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“The media continues to ruthlessly operate in favour of men,
leaving out women consumers who are its consumers and
key stakeholders in this country,”

~ Florence Hamisi, former employee of
Tanzania Communications Regulatory Authority

MEDIA PRACTICE

Picture our lives: GL field officer Priscilla Maphosa shows women timber workers in Chimanimani, Zimbabwe, photos taken of them for a publication on gender
and local government. Photo:  Colleen Lowe Morna

SINS OF OMMISSION AND
SINS OF COMMISSION:

GENDER IN MEDIA CONTENT
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The 2003 Gender and Media Baseline Study (GMBS)
revealed that women comprised 17% of news sources
in Southern Africa. The study found that the media
portrays women in a limited range of roles, most often
as sex objects or as victims of violence.  Women were
more likely to be seen than heard. A similar pattern
emerged in the 2008 Francophone study that
encompassed the new entrants into the Southern
African Development Community (SADC) - DRC,
Seychelles and Madagascar. Women comprised a
mere 18% of sources.

Various benchmarking exercises in the intervening
period suggested slow progress on this front. In 2005,
13 Southern African countries participated in the third
Global Media Monitoring Project (GMMP). Although
this is just one day's worth of monitoring, it yielded
useful aggregate data putting women sources in the
region at 19%.

This chapter will explore how much progress has been
made since the GMBS. The chapter analyses whether
women and men are equitably represented in the
news. It looks at the sex; topics; age; function and
occupation of sources and images in news stories. A
further question of enquiry is the proportion of
women and men sources who are identified by a
personal tag (i.e. mother; father; wife; husband; etc.).

The chapter is divided into the sins of omission and
the sins of commission. Omission concerns the
exclusion of gender as a topic and of women voices
in all areas that affect their lives (gender blind
coverage). The sins of commission concern portrayal,
or what is communicated about women in the media.
This section is divided into subtle and more blatant
stereotypes. Comments by media analysts and
practitioners made during the consultative workshops
shed light on the challenges that newsrooms are
grappling with.

Sins of omission: Gender as a topic is missing

As reflected in Table ten, showing the percentage of
coverage given to each of 20 topics, 1% each of the
total, gender equality and gender violence
featured as among the least covered topics.

These figures are exactly the same as in the GMBS,
suggesting that there has been little progress on this

front. Chapter seven will
discuss what is meant by
gender-aware coverage as
gender-specific coverage is
a just one dimension of
this. Ensuring that the
voices of women are
reflected or mainstreamed
in all topics is equally
impor tant.  However,
considering that the
struggle for  gender
equality is one of the
greatest social challenges
of our time (especially
after the demise of settler
colonialism and apartheid
in Southern Africa), it is
disappointing that gender
as a topic still barely
flickers on the screens of
the media.

During the consultative workshops on this research,
participants offered various explanations. In the DRC,
one analyst lamented the lack of journalists
specialising in gender equality and GBV. In Lesotho,
an editor said that gender stories have to compete
with other stories for space. Newsrooms generally
prioritise stories that sell.  If gender is not an issue in
the media house then it will not be given top priority,
the editor said.

Marie-Noëlle Elissac-Foy, former Editor of the
magazine Essentielle and gender activist with Women

Making gender topical in Mauritius: GL director Loga Virahsawmy being
interviewed by the Mauritius Broadcasting Corporation.

Photo: Colleen Lowe Morna

Table ten: Topics covered
by the media

Politics
Sports
Economics
Crime
Disaster/war/conflict/protest
Media and entertainment
Health
Education
Sustainable development
Land and agriculture
Culture/tradition
Human rights
Labour
Religion
HIV and AIDS
Gender violence
Children
Gender equality
Housing
Mining

19
18
12
8
6
5
5
4
4
3
3
2
2
1
1
1
1
1
1
1

%



Sources by sex overall

The proportion of women sources in the news is the
single most important measure with regard to gender
and the media as well as the extent to which society
gives voice to women.
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in Networking (WIN) in Mauritius, said that male and
female journalists look for information that is
newsworthy. The question for activists, she suggested,
is how to make gender newsworthy.

Thulang Kuleile, a producer for Radio Lesotho,
highlighted the numerous possibilities for gender
programming that her station offers. She said that
one of the limitations of the study is that it focused
on news, hence the impression that gender as a topic
is not prioritised. She said that she has been actively
involved in producing health programmes that have
gender dimensions. But generally participants agreed
that gender as a topic is under-covered, and that
women continue to be invisible in the media.

Gender blindness

Gender gaps in the editorial content of the media
concern what is and what is not included in the news
and as news. The sins of omission or “gender blindness”
are reflected in multiple ways in which women's views
are ignored.

Figure 3.1: Women and men as news sources - region
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Figure 3.1 shows that across the 14 countries
monitored in this study, women constituted a mere
19% of news sources. Figure 3.2 shows, however, that
there is considerable variation across countries, from
14% in Mozambique and Zambia to 31% in Seychelles
and 32% in Lesotho. Nine countries have between
19% and 23% women sources.

As reflected in Figure 3.3, there has been a mere 2%
increase in women sources in the GMBS countries
from 17% in 2003 to 19% in the GMPS. At 20% the
average figure is slightly higher for the three
Francophone GMPS countries (DRC, Madagascar and

Figure 3.3 Women sources GMBS and GMPS
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Media study is also only 2% (from 18% to 20%).
Southern Africa is at par with the rest of Africa (19%
women subjects) in the 2010 GMMP but below the
global average of 24% women subjects4.
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4  Subjects as defined in the GMMP is slightly different from sources, as defined
in the GMBS and GMMP in that it encompasses those who talk, and those
who are talked about. In practice most of those who are talked about are
also quoted.

Figure 3.4 compares women sources for each country
against the GMBS findings, in the case of countries
that formed part of that study, and the 2008 study in
the case of the Francophone countries. The variance
column shows that all countries except Mozambique
(where women sources registered a 1% decline from
15% to 14%) have registered an increase in women
sources.

In some countries, this increase has been marked (for
example 11% in the case of Lesotho and 8% in the
case of Malawi).  During the consultative workshops
Paul Kamanga, a journalist in Malawi, attributed this
to more women breaking into the media and more

female journalists in the profession. “The campaign
for 50/50 and gender equality is bearing fruits, people
are receiving the message,” he said.

But the virtual stagnation in countries where there
has been strong gender and media activism over the
last decade (such as Mauritius and South Africa) is
disappointing.  The large number of countries sitting
at one-fifth-or-below women sources five years before
the target set in the SADC Protocol on Gender and
Development for women and men to have equal
voice in the media shows that much work remains to
be done in all Southern African countries.

Women's voices missing

The qualitative monitoring yielded several examples of gender-blind reporting. An example is the
article entitled “The winner's eye” published by Escorpião in Mozambique on 19 October 2009. The
story is about João Paulo Borges Coelho who won the Euro100 000 Leya Prize, the highest distinction

in Portuguese literature, by surprise because his wife entered him without his knowledge. Yet the article ignores
the role of Coelho's wife (whose name is not even mentioned). Her voice is missing from the story.

Another example of a gender-blind story is the article “Elderly widow jailed for not vacating farm” published by
The Standard newspaper in Zimbabwe, 8-14 November 2009. The story is based on a court report about a 79-
year-old woman being given a wholly suspended three month jail term for refusing to vacate her farm. Only

Seychelles). This is encouraging, given that gender
and media activism in these countries is still relatively
new. However, the increase in these countries since
the 2008 Francophone Gender, HIV and AIDS and the

Regional

Figure 3.4: Women sources GMBS and GMPS - country comparison
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male sources express their opinions. The
widow's status, mentioned in the headline,
also carries a gender bias. The farmer's sex,
her marital status and age have no particular
bearing on the story except to convey her
as a victim (underscored in the caption
“Distressed”).

The news feature “Body building is an expensive sport” on Lesotho TV on 1 November 2009, about an upcoming
body building competition, Mr Muscle Man concerns the challenges facing body builders - women and men -
in Lesotho. But there is no gender disaggregated data and all sources in the news feature are men who mention
women body builders and a competition targeted at them. Women do not have the opportunity to speak for
themselves. Instead of celebrating women in their diverse roles, particularly in a male-dominated sport, the
report creates the impression that women have no agency of their own.

 “Ship Out,” an article published by The Voice on 23 October 2009 is a news report about members of the Botswana
National Front calling for party president Otsweletse Moupo to resign after the elections as a result of the party's
poor performance. The article quotes only men party members. The image of all male supporters in their political
party regalia makes the story even more gender blind. In most cases, women are the majority members of
political parties but their voices are not heard.

Voices of women are similarly missing in the article “Bid to tap
city's 'sweet waters'” published by The Argus (South Africa, 3
November 2009). This is the tale of 13 fresh water springs that
attracted early humans to settle in Cape Town over a thousand
years ago. This treasure is re-discovered by a woman environmental
planner but she is not given a platform at all to tell the story. The
reader is only able to tell that a woman is behind the research
by reading the third paragraph and/or glancing at the images.
Sourcing a male authority even when a woman made the discovery
heightens the bias and the blindness in this article.

Figure 3.5: Women and men sources per media owner
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Figure 3.5, which disaggregates women sources
according to ownership in the GMPS study, highlights
the fact that while there are differences, these are
minor. Contrary to the expectation that public media
might have a higher proportion of women sources
as it is theoretically more driven by equity than market
considerations, women sources in the public media
accounted for 20% of the total compared to 19% in
the private media. As the media closest to the ground,
community media, with 22% women sources, fares
only marginally better.

As Busi Mkhize (Highway Radio, South Africa) put it:
“The findings also impact on us as community media.

78



women who are commonly used as sources get sick
of us asking them questions and say we should ask
new people.”

A member of the audience during the debate in
Malawi on whether or not the media has failed women
noted that “female sources in office also often defer
to their bosses or seek quotes from their bosses;
especially in business stories. This takes us back to
speaking to the usual people we usually speak with.”

“The media is there to record what is happening,”
another participant said. “Women are their worst
enemies. For example, the president tried to appoint
a female inspector general but women MPs protested
and the media was there to report that.”

Former chair of the Southern African Editor's Forum
(SAEF) and Malawian media consultant Rob Jamieson
accused the media of “going with the flow,
perpetuating a situation that is totally unacceptable.”

“It has to start with the journalists,”  Penelope
Kamanga, Gender and Media Malawi (GEMMA) chair
and freelance journalist agreed.  “When you're writing
a story you have to look at it, balance your sources;
breaking down of barriers; breaking down of
stereotyping.” She added that “Editors need to spend
more time making sure stories have more sources.
Stories shouldn't pass with only one source.”
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The gaps are huge and we need to speed up the
process and ensure that we serve the voiceless, for
example women. To achieve this, we need to partner
with media NGOs and equip our journalists with skills
that can enhance female representation in all media
content.”

Kaombana Kanani, a journalist with Echo newspaper
in Namibia, challenged women to be proactive instead
of “blaming men for the wrong reasons”. He noted
that very few women are willing to comment on
stories, thus the small proportion of women as news
sources. He suggested that women's organisations
should supply media houses with a list of female
commentators and experts.

Mothiba Magara Mpota, a panellist in Lesotho also
argued that women must play a part in ensuring that
they are fairly represented. She said that most women
prefer to refer issues to their male counterparts due
to their socialisation. She pointed out that the
broadcasting industry in Lesotho has afforded women
a platform to discuss gender issues, yet very few are
taking up these platforms.

A journalist in Malawi recounted an experience: “I was
doing a story. I wanted to balance my story with two
men and two women, but the women I approached
were not willing to speak. This happens a lot. Many
women forward us as journalists towards men. Other

Making women's voices count in Lesotho: Minister of Gender 'Mathabiso Lepono being interviewed by LTV. Photo: Colleen Lowe Morna
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were most heard on children (39%); gender violence
(41%); sex and sexuality (41%) and gender equality
(43%).

Figure 3.7 shows that compared to the GMBS in 2003,
there has been some progress. Women sources in
sports have increased from 8% to 12%; in politics from
9% to 13%; economics from 10% to 15% and crime
from 15% to 20%.

Figure 3.6 shows that across the region, men's voices
dominate in all topic categories including gender
violence (59%) and gender equality (57%).  Women's
voices were least heard in sports (12%); politics (13%);
economics (14%) and mining (15%). Women's voices

Who speaks on what?

Figure 3.6: Who speaks on what - region
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Figure 3.7: Women sources and topics
GMBS versus GMPS
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Table 11: Women's representation in parliament
versus women sources in politics

Mozambique
South Africa
Malawi
Tanzania
Lesotho
Mauritius
Zimbabwe
Namibia
Zambia
Swaziland
Seychelles
Madagascar
Botswana
DRC

39
43
21
31
23
19
18
25
15
22
24
10
8
8

% women in
parliamentCountry % women sources

in politics Variance

11
19
8
18
13
9
10
18
9
17
24
14
13
14

28
24
13
13
10
10
8
7
6
5
0
-4
-5
-6

Table 11, comparing women sources in the political
category with women's representation in parliament,
shows that with the exception of four countries
(Seychelles, Madagascar, Botswana and DRC) where
the proportion of women sources in politics is the
same or higher than their presence in parliament, in
all other countries the proportion of women's views
on politics is substantially lower than the presence of
women in parliament. This divergence is greatest in
Mozambique (39% women in parliament compared
to 11% women sources in the political category) and
South Africa (43% women in parliament compared
to 19% women sources in the political category). The
conclusion to be drawn from this is that increasing
women's representation in politics is no guarantee of
increasing the extent to which women's views are
heard on political issues and that men continue to
speak on behalf of women even in this most public
of spaces.

During the GMDC debate on the topic “The media
has failed women in Botswana”, a politician with the
Botswana National Front, Rhoda Sekgororoane,
lamented the unfair coverage women politicians

Denied a voice

An article that appeared in the 30
October 2009 issue of The People in
Seychelles concerned a staunch

supporter of the ruling party, Anna Fancourt.  The
article narrates how
Fancourt started in life,
who she married, and
how she never had
children of her own but
adopted seven children.
All are now adults with
children of their own. The
article also talks about
her involve-ment in the
community. Yet the only
source in the story and
photo are of her adopted
son who speaks on her
behalf. Even the voices of
her party's women's
league, where she has
been active for the past
46 years, are mute.

receive when they lose an election. She blamed the
media for “bringing down women”.

In Zimbabwe, participants noted that polarisation of
the media along political party lines and the political
violence that prevailed during the monitoring period
might have scared away potential women sources.
Others felt that lack of women sources is a societal
challenge, with women always “willing to be spoken
for”.

But in Malawi, veteran journalist Joyce Ng'oma
questioned why “some people call me to comment
on women's issues, but why not on all politics? Why
should I only be allowed to comment on women's
issues?”  Participants agreed that failing to access
women sources on every subject results in missed
opportunities for improving the quality of coverage.
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Media misses the opportunity to get women's views

The monitoring yielded several examples of missed opportunities
for including women's perspectives that would have enriched
reporting. An example is the story “Shot in the arm for small farmers”

published by the Windhoek Observer (Saturday 31 October to Friday 6
November 2009). The article is about the donation of N$ 17,000 to the
Guwiseb Farmers' Cooperative to set up a veterinary outlet in Hoachanas.
The chairman of the Agra Board, Ryno van der Merwe, is quoted and there
is background research provided on the challenges farmers face and how
the donation will assist them. The recipients, including two senior women,
are photographed but not interviewed. From a journalistic point of view the
article reads like a public relations piece as it is based on an interview with
one senior male figure. But from a gender perspective women are treated
like silent recipients of a grant whose value they are not asked to reflect on.
In Namibia, like other SADC countries, farming provides employment to a
large number of people; most small scale farmers are women. The story
misses an opportunity to explore the challenges and successes of women
farmers.

Another example of missed opportunities is the article “Supply of Water: the CWA is careful” published by the
Week End (Mauritius, 25 October 2009). The article gives details of what can happen during the dry period in
Mauritius. But it missed the opportunity to get the views of homemakers, who are mostly women. The writer
chose to rely on the authorities at the Central Water Authority and weather experts even though homemakers
are the most affected. This story could have had depth had the writer interviewed diverse sources.

The article “Tupopila Security in financial trouble” in The Namibian Sun (22 October 2009) is about security guards
protesting because they were not paid for four months. It quotes two men, a security guard and senior union
official. Women employed in this industry are missing despite the fact that they participated in the strike. The
picture shows male and female striking staff but the author fails to get their views. Women have broken new
ground by entering into this field regarded as risky and male-dominated. The gender dimension could have
brought new insight into the plight, challenges and opportunities of working in the security industry.

Subtle stereotypes

Stereotypes are expressed in both subtle and more
blatant ways. Subtle forms include the numerous
stories that emphasise the domestic and traditional
roles of women in a way that makes these roles seem
normal.

Who speaks where?

Figure 3.8 Women and men sources
per medium - region
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Figure 3.8, disaggregating women sources according
to medium, shows that women are best represented
in TV (25%) and least well represented in print (18%)
with radio (20%) in between the two. Comparative
global figures from the GMMP 2010 are 26% women
sources on TV; 24% in print and 19% on radio. The
tendency for women to be better represented in visual
rather than print or audio media is a regional and
global phenomenon that underscores the fact that
women are more valued for their physical than mental
attributes in the media.

Seen but not heard?

Figure 3.9 shows that while women comprised 19%
of all sources in the print media monitored for the
GMPS, they accounted for a much higher 27% of all
images in these same publications. The conclusion to

be drawn is that women are more likely to be seen
than heard.

Figure 3.9 Images of women and men
in newspapers - region
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The moni-toring revealed several examples of women being seen but
not heard in the Southern African media. An example is the story
“Nomads’ Chuma weds” published by Malawi's The Nation newspaper

(20 October 2009). This sports news item focuses on a high-flying sports celebrity
and businessman who ties the knot. The whole story focuses on the bridegroom
and he makes comments while the bride in the photo says nothing.  There is
no information relating to her except her name. On the other hand readers are
made aware of the strong business tycoon as a leader in the boardroom and in
the field.

A report about the Information and Communication Authority South Africa
(ICASA) rejecting an offer by MTN and Vodacom to lower interconnection rates
by 19% on eTV (28 October 2009) carried footage of a woman holding a cell
phone but saying nothing. The other image is a male source commenting on
the development. The third image is that of people in a business meeting, but the camera focuses only on men.

These images reinforce the stereotype that only men speak authoritatively about
business issues. They stereotype women as passive consumers.

The story “Shoprite staff down tools” in The Nation news-paper in Malawi on 20
October 2009 shows images of women partici-pating in a strike action but their
voices are missing in the story. The article describes the reasons compelling workers
to stage a sit-in at Shoprite stores. The workers protested against management's
decision to place casual employees on a part-time status, a change that compromises
the number of years they worked for the company. Workers also demanded a pay
hike and called for the removal of their general manager. There are five sources
in the story: including an expert, government official, eyewitness and a representative
of management - all men. No female sources were interviewed despite images
which reveal the majority of the striking workers to be women.



Older women disappear

Figure 3.10 disaggregates women sources according
to sex and age. It shows that while men dominate in
the 50 to 64 year old category, women dominate in
the 20 to 34 year old category. The inference is that
women reach their sell-by date much earlier than the
men in the media.

Older men are also far more likely to be seen in images
than older women, as reflected in Figure 3.11. While
older men constituted 33% of all men in the 50-64
year old category, women in this category only
constituted 14% of all female images in the study. On
the other hand, women in the 20-34 year old category
constituted 39% of all women in the study, compared
to 24% men in this age band.
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Comparing the proportion of women as sources and
as images across different age groups (see figure 3.12),
young women are more likely to appear as images
than to be heard and that older women are more
likely to be sources than they are images. This again
underscores the tendency of the media to make older
women invisible.

During the consultative workshop in Malawi, one
participant suggested that this is because older
women are not active in current affairs - mostly
concentrating on family issues. Maybe, another
participant said, this age group is not as open to the
media and to having their views published. Others
suggested that the media do not approach this age
group as sources.  Also, illiteracy rates are high
amongst women in this age group.

Figure 3.10: Sources by sex and age - region
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Figure 3.11: Sex and age in
newspaper images - region
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Figure 3.12: Age of women sources versus age of
women in newspaper images - region
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Older women disappear in the media.  Photo: Colleen Lowe Morna
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In Tanzania, participants bemoaned the tendency to
feature young women primarily through demeaning
images. “The majority of these images show these
young women as sex objects, people without morals,
and those out to please men. The images are not
positive at all,” said Gaudencia Mngumi, a media
practitioner.

Function

Figure 3.13 divides all women sources and all male
sources into functional categories (each adding up
to 100) and then compares these. The results are
revealing. They show that the majority of women and
men sources are spokespersons, experts or subjects,
but that the proportion of men is higher in these
categories. On the other hand, women are
proportionally better represented in the “ordinary
people” categories of personal experience, popular
opinion and eye witness, which together account for
about one-quarter of all sources. On one hand, this
constitutes a subtle stereotype in that it places women
within the “soft category” of news sources.

On the other hand, the finding shows that if the media
made a paradigm shift away from the obsession with
power and voices of authority and started to reflect
“ordinary people” more effectively, there would be a
rapid increase in women's sources. Increasing the
voices of women in the media is inextricably linked to a
more responsive media.

Occupation

Figure 3.13: Functions of women and
men sources - region
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Figure 3.14: Occupations of women
and men in the news - region
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Refusing to get out of the box?

The monitoring yielded examples of the way that the media perpetuates subtle stereotypes by pigeon-
holing women in various ways like emphasising women's physical appearances rather than their

professional attributes. An example is the SAFM report “Co-owner of Diamond Face Couture, Uyanda
Mbuli describes herself as someone who loves life and also works hard” (South Africa, 8 November 2009). This
is a profile on Uyanda Mbuli, who broke barriers in a male-dominated business sector. On the face of it the story
appears to be gender-aware as it embraces her achievements. But the interview focuses more on her beauty
and presents her as a model rather than successful entrepreneur. It does not delve into her business nor the
number of people she employs and it fails to connect small businesses' contribution to economic growth and
social welfare. Only at the tail end of the interview is Mbuli given the opportunity to speak about her business
and even this is scant. The headline presents her as a socialite rather than entrepreneur. The profile underplays
her academic, writing and business skills and achievements. No attempt is made to speak to her business
associates in the male-dominated business; instead the profile gives the impression that she has made it in a
male-dominated industry because she is a model.

The article in L'Observateur “A new form of slavery in DRC” (19 October
2009) featured the exploitation of women, including young women
dancers, by musicians. This can be perceived as a new form of slavery.
However, the story is told from the point of view of the journalist while
the “exploited women” are silent. Instead, the writer quotes US President
Barak Obama (out of context) saying that “life is made of audacity and
hope”. The exploited women are portrayed as objects who have to be
spoken for. The article ends with the further stereotype: “do not let
yourself be bewitched by the shaking of hips and the craze of prostitution”.
The picture that accompanies the article emphasises the physical attributes
of the women.

There is a clear gender division of labour in the way
that various occupational categories are portrayed in
the media. Figure 3.14 shows that men predominate
in every category except as sex workers, home makers,
beauty contestants and fashion models. The
categories in which women are least well represented
are as sportspersons (8%), religious figures (9%), in
the police and military (9%). The areas in which there
is some semblance of male hegemony being
challenged through women edging towards one third
or higher are: NGO (26%); health worker (27%); activist
(28%); social worker (31%); journalist (32%) and
student (47%).

Progress over time

Figure 3.15 shows there has been an improvement
in the types of occupations that women are portrayed
in news since the 2003 GMBS. Women are now being
portrayed in diverse and non traditional roles. While
women dominated as sex workers in the GMBS,
making up 91% of those in this category, this has
gone down to 62% in the GMPS. Likewise their
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Sex worker

Figure 3.15: Occupations of women sources
in the news GMBS versus GMPS - region
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proportion as beauty contestant/fashion model has
gone down from 88% to 73%. Their representation
as politicians has increased from 8% to 11%. Their
proportion in the sports category has however
remained stagnant at 8%. They however, now make
up 63% of home makers in GMPS compared to the
GMBS.
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Figure 3.16 concerns the extent to which women and
men sources are identified by personal tags such as
whether or not they are wives, husbands, mothers,
fathers, daughters and sons. This shows that there
has been a slight decline in the proportion of women
identified according to a personal tag from 11% of
women sources in the GMBS to 10% in the GMPS. On
the other hand there has been an increase in the
proportion of male sources identified according to a
personal tag from 2% in the GMBS to 5% in the GMPS.
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The article “Dead gogos are still getting grants: MPs” published by the Times of Swaziland (3 November 2009) is
another example of subtle stereotypes as it portrays old women as helpless and in need of government grants.
The article highlights a ministry's Portfolio Committee debate about dead people who are still being considered
for government grants. Women political leaders in the ministry's portfolio committee participated in the debate
and highlighted corruption by officials who administer government funds. However, the language used in the
article denotes subtle stereotypes. There is an unstated assumption that old women are the only ones who
receive government grants. Gogos (grandmothers) is a word used to refer to old women. However, the story is
about men and women. The headline creates the impression that only older women are on welfare, helpless
and need government assistance.

Figure 3.16: Women and men identified by
personal tag - region
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Figure 3.17: Women identified by personal tag GMBS versus GMPS
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Figure 3.17 shows that in some countries there has been a dramatic decline in the proportion of women sources
referred to by personal tag between the GMBS and GMPS. A case in point is Malawi, where the proportion of women
sources referred to by personal tag has declined from 21% in the 2003 GMBS to 9% in the 2010 GMPS. The
corresponding figures for Tanzania are 11% to 6% and South Africa 14% to 9%. But in some countries the proportion
of women sources referred to by a personal tag has increased: for example from 15% to 20% in Mauritius, 6% to
10% in Madagascar, 5% to 8% in Botswana and 1% to 4% in Lesotho.

For women, the political is personal

mainstream political coverage in Southern Africa is the story “Umkhokheli' Hlobsile congratulated in
Parly” published by the Swazi Observer (22 October 2009). The story is about a congratulatory message
passed in the House of Assembly following the engagement of a female politician to a pastor and

the comments it drew. A male parliamentarian commented that her marrying was an “achievement,” especially
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“getting the love of your life... one that is a pastor.” All four male
parliamentarians spoke as if “being a wife” was an achievement. One
went on to say Hlobsile and the pastor would split up in the not so
distant future anyway, implying that she is not capable of sustaining
the relationship. There is no questioning why a government minister's
engagement should be a subject for discussion in parliament and
the media. The story uses an image of Hlobsile holding a microphone
and a bible, subtly underscoring the two roles ascribed to her in
the article, as a political figure and a pastor's wife. This reminds
readers of her dual role in the eyes of society and the media.

Blatant stereotypes

The monitoring yielded several examples of even more blatant stereotypes. Unlike subtle stereotypes, these
examples project openly sexist interpretations of the roles of women and men in society. The messages are conveyed
in a variety of ways, as illustrated in the sub-themes of this section of the report.

Women as sex objects

An example of how women are often treated as mere sex objects
is the article “Hotties for this Week” published by Botswana's The
Voice newspaper (13 Friday 2009). This is a regular full-page photo

dedicated to one woman considered to be beautiful and sexy. In this picture,
the woman, dressed in black lingerie, poses suggestively. A brief caption,
bearing a basic profile of the woman accompanies the picture. This section
appears to be cast in the editorial template of this newspaper and its
popularity suggests a readership that accepts its insertion, as well as blatant
acceptance of the portrayal of women as commodities. Pictures like these
are used to lure readers, and women are presented in a way that perpetuates
beauty being valued over intellect and opinion. The very brief bio of the
individual is no more than a one-sentence side-bar with bite-size information
on the “candidate”. The subject says nothing. The lack of information, apart
from a one-liner on the subject's “vital statistics”, reinforces the editorial

message which is clearly aimed
at advocating beauty rather
than brains. The news-paper
claims to advertise women in
this manner to increase sales.

 “Meet Mvasi's Sexiest Babe” published by Swaziland's The Weekend
Observer (31 October-01 November 2009) is an interview with Siviwe
Motsa, a Bachelor of Commerce student at the University of Swaziland.
She is described as the “varsity's sexiest babe”. The stereotypical
headline emphasises Motsa's physical attributes over her intellectual
capabilities. This is in sharp contrast to the question and answer
interview in which Motsa portrays herself as a hardworking young
woman with ambitions and aspirations. In fact, Motsa does not even
believe in beauty contests. Yet the article describes her as “bootylicious;
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booty with a brain” etc. The language is denigrating and the author's perspective overshadows that of the
interviewee.

Women weak, obsessed by money

The cartoon published by Mozambique's O País newspaper (30 October 2009) sends
out the message that women cry for money, in particular dollars. The caption in the
cartoon reads “When the dollar is too expensive.” In this cartoon, the woman dropped
her purse and is crying to reach the money being held by a wealthy man. This is
blatant stereotype that portrays women as weak, poor and obsessed by money.

Women as “slaves to fashion”

Several articles in the monitoring portrayed women as “slaves to fashion”. The article
“Stilettos: women's ultimate fashion accessory” published by Botswana's Sunday
Standard (15 November 2009) is one such example. It is about how stilettos have
apparently become women's ultimate fashion accessory. It is described as a trend
that every woman who is “informed” on global fashion should reflect in her wardrobe. Research is said to have
revealed that men are generally attracted to women in high heels. A woman is quoted as saying stilettos make
her “breasts look a bit larger”. This article is an example of a blatant stereotype. At face value, it appears to be
an analysis of a fashion item, but it heavily stereotypes women. They are portrayed as obsessed with their
outward appearance and the choice to look “sexy” at the expense of their health in order to please men. The

article says this type of shoe is damaging to the foot, yet women
continue to wear them. This again portrays women as vain
pursuing beauty at all costs and willingly jeopardising their
well-being. According to the article, women are partial to the
stiletto because they feel it enhances their sex appeal. This, in
itself, generalises and stereotypes women. In the article women
are even referred to as “slaves to fashion”.

“Men don't accessorise”

In contrast, an article in Namibia's New Era (Friday 30 October 2009) claimed that “Men
don't accessorise”. A columnist opines over what he terms the “feminisation of men who
accessorise and call it modern and retro.” The article is meant to be a light piece on fashion
trends. But the headline sets the tone. The writer is not pleased with the way men dress,
and indicates men are beginning to dress like women which is “un-cool”. Apart from
criticising men and arguing against the feminisation of male fashion, the author advises
men what to wear and how to retain their “masculinity.” He argues that even women
don't like this change in “sexual” identity. The writer notes in one instance that too many
accessories can create the impression that men are trying to de-throne females from
their positions as fashion and accessory goddesses. This, rather than serve as a qualification,
continues to promote a single-minded focus. The message is that men who accessorise
and are fashion-conscious are not “real men”. The parting comment is about a colleague
described as a gender expert in the newsroom who agreed with his sentiments, but
“all that remains now is to get her to put on skirts to work instead of her pants.”

Women as objects for the pleasure of men

Another common theme that emerged in the articles classified as blatant stereotypes (for example the cartoon
“Ayobe” published by Malawi's The Nation newspaper on 3 November 2009) is that women dress scantily to
please their men. The cartoon shows two couples walking in opposite directions. One couple is walking arm-
in-arm towards the direction signposted “Babylon Bar and Resthouse”. The woman is wearing a mini-skirt and
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high heels with the man looking at her. The second
couple is walking away from the same bar. But the man
is clad in a suit with his head turned back to look at
the other woman. He is evidently admiring her, as
shown by the hearts drawn above his head. Meanwhile,
the woman he is with is also wearing a very short dress
and high heels with her cleavage showing but that
does not seem to “quench his man's appetite”. She is
clearly upset and asks him why he is looking at the
other woman who has just passed by. The message is
that women are so desperate to keep their relationships
that they dress up to please men.

Competence of women professionals

Another form of blatant stereotyping appears in articles questioning the competence of women professionals.
An example is a news brief in Le Defi Plus (7 November 2009) entitled “Chassé-croisé” on two female Permanent
Secretaries changing ministries. The article questions how long these two Permanent Secretaries will remain
in their new positions. The title “Chassé-croisé” has several meanings. It could mean “a mutual and simultaneous
exchange of places and of situations between people” or “of movements which change direction constantly
without giving much result”. If it is the second meaning the journalist insinuates that the two high female officials
are incompetent.

Women buying into stereotypes

The monitoring revealed that women sometimes buy into this blatant stereotyping. An example is the report
“Women parade in bikinis for breast cancer” broadcast by eTV of South Africa (7 November 2009). In the news
report women stage a bikini-parade to raise awareness on breast cancer, one of the biggest killer diseases. The
story, which contains a serious message on breast cancer, is diluted as the event is reduced to a fanfare of half-
naked women. The headline, “Bikini Parade”, hides the message, as anyone watching the clip will mistake it for
a modelling or beauty contest. This is an example of women buying into blatant stereotype presenting the
media with an opportunity to stereotype them. The reporter uses words such as “raising eyebrows”, “fun loving
women of all ages, shapes and sizes”, and “sunglasses and smiles” to describe the women. All these words remove
the seriousness of the message as the reporter focuses on the physical attributes of the women rather than the
breast cancer message.

Conclusions

During the consultative workshops on this research,
Base FM station manager Sandra Williams (Namibia)
highlighted the importance of conducting periodic
audience research to remind media houses of what
their target audience wants to read about or hear in
the news. She felt that media seem to have forgotten
that audiences come first. She also felt that citizens
should be empowered to engage more with media
so as to ensure that media is held accountable.

The Namibia workshop also suggested that media
houses monitor their audience trends over a given
period to determine whether audience figures go

down or increase when gender is integrated into all
news. The Gender and Media Audience Study (2005)
found that audiences in Namibia and across the region
would welcome a greater diversity of view points and
stories in the news.

Shukuru Senkondo of Upendo FM in Tanzania said
there is need for media houses to have gender
specialists the same way they have political or business
specialists who report and guide the editorial team
on the coverage of these issues. “A reporter who is a
gender specialist will assist in giving visibility to gender
issues as well as monitoring their coverage and raising
a red flag when women voices start disappearing.”
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Raziah Mwawanga, a Program Officer at Tanzania
Media Fund felt that media houses need to have
gender reporters who are linked to civil society
organisations working around gender issues. “Such
close collaboration between media houses and
organisations working around gender issues is likely
to benefit editorial practices on coverage of gender.”

Mwawanga and other participants proposed the
circulation of a directory with contacts of women
experts in various fields to avoid scenarios where
journalists source only the views of male experts.

In South Africa, Thabang Pasoyabone (Radio Riverside)
added: “We should develop a directory of sources for
women in communities. This is a simple exercise:
attend community gatherings and workshops and
document the names of women who speak on a
certain issues. This information can then be compiled
into a directory that can always be referred to for
news.”

Elias Mhegera of The Express newspaper in Tanzania
proposed that media houses put in place internal
monitoring mechanisms that will give monthly reports
on the coverage of gender issues in that particular
media. “We need to also train women on how to access
media, while at the same time training journalists on
gender-sensitive reporting,” he added.

Agnes Shija, a Tutorial Assistant at Tumaini University
said media training institutes should take greater
interest in understanding what goes on in the
newsrooms in order to mould journalists who are
responsive to societal needs. “Content analysis studies
done by students of journalism are rarely disseminated
to the media houses whose newspapers or TV or radio
stations which these studies are about. Yet this would
help the media to improve coverage in areas they are
doing badly.”

In Zimbabwe, the editor of Sunday News, Paul Mambo
said a “newspaper takes the character of its editor”.
He strongly believes that gender issues are
misunderstood, “they are not about women but
people regardless of sex”. He saw no need for his
paper to focus on gender issues. Mambo, who is also

the chairperson of the Zimbabwe Editor's Forum, said
that gender issues are not the best seller in news
because they are viewed as women issues.

A freelance reporter and academic, Jealous Mawarire,
challenged gender activists to desist from radical
approaches that harden the “people we are targeting”
to convince. He also noted that journalism practice
in Zimbabwe must change from event-based to in-
depth coverage.

The Editor-in-Chief of the Zimbabwe Independent,
Standard and new established private daily
newspaper, News Day, Vincent Kahiya, said although
they do not have a gender policy for the group,
individual newspapers were doing their best to
prioritise gender issues. He noted that women are
not always willing to talk on political issues, hence
the few voices in content.

 “The only way we can hold media accountable to
gender in the content and within its structures is by
ensuring they have a gender policy, on whose basis
we shall monitor how gender matters are being
treated in the media in question,” said Eva Solomon,
a lecturer at the School of Journalism and Mass
Communication, University of Dar es Salaam.

Florence Hamisi, a media consultant and former
employee of Tanzania Communications Regulatory
Authority (TACRA), said besides individual media
houses having gender policies, the regulators in each
country should also have such policies, which all
media houses ascribe to.  Such policies should indicate
in clear terms that if the media fails to adhere to it, its
licence shall be withheld.

Participants agreed that media houses that have
shown progress in coverage of gender issues need to
be motivated through awards or recognition of their
good work. They were also in agreement with the
suggestion that the single most important
intervention need to improve coverage of gender in
the media is the development gender policy to guide
editorial practice. Once that is done, they said, the
next step is to put in place measures to ensure media
houses with gender policies do implement them.


