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“MAP has brought a lot of value in positioning the media to respond to the
fight against HIV and AIDS. Newsrooms now work in collaboration with
marketing departments in cross checking certain information before publishing
broadcasts with regards to HIV and AIDS so that misleading and conflicting
messages are avoided. Media houses have also learnt to appreciate their role
and significance they have in influencing decisions from their audiences
regarding the pandemic. They are now working on being gender sensitive as
efforts are now made to have voices of women heard in the media.”

~ Bheki Maseko, Swaziland MAP facilitator

Zambian TV interviews the GMDC’s Saeanna Chingamuka. Photo:  Derrick Sinjela

YES WE CAN!

MEDIA FOR CHANGE
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If electronic media and modern technology have
made the world a global village, then the newsroom
is a village within a village. And it is at this micro level
where some of the most substantial and often
unnoticed changes are taking place.  While this study
looked at the larger picture, analysing more than
30,000 news items from 157 media houses in 14
countries, it also provided a more qualitative
examination.

Some of the previous chapters noted slow progress
on reporting gender and other issues such as HIV and
AIDS. There also continues to be some disconnect
between what the Southern African audience wants
from their news and what the media provides. For
instance, the 2005 Southern African Gender and Media
Audience Study found that stories about HIV and AIDS
are one of the preferred news topics for women in six
SADC countries. However, even with this information
- and as the proportion of people affected by HIV and
AIDS increases - the media is reporting less than before
on this important topic.

This chapter takes a closer look at some of the
newsrooms in the region that are getting it right and
leading the way when it comes to gender- and HIV
and AIDS-sensitive reporting. These examples
highlight media houses managed by editors and
committed journalists who listen to their audience.
These case studies are not exhaustive, but rather a
sample of some of the good work being done on the
ground.

This chapter includes private and community media
and is also a mix of print, radio and broadcast. It looks
at case studies from five media houses which are
leading the way on some aspect of gender and HIV
and AIDS reporting.

Namibia's Base FM is a community radio station with
national reach and a regional leader in gender-
sensitive reporting. In Malawi, Capital Radio, a private
national radio station, has a successful HIV and AIDS
policy and recently launched a new gender policy.
Lesotho's People's Choice FM is another privately-
owned radio station which hasn't yet institutionalised
gender and HIV and AIDS policies, but recognises the
importance of accessing women sources in its stories.

A case study from Mozambique looks at STV, a private
television station which has implemented an HIV and
AIDS policy that has buy-in from the highest levels of
the organisation, leading to large-scale awareness
campaigns and a newsroom where staff feel
comfortable discussing the impact of HIV and AIDS
in their personal lives.  Finally, Tanzania's Business
Times Weekly print media group has taken HIV and
AIDS policies to a new level, creating a system that
sees peer educators raising awareness in every
department and monthly seminars on topics relevant
to gender and HIV and AIDS.

In some cases these media houses have not done well
in GMPS media monitoring. However, rather than
ignore the findings of these reports, there are good
examples here of journalists and media owners who
have used their poor showing as a catalyst to bring
about transformation in their newsrooms, by changing
policies and mindsets.

It is late afternoon and a
current affairs programme is
about to go on air. But not
before Namibian singing
sensation Stella Kavendjii
breezes unannounced, baby
in arms, into the Base FM
studio for an impromptu
interview about her new

album in which she sings about HIV and AIDS.

Such is the informal atmosphere at this woman-led
community radio station that if someone in the
community has an issue, they are able to simply walk
in and chat about it. And they are never turned away.

It is with ease and little fanfare that Kavendjii saunters
in and is welcomed by one of two female DJs at the
station, Che Ulenga, to talk about her new album to
be launched on National Testing Day in Namibia. Her
message is simple: the best way to fight AIDS is to
know your status. One of the songs, “waifu uaripii?”
means “where were you?” in otji-Herero. Another,
“okurama kwe temba” means “love your body; treat it
like a temple.”

Namibia: Base FM



In 2008, the station won the Media Action Plan (MAP)
award for the best gender-aware policy and practice
on HIV and AIDS in the region.  Base FM, formerly
Katutura Community Radio Station, is rooted in a
community where, as reporter Jehoiackim Kateve
puts it, “HIV is a reality, not just a story.” As the station
“owned” by the community, Base FM has been at the
forefront fighting stigma, promoting voluntary
counselling and testing, and comforting those
affected.

Facing off on Facebook

In a corner of the studio, Ricardo Joacquim, news
editor of the rip and read service, is pioneering
multimedia ways of getting young people involved
in the fight against HIV and AIDS. He has harnessed
new media and Facebook to deliver his message; a
winner with youth in the largest township of the
Namibian capital. Opening the radio station's
Facebook page, he points to a fresh online
conversation with the following postings:

 “I am going to get tested today. Who wants to come
with me?”
“I'll go at 3pm.”
“It's my birthday. I'll do this for me.”
“I just came from there last week.”

Alex Samuel, a senior staff member, explains that the
station changed its name to “Base” because it has
gone national, but still has its base in Katutura. “Since
the station's inception in 2004 we have grown
dramatically. We are now a 24-hour station with a
national appeal and reach. But everyone has a base.”
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“We (musicians) have a duty to inform people what
we know, so that those who are not infected do not
fall in the same trap” she said. “For those who are
infected and affected, I want them to know we are
here for them. I do feel that if I can get the message
out then I will be satisfied; my mission will be
completed.”

Namibia's Base FM did not score so well in GMPS
findings although it should be noted that only 33
news items were monitored at Base FM, which was
less than any other Namibian media house.  During
the monitoring period, 81% of these news stories had
just one source and only 23% of news sources were
women. In addition, Base FM featured no news stories
on either gender-based violence or HIV and AIDS.

However, a closer, more qualitative inspection, found
many positive signs that gender and HIV and AIDS
were more mainstreamed in the newsroom than they
appeared in the news. Where gender and HIV and
AIDS issues are not as frequent in news stories, they
are abundant in other programming and Base FM has
many gender champions on staff, right up to the
highest levels of management.

What the audience wants

The Base FM audience survey showed that HIV and
AIDS, education, employment, crime and human
rights are some of the most popular topics. These are
issues which have strong gender dimensions, which
means gender issues are taken seriously at the radio
station. Base FM has also participated in Namibian
Gender Links-run projects over several years.

Stella Kavendjii. Photo: Colleen Lowe Morna

Ricardo Joacquim has pioneered e-chats. Photo: Colleen Lowe Morna



together with Gender Links advocacy efforts, has
mainly shaped the station's view on gender issues.

According to Williams, it emerged from the audience
survey that listeners in the 16-24 age group are the
station's primary audience, followed by those ages
25-34. Base FM listeners are also media savvy and well
informed: the kind of audience that cannot be taken
for granted. They use the internet, cell phones, and
have access to other forms of media. This information
has helped the station to thrive as the best source of
news in Katutura.

The change from the original Katutura Community
Radio (KCR) was part of the station's rebranding
process. Base FM assumed its new name in 2008 to
reflect the spirit of its target group. Williams
emphasised the importance of knowing those one is
serving. While Base FM broadcasts in a diversity of
languages, English mixed with street lingo is the most
common. Oshivambo, Afrikaans, Otjirero and
Damara/Nama are also all used on the Station.

General media practice

The diversity of the community of Katutura, Base FM's
target audience, has called for the station to
incorporate more diversity in its news coverage. This
is one reason why most of Namibia's languages are
used on air.

The growth Base FM has experienced over the years
also makes it possible for reporters to go out and
get their own stories. This growth has come with
financial sustainability, which is a major reason for
the high quality of news. Journalists at Base FM have
the equipment and transport to ensure that they
are covering the most relevant stories for their
target audience. For example it is a Base FM
requirement that all stories are balanced and that
they capture a diversity of views. As such, vox-pops
are common because they capture the “voices from
the ground.”

One of the station's major achievements has been
the creation of a professional news desk. This desk
has more than six dedicated reporters and the station
now broadcasts news every hour with a major hour-
long bulletin every afternoon.
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He maintains that “what is distinct about Base FM is
that we cater for all types. We have music, activities,
talk shows, discussions about HIV and AIDS. We cater
for the youth. We are in tune with the community. We
are demand-driven.”

Of the 22 staff, ten are women, including the head of
the station, Sandra Williams. Does this make a
difference? “Sandra brings special qualities,” says
Samuel. “She places a strong emphasis on team work;
compromise; forgiveness. She is a leader with motherly
qualities. She creates room for openness.”

Leading from the front

In April 2008, Williams got the Board of Trustees to
approve the station's MAP HIV and AIDS policy; an
example, according to Samuel, of the station's open
approach. “Media plays a very big role in shaping the
way we think. As a media house we realised the
difference we could make.”

Base FM is the only community radio station surveyed
in the Namibian GMPS study, which found that
community radio stations have done marginally better
than public and private stations as far as accessing
women sources.

Base FM caters for younger listeners in the 16-24 age
range, many in Katutura, where it is located. The
findings of its 2007 in-house audience survey
conducted by Research Facilitation Services (RFS)
influenced the direction that it has taken. This,

Sandra Williams (right) Base FM Station Manager with Elva Gomez.
Photo: Sikhonzile Ndlovu
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supported.” Other provisions are that at least twice a
year, Base FM staff will be exposed to training on how
to report HIV and AIDS and use language that reflects
such awareness.

The station also commits to make every effort to
access people living with HIV and AIDS: “As an auditory
medium, the station lends itself wonderfully to
hearing persons living with HIV and AIDS speak about
themselves and how they live,” notes the policy.
Among the innovations of the station are a “speaker's
corner” in which -  like in London's famous Hyde Park
-  members of the community can air their views on
any matter of concern.

Gender in the media

Commenting on the GMPS result showing Base FM
had only 23% women sources, Williams says this figure
is much below what Base FM is capable of. When
asked what she makes of the fact that community
media has more women sources than print and

television, Williams said while it is
encouraging, this should not stop
Base FM from striving for better
results. She said with the resources
Base FM now has, there is no
excuse why there are still gender
gaps in news coverage. Base FM is
also interested in working with
Gender Links in developing a
gender policy, to complement the
MAP HIV and AIDS policy.

Gender mainstreaming is taken
seriously in the HIV policy and in the way news is
covered. The policy states: “The station shall give equal
and fair coverage to both women and men of different
educational and cultural backgrounds and class when
addressing various aspects concerning HIV and AIDS.”
It adds that “to avoid stereotyping, ads will depict the
voices of a diversity of persons, both male and female.”

As gender-based violence falls within the larger theme
of human rights, it is taken seriously by the radio
station. It is also one issue that troubles the
community. Base FM has therefore taken the social
responsibility of keeping citizens informed about the
extent of the problem. This is despite the fact that
there were no GBV stories aired on the Station during
the monitoring period.

HIV and AIDS

In 2007-2008, Base FM worked with Gender Links to
develop an HIV and AIDS policy. This policy has made
the station more gender-conscious. For example in
2008, the station won the HIV and AIDS institutional
award at the third Gender and Media (GEM) awards.
However, there is work yet to be done as the GMPS
findings showed that Base FM had not covered any
stories on HIV and AIDS during the monitoring period.

Williams cited the story about the forced sterilisation
of HIV-positive Namibian women that has been used
as a case study in this report as one story that Base
FM broke just before the monitoring period. Other
media picked it up. She says one of her reporters,
Jehoiackim Kateve, is someone who has given massive
coverage to HIV and AIDS issues in Namibia's
communities.

When asked about the absence of HIV and AIDS stories
during the entire monitoring period, Williams said it
was shocking and a sign that the
radio station still has a lot of work
to do to maintain consistency. She
also said that because monitoring
was structured to include some
days and leave out others there
was a possibility that some stories
could have been missed in the
days that were not monitored.
However, she said that the results
of this study are an eye-opener as
they show that the station has not
done as much as she thought it
had. “These results come at a good time when the
station is taking stock of achievements made since
the rebranding,” she said.

As mentioned earlier, the monitoring only covered
news. Through its public service announcements,
popular talk shows, outside broadcasts and in its
newscasts Base FM has gone about changing the
prevailing message of “HIV kills” to one of “take control”
and “be your own hero”. According to Kateve the
emphasis of the station is: “you are killing you; it's not
HIV killing you.”

As an employee, Samuel says the workplace policy
assures him that “if I find out I am positive, I will be
treated as equal; I will keep my job and I will be

Che Ulenga, DJ at Base FM. Photo: Colleen Lowe Morna
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A media that mediates

Award-winning journalist Kateve describes how
working under a woman manager in a community
radio station has allowed him to be a better gender
activist. It all started when a woman in the community
was being followed by a man with a knife late one
night and phoned the station for help.

As a community journalist, he realised that the police
would probably not be much help so he rushed to
the scene where the proverbial might of the pen
towered over the sword.

In a community wracked by gender violence, Kateve
has become a favourite among women in the
community, frequently called on to report on cases
that the police otherwise turn a blind eye to.

Calling himself the “reporter who does not sleep,”
Kateve says the notion of the dispassionate journalist
is foreign to this station. “We are a media that
mediates,” he says. “We go out to make a difference.”

The first thing you see when you
walk into Malawi's Capital Radio in
Blantyre is one of the world's most
recognisably powerful women: Tina
Turner. The portrait is one of many
artistic images of music celebrities
spray-painted on walls throughout
the studio.

The next thing you see is a real life powerful woman
in the newsroom's most important office, Arlene
Osman, Capital FM's Director. Osman is one of the
members of the station's team that helped bring in
both a gender and an HIV and AIDS policy for Capital
Radio.

Malawi's Capital Radio scored low on almost every
indicator in the GMPS. With 54 news items monitored,
the station had the least stories with multiple sources
(15%), the fewest stories with women as sources (9%),
the lowest percentage of stories about HIV and AIDS
(2%) and no stories about gender-based violence.

However, Capital Radio is profiled here because station
management owned up to problems of reporting

gender and HIV and AIDS issues and quickly brought
in policies to ensure it would never log such poor
results again. The station is now leading the way in
Malawi with progressive newsroom policies supported
by staff and management alike.

“When we saw the draft results of the GMPS
monitoring, and we realised how bad our station was
at reporting on gender and HIV and AIDS issues and
using women as sources, we knew we had to do
something to improve our standing,” says Osman. “We
used the findings as a learning experience and as a
challenge to develop and get better.”

Since then, Osman has helped spearhead initiatives
to create gender and HIV and AIDS policies for the
station, and Capital's gender policy was recently
launched at the GMPS consultative meeting in
Blantyre.

Taking media responsibility and audience seriously
Capital Radio values civic responsibility and seeks to
give the people of Malawi a new voice by providing
quality broadcast news,  information and
entertainment programming that will assist them to
speak out for better services and good governance.
The radio station tries to exert positive leadership by
producing news and information that is accessible
by the people in order to promote an engaged and
participative democracy.

Capital Radio is a privately owned commercial radio
station that was launched on 29 March 1999.

The station has a wide audience covering all age
groups but its main target group is 20 years and
over; it also has a special provision to entertain
senior members of the public and those 50 years and
over.

Capital FM actively targets decision-makers in the
private and public sectors, middle- to high-income
earners and people in disadvantaged rural
communities who do not have access to newspapers
and television. Youth are also actively targeted in
particular programme content.

According to a Capital FM survey, the station reaches
four million Malawians and is accessed in all three
regions of the country.

Malawi: Capital Radio
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are infected with, and affected by, the virus have
access to support from companies and institutions.

Capital radio has more than 40 employees; most of
whom are on medical schemes. The company leaves
it to employees to decide whether or not to join a
medical plan and pays 50% of any medical scheme
chosen by an employee.

The majority of the company's employees have been
affected by the HIV and AIDS pandemic in one way
or another. For example, almost all the employees
have lost relatives. They frequently ask for permission
from management to attend funeral ceremonies.

Request for time off work means company production
is compromised. In order to protect employees, the
management of Capital Radio came up with a policy
to protect the company's employees from the
possibility of job loss due to absenteeism.

Capital Radio's HIV and AIDS workplace policy, among
other issues, addresses gender, human rights,
discrimination and working conditions. The policy
stresses that the company shall treat all employees
equally, including any employee who is HIV-positive.
It also mandates an employee who is HIV-positive to
access medical care. The policy discourages employees
from discriminating against any staff member who
has HIV.

Mainstreaming HIV and AIDS and gender is part of
the policy. In an effort to fulfil the provision, the
company's editorial team has added segments on
public health which deal with social issues and have
a greater emphasis on HIV and AIDS and gender.

In all programmes, the station aims to ensure women's
voices are captured and heard because research has
shown that women are the most disadvantaged when
it comes to issues of HIV and AIDS. Addressing HIV
and AIDS means addressing women's issues and
Capital Radio has programmes that specifically discuss
both.

One such programme is known as “Breaking the
Silence”. The bilingual (English and Chichewa)
programme targets both urban and rural citizens and
is aimed at changing people's behaviour and attitude

Capital FM staff believe the media is a vital partner in
addressing HIV and AIDS issues. Information
dissemination and straight talk about the pandemic
has been encouraged by all stakeholders in an effort
to stop further spread of HIV and mitigate the effects
through the media.

“One issue during our discussions is that a lot of
discourse around HIV is threatening, like 'AIDS kills'
messages,” says Osman. “We think the media must
look at the positive, productive side of life with HIV,
as well as positive gender stories and those that have
come positive out of trial and trauma.”

Capital Radio has been in operation for almost ten
years. In those ten years Malawian society has become
more open to discussion about issues related to HIV
and AIDS.

The Malawi chapter of the National Media Institute
of Southern Africa (NAMISA) voted Capital FM the
Electronic Media House of the Year for three
consecutive years - 2004, 2005 and 2006.

Capital radio's HIV and AIDS policy

The station's HIV and AIDS workplace policy was
created in response to the pandemic, which continues
to claim the lives of productive Malawian citizens,
including journalists. It is also a response to calls from
activists who work tirelessly to ensure employees who

Capital Radio is a top radio station in Malawi. Photo: Frank Windeck
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leaving behind a policy but no one to ensure its
implementation.

“There needs to be better and ongoing monitoring
and analysis to ensure accountability,” says Arlene
Osman. “And this could include more training for
editors and journalists.”

People's Choice (PC) FM is a
privately-owned radio station
which has been operating for
12 years. According to owner
Motlasi Mjara, its programming
is a mix of “business and
pleasure” where serious
content is delivered in an

entertaining and lively manner that keeps listeners
tuned in.

Majara says the station caters for a young audience,
mainly in the 12-17 age range. This group listens more
for the booming sound of Top 40 music than for news
content. The next group is young adults from 18, who
are more self-aware and make decisions for
themselves, including voting. Because of this,
educational programmes meant to create awareness
are targeted more towards
this second group of listeners.

There are also programmes
for adults, including Muloti
wataba, a programme linked
to social responsibility.

The GMPS monitored 89 news items broadcast on PC
FM and found the station to have the most stories
about HIV and AIDS in Lesotho (27%). PC FM is also
a leader in Lesotho on reporting stories about gender-
based violence - coming in third place with 11%.

And with 38% of women sources in news, PC FM is
closer to the 50% mark than many other regional
radio stations. However, when it comes to interviewing
more than one source, there is room for improvement
as only 32% of PC FM stories accessed multiple
sources. Despite this, the station is obviously a leader
in the region when it comes to reporting HIV and
AIDS.

towards HIV and AIDS. It attempts to teach people
how to avoid contracting the virus and how to live
positively with HIV.

The station also airs adverts encouraging people to
go for HIV testing and counselling.

Ethical advertising

Advertising is a major source of income generation
for any news organisation. However, Capital FM's HIV
and AIDS pol ic y  d iscourages  accept ing
advertisements that claim to have a cure for HIV and
AIDS. Adverts for products that have not been
scientifically proven to work are rejected.

The Capital Radio policy was developed by cross-
referencing and referring to the Malawi National
HIV/AIDS Policy, Southern African Development
Community (SADC) code of conduct on HIV/AIDS,
SADC Declaration on HIV/AIDS and the Southern
African Editor's Forum (SAEF) principles of ethical
reporting on HIV/AIDS, among others.

The policy is also developed in accordance with all
National HIV and AIDS and Gender policies existing
and relevant in Malawi.

Buy-in from staff and management

One of the most important things about Capital FM's
policies on gender and HIV and AIDS is the strong
support from the highest levels of the organisation.
Al Osman, owner and managing director of Capital
Radio, agreed that it was necessary for the station to
develop a workplace policy. News Chief Tony Metha

and Arlene Osman were also
involved in the process.

Managing director Al and
Director Arlene Osman both
champion and drive the
policies in the newsroom.
Although no employees have

yet come out in the open to declare that they are HIV-
positive, management makes sure that all medical
needs of staff members are taken care of.

In Malawi, however, there is a concern about the high
staff turnover within the media. This sometimes means
that those who champion HIV and AIDS policies in
one media house may eventually move to another,

Lesotho: PC FM
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women, Majara maintains that it celebrates women's
talent and does not seek to objectify them.

Majara says it is important for media to understand
their role in society. They have to influence opinion
and create debate. This is done through bringing
topical issues to the fore for public discussion. One
such issue that should come out is the plight of
women in the workplace. PC FM is committed to
creating an enabling environment for both women
and men.

HIV and AIDS policy and programmes

PC FM has worked with
GL on developing an HIV
and AIDS and Gender
policy. This policy has
ensured that gender is a
consideration when it
comes to coverage of HIV
and AIDS as well as
dealing with employees
affected by, and infected
with, the disease.

In the GMPS, PC FM had
the highest proportion of
HIV and AIDS stories with
27%. This is higher than
the country's average of
12%. This is a sign that this
t o p i c  i s  c o v e r e d
extensively in news
programmes on the

station and that it strives to include the voices of
people living with HIV and AIDS. For example, every
Thursday PC FM broadcasts a three-hour programme
hosted in collaboration with people living with HIV
and AIDS. The programme “912 Street” is aired for
three hours in the afternoon as part of the station's
social responsibility initiative, allowing for maximum
viewer participation.

HIV and AIDS is a problem that affects many in the
country and because of this media has a commitment
to provide awareness-raising and informative
programmes to curb the spread of the virus, as well
as support the affected and infected.

Gender on PC FM's agenda

PC FM recognises the importance of giving audiences
fair and factual news stories. This is done through
ensuring that the voices of different groups in society
are catered for so as to ensure credibility. Although
the radio station is youth oriented, it strives to achieve
diversity. Majara notes, however, that it is not always
easy to achieve balance. There are numerous factors
at play which sometimes hinder the station's efforts
to include all voices in news and other programmes.

Yet with 38% women sources in the GMPS, PC FM is
ranked fourth in the country and is above the country
average of 32%. Majara says
the station always makes a
conscious effort to give
equal voice to women and
men on different issues and
women speak out in hard
news like business, politics
and sport.

Although the station has not
achieved gender equality in
reporting, Majara said that
gender-specific issues are
highlighted in specific
programmes and not always
in the news. This is largely
due, he thinks, to the fact
that democracy is still
relatively new in Lesotho
and there is a fascination
w i t h  p o l i t i c a l  s to r i e s
involving government dealings, often at the expense
of more diverse issues.

PC FM's gender policy has not been put to paper, but
there is a common understanding by all that language
should be gender-sensitive. For example, reporters
and presenters are encouraged to use inclusive
language that caters for both sexes. The radio station
has also indicated a willingness to work on a gender
policy with GL.

The station hosts the annual Miss Vodacom PC FM in
partnership with telecommunications giant Vodacom.
While some think the contest sexually exploits young

PC FM owner, Motlasi Majara. Photo: Sikhonzile Ndlovu
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editorial aspect is coordinated by the editorial
manager, and the human resources section of the
policy is implemented by the HR manager.

It is one of the only policy documents at the station
and was cross-referenced with the editorial policy
and the code of conduct of the station. Although STV
has not formally adopted the policy, it is in the process
of doing so and in the meantime has been introducing
several initiatives to mitigate the impact of HIV and
AIDS in the workplace and in society as a whole.
Station management has noted that developing the
policy was the opportunity they were waiting for in
order to address issues related to HIV and AIDS and
gender in a more systematic way.

Because of this, the level of buy-in and the
involvement of management in the formulation and
implementation process has been high. The first
management meeting was attended by the CEO who
gave the green light to staff and instructed the
administrator of social responsibility programmes
and the editorial director to coordinate the
development and implementation of the policy.

For a World AIDS Day event, STV organised a musical
show which was broadcast live with messages of hope
and awareness-raising. The show was attended by
high-profile members of government, business people
and artists. Management also encourages staff to
attend training, seminars or other events related to
HIV and AIDS.

ST V is the leading private
television station in Mozambique
and it has drastically changed the
media landscape in the country.
The network has been in existence
for six years and during these
years has gained recognition as
the best television station in the
country. It is the station that
introduced the concept of media

social responsibility to Mozambique and it features
several regular social responsibility programmes.

The station is managed by a young and dynamic team
with previous experience in working for the national
public television network; the CEO was once the
finance director at the national station.

STV began by covering only Maputo and its
surrounding areas but gradually expanded to other
parts of the county and currently covers most
provinces. Where this station's signal is available it
usually has the highest ratings.

Considering 16 media houses were studied in
Mozambique, it is quite an accomplishment that with
163 news items monitored, STV television station led
the way in three categories. The private station had
the highest number of women sources in stories
(20%), the highest number of stories with multiple
sources (45%) and the highest percentage of stories
about gender-based violence (6%). However, just 1%
of stories were about HIV and AIDS, despite the fact
the station has implemented a dynamic HIV and AIDS
workplace policy that is championed by top
management. Nevertheless, the station is at the
forefront of progressive and gender-sensitive
programming in Mozambique.

STV is one of the media houses which adhered to the
MAP process with commitment at highest level of
management, and it has rapidly implemented several
initiatives related to HIV and AIDS.

HIV and AIDS policy

STV's HIV and AIDS policy on human resources,
editorial and marketing aspects, and the overall
coordination of the policy, is done by the CEO. The TV is taking Mozambique by storm. Photo: Mercedes Sayagues

Mozambique: STV
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Business Times Limited media group has
mainstreamed HIV and AIDS into everything it does,
creating policies that address the problem in its
newsrooms and educating staff in monthly seminars
and via peer education.
   
HIV and AIDS policy and its champions

The Business Time HIV and AIDS policy has been
integrated in all departments with each having one
or more peer educators to train employees in each
department about the policy. The peer educators
report to the workplace champion, who is the overall
coordinator of the policy in the company. The editorial
department has three peer educators, and the
circulation, advertisement and Times FM each have
one.

The media house has ensured proper policy planning
and cross-referenced it with other policies - both
Business Times Limited as well as industry generated
policies - particularly those touching on ethical
issues.

The policy has received enormous support from top
management at BTL throughout the process of
development and adoption, underlined by the
company's decision to send its Human Resource
Officer and a Marketing Executive to head the team
that developed the policy. HR Officer Sophie
Mshangama Edward is now the policy champion
tasked with coordinating its implementation. The
tasks of the Champion include: providing advice to
management on the implementation of the policy,
seeking support for programmes provided for in the
policy and coordinating the work of the peer
educators.

Peer education

Since the adoption of the policy in September 2008,
the company has held monthly seminars with
employees, which are meant to sensitise staff about
the policy. In addition, the company has six peer
educators (PEs) in each department.

The responsibilities of the PEs, who report to the
Champion, include talking to fellow employees within
the department and sensitising them about the policy,
ensuring stories on HIV and AIDS receive coverage
and are treated well when it comes to allocation of
space or airtime, informing employees of planned

Integrating gender

Although the policy focuses mostly on issues related
to HIV and AIDS, it does touch on aspects of gender,
including the issue of ensuring a gender balance in
sources. It also encourages gender equality in
recruitment and promotion and advocates a gender-
friendly work environment.

The impact of the policy can be seen by the number
of HIV and AIDS stories broadcast on the station and
by the gender perspective present in the stories. Staff
are also highly involved in gender and HIV and AIDS
issues and the station increased these types of
programmes in 2009.

In the workplace, it has been noted that journalists
are more open to discussing HIV and AIDS and gender
issues and have shown a steady growth in their
commitment to this cause.

Business Times Limited (BTL) was
established in 1988 to report on
business issues. Over the years, it has
grown and is now publishing four
Tanzanian dailies: Business Times Weekly,
Majira, Dar Leo, and Spoti Starehe.

The company also runs a radio station, Times FM,
whose reach is Dar es Salaam and its immediate
environs. The total circulation of its daily newspapers
is more than 100,000 and that of its weeklies is more
than 120,000. The company has offices in 17 branches
across Tanzania with more than 125 employees.

At first glance, it is hard to see why Majira newspaper
(the Business Times Limited print media house which
was monitored in the GMPS) would be heralded in a
case study.

The media house performed poorly in most of the
quantitative findings of its 74 news items which were
monitored. Just 1% of its stories were about gender-
based violence and no stories discussed HIV and AIDS.
At 19%, Business Times had one of the lowest
percentages for women as sources.

Yet despite these findings, a more qualitative look at
the newsroom found a media team in motion. The

Tanzania: Business Times Limited



swinging back toward a trend of more and better
reporting on gender and social issues. These case
studies from the region provide positive examples of
how media houses can be proactive in order to
mainstream issues of gender and HIV and AIDS.

As research has shown and many of these editors,
journalists and media owners noted, reporting on
such issues is not only about ticking the correct boxes
because it's the right thing to do - these stories are
also what the audience is demanding.

These case studies also illustrate that newsrooms with
gender and HIV and AIDS policies are better-equipped
to report with fairness and accuracy.  They are more
in-tune with their staff, and work environments are
healthy and open.  These examples demonstrate that
implementing newsroom policies is the best way to
raise awareness and increase coverage of gender and
HIV and AIDS issues.  Many of those newsrooms with
institutionalised policies were also those that
performed best in the GMPS.

Malawi's Capital Radio provided an illustration of how
a media house can transform poor media monitoring
performance into something positive. It is an example
to all media houses surveyed in this report to take
discouraging results and use them as a catalyst for
change.

Media houses in Tanzania and Mozambique have
implemented HIV and AIDS policies that not only
made newsroom staff more comfortable with the
topic, but also allowed them to better represent HIV
and AIDS stories to their audience.

In the case of Namibia and Lesotho, Base FM and PC
FM showed best practice as far as using audience
research and knowledge of audience demographics
in order to better target news and socially responsible
programming to the correct listeners.

If the world has become a global village because of
electronic media, then it is even more important that
local media is in touch with its local village. This can
only be achieved by ensuring the inclusion of all
members of that village and embracing their diversity
on air, in print and online.

meetings and mobilising them to attend such
forums.

Plans are also underway to translate the policy into
Kiswahili to make sure it is well understood and
articulated by employees who don't understand
English. Edward said the company has also developed
a budget for policy-related activities and given it to
the management for consideration alongside other
budgets from other departments. “I have already
talked to top management about the need of
financing this policy no matter how small, as a starting
point. I am positive it is going to work out because
they have accepted the policy,” she says.

Gender, HIV and AIDS and newsroom changes
The company partners with Costella, a Tanzania-based
organisation that implements various HIV and AIDS
programmes. Costella provides the company HIV and
AIDS materials and training on gender issues.

In addition, almost every provision of the policy speaks
to issues of gender, insisting that the views and
interests of women need to be taken into
consideration when every decision or action is taken
by the company.

Overall, there has been an improvement in the
number and quality of HIV stories published. The
policy has encouraged BTL journalists to cover HIV
and AIDS issues with renewed interest and sense of
purpose.

For example, Daniel Semberya, a senior journalist with
the newspaper and one of the peer educators, says the
policy is making the staff begin to start discussing HIV
and AIDS issues with renewed interest. Even those who
before would not reveal information about their family
members who were HIV-positive are now opening-up
to share their stories. Other employees are also willing
to discuss their VCT visits. This was not the case before
the policy was put in place.

Conclusions

Although progress has often been slow and reporting
on issues of gender and HIV and AIDS has decreased,
there are hopeful signs that the pendulum may be
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