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FOREWORD

FOREWORD

When Agnes Callamard, Executive Director of
ARTICLE 19 coined the phrase ‘gender censorship’
at the launch of the third Global Media Monitoring
Project (GMMP) in 2005 the Fleet Street audience
in London just stopped short of pummelling her
with tomatoes.

Time has marched on but not much has changed.
Since the first global study in 1995, to the latest in
2010, the proportion of women sources in the
media has risen from 17% to 25% globally, and from 16% to 19% in Africa.
Yet censorship is still viewed through the narrow lens of politically barred
content, rather than the broader societal lens of exclusion.

Three studies over the last two years initiated by Gender Links with various
partners have provided stark data of the gender gaps in the media. The
Gender in Media Education Audit shows that there are more women than men
in media studies, but many more male than female lecturers. Glass Ceilings
in Southern African media shows that women constitute 41% of media
employees (32% if South Africa is excluded) but less than a quarter
of managers and only a handful of board members and top executives.

The 2010 Gender and Media Progress Study (GMPS), a follow up to the baseline
study in 2003, confirms the global findings that on average women now
constitute a mere 19% of news sources in the region. This study broke new
ground by asking some pointed questions about basic media practise, finding
for example that a startling 67% percent of news stories are based on single
sources.

What are the chances, in our society, that if only one source is consulted,
that source will be a man? And how free are societies in which half the
population is effectively silenced without us even aware this is so? Do we
think twice when a report on a South African TV station tells us about an
award for African soccer players at which none of the players showed up,
when in fact the top African woman soccer player did show up? Or an article
in a Zambian newspaper about elections titled ’Peoples views on the elections‘
in which only men are quoted, and the final caption reads ’the best man for
the job‘ (even though two women candidates stood in that particular
election).

FOREWORD



It is this gender blindness that has prompted activists to demand that the
Windhoek Plus Twenty Declaration state explicitly that freedom of expression
must be understood as equal voice for women and men - not just for ’people‘.
This plea is strengthened by the Southern African Development Community
(SADC) Protocol on Gender and Development that calls for equality in and
through the media; gender mainstreaming in policies and training; as well
as sensitive coverage of difficult issues like gender violence, HIV and AIDS.

Many a cynical editor argues that gender biases in the media are just ’the
way of the world‘, and that no band of NGO crusaders is going to change
that! The fourth Gender and Media Summit held under the banner ’Gender,
Media, Diversity and Change‘ late last year made the case, through vivid
examples, that change is possible.

For example, in 2003 women constituted 14% of sources at the Mauritius
Broadcasting Corporation, the first media house to work with GL in developing
a gender policy. The GMPS shows that this figure has since doubled. What’s
more, says Deputy Director General Rekha Sooborun, the gender policy has
prompted the public broadcaster to think more broadly and critically about
what it means to serve the public, half of whom are women.

Armed with the SADC Gender Protocol and evidence from the ground, GL
is working with media education partners in the Gender and Media Diversity
Centre as well as 100 media houses across the region on creating Gender
and Media Centres of Excellence. The collective target is to ensure that
women constitute at least 30% news sources by 2015: a target good
for business, good for democracy, and good for media freedom.

This handbook takes us from theory to practice. It shows that as the Yes we
can! generation we can create a different kind of future for our children.
Daring to be different takes leadership and courage. Those who have signed
onto this initiative have shown that they are willing to be part of a media
that is not just about what is but what could be. They are the fourth estate
in the very real sense of the word: setting the agenda, rather than simply
following the path of least resistance by acceding to a flawed agenda. GL
and all who believe in a region in which women and men are free to take
their rightful place stand ready to support such visionaries.

Colleen Lowe Morna
Chief Executive Officer, Gender Links
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Objectives
The main objeche main objective of the COEs process is to contribute to the
advancement of the SADC Gender Protocol target of gender
equality in and thry in and through the media bough the media by 2015. y 2015. This prhis project seeks to
ensure that gender is mainstreamed into editorial practice and
content as well as within media houses.

INTRODUCTION

Arriane de Le’Estrac,
Director of Publications

at La Sentinelle Group
on gender, media and

elections
Photo: GL Mauritius



The Media Centres of Excellence (COEs)
for gender in the media concept is a
follow up to the gender and media
research, advocacy, training and
policy work that Gender Links (GL)
has been conducting in SADC since
its establishment in 2001.

GL seeks to bring this work together
by going beyond the current six
stage gender policy process (buy in;
s i t u a t i o n  a n a l y s i s ;  i n c e p t i o n
workshop;  draf t ing;  adoption;
monitoring and evaluation) by
ensuring ongoing backstopping and
support. This will result in GL offering
media  houses  a  fu l l  gender
mainstreaming package that draws
from all  research and training
conducted to date and provides
options for self monitoring.

Between 2011 and 2014, GL will work
with 100 newsrooms in the SADC
region with the aim of ensuring that
they have at least 30% women
sources in news content by 2014 as
well as having equal proportions of
women and men in all areas and at
all levels of the media.

Media provisions in the
SADC Protocol on Gender
and Development

Ensure gender is mainstreamed in all
information, communication and
media policies, programmes, laws
and training in accordance with the
Protocol on Culture, Information and
Sport.

Encourage the media and media-
related bodies to mainstream gender
in their codes of conduct, policies
and procedures, and adopt and
implement gender- aware ethical
principles, codes of practice and
policies in accordance with the
Protocol on Culture, Information and
Sport.

Take measures to promote the
equal representation of women
in the ownership and decision-
making structures of the media, in
accordance with Article 12.1 that
provides for equal representation of
women in decision-making positions
by 2015.

Take measures to discourage the
media from:
• Promoting pornography and

violence against al l  persons,
especially women and children;

• Depicting women as helpless
victims of violence and abuse;

• Degrading or exploiting women,
especially in the area of enter-
tainment and advertising, and
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undermining their role and position
in society; and

• Reinforcing gender oppression and
stereotypes.

Encourage the media to give equal
voice to women and men in all areas
of coverage, including increasing the
number of programmes for, by and
about women on gender-specific
topics  that  chal lenge gender
stereotypes.

Background and rationale

This new approach is
informed by the
results of the 2009
G l a s s  Ce i l i n g s  i n
S o u t h e r n  A f r i ca n
Media and the 2010
Gender and Media
P r o g r e s s  S t u d y
( G M P S )  w h i c h

s h o w e d  a n
apparent lack of
improvement in
gender in and
t h r o u g h  t h e
media compared
to earlier studies.

The GMPS found
that on average the proportion of
women sources in the region
increased by just two percentage
points from 17% in the 2003 Gender
and Media Baseline Study (GMBS) to
19% in the 2010 GMPS.

The Glass Ceiling Study showed that

whilst women are underrepresented
in media in general, they are glaringly
absent  f rom decis ion-mak ing
positions. GL has used these findings
to ref lect  on i ts  inter vent ion
strategies and explore possibilities
for a more holistic and sustained
approach to addressing gender gaps
in the media.
GL has already piloted the COE
concept with local government in
Southern Africa and will be adopting
a similar approach in its work with
journalism and media institutions of
higher learning. This new approach
builds on experience gained over
several years of working with media
h o u s e s  o n  d e v e l o p i n g  a n d
implementing gender policies and
action plans through a six stage
process.

The main focus of this 10-stage
process will be on the job support
and impact assessment leading up
to the 5th and 6th Gender and Media
(GEM) summits in 2012 and 2014.
The GEM summits will provide a
strategic platform for sharing of good
practices and strategies in taking the
work forward.

The COE approach is strengthened
by the 2008 Southern Afr ican
Development Community (SADC)
P r o t o c o l  o n  G e n d e r  a n d
Development that sets 28 targets for
the attainment of gender equality by
2 0 1 5 ,  i n c l u d i n g  s e v e r a l  k e y
commitments on the media.  The
media COE’s backstopping will
revolve around the ten theme areas
of the Protocol in the critical build



Change is possible:
A case study of the Mauritius Broadcasting Corporation

The Mauritius Broadcasting Corporation is an example of a media house
that has  done some introspection as a result of engaging with GL since
2003. During the 2003 GMBS, MBC TV had only 14% women sources and
this has doubled in the last seven years to 28% in the Gender and Media
Progress Study. The corporation was also the first organisation in the
region to develop a gender policy. The MBC’s commitment to gender
equality in Mauritius was duly recognised at the 4th Gender and Media
(GEM) Summit and awards when it scooped the Gender in the Media Best
Institutional Practice award.
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up to 2015, also the deadline for the
attainment of  the Mil lennium
Development Goals.

GL is strengthened in this approach
by the evidence that emerged in the
GMPS that while macro level results
show slow change in transforming
gender relations in and through the

media, there is evidence at the
institutional level that change is
possible.

T h e  M a u r i t i u s  B r o a d c a s t i n g
Corporation (MBC), one of the first
media houses that GL worked with
in developing a gender policy, is
one such example:

MBC interviews Loga Virahsawmy.
Photo: Gender Links



In 2003, women constituted 30% of the overall staff. The Glass Ceiling
study (2009) showed that this has since only increased by three percentage
points.  However, the proportion of women in top and senior management
has increased from 4 to 20%. Luximbye Samboo, Principal Officer in Charge
of the Human Resources division noted that ’the corporation is doing its
level best to ensure that there is gender equality in its operations.‘
Change at the MBC has come as a result of ongoing support and on-the-
job training provided by Gender Links. The GL Mauritius office and Media
Watch Organisation (MWO-GEMSA) have played a key role in ensuring
that the gender policy is fully implemented by MBC. For example MWO-
GEMSA has been actively involved in monitoring and providing feedback
to the MBC. GL has also kept a close eye on the performance of the media
house.

Speaking at the GEM Summit, Deputy Director General Soondree Devi
Soborun said that gender awareness had improved the responsiveness
of the public broadcaster that services women and men.  GMPS research
found that the MBC also displayed a high standard of reporting, with
primary sources accounting for 94% of those sourced in its stories. The
majority of sources were also identified, with anonymous sources
constituting just 7% of those quoted.

A key ingredient in this success is buy-
i n  f ro m  t h e  h i g h e s t  l e ve l s  o f
management, has assured GL that it will
implement the Action Plan that
accompanies the Gender Policy. In a
letter addressed to the Director of GL
(Mauritius and Francophone office)
dated 10 November 2010, Dan Callikan,
Director-General of the MBC stated:

’The MBC has always been in close
collaboration with GL and takes pride
in its firm commitment towards gender
equality at the Corporation. We assure
you that the Corporation will continue
to give its support in making gender
justice a reality in Mauritius and we
thank you for your collaboration and
assure you of our commitment to the
SADC Protocol and our Gender Policy.‘
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Rekha Sooborun Deputy Director
General of the Mauritius
Broadcasting Corporation.
Photo: Gender Links



Stages to be covered

The interventions to be undertaken,
and discussed further in the
chapters of this handbook, will
include:

Stage One: Buy in- Identifying and
working with 100 newsrooms to
develop gender policies by 2014.
Whilst GL has already started working
with media houses on developing
gender policies, it will continue
to strategically seek buy-in from
mainstream public and private
media (print and broadcast).  GL will
conduct a high level seminar on
gender and the media for top

managers.  Par t icipating media
houses will sign an Memorandum of
Understanding (MOU) with GL to
ensure commitment to the COE
process.

Stage Two: Obtaining baseline da
ta that is media house specific.
This will be largely based on the
findings of the 2010 GMPS and media
house situation analysis reports.
Individual media house country
profiles will also be developed as part
of this process.

Stage Three: In-house workshop for
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On-the-job support and training

While the CEO process will consist of 10 stages, GL will offer backstopping
at every stage. This will include technical support to ensure effectiveness
of the process. A key component of this will be support from partner
organizations such as journalism and media training institutions as well as
SADC Protocol Alliance thematic cluster leads.

Stage Seven will involve on the job training for all participating media.
Whilst these will be largely determined by individual country contexts and
activities, they will be tailored around the provisions of the SADC Gender
Protocol
for the following areas:
• Constitutional and

legal rights
• Governance
• Education and training
• Productive resources,

employment and
economic empowerment

• Gender based violence
• Health and HIV and AIDS
• Peace Building
• Media, information

and communication
• Implementation
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representatives from the different
departments:  This will ensure that
media decision makers are equipped
with the understanding and skills to
mainstream gender in institutional
practice.

Stage Four: Drafting the policy by a
cross disciplinary team appointed at
the workshop.

Stage Five: Adoption of the policy
at a formal event.

Stage Six: Opinion and Commen-
tary Service: Familiarisation with

the GL Opinion and Commentary
Service to which media practitioners
c o n t r i b u t e  a n d  f o r  f u r t h e r
dissemination with participating
media houses.

Stage Seven: On the job training
and capacity building on key
thematic areas. This will be largely
informed by the SADC Gender
Protocol  provis ions that  offer
possibilities on themes such as
g o v e r n a n c e  a n d  p o l i t i c a l
participation, economic justice,
HIV and AIDS, gender based violence
and implementation.

Workshop on gender, media and
elections at the RNW newsroom in Madagascar.

Photo: Ialfine Papisy



Stage Eight and Nine: Monitoring
and evaluation: Administration
o f  m e d i a  h o u s e  s c o r e c a r d s ,
knowledge and attitudes surveys,
situation analysis forms and other
monitoring and evaluation tools
that can be used to measure change
in the immediate, medium and
long term. A newly devised self
monitor ing tool  wi l l  be used
by media houses to evaluate
performance against set targets.
This will ensure participation and
ownership of the project. M and E
will take two forms:

Tracking change: After six months:
This periodic monitoring will be
done at 6 months intervals and will
be largely done by media houses.
As part of capacity building, GL will
train media houses on using a
simple self-monitor ing tool to
track progress. Partner organisations
and gender policy facilitators will
a l so  be  invo lved in  ex ter na l
evaluations during this period to
ensure ongoing feedback to GL
on the process. This stage will
include ongoing identification and
documentation of best practice.

Measuring change in the lead up
to the GEM summit: GL will carry
out this evaluation on a larger
scale. This will involve more in-
depth quantitative and qualitative
monitor ing leading up to the
5th GEM summit. This monitoring
wil l  contr ibute signif icantly to
the selection of case studies to be
presented at the regional media
event.

S t a g e  Te n :  A f f i r m i n g  g o o d
prac tice,  Knowledge creation
and distribution of gender aware
articles and training materials :
Content and other examples of best
practice produced as part of the
various capacity building initiatives
will be used as resource materials for
the GL Virtual Resource Centre for
trainers as well as to inspire other
media houses.  Similarly, the print
media will be used as outlets for the
GL opinion and commentary service.
Throughout the period, GL will
wor k  towards  gather ing and
disseminating best practices, case
studies, etc that can be presented at
the GEM summits.

Outputs

The overall outputs of the COEs
process are:
• At least 100 newsrooms in 14

SADC countr ies with gender
policies; gender in mainstreamed
into editorial and institutional
practice.

• Base l ine  data  for  a l l  media
COEs.

• Per iodic  gender  and media
monitoring reports which highlight
the impact of GL’s intervention
strategies.

• Opinion and commentary pieces
written and distributed through the
media COEs.

• Self monitoring tools and piloted
with media houses.

• Media houses trained on reporting
cross cutting issues such as gender
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based violence and HIV and AIDS.
Monitoring projects around key
dates such as the 16 Days of
Activism campaign and World AIDS
day.

• Entries for the Gender and Media
Awards.

Outcomes

The expected results include:
• Gender built  into policy and

practice in media houses.
• At least 30% women sources in

news content in participating
media houses by 2014.

• 50% women in decision making
positions in SADC newsrooms.

• Media houses with a quantitative
and qualitative overview of their
per formance - in the form of
situational analysis.

• An increased knowledge and
awareness on mainstreaming
gender in editorial content and
programming in broadcast media.

• Media houses and newsrooms
are empowered around these
processes and take ownership
of  these processes ,  in  turn
creating enabling platforms for
replication of this process with
other councils.

Why this handbook

This handbook has been developed
to help media houses understand
the practical steps that can be

taken to mainstream gender into
institutional and editorial practices,
as well as editorial content.

The focus of the COEs process is the
development and implementation
of gender policies for media houses
that address employment and
editorial issues. The handbook can
be read as a companion to the
2007 Media Action Plan hand-
book, Diversity in Action ,  which
dealt with the development of HIV
and AIDS and Gender Policies in
Newsrooms.

The main purpose of this handbook
is to:
• A s s i s t  m e d i a  h o u s e s  i n

understanding the 10 stages of the
COEs process.

• To  b u i l d  t h e i r  c a p a c i t y  to
understand the application of the
gender mainstreaming approach
to media houses.

Who is this handbook for?

The handbook is targeted at key
decis ion-makers within media
houses who provide the vision and
effective leadership for gender policy
development and implementation.
These inc lude media  owners
(publishers), boards of directors or
other governance structures and
top management.

The catalyst for change can come
too from middle managers and
editors, and the staff within media
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houses. This handbook will assist
all of these audiences in under-
standing the process for developing,
implementing and monitoring and
evaluating gender employment and
editorial policies.

Structure of the handbook

The 10-stages of the Media COEs
Gender Mainstreaming process
form the chapters of this handbook.
Each chapter includes:
• Objectives.
• Key facts.
• Overview of Issues.
• A summary of what will happen at

each stage.

• Expected Outputs and Outcomes
for each Stage.

• Reference tools (information and
M and E).

• Checklist of actions to move from
one stage to the next.

• Ca s e  s t u d i e s ,  p o i n te r s  a n d
information are also provided
within each chapter to further
help media managers engage
with and understand the COEs
process.

• The Reference Tools  include
check l i s ts ,  templates ,  forms
and a variety of information sources
on the i ssues  addressed at
each stage.  These tools and
information are provided on a
CD-Rom.

Lowani Mtonga, a media trainer, conducting newsroom training at the Daily Times, Malawi.
Photo Trevor Davies
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Objectives
• To build awareness among the highest decision-makers

within media houses on the links betwithin media houses on the links between gender equaliteen gender equality,
media accountability and good governance and medianance and media
professionalism.

• To achieve institutional commitment, through the signing of
a Memorandum of Understanding (MOU), temorandum of Understanding (MOU), to the deo the develop-
ment and implementation of gender emploment and implementation of gender employment and editorial
policies.

STAGE
ONE: Beata Kasale, Publisher of

The Voice newspaper
discussing gender and

media issues in Botswana.
Photo: Saeanna ChingamukaBUY-IN:

THE FIRST STEP IN INSTITUTIONAL
CHANGE



Key facts

• Gender equality is recognised as
an issue for the media with women
(45%) and men (39%) respon-
dents in the 2009 Glass Ceilings
study citing equal rights and the
different perspectives women
bring as reasons why media
houses should be concerned about
the representation of women and
men.

• Diversity of output is one of the
critical issues for the media
worldwide. Content diversity is
aided by diverse workforces (at
all levels of a media organisation).
Otherwise a critical gap emerges
between content producers and
the varied markets they aim to
serve.

• In a policy audit of media houses
on behalf of the Media Action Plan
(MAP) initiative to develop HIV and
AIDS and gender policies in 2005,
only 6% of the region’s media
houses had gender policies. By
2009, 16% of the media houses
surveyed in 14 countries for the
Glass Ceilings study had gender
policies, and 68% of those that did
not have gender policies expressed
the need to develop one.

• The 2008 SADC Protocol on Gender
and Development calls for equal
representation of women in the
ownership of, and decision-making
structures of the media, in
accordance with Article 12.1 that
provides for equal representation
of women in decision making
positions by 2015.

Overview

This chapter concerns the first
Stage, Buy-in of the Media COEs
gender mainstreaming process. The
commitment and green light for
gender mainstreaming through the
development and implementation
of gender employment and editorial
pol ic ies  must come from the
directorate (Board of Directors)
and top media  management
(Publ ishers/Owners,  and Chief
Executive Officers).

Times are changing -
the global and regional
context

Buy-in is important in the COEs
gender mainstreaming process,
because one of the f irst steps
in institutional change for the
media  i s  for  the  governance
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structure  and the top executive
media management to send a
strong signal that good business
is strongly linked to the practices
of equality, non-discrimination,
accountability, and professional and
ethical journalism.

Two international media examples
t h i s  ye a r  i l l u s t r a te  h o w  t h e
governance structure and top
media executives can no longer
ignore this link, or the changing
times.

The July, 2011 demise of the 168-
ye a r s - o l d  N e w s  o f  t h e  Wo r l d
newspaper in London, following the
revelations of the use of unethical
practices to gather information
to  p ro d u c e  t h e  h a rd - h i t t i n g
investigative journalism pieces
the tabloid was known for, shows
that if management does not keep
its eye on the standards that give
the media its credibility, even a titan
can fall.

More importantly, the closure of this
once powerful, and best-selling
n e w s p a p e r  c o u r te d  e ve n  b y
p o l i t i c i a n s ,  d e m o n s t r a t e s  t o
media management that adver-
tisers and the public will withdraw
their support and money when
the media become powers unto
themselves.

One of the key functions of the
media’s governance structures and
top management is to ensure that
’good decisions are connected to
good journalism‘. 2   This ’marriage

of ethics and craft‘ relates not only
to the highest quality of journalistic
content,  but also to the ways
that media directorates and top
execut ives  create ethical  and
diverse work places; and, it relates
also to how they manage the
balance between the desire for
profits and journalism values.3

Gender equality in and through the
media is intrinsically linked to all of
these issues.

Across the Atlantic away from the
News of the World  debacle, the
publ i sher  and top execut ive
management of another pillar of the
global media industry put gender
equality and diversity squarely at the
top of its future leadership.

’One of the most influential and
widely read news organisations
in the world‘, 4 the New York Times
a n n o u n c e d  i n  J u n e  t h a t  o n
September 6, 2011, a woman will
take the helms as its top editor for
the first time in the newspaper’s 160
years history.

The various news reports on Jill
Abramson’s appointment did not
focus only on ’the first woman’ angle.
Many articles highlighted the media’s
path to mainstreaming the male-
stream with more women moving
into top management in a business
where management is a male-
dominated domain.

I n  i t s  a r t i c l e ,  T h e  G u a r d i a n
newspaper  in  London noted:
 ’For 160 years the New York Times has
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b e e n  s e t t i n g  t h e  s t a n d a r d s  o f
newspaper journalism in America,
with one signif icant exception -
g e n d e r  e q u a l i t y .  N o w  t h e
p a ra d o x i ca l l y  n i c k n a m e d  G ra y
L a d y  h a s  f i n a l l y  r e d r e s s e d  t h e
balance with the appointment of its
first female editor.‘ 5

The New York Times new top editorial
management also reflects diversity.
Abramson’s second-in-command is
an African-American, Dean Baquet,
only the second Black person in the
newspaper ’s history to hold the
position of Managing Editor.

Women’s journey to the top at
the New York Times started 37 years
ago in 1974, when seven women
sued the newspaper on behalf
of 550 female employees after
numerous attempts to negotiate
p r i v a t e l y  w i t h  m a n a g e m e n t ,
and two years of trying to settle
with the company through local
and federal equal employment
opportunity complaints. The case
was sett led in 1978,  with the
c o m p a n y  c o m m i t t i n g  t o  a n
aff irmative action program for
hiring and promotion of women to
the top jobs at the newspaper
and back pay for the women in the
class action.6

Today, the Times CEO is a woman,
and other women hold key editorial
positions and are on the paper ’s
masthead. However, according to
the American Newspapers Society,
women still only hold 34.6% of the
supervisory roles in newsrooms.7

The Glass Ceiling in
Southern Africa

Southern Africa has set its own
precedents in women breaking
through the glass ceiling. Publisher
Trevor Ncube’s appointment of   Ferial
Haffajee in February 2004 as the first
woman of colour to become the
editor- in- chief  of  one of  the
countr y ’s  leading newspapers,
the Mail & Guardian is one that
received international coverage.
Ncube took a transformative step
both in terms of gender and age;
Haffa jee was 36 at  the t ime.
Haffajee brought diversity and
change to the newspaper  in
many respects (see Box 1). But the
research shows that like the rest of
the world, much still needs to be
done to move women into top
positions.

The ’Glass Ceilings: Women and Men
in Southern African Media’ study
published by GL in 2009, revealed
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that even at the level of directorates
and top management in media
institutions in the region, women are
miss ing.  The f indings of  th is
comprehensive study show that:
• Only 28% of the directors on media

house boards are women;
• Women are 23% of  the top

managers in media houses; and
• Women are 28% of the senior

media managers.

These statistics are important for
directorates and top media manage-
ment to reflect on, especially in terms
of the external legal and policy
environment which is strength-
ening the legal mandate for all
institutions in society to remove the
institutional barriers that promote
sexism and discrimination in the
work place.
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Zimbabwean photo journalist Trevor Davies
speaking at the fourth Gender and Media
Summit.       Photo: Gender Links

1 Mapping the Landscape, CSR issues for the media sector 2008, published by the Media CSR (Corporate Social Responsibility)
Forum,2008, p.9

2 Bob Steele, Good Decisions and Great Journalism: The Marriage of Ethics and Craft, Nelson Poynter Scholar for Journalism Values,
Poynter Institute

3 Bob Steele, Good Decisions and Great Journalism: The Marriage of Ethics and Craft, Nelson Poynter Scholar for Journalism Values,
Poynter Institute

4 The New York Times appoints woman editor - after 160 years, The Guardian, http://www.guardian.co.uk/media/2011/ju/02/new-
york-times-editor-jill-abramson

5 The New York Times appoints woman editor - after 160 years, The Guardian, http://www.guardian.co.uk/media/2011/ju/02/new-
york-times-editor-jill-abramson

6 Patricia Sullivan, Jill Abramson - A Breakthrough at the New York Times, Decades in the Making, June 8, 2011 blog published on
the Women’s Media Centre web site

7 Patricia Sullivan, Jill Abramson - A Breakthrough at the New York Times, Decades in the Making, June 8, 2011 blog published on
the Women’s Media Centre web site



Box One:
Women can make a
difference in the media

An in-depth case study in the Glass
Ceilings research of Ferial Haffajee’s
tenure as the first female editor of
South Africa’s Mail & Guardian
showcases how women can make
a difference when they reach key
decision-making positions in media
institutions.

The differences Haffajee made
included the following:
• Statistics from the South African

Glass Ceilings report showed that
under Haffajee’s stewardship,
 the newspaper attained gender
parity at the top and in senior
management positions.

• The newsroom culture shifted
away from ’the broadly accepted,
traditional, brusque and brutal
newsroom culture‘, which can be
counter-productive.

• Hard-hitting, strong investigative
reporting was strengthened and
defended.

• Editorial content was diversified
with repor ters seek ing out
women in male-dominated fields
like the economy, politics and
science; women began to crop
up regularly on the front page,
and   in photos and headlines
inside   the newspaper; and new
topics of interest to women of all
ages began to regularly form part
of the content.

• A conscious effort was made to
diversify writers, especially young

black women as columnists,
political commentators and op-
ed writers and as bloggers in the
on-line blog section Thought
Leaders.

• The voices of black men reflecting
on gender issues such as mascu-
linity, relationships, fatherhood,
circumcision, tradition, violence,
among other issues, began to
appear.

Haffajee created the Voices of Africa
• Space for citizens across the

continent to capture the ordinary
voices beyond the conventional
news format.

• The newspaper’s circulation grew
by 25% over five years and female
readership rose from 33% to 40%
during the same period.

The media, like all other institu-
t ions,  must comply with the
national and regional laws and
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The Regional Policy
Framework - the SADC
Protocol on Gender and
Development

The SADC Gender Protocol elevated
the 1997 SADC Declaration on
Gender and Development to the
most binding of  the regional
organisation’s instruments.

The Protocol has 28 substantive
targets for achieving gender equality
by 2015,  and i t  encompasses
commitments made in all regional,

global and continental instruments
for achieving gender equality.

Eight countries have ratified the
Protocol which is expected to come
into force by the end of 2011 with
one more country ratifying it. Only
two SADC members 8 (Botswana and
Mauritius) have not signed the
Protocol. Articles 29-31 on Media,
Information and Communication
set out key issues and provide a
gender equality framework for
media institutions committed to
equality, fairness and transparency.
Key provisions directorates and top
media management should take
note of call on media houses to:
• Mainstream gender  in  thei r

codes of conduct, policies and
procedures,  and adopt  and
implement gender aware ethical
principles, codes of practice and
policies in accordance with the
Protocol on Culture, Information
and Sport. (Policy).

• Promote equal representation
of women in the ownership of,
and decision making structures
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policies on gender equality and
women’s  human r ights .  The
responsibility for ensuring the
media’s obser vance of the law
rests with the directorates and
t o p  m a n a g e m e n t .  M e d i a
directorates and the top executive
management should have full

knowledge of the national laws
and policies on gender equality
and women’s    rights. One of the
key regional instruments that they
should now be aware of is the 2008
Southern African Protocol on Gender
and Development (the SADC Gender
Protocol).



of the media in accordance with
Article 12.1 that provides for
equal representation of women
in decision making positions
by 2015. (Gender parity at the
top).

• Give equal voice to women and
men in all areas of coverage,
including increasing the number
of programmes for, by and about
women on gender specific topics
and that  cha l lenge gender
stereotypes. (Diversity in editorial
content).

• This  handbook helps media
houses to go through a gender
mainstreaming process  that
enables them to comply with the
articles and provisions of the
SADC Gender Protocol.

Gender equality and
good business

Research worldwide,  including
audience research in Southern
Africa, shows that women are a
potential growth market, especially
for the print media which is more
economically vulnerable.

If the bottom-line is the directorate’s
and top management’s concern,
then a more critical analysis of
gender in editorial content needs
 to be taken into account.  A fair
portrayal of women in the media
and in advertising is important as
women are an increasingly growing
target audience for advertisers.

It is also important for the media
not to alienate a potential growth
audience through images and
articles that perpetuate gender
stereotypes, subtle forms of sexism
and discrimination, and do not
reflect women in their diverse roles.
M e d i a  d i r e c t o r a t e s  a n d  t o p
management should take note of
the findings of the Southern Africa
2005 Gender and Media Audience
Study (GMAS), especially the fact that
54% of the women respondents in
the region said that they make their
own decisions about where to get
their news; and both women (76%)
and men (56%) said the news would
be more interest ing i f  stor ies
depicted women in a wider range
of roles and men in non-traditional
roles.
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Conceptual framework

The following are some of the key elements to help media institutions
understand the first step in gender mainstreaming in media institutions,
Stage One – Buy-in. This stage helps the directorate and top management
to engage with how the media can become agents for transformation.
(See Figure 1 below).

FIGURE 1: MTINTSO’S
ACCESS-PARTICIPATION-TRANSFORMATION FRAMEWORK

ACCESS:
The factors that

bar women
from entry into

institutions

TRANSFORMATION:
Internal: The

administrative policies
that are required to

ensure equal
representation of

women at all levels as
well as gender sensitive

work environments.

External: The
operational procedures

necessary to ensure
that gender equality is

advanced through
editorial output.

PARTICIPATION:
The structural barriers to

the effective participation
by, and advancement of

women within institutions
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As il lustrated in the framework
developed by Thenjiwe Mtintso,
gender activist and former Chair of
Gender Links, there is a close link
between how an institution is
constituted and defines itself, and
its  abi l i ty  to be an agent for
transformation in any society.
Women must first be able to access
institutions, in all areas and at all
levels. They must be empowered
to participate effectively in those
inst itut ions.  When women are
equal ly  represented and able
to make their voices heard, change
wil l  star t to come about both
internally with regard to the way
that  the  organ isat ion  wor ks ,
and externally, with regard to the
service that it delivers (in the case
of the media, editorial content and
advertising).

What will happen
at this Stage?

A group meeting and high level
seminar will be held with members
of a media house’s governance
s t r u c t u r e ,  C h i e f  E x e c u t i v e
Officers and other members of
to p  m a n a g e m e n t  to  e n g a g e
them on the issues of why policy,
why gender, and to explain the
Media Centres  of  Excel lence for
Gender Mainstreaming concept and
process.

Top media managers and members
of the media house’s governance
structure wi l l  a lso require an

understanding of how gender
mainstreaming appl ies  to the
strategic visioning and planning,
and to  the  employment  and
e d i to r i a l  p r a c t i c e s  o f  m e d i a
houses.

This  stage wi l l  a lso help top
management to do its own analysis
of how well  the media house
complies with national, regional
and international laws, policies,
protocols and conventions on
equality and justice.

 Outputs

The main output of this stage of
the process  wi l l  be a  s igned
Memorandum of Understanding
(MOU) between GL and the media
house which provides detailed
and specif ic responsibil it ies of
the media house to (a) participate
in all stages of the Media COEs
for Gender Mainstreaming process;
(b) to ensure that al l  relevant
m a n a g e r s  a r e  b r i e f e d  a n d
participate in the process; and
(c) provides the obligations and
responsibi l i t ies of  GL and the
participating media house.

The MOU will also spell out the
individual media house targets
for  achieving 30% women as
sources in editorial content and
gender parity in the media house
by 2015.

GL is also in discussions with the
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CD ROM Management tools:
MT1: Sample of media house COEs Gender and Mainstreaming MOU
CD ROM Resources:
R1: Media Transparency and accountability principle pointers 
R2: SADC Gender Protocol on Gender and Developments Media targets
R3: Executive summary-2009 Glass ceilings 
R4: Executive summary-2010 Gender and Media Progress Study
R5: Executive summary-2003 Gender and Media Baseline study 
R6: Executive summary-2005 Gender and Media Audience Study
R7: Executive summary -2007 Gender and Advertising in Southern Africa
R8: Why Policy, what policy and policy process 
R9: Checklist for Transparency and Accountability in the media
R10: No more Males and Guardians? Case study of ‘African’s best read’

new entity  for  women within
the United Nations, U.N. Women,
to  award  media  houses  that
complete this  process with a
U.N. Seal of Approval for advancing
gender equality and equity within
the work place.

T h e  M e d i a  C O E s  f o r  G e n d e r
M a i n s t re a m i n g  process  also is
charting a new path not only in
the region, but internationally,
which can expose participating
media houses to regional and
international news coverage.

Reference tools for
Stage One

There are a number of accom-
panying materials for this stage
that can be found on the CD ROM.
They are listed and numbered here
for ease of reference.

Outcomes

At the end of Stage One, results
should include:
• The governance structure and

top management  in  media
houses have knowledge and
a n  u n d e r s t a n d i n g  o f  h o w
par t ic ipat ing in  the gender
mainstreaming COE process
wi l l  he lp  t ransform organi -
sational structures, policies and
media pract ices to enhance
t h e  m e d i a’s  a c c o u n t a b i l i t y
t o  t h e  p u b l i c  a n d  m e d i a
professionalism.

• Top management wil l  set in
motion the COE process and
c l o s e l y  fo l l o w  t h e  p ro c e s s
throughout the 10 stages.

• Top management will engage
in steps to make sure that the
media house moves from policy
to practice.
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Checklist

� The Media COEs for Gender Mainstreaming concept and process
introduced.

� Data from regional studies on employment patterns and editorial content
presented.

� Gender aware leadership score card administered.
� Gender score card for media houses administered.
� Attitudes Survey administered
� Articles and provisions in international and regional conventions and

protocols on gender equality and the media presented.
� MOU signed.
� Access given to media house’s strategic plans, mission state-ments,

existing policies and other information needed for Stage Two - situation
analysis.

� Agreed list of participants and date for in-house workshop.

CD ROM M and E:
ME1: Gender aware leadership score card 
ME2: Gender scorecard for media houses 
ME3: Knowledge and Attitude Survey
ME4: SADC Protocol quiz
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8 The 15 SADC countries include Angola, Botswana, Democratic Republic of Congo, Lesotho, Madagascar, Malawi, Mauritius,
Mozambique, Namibia, Seychelles, Swaziland, South Africa, Tanzania, Zambia and Zimbabwe. The SADC Gender Protocol comes
into force with two-thirds of the member states ratifying the instrument. As of April 2011, five of the states that have ratified the
SADC Gender Protocol had deposited their instruments with the SADC Secretariat, located in Gaborone, Botswana.
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Objectives
• To obtain baseline sex-disaggregated data on diversity within

media houses.
• To illustrate how a media house can use a gender analysis

framework to gain a thorough understanding of institutional
practices, policy gaps and the gender employment patterns that
exist in the media house.

• To identify inequalities and discriminatory practices within media
houses that are not in compliance with the national legal and policy
framework.

STAGE
TWO: Leticia Machingura,

a sub editor with Chronicle
in Bulawayo, Zimbabwe.

Photo: Thabani MpofuSITUATION
ANALYSIS:
FACTS AND FIGURES ON GENDER
IN YOUR MEDIA HOUSE
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Key facts

• A large amount of quantitative
a n d  q u a l i t a t i ve  d a t a  a n d
information on the gender
structure of media houses and
gender in editorial content in the
SADC countr ies  pr int  and
broadcast media-both public
and private - now exists

• In countries like Zimbabwe,
South Afr ica and Mauritius,
a m o n g  o t h e r s ,  t h e re  a re
organisations that consistently
monitor  the media .  These
organisations produce regular
re p o r t s  a n d  a l e r t s  w h i c h
contribute to greater public
awareness and media literacy.

• Data ,  in format ion and an
understanding of the attitudinal
and other barriers to gender
equality in a media house
provide the springboard for
developing good gender policies
with measures, targets and
interventions for guided change.

Overview

This chapter concerns the second
stage, Situation Analysis of the
Media COEs for Gender in the media
process.  The quantitat ive and
qualitative information that comes
from conducting in-house research
and reviews not only leads to an
informed policy, but also helps to
provide indicators for monitoring and
evaluation (Stages Eight and Nine),
once policies and guidelines are in

place. This chapter looks at what can
be done and how media houses can
draw on existing research, update
informat ion ,  and produce an
individual media house gender
profile.

Gathering data and
information to produce
informed policies

The “sins of omission” can become so
i n g r a i n e d  i n  m e d i a  h o u s e s ’
institutional practices and editorial
content that often media managers
and journalists no longer recognise
the subtle forms of sexism, gender
biases, prejudices and stereotypes
that become part and parcel of the
day-to-day practice. In time, these
gender-blind practices become the
norm. They also open the way for the
media to sway far from the principles
of accuracy,  balance,  fairness,
transparency and accountability.

Like all institutions in a society, the
media must keep a close watch on
themselves, in the same way that
they play the ‘watchdog’ role in
society. Abdicating this responsibility
of self-regulation makes the media
more vulnerable to infringement on
their independence and freedom
from governments. The media’s
internal watch-dog role is enhanced
by information. For example, when
the Malawi findings of the 2003
Gender and Media Baseline Study
(GMBS) were presented, the owners
of  Capital Radio  were shocked.



The privately-owned radio station
was the worst performer of all the
print and broadcast media monitored
in the country in terms of giving
women access to f reedom of
express ion as  sources  in  the
journalistic coverage of issues. This
factor, among other findings, sparked
a gender policy process within the
station that has resulted in it
becoming one of the best practices
in gender mainstreaming in a media
house today.

The information gathered during the
situation analysis will be used as
baseline data for gender relations
within the media house. GL will train
media houses to make use of the self
monitoring tool to monitor and

evaluate progress towards gender
mainstreaming. The self-monitoring
tool is a simple tool that the media
house can use to monitor content
and general media practice. For ease
of reference, it is advisable that key
people within the media house are
trained on using the tool and
analys ing the data generated
through the exercise.

“The management of Capital Radio
was stung by these (2003 GMBS)
findings. Steps were then taken to
correct this position. Recognising its
corporate responsibility to represent
and report on a wide range of issues,
Capital Radio has taken it upon itself
to develop a gender policy that
outlines the way the station operates
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Gloria Masanza and Arlene Ossman,
during launch of Capital FM’s Gender

policy in Malawi in August 2010.
Photo: Saeanna Chingamuka
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in relation to gender parity both
within and outside the station,”
wr i tes  then sub- editor  Glor ia
Masanza in an article on the station’s
gender policies.9

Armed with facts and figures, the
owners and editorial managers of
media houses can identify the
employment patterns and editorial
practices which perpetuate gender
inequalities,  and then use this
information to develop policies for
planning and managing change.

Gender and media
research - A profile of
gender in media houses

There is a growing body of research
findings in Southern Africa which
c a n  h e l p  m e d i a  m a n a g e r s
understand ‘why’ gender is an issue
the media needs to be concerned
about. Several studies have been
conducted, the most significant of
w h i c h  w a s  t h e  2 0 0 3  G M B S
coordinated by GL and the Media
Institute of Southern Africa (MISA).

This study provided baseline data
and a picture of the representation
of women in media content in the
print and electronic media in 12
Southern African countries. In 2010,
GL and par tner  organisat ions
produced the Gender and Media
Progress Study (GMPS), which took
stock of progress since the GMBS.
This study took place in 14 countries,
covering 157 media houses and
33,431 news items. The GMPS, which
looked at media content and the
underlying gender dynamics within
the institutional structures, was also
a follow-up to the HIV and AIDS and
Gender Baseline Study (2006) and the
Fra n c o p h o n e  G e n d e r,  H I V  a n d
AIDS and Media Study (2008).

The 2009 Glass Ceilings study was the
most comprehensive audit  of
employment patterns, practices and
conditions of services in media
houses in 14 Southern Afr ican
countries. There is also data and
information on advertising (2007
Gender and Advertising in Southern
Africa) and audiences’ views on
gender in editorial content (2005
Gender and Media Audience Study, My
Views on the News). Media monitoring
projects and media watch groups
continuously monitor the media for
gender and adherence to journalistic
standards in several countries in the
region. All of these studies make it
possible to draw profiles of gender
in media houses composition and
content at country and media house
level. These profiles give media
managers the keys they need to
open the doors to change.
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Where are women in media houses?

• Men (58%) are more likely than
women (42%) to be employed  in
open-ended full-time contracts.

• Fifty-eight percent of the editorial
staff, 69% of the design staff,
70% of the production  staff, 76%
of the printing and distribution
staff and 84% of the technical/
IT staff   are men in the region’s
media houses.

• Men predominantly cover sports
(76%) and politics (75%) for
example, but the tide is changing.
Women and men reporters cover
sports 50/50 in Botswana; 40% of
the sports reporters in South
Africa are women; and women
reporters  in South Africa (81%)
and Namibia (71%) dominate in
the coverage of economics/
business/finance.

• More women in the media are
television presenters (58%) than
reporters (29%).

Is the media a space for
freedom of expression?

• Women are 52% of the region’s
population, but only 19% of the

women in the region have access
to freedom of expression in and
through the media.

• Women are most likely to be
heard in the media on issues of
gender equality (43%), gender
violence (41%) and children
(39%).

• Women’s voices are least heard in
political (13%) and economic
(15%) stories.

• The voices of women disappear
when they reach the age of 65.

•  In stor ies on gender-based
violence, women constitute only
27% of the voices that speak.

What do audiences think?

• 42% of the women respondents
in  the  Gender  and M edia
Audience study found sexual
images of the women in the news
“uncomfortable” and 43% found
them “insulting”.

• 69% of the women interviewed
said the news would be more
interesting if the ideas and views
of women are reported more
often.

• Women and men want more
positive, human interest news.

9 Gloria Masanza, Creating Gender Policies at Capital FM, published in the Gender and Media Diversity Journal: Gender, Media,
Diversity: Taking Stock, Issue 9, Gender Links 2011, p.88

Box Two:
What the research shows
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Elements of Stage Two

During Stage Two , media houses
wil l  get an assessment of the
gendered structure of the media
house, practices that lead to sexism,
discrimination and inequalities and
an understanding of the gendered
nature of editorial content and how
this is linked to the elements of good
journalism.

What will happen
at this stage

A team compr is ing managers
identified (from Stage One) from the
various departments and editorial

staff will review the findings of
independent gender and media
research in which their media house
participated to get an overview of
the key gender and media issues
within their institution. Findings
from the 2009 Glass Ceilings and
2010 GMPS provide the entry points
for developing the Situation Analysis
for an individual media house,
because the baseline data and
information from these studies
highlight the gender equality gaps
within a media house.

The team will also conduct an audit
to determine any shifts that may
have occurred in these findings in
order to have a current situational
analysis as a basis for developing
policy.  Additional information on

Bertha Shoko, The Standard
newspapers journalist, Zimbabwe.

Photo: Thabani Mpofu



a d v e r t i s i n g ,  c i r c u l a t i o n  a n d
audiences from the media house
will help to build a comprehensive
profile for assessment. The team
will explore internal factors, such as
attitudes and perceptions of
gender which inform how media
managers and editorial staff do their
work, and are unseen barriers to
change.

During the sessions held in each
country to present the 2003 GMBS
f ind ings  to  media  managers ,
editors, journalists and members of
civil society, a senior editor at a
newspaper in Malawi revealed that
his decision not to send a female
journalist to cover political rallies
was  guided not  by  a  female
journalist’s ability, but by his gender
role of “protector ”.  He said he
would feel responsible if violence
broke out at a rally and the female
journalist got injured. He did not
harbour the same feelings towards
a male journalist covering political
rallies.

During Stage Two, the Gender and
M e d i a  S c o r e  C a r d  s h o u l d  b e
administered to a wider-cross
section of employees and managers
in all departments. This instrument
is also used for members of the
directorate and top management
in Stage One. Surveying a wider
audience within the media house,
provides an assessment of how
the media house views i tsel f,
and a basis for comparison between
top management and the views
of other employees.  Tools and

methods wi l l  be provided to
help media houses update data,
and check l ists  made avai lable
to  ass i s t  w i th  ana lys ing  the
findings.

It is important that media houses
d o  a n  a u d i t  o f  k e y  g e n d e r
instruments and in-house policies
relat ing to gender.  This  helps
compl iment  the  quant i ta t ive
findings.

Outputs

At the end of this stage, media
houses will have:
• Individual media house profile: An

up-to-date set of data and findings
on gender employment patterns,
condit ions of  ser vice,  pol icy
framework and gender in editorial
content to be used to guide the
d e v e l o p m e n t  o f  g e n d e r
employment and editorial policies
and guidelines for the media
house.

• Editorial data on sources, women
as  subjec ts  of  news,  topics
reported, etc, which can be used
for developing specific targets and
additional editorial guidelines for
improving gender-responsive
coverage by the media house.

• As assessment of whether the
media house’s editorial practices
(i.e. identifying news, information
gather ing,  sub - edit ing,  use  of
images and photographs) conform
to the values,  pr inciples and
elements of good journalism.

MAKING EVERY VOICE COUNT   A HANDBOOK FOR GENDER IN THE MEDIA CENTRES OF EXCELLENCE 35



36 MAKING EVERY VOICE COUNT   A HANDBOOK FOR GENDER IN THE MEDIA CENTRES OF EXCELLENCE

Checklist

� Results of Attitudes and Percep-tions Survey analysed.
� Results of Gender score card for media house analysed and compared with

that of the directorate and top management administered in Stage One.
� Results of gender within the media house audit form; editorial content

monitoring; and findings from various research studies analysed and
updated.

� Situation analysis report which captures the results of all the information
and data analysed prepared.

Reference tools for Stage Two

There are a number of accompanying materials for this stage that can be found
on the CD ROM. They are listed and numbered here for ease of reference.

Outcomes

A key result of Stage Two is:
• Media managers’ capacity is

built to use a gender analysis
f ramework to systematical ly

reflect on what they do, how they
do it,   who is where in the media
houses and what change needs
to happen.

•  I ncreased understanding of
the  gender  gaps  in  media
house  and the  appropr iate
interventions.

CD ROM Resources:
R3: Executive summary-2009 Glass ceilings 
R4: Executive summary-2010 Gender and Media Progress Study
R11: Executive summary-2006 HIV and AIDS and Gender Baseline Study 
R12: Executive summary-2008 Francophone HIV and AIDS and Gender Baseline
Study
CD ROM M and E:
ME2: Gender scorecard for media houses 
ME3: Knowledge and Attitude Survey
ME5: Self Monitoring Tool
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Objectives
• To familiarise media managers and journalists with the individual

gender and media profile emanating from the Situation Analysis
findings (Stage Two).

• To introduce media managers and journalists to key gender
concepts and their application to media institutionalo media institutional, employment
and editorial practices.

• To introduce the different approaches to policy development.
• To identify the priority areas for change and the steps and measures

required.
• To map out the policy development process and allocate

responsibilities internally.

STAGE
THREE: In-house gender

policy workshop at
Le’Mauricien in Mauritius.

Photo: Loga VirahsawmyIN-HOUSE
WORKSHOP:
PUTTING THE CARDS ON THE TABLE
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Key facts

• Promoting gender equality in all
journalistic practices requires
thinking differently, not working
more!1

• Gender biases and prejudices
infringe on the development of
a free and independent media
in the same way that owner-
ship, political and economic
interests may skew editorial
content.

• Gender mainstreaming is more
than creating a gender desk and
a gender page.

• To lay the basis for sustainable
change, media houses must
adopt specific targets contained
within the 2008 SADC Protocol
on Gender and Development.

Overview

This chapter looks at Stage Three of
the Media COEs for Gender in the
media process, which is the heart of
the policy process. All sections of
the media house are brought
together at this stage to build wider
knowledge and understanding on
the rationale for gender policies and
the policy development process
thereof. The in-house workshop at
Stage Three  creates buy-in and
ownership of the process for change
among employees in the media
house.

Arthur Mwansa, a journalist at the Zambia Daily Mail in Zambia.
Photo: Saeanna Chingamuka
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Understanding gender
in the media

While the media has reported for
more than 15 years on the issue of
gender mainstreaming as a strategy
used by governments to change
policies and structures to achieve
gender equality for women citizens,
media institutions have had little
e n g a g e m e n t  w i t h  w h a t  t h e
strategy may mean for their own
transformation. The media are not
neutral  players in shaping the
way we see the world around us,
and the  ways  we engage in
polit ical,  economic,  social  and
cultura l  processes  within our
societies.

G e n d e r  a n d  m e d i a  re s e a rc h
worldwide and in the Southern
African region clearly documents
how the media can be thought of
in terms of resources and spaces,
both of which have gendered
implications.

In all forms of editorial content, the
media produce and disseminate
many of  the resources  -  i .e .
information, ideas, ways of thinking,
assumptions, frameworks, beliefs,
values, and narratives -- which we
actively and continuously use to
understand and think about the
world, others, our relationships and
ourselves.11

M e d i a  r e s o u r c e s  s h a p e  o u r

understandings, which guide our
individual actions and activities,
and a lso  in f luence col lec t ive
decision-making processes and
policy formation in the public and
political spheres. Thus, the media
provide many of the resources we
use to understand gender and
gender issues.12  As spaces ,  the
media are sites where gender and
gender issues can be discussed
and debated, both in news and in
f ic t ion ;  and,  they can play  a
signif icant role in determining
whether or not gender issues will
widely be considered important
and legitimate social, political and
cultural  issues in a  par t icular
society.13

Diversity within the work place has
also become a critical issue on the
m e d i a ’s  a g e n d a  w o r l d w i d e ,
especially in light of the media
e m b r a c i n g  t h e  p r i n c i p l e s  o f
corporate social responsibility.

A di rect  l ink  has  been made
between divers i ty  in editor ia l
content - i.e. media output should
ref lect and benefit  the mult i -
cultural and diverse society in
which we l ive  encompass ing
g e n d e r,  e t h n i c i t y ,  d i s a b i l i t y ,
age,  be l ie fs ,  soc ia l - economic
background and diversity within
the work place.14



10 The Gender and Media Handbook, Promoting Equality, Diversity and Empowerment, published by the Mediterranean Institute
of Gender Studies, 2005

11 The Gender and Media Handbook, Promoting Equality, Diversity and Empowerment, published by the Mediterranean Institute
of Gender Studies, 2005, p. 8

12 The Gender and Media Handbook, Promoting Equality, Diversity and Empowerment, published by the Mediterranean Institute
of Gender Studies, 2005, p. 8

13 The Gender and Media Handbook, Promoting Equality, Diversity and Empowerment, published by the Mediterranean Institute
of Gender Studies, 2005, p. 9

14 Mapping the Landscape, CSR issues for the media sector 2008, published by the CSR Media Forum, UK
15 Colleen Lowe Morna, Whose News? Whose Views? Southern Africa Gender and Media Handbook, 2001
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The approach and concept of
gender mainstreaming has its
roots in the United Nations World
Conferences on Women.

The principle of gender mains-
treaming is anchored in the 1995
Beij ing Platform for Action of
the Fourth World Conference on
Women.

This was the first international
document that attempted to
define the concept. The Beijing
Platform is also one of the first
international documents with a

section (Section J of the Critical
Areas of Concern) on the media’s
role in promoting gender equality.

Gender mainstreaming is  “an
attempt to take gender equality
into the mainstream of society.
I t  involves the reorganisation
of policy processes, because it
moves the attention of gender
equal ity pol ic ies to ever yday
policies”.  Gender mainstreaming
recognises that all issues have an
impact on women, and that all
policies   need to be guided by a
gender perspective.

Box Three:
Gender Mainstreaming
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FIGURE 2: KEY ENTRY POINTS FOR
GENDER MAINSTREAMING IN THE MEDIA 15
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As Figure Two on the Key Entry Points
for Gender Mainstreaming in the
M e d i a  shows there  are  many
different players and entry points
for transforming the media in terms
of gender equality. The COEs process
in this handbook focuses primarily
on the media and the ways they
can use gender mainstreaming
in their  own sel f - enl ightened
interests. Stage Three of the process
therefore helps those within the
media  to  understand gender
mainstreaming and its application
in the media in order to lay a good
foundation for the development
and implementation of gender
policies.

Elements of Stage Three

The Situation Analysis from Stage Two
of the COEs gender mainstreaming
process is a key resource for the
in-house workshop. This assess-
ment provides the gender profile
of the media house in terms of
employment patterns,  work ing
conditions, editorial content and
prevailing attitudes and perceptions
about gender. Participants at the
in-house workshop engage with
the picture that emerges from
the situational analysis in order to
understand ’where they are’ before
developing a gender policy.

What will happen
at this stage

The in-house workshop provides the
opportunity for a wide-range of
employees in a media house to
come together and famil iar ise
themselves with gender equality
issues, and gender mainstreaming
for the media. Using the information
and data from the Situation Analysis,
participants will begin to identify
the gender equality issues that need
to be addressed and take decisions
on the content of the gender policy
to be developed.

The data from the analysis will guide
the development of specific targets
and t ime-frames for achieving
these targets, which should be part
of the gender policy’s content. The
workshop also selects a task team
t h a t  w i l l  b e  re s p o n s i b l e  fo r
developing the media house’s
gender policy and accompanying
Action Plan.

During the in-house workshop
participants also may begin to
identify areas for capacity building
and tra in ing ( S t a g e  S e ve n )  to
strengthen the media house’s
c a p a b i l i t y  to  i m p l e m e n t  t h e
components of the gender policy.
These areas should be identified
within the Action Plan.
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Outputs

The outputs of Stage Three include:
• I s sues  and  pr io r i t ies  to  be

addressed in the gender policies.
• Mapping out of the steps and

t i m e - f r a m e  o f  t h e  p o l i c y
development process.

• Specific targets and time-frames
for achieving these targets that
will be contained in the gender
e m p l o y m e n t  a n d  e d i t o r i a l
policies.

• A framework or outline to be used
for developing the policy.

• Task  team(s)  for  developing
policies selected.

                Outcomes

Some of the key results of this stage
are:
• Media managers and journalists

have a joint understanding, and
vested interest and voice in the
development of the media house’s
gender policies.

• A consensus is built among media
managers and journalists on the
key issues to be addressed, and
targets to be set and achieved
in the media house’s gender
policies.
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Tanzania journalists review a copy of the Guradian during a Gender
and Economic Reporting workshop in Tanzania.

Photo:  Trevor Davies.



Reference tools for Stage Three

There are a number of accom- panying materials for this stage that can be
found on the CD ROM. They are listed and numbered here for ease of
reference.

CD ROM Management tools:
MT2: Draft programme for in-house workshop 
MT3: Sample Gender policy template 
MT4: Gender policy checklist 
MT5: Action plan template 
MT6: Situation Analysis form
CD ROM M and E:
ME3: Knowledge and Attitude Survey
ME4: SADC Protocol quiz
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Checklist

� The Media COEs for Gender Mainstreaming concept and process
introduced.

� Contents for gender policy  outlined.
� Specific targets and time-frames   set.
� Team responsible for developing  the media house’s gender policy and

Action Plan identified.
� Process and time-frame for developing policy agreed upon.
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Objectives
• To develop a gender policy for the individual media house, which

addresses institutional, employment and editorial issuesial issues, based on
the situational analysis (Stage Two) and the outputs of Stage Three
(Gender mainstreaming workshop for managers, editors and journalists).

• To develop any additional gender editorial guidelines and products
required by the media house to aid editors and jourors and journalists tnalists to
strengthen the gender dimensions of generating story ideas,
newsgathering processes, sub-editing, and the selection of photos
and images.

• To canvass the policies and guidelines to employees in various
departments before final adoption.

STAGE
FOUR:

Staff at the Tanzania
Broadcasting Corporation

drafting their gender policting their gender policy
in Dar es Salaam, Tanzania.

Photo: Arthur Okwemba

DEVELOPING A GENDER POLICY
AND ACTION PLAN



Key facts

• M a u r i t i u s  B r o a d c a s t i n g
Corporation (MBC)’s gender
policy has led to the increase
in the proportion of women in
top and senior management
from 4% in 2003 to 20% by
2009.

• Women make up 41% of Capital
Radio’s staff ;  the company ’s
management board comprises
three women and two men; and
50% of the editorial team are
women.

• 16% of the media houses in the
region have gender policies and
28% have sexual harassment
policies.

• Gender equality is recognised as
an issue for the media with
women (45%) and men (39%)
respondents in the 2009 Glass
Ceilings study citing equal rights
and the di f ferent perspec-
tives women bring as reasons
why media  houses  should
b e  c o n c e r n e d  a b o u t  t h e
representation of women and
men.

• The 2009 Glass Ceilings study
shows that women and men
in the media believe that a
cr i t ica l  mass  of  women in
newsrooms, especially at senior
level, changes newsroom culture
and impacts  pos i t ive ly  on
coverage.

• Policy does not become practice
without an Action Plan for
implementation.

Overview

This chapter concerns the fourth
stage, Drafting of a media house’s
gender policy and Action Plan. The
Action Plan is a critical part of the
process at this stage because it
moves a media house from policy
to practice.

The central thrust of this handbook
is  that  the development and
implementation of a gender policy
is a key management action for
moving the media closer to their
public interest and accountability
roles. The international, regional
and nat ional  gender  equal i ty
conventions, declarations, protocols,
pol ic ies and laws provide the
guiding frameworks for the media’s
gender policies. These include the
Convention on the Elimination of All
Forms of Discrimination against
Women (CEDAW), the 1995 Beijing
Platform for Action,  the SADC
Protocol  on Gender,  and the
Optional Protocol to the African
Charter on the Rights of Women in
Africa, among others.

Teams drafting the media houses
gender policies can look to these
instruments for guiding principles
and the specific actions (1995 Beijing
Platform for Action and the 2008
SADC Protocol on Gender) media
houses are encouraged to take to
advance gender  equal i ty  and
women’s rights. The SADC Gender
Protocol goes further and provides
targets for the media to meet by
2015.

46 MAKING EVERY VOICE COUNT   A HANDBOOK FOR GENDER IN THE MEDIA CENTRES OF EXCELLENCE



MAKING EVERY VOICE COUNT   A HANDBOOK FOR GENDER IN THE MEDIA CENTRES OF EXCELLENCE 47

The drafting team should engage
with the media house profi le,
situation analysis results,  Glass
ceiling and GMPS research findings.
These will give insight into the
gender gaps and the different
interventions therefore. This will
ensure that the policy tries as much
as possible to relate to the reality in
the media house.

A gender policy and Action Plan
wi l l  provide a  more compre -
hensive f ramework for  media

houses to advance gender equality.
As the evidence shows, a piece-
meal approach yields few results.
5 4 %  o f  s u r v e y e d  S o u t h e r n
Afr ican media  houses  in  the
Glass Ceilings study indicated that
they have specif ic  targets for
a c h i e v i n g  g e n d e r  e q u a l i t y .
However, the low proportion of
wo m e n  i n  m a n a g e m e n t  a n d
in various departments indicates
that  there are no c lear  steps
o n  m o v i n g  f r o m  t a r g e t s  t o
practice.

Journalists in the Swazi Observer newsroom, Swaziland.
Photo: Saeanna Chingamuka
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Approach to developing
the gender policy

The templates and checklists provided
in this handbook guide the media
houses in developing a gender policy
that is integrated into all existing

policy documents. The result is a
policy that is visible in flagging the
institution’s commit-ment to gender
equality; and, the gender policy is
mainstreamed and made a living
document in all of the media house’s
practices.

Box Four:
Policy and change at the
Swazi Observer

The Swazi Observer is an example
of a newspaper in the region
that shows its commitment to
gender equality in its policies
and practices.  Overall ,  female
representation at the newspaper
is 42% and women are at the top.
Women comprise 43% of the board
o f  d i re c to r s ,  2 5 %  o f  s e n i o r
m a n a g e m e n t  a n d  t h e  t o p
manager, the CEO, is female.

The point person for gender in the
newsroom is the male News Editor,
Ackel Zwane, who has been instru-
mental in having a lot of the policies
adopted, as well as being largely
responsible for the newsroom’s
gender-aware environment. Top
management also keeps an eye on
whether the newspaper’s gender-
awareness and practice consistently
go hand-in-hand.

“The executive management is very
particular,” Zwane says. “They will
say : ‘Why are your stories not
balanced? For instance, issues such
as the bread price have a gender

angle. We need to get our female
MP as a source, because women
are the ones who dish out food in
the home. She understands the
need for bread in a different way.”

For the Swazi Observer’s manage-
ment at all levels, theory and practice
are two sides of the same coin for
change to happen. Recognising
that gender equality will not auto-
matically happen in a media
house, and there must be concerted
efforts to bring this about, Zwane
says: “We try to implement the
recommendations of the GMBS
on how to increase our gender
awareness.”

“...There is nothing as fulfilling
as seeing in practice a theory
you learned at some round-
table discussion...”

Excerpt from: Men and change at
the Swazi Observer and Malawis
D ai ly  T imes,  in  Glass  Cei l ings :
Women and men in Southern Africa
media, Gender Links, 2009.



The team developing the gender
policy must cross-reference and
integrate it into the media house’s
existing:
• Human Resource Policy
• Ethical Standards
• Editorial Policy or Guidelines
• Advertising policy or guidelines

In addition to these, some media
houses may have existing HIV and
AIDS policies and programmes that
may need to be reviewed during this
process to ensure the gender dimen-
sions are integrated. Many institutions
are moving towards developing
‘Green’ or environmental policies.
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Issue
Policy
Policy framework
(what informs policies)
Editorial
Quantity of coverage

Who speaks

Topics
Who speaks on what
topics
Types of stories
(genres)
How stories are
reported
Language
Who reports

Who reports on what
Management of the
‘gender’ beat

Gender

CEDAW, BPFA, SADC Protocol on gender

Areas to be addressed in policy:
What % of coverage focuses on issues of gender
equality and women’s rights
Steps to mainstream gender into coverage of
all issues
What % of sources are women; target set to
increase women as sources
% of Voices of most marginal women, e.g. rural,
disabled, seldom heard.
What % of stories are one-sourced; un-named
sources
Steps, measures and policy guidelines on
sources

Women’s views are under -represented in all
topic categories except gender equality.
Gender stories are often event rather than issue
driven
Often either gender blind; perpetuate blatant
or subtle stereotypes.
Often reinforces stereotypes
What’s the situation in the media house? Areas
for change? How it will be done? Targets

Often not recognised as a beat or carry the
same clout as other beats

Table 1: Summary Gender Policy Checklist
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Programming and marketing
Times

Content

Participative programmes,
e.g. talk shows
Audience feedback

Advertising

Work place
Recruitment and
selection

Benefits

Work environment

Formalisation

Structures

Work plan

Monitoring and Evaluation

Different responsibilities of women and men
not taken into account in times of programmes
Little thought given to how edutainment can
be used to challenge gender stereotypes
Fewer women hosts; guests; those who call in;
gender topics seldom covered.
Little research carried out on what women and
men would want more and less of; clear
indications that women more interested in
social issues (GMAS).
Need for standards on what is acceptable and
what is not

Need to set targets for achieving gender parity
at all levels and to employ positive
discrimination in recruitment practices
Need to ensure maternity leave; paternity leave;
equal access to benefits.
Need to ensure a non discriminatory work
environment with family friendly practices (e.g.
working hours; flexi time)
What is required
Policy should be adopted by Board;
implemented by management through
management systems

Ideally each department to have a gender
champion; one overall coordinator; task team.
Consider a work place forum.

Policy to be accompanied by a work plan with
time frames and indicators.

Mainstream policy into existing policies
Regular meetings of the task team; half year
reviews

Table One above provides a summary of some of the key issues and areas
 for developing the gender policy.



Elements of Stage Four

This stage will
lead  to  the
drafting of a
media house’s
gender policy
a n d  A c t i o n
Plan.  I t  a lso
prov ides  an
o p p o r t u n i t y
for the policy

development team to canvass the
drafted documents with various
departments and managers in the
media house before holding a
session with top management and
the directorate to formally take steps
to adopt and launch the gender
policy (Stage Five).

What will happen
at this stage

A policy development team will use
various tools and information -
e.g.  gender  pol ic y  templates,
checklists, data from the media
house’s situation analysis findings
and the specific targets set and
other outputs from Stage Three
(Gender mainstreaming in-house
workshop for managers, editors and
journalists) - to draft a gender policy
for the media house which contains
sections which speak to both
employment and editorial issues. As
noted earlier, the gender policy will
be cross-referenced to the media
house’s other existing policies.
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A Nine-Point Plan for Mainstreaming Gender in the
Media

One: Set goals or targets for the achievement of gender balance among
media personnel in different categories and levels of media employment,
including technical areas of media operations.

Two: Establish policies and transparent procedures for recruitment,
remuneration, promotion, work assignment, and other matters that
affect professional access, employment and advancement. These should
be guided by the principles of gender justice and equity, with special
attention to women from disadvantaged groups.

Three: In view of the growing evidence that many women are dropping
out of media professions at different stages of their careers, conduct
research to examine this global trend, publicise the findings and
implement measures to ensure that women are enabled and encouraged
to stay within the media.
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Four: Recognise the existence of negative gender-based attitudes and
behaviours within media enterprises and organisations, including sexual
harassment in the workplace, and institute measures and mechanisms
to create a gender-friendly work environment.

Five: Establish more flexible work schedules, not as a special concession
to women, but in recognition of the need for all human beings to
achieve a healthy balance between professional and personal life, which
would in turn enhance both productivity and creativity, especially since
technology has made this a feasible option.

Six: Provide management, negotiation and leadership training for
women to help them succeed in media companies by anticipating and
dealing with the realities and challenges of the media environment,
including professional power structures and relations. Such training
should also help women to develop the self-confidence necessary to
overcome obstacles such as sexual harassment and other forms of
gender-based discrimination and exploitation.

Seven: Ensure diversity among media personnel through recruitment
and training that addresses the specific needs of young women, older
women, rural women, indigenous women, migrant women, and women
from other socially disadvantaged or excluded groups.

Eight: Foster gender-awareness among women and men in the media
by conducting workshops and training, or by setting up mechanisms
for media practitioners to critique their work.

Nine: Establish mentoring systems and other supportive strategies to
enhance women’s capabilities and potential for advancement in the
media. Source: The Gender and Media Handbook, Promoting Equality,
Diversity and Empowerment, published by the Mediterranean Institute
of Gender Studies, 2005



MAKING EVERY VOICE COUNT   A HANDBOOK FOR GENDER IN THE MEDIA CENTRES OF EXCELLENCE 53

If Stage Three of the COE process
called for and identified specific
editor ia l  tools  and guidel ines
that need to be developed in
addition to the policy - such as
gender-  aware language check-
lists, a gender-aware style manual,
style and information sheets on
how    to cover issues from a gender
perspective,  for example -  the
team wi l l  a lso produce these
materials

The pol icy development team
will produce an Action Plan to
accompany the policies. The Action
Plan will detail ’what will happen
when’, ’how’, and the responsible
persons and departments within
the media house leading the
process of implementation. The
Action Plan is a critical step in
preparing for the Monitoring and
Evaluation (M&E) ,  Stages Eight
and Nine  of  the Gender  Main-
streaming in the Media Process.

The Action Plan therefore wil l
contain indicators to monitor and
evaluate the implementation of the
policy and reaching the targets set.
The team will then organise in-
house sessions to review the draft
gender policy, Action Plan and other
g u i d e l i n e s  d e v e l o p e d  w i t h
employees in various departments
to get their inputs, suggestions and
buy-in.

At this stage, media institutions can

also draw on the experiences of
specialist groups in society, the
private sector, UN agencies, among
others, to help with areas of the
gender policies where the media
believe they lack expertise.

In the case of public broadcasters
in the region, sharing draft policies
externally for comment is a strong
signal from the management and
directorate that the broadcaster is
committed to being accountable.

Outputs

At the end of Stage Four ,  media
houses will have:
• An institutional gender policy

that addresses employment and
editorial issues.

• G e n d e r- re s p o n s i ve  e d i to r i a l
guidelines and products.

• Action Plan for implementation of
the Gender Policy and other tools
produced.

• T ime -f rame and process  for
adoption of the policy by top
management and the directorate.

Outcomes

A key result of Stage Four is:
• Broad-base approval and buy-in

by employees and departments to
the Gender Policy and Action Plan.



Checklist

� Gender policy and Action Plan drafted.
� Draft gender policy and Action Plan canvassed internally with

departments and staff for input.
� Agreed inputs included in policy and Action Plan.
� Draft Gender Policy and Action Plan ready for presentation to top

management and directorate for adoption.

Reference tools for Stage Four
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CD ROM Management tools:
MT3: Sample Gender policy template 
MT4: Gender policy checklist 
MT5: Action plan template 
MT6: Situation Analysis form
MT7: Nine point plan for mainstreaming gender
CD ROM Resources:
R13: SADC Protocol on gender and Development 
R14: 1995 Beijing Platform for Action 
R15: Convention on the elimination of All forms of Discrimination against Women
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Objectives
• To show the mediaw the media’s embrace of the prs embrace of the principles of diversity,

equality, equity and justice through the adoption of the gender
policy and action plan.

• To signal the media house’s commitment to national, regional
and international policy and legal frameworks that advance
gender equality and women’s human rights.

• To demonstrate the media’s accountability and transparency
to its audiences by making public its policies and guidelines.

Then UDF MP Lillian Patel
being interviewed by
journalists in the run

up to the 2009 Malawi
elections in Malawi.
Photo: Trevor Davies

STAGE
FIVE:
PUBLIC
ACCOUNTABILITY:
ADOPTION OF GENDER POLICY
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Key facts

• Some 6o media houses in 14
SADC countries have adopted
gender policies, pushing the
COES for gender mainstreaming
in the media close to the target
of 100 newsrooms with gender
policies by 2014.

 • The adoption and launch of
gender policies is a significant
step in self-regulation by media
houses.

• Public broadcasters in the region
have a mandate to adopt and
share their policies with the
public.

Overview

This chapter concerns the fifth stage,
Adoption of the media COES
project. The chapter re-enforces
the impor tance of  Stage One
(Buy-in) of the Media COEs for
Gender Mainstreaming process. At
Stage Five, the drafted gender policy
and Action Plan returns to the top
management and directorate for
final approval.

The policies and action plans should
be adopted by the highest decision-
making body, usually the Board. The
process of taking policies to the
Board also involves getting final
approval from a media institution’s
top management, which becomes
the conduit to the directorate.
When both top management and

the Board adopt the gender policy
and action plan, a media house not
only embraces the pr inciples,
measures and targets set out in
these documents, the institution
begins to allocate resources, both
human and financial, to ensure that
the policy becomes practice.

After adoption of the policy, another
step media houses may consider
is to organise an official and national
launch to showcase what they
have done.  A nat ional  launch
demonstrates to the public that a
media house is a transparent and
accountable institution, as well
as the institution’s commitment
to the nat ional ,  regional  and
international policy frameworks
and conventions on gender equality
and women’s r ights as citizens.
This stance and action also puts
the media in a stronger position to
hold governments accountable to
women citizens.

When Malawi’s Capital FM adopted
and then officially launched its
gender policy on September 30,
2010, the media house reflected
its responsibility to achieve gender
equality within its own practices
and to ‘ser ve as an agent for
promoting gender equality in the
rest of society’.16

Elements of Stage Five

This stage covers how to move the
draft gender policy and Action Plan



to adoption and an official launch.

What will happen
at this stage

The time-frame and process for
getting the gender policy and
a c t i o n  p l a n  a d o p t e d ,  w h i c h
were formulated at Stage Four
(Developing the Gender Policy and
Ac t ion Plan) ,  should now be
implemented.

Depending on the structure of a
media house, final adoption may
require two steps:

For larger media houses and public
broadcasters, it may be critical for
top management to embrace and
adopt the policy before it is taken

to the governance structure. In
smaller media houses, the two
steps may be combined with
one presentat ion to both for
adoption. Whichever route is taken,
the policy drafting team should
c o nv e n e  m e e t i n g s  w i t h  t o p
management and the directorate to
present the contents of the draft
Gender Policy and Action Plan; to
explain the process that led to
their development; and, to clearly
highlight the changes and resources
required for implementing the
policy and action plan.

This also is the opportune time for
the team to illustrate in concrete
ways, the advantages and bene-
fits of implementing a gender
policy. This session is a culmination
of Stages One to Five, with the
directorate and top management
now able to view the full-circle of
what has emerged from their buy-
in. Once adopted, the media house
also should consider a publ ic
launch, and also the form and ways
in which the adopted policy will
be disseminated to all employees
and other relevant audiences.

 Outputs

The main and strategic output of
Stage Five is:
• An institutional Gender Policy and

Action Plan adopted at the highest
level of the media house.

• A national launch of the media’s
house Gender Policy.

Step Two:
Gender Policy and

Action Plan taken to the
highest governance

structure of the media
house

Step One:
Draft Gender

Policy and Action
Plan presented

to top
management
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                 Outcomes

The results of Stage Five are:
• Public awareness of a media

house’s commitment to gender
equality and diversity.

• A public accountable media that
has put gender equality firmly on
its institutional agenda.
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CD ROM Management tools:
MT8: Form indicating date of adoption requiring signature and stamp of the media
house

Checklist

� Gender Policy and Action Plan adopted.
� Media house ready to begin activities in Action Plan and signed MOU

(Output from Stage One) that move the Gender Policy into practice.

Reference tools for Stage Five

16 Gloria Masanza, Creating Gender Policies at Capital FM, in Gender & Media Diversity Journal, Issue No. 9, Gender, Media,
Diversity and Change: Taking Stock, Gender Links, 2011, pg. 88
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Objectives
• To introduce media houses to the GEM Opinion ando the GEM Opinion and

Commentary Service.
• To illustrate how ‘think pieces’ and analysis on all news issues

can be written from a gender perspective.
• To identify and groom female and male senior writers and

editors within the media house to write GEM opinion and
commentary pieces.

STAGE
SIX:
MAKING
EVERY VOICE COUNT:
THE GENDER AND MEDIA (GEM)
OPINION AND COMMENTARY SERVICE

Irene Hoaes one of the
Gender Links opinion

and commentary
service writers with

New Era, Namibia.
Photo: Gender Links
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Key facts

• The GEM Service is one of a
kind. It is the only opinion and
commentary service in the
region offering articles on a
wide range of news and issues
from a gender perspective.

• Articles in English, French and
Portuguese reach a diversity of
media in SADC Countries and
beyond.

• More than 700 opinion and
commentary pieces have been
written and distributed through
the service since it began in
2006.

Overview

This chapter concerns Stage Six
Opinion and Commentary service
training, the first stage after Stage
Five which will enable media houses
to take concrete measures to move
policy from paper into practice. The
GEM Service addresses one of media
houses editorial concerns - the need
for high-quality, edited content on
a variety of issues from a gender
perspective.

Issues and Views!

The pages and slots provided in the
print and broadcast media for
opinions and ‘think’ pieces are key
spaces for a diversity of voices and
perspectives on the topical news

events and issues of the day. This
is where the public ‘can have their
say’.

This is also the space where those
in the media can speak frank ly
urging publ ic  o f f ic ia l s  or  the
public to take note of the news
and i ssues  that  soc iet y  must
confront. In its November 12-16,
2010 edition, South Africa’s Mail &
Guardian carried on its Comment
& Analysis page a piece on gender-
based violence, entitled Disgraceful
war against women .  Following a
week of sensational news coverage
of the gang-rape of a 15-year-old
girl on the campus of a high school
w h i c h  w a s  r e c o r d e d  a n d
circulated, the newspaper carried
on its national news page, a news
analysis of the event and on its
comment page ,  the writer of the
opinion piece used this journalistic
genre to go a step further than
o b j e c t i v e  n e w s  re p o r t i n g  t o
a d m o n i s h  t h e  S o u t h  A f r i c a n
c i t i zenr y,  and  the  media ,  fo r
leaving the fight against gender
based violence to civi l  society
groups and women activists:

‘We can’t leave this up to
civil society any longer. We
need to shift our national
m e n t a l i t y .  W e  n e e d
awareness in every crevice



of our nation.. . We need
every type of media to
te l l  the s tor ies  of  our
daughters, our nieces, our
g r a n d - m o t h e r s ,  o u r
mothers, our wives, our
girlfriends, our sisters and
our aunts, so  that every
man, woman  and child
clearly understands that
rape affects us all.....’17

Opinion and commentary articles
are where writers can spark debate;
prod politicians and society to think
and act differently ; and put the
news into a perspective beyond the
‘Who’, ‘What’, ‘When’ and ‘Where’.
Gender Links star ted the GEM
Opinion and Commentary Service
in 2005 to enter the opinion space
with views and perspectives missing
in the region’s mainstream media.
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FIGURE 3: MOST POPULAR
COMMENTARY THEMES (2005-2011)18
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The GEM service gives a voice to
issues from a gender perspective
(See Figure 3 above); and, it also
gives women writers a voice. The
media’s opinion and commentary
space is primarily a male domain.
Editors throughout the region
acknowledge this, but many also
say they are looking for women.
GL has trained, headhunted and
encouraged women to step out
and enter this media sphere of
influence. The organisation also
consistently encourages men to
add their voices to the gender
debates and discourses. 73% of
the GEM Service writers are female
and 27% male.

Te n  a r t i c l e s  a re  w r i t te n  a n d
distributed monthly through the
G E M  S e r v i c e  wh ich  has  long-
s t a n d i n g  a n d  c o l l a b o r a t i v e
relationships with media houses
and editors  across the region.
I n  l a t e  2 0 1 0  G L  c r e a t e d  a
par tnership with al lafr ica.com ,
the largest  news and content
s i te  for  news and ar t ic les  on
\Afr ica.  Al l  French and English
commentaries are now published
on the popular  s i te .  The G E M
Ser vice  is  used not only by the
m e d i a ,  b u t  a l s o  b y  a c t i v i s t s
and academics in a  var iety of
ways.

Nashilongo Gervasius, of the Namibia
Broadcasting Corporation TV.

Photo: Gender Links
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Multiplier effects 19

Through GL’s online tracking system, the organisation is able to
identify the multiple ways in which the service is used (readers
are asked to fil l  in a simple form; they are also invited to post
comments) .  The fol lowing is  a selection of such comments,
categorised into different kinds of use:

Multimedia uses and republishing

• Stor ies read aloud on MIJ  Radio (Malawi)  l ive broadcast
programmes.

• Republishing e.g. Network of Women in Media (India).

Research

• Research on topics where there is often no other readily-
available  data (e.g. LGBTI issues in the Northern Cape).

• U s e d  i n  g l o b a l  o n l i n e  p o r t a l s  fo r  g e n d e r  r e s o u r c e s
(e.g. www.engagingmen.net)

• Background research for theatre productions about social issues
(e.g. LGBTI play in Botswana, Theatre for Change in Malawi,
devising  a play on human trafficking as part of a course in
London).

• Internat ional  f reelance journal ists  get  opinions f rom GL
authors.

• Somebody writing a section about gender-based violence in a
school textbook.

• Research for  Depar tment  of  Just ice  and Const i tut ionaL
Development and Commission for Gender Equality.

• Information will be used in compilation of speeches, to be
delivered by ANC MPL's, in a House Debate, in the Western
Cape Provincial Parliament.
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Journalis Salane Muchanga covering a story on floods in Mozambique.
Photo: Mercedes Sayagues

Training

• Teacher training material e.g. a journalism lecturer in Beijing
wanted to teach students about gender issues.

• Volunteer from the Women’s Shelter in Gaborone wanted
help with counselling she does at work.

Personal empowerment

• Personal change e.g. ‘I have a family member in South Africa
I believe is in an abusive marriage. I am looking for information to
try and assist her in breaking free from the marriage.’

• An 11-year-old read an article for inspiration because she wants
to start her own NGO for women.

• University assignments/thesis citation for students in diverse
disciplines.

• A group of sex workers in Botswana read an article to learn how
to form their own support group.
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Elements of Stage Six

In several assessments of gender
and media issues in Southern
Africa, editors have pointed to the
need for high-qual ity editor ial
content on gender issues. Stage
Six introduces media houses to a
concrete way in which they can
begin to infuse their pages and
programming with  v iews and
p e r s p e c t i v e s  o n  t h e  g e n d e r
dimensions of topical news events
and issues.

What will happen
at this stage

A familiarisation session on the
GEM Opinion and Commentary
Service will be held with media
houses .  The  ser v ice  prov ides
edited and gender-aware content
for the print media’s opinion and
c o m m e n t a r y  p a g e s .  Fo r  t h e
broadcast media, the GEM service
can be used to generate ideas
for current affairs   and topical
debate programmes.  Sess ions
on how to wr i te  opinion and
commentary pieces also will be
a f f o r d e d  f o r  m e d i a  h o u s e s
wishing to improve this form of
journalistic writing sk i l l  among
t h e i r  s e n i o r  j o u r n a l i s t s  a n d
editors .  These workshops wi l l
occur around national,  regional
or international  themes where
possible so as to provide a topic
for discussion and an outlet for
stories to be published.

These themes may include:
• 16 Days of Activism Campaign
• Elections
• National Women’s Days
• Gender research or reports

launches
• UN theme days

Workshops  wi l l  tak e  p lace  in
n e w s r o o m s  s o  t h a t  s e n i o r
j o u r n a l i s t s  a n d  e d i t o r s  c a n
discuss content and case studies
re levant  to  the i r  wor k .  I nput
f r o m  t h e  e d i t o r s  w i l l  h e l p
c r e a t e  d i s c u s s i o n s  a r o u n d
relevant ideas and news hooks
for the opinion and commentary
pieces.

Media houses will be invited to
subscribe to the service.

     Outputs

The outputs of Stage Six are:
• More media houses in the region

with k nowledge of  the GEM
Service.

• Identif ication and training of
potential writers for the service
from within media houses with
gender policies.

• More media  out lets  for  the
distribution of the GEM Service.

                Outcomes

The results of Stage Six are:
• An increased demand for gender-



aware opinion and commentary
pieces from the region’s media
houses.

• A cadre of  senior  journal ists
and edi tors  wi th  the  abi l i t y
to write gender-aware opinion
and commentary pieces on all
news issues and topics.
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CD ROM Resources:
R16: Gender Links (GL) Opinion and Commentary Service Pamphlet 
R17: Case study on GL Opinion and Commentary Service

Reference tools for Stage Six

There are a number of accom-panying materials for this stage that can
be found on the CD ROM. They are listed and numbered here for ease
of reference.

      Checklist

� Series of GEM Service in-house workshops planned and held.
� New writers for GEM Service identified and trained.
� Media house subscribes to GEM Service.
� Series of GEM articles on theme issues and international events planned.

17 Disgraceful war against women, Comment & Analysis,  Mail  & Guardian ,  November 12-18,  2010,  p.  32
18 From, Giant Footprints: GL@Ten, Colleen Lowe Morna, Danny Glenwright and Mona Hakimi editors, published by Gender

Links, 2011,
19 From, Giant Footprints: GL@Ten, Colleen Lowe Morna, Danny Glenwright and Mona Hakimi editors, published by Gender

Links, 2011,
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Objectives
• To increase the media houseease the media house’s ability to move from policy

adoption (Stage Five) to practice.
• To provide the technical support to media houses in the fo media houses in the form

of capacity building and reference tools to strengthen the
knowledge and skills of media managers and the editorial staff
at all levels to mainstream gender in their respective areas of
work - content and institutional practice.

• To ensure that media houses participating in the COEs process
are able to advance the targets of the 2008 SADC Pgets of the 2008 SADC Protocol on
Gender and Development.

STAGE
SEVEN:
LEARNING
BY DOING:
GENDER@WORK IN YOUR MEDIA HOUSE

Gwen Lister, then Editor
of the Namibian

addressing women
politicians in the

Namibian Newsroom,
Windhoek, Namibia.

Photo: Gender Links



Key facts

•  Gender can be classified as a
for m of  k nowledge based
training for the media because
it is often viewed as a beat on
its own and as a specialised area
of reporting.

•  Editors and journalists require
gender analysis skills and know-
ledge to be able to recognise
the gender dimension of all
stories.

•  Mainstreaming a gender per-
spective in decision making
and editorial practice is not
simply a matter of political will-
it is a technical process that
requires specific sk il ls,  tools
administrative procedures and
institutional structures.20

•  News and articles on gender
equality issues comprise only
1% of the topics covered by the
media  in  Souther n  Af r ica ,
according to the 2010 GMPS.

Overview

This chapter concerns Stage Seven,
Capacity Building and Training,
which is critical to the success of
the Media COEs Mainstreaming
G e n d e r  p ro c e s s .  Po l i c y  o n l y
becomes effective when media
managers, editors and journalists
know how to translate policy into
media  prac t ice .  Bu i ld ing  the
capacity of media practitioners
to report on gender equality and

issues of women’s human rights,
and to mainstream gender in all
coverage, has repeatedly emerged
as a key strategy to strengthen
media professionalism. In a 2001
Assessment of Training Needs in
Southern Africa, editors interviewed
recognised the gender biases in
reporting and editing, and that the
media needed training on gender
issues in order to cover the changes
in society. 21

Training is also a key recommen-
dation in both the 2003 Women
and Men Make the News, Southern
Africa Gender and Media Baseline
Study (GMBS), the most compre-
hensive study on gender in editorial
content in the Southern Afr ica
media, and in the 2009 study, Glass
Cei l ings ,  Women and Men in
Southern Africa Media. Training,
l ike policy,  is  one of the most
effective ways to begin to change
attitudes and practice.  For the
media, gender and media training
can occur in entry-level media
and journalism studies at tertiary
institutions, or through continuous,
in-service training where media
managers and journalists learn
on-the-job.

In-house newsroom training is one
of the most effective ways to reach
a large number of media managers
and practitioners and for tailoring
the training to the media house’s
specific needs.

The content of the in-house training
programmes conducted by GL, for
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example, has been driven by the
findings of the gender and media
research. As noted in the Key Facts,
the 2010 GMPS findings show that
gender equality constitutes only 1%
of all topics covered by the media.
The majority of the news content is
gender-bl ind.  There is  now a
plethora of training material to re-
train journalists and editors on how
to bring the gender perspective and
g e n d e r  d i m e n s i o n s  i n to  t h e
coverage of politics and governance,
economics, business and finance,
HIV and AIDS, religion and culture
and gender-based violence and
photojournalism, among other
issues.

Gender-aware language guidelines,
gender glossaries for the media and
gender editorial check lists and
guidelines have been developed to
build the capacity of sub-editors to
edit content for gender stereotypes,
language that perpetuates harm
and discrimination, and to write
headlines and captions that are
devoid of stereotypes and hype.

Attention is being given to deve-
loping materials to provide capacity
building to media managers on
gender newsroom management;
and, the public is learning how to
‘watch the watchdog’ through the
gender and media literacy training
that is being rolled-out across the
region.

G e n d e r  a n d  m e d i a  c a p a c i t y
building and training has garnered
support in Southern Africa from

media act iv ists’ organisat ions,
civi l  society organisations and
inter nat iona l  agenc ies ,  a l l  o f
w h o m  t a rg e t  t h e  m e d i a  fo r
continuous in-ser vice training.
Media studies  and journal ism
departments in tertiary institutions
in the region also have embarked
on programmes to mainstream
gender into curriculum and course
content, teaching and learning.

Capacity building and training
helps  journal i s ts ,  edi tors  and
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Roselyn Makhambera
MIJ FM Station Manager.

 Photo: Saeanna Chingamuka.



media managers to concretely
understand that gender does not
add additional work, nor is it an
add on. A gender lens provides
the media with the skills to see
all sides of the stories; to bring in
the voices and perspectives of
more than just men in positions
of power and formal authority ;
to delve deeper through news-
gather ing into the dif ferential
impact of  news and issues on
women and men; and to report
in - depth  and  ana ly t i ca l l y  on
many  o f  the  complex  i s sues
confronting countries throughout
the region. A gender lens is the
foundation of good journalism.

Key elements of
Stage Seven

The following elements of Stage
Seven will help media houses get

closer to making gender policies a
reality. Learning ‘how to do it ’ is a
l i fe - long process in journal ism
where new issues and contexts
always present themselves on the
news agenda.

What will happen
at this stage

Capacity building seminars will
be held for  var ious groups of
managers within the media house
on t rans for mat ive  leadersh ip
a n d  m e d i a  m a n a g e m e n t  fo r
diversity and equity.  Managers
will be trained on how to use a
se l f -moni tor ing  too l  to  t rack
progress (Stages Eight and Nine)
in the implementat ion of  the
Gender Pol icy as par t  of  their
management oversight.

Sessions will be held with editorial
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 ‘I have been part of several training sessions on gender

in South Africa and Tanzania. They have really helped

me in dealing with gender issues and I am happy about

that and have since been reporting on gender...

...I have covered a wide range of issues related to politics,

gender, democracy and human rights and some of the

articles I have written in the past have led the

government to take necessary action....’

Angel Navuri, the Guardian newspaper, Tanzania



management on gender news-
r o o m  m a n a g e m e n t ,  h o w  t o
achieve diversity in content, and
on how  to enhance journalistic
professional ism and standards
using a gender lens. Journalists
in the media houses will be taken
through a new GL module on
Repor t ing on Southern Afr ica ,
w h i c h  u s i n g  t h e  2 0 0 8  S A D C
Gender Protocol as the framework,
trains reporters on how to enhance
their ‘watchdog role’ and cover a
number of  news areas f rom a
gender perspective.

 Sub-editors will be introduced to
g e n d e r  a n d  m e d i a  e d i to r i a l ,
language and sources checklists,
and guided on how to use these
to enhance their content editing
sk i l ls .  Modules on gender and
photojournalism and imaging will
also be provided for sub-editors.
Any other capacity building and
training needs identified by the
media house during the in-house
workshop and development of
the Action Plan will be addressed
during this stage.  Al l  capacity
building initiatives will  use the
‘on-the-job training’ approach to
provide a step by step and practical
learning by doing experience. This
will assist media houses to reach
their desired level of capacity to
systematically mainstream gender
into their various operations.

Outputs

The outputs for Stage Seven are:
• A group of  managers within

S o u t h e r n  A f r i c a n  w i t h  t h e
knowledge and sk ills to apply
g e n d e r  m a i n s t r e a m i n g  t o
media management, producing
content and monitoring policy
implementation.

• A monitoring plan.
• A group of journalists trained on

reporting polit ical,  economic,
social and developmental issues
from a gender perspective.

• A group of  sub- editors  with
strong gender and media content
editing skills.
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Kholu Qhobela, one of the few
women in media management
in Lesotho at the fourth
Gender and Media Summit
(2010) in Johannesburg.
Photo: Trevor Davies



                Outcomes

Expected results from Stage Seven are:
• A foundation is created within   the

media house for institutionalising

the gender policy in day-to-day
operations at all levels.

• An increased knowledge and
awareness on mainstreaming
gender in editorial content and
programming in print and broadcast
media.
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CD ROM Management tools:
MT9: Template for training calendar
CD ROM Resources:
R 18: Chapter 3 (Gender and Media Key Issues), from Gender in Media Training:
Southern Africa toolkit
R19: Chapter 5 (Newsroom leadership and management) Gender in the media
Training: A Southern African Toolkit
R20: Chapter 8 (Sub-editing) from Gender in the media Training: A Southern African Toolkit
R21: Gender editorial content Checklist (pgs 86-87 in Diversity in Action)
R22: Publications list of GLs training materials which media houses can access
CD ROM M and E:
ME5: Self Monitoring Tool
ME6: Workshop tracking sheet 

20 Corner, L, 2004, ‘Women transforming the mainstream - a think piece’  in Development Bulletin, no. 64, pp. 11-15
21 Southern Africa Media Training Needs Assessment, commissioned by NSJ Trust with the support of NIZA, Colleen Lowe

Morna and Zohra Khan, Gender Links Associates, September 2001

Checklist

� Gender and media manage-ment seminars held.
� Gender and newsroom management seminars held.
� Identified managers trained on how to use self-monitoring tool.
� Editorial management trained on how to monitor editorial output for gender.
� Monitoring plan developed.
� Sessions held with journalists using Reporting Southern Africa training

modules.
� Sessions held with sub-editors on editing content for gender and gender

images.

Reference tools for Stage Seven



Sibusisiwe Dube, a media
monitor with the Media

Monitoring Project of
Zimbabwe (MMPZ).

Photo: Nhlanhla Ngwenya.
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Objectives
• To ensure that the policy roll out process is followed through

and documented at every stage.
• To ro review progress on implementation of the media houseess on implementation of the media house’s

Action Plan.
• To take stock of how far the media house has mow far the media house has moved at 6-monthsed at 6-months

intervals (based on the monitvals (based on the monitoring plan deing plan developed at Stage
Seven) towards achieving the targets set in the Gender Policy.

• To identify challenges and the specific interventions required to
solve them.

• To begin the initial identification of case studies of media houses
that are exhibiting best practices in transforming their institutions
and content.

• To conduct, after one year, an independent external evaluation
of the implementation of the gender policy.

TRACKING PROGRESS AND
MEASURING CHANGE

STAGES
EIGHT
AND NINE:



Key facts

• Few media houses in Southern
Afr ica have monitoring and
evaluation mechanisms in place
to assess the implementation of
their policies.

• Keeping tracking of whether a
media house is achieving its
goals and aims is a key function
of management.

• Ongoing monitoring of editorial
content gives editors the ‘big
picture’ of missing sources;
missing stories; and weaknesses
in newsgathering and editing
practices.

• Monitoring is one way for media
houses to produce their own
data to systematically assess and
reflect on institutional  and
editorial practices.

Overview

This chapter introduces Stages
Eight and Nine, Monitoring and
Evaluat ion,  of  the media COE
process which is essential for good
management.  Media managers
must be able to systematically
assess and reflect on the implemen-
tation of gender policies and they
need the methods and tools to
document and guide this process.

Policies are living documents, and
throughout their use, there must
be constant monitoring and review
to keep track of progress, and to

capture the dynamics of change as
new issues emerge or situations
within the media’s environment
change.  Throughout Southern
Africa, the media has often been
monitored more from the outside.
Since the 2003 GMBS, a gender
and media activist movement has
grown in the region under the
auspices of the Gender and Media
Southern African (GEMSA) network.
Media watch groups in various
countries received gender and
media literacy training and skills on
how to monitor the media for
gender.  These groups produce
national reports,  Mirror on the
Media, on their findings which are
used to engage with the media and
to make the public aware of the
media’s good and bad practices.

Often these ‘spot checks’ review
the media’s coverage of issues such
as gender based violence, elections
and national budgets, among others,
from a gender perspective. These
external checks provide consistent
data and analysis  in between
the larger gender and media research
studies, helping media houses to see
whether their practices are changing.
In South Africa and Zimbabwe, there
are media monitoring organisations
 that constantly monitor media
professionalism and coverage of
various issues at national level.

Few media houses have been able to
develop their own monitoring and
evaluation mechanisms. The danger
of this is that management can lose
a grip on the aspects of accountability
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Dr Ameena Sorefan, a member of MWO-GEMSA Mauritius participating in a 16 Days campaign
cyber dialogue in Mauritius.   Photo: Loga Virahsawmy

Box Five:
Mauritius Media Watch

The Media Watch Organisation
(MWO) of Mauritius keeps the
media and adver t isers in the
country on their toes. Since the
GMBS, the organisation has been
 at the forefront of change in
media practices, including at the
public broadcaster, the Mauritius
Broadcasting Corporation (MBC).
The MBC adopted and launched
 its Gender Policy on December 1,
2006, World AIDS Day, one of
the first media houses in Mauritius
to have a gender pol icy.  The
MBC is the only media institution
in Southern Africa running a series
of 12 call-in radio programmes on
the SADC Protocol on Gender.
MWO facilitates gender policy
development in media houses;
provides capacity building and
training on how to report on

var ious issues from a gender
perspective; and lodges complaints
with the advertising regulatory
authority to have sexist adverts
removed from the public’s view
both within the media and on
billboards and in other public
places.

The organisation is an independent
membership-based organisation
and is  the Maur it ian chapter
of  GEMSA.  MWO ser ves as  a
c h e c k p o i n t  fo r  t h e  g e n d e r
awareness of the media; ensures
that gender awareness in the
media is highly visible; challenges
negative gender stereotypes and
lack of women’s representation
in the media; and takes practical
steps to gain access for women
excluded from the media.
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to the public, transparency and the
adherence to journalistic ethics and
principles. Learning of slippages late,
and from the public, puts a media
house in jeopardy of losing audiences
and financial support. Evaluations
usually measure the impact of a policy
intervention and/or pro-gramme to
see if it has had an effect, and are
usually done after the policy has been
in existence for some time - in this
case six months and one year.

The Media COEs for Gender in the
Media process therefore has put
emphasis on the media being able to
become their own internal watchdogs
and self-regulators. At Stage Four
(Developing the Gender Policy and
Action Plan) of the COEs process,
media houses set targets and
developed indicators to measure their
progress. These indicators, along with
capacity building to use self-
monitoring tools, will enable media
management to own the policy
process at the level of performance.

Elements of
Stages Eight and Nine

Stages Eight and Nine move beyond
the tools administered during
the various early stages of the
COEs process - management seminar,
s i tuat ional  ana lys i s ,  in-house
workshop - to a more participatory
evaluative exercise where media
houses will be  actively involved in
monitoring and evaluating their
performance .

What will happen
at this stage

The M&E will be divided into two
processes - internal (Stage Eight) and
external (Stage Nine) evaluations.

Internal evaluation

This stage will involve self-monitor-
ing every six months by media houses.
This will allow for self reflection as well
as the opportunity to introduce more
strategies towards the targets set. The
ongoing monitoring will also involve
the documentation of case studies
and best practices showing progress.
Media managers, who were trained
at Stage Seven on how to use the self-
monitoring tool, will be responsible
for the monitoring, production of
progress reports and the identification
and documentation of best practices.
The best practices and other case
studies identified will feed into Stage
Ten (Summit) of the COEs process.

During the internal monitoring and
evaluation, management should review
the data and progress reports, and also
create oppor-tunities and ways to share
the findings with the media house’s
employees. Back-up support will be
provided by GL during this process. This
stage provides an opportune time for
the media house to address challenges,
find solutions and make strategic
interventions to get various aspects of
the policy back on track before Stage
Nine, the External Evaluation.



External evaluation

The second part of the M&E will
h a p p e n  e ve r y  ye a r.  E x te r n a l
evaluators will participate at this
stage, in order to provide the media
h o u s e  w i t h  a n  i n d e p e n d e n t
verification of its own internal
findings. Several of the M&E tools
administered at the Situation Analysis
(Stage Two) will be re administered
to measure transformation in
the media houses;  changes in
perceptions and attitudes; and
increase in knowledge. Media houses
also at this stage wil l  provide
feedback  on the variety of gender
and media tra ining mater ia ls ,
publications and productions (radio
programmes and DVDs)  used
throughout the COEs process,
especial ly during Stage Seven
(Capacity Building and Training).

                          Outputs

The outputs of Stages Eight & Nine
are:
• S ix-month rev iew repor t  o f

implementation of the Gender
Policy and Action Plan.

• A set of interventions, where
appropriate, to get the policy
implementation back on track.

• A set of data which the media house
can use to assess itself against
the benchmark data collected
during the Situation Analysis
(Stage Two).

• Identification of case studies and
best practices.

• One-year evaluation of Gender
Policy and Action Plan.

                Outcomes

The results of the two stages include:
• M edia  houses  wi th  inter na l

capacity to monitor and evaluate
policies for more pro-active and
effective management.

• Media houses more capable of
achieving their strategic missions
and visions which speak to issues
of public interest, accountability,
transparency.

• Editorial content begins to move
closer to the journalistic standards
of diversity, balance, fairness and
accuracy.

• Media houses closer to reaching
the targets of the SADC Protocol
on Gender and development.
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Monitoring change in Zimbabwe
Photo: Colleen Lowe Morna
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CD ROM Management tools:
MT10: Monitoring Report
CD ROM Resources:
R23: MWO Case study: Titillating Abusive Advertising in Gender, Media, Diversity
and Change: Taking Stock, Gender & Media diversity Journal, Issue 11
R24: Case study: Mauritius Broadcasting Corporation in Glass Ceilings, Mauritius
Country Report
CD ROM M and E:
ME1: Gender aware leadership score card 
ME2: Gender scorecard for media houses 
ME3: Knowledge and Attitude Survey
ME4: SADC Protocol quiz
ME6: Workshop tracking sheet 
ME7: Production and publications feedback form
ME8: Case study form 

Reference tools for Stage Eight and Nine

Checklist

� Internal six-months progress  reports, using self-monitoring tool, produced
and reviewed by management and media house employees.

� Gender score card for media houses administered and results analysed and
compared with first use of the instrument (top management at Stage One and
participants from media house at in-house workshop, Stage Three).

� Gender aware leadership score card administered and results analysed and
compared with first use of instrument (top management and directorate at
Stage One-Buy-in).

� Attitudes survey administered and results analysed and compared with first
use of instrument (Stages One and Two).

� SADC Protocol on Gender quiz  re-administered and results analysed and
compared with the first use of
the instrument (Stage Two).

� Productions and publications feedback form administered.
� One-year evaluation done and compared with Situation Analysis findings in

Stage Two; findings shared with media house at all levels.
� Best practices/case studies identified and documented.



Gerson Kamatuka of the
Namibian Broadcasting

Corporation and Salome
Nzuma, then Polytechnic ofechnic of

Namibia Journalism and
Media student, at the fourth
Gender and Media Summit

(2010) in Johannesburg,
South Africa.

Photo: Trevor Davies
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Objectives
• To provide a platform for media COEs to share best practices

and experiences in mainstreaming gender into institutional
practice, editorial practice and in editorial content.

• To recognise through the GEM awards the media houses
t h a t  h a v e  e xc e l l e d  a t  i n s t i t u t i o n a l  a n d  e d i t o r i a l
transformation.

STAGE
TEN:
CASCADING
CHANGE:
THE GENDER AND MEDIA SUMMIT
AND AWARDS



Key facts

• There have been four  GEM
Summits in Southern Africa since
2004.

• The summits have been held in
collaboration with the Media
Institute of Southern Afr ica
(MISA) and the Gender in Media
S o u t h e r n  A f r i c a  ( G E M S A )
network.

• The Southern African Gender and
Media Awards  form a centre
piece of the GEM Summits.

• The 2012 and 2014 Summits will
highlight the success of media
houses’ use of gender policies
and targets to reach the SADC
Gender  Protocol  target  of
gender parity in media houses
by 2015.

• Media houses who complete the
stages of the COEs will receive a
seal of approval at the GEM
summits.

• Participating COEs will choose a
representative to participate in
the summits where appropriate.

Overview

This chapter introduces the Gender
and Media Summit (GEM), Stage
Ten of the COEs process. The bi-
annua l  event  showcases  the
breadth and depth of the work
going on throughout Southern
Afr ica to transform the media
through gender. The groundswell
of activism that took off in Southern

Africa following the findings of the
2003 GMBS culminated in GL and
the Media Institute of Southern
Africa (MISA) convening the historic
Gender and Media (GEM) Summit in
September 2004.

This event, one of a kind in the
world, brought together 184 media
decis ion-makers,  pract it ioners,
non-governmental organisations,
trainers, researchers and analysts
from the region and internationally.
During the first summit, 44 case
studies and 12 country reports were
shared as  test imonies  to  the
initiatives that had started since the
GMBS to make the region’s media
more responsive to women and
men citizens.

 The summit led to the formation
of GEMSA, a network to promote
gender equality in and through the
media. An umbrella organisation of
individuals and institutions, GEMSA
continues to pioneer gender and
media research and projects. In
recent years, GEMSA has focused
on HIV and AIDS and care work, and
in 2006, the organisation launched
the Making Care Work Count project
to raise increased awareness about
the plight of care providers. The
region’s  f i r s t  S o u t h e r n  A f r i ca n
Gender and Media Awards  were
launched at the 2004 GEM Summit.
At that time, the five categories -
print (newspaper and magazine),
o p i n i o n  a n d  c o m m e n t a r y ,
photography, television and radio
- attracted 76 entries from eight
Southern African countries.
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The GEM Summits have continued
to grow from strength-to-strength
over the years and in 2010, over
150 participants from overseas and
the 15 SADC countr ies  came
together for the fourth GEM Summit.
Under the theme, Gender, Media,
Diversity and Change: Taking Stock,
participants to the fourth summit
reflected on the findings of the 2010
GMPS, and the 2010 Audit of Gender
in Media Education and Journalism
Training in Southern Africa, the first
comprehensive look at gender in
entry-level journalism education at
tertiary level.

These summits have become signifi-
cant marketplaces of know ledge
sharing and strategies and suc-
cesses in driving the gender and
media agenda forward on all fronts:
enabl ing envi ronment ,  media
practice, attitudes, knowledge and

sk il ls,  audience responsiveness
and activists and decision-makers
shaping the agenda.

Elements of Stage Ten

The best practices and case studies
identi f ied dur ing S t a g e s  E i g h t
and Nine  will  be taken forward
to the 2012 and 2014 GEM Summits,
p r o v i d i n g  M e d i a  C O E s ’  w i t h
recognition and the opportunity to
share their experiences and lessons
learnt.

What will happen
at this stage

GL will host in-country workshops
that will allow participating media
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Stalwarts of the Gender and Media Movement: Loga Virahsawmy (Mauritius) Ammu Joseph
(India) and Emily Brown (Namibia) at the fourth GEM Summit in 2010.
Photo: Trevor Davies



to present the case studies and best
practices of gender mainstreaming
in the media identified during the
M and E stages. Media houses will
compete with each other at country
level and a winner and runner up
will be chosen to present at the 5th
GEM Summit and the 6th one.

At the regional level, these media
houses will compete in various GEM
awards categories and may win
prizes for their work.

                Outputs

The outputs of Stage Ten are:
• Best practices and case studies on

gender mainstreaming in the media
for the 2012 and 2014 GEM Summits.

• Documented experiences on how
gender policies have changed

media institutional and editorial
practices.

• A larger pool of media houses in
countr ies  across  the region
submitting entries for the GEM
awards.

                  Outcomes

The result of this stage is:
• Increased public awareness at

national, regional and global level
of the Media COEs for Gender
Mainstreaming.

• Media houses and newsrooms
empowered, and in turn create
enabling platforms for embracing
the articles and provisions on media
in the SADC Gender Protocol.

• Sharing and showcasing of best
practise at the Gender and Media
(GEM) Summits.
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  Checklist

� Gender Institutional Award form completed.
� Case studies documented using SADC Protocol @ Work Template.

CD ROM Management tools:
MT11: Gender Institutional Award Form
MT12: GEM awards application form 
CD ROM M and E:
ME8: Case study form 

  Reference tools for Stage Ten



MAKING EVERY VOICE COUNT   A HANDBOOK FOR GENDER IN THE MEDIA CENTRES OF EXCELLENCE 83

GLOSSARY

Corporate governance - Systems and processes for ensuring proper
accountability, probity and openness in the conduct of an organisation’s
business.

Culturally diverse output - The creation of an organisation’s output that
reflects the multi-cultural society in which it operates and which is reflective
of its diverse stakeholders.

Diversity for the media is about more than just the numbers alone.
Diversifying newsrooms and issues of content, coverage and the media’s
role in a pluralistic society are key issues.

Freedom of expression - The unrestricted and uncensored inclusion of
views and opinions in organisations’ output enabling debate and dialogue.

Gender - Is the way in which society assigns characteristics and social roles
to women and men. In all societies worldwide the roles, functions and
characteristics attributed to men have been accorded greater value than
those of women.

Gender-aware policies - Recognise that women, as well as men, have an
important role to play in society; that the nature of women’s involvement
is determined by gender relations, which make their involvement different
and often unequal; and that consequently women have different needs,
interests and priorities, which may sometimes conflict with those of men.

Gender-blind policies - Do not recognize gender inequalities. They
mistakenly assume that men and male norms represent the norm for all
human beings. As a result, they incorporate biases in favour of existing
gender relations and therefore exclude women.

Gender stereotypes - Socially constructed beliefs about women and men.
They are constructed through sayings, songs, proverbs, the media, religion,
custom, culture, education, drama, etc.

Indicator - A direct or indirect measure of change. Indicators must be
realistic and easy to measure and often the indicators used by large
organizations are different from those used by medium and small
organizations.

Impartial and balanced output - The production of fair, diverse, and
unbiased media output which reflects and informs public opinion and
dialogue supported by editorial policies, which are independent from
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ownership.

Informing public opinion - The delivery of high quality information, which
provides the full range of views about an issue, and is reflective of the
society in which it is disseminated, to inform rather than influence public
debate.

Integrity of information - The provision of quality data, images and
information, which is objective and accurate.

Mainstreaming - Bringing issues such as gender equality and women’s
human rights, for example, into the mainstream of society. Policy processes
are reorganized in order to move the attention of gender equality policies
to everyday policies.

Media literacy - Consumers’ understanding of the types of information
and its  avai labi l i ty,  to enable an informed decis ion about the
programming/article/music/image they listen to, view or read.        .

Policy - A course or principle of action adopted or proposed by an
organisation or individual.

Privacy - Freedom from intrusion or public attention through a blend of
regulatory and self-regulatory approaches.

Sex - The biological differences between women and men.

Transparent ownership and practice - Disclosure of an organisation’s
ownership structure and the development of processes/systems, which
demonstrate editorial independence and integrity.

Transparent and responsible editorial policy - The conformity to clear
editorial policies, standards or codes covering issues of accuracy, impartiality
and politics.

Sources: The Media CSR Forum, KMPG, 2005; Whose News? Whose Views?,
Gender Links, 2001; 2003, Gender in Media Training, A Southern African
Toolkit, Gender Links and the Institute for the Advancement of Journalism,
2002.





First GEM summit in 2004
Photo: Trevor Davies
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