Policy development. 
• Consider gender issues when doing my radio programmes. 
• Through improving my individual research and knowledge with students in class. 
• Will definitely add the publication (research report) to recommended reading list. 
• This will help in my programme which I am co-producing with an independent 

producer. The programme is entitled “Voices unheard”. The outcry of women, 
children – which is already with the viewing committee. This programme touches on 
“gender”. It encompasses all issues that negatively impact on women and children 
including laws and policies that need to be redressed in favour of women and 
children 

• Share findings with family and friends and would encourage students that I teach to 
take up research with gender components. 

• I work in the counselling section of the university and I feel with the information 
gained from the workshop, I would strengthen material base of the office 
requirements as the counselling section is still in its beginning stages. Therefore 
gender mainstreaming into this section would be of great values to NUST. 

• In budgeting and project proposal inclusion of gender issues.  
• Career guidance in faculty of other disciplines. 
 
Any other comments 
• Women are their worst enemies. 
• Gender issue is not only a regional problem; it is even a first world problem. it must 

be tackled wisely. 
• Gender Links doing quite a good job in so far as gender awareness is concerned and 

I would think that its wide network and through more partnerships with all 
stakeholders concerned, then the effort could be worthwhile. 

• A very useful workshop, it was time well spent. 
• The MOU should be the beginning of further links in issues pertaining to gender. 

Identified staff from NUST should also come up with researchable gender topics and 
conduct researches even on collaborated basis. 

• I would like to be networked with other universities working on the Glass Ceiling 
programmes so that gender mainstreaming is achieved in higher and tertiary 
institutions. 

• Research document has a number of errors that need correcting. For example, 
Thabani Mpofu is not the editor of Sunday News. The picture at the back page is not 
for Zim Ind journalist but that of reporters for The Chronicle. Edna Machirori has 
been deputy editor-in-chief of Financial Gazette. Hama Saburi has been acting 
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editor-in-chief of Fingaz until recently. There have been more female editors than 
Machirori and Nyathi as presented in the document. New Ziana has a female editor-
in-chief; Umthunywa had a female editor-in-chief and now has a female editor. 

• Thank you for the workshop. It was useful in raising issues that affect gender in 
general and related issues. 

• Can Gender Links come up with stories/reality stories so that our silent community 
can identify with and encourage women to stand up and this can only be possible 
when you see other women’s problems. Silence does not mean the absence of 
sound. 

 
 
 
Newsroom visits 
 
ZimInd Publishers (The Standard) 
The editor, Davison Maruziva and the Zimind Publishers human resources manager met 
the programme manager and GL board member, Pat Made. The meeting focused on 
how to take the findings of the Glass Ceilings report forward. The organisations 
expressed interest in developing a gender policy and wanted to know how to go about 
it. Pat Made gave them the Diversity in Action Handbook to provide guideline for the 
process of developing a gender policy and offered her expertise whenever required to 
help take the process forward. 
 
The Herald 
The programme manager met with William Chikoto, the editor of The Sunday Mail and 
invited him to attend the Glass Ceilings launch and workshop. However, he selected to 
send a reporter to the workshop. Mr Chikoto agreed with some of the key findings of the 
report especially with respect to the low representation of women in newsrooms. He 
said it was worse at The Herald compared to The Sunday Mail where he had been 
stationed before he moved to his current position. 
 
He acknowledged that female interns come in almost equal numbers with males but 
after training fewer women make it to the newsroom. He identified some of the causes 
for this as the many tasks that women are expected to carry out as homemakers. He 
also cited the fact that the journalism profession requires working odd hours which 
affects many women. He gave an example of the Business Editor at The Herald, who is 
female and sometimes has to bring her kids to the office from school so that she finishes 
her work before going home.   
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ANNEX A: Workshop Programme  
The programme structure was the same for both workshops. The following is the 
programme for the Bulawayo workshop. 

 
TIME TOPIC WHO 
8h30 – 9h00 Registration DG 
9h00 – 9h10 Welcome, introductions  Kathy Matsika  
09h10 – 09h20 Keynote address and MOU Vice Chancellor 
09h20 – 09h30 Collaboration between GL and NUST GL Executive Director 
09h30 – 10h00 Signing of MOU NUST/GL 
Key research findings of the Glass Ceiling study 
10h00 – 10h30 Presenting the Southern African Glass Ceiling 

findings 
CLM/DG 

10h30 – 10h50 TEA  
10h50 - 11h10 Responses: (5-10 minute responses) 

• Thabani Mpofu, The Chronicle Managing 
Editor 

• Lifaqane Nare, IFJ 
• Sikhangele Ngwenya, ZBC Bulawayo 

Chair: Prof. Yogi Naik 

11h10 – 11h40 Questions and answers  
11h40 -13h00  Group work on findings:  
 Advocacy: publicising the research across the 

region 
Lifaqane Nare, IFJ 

 Further research: what additional needs to be 
done and how can this be managed 

Sibongile Mpofu, NUST 

 Policy: what key policy interventions need to 
be implemented in the media 

Dumisani Gandhi, GL 

 Training: what key training interventions are 
required to increase the proportion of women 
specifically in senior management positions  

Dr. Lawton Hikwa, NUST 

13:00-14:00 LUNCH 
14:00 – 15:00 Report back Dumisani Gandhi 
15h00 – 15h20 Closure  
16h00 TEA  
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ANNEX B: Workshop Participants list 
 
NAME SEX ORGANISATION PHONE EMAIL 

Bulawayo workshop 

Nduduzo Tshuma M The Chronicle 
0912749143/01134547
9 ndutsa@yahoo.co.uk 

Fortunate Muzarabani M The Chronicle 0912396256 formza@yahoo.co.uk 
L. Nkiwane F NUST +2632842 Ext 2100 lnkiwane@nust.ac.zw 
L. Mangena M ZBC +0913394666 leemangena@yahoo.com 
Josephine Mugiyo F ZBC News 0912375289 josieprim@gmail.com 
Colleta Gwatiringa F NUST +2639282842 Ext 2098 cgwatiringa@nust.ac.zw 
Dr. C. T. Parekh M NUST +263 9 282 842 ctparekh@nust.ac.zw 
R. Phiri M NUST 011211804 rphiri@nust.ac.zw 

C.C. Banda M NUST 011 213 859 ccbanda@nust.ac.zw 
Sanele Njini F Radio Dialogue 0913535150 Sanele88@yahoo.com 
A. Ncube M NUST 011 374 408 ancube@nust.ac.zw 
Mambo Paul M Sunday News 023 021 329 pmambo@sundaynews.co.zw 
Kawame E. F NUST 0912 896 521 ekawame@nust.ac.zw 

Hikwa, L. M NUST 011 648 028 lhikwa@nust.ac.zw 

Mpofu T M NUST/The Chronicle 011 877 426 thabani@chronicle.co.zw 
Maisiri, E.  F NUST 0912 120 647 emaisiri@nust.ac.zw 

Bobo, N. N. T. F NUST 
011918101/091211446
7 nntbobo@nust.ac.zw 

Mhlanga, F. F. M NUST 0919 919 770 Fmhlanga@nust.ac.zw 
Mtetwa F. G. M NUST 0912 963 465 emtetwa@nust.ac.zw 
Naik Y. S M NUST 023 255 245 yoginaik@nust.ac.zw 

Ndiweni, N. F NUST 
+263 9 282 842 Ext 
2552 nndiweni@nust.ac.zw 

Felix F. Moyo M NUST 
+263 9286670 
011206634 ffmoyo@nust.ac.zw 
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NAME SEX ORGANISATION PHONE EMAIL 
Dube, C. F NUST 023 892 470 Cdube2022@nust.ac.zw 

Mpofu, S. F NUST 
+263 9 282 842 Ext 
2122 Smpofu1727@nust.ac.zw 

Bako, C. F NUST 0912367592 cbako@nust.ac.zw 
Makoni, P. M NUST 0913 710 801 Pmakoni1968@nust.ac.zw 
Mhlanga, S. M FIT-NUST 0912 250918 Smhlanga126@gmail.com/ 

Harare Workshop 

Bikwa Ruth F Girl Child Network +263 912 288 254 rubikwa@yahoo.com 
Buhlebenkosi Moyo F Media Alliance of Zimbabwe +263 4 776165 maz@misazim.co.zw 
Sandra Mujokoro F MMPZ +263 4 7411 816 Sandra@mmpz.org.zw 
Angeline Chasumba F Women’s Coalition +263 913 652 352 achasdumba@yahoo.com 
Maggie Mzamara F UNESCO +263 4 776 775-9 m.mzamara@unesco.org 
Innocent Machabe M Classyright Business Consultancy +263 912 238 183 imachabe@yahoo.co.uk 

Reyhana Masters F 
Humanitarian Information 
Facilitation Centre +263 11 601901 zimmasala@yahoo.com 

Fazila Mahomed F VOA +263 912 333 267 Fazilam55@gmail.com 
Precious Zhou F MMPZ +263 912 353 275 precious@mmpz.org.zw 
Phyllis Kachere F The Sunday Mail +263 912 888 834 Chibhebi2001@yahoo.com 
Tendai H. Manzvanzvike F The Herald +263 23 682 357 Tendaimanzvanzvike@zimpapers.co.zw 

Obadiah Nyakadzombo M DAPP Hope +263 913 558 260  

Gift Nyikadzino M Harare Polytechnic +263 913 506 282  

Perina Chitubura F Harare Polytechnic +263 913 894 770 perinac@yahoo.co.uk 

Xolisani Ncube M Harare Polytechnic +263 913 301 537 Xolisani87@yahoo.com 
Moyo Only M Harare Polytechnic +263 913 408 247 jahman@afritechno.com 
Moyo Obey M Harare Polytechnic +263 913 390 295 moyoz@afritechno.com 
Nomaqhawe Moyo F MMPZ +263 912 312 793 nomaqhawe@mmpz.org.za 
Koliwe Nyoni F MISA-Zimbabwe +263 4 776 165 Koliwe@misazim.co.zw 
Karen C. Ncube F Harare Polytechnic +263 912 977 496 karencube@gmail.com 
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NAME SEX ORGANISATION PHONE EMAIL 
Tariro Mufundisi F Harare Polytechnic +263 912 463 542 Tarry.mufundisi@gamail .com 
Latwell Nyangu M Harare Polytechnic +263 23 840 515 nyangalatwell@yahoo.com 

 
 
 
ANNEX C: Programme of Action 
 

Key area Objective Activities Time frame Who Outputs Outcomes 
1. To raise 
awareness and 
forge strategies 
at regional and 
national level. 

Widely disseminate 
the report.  

Immediately 
and ongoing 

• Media, 
• Libraries 
• Gender Links  
• Training schools 
• ZWLA;  
• ZWRCN  
• Media Alliance of 

Zimbabwe (MAZ); 
Two editors’ forums

• Stories in 
press 

• Debates on 
issue 

• Improvement in 
gender awareness. 

• Improved work 
conditions for 
women and men. 

2. To network 
with key 
stakeholders – 
editors’ forums; 
media unions and 
media 
development 
NGOs for 
advocacy and 
lobbying around 
the SADC gender 
Protocol. 

Hold  key stake holder 
meetings with the 
following groups: 
Editors’ forums; Media 
Unions/Press Clubs; 
Regional media NGOs 

Ongoing • IFJ 
• Gender Links 
• Editors’ forums; 

Media Unions 
• Press Clubs 
• Regional media  
• NGOs 

• Number of 
meetings with 
unions in the 
region 

• Reports  

Improved and 
enhanced work in the 
media. 

Advocacy 

3. Promote 
best practices 

Holding annual media 
awards to promote 

Annually • Gender Links,  
• Media houses 

• Annual awards 
ceremonies held 

• Improvement in the 
working conditions in 
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Key area Objective Activities Time frame Who Outputs Outcomes 
through media 
awards for best 
performing media 
houses. 

best practices. and best 
practices show 
cased. 
• Press releases. 
• Media stories 

media houses. 
• Improved awareness 

of the SADC Protocol 
on Gender and 
Development. 

 

4. Institute 
mentoring 
programmes 
for promising 
women media 
practitioners. 

Organise mentoring 
programmes 

On going • Gender Links 
• Senior and 

experienced 
editors 

• Number of 
mentors and 
mentees 

• Improved gender 
sensitivity in media 
houses 

• More assertive and 
gender aware 
women media 
practitioners 

1. Provide support 
to media houses 
in developing or 
improving 
existing gender 
policies as a way 
of addressing 
gender 
inequalities in 
media houses. 

Work with media 
houses that indicated 
interest in developing 
gender policies to 
draft such policies. 

November 
2009 to 
March 2010 

• Gender Links;  
• Media houses;  
• Media regulatory 

bodies 

• Workshops 
reports, 

• Draft gender 
policies 

• Gender 
mainstreamed into 
activities of media 
houses. 

• Gender sensitive 
media work 
environment. 

2. Ensure 
functioning 
sexual 
harassment 
policies in all 
media houses 

Develop sexual 
harassment policies at 
the same time as 
gender policies are 
rolled out in media 
houses. 

November 
2009 to 
March 2010 

• Gender Links;  
• Media houses;  
• Media regulatory 

bodies 

• Workshop 
reports; 
• Draft or revised 
sexual 
harassment 
policies 
• Gender sensitive  
codes of ethics 

• Reduced cases of 
sexual harassment 
reported. 

• Friendly working 
environment for 
women and men. 

Policy 

3. Developing Ensure that gender November • Gender Links;  • Work plans with • Policies effectively 
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Key area Objective Activities Time frame Who Outputs Outcomes 
 M and E tools to 

ensure effective 
implementation 
of policies. 

policies and sexual 
harassment policies 
developed are 
implemented. 

2009 to 
March 2010 

• Media houses targets and 
responsibilities 
accompanying 
the policies. 

implemented 
• Clear 

responsibilities and 
targets 

1. To develop 
training 
programmes to 
build the capacity 
to manage 
mainstreaming 
gender at the 
work place and in 
editorial content. 

• Mainstream gender 
into curriculum at 
tertiary level 

• Career guidance in 
secondary schools 

• Gender awareness 
campaigns 

Every 
academic 
year 

• Nust departmental 
chairpersons 

• Schools liaison 
committee and 
Career Guidance 
Committee 

• Media houses and 
other stakeholders 

• Gender sensitive 
graduates 

• Better informed 
students about 
career 

• Reports on 
events and 
meetings, press 
releases 

• Improved gender 
representation at all 
levels 

• Increased female 
enrolment in media 
studies 

• Gender sensitive 
media professionals 

• Gender conscious 
society. 

Training 

2. Facilitate 
leadership 
training for 
women in media 
houses. 

Capacity building 
workshops to those in 
the profession. 

• Quarterly • Media managers  
• Editors;  
• Departmental 

chairpersons 
• Gender Links 

Number of training 
events and 
beneficiaries 

• Empowered media 
professionals 

• Gender balance at 
all levels 
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Key area Objective Activities Time frame Who Outputs Outcomes 
Research  1. Carry out 

follow up regional 
survey to gauge 
progress in 
achieving gender 
parity in media 
houses. 

• Conduct research 
outside SADC for 
comparative 
analysis. 

• Further research on 
psycho-social impact 
of working in media. 
Follow up on those 
people that left the 
newsroom; students 
on why they do not 
want to work in the 
newsroom. 

• 1 year (no 
specific 
indications 
when this 
can start) 

• 2 years (no 
specific 
indications 
when this 
can start)   

• Gender Links  
• NUST 

• Publications 
• Field trips 
• Reports 
• Workshops 

 

• Improved working 
environment in 
newsrooms. 

• More women 
journalists in 
newsrooms. 

• New strategies and 
interventions 
developed. 
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Annex D: Speech by Nust Bursar  

• Acknowledge presence of: 
• Vice-Chancellor of the National University of Science and Technology, Professor 

Lindela Ndlovu 
• Executive Director of Gender Links, Colleen Lowe Morna 
• Manager of Gender and Media Diversity Centre, Jennifer E Lewis 
• Assistant Director of Gender Links responsible for Media Research & Policy  – Mr  

Dumisani Gandhi 
• Principal Officers at NUST & their Deputies 
• Deans of Faculties, here present 
• Directors of various Units from within & Outside NUST 
• Representatives of Media Houses, here present 
• Members of the Organising Committee on Gender Links 
• Chairpersons of Departments, here present 
• Invited Guests  
• Fellow Academics & Colleagues, here present 
• Ladies & Gentlemen 

 
On behalf of the National University of Science & Technology, I would like to thank you 
all for gracing this occasion. Your attendance at this Workshop is greatly appreciated. 
 
I am informed that participants are drawn from within and outside NUST and attendance 
is “free”, courtesy of Gender Links to whom we are most grateful for sponsorship.  
 
Special thanks go to the Executive Director of Gender Links Ms Colleen Lowe Morna and 
her staff for choosing NUST as a partner.  The field was wide. There are ten other 
Universities from which Gender Links could have chosen a partner, but having done their 
homework they settled for NUST. This shows the amount of trust and confidence that 
Gender Links has in Nust and I can say with absolute confidence and certainty, Madam, 
that your trust is not misplaced.  Let the signing of this MOU be the beginning of future 
interaction that will transform and enrich our communities and in turn this region.  
 
The issue of gender equity at the workplace cannot be over emphasised. SADC Member 
States realised this disparity and accordingly adopted the Protocol on Gender and 
Development in August 2008. We are pursuing the issue of Gender equity at this 
University. Two or three years ago, as a University, we started implementing the SADC 
Protocol on Gender and Development in our Student Admission Policy, long before the 
policy came into force. The aim was/is to reach a student ratio of 50:50 by 2010. While 
this may have seemed to be too ambitious at the time, our enrolment statistics is not 
too far from realising that target.  
 
Our greatest challenge, however, is in staffing where we still fall short as evidenced by 
the gender distribution at this Workshop. We are hopeful, though, that by the SADC 
Protocol target date of 2015 NUST will be amongst the SADC institutions that will pride 
themselves for having achieved that target of 50:50, not only at the enrolment level but 
at staffing levels as well.  
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Special thanks go to the Faculty of Communication & Information Science & the Library 
for hosting the Workshop, the Organising Committee & those of our colleagues who 
have been working tirelessly behind the scenes to make this Workshop the success story 
that it has turned out to be. To you, I say thank you. 
 
I would also like to extend our vote of thanks to the local & International Media Houses 
for sending representatives to share with us the proceedings of this Workshop.  
 
Last but not least, I would want to thank the Resource persons/presenters & the MC for 
a job well-done. 
 
It is my sincere hope that discussions and resolutions emanating from this Workshop will 
be taken seriously by all concerned so that they form the basis for a positive change of 
attitudes in terms of the SADC Protocol on Gender and Development, not just in the 
Media Houses but at the workplace in the SADC Region. That noble objective begins 
with you and me.  
 
To all of you I say Thank you 

With those few words, I declare the Workshop closed. 
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Glass Ceilings Action Plan 

Advocacy 
Objectives Activities Implications 
1. To publicise the findings 

of Glass Ceilings. 
• Hold workshops at national level. 
• Newsrooms visits and engagement 

to give buy-ins to gender policies. 
• Engage media regulators to include 

gender in statutes.  

Need to come up with strategies to further publicise findings beyond 
launch workshops.  

2. To forge alliances 
with editors’ forums; media 
unions; media development 
NGOs; media regulators for 
advocacy and lobbying 
around the SADC Gender 
and Development Protocol. 

• Workshops, consultative meetings 
to network. 

• Roundtable discussions 
• Road shows  

Need for strong alliances with policy makers in the media industry to 
encourage media houses to develop and implement gender policies. 
GL to identify and work with media councils and regulators. 

3. Recognise best practices 
through media awards. 

• To hold Gender and Media awards 
both at national and regional 
levels. 

• To recognise best media 
institutional practices.  

Need to review gender and media awards – consult on holding 
national awards, involve other stakeholders like training institutions 
and industry. 

4. To raise confidence of 
women media 
practitioners. 

• To profile high performing women 
journalists. 

• To hold motivational talk shows 
and workshops.  

Use the Opinion and Commentary services to profile women leaders 
in media houses; publish I Stories from women journalists’ 
experiences of working in newsrooms. 

Policy 

1. To assist media houses 
develop or improve 

• Identify media houses to work 
with. 

GL to identify more media houses for developing gender policies. Use 
its links with media regulators to encourage media houses to give 
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Advocacy 
Objectives Activities Implications 

existing gender policies to 
address gender 
inequalities. 

• Carry out a situational analysis on 
existing policies. 

buy ins. Set up monitoring structures to assess impact of policy 
implement. 

2. To assist media houses 
develop and implement 
sexual harassment 
policies. 

• Ensure media houses have stand 
alone sexual harassment policies. 

• Hold workshop seminars 
• Introduce debates on sexual 

harassment. 
3. Analyse recruitment 

policies. 
• Look at recruitment patterns in 

media houses and analyse 
recruitment policies. 

For media houses who are not comfortable with developing complete 
gender policies, there should be an option for them to policies for 
specific areas like sexual harassment and recruitment policies.   

4. Develop monitoring and 
evaluation tools to ensure 
effective implementation 
of gender policies. 

• Ensure media houses have action 
plans for implementing their 
policies. 

• Collaborate with media houses to 
develop self-monitoring tools for 
editorial content and institutional 
composition. 

Need to set up structures to monitor implementation to review 
progress ahead of the 2015 target.  

Research 
1. To check progress in 

achieving gender parity in 
media houses. 

• To carry out follow up research to 
Glass Ceilings. 

• To include more media houses in 
the research. 

• Follow up where training was 
provided. 

GL must carry out a follow up research study to Glass Ceilings after 
assisting media houses develop gender policies and media training 
institutions to mainstream gender in their curriculum. The follow up 
research study should be done by 2015. 
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Advocacy 
Objectives Activities Implications 
2. To assess gender 

representation in media 
training institutions at all 
levels. 

• To carry out research on gender 
representation at media training 
institutions. 

 

Training 
1.To develop training 
programmes to develop the 
capacity of media managers 
to mainstream gender at the 
work place and in editorial 
content. 

• Hold workshop seminars 
• Collaborate with training 

institutions to mainstream gender 
in the curriculum. 

2.Facilitate leadership 
training for women in media 
houses. 

• Develop specific training sessions 
targeted at women journalists for 
beats that are dominated by men. 

Identify training institutions to assist in mainstreaming gender in 
their curriculum as well as introducing short courses on gender for 
media managers. 
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Botswana 
 

Key area Objective Activities Time 
frame 

Who Outputs Outcomes 

5. To raise awareness on the 
findings of Glass Ceilings 
and forge strategies at 
regional and national 
level. 

• Workshops at national level; 
• Political parties raise 

awareness on gender and 
political issues; 

• Civil society organisations 
should come up with more 
position papers on issues in 
the SADC protocol;  

• More grass roots level training 

2 years • Media houses 
• Editors 
• GEMSA 

 

• Schedule of 
meetings 

• Workshop 
reports 

• Glass Ceiling 
reports 

• Draft gender 
policies 

• Media give 
buy-ins to 
gender 
policies 

• Gender 
aware 
media 
practitioners  

Advocacy 

6. To network with key 
stakeholders – editors’ 
forums; media unions and 
media development NGOs 
for advocacy and lobbying 
around the SADC Gender 
and Development 
Protocol.  

• Workshops and consultative 
meetings to network; 

• Hold seminars with the key 
stakeholders and journalists 
to publicise the SADC 
protocol which is still 
unknown. 

1 year 
 
 
2 years 

• Media houses; 
• NGO’s,  
• MISA, 
• BOMWA 

 
 
 

• Schedule of 
meetings 

• Workshops, 
seminar 
reports 

• MOUs 

• Strong 
partnerships 

• SADC 
protocol 
known by 
media 

 7. To identify and recognise 
gender aware reporting 
and best practices 
through gender and 
media awards. 

• To hold gender and media 
awards for media houses 
and journalists. 

Annually • Media houses 
• Journalists 
• Media unions 
• GL and partner 

NGOs 

• Profiles of 
best 
practices 

• Best gender 
aware stories 

• Gender 
aware 
journalists 

• Gender 
sensitive 
media 
institutions 
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Key area Objective Activities Time 
frame 

Who Outputs Outcomes 

 8. Raise confidence level of 
women media 
practitioners. 

• To profile high performing 
women journalists. 

• To hold motivational talk 
shows and workshops. 

Ongoing • Union of 
journalists 

• GEMSA 
• MISA 
• Media Houses 

• Profiles of 
high 
performers 

• Schedule of 
workshops 

• Increased 
number of 
women 
journalists 

Research  Carry out follow up regional 
survey to gauge process in 
achieving gender parity in 
media houses. 

• Target and engage 
University of Botswana and 
media houses. 

Two 
months 

• University 
students 

• Journalists 

• Research 
report 

• Findings 
of the 
study 

3. To assist media houses 
develop or improve 
existing gender policies to 
address gender 
inequalities. 

• Identify media houses to 
work with. 

• Carry out a situational 
analysis on existing 
policies. 

After 
elections 
(2009) 

• Gender Links 
• Media houses 

• Draft gender 
policies 
 

Gender 
sensitive 
media 
institutions 

Policy  

4. To assist media houses 
develop and implement 
sexual harassment 
policies. 

• Carry out situational 
analysis. 

• Train and educate 
employees on sexual 
harassment policies. 

Ongoing • Consultants 
• Media houses 

• Draft sexual 
harassment 
policies 
 

• Improved 
working 
environment 
in 
newsrooms 

5. To develop training 
programmes to build the 
capacity of media 
managers to  mainstream 
gender at the work place 
and in editorial content. 

• Hold workshop seminars. 
• Introduce debates in 

newsrooms. 
• Training camps 

Annually • Staff • Training tools 
• Workshop 

reports 

• Gender 
aware 
employees 

• Gender 
balanced 
newsrooms 

Training 

6. Facilitate leadership 
training for women in 
media houses. 

• Mentorship programmes. 
• Exchange programmes to 

give women exposure. 
• Sending women to 

leadership courses at 

Ongoing • Women 
employees in 
media houses 

• Media training 
institutions 

• Exchange 
programmes 

• Leadership 
training kits 

• More 
women in 
leadership 
positions 
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Key area Objective Activities Time 
frame 

Who Outputs Outcomes 

relevant training 
institutions. 

• Consultants  

7. Produce gender sensitive 
media practitioners. 

• Mainstream gender in the 
curriculum. 

• Introduce gender courses 
at tertiary institutions. 

Ongoing  • Media students 
• Media trainers 

• Journalism 
curriculum 

• Gender 
courses 

• Gender 
aware 
graduates. 

• Gender 
sensitive 
media 
training 
institutions 

 

8. Sensitise staff on gender 
issues. 

• Hold regular meetings on 
gender issues at the 
workplace. 

Ongoing  • All employees • Gender 
policies. 

• Gender 
sensitive 
staff. 
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Malawi 
 

Key area Objective Activities Time 
frame 

Who Outputs Outcomes 

4. To raise 
awareness 
among media 
practitioners. 

• To distribute the Glass 
Ceilings report findings 
directly to media 
managers. 

2009-2010 GL facilitator  • Feedback from 
media managers 

• Reports of 
meetings 

• Broad-based buy-
in to gender 
policies 

• Gender sensitive 
media managers 

• Gender balanced 
media houses 

5. To forge 
strategies at 
regional and 
national level. 

• To hold meetings with 
unions of journalist; 
media regulators, MISA, 
other stakeholders. 

Ongoing  • MISA 
• GL 
• Unions of 

journalist 
• Media 

regulators 

• MOUs 
• Reports of 

meetings 

• Gender sensitive 
media 
practitioners 

Advocacy 

6. Promote best 
practices 
through media 
awards for best 
performing 
media houses. 

• To hold awards for best 
practices and good 
gender reporting. 

Annually • Media 
Council of 
Malawi 

• Media 
houses 

• Stakeholders

• Annual media 
awards 

• Media coverage 
• Profiles of best 

practices 

• Media uphold high 
ethical standards in 
reporting gender 

• Increased gender 
reporting 

• Gender sensitive 
media houses 

Policy 2. Assist media 
houses develop 
or improve 
existing gender 
policies. 

• Identify and training 
media houses to draft 
gender policies that have 
clauses that include 
sexual harassment in the 
newsroom and 

2009 – 
2014 

• Media 
houses 

• Media 
Council of 
Malawi 

• Gender 

• Workshop reports 
• Draft gender 

policies 

• Gender 
mainstreamed 
into work of 
media houses 

• Gender balanced 
media houses. 
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Key area Objective Activities Time 
frame 

Who Outputs Outcomes 

empowerment of women. Links  
5. Gender sensitisation 

training for 
managers/editors and 
senior executives 

On going • Editors’ 
forum 

• Media 
practitioners 
• Gender 

Links 
• GEMSA 
• MISA 

• Training tools 
• Workshop reports 

Gender sensitive 
newsrooms 

6. Review curriculum in 
training institutions to 
meet the requirements of 
industry. 

2010-2011 • Media 
training 
institution 

• Media 
sector 

• NGOs 
• GL 

• Revised curricula 
• Working groups 
• Meetings reports 

• Gender 
mainstreamed 
into training 
curriculum in 
training 
institutions 

To develop 
training 
programmes to 
build the capacity 
to manage 
mainstreaming 
gender at the 
work place and in 
editorial content. 

7. Carry out a training 
needs assessment within 
media houses  

2010-2011 • Media 
houses 

• Training 
institutions

• Recommendations 
for curriculum 
review; 

• Reports 

• Gender 
mainstreamed 
into training 
modules 

Training 

 8. Introduce student 
newspapers at journalism 
training institutions to 
prepare students for the 
rigours of the profession. 

Ongoing  • Media 
training 
institution 

• NGO 
partners 
like GL 

• Student 
newspapers 

• Students aware of 
rigours of 
journalism. 

• Gender sensitive 
reporting. 
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Key area Objective Activities Time 
frame 

Who Outputs Outcomes 

Research Carry out follow 
up regional survey 
to gauge progress 
in achieving 
gender parity in 
media houses. 

• Undertake another baseline 
study in 2014 ahead of 
2015 to measure 
improvement or lack of it 
in mainstreaming gender 
within media houses. 

By 2014 • Gender 
Links 

• MISA 
• Media 

houses 

• Progress report • Gender 
mainstreamed 
into work of 
media houses 
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Mozambique 
 
Key area Objective Activities Time 

frame 
Who Outputs Outcomes 

Advocacy 4. To raise awareness and 
forge strategies at 
regional and national 
level. 

At a higher level: campaign 
to make gender part of the 
wider political agenda and 
development agenda. 
 

Ongoing • Media 
sector; 

• Gender 
Links 

• Other NGOs 

• Media 
stories 

• Reports 

SADC Gender 
and 
Development 
Protocol 
ratified and 
implemented 
in all 
countries. 

5. To network with key 
stakeholders – editors’ 
forums; media unions 
and media development 
NGOs for advocacy and 
lobbying around the 
SADC Gender and 
Development Protocol. 

• Collaborate with editors, 
journalists and publishers 
to produce a book on 
“Who is who for women in 
the media in the SADC 
region”. 

• Work with media 
managers and 
professionals to ensure 
they write/produce stories 
and participate in 
campaigns that target 
local community level and 
involve community leaders 
in gender transformation 
activities. 

2009 – 
ongoing 

• Community 
media 

• Editors 
• Journalists 
• Gender 

Links 

• Media stories 
• Book on who is 
who 
• Community 
involvement in 
TV and radio 
programming 

• More 
women 
taking up 
journalism 
as a 
profession 

• Gender 
sensitive 
communities 

 

6. Promote best practices 
through media awards 

• Hold annual media 
awards to reward best 

Annually Gender Links •  Awards 
ceremony 

• Media 
practitioners 
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Key area Objective Activities Time 
frame 

Who Outputs Outcomes 

 for best performing 
media houses. 

practices • Press releases 
• Reports 

inspired to 
write good 
stories. 

• Journalists 
gender 
aware. 

• Improved 
workplace 
practices 

Research  Carry out follow up regional 
survey to gauge progress in 
achieving gender parity in 
media houses. 

• Conduct a follow up 
survey. 

• Compare gender 
balance in media with 
other sectors such as 
public service.  

2014 • Gender Links 
• MISA 

• Methodology
• Report 

• Gender 
mainstream
ed into work 
place and 
editorial 
practice in 
Mozambique 
media 
houses. 

• Progress in 
media also 
measure 
against 
other 
sectors. 

Policy 3. Provide support to media 
houses in developing or 
improving existing 
gender policies as a way 
of addressing gender 
inequalities in media 

• Help media to develop 
gender policies.  

2009-2014 • Gender Links 
• MISA 

• Gender 
policies 

• Reports 

• Gender 
sensitive 
media. 

• Improved 
workplace 
practices.  
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Key area Objective Activities Time 
frame 

Who Outputs Outcomes 

houses. 
 4. Ensure functioning 

sexual harassment 
policies in all media 
houses. 

• Help media houses 
develop and effectively 
implement sexual 
harassment policies. 

2009-2014 • Gender 
Links 

• MISA 

• Sexual 
harassment 
policies 

• Workshop 
reports  

• No incidents 
of sexual 
harassment 
in 
newsrooms. 

• Friendly 
working 
environment 
for women 
and men. 

3. To develop training 
programmes to build the 
capacity to manage 
mainstreaming gender at 
the work place and in 
editorial content. 

• Hold training workshops 
for media managers. 

• Collaborate with training 
institutions to 
mainstream gender in 
the curriculum. 

Ongoing • Training 
institutions 

• Gender 
Links 

• Course 
outlines 

• Training 
manuals 

• Revised 
curricula in 
training 
institutions 

• Reports 

• Gender 
mainstream
ed into work 
place and 
editorial 
content. 

• Gender 
mainstream
ed into 
media 
training 

Training 
 
 
 
 
 
 
 
 
 

4. Facilitate leadership 
training for women in 
media houses. 

• Develop specific training 
sessions for camera 
operators, female 
producers and directors 
on TV and radio.  

Ongoing • Training 
institutions 

• Gender 
Links 

• Training 
manuals 

• Reports 

More women 
in 
management 
or leadership 
positions. 
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South Africa 
 
Key area Objective Activities Time frame Who Outputs Outcomes 
Advocacy 4. To raise 

awareness and 
forge strategies 
at regional and 
national level. 

• Reception (after hours) 
• Country launches 
• Launch at SADC HOS 
• Press conferences 
• Press releases 
• Newsroom visits 
• Identify different 

platforms to launch 
• “I” stories from media 

women 
• Sub launches at 

different events e.g. 
GIME 

• Involve decision makers 

August – 
October 2009 

• GL 
• MISA 
• GEMSA 
• UN (Maureen 

Mundea); 
• Training 

institutions 
• SADC 
• Media houses 
• SPI 
• Donors 
• Communication 

ministries 
• Gender 

ministries 
• Cultural groups 
• Protocol alliance 
• SADC gender 

focal points 

• Reports 
• Strategic 

plans 
• Partnerships 
• Press 

releases 
• Lobbying 

strategy 

• The findings of 
the study are 
widely 
disseminated and 
contributing to 
strategies for 
change 

• Media houses give 
buy in for policy 
development and 
implementation 

 5. To network with 
key stakeholders – 
editors’ forums; 
media unions and 
media 
development NGOs 
for advocacy and 
lobbying around 

• Session on the 
protocol during 
launches 

• Seek a meeting with 
the Executive 
Secretary of SADC. 

August to 
October 2009 

• GL 
• MISA 
• Editors’ forum 
• Media 

regulators 
• Unions of 

journalists 

• Reports 
• Strategic 

plans 
• Partnerships 

 

• A strong network 
for lobbying for 
gender equity. 
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Key area Objective Activities Time frame Who Outputs Outcomes 
the SADC gender 
Protocol.  

 6. Promote best 
practices through 
media awards for 
best performing 
media houses. 

• Hold institutional 
awards for good 
practice. 

GEM Summit. 
August– 
September 2010 

• GL 
• MISA 
• GEMSA 
• SPI 

• Entries 
• Best 

practices 

• Good practices 
are affirmed and 
publicised. 

4. Provide support to 
media houses in 
developing or 
improving existing 
gender policies as 
a way of 
addressing gender 
inequalities in 
media houses. 

• To assist media houses 
without policies to 
develop gender policies. 

• Review existing gender 
policies and ensure 
effective 
implementation. 

• Incorporate a 
mentorship element to 
existing policy template. 

2009-2014 • GL 
• MISA 
• Media councils
• Editors’ 

forums 
• GEMSA 
• Media houses 

• Gender 
policies 

• Action plans 

• Gender sensitive 
media houses. 

5. Ensure 
functioning 
sexual 
harassment 
policies in all 
media houses. 

• Ensure that media 
houses have stand alone 
sexual harassment 
policies. 

• Create gender balanced 
sexual harassment 
committee with media 
council (where available, 
acting as court of 
appeal). 

2009-2014  • GL 
• MISA 
• Media councils 
• Editors’ 

forums 
• GEMSA 
• Media houses  

• Sexual 
harassment 
policies; 

• Internal 
arbitration 
systems; 

• More 
reported 
cases 

• Eradication of 
sexual harassment 

 Policy 

6. Developing 
monitoring and 
evaluation tools 
to ensure 

• Ensure that media 
houses have action plans 
for implementing their 
policies. 

2009-2014 • Policy 
facilitators 

• Media houses 

• M and E 
reports 

• Feedback 
from media 

Progress in policy 
implementation  
monitored. 
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Key area Objective Activities Time frame Who Outputs Outcomes 
 effective 

implementation 
of policies. 

• Collaborate with media 
houses to develop self 
monitoring tools for 
editorial content and 
institutional composition. 

• Identify individuals or 
institutions to regularly 
monitor media using 
these tools. 

houses 

7. Carry out follow up 
regional survey to 
gauge progress in 
achieving gender 
parity in media 
houses. 

• Gender Monitoring 
• Interviews 
• Follow up where training 

was provided. 
• Barometer to be used to 

present to the subject 
group.  

• Check whether gender 
policies are in place. 

2014 • Gender Links 
• MISA 
• Editors’ forums 
• Media Houses 

• One regional 
report 

• 15 country 
reports, 
including 
Angola 

 

Gender disaggregated 
data. 
 

8. Analyze 
recruitment 
policies. 

• Look at recruitment 
patterns in media 
houses.  

• Check the performance 
of gatekeepers. 

• Check if there are 
women in recruitment 
positions. 

• Analyse recruitment 
policies. 

2014 • Private and 
public media 

• Gender Links 

• Recruitment 
policies. 

• Employment 
codes of 
conduct.  

More women in 
decision-making level. 

Research  

9. Does having a 
female presence 
actually impact 

• Gather qualitative data. 
• Interviews 
• Content analysis 

• Dependent 
on the 
scope. 

• Media training 
universities 

• Media houses 

• Report Gender sensitive 
media houses. 
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Key area Objective Activities Time frame Who Outputs Outcomes 
editorial content? 
How? 

• Look at specific case 
studies. 

• Look at media training 
institutions 

• Have they done gender 
training? 

• Focus groups 

• Using the 
2015 
baseline. 

with higher 
amounts of 
women.  

 

 

10. Analyse the 
economic aspects 
of media. 

• Investigate why people 
of expertise are not 
given positions.  

• Need to understand 
whether media is an 
investment industry. 

• Look at internal pay 
scales. 

• To analyse whether 
having more women 
brings more profits. 

• Analyse why women are 
not owning businesses. 

By 2014 • Gender Links 
• Media houses 
• MISA 
• Editors’ 

forums 
• Media councils 

and regulators

Reports • More women in 
decision making 
levels. 

• More women 
owning media 
houses. 

Training 5. To develop 
training 
programmes to 
build the capacity 
to manage 
mainstreaming 
gender at the work 
place and in 
editorial content. 

• Short-term 
professional course 
(certificate course) for 
practicing journalists. 

• Develop curricula and 
other training 
resources 

Ongoing  • Sol Plaatje 
Institute  

• GL 
• Training 

institutions 
• Other groups 

involved in 
developing 
training 
materials for 
the media 

• Training 
manuals 

• Media 
management 
curricula and 
training 
materials that 
focus 
specifically on 
‘how to’ 
mainstream 

• More access and 
participation of 
women in decision-
making, influencing 
media practice and 
change in 
institutional 
practices the 
influence glass 
ceilings 

• Focused curricula 
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Key area Objective Activities Time frame Who Outputs Outcomes 
gender and materials. 

• Women media 
managers’ capacity 
built to mainstream 
gender in all 
aspects of their 
work enhanced. 

 6. Facilitate 
leadership training 
for women in 
media houses (i.e. 
management of 
news and business 
side of the media) 

• Fundraise for 
scholarships to target 
women leaders in the 
media (Southern Africa) 

• Develop  specific 
courses for women in 
the media on newsroom 
management 

Ongoing  • Sol Plaatje 
Institute 

• GL and 
others 

• Scholarships • More qualified 
women managers 
ready to take up 
management posts. 

• Women leaders 
trained in media 
management. 

 7. To do an 
audit of where and 
what resources 
and texts are used 
for  management 
training of media 
managers (media, 
business schools, 
etc) 

• Design audit 
methodology or link to 
any upcoming audits of 
gender in media 
education 

2014 • Training 
institutes  

• GL (GMDC) 
• Media 

researchers 

• Media 
management 
course 
outlines 

Provide insights into 
the type of materials 
that may need to be 
developed to 
mainstream gender 
into existing media 
management texts 
and training 
resources. 

 8. To develop 
mentorship 
programmes for 
women  managers 
and leaders within 
the media. 

• Develop concept paper 
on this idea and raise 
funds to create a 
mentorship exchange 
programme. 

Ongoing  • GEMSA 
• GL 
• Media 

houses 

A creatively-
designed 
mentorship or 
exchange 
programme for 
women media 
managers. 

A networking 
opportunity and space 
for women media 
managers to build a 
support system 
among themselves. 
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Swaziland 
 
Key area Objective Activities Time 

frame 
Who Outputs Outcomes 

4. To raise 
awareness and forge 
strategies at regional 
and national level. 

• Publicise the report 
through running 
opinion pieces and 
adverts in the media. 

Ongoing • Gender Links 
• Media 
• GL partners 

• Adverts 
• Opinion 

pieces in 
the media 

Greater 
awareness and 
appreciation of 
the problems 
raised in the 
report. 

Advocacy 

5. Partnering with 
editors through 
periodical 
discussions, get to 
know how much  
they know about the 
SADC protocol 
(media component) 
and its time frame 
(2015). 

• Organise breakfast 
meetings with 
editors to 
disseminate the 
information to make 
it newsworthy that 
they can act on. 

Ongoing • Gender Links 
• Editors 
• Editors forums 

• Reports 
• Media 

coverage 

Buy-in from 
media managers 
to change status 
quo. 

Policy Provide support to 
media houses in 
developing or 
improving existing 
gender policies as a 
way of addressing 
gender inequalities in 
media houses. 

• Help media houses 
develop gender 
policies that cut 
across all issues 
including recruitment, 
decision making, and 
issues such as race 
and sex etc. 

October 
2009 – 
October 
2011 

• Gender Links 
• Media houses 
• GEMSA 

Gender policies Gender 
mainstreamed 
into operations of 
media. 
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Key area Objective Activities Time 
frame 

Who Outputs Outcomes 

3. Training To develop training 
programmes to build 
the capacity to manage 
mainstreaming gender 
at the work place and 
in editorial content. 

• Develop and 
implement policies 
that ensure gender 
sensitive managers 
and assertive training 
for female journalists. 

On going • Gender Links 
• Media training 

institutions 

• Training 
tools 

• Course 
outlines 

• Reports of 
meetings 

• Gender 
sensitive media 
personnel. 

• Gender 
mainstreamed 
into work of 
media houses. 

• Do follow up research 
with media houses 
that were left out of 
this research: Channel 
Swazi; Swazi TV; The 
Nation and Times of 
Swaziland 

October 
2009 – 
March 2010 

• Gender Links 
• Media houses 

Data on 
remaining 
media houses 
generated 

Full picture on 
women and men 
in Swaziland 
media houses 
presented 

Research  Carry out follow up 
regional survey to 
gauge progress in 
achieving gender parity 
in media houses. 

• Conduct another 
research to find 
out if there has 
been gender 
transformation in 
media houses. 

2014 • Gender Links 
• Media houses 
• GEMSA 

Methodology; 
research report

Transformation 
in relations and 
position of 
women and men 
in media 
measured  
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Tanzania 
 

Key area Objective Activities Time frame Who Outputs Outcomes 
1. To raise 
awareness and 
forge strategies at 
regional and 
national level. 

• Seminars and workshops 
for media personnel. 

• Press releases 
• Breakfast meeting for 

senior management 

October-
November 
2009 

• Media houses 
• Media Council of 

Tanzania 
• Gender Links 
• MISA 
• GEMSAT 
• TAMWA 

• List of participants 
• Workshop reports 
• Breakfast meeting 

report 
• Press releases 

Media houses aware 
and implementing 
the study 
recommendations. 

2. To network with 
key stakeholders – 
editors’ forums; 
media unions and 
media 
development NGOs 
for advocacy and 
lobbying around 
the SADC gender 
Protocol.  

• Workshops for media 
stakeholders 

• Summarize and 
translate the SADC 
protocol into Kiswahili. 

November –
December 
2009 

• Media houses 
• Media Council of 

Tanzania 
• Gender Links 
• MISA 
• GEMSAT 
• TAMWA 

• List of participants 
• Workshop reports 
• Summarised and 

translated SADC 
protocol 

• Key media 
stakeholders 
working together 
on the 
implementation 
of the protocol. 

• SADC protocol well 
understood and 
being 
implemented by 
media houses. 

Advocacy 

6. Promote best 
practices 
through media 
awards for best 
performing 
media houses. 

• Develop guidelines for 
participation in the 
awards. 

• Best practises selected. 
• Hold awards ceremony. 

January  
2010 

• Media houses, 
• Gender Links 
• MISA,  
• GEMSAT 

• Guidelines for the 
awards 

• Media entries 

Best practices are 
institutionalized by 
media houses. 

Policy 4. Provide support 
to media houses 
in developing or 

• Baseline survey to 
determine the needs of 
the media houses as far 

November 
2009 to 
March 2010 

• Gender Links 
• MISA 
• GEMSAT 

• Baseline survey 
report 

• List of participants 

• Media houses using 
the Gender 
Policies to inform 
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Key area Objective Activities Time frame Who Outputs Outcomes 
improving 
existing gender 
policies as a way 
of addressing 
gender 
inequalities in 
media houses. 

as gender issues are 
concerned. 

• Training of the media 
personnel on gender 
issues. 

• Take the media houses 
through the process of 
drafting the policies. 

• Media Council of 
Tanzania 

• List of media 
houses with draft 
Gender Policies 

their day to day 
work and any 
other functions at 
the workplace. 

• Women and men 
enjoying equal 
opportunities 

5. Ensure 
functioning 
sexual 
harassment 
policies in all 
media houses. 

• Training of the media 
personnel on Sexual 
Harassment. 

• Take the media houses 
through the process of 
drafting the Sexual 
Harassment policies. 

January 
2010 

• GEMSAT,  
• Gender Links 

• List of participants 
• Sexual Harassment 

policies 

• Sexual harassment 
offences 
eliminated and 
those reported 
punished 
promptly as 
provided for in 
the policies. 

• Conducive 
environment 
where women 
and men are 
comfortable and 
willing to work in.  

6. Developing 
monitoring and 
evaluation tools 
to ensure 
effective 
implementation 
of policies. 

• Workshop for media 
houses to develop 
monitoring and evaluation 
tools. 

• Training of the media 
personnel on how to use 
M and E tools.  

February 
2010 
 
 
 

• Gender Links,  
• Media Houses,  
• GEMSAT 

Monitoring and 
Evaluation tools 
 
 

Media houses 
carrying out 
continuous M and E 
and using the 
findings to inform 
their actions on 
gender issues. 

Training 3. To develop 
training 

• Needs assessment study 
• Training of selected 

January to 
March 2009 

• School of Business 
Management 

• Needs Assessment 
report 

Existence of 
sufficient capacity 
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Key area Objective Activities Time frame Who Outputs Outcomes 
programmes to 
build the capacity 
to manage 
mainstreaming 
gender at the 
work place and in 
editorial content. 

media managers and 
senior journalists 

 • Tanzania Gender 
Training 
Programme 

• List of participants to manage gender 
issues within the 
media houses. 

  

4. Facilitate 
leadership 
training for 
women in 
media houses. 

• Development of training 
curriculum 

• Identify key women to 
participate in the training 

• Contact gender in media 
training  

• In-house training 

November 
2009 to 
January 
2010 

• School of 
Journalism and 
Mass Comm, Dar 
es Salaam 
University 

• Gender Links 
• MISA 
• TAMWA 

• Training Curriculum 
• 200 media women 

trained each year 

Women holding 
leadership positions 
within media 
houses. 

Research  2. Carry out follow 
up regional 
survey to gauge 
progress in 
achieving gender 
parity in media 
houses. 

• Tease out gender 
stereotypes that make it 
difficult for women to 
advance in their careers. 

• Develop a scorecard to be 
used in measuring the 
progress. 

• Creation of Research and 
Development units within 
media houses. 

• Monitor and evaluate the 
impact of management 
training on female 
journalists. 

November 
2009 to 
December 
2011 

• Gender Links,  
• GEMSAT 
• Media Council of 

Tanzania,  
• MISA 
• Media Houses 
• Tanzania Gender 

Training 
Programme 

• Report on 
Stereotypes 

• Score Card tool.  
• Research and 

Development 
guideline  

• R and D units 
developed 

• Monitoring tools 

• Stereotypes 
appreciated and 
being demolished. 

• Progress reports 
used to improve 
performance of 
the media houses. 

• R and D unit 
providing regular 
progress reports 
on gender issues 

• M and E findings 
informing nature 
of management 
course given to 
women. 
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Zambia 

Key area Objective Activities Time 
frame 

Who Outputs Outcomes 

4. To raise awareness 
and forge 
strategies at 
regional and 
national level 

Launch of the research 
findings  to policy 
makers, media 
owners. 
 

2009 to 
2014 

• Gender Links 
• GEMSA 
• MISA 
• Media Houses 

• Workshop 
reports 

• Gender policies 

Gender sensitive 
policies and gender 
equality by 2015. 

5. Partnering with 
editors through 
periodical 
discussions, get to 
know how much  
they know about 
the SADC protocol 
(media component) 
and its time frame 
– 2015. 

• Hold meetings with 
editors’  forums, 
journalists unions 
every two years 
beginning 2010. 

• Engage national 
editors forums 
regularly to ensure 
national stakeholder 
buy-in. 

Every two 
years 
(2010, 2012 
and 2014) 
at GEM 
Summit  

• GEMSA 
• Gender Links 
• Media managers. 

owners 
• Editors’ Forums  

 

Reports of 
meetings 
 
 

• Understanding and 
appreciation of 
SADC Protocol 
targets. 

• Broad based 
stakeholder buy-in 
to gender policies. 
Media houses 
motivated to raise 
standards. 

Advocacy 

6. Promote best 
practices through 
media awards for 
best performing 
media houses. 

• Hold media awards 
every two years to 
recognise excellence 
in gender 
mainstreaming in 
media houses. 

2010; 2012, 
2014 

• SPI;  
• Gender Links; 
• GEMSA 

• Reports of 
media awards 

• Best practices 
profiles 

• Best practices 
recognised and 
other media 
houses motivate. 

Policy 4. Provide support to 
media houses in 
developing or 
improving existing 
gender policies as a 
way of addressing 
gender inequalities 

• Engage media 
houses that indicated 
need to develop or 
improve existing 
gender policies to 
develop or improve 
their gender policies; 

On-going to 
be reviewed 
every 3-6 
months  

Gender Links Gender policies Gender policies in 
media houses being 
implemented. 
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Key area Objective Activities Time 
frame 

Who Outputs Outcomes 

in media houses • Ensure policies 
include elements on 
training, monitoring 
and evaluation. 

5. Ensure functioning 
sexual harassment 
policies in all media 
houses. 

• Engage media 
houses to come up 
with sexual 
harassment policies. 

2009 - 2014 • Gender Links; 
• Zambian 

media houses 

Sexual 
harassment 
policies. 

Eradication of sexual 
harassment in 
Zambian Media 
houses. 

6. Developing 
monitoring and 
evaluation tools to 
ensure effective 
implementation of 
policies. 

• Media bodies to form 
committee that will 
monitor and evaluate 
the implementation 
of the policies. 

Twice a 
year 

Zambian media 
bodies 

Zambian media 
bodies coalition 
formed. 

Progress or lack of it 
measured. 

Training 3. To develop training 
programmes to build 
the capacity to 
manage 
mainstreaming 
gender at the work 
place and in editorial 
content. 

• Develop practical 
policies in line with 
SADC and other 
regional instruments. 

• Sensitise and create 
awareness around 
these policies. 

• Strengthen 
implementation by 
creating linkages 
between media 
regulatory 
bodies/associations 
and media houses. 

• Mainstreaming 
gender issues into 

2010 
 
 
2010 and 
on going 
 
Immediate 
and on 
going 
 
 
Mid 2010 
 
Annually 
 
 

• Media houses; 
GEMSA 

• Media training 
institutions 

• Media ethics 
Council of 
Zambia; 

• GL; 
• GEMSA 

 
 
 
 
 
 
 

• Number 
of media 
houses that 
develop 
policies 
• Number 
of workshops 
to sensitise 
journalists and 
media 
management 
• Number 
of institutions 
that agree to 
mainstream 
gender in the 

• Gender-
sensitive policies 
that are in line with 
other instruments 
• Application 
of knowledge in 
decision making 
and taking 
assignments 
• Increased 
awareness on 
importance of 
gender balance in 
training and in the 
workplace 
• Female 
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Key area Objective Activities Time 
frame 

Who Outputs Outcomes 

the curriculum. 
• A summit for female 

students to meet role 
models and also as 
part of the package 
hold short training 
courses during 
vacations. 

• Mentoring of female 
journalism and media 
students; sharing of 
skills and 
experiences. 

• Run competitions for 
female students. 

• Training of trainers. 

 
 
 
Twice a 
year 
 
 
 
 
 
Annually 
 
 
 
 
 
Ongoing 

 
 
 
 
 
 
 

• GL; GEMSA; 
Academic 
institutions; in-
house media 
training  

curriculum 
• One 
summit per 
year; number 
of female 
students from 
the region; 
short course 
• More 
people taking 
part are 
women are 
encourage to 
take up 
challenging 
tasks 

students taking up 
male dominated 
assignments 

4. Facilitate 
leadership training 
for women in 
media houses. 

• Training women in 
media 
management 

 
 
 

Annually • Sol Plaatje 
Institute, GL and 
media training 
institutions  

• 10 female 
journalists 
trained 
every year 

• Increased 
number of women 
in senior 
management and 
decision-making 
positions 
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Key area Objective Activities Time 
frame 

Who Outputs Outcomes 

Research  Carry out follow up 
regional survey to 
gauge progress in 
achieving gender 
parity in media 
houses. 

• Undertake another 
regional survey to 
review progress on 
2009 report 

• Broaden sample of 
media house to 
include ZNBC, The 
Post, Times of 
Zambia, MUVI TV 
and the nine 
provincial community 
radio stations. 

2014   
 

• Gender Links 
• MISA 
• GEMSA 
• Media Houses

 

1 regional 
report, 15 
Country 
reports 
 

• Progress or lack 
of it measured. 

• Comprehensive 
and credible 
findings. 
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Zimbabwe 
 

Key area Objective Activities Time frame Who Outputs Outcomes 
5. To raise 
awareness and 
forge strategies 
at regional and 
national level. 

Widely disseminate 
the report.  

Immediately 
and ongoing 

• Media, 
• Libraries 
• Gender Links  
• Training schools 
• ZWLA;  
• ZWRCN  
• Media Alliance of 

Zimbabwe (MAZ); 
Two editors’ forums

• Stories in 
press 

• Debates on 
issue 

• Improvement in 
gender awareness. 

• Improved work 
conditions for 
women and men. 

6. To network 
with key 
stakeholders – 
editors’ forums; 
media unions and 
media 
development 
NGOs for 
advocacy and 
lobbying around 
the SADC gender 
Protocol. 

Hold  key stake holder 
meetings with the 
following groups: 
Editors’ forums; Media 
Unions/Press Clubs; 
Regional media NGOs 

Ongoing • IFJ 
• Gender Links 
• Editors’ forums; 

Media Unions 
• Press Clubs 
• Regional media  
• NGOs 

• Number of 
meetings with 
unions in the 
region 

• Reports  

Improved and 
enhanced work in the 
media. 

Advocacy 

7. Promote 
best practices 
through media 
awards for best 
performing media 
houses. 

Holding annual media 
awards to promote 
best practices. 

Annually • Gender Links,  
• Media houses 

• Annual awards 
ceremonies held 
and best 
practices show 
cased. 
• Press releases. 

• Improvement in the 
working conditions in 
media houses. 

• Improved awareness 
of the SADC Protocol 
on Gender and 
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Key area Objective Activities Time frame Who Outputs Outcomes 
• Media stories Development.  

 8. Institute 
mentoring 
programmes for 
promising women 
media 
practitioners 

On going Gender Links; senior 
and experienced 
editors 

• Number of 
mentors and 
mentees 

• Improved gender 
sensitivity in media 
houses 

• More assertive and 
gender aware 
women media 
practitioners 

4. Provide support 
to media houses 
in developing or 
improving 
existing gender 
policies as a way 
of addressing 
gender 
inequalities in 
media houses. 

Work with media 
houses that indicated 
interest in developing 
gender policies to 
draft such policies. 

November 
2009 to 
March 2010 

• Gender Links;  
• Media houses;  
• Media regulatory 

bodies 

• Workshops 
reports, 

• Draft gender 
policies 

• Gender 
mainstreamed into 
activities of media 
houses. 

• Gender sensitive 
media work 
environment. 

5. Ensure 
functioning 
sexual 
harassment 
policies in all 
media houses 

Develop sexual 
harassment policies at 
the same time as 
gender policies are 
rolled out in media 
houses. 

November 
2009 to 
March 2010 

• Gender Links;  
• Media houses;  
• Media regulatory 

bodies 

• Workshop 
reports; 
• Draft or revised 
sexual 
harassment 
policies 
• Gender sensitive  
codes of ethics 

• Reduced cases of 
sexual harassment 
reported. 

• Friendly working 
environment for 
women and men. 

Policy 

6. Developing 
M and E tools to 
ensure effective 
implementation 
of policies. 

Ensure that gender 
policies and sexual 
harassment policies 
developed are 
implemented. 

November 
2009 to 
March 2010 

• Gender Links;  
• Media houses 

• Work plans with 
targets and 
responsibilities 
accompanying 
the policies. 

• Policies effectively 
implemented 

• Clear 
responsibilities and 
targets 
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Key area Objective Activities Time frame Who Outputs Outcomes 
3. To develop 

training 
programmes to 
build the capacity 
to manage 
mainstreaming 
gender at the 
work place and in 
editorial content. 

• Mainstream gender 
into curriculum at 
tertiary level 

• Career guidance in 
secondary schools 

• Gender awareness 
campaigns 

Every 
academic 
year 

• Nust departmental 
chairpersons 

• Schools liaison 
committee and 
Career Guidance 
Committee 

• Media houses and 
other stakeholders 

• Gender sensitive 
graduates 

• Better informed 
students about 
career 

• Reports on 
events and 
meetings, press 
releases 

• Improved gender 
representation at all 
levels 

• Increased female 
enrolment in media 
studies 

• Gender sensitive 
media professionals 

• Gender conscious 
society. 

Training 

4. Facilitate 
leadership 
training for 
women in media 
houses. 

Capacity building 
workshops to those in 
the profession. 

• Quarterly • Media managers  
• Editors;  
• Departmental 

chairpersons 
• Gender Links 

Number of training 
events and 
beneficiaries 

• Empowered media 
professionals 

• Gender balance at 
all levels 

Research  2. Carry out 
follow up regional 
survey to gauge 
progress in 
achieving gender 
parity in media 
houses. 

• Conduct research 
outside SADC for 
comparative 
analysis. 

• Further research on 
psycho-social impact 
of working in media. 
Follow up on those 
people that left the 
newsroom; students 
on why they do not 
want to work in the 
newsroom. 

• 1 year (no 
specific 
indications 
when this 
can start) 

• 2 years (no 
specific 
indications 
when this 
can start)   

• Gender Links  
• NUST 

• Publications 
• Field trips 
• Reports 
• Workshops 

 

• Improved working 
environment in 
newsrooms. 

• More women 
journalists in 
newsrooms. 

• New strategies and 
interventions 
developed. 

 
 


