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This manual is a guide for all Gender Links employees and consultants working in 

communications as well as with any written, photography and audio-visual products.  Its 

style rules, templates, communications and content production guidelines, with many other 

useful tools should make our work easier and almost error-free. Take time to read through 

relevant sections before beginning work and use it as a reference manual when compiling 

longer or more complicated content and publications.  

Happy writing and content production! 
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QUICK EDITORIAL GUIDELINES  

General  
 Submit contributions by deadline; ALWAYS submit with Checklist CH1 – Editorial 

sign off sheet.  
 Write to length 
 SPELL CHECK!!! 
 Switch on all the grammar and other checks in Word 2010, including active and 

passive tense.  
 Write in the active tense, eg parliament SUBJECT, passed VERB the law OBJECT; not 

The law (object) was passed (passive) by parliament (subject).   
 Check the green lines for long sentences or syntax. There should be no green lines in 

the text.  
 ALWAYS SELF EDIT! Read at least three times over. Shorten sentences. 

 
Photos  

 Must be sourced by url to the GL photo library, go to 
http://gemcommunity.genderlinks.org.za/gallery/main.php 

 If the photo you want is not there, first upload it to the gallery and then provide the url.  
 Make sure the photo is high resolution and in focus.  
 For photos other than face photos, provide a caption.  

 
Formatting 

 Tahoma 11; single space. 
 No indented paragraphs.  
 Centre cover page. 
 Justify text inside. 
 Use bullets not stars. 
 Page breaks where there are new pages.  
 Format tables correctly. Always add heading rows repeat where the table goes over 

two pages. 

 When you use boxes use box function in word; not text box.  
 

Using tables, figures and boxes 

 Use headers row repeat for all tables. 
 Bold the first row of all tables. 
 Align all tables, figures and boxes to chapters or sections. 
 Use of merged cells for better presentation. 
 Ensure alignment of tables, figure and boxes to table of contents. 
 Choosing the correct page layout for your table i.e. portrait or landscape. 

 

Headings, subheading and other formatting 

 Use sentence case for all headings. 
 Consistent hierarchy of headings and sub headings, titles and subtitles. 
 Headings: capitals and bold. 
 Subheading: sentence case and bold. 
 Title: sentence case, italics and bold. 

 Subtitle: sentence case, italics.  
 

http://gemcommunity.genderlinks.org.za/gallery/main.php
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Active tense  
 Avoid using passive tense, use active tense e.g. The report was written by Susan=  

passive. Susan wrote the report =  active. Subject verb object. Don’t turn the object 
into the subject! 
 

Style  
 Use English not American spelling. Note in word this default setting has to be made 

each time.  You can also use function  
 No sentences starting with ‘and’ or but  (STYLE)  
 All sentences end with full stops or question marks as appropriate. 
 Long lists and sentences should be broken down.  
 Spell out acronyms at first mention and then only acronym thereafter.  
 List of acronyms at the beginning of the report in alphabetic order.  
 Spell out numbers to ten then numerals thereafter 
 Use first and second name at first mention and then surname only at second 

mention. Never use first names only.  
 No honorifics – Ms, Mr. Etc. 
 If using a pseudonym indicate this by using a * on first use and a footer notation. 
 Dates: Use date, month and year. Example: 5 July 2005 
 Use italics to identify words that are not written in the language of the article and for 

titles of books, periodicals, newspapers, plays. Example: The editor of The Herald 
newspaper was not available for comment. 

 Avoid jargon, e.g. “the issues involved in the process of development need to be 
unpacked” – use plain language the reader will understand. 

 Give first name; surname; surname thereafter. Always give full name in first 
reference.  

 Short sentences; no more than three lines or thirty words. Avoid clauses and sub-
clauses. Never more than one “and” in a sentence.  

 Quotations: use “” not ‘’ except in the case of a quote within a quote which in any 
case should be avoided.  

 Long quotes can be denoted by an indented paragraph.   
 No contractions e.g. don’t.  

 
Analysis 

 Clear analysis of findings where possible to draw comparisons across countries. 
 Give findings a human face by using interviews or case studies in a box.  

 
Facts and fact checking  

 Do not use dated information or statistics.  
 Always say where information comes from.  
 Always cross check your facts.   
 All facts checked from credible sources. 
 All claims substantiated. 
 All names – first name, surname, places, times, titles are correct. 

 
 
Fluff 

 Avoid wordiness – e.g. the process of, area of; issues around, testing knowledge in a 
quiz. 

 No tautology.  
 No colloquialism.  
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 KISS principle= keep it short and simple. 
 
Language use 

 No jargon. 
 Minimise technical terms. 

 No negative connotations. 
 Language is gender aware e.g. sportsperson not sportsman. 

 

Ethics  
 No sexist, racist, homophobic or any other language that reflects discrimination or 

intolerance for diversity.  
 No sensationalised titles or language. 
 When writing on HIV and AIDS, refer to UNAIDS or other published editorial 

guidelines for coverage of HIV and AIDS and related issues. 
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CHAPTER 1: PUBLIC PROFILE 

GL seeks to build an image that is relaxed and friendly as well as professional and efficient.  

Office Communication  

Standard forms 

See samples of letterhead at on P Drive under forms and stationary. The internal memo 

is automated and can be found online 

Font  

The GL font is Tahoma 11.  

Dress code 

Staff dress is casual but tidy for normal office work. Discretion is applied for meetings 

outside the office, which may command more formal attire. The emphasis should be on 

appropriate, neat, presentable wear that embodies the spirit and ethos of GL. 

Official GL logo and its use 

The official GL logo and letterhead will be available, in template form, on the P drive. 

Correspondence from GL 

All correspondence from GL to political figures or persons at management level shall be 
signed by the CEO, in his/her absence the DCEO or the respective unit manager. 

 

1. All correspondence from GL to public functions shall be approved by the CEO and    
in his/her absence the DCEO or the respective unit manager. 

 
2. All correspondence that commits GL to public positions or financial commitments of 

any kind shall be signed by the CEO in his/her absence the DCEO after discussing 
contents with CEO. 

 
3. All formal communication shall address people with respect and dignity referring to 

them by their titles and if necessary their full names i.e. first and second names. It is 
not acceptable to refer to people by their first names. 

 

Time focus 

GL is committed to punctuality, complying with deadlines and respecting the time which 

both internal and external stakeholders have at their disposal. 

Courtesy 

GL is committed to being efficient and professional in its dealings with the public, who at all 

times must be treated with dignity and courtesy. 
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Queries 

1. Front office staff will conduct themselves in a pleasant and professional manner at all 
times. 
 

2. The switchboard and reception area must be attended to during office hours. It is 
the responsibility of the HRA to ensure that another member of staff is available to 
assist if necessary. 
 

3. All enquiries to GL shall be responded to in a timely manner and during the same day 
received, whether by phone or E Mail. If in doubt, refer the query to EA, who will 
either direct or respond accordingly. 

 

4. The receptionist shall be responsible for ensuring that there is an answer phone that 
this is switched on after hours. When there are major events taking place     that 
involve GL, a cell phone contact number shall be provided in the answer message.   
 

Internal Communication  

General  

GL staff and board shall relate and refer to each other with courtesy and mutual respect, 

using such titles as may be appropriate with regard to age and function,  and with due 

cultural sensitivity.  

Gender Linked Intranet  

An internal intranet is accessible to all GL offices, GL Board where important notices and 

forms, Policies and Regulations, all manuals and news flashes are posted to update and 

appraise staff and board on developments within GL. 

Staff Meetings 

Unit and department meetings are held at least fortnightly or more regularly as determined 

by the respective managers.  

Management meetings 

Management meetings take place monthly following the generation of the monthly M and E, 

financial and systems reports. 

Country office meetings 

The relevant HQ managers shall hold weekly lync meetings with heads of satellite offices. 
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External Communication 

Media 

1. GL seeks to be transparent and accessible in its dealings with the media. This is 
achieved by: 
 Avoiding making ‘no comment’ at all; this breeds suspicion on the part of  

 journalists 
 Being proactive; 
 Referring matters to the most competent person. 

 

2. While the GL Board and staff have the right to voice their personal opinions to the 
media, they must always indicate when they are expressing personal views as opposed 
to a GL position and balance the voicing of personal views against the imperative to 
uphold positions of GL. 

 

Press releases 

All press releases that go out in the GL name shall be authorised by the CEO or in his or her 

absence by the DCEO.  

Queries on GL positions or GL internal matters  

1. Media queries of a routine nature (e.g. details of an event or comment on an issue 
on which GL has already stated its position in a press release) shall be referred to 
the Communications Manager or an appropriate programme manager.  
 

2. Media queries concerning the organisation or of a policy nature shall be referred in 
the first instance to the CEO (or in his or her absence the DCEO) who may delegate 
the provision of such views or information to an appropriate staff member. 
 

Damage control 

Any publicity that is damaging to the organisation shall be handled by the Chair and/or CEO. 
 

Opinion Pieces 

1. All Board members and staff are encouraged to write opinion pieces. 
 

2. Opinion pieces that go out to the name of GL must reflect positions. 
 

3. Copies of opinion pieces should be sent to the CEO and DCEO at the time they go 
out to the media, so that these officials are aware of what may appear in print, and 
can answer any follow up questions. 
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Monitoring 

Any Board or staff member who gives an interview shall report the date, subject and media 

to whom the interview has been given using the online form in the Monitoring and 

Evaluation Manual.  The Communications department shall be responsible for producing an 

annual media profile and GL in the News report. 

Campaigns 

 

The CEO/DCEO shall approve participation by GL in any public campaigns including 

messages to be projected and shall be kept informed of all developments in such 

campaigns. 

 

Events and Event Report Forms 

GL staff who attend events will be required to submit the online Event Report Back Form. 

Your department shall then generate monthly analytical reports based on this data.   
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CHAPTER 2:  PUBLICATION POLICIES AND PROCESSES 

 
Basics of writing for Gender Links 
 
A new internet domain may crack down on cybersquatting and offer more choice for Web 
names.   
 
Several words in that sentence would not have made sense to an average reader a 
generation ago. Most of today’s readers would find the phrasing normal in a news report.  
 
This is one reason why a style book is needed. English is a fluid language but it is bound by 
complicated rules of grammar. Working editors (and CEOs) don’t have time to research 
decisions on vocabulary and capitalisation and grammar every time a problem arises. A 
stylebook presents such decisions in a logical, handy form.   
 
Most style decisions are based on sound reasons, most are basic grammar and common 
sense, with the stylebook simply a reminder. Many decisions are made for the sake of 
consistency, because of popular usage and in order to be sensitive and respectful.  
 
This communications and content production guide will give GL staff an opportunity to 
analyse writing done for the organisation, looking at the before and after and internalising 
what has changed. Self-editing is the best way to learn and grow as a writer.  
 
Part of our responsibility as writers (and journalists) is to ensure we do not do anything that 
demeans the craft or weakens credibility. Because we often deliver the bad news about 
media and politics in the region, we must observe stringent ethical practices, and be seen to 
be doing so.  
 
(Excerpts taken from The Canadian Press Stylebook) 
 
Spell check 

 

Using Microsoft Word there is no excuse for not catching spelling and grammar mistakes. 
The red and green lines which underline your work are the first sign something is wrong. 
Right click on these lines for spelling options and also to find out what the problem is.  
Green lines point out syntax problems or long sentences, red lines show you spelling issues.  
 

Note: Be careful of problems spell check will not find because a word is spelled correctly 
but is not appropriate in your sentence. 
 
Not: Buy including women in the report, we can see that gender quality has become a 
priority. 
 
But: By including women in the report, we can see that gender equality has become a 
priority. 
 
Note: Always be sure you understand the meaning of words you are using. If you are 
unsure about what a word means, check a dictionary. Use www.dictionary.com or 
www.thesaurus.com to help you as you write.  

http://www.dictionary.com/
http://www.thesaurus.com/
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Not: Gender Links has been thriving to ensure legislative quotas in five countries. 
 
But: Gender Links has been striving to ensure legislative quotas in five countries.  
 

 

Word length 

 

Be cognisant of word lengths and write to them. Keep your word count within 200 words of 
your target.  This will allow for text to be cut if necessary.  
 
Facts and fact checking 

 

 Do not use dated information or statistics. A rule of thumb is to try to use statistics 
from within the past five years.  

 Always check the date of information you are accessing and be sure you are using 
the most recent, relevant information. 

 Always say where information comes from.  
 Wikipedia may not be used as a source for GL research.  
 Always cross check your facts.   
 Use more than one reference if possible or where research may be questioned.  
 See CH3 for reliable websites where statistics can be gathered. 

 
 

KISS: Keep it short and simple  

Keep sentences short and succinct. Long sentences confuse and frustrate readers.  
 
 

Not: Two women politicians discussed their experiences with the media and key gender 
issues during elections, the two women politicians were Marjorie Ngaunje from the 
Democratic People’s Party (DPP) and Counselor Lillian Patel, who is also chairperson of the 
women’s caucus in parliament and the only woman candidate contending for the presidency 
alongside Sam Gondwe of the breakaway Rainbow Coalition.  
 
But: Marjorie Ngaunje from the Democratic People’s Party (DPP) and Counsellor Lillian Patel 
discussed their experiences and key election gender issues with the media. Patel is 
chairperson of the parliamentary women’s caucus. She is the only woman contending for the 

presidency alongside Sam Gondwe of the breakaway Rainbow Coalition.  

 

Self-editing 

 

Always self-edit. Read a piece at least three times before submitting.  
 
Editing tip: Leave a day in between writing and editing. You will always find mistakes when 
your eyes are fresh. 
 
Editing tip: Find a quiet place and read your work aloud. Reading it aloud will allow you to 
find problems your eyes will skim over.  
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Research and Publications 

Gender Links undertakes many research projects, from large regional studies to small, 
country-level initiatives.  Despite differences in size and scope, every research project should 
follow a specific set of research and editorial planning guidelines to ensure consistency and 
adherence to GL’s research publication standards. Please also see chapter 12 for 
Publications Management policies 
 
Managing research projects 

1. All research projects shall be designed by a reference group that must include the 
research manager and must include external stakeholders and experts. It is important 
for research to be conducted with an element of peer review: this accords us learning 
from our colleagues in the field; and gaining rich and diverse views. All variables 
included in data analysis must be agreed upon among the reference group members to 
ensure that all areas of interest are covered in the study.  
 

2. All research projects involving face-to-face contact with respondents who have 
experienced or perpetrated any form of gender based violence, or any other sensitive 
situation, should include debriefing in its planning and budgets.  

 

3. All research projects must be accompanied by a comprehensive briefing document for 
researchers that include sourcing photographs for the final report. The briefing 
document must include all the measuring and monitoring tools.   

 

4. All research projects must take place when all research tools have been acquired and 
finalised. No plans or commencement dates must be proved unless all the elements of 
the data collection are available.  

 

5. Research must be piloted, to ensure that researchers are familiar with all processes 
involved. The pilot must always take place for a period of two weeks.  

 
6. The implementation of the research should be preceded by training and or a briefing 

meeting for researchers to ensuring that the researchers have full understanding of the 
research processes. 
 

7. Appropriately qualified researchers must be contracted to conduct the research. 
Contracts of researchers must always take place once the research and monitoring tools 
have been finalised and approved by the CEO.  

 

8. Researchers must make copies of all research materials prior to sending documents to 
GL.  The originals must be sent to GL and the copies retained by the researcher. 

 

9. The research manager must always come up with monitoring tools for ensuring quality 
control during data collection. Quality control must always be clearly stated in research 
plans, and contingency plans allocated time in the implementation schedule.  
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10. On receipt of completed research tools the responsible GL staff member shall: 

 Do an inventory of all materials received in an Excel spreadsheet. 
 Make copies of the all the research material and file these according to country. 
 Check that the copies are accurate. 
 Scan all research materials and store in the relevant programme area on the P drive. 
 Store the originals in a safe and accessible space. 
 Check all research materials received to ascertain if the research materials are 

completed properly. 

 After checking research materials, go through it again to verify the data, this may be 
done by cross referencing the data with other research, documents, via the Internet 
or with researchers themselves. 

 If there are gaps or problems with the data in the research material, contact the 
researcher and ensure that the information is filled or corrected. 

 Payment to researchers must only be made on receipt of final, verified research 
material. 

 Hand over copies for data analysis and make the service provider sign to 
acknowledge receipt of whatever materials are being taken away. 

 
Key roles and responsibilities 
 
Each Gender Links publication passes through many hands and over many desks. From 
conceptual stage to data analysis to editing and layout, the entire process of a research 
publication is important and complex.  A quick summary of the stages is presented below.   
For a full Research, Editorial & Publications checklist which can be used for every 
publication see CH2. The process is also illustrated in the diagram below. All drafts 
submitted must be accompanied by a filled out Editorial Sign-off Sheet at CH1. 
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GL PUBLICATIONS PROCESS FLOW 

 ENGLISH  FRENCH  PORTUGUESE  

Draft produced by researcher writer; 

checked for compliance with GL 

Editorial guidelines using the Editorial 

Sign off Sheet (CH1) 

Author Author Author 

Draft checked for content by Manger 

before it goes to Manager  using the 

Editorial Sign off Sheet (CH1) 

Manager Manager Manager 

Draft checked for content by Editor 

before it goes to CEO/director  using 

the Editorial Sign off Sheet (CH1) 

Anglophone 

Editor 

Francophon

e Editor 

Lusophone 

Editor 

Draft goes to CEO/director with 

accompanying Editorial Sign off Sheet 

(CH1) 

CEO 

 

Francophon

e director 

 

Lusphone 

director  

 

Once approved payment requisition 

can be drawn up for writer/researcher. 

Manager Manager Manager 

Sign off before layout CEO  Francophon

e director 

 

Lusophone 

director 

Proofing  of final layout Anglophone 

Editor 

Francophon

e Editor 

Lusophone 

Editor 

Final sign off  CEO  CEO  CEO  

All delivered hard and soft copies  

checked using GL Publications Delivery 

form (Comms1) 

Manager Manager Manager 

All soft copies  (low and hi res) saved 

to P-Drive 

Audio Visual 

Officer 

Audio Visual 

Officer 

Audio Visual 

Officer 

Designer payment requisition 

accompanied by complete GL 

Publications Delivery form (Comms1) 

Manager  Manager  Manager  

E - Announcement  Communicati

ons Manager  

Communica

tions 

Manager 

Communications 

Manager 
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Stages of GL Publication 
 
Original research 
This stage incorporates conceptual, planning, logistics, research and data analysis. The 
conceptual stage is mostly carried out by the Gender Links CEO with input from 
programme managers and other staff where necessary. This stage includes creating 
research methodology and systems for gathering and checking research. It also includes 
budget approval and the creation of a report template or outline and realistic timelines. 
 
The planning stage brings in the relevant programme manager who helps finalise the 
research methodology and compile a comprehensive briefing document for researchers as 
well as a tracking sheet. The CEO approves these, along with the final methodology, at this 
stage. A two-week pilot is undertaken and qualified researchers are contracted to conduct 
the research.  
 
The planning stage is followed by logistics which includes the creation of contracts for 
researchers, training and travel. This stage brings in the director of programmes, the 
procurement office and GL services. Researchers are given GL’s Policies and Regulations and 
are trained on the project.  Researchers and writers must pay close attention and abide by 
these stages as well as GL’s Publications Management policies in Chapter 12. 
 
The research stage comes next, bringing together the programme manager, director of 
programmes, programme officers and researches.  This stage is often lengthy and 
complicated and involves several key stages. At this stage progress is monitored and data is 
quality checked as it comes in. High resolution photographs should accompany research and 
any problems should be mitigated with contingency plans. Researchers are responsible for 
making copies of all research materials before they send the original to GL. On receipt of 
research, GL staff must ensure all materials are submitted and catalogued. Materials are 
checked for accuracy and stored in a safe, accessible place. Data should be verified and if 
there are any gaps or issues the researcher must be contacted. Service providers should not 
be paid until they have delivered quality work as stated in their contract and as decided by 
the GL programme manager and director of programmes.  
 
Gathering research from the internet  
 
Reliable websites for research 
The internet is a great resource, but it is also a public forum, where anyone can make a 
claim or an assertion. If you find an article that provides relevant information for your 
research topic, you should take care to investigate the source to make sure it is valid and 
reliable.  

It is your responsibility as a researcher to find and use the trustworthy sources. There are 
several ways to investigate your source, outlined below. 

Author 
In most cases, you should stay away from internet information that doesn't list an author. 
While the information you find may be true, it is more difficult to validate information if you 
don't know the credentials of the author. 
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If the author is named, you will want to find his/her web page to: 

 Verify educational credits  
 Discover if the writer is published in a scholarly journal  
 Verify that the writer is employed by a research institution or university 

URL 
If the information is linked to an organisation, try to determine the reliability of the 
sponsoring organisation. One tip is the url ending. If the site name ends with .edu, it is 
most likely an educational institution. Even so, you should be aware of political bias. Note 
that South Africa tertiary institutions usually end in .ac.za.   

If a site ends in .gov, it is most likely a reliable government web site. Government sites are 
usually good sources for statistics and objective reports. 

Sites that end in .org are usually non-profit organisations. They can be very good sources or 
very poor sources, so you'll have to take care to research their possible agendas or political 
biases, if they exist.  

Other sites with the .org ending are advocacy groups that are highly political in nature. 
White it is entirely possible to find reliable information from a site like this, as always, you 
should be mindful of the political slant and acknowledge this in your work. 

Online journals and magazines 
A reputable journal or magazine should contain a bibliography for every article. The list of 
sources within that bibliography should be pretty extensive, and it should include scholarly, 
non-internet sources.  

Check for statistics and data within the article to back up the claims made by the author. 
Does the writer provide evidence to back up his or her statements? 

News sources 
Every television and print news source has a web site. To some extent, you can rely on the 
most trusted news sources, but you should not rely on them exclusively. Think of them as a 
stepping stone to more reliable sources.  
 
For more tips on evaluating web pages, go to  
http://library.duke.edu/services/instruction/libraryguide/evalwebpages.html. 
 
For a list of reliable websites for information gathering please see CH3. 
 

The final phase of the original research stage involves data analysis. At this point a data 
analyst joins GL’s programme manager, director of programmes and CEO to go over country 
data and make any relevant changes before writing begins. All data must be saved on the P 
Drive in the relevant programme area.  
 
The project manager shall:  

 Be responsible for data cleaning and come up with criteria for improving quality of 
the data collected.  

http://library.duke.edu/services/instruction/libraryguide/evalwebpages.html
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 Provide the data analyst with a list of regional and country specific graphs or tables 
required and how these should be named. 

 Request that the data analyst provide one country’s analysis for approval prior to 
doing the complete analysis. 

 On receipt of one country’s data check that the numbers correlate to what is in the 
raw data; that all averages are worked out on the basis of actual numbers not 
percentages; that the graphs provide the information needed for the argument that 
will be made and that the data in the graphs is linked to raw data. 

 Make all relevant changes and agree on final data products. 

 Check all final data before writing begins. 
 Save final data on the P Drive in the relevant programme area. 

 
 
Drafting and writing the report 
This stage involves the programme manager, director of programmes and CEO. 
The draft report stage includes various steps related to the actual writing process. These 
processes are all covered extensively throughout this manual and include: Composing 
chapters with graphs, tables and other relevant tools to best communicate the research. All 
publications shall be written in simple, clear language using the editorial guidelines in 
chapter 5. 
 
Submit contributions by deadline. If deadlines are going to be missed, those involved should 
be informed early in order to avoid problems.  
 
 
The project manager shall:  

 Seek agreement from the reference group and CEO/DCEO on form and design of the 
report. 

 Get a quotation for the reports.  
 Write one country’s findings as a template and ensure that the template is in line 

with GL’s Editorial Guidelines. 

 When writing the report think visually and ensure that relevant pictures are sourced. 
 Finalise the template. 
 Develop a schedule for the research. 
 Write up relevant reports. 
 Check that the data is accurately written up. 
 Edit and proofread the report. 

 Send the report through to layout. 
 Check the designed report for accuracy and errors. 
 Make changes, send to the DP for quality assurance and to the CEO for sign before 

this is sent to the printer. 
 Store the final reports and data 

 Save all final Word versions of the report on the P Drive in the relevant programme 
area. 

 If any changes have been made to the data store final versions of the data on the P 
Drive. 

 Store final PDF versions of the report on the P Drive.  
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Photographs 
This stage mostly involves the programme manager and researchers. Programme managers 
must give guidance to researchers on GL photography standards and guidelines, covered 
extensively in Chapters 13-15. Photographs must be well captioned, high resolution (at 
least 500kb) and include a file name with the name of the person (people) photographed, 
the activity, the place, the date and name of the photographer. Researchers are expected to 
submit one photo for every two pages of research.  
 
NB: Photos sourced on the internet should be avoided. This can become a serious copyright 
issue, especially when internet pictures are not adequately attributed 
 
Editing 
This stage involves the director of programmes and an editor (either GL staff editor or a 
contracted editor). The director of programmes must do a quality check for content and 
basic editing before the research is passed on to the editor.  The editor then checks analysis 
against the data, spelling, punctuation, grammar, ethical standards, and photographs, and 
ensures all style guidelines (see Chapters 4- 7) have been adhered to. If at this stage the 
editor is not satisfied that GL editorial and style guidelines have been followed he/she should 
send the document back to the programme manager and director of programmes with 
suggestions where more work is needed.  
 
Sign-off word document 
Following a final edit by the responsible editor, the word document is sent to the CEO who 
has the responsibility for final sign-off. Before the document can move to layout the CEO 
makes various final checks, including acknowledgments, logos, photos, covers and politically 
sensitive areas. The CEO also does spot checks on editing and checks for overall flow and 
coherence.     
 
The author, manager, editor and CEO must sign off that they have checked/edited the draft 
against the Editorial Sign-off Sheet at CH2. 
 
Layout 
This stage involves the programme manager, director of programmes and a layout expert 
contracted by GL. All publications shall carry the GL logo; an ISBN number information on 
what GL is; contact information; GL website, phone, fax and e-mail addresses. Word 
documents, including all original graphs and photography are sent to the layout person who 
then generates graphs, lays out text and provides low resolution PDFs for proofing.  

 
Proofing 
This stage involves mostly the programme manager and editor who is responsible for 
thoroughly proof-reading the PDFs provided by the layout expert. Proofing should be done 
in red pen using editing marks or very clear instructions about what needs to be changed. 
Text should be read and re-read at least twice, checking for spelling, punctuation, grammar, 
names, photo captions, acronyms, numbers and missing information. All graphs should be 
checked for information and correct labelling. Tables and figures should be examined to 
ensure they are properly numbered and aligned with the table of contents.  A full guide to 
proofing guidelines is available in Chapter 10.  
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Sign-off by CEO of final document 
At this stage the CEO does a final check of the PDFs looking for final aesthetics and checking 
all acknowledgements and attributions. The CEO then signs off on the document and it is 
sent for printing. The CEO signs off on all final reports; proofs of GL publications and 
research methodology.   
 
Printing 
This stage involves the layout expert, a printer, the director of programmes, the programme 
manager and the communications department. A final disc with PDF is given to the printer 
who then is expected to provide one proof for checking. The director of programmes then 
checks that all pages are correctly set and facing the right direction. The DOP should also 
check that colours have printed well, the paper is of high quality and the back and front 
covers are correct.  
 
Delivery 
The programme manager and communications department takes the delivery of publications 

from the printer, ensuring it contains the correct number of books, and each book the 

correct number of pages. They must also ensure there is no bleeding ink in the pages of the 

books.   

High and low res 
At this stage all high and low res PDF files must be collected by the designer or printer by 
the communications department.  These files are then saved on the P Drive. Until all files 
are with Gender Links a designer should not be paid for their work. For more on high and 
low res see Chapter 15. 
 
When these checks have been done the programme manager is then responsible for 
collecting high resolution PDFs from the layout person and these are then filed by the 
communications department and audio visual officer, which also ensures low resolutions 
PDFs are uploaded to the website and P Drive. The communications department is also 
responsible for sending out an E-announcement about the publication.  
 
Storage  
Storage involves keeping 20 copies of every publication for deep storage, 200 for the 
communications department sales and distribution, and the rest for programme stock, to be 
handled and distributed by programme managers and officers. Storage cupboards should be 
waterproof and secure, and stock should be labelled, regularly counted and logged on stock 
sheets.  
 
Distribution is handled as follows:  

 200 copies go to the communications unit for strategic distribution and sales.  
 780 copies go to programme officers who draw up distribution plans in line with their 

programme work.  

 20 copies go into deep storage.  
 
NB: This may vary based in the nature of the publication; for example some smaller 
publications are not printed or limited copies are printed.  In other cases, such as with a 
French or Portuguese publication, the majority are sent to the Francophone or Lusophone 
office.  
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Delivery and storage stages must be checked against the Publications delivery, quality 
check and storage form (Comms1) 
 
Final payment   
At this stage the programme manager is responsible for submitting the final payments for 
the project, including for the printer, layout expert and researchers. NB: Payment will not be 
effected unless the Editorial Sign-off sheet (CH2) and Publications delivery form 
(Comms1) have been filled out and signed. 
 
Monitoring and evaluation is handled through the communications department and 
programmes.  This information is tracked via publications feedback forms and logged into 
monthly systems reports.   
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CHAPTER 3: ETHICAL GUIDELINES 

This chapter concerns the integrity of the work that we do: acknowledging all those who 
have contributed; referencing work; and use of sensitive language. As an organisation that 
promotes human rights, it is essential that Gender Links adhere to the highest possible 
ethical standards.  
 
Acknowledgments  
 
Acknowledgements are often no more than one page but it is one very important page. 
Those involved with a project will often turn to this page first, hoping to see their name in 
print. If mistakes are made or names left out it can be embarrassing and expensive, 
especially if it means a re-print.  
See TP1 & EG1 
 
 

Referencing  
 
Gender Links uses Harvard style for referencing, reference lists and internal citations 
 
Harvard style  
The Harvard citation format differs from the Oxford style in several important ways. To 
begin with, it's not strictly a footnoting style at all. Instead of putting little numbers in the 
text to signify a citation, the Harvard format uses parentheses. When citing a source in the 
Harvard style, simply put the author's name, publication date, and page number in 
parentheses directly in the text of your paper. There's no footnote at the bottom of the 
page; instead, the reader looks up citations in the bibliography at the back of the paper.  
 
The format for a Harvard style citation is: (author's last name, author's initials, publication 
year: page number).  
 
(Doe, J., 1995a:86) 
(Doe, J., 1995b:34) 
(Wilson, B., 1995a:68) 
(Wilson, B., 1995b:102) 
(Wilson, B., 1995c) 
 
Here's how the sources cited above would appear in the bibliography:  
Doe, J. 1995a, We're Stylin', Oxford University Press, London. 
Doe, J. 1995b, We're Stylin', Oxford University Press, London. 
Wilson, B. 1995a, 'Good Citations,' in Doe, J. (Ed.) We're Stylin', Oxford University Press, 
London, pp.68-100. 
Wilson, B. 1995b, 'Good Citations,' Style Quarterly, Volume IX, Number 3, pp. 102-130. 
Wilson, B. 1995c, 'Good Citations,' http://www.domain.com/style.html, March 15, 1998. 
 
Notice that, in the Harvard style, there's a special rule for works by the same author 
published in the same year: you have to add a letter after the year. The purpose of this 
letter is to ensure that readers can keep track of which source you're citing. Follow 
alphabetical order when adding letters to the publication year.  
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Examples 
Below are identical excerpts from a paper about footnoting. The excerpt on the left has 
Oxford style footnotes, while the one on the right uses the Harvard format.  
 

Oxford Harvard 

      Before the creation of the footnote, 

scholars had no systematic way to 

reassure readers that the information in 

their papers was reliable and verifiable. 

Someone might claim in a paper that 

"The world's population will double by 

2050," but writers knew that most 

readers would ask, "According to 

whom?" Some writers simply expected 

readers to accept their claims on faith, 

but most writers knew that readers 

needed verification. So writers began 

citing sources to back up their claims, 

but they did so directly in the body of 

their papers. This had a negative impact 

on readability. 

 

Sometime in the 17th century, scholars 

developed the footnote as a means of 

reassuring readers that the information 

in their papers was reliable.¹ The 

practice spread rapidly. By the late 19th 

century, footnotes had become so 

commonplace in academic writing that it 

was rare to encounter a published work 

that lacked them. 

 

But the footnote soon became a victim of 

its own success. Readers began to 

complain that scholars were afraid to be 

original. Too many academic writers 

seemed to be using footnotes as tiny 

badges of honor, intended to prove to 

the world how well-read and well-

informed they were. As Kenneth 

Woodward puts it, "To be sure, footnotes 

may sometimes strike the reader as mere 

display of intellectual vanity."² But 

Woodward and other footnote advocates 

     Before the creation of the footnote, 

scholars had no systematic way to 

reassure readers that the information in 

their papers was reliable and verifiable. 

Someone might claim in a paper that 

"The world's population will double by 

2050," but writers knew that most 

readers would ask, "According to 

whom?" Some writers simply expected 

readers to accept their claims on faith, 

but most writers knew that readers 

needed verification. So writers began 

citing sources to back up their claims, 

but they did so directly in the body of 

their papers. This had a negative 

impact on readability. 

 

Sometime in the 17th century, scholars 

developed the footnote as a means of 

reassuring readers that the information 

in their papers was reliable. (Gibbon, 

E., 1997: 6). The practice spread 

rapidly. By the late 19th century, 

footnotes had become so commonplace 

in academic writing that it was rare to 

encounter a published work that lacked 

them. 

 

But the footnote soon became a victim 

of its own success. Readers began to 

complain that scholars were afraid to 

be original. Too many academic writers 

seemed to be using footnotes as tiny 

badges of honor, intended to prove to 

the world how well-read and well-

informed they were. As Kenneth 

Woodward puts it, "To be sure, 

footnotes may sometimes strike the 

reader as mere display of intellectual 
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Oxford Harvard 

reject the view that modern writers 

should abandon footnotes. Instead, 

Woodward points out that "source notes 

are the opposite of elitist: anyone can 

use them to 'out' the author who misuses 

or misconstrues another's work."³ 

 

1. Gibbon, E., The Footnote: A Curious 

History, page 6. 

2. Woodward, K.L., "In Praise of 

Footnotes," Newsweek, Volume 128, 

Number 11, page 75. 

3. Woodward, loc. cit. 

vanity." (Woodward, K.L., 1996) But 

Woodward and other footnote 

advocates reject the view that modern 

writers should abandon footnotes. 

Instead, Woodward points out that 

"source notes are the opposite of 

elitist: anyone can use them to 'out' the 

author who misuses or misconstrues 

another's work."(Woodward, K.L., 

1996)  

 

Sensitive language  
 

“As we know, and as psychologists, linguists and sociologists reaffirm, the nature of 

language, thought and action are inter-related. If we do not consciously think about the 

appropriate use of language, we stand the chance of limiting the diverse range of 

options and choices available to humans.” Commonwealth Secretariat, “Engendering the 

Agenda”, 1997 

 
Language rules  

 No sexist, racist, homophobic or any other language that reflects discrimination or 
intolerance for diversity.  

 No sensationalised titles or language. 

 When writing on HIV and AIDS, refer to the most recent UNAIDS or other published 
editorial guidelines for coverage of HIV and AIDS and related issues. 

 
Age 

 Often age is relevant as part of personal description or for identification. Ages 
sometimes also help readers relate to people in news stories.  

 Do not give a person’s age unless it is relevant. 
 In general, give a person’s age rather than imprecise and possibly derogatory terms 

such as senior citizen, retiree, oldster, middle-aged or teenager.  

 Writing Helen Zille, 52, is usually preferable to the more cumbersome 52-year-old 
Helen Zille.  

 Infant describes a baby that is no more than a few months old; a baby is a child 
who is not yet walking. Toddler describes a child around the age of two. Males up 
to 16 are called boys and females to that age are girls. Use a phrase like young 
people for those of both sexes who are somewhat older. Youth in general includes 
both sexes.  
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Disability 

 Be accurate, clear and sensitive when describing a person with a disability, handicap, 
illness or disease. They are people first; their disability is only one part of their 
humanity.  

 Mention a disability if it is pertinent. Never dismiss someone with an unqualified 
disabled, crippled, etc. Write Mary, whose hands are twisted with arthritis.  

 Be specific. Afflicted with suggests pain and suffering. It doesn’t always apply. Nor 
does suffering. People who use wheelchairs are not necessarily confined to them. 
People may be deaf, slightly deaf or hard of hearing; blind or have poor 
eyesight. A patient is someone under a doctor’s care or in hospital. Victim 
connotes helplessness. A child who is mentally handicapped is not necessarily 
mentally disturbed (ill). Epileptics have seizures, not fits.   

 Don’t define anyone by their disorders: the disabled, the blind, the 
handicapped. Writing people with disabilities emphasises the human beings and 
not the disabilities.  

 
Race 

 Gender Links publications should reflect the racial diversity of Southern Africa in a 
natural way, free of explicit or unconscious racism. 

 Identify a person by race, colour or national origin only when it is truly pertinent.  

 Race is pertinent when it motivates an incident or when it helps explain the emotions 
of those in confrontation.  

 Beware of playing up inflammatory statements at the expense of the main story.  
 Let people speak for themselves. 
 Use racially derogatory terms like Paki and nigger only when part of a direct 

quotation and when essential to the story. Always check with supervisors before 
publishing.  

 Capitalise the proper names of nationalities, peoples, races and tribes: Arab, Jew, 
Herero, Zulu, Zimbabwean. 

 Note that black, mulatto, coloured (but Cape Coloured), red, yellow, white, do not 
name races and are lowercase. 

 
Sexist and homophobic Language 
Language reinforces sexist and homophobic stereotypes in a variety of ways: 
 
The use of “he” and “man” as generic term for all people: The use of the third 
person singular pronoun “he” as a generic, that is meaning “he and she” has the effect of 
excluding women and can be avoided by: 

 Adding the female, he and she, or his and hers. 
 Using the first person, I, me, my, mine, we, our, ours. 
 Using they, their, them. 
 Using man and woman, women and men. 
 
 
Words that exclude women: 
Several words in English give the impression that only men participate in certain activities or 
professions. These words can be replaced with gender-neutral words. 
 
  



33 

 

SEXIST TERM ALTERNATIVE 

Chairman Chair, Chairperson, 
Moderator 

Firemen Firefighters 

Fishermen Fishers 

Forefathers Ancestors 

Foreman Supervisor 

Gentleman’s agreement Unwritten agreement 

Mankind Humanity 

Manpower Labour 

Man made Hand made 

Man hours Work time 

Man to man One to one 

Man on the street Citizens 

Masterful Skillful 

Middleman Intermediary 

Newsman Reporter, journalist 

Ombudsman Public Protector 

Spokesman Representative 

Watchman Guard 

Source: IPS Gender and Development Glossary, 1996. 
 
Words that exclude men: 
Conversely, several words in English exclude men. These almost always have a derogatory 
connotation. 
 

SEXIST TERM ALTERNATIVE 

Chambermaid Hotel worker 

Cleaning woman Cleaner 

Housewife Homemaker 

Prostitute Sex worker 

Source: IPS Gender and Development Glossary 
 
Different words for the same job- but that give it different weight: 
When men engage in work traditionally associated with women, this is invariably given a 
different name, and a different value is assigned to the work. 
 

MEN WOMEN 

Taylor Seamstress 

Chef Cook 

Office assistant Secretary 

Medical assistant Nurse 

Handyman Domestic worker 

Source: Lowe-Morna 2000 
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Words that are gender neutral but hide important realities:  Words such as farmers, traders, 
entrepreneurs, child, detainees, homeless, parents, peasants, prisoners, professionals, 
refugees, students, the poor, workers, vendors, hawkers, professionals etc are gender 
neutral. Not knowing the sex of the person often reinforces two types of stereotypes: that 
the persons referred to are men and that women and/or girls do not perform work 
associated with the noun (IPS, 1997). For example, a story about “farmers” automatically 
gives the impression that these are men, when in fact women produce 80 percent of the 
food in Africa.  More importantly, gender- neutral terms may denote gender blind reporting. 
By asking where the women are, different perspectives would be revealed (see Chapter 
Seven, sources).  
 
Words that make unwarranted assumptions about the sex of an interest group:  The way 
words are used in context often makes unwarranted assumptions about the sex of an 
interest group. For example, do you mean “housewives” or “consumers”; “mothers” or 
“parents”?   
 
 
Some rules on non-sexist and gender sensitive language 
 Treat the sexes equally and without stereotyping. A woman’s marital or family status – 

single, married, divorced, grandmother – is pertinent only to explain a personal 
reference or to round out a profile. The test always is: would this information be used if 
the subject were a man? 

 Referring to a woman gratuitously as attractive, leggy, or hot is as inappropriate as 
describing a man as a hunk, hairy-chested or having great buns. However, there are 
sometimes stories where it may be appropriate to describe someone’s appearance.  

 Never suggest surprise that a woman has talent. Not: You would never guess from 
Patricia de Lille’s appearance that she is a highly regarded politician.  

 Do not assume a woman uses her husband’s name. Always check. 
 Use parallel references to the sexes. Not the men and the ladies but the men and the 

women or the women and the men. It’s husband and wife, not man and wife. Do not 
treat lady as a synonym for woman, or gentleman for man.  

 Avoid stereotyping!  Shoppers (not housewives) are paying more at Shoprite.  
 When writing in general terms prefer reporter to newsman, police officer to policeman, 

flight attendant to air hostess or stewardess.  

 But if sex is pertinent, use masculine and feminine forms: policewoman, postman, air 
steward. 

 Write his or her (not he) if there is a danger that women may seem excluded. 
 The generic “man” excludes women. Instead of man or mankind, you can write people, 

human beings, humanity, human race.  

 Gay may be used as an alternative for homosexual: two gay men. Some lesbians prefer 
the term gay women or homosexual women: follow an individual’s preference when it is 
known. Don’t make reference to people’s gender identity or sexual orientation unless it is 
relevant to the piece. 

 Prefer sexual orientation to sexual preference; gay people do not view their sexuality as 
an option. Do not refer to a gay lifestyle. 

 Consider using same-sex as an alternative to homosexual or gay. Partners is a good 
noun to use those to describe those in same-sex relationships. Follow a couple’s 
preference when it is known.  

 When referring to transgendered people, use the term they would use to describe 
themselves.  If they identify as a woman or man, use that term to refer to them. 

  See CH5 for LGBTIAQ key terms and definitions  
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HIV AND AIDS  
The words and actions of media and researchers have consequences for people’s lives. This 
is especially true in the area of reporting on HIV and AIDS. Stigma and discrimination means 
that careless reporting could have a serious negative impact on the individual(s) concerned. 
Media reporting can also perpetuate myths and stereotypes and so contribute to stigma and 
discrimination. This necessitates the need for specific ethical guidelines for reporting on HIV 
and AIDS. 
 
The Rights of People living with HIV and AIDS 
The right to privacy and confidentiality is recognised within the Constitution of the Republic 
of South Africa and applies to all persons. 
 
Privacy 

 The HIV status of an individual is private unless otherwise indicated; 
 All individuals have the right to control personal information, even where such 

information is already contained in public/semi-public documents; 
 Children have a right to privacy 

 
Confidentiality 

 The name or photograph of an individual with HIV should not be published without 
that individual’s expressed informed consent. 
 

Informed consent 
To obtain informed consent, journalists, photographers, researchers and camerapersons 
should: 

 Clearly identify themselves when requesting to interview or photograph people living 
with HIV and AIDS; 

 State the purpose of the interview/photograph, the context in which these may be 
utilised and the potential ramifications for the individual, their children and other 
family members; 

 Consider whether the individual person living with HIV and AIDS is a position to 
provide informed consent. 

 Ensure that the person being interviewed has disclosed their status to their partners 
and families; 

 Seek to obtain informed consent in the individual’s home language, wherever 
possible; 

 Remain sensitive to the dangers of implying, or placing a person in a situation that 
may imply, HIV status; and 

 Avoid promises that cannot be upheld. For example that the story will not be used 
within South Africa. 

 
These guidelines apply even where media work has been facilitated by organisations 
working in the area of HIV and AIDS. 
 
Gender and HIV and AIDS 

 Women are the individuals most infected and affected by HIV and AIDS, and media 
should be aware of this gender dimension; 

 Gender relations affect every aspect of the epidemic from prevention to transmission, 
care, support and treatment and this should be reflected in media reporting; and 

 Media should also be aware of gender-based assumptions and prejudices and guard 
against continuing the negative stereotyping. 
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The rights of children infected and affected by HIV 
 Children are vulnerable to infection, abuse and to losing their foothold in society. 

Journalistic activity which touches on the lives and welfare of children should 
consider this vulnerability; 

 Reporting on children should uphold their right to privacy, confidentiality and 
informed consent as defined above; 

 Where possible informed consent should be obtained with the knowledge and 
consent of the children involved from a responsible adult, guardian or carer. 

 Journalists and media organisations should maintain the highest standards of ethical 
conduct in reporting children’s affairs by: 

 Striving for excellence in terms of accuracy and sensitivity; 
 Avoiding programming and publishing images which intrude into the 

children’s space or disseminating information damaging to them; 

 Avoiding using stereotypes and sensational presentation to promote 
journalistic material involving children; 

 Considering carefully the consequences of publishing or broadcasting any 
material concerning children; 

 Guarding against visually or otherwise identifying children unless it is 
demonstrably in the public interest; 

 Ensuring information provided by children is independently verified, and 
taking special care to ensure this process does not put child informants at 
risk; 

 Avoiding the use of sexualised images of children. 
 
The rights and responsibilities of media practitioners reporting on HIV and AIDS 
Media practitioners should note that: 

 Independent actions should be maintained through keeping a healthy distance from 
activists, government and other stakeholders to avoid compromising independence 
and judgement; 

 Accuracy should be ensured by keeping informed of current information on scientific 
and social interventions relating to HIV and AIDS and by participating in training 
programmes. Unclear facts should be verified with expert assistance; 

 Informed reporting should be provided by including context, for example statistics 
should be placed in context by acknowledging the underlying historical, racial, 
cultural, gender and socio-economic factors that fuel the epidemic, and the impact 
across all sectors of activity should be considered; 

 Balance should be maintained in content and placements of stories, and between 
positive and critical reports; 

 Sensationalism should be guarded against in language used for headlines, captions 
and banners, especially where such headlines may appear to be offering false hope 
of cures or perpetuating stigma and discrimination; 

 Sources should be properly used. At least two sources should be consulted per 
article, and their identity should be protected if required; 

 Diversity and non-discrimination should be encouraged, and the portrayal of HIV and 
AIDS in the media should be de-racialised, cultural norms and values; 

 Scepticism is useful when reporting on claims by government or service 
organisations and special deals, new treatments, drug trials or vaccine development 
by drug companies. Claims of “cures” should be substantiated by peer-reviewed 
articles published within recognised medical journals, or through obtaining the views 
of experts on the topic of concern. 
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Interviewing people living with HIV and AIDS requires special sensitivities 
Media workers should be aware that: 

 If they are ill they present a health risk to people whose immune systems may be 
compromised, and it is advisable to postpone scheduled interviews; 

 It is advisable to interview individuals in their home language; 
 Direct payment for interviews or material is not advised, though support provided 

through a third party and in the interest of the person concerned is acceptable. 
 
HIV/AIDS and language 
Media should continually strive to use language that is sensitive and non-stigmatising. 

 HIV and AIDS – HIV is the virus that causes AIDS. AIDS is clinically defined as the 
point when an individual’s CD4 cell count falls below 200. Individuals can live for 
many years prior to the onset of AIDS. Media are encouraged to distinguish between 
HIV and AIDS; 

 People living with HIV / HIV positive – is the preferred term to “HIV victim / sufferer” 
and “AIDS/HIV carrier”; 

 HIV epidemic is preferred to the terms AIDS scourge or plague, both of which are 
sensational and may fuel panic, discrimination and hopelessness and add to the 
perception that people with HIV/AIDS are to be avoided; 

 HIV (Antibody) Test, CD4 Cell Count Test, Viral Load Test – are preferred to the term 
“AIDS Test”. An HIV (antibody) test detects the antibodies, which are produced 
within 3-8 weeks of infection. The CD4 cell count measures the strength of the 
immune system and the Viral Load test measures the amount of the virus particles in 
the blood. These tests are used to measure the progress of HIV to AIDS; 

 Fluids involved in the transmission of HIV should be specified as semen, breast milk, 
blood, vaginal fluid as not all bodily fluids transmit HIV; 

 Contract HIV – is preferred to the term “catch HIV” as no one can catch HIV; 
  “Innocent” is a word which suggests that someone else is guilty; it should be 

avoided as no-one chooses or deserves to contract HIV; 
 Sex worker – is the preferred term to “prostitute” which is considered which is value 

laden and derogatory; 

 Gay/homosexual/ men who have sex with men/ same sex – it is advisable that media 
check with the person concerned as to which term would most appropriate. 

 
Source: www.journaids.org 
 
For guidelines on the most recent terminology please consult:  
http://data.unaids.org/pub/Manual/2008/jc1336_unaids_terminology_guide_en.pdf 
  

http://www.journaids.org/
http://data.unaids.org/pub/Manual/2008/jc1336_unaids_terminology_guide_en.pdf
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CHAPTER 4: CONTENT AND APPROACH 
 

Gender Links combines the best of journalism and academia in its writing and reports.  
While thorough research and data are key parts of any publication, GL’s books have been 
praised because they are readable and engaging, incorporating data, case studies, images 
and real life examples.  This chapter outlines some important information on how to 
conceptualise and write GL publications.   
 
Context 
 
When writing always remember your audience and who will be reading your work. It is 
important to be accurate and write to your audience. This rule applies to all the writing you 
will do, from speeches to press releases to emails.    
 
GL’s approach is a hybrid between academic and journalistic writing, combining testimonials, 
personal examples and solid factual data. This can be seen in any chapter of a GL research 
publication, which usually begins with a personal story, anecdote or the description of a 
scene or incident relevant to the chapter.   
 
For example, chapter one of Glass Ceilings begins: “It is later afternoon and a current affairs 
programme is about to go on air. But not before Namibian singing sensation Stella Kavendjii 
breezes unannounced into the BASE FM studio, baby in her arms, and does an impromptu 
interview about her new album about HIV and AIDS.”  
 
The chapter then goes on to complete the anecdote before providing essential elements, 
including a background (with regional and international context) on gender equality in 
newsrooms (what the publication is about). International examples are used to launch into a 
regional discussion using key data from Southern Africa, including tables, charts and images. 
Subsequent chapters work like an onion, peeling away the different layers of the research to 
explore all sides of the story, similar to a well-written news report.  
 
A publication should begin with an executive summary which lists the main, most important 
findings of the report. It should later include relevant examples that attempt to give a 
regional perspective with different examples from all countries. It should use diverse and 
engaging images and photos to break up the text.  Case studies, pull quotes, boxes and 
sidebars are all encouraged to help provide context and clarity. Each chapter should have a 
small summary or conclusion at the end which summarises all key learning points. Finally, 
the last chapter should be a conclusion of the entire work, also providing recommendations 
detailing the next steps which need to be taken in order to move the research findings 
forward. 
 
 
Executive summaries 
 

 An introductory paragraph that sums up the purpose of the publication. This should 
also include the range of the research undertaken and by whom.  

 A section on “Scope and context” that briefly describes the relevant background and 
contextual information about the publication. 

 A bulleted section on “Key findings” of the publication. Each finding has its own 
paragraph that starts with a sentence in bold and italics that summarises the finding. 
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The next sentence is a concise explanation of the finding, in a regular font. For 
example: 

o Men are the predominant employees in media houses in Southern 
Africa. The media sector is largely a male-dominated industry in the region 
with men consisting 59% of the… 

 A final section entitled “Structure of the report” that gives a bulleted list of each 
chapter and what it covers.  

 
For an example of an executive summary from the 2010 GMPS see EG2 
 

Correlation of information 
 
In longer publications, and in shorter publications with lots of detail, it is important to be 
sure that information is correct and that it correlates.  Figures and graphs must be checked 
against numbers and data used in paragraphs in the text.  Tables of contents should be 
checked against the body of text. Page numbers should line up to the table of contents and 
references to annexes and other figures should be correct.  
 
Checking for information correlation should happen while writing but it should also form part 
of any final edit before passing a publication through to the next stage.  
 
Example:  
While writing the Gender and Media Progress Study there were many examples of 
information variations between the regional and country reports.  For instance, after the 
regional book was published it was discovered that its executive summary found that 17% 
of sources in articles about HIV and AIDS were women.  However, the South Africa country 
report had stated that 20% of sources in such stories were women. The overabundance of 
such inaccuracies meant the report had to be re-printed. 
 
 
Synergy of country and regional reports 
 
One of the most common problems with regional research projects involves changing or 
competing information.  Sometime numbers change over the course of a project.  This can 
confuse research and create disconnect between regional and country reports.  
 
For clarity and consistency, GL always uses the data published in the regional report, 
cascading this to the country reports even if changes have occurred in data or numbers.  
This ensures consistency and helps avoid embarrassing situations.  If there are questions 
about data, be sure to check with senior management.  
 
When writing and researching a country report following the printing of a regional report, be 
consistent with the numbering of tables, figures and graphs. Tables and data should align 
and the template used in the regional report should, unless otherwise stipulated, be 
reproduced in each individual country report. Similarly, chapter or section labelling, and all 
other labelling, should be consistent so that there is a standard style for each report.  
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Fact-checking 
 
It is important to check and re-check all facts and data before submitting a report or 
publication.  Numbers can change and sources are not always reliable.  Check regional data 
against country data and if there are questions check on reliable websites and with reliable 
partners in-country.   
 
Never assume information in a report is correct.  All information should be examined and 
engaged with, including phone numbers, emails, addresses and other key information.  
 
Tips for better editing and fact checking 
 
Someone else should edit your copy if possible. It is not a good idea that you are the 
only person to edit your own content. We get too close to our writing. We tend to see what 
we meant to write, not what is actually on the page.  

However the reality is that because of time and cost pressure, you will often end up editing 
your own work. Here are some tips to help you get a better result when you self-edit.  

 Take your time. If you rush editing you're bound to make mistakes. Allocate at 
least 30% of the overall writing time to editing. 

 If you can, take a break between writing and editing. 
 Aim for three edits. At minimum, you need an edit and a copy edit. However, a 

final read through the content is always advisable. (Some people edit their content 
five to ten times.) 

 Use your word count. The word count is one of the greatest tools an editor can 
have. If you are commissioning content, tell writers you want a specific number of 
words. When self-editing, set a word count for yourself and stick to it. Never listen to 
that little voice in your head that pleads for more words. 

 Avoid throwing away your first draft. Many writers find writing the first draft a 
difficult and arduous process. The impulse is to throw it away and start again. Don't. 
Instead, cut it by half. (There will nearly always be good ideas in the first draft.) 

 When editing, change the environment, for example, print it out; read it aloud; 
change font size or use double spacing. When we're editing our own writing, we tend 
to see what we think should be on the page, rather than what is actually there. So, 
we need whatever device we can find to break that habit. 

 Role play. Pretend that you have received the copy from someone else. Better still, 
pretend that you've received it from your worst enemy and that you're going to show 
them how good content should be written. 

 Edit first for style and tone. Ask these four questions:  
o Is it necessary?  
o Is it clear?  
o Is there a shorter way to say this?  
o Is there a simpler way to say this? 

 Leave copyediting and fact checking until last. If you want to do a very 
thorough copyedit, print the content out. Get a ruler. Go to the end of the content. 
Read backwards through the text, moving the ruler up each line as you go. It makes 
the words and punctuation stand out. 

 Copyedit tables, text in pictures, pull quotes, headings, etc., separately. It's 
easy to forget this sort of text, so set it as a separate task. 
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 Avoid major changes near the end of the editing process. This is what kills 
editing. If you've planned your document well, you should not have major changes 
near the end of the editing process. Avoid them at all costs. 

 Proof your corrections. This is where many errors are introduced. Make sure your 
corrections haven't affected the sentence and paragraph they are in.  

More tips for fact checking  

 Print out the document and physically mark every fact that requires verifying. 
 Ask questions such as "Says who?" and "Is the writer really sure about this?" 
 If an organisation or brand is mentioned, check the relevant website to verify 

spelling. 
 Avoid using secondary sources to verify facts, as you may be perpetuating an error. 
 If you have to use secondary sources, find at least three and make sure they agree. 
 Should various sources’ statistics and figures vary, state that in your work and make 

clear which source you have chosen and why. 
 Verify phone/fax numbers, web and email addresses. Copy the URL from the 

document and paste it into a browser. Ring the phone number. 
 Make sure your "millions" and "billions" don't get mixed up. 
 Don't mix-up your dollars, rands, pounds, etc.  
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CHAPTER 5: WRITING STYLE GUIDE 
 
While structure, research, formatting, photos and everything else linked to a publication is 
important, keeping with in-house style rules is the icing on the publication cake. 
Professionalism means writing with precision and following house rules. Readers tend to 
notice small errors such as the spelling of a name or place or whether their title is 
capitalised.  This chapter sets out GL style rules on everything from punctuation to 
grammar, from spelling to using acronyms.  
 
Active and passive 
 
Verbs are said to be either active (The executive committee approved the new policy) or 
passive (The new policy was approved by the executive committee) in voice. In the active 
voice, the subject and verb relationship is straightforward: the subject is a be-er or a do-er 
and the verb moves the sentence along. In the passive voice, the subject of the sentence 
is neither a do-er or a be-er, but is acted upon by some other agent or by something 
unnamed (The new policy was approved). 
 
Think of active words as power words or those that drive a sentence, keep the reader’s 
attention and move the writing forward. When writing you should almost always use active 
sentences.  

 
 
Not: The report was launched by the Governor. 
But: The Governor launched the report. 
 
Not: A number of things are indicated by these results. 
But: The results indicate a number of things. 

 
In active sentences, the thing doing the action is the subject of the sentence and the thing 
receiving the action is the object. Most sentences are active. 
 
[Thing doing action] + [verb] + [thing receiving action] 

 

  Subject Verb object 

Active Everybody Drinks water. 

passive Water is drunk by everybody. 

 
Not:  Extensive training on the new editorial procedures was required to be 

attended by the Gender Links staff. 
But: Gender Links staff required extensive training on the new editorial 

procedures.  
 

The passive voice does exist for a reason, however, and its presence is not always to be 
despised. The passive is particularly useful (even recommended) in two situations: 
 When it is more important to draw our attention to the person or thing acted upon: 

The unidentified victim was apparently struck during the early morning hours.  

http://grammar.ccc.commnet.edu/grammar/subjects.htm#agent
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 When the actor in the situation is not important: The aurora borealis can be 
observed in the early morning hours. 

 
 
Jargon and technical terms 
 
Bureaucratic, technical language has become an epidemic in too many fields. Some experts 
and academics seem bent on smothering readers in phrases like conscientise binary 
opposition.  Inside language of a profession or any other specialist group should be 
translated into understandable English.  

 
Not: Medically speaking, the inhalation of the toxic substance is considered 

capable of the creation of psychological compulsions resulting in his criminal 
behaviour.  

But: Doctors said breathing the poison may have affected his mind and driven him 
to kill.  

 
Not: These findings are congruous with previous research which has 

problematised the abuse of alcohol and drugs. The relatively high occurrence 
of alcohol abuse by men who abuse women, should not however be 
interpreted as a causal relationship but rather the overlap of two separate but 
frequently occurring social problems. 

But: These findings are consistent with previous research on the links between 
alcohol and drug abuse by men and abuse of women.  These factors are, 
however, exacerbating factors rather than core causes.  

 
Avoid trendy words or NGO-speak such as problematise, conscientise, intersectoral, 
timeously, definitise, therapise, capsulise, practicalisation, and actionable. There are better 
ways of communicating these ideas to ensure they make sense to all readers. Use them only 
when there is no satisfactory alternative.  
 
Spelling  
 
Gender Links follows British spelling. Set your word documents to British spelling and be 
sure it remains that way throughout the document.  
 
So:  tyre not tire; favour not favor; travelling not traveling; defence not defense; 
organised not organized; behaviour not behavior and manoeuvre not maneuver; centre not 
center; counselling not counseling; gaol not jail and gynaecologist not gynecologist.  

 
Exception:  When the spelling of the common-noun element of a proper name differs 
from UK spelling, use the spelling favoured by the subject.  So: World Health Organization; 
Primary Colors (book) or Lincoln Center. 
 
 
Acronyms and abbreviations  
 
Use only abbreviations and acronyms that are familiar to ordinary readers. Spell out all 
unfamiliar acronyms at first mention and then only provide acronym thereafter. When in 
doubt, spell it out first.  See CH4 for a full list of common GL acronyms.  
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Place a list of acronyms at the beginning of a report that indicates all acronyms used 
throughout the report.  
 

Not: SADC (Southern African Development Community) 
But: Southern African Development Community (SADC) 

 
Do not spell out common abbreviations if the full term is not in general use or is hard to 
pronounce: TNT (for trinitrotoluene), DNA (deoxyribonucleic acid). Where necessary, 
include a brief description to help the reader: DNA, the carrier of genetic information.  
 
Non-English abbreviations that may be unfamiliar to English-speaking readers should be 
explained at some point.  
 

The Congolese armed militia group CNDP, the acronym for the French name 
meaning National Congress for the Defence of the People.  

 
Remember that text filled with abbreviations and acronyms is confusing to read and doesn’t 
look nice.  
 
Style for abbreviations: Omit full stops in all-capital abbreviations unless the abbreviation 
refers to a person.  
 

SADC, ANC, O.R. Tambo, DRC, good ol’ J.B. 
 
Most lowercase and mixed abbreviations take full stops: 

Jr., Mrs., M.Sc.  
 
Mixed abbreviations that begin and end with a capital letter do not take full stops: 

PhD, PoW, U of M 
 
Numbers and percentages  
 
In general, spell out all numbers to ten and then numerals thereafter: 
So: one, 100, ten, 34, five, 124 400 

 
In a series there will often be a mixture:  
There are 15 countries: three francophone, 11 English-speaking and two Lusophone.  

 
When to use figures: 
In addresses:  
2 Louis Botha Rd., 300A Western Ave. 
 
In ages standing alone after a name:  
Buhlebenkosi, 23, is a MISA employee. Nelson, two months old, has typhoid.  
 
In dates and years:  
3 BC, AD 5, 8 December 2010, he’s in his late 50s.  

 
In decimals and numbers larger than 1 with fractions, and in uncommon fractions: 
0.15 of a percentage point, 0.25 centimetres, 44/100ths, 3 ½-year-old.  
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In decisions, rulings, scores, votes, odds:  
The court ruled 6-3, Bafana Bafana beat Ghana 3-1, The bill was passed by a vote of 35-6, 
Of the 35 ballots, two were spoiled.  

 
In highlights and lists at the start of an item: 

 156 gender policies were put in place. 
 $1.8 million for new programmes. 

 
In monetary units preceded by a symbol: 
$2, two dollars, R2, two rand, R2 billion; but the two-million-member federation and the 
2.2-million-member ANC 
 
In sequential designations: 
Act 1 (but first act), Figure 3, Channel 2, Chapter 9, in No. 2 position, back to Square 1 
 
In temperatures and times: 
5 C, 9 at night, 10h, 3:20:15, but a time of three hours, 20 minutes and 15 seconds 
 
When to spell out: At the start of a sentence: 
Twenty to 30 of the students participated in the demonstration. 
 
But:  Do not spell out the year at the beginning but try to avoid using, i.e. 2002 was the 

year Gender Links put out the first book. 
 

Do not spell out a street address at the start: 221 had a sign out front.  
 
When numbers from 21 through 99 must be written out, use a hyphen: Thirty-five or 
36 may have died. 

 
In informal or casual usage: 
Letters poured in by hundreds and thousands. Damage was in the millions.  
 
Roman numerals:  
Use roman numerals to indicate sequence for people and animals and in proper names 
where specified. Otherwise avoid them.  
 
Queen Elizabeth II, The Godfather, Part III 
 
Large numbers: 
Round numbers in the thousands are usually given in figures. 
They took 2000 prisoners, R3500, 375 000 francs. 
  
Spell out for casual usage: 
There were thousands of refugees.  
 
Percentages: 
We use % and not percent or per cent. 
So: 23%, an increase of five percentage points, 55% women’s representation 
 
Writers should mind their math when dealing with statistical percentages and other figures. 
Never make the reader do the arithmetic.  
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Reporting that the number of women in Lesotho’s parliament has increased 100% in the last 
year is meaningless without the base figure.  
 
An increase from five women to ten is 100% but the percentage figure alone suggests an 
electoral explosion.  
 
Take care as phrasing changes in percentage statistics. A poll that suggests a drop in 
government support to 25 from 50% does not mean a 25% drop. It’s a change of 25 
percentage points.  
 
Names, titles and honourifics  
 
With few exceptions, a person’s given name is used with surname on first reference and 
only surname in subsequent references. Gender Links does not use honorifics (Mr, Mrs, Dr 
etc.). 
 
Note: Famous authors, politicians and the like may be referred to by surname only: 
Mandela’s 100th birthday, Beethoven’s Fifth, Darwin’s theory of evolution. 
 
First names may be used on second reference for children and youths under 18 or when 
there are two people with the same surname. They may also be used in some cases for 
adults when writing with deliberate informality.  
 
In general, the names of people should be given in the spelling and form they normally use: 
Danny Jordaan, not Daniel Jordaan; Joe Slovo, not Yossel Mashel Slovo. 
 
First and middle initials are used if it is the person’s preference: George W. Bush; O.R. 
Tambo.   Use Sr. or Jr. only with the full name and do not set them off with commas: John 
Smith Jr.  
 
In non-English names, de, di, la, wa, van, and the like are usually lowercase except at the 
start of a sentence: Bingu wa Mutharika; Wa Mutharika said Malawi’s crops are down this 
year. 
 
Titles 
Front loading – piling nouns in front of a name – is hard on the reader. Instead, use of, the 
and a, and set off long titles with commas.  

 
Not:  SADC Secretariat of Botswana Executive Secretary Tomaz Salomao... 
But:  The executive secretary of the SADC Secretariat of Botswana, Tomaz 

Salomao, attended the conference. 
 
Not:  Deputy foreign minister Aziz Pahad was the main architect of the programme. 
But:  Aziz Pahad, the deputy foreign minister, was the main architect of the 

programme.   
 
Use gender neutral terms such as spokesperson or chairperson.  
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Pseudonyms 
 
These are used when a writer wishes to remain anonymous, usually because a story is 
sensitive or potentially controversial.  
 
If using a pseudonym, indicate this by using a * at the end of the pseudonym on first use 
and then use a footer notation at the end of the piece. 
 
 
Quotations 
 
Quotes are important to every story and in any research, giving life to a piece of writing. 
They add credibility and emphasis.  
 
In general, quote people verbatim and in standard English. Correct slips of grammar and 
remove verbal mannerisms such as ah’s, vulgarities and meaningless repetitions. Otherwise, 
do not revise quotations.  

 
If words are left out of a quote, show the omission with an ellipsis (...).  Long bracketed 
explanations and paraphrases should not be inserted at the beginning or end of a quote.  

 
Not: “(The new programme) is imaginative, realistic and worth the time and 

money invested,” Scott said. 
 
But:  The new programme “is imaginative, realistic and worth the time and money 

invested,” Scott said.  
 

Guard against attributing one person’s quote to several speakers. 
 
Not: Most teachers condemned the new curriculum, saying that “it will mean much 

more work for the students.” 
 
But: Brown said the new curriculum “will mean much more work for the students.” 
 

Do not include in a quote words that the speaker could not have spoken. 
 
Not: Davis said he “was delighted that the prize is going to a Mozambican.” 
 
But:  Davis said he was “delighted that the prize is going to a Mozambican.”  
 
Davis’s words were: I’m (not was) delighted.”  
 

Capitalise the first word of a complete quotation. 
 

Protesters yelling “Tyrant!” greeted Mugabe at the gate. 
 
Rama asked, “Did you expect to hear shouts of ‘Well done’ and ‘Good luck’?” 
 

Do not capitalise a word or phrase that is quoted merely for discussion or because it is 
considered controversial or used ironically or oddly. 
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What does “gating” mean? 
 
The “gift” cost R10.  

 
Quotation marks: 
Use quotation marks to enclose direct quotations. 
 

The politician said, “I don’t think the police should be paying suspects for 
information.” 
 

Use quotation marks to begin and end each part of an interrupted quotation. 
 

“We can’t hear you,” the girl said. “The radio is on.” 
 

Alternate double and single marks in quotes within quotes. In all other cases, use only 
double quotation marks.  
 

“I heard him say, ‘I only hit her when she sneered.’” 
 

Capitalise the first word of any mid-sentence quote that constitutes a sentence.  
 
The man said, “She sneered and said ‘Never.’ ” 
 

When a quote by a single speaker extends more than one paragraph, put quotation marks 
at the beginning of each paragraph but at the end of only the last. 

 
“As I said earlier, my father was always reasonable about things like that. 
 
“But when it came to money, he could be totally unreasonable.  An out-and-out 
miser. 
 
“Still, on the whole, he was fair-minded.”  
 

Provide the speaker’s identity quickly if a quotation is unusually long. It should either 
precede the quotation, follow the first sentence, or be interpolated. 

 
Not: “This is the best time to call an election. There is tremendous momentum 
going to us. Waiting can only cost us votes. It’s now or never,” said Kaliya.  
 
But: “This is the best time to call an election,” Kaliya said. “There is tremendous 
momentum going to us. Waiting can only cost us votes. It’s now or never.” 
 

Use quotation marks around unfamiliar terms on first reference. 
 
Namibia has adopted the “zebra” system for electoral lists.  
 

Do not use quotation marks to enclose titles of compositions. 
 
Not: The report was titled “At the Coalface.” 
But: The report was titled At the Coalface.  
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Do not use quotation marks to enclose slogans and headlines. 
The article was headed Sex Workers Cash in During World Cup.  
 

Do not use quotation marks around single letters. 
 
He got a B on the test. 
 

Full stops and commas always go inside closing quotation marks; colons and semicolons 
outside. The question mark and exclamation mark go inside the quote marks when they 
apply to the quoted matter only; outside when they apply to the entire sentence.  

 
When a sentence ends with single and double quotation marks, separate them by a space.  
 
Contractions  
Do not use contractions in publications and other formal writing.  They are acceptable in 
commentary writing. 

 
Not: MPs don’t access support from government.  
But: MPs do not access support from government.  

 
Punctuation  
 
Apostrophe 
Use an apostrophe to denote possession. 
 

Davis’s car, the Davises’ house, children’s toys, the media’s problem, Jesus’ name 
 
In general, do not use an apostrophe with plurals of capital letters or numbers. 
 

She graduated with straight As, the three Rs, two VIPs. 
 
But use an apostrophe with plurals of capital letters if necessary to avoid ambiguity. 
 

A’s in math are hard to come by.  
 
Brackets (parentheses): 
In general, try to use brackets sparingly, when other punctuation won’t do the job.  
 

Their biggest difficulty was voter turnout (only 60%) and campaign slogans.  
 
Use full brackets when numbering or lettering a series within a sentence. 
 

The candidate pressed for (a) more pay, (b) a shorter work week and (c) better 
healthcare.  

 
Use brackets to enclose equivalents and translations. 
 

We can expect to pay R70 (USD$10) for the office equipment.  
 
If a punctuation mark applies to the whole sentence, put the mark after the closing bracket. 
But if it applies to the words within the bracket, put the mark inside.  
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Words must be reputable (not socially frowned on). “I tell you this” (turning to the 
journalists): “I am innocent.”  
“After I gave the alarm (by shouting ‘Fire!’), I slid down the rope.”  

 
Colon  
Use a colon, rather than a comma, to introduce a direct quotation longer than a short 
sentence. 
 

Nelson Mandela said in 1972: “This is not the end... 
 
Use a colon in lines introducing lists, texts and tables. It can also take the place of for 
example, including, namely, that is.  
 

Highlights of the speech included:  
It was a mixed group: Herero, Nama, Zulu.  

 
In general, do not capitalise the first letter of a sentence that follows a colon; but a capital 
may be used if emphasis is desirable. Do capitalise the first word of a quoted sentence.  
 

The MP cried: “Too little, too late.”  
 
Use colons to separate titles and subtitles. 
 

Malawi’s abortion debate: Reporting from the front lines 
 
Comma 
Put commas between the elements of a series but not before the final and, or or nor unless 
that avoids confusion.  

Men, women, children and pets 
 
Use commas before clauses introduced by the conjunctions and, but, for, or, nor or yet if 
the subject changes.  
 

We are all in the gutter, but some of us are looking at the stars. – Oscar Wilde 
 
Use commas to set off an introductory clause or long phrase that precedes the main clause. 
 

If God did not exist, it would be necessary to invent Him. – Voltaire 
 
Commas are used with transition words like besides, meanwhile, indeed, of course, too, in 
fact, as a result and consequently if the sentence reads better with a pause.  
 

Indeed, it seemed the entire newsroom had heard the story.  
 
Use a comma to separate words and numbers when confusion might otherwise result. 
 

She who can, does. She who cannot, teaches.  
 
When words readily understood are omitted for brevity, use commas to mark the omission, 
unless the sentence reads smoothly without them. 

To Bridget he gave R50; to Saeanna, R600; to Loveness, nothing.  
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Use a comma or a dash, but not both. 
 

Not: Mona was, – like all the Hakimis, – a woman of striking personal charm.  
 
Dash 
Use dashes to set off mid-sentence lists punctuated by commas.  
 

The ministers will discuss common problems – trade, tourism, immigration and 
defence – before going to the summit talks. 

 
Use dashes when commas (generally preferable) would create confusion. 
 

The pies – meat and fruit – were cheap.  
 
Use a dash to introduce a phrase or clause that summarises, emphasises or contrasts what 
has gone before. 
 

Quiet, respectful, deferential, even obsequious – those were Abigail’s chief 
characteristics.  

 
Use a dash to attribute a quotation. 
 

“As I am striving to stimulate behavioural change, I am always trying to see how we 
can apply gender.” – Seamogano Mosanako, lecturer, University of Botswana 

 
Ellipsis 
Use three spaced full stops to indicate an omission from a text or quotation. 
 

The decision . . . rests solely with your elected representatives, not with the news 
media.  
 
Note: Put spaces before, between and after the periods.  
Note: Guard against distortion that might result from putting together statements 
that were not together in the original. The solution may be to start a new sentence 
or paragraph.  

 
Exclamation mark 
Do not overuse this strong mark of punctuation. Use it to denote great surprise, a 
command, deep emotion, emphasis and sarcasm.  
 

We won! “Take aim! Fire!” Ouch!  Never! Oh, sure! 
 
Note: Do not use a comma or period after an exclamation mark.  
 
 

Hyphen  
Compound words may be written solid (sweatshop), open (oil rig) or hyphenated (white-
haired).  
Use hyphens to ease reading, avoid ambiguity and to join words that when used together 
form a separate concept. 
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A once-in-a-lifetime chance, a hit-and-run driver, gender-based violence, a male-
dominated world, decision-making positions, fire-resistant, thought-provoking, 
sweet-smelling, hard-earned, open-handed, a two-year-old. 

 
Use a hyphen to indicate joint titles. 
 

Secretary-treasurer, writer-editor, comedy-tragedy 
 
Use a hyphen to avoid doubling a vowel, tripling a consonant or duplicating a prefix. 
 

Co-operate, re-emerge, anti-intellectual, doll-like, re-redesign, sub-subcommittee 
 
Use a hyphen to differentiate between words of different meanings but the same or similar 
spellings. 
 

Resign (quit), re-sign (sign again); recover (regain health) re-cover (cover again).  
 

Full stops 
 

Use full stops for e.g., i.e., etc., but not for NGOs, MPs.  
 
Use full stops as an alternative to brackets, after a letter or number denoting a series. 
 

To improve readability: 1. Don’t be too formal. 2. Organise before you write. 3. Be 
active, positive, concrete.  

 
Capitalisation  
 
Where a reasonable choice exists, use lowercase.  Capitals are too often overused.  
 
Capitalise all proper names, trade names, government departments and agencies of 
government, names of associations, companies, clubs, religions, languages, nations, races, 
places, and addresses. 
 
Capitalise common nouns – base, pass, ocean – when they are part of a formal name: South 
African Forces Base George, Sylvia Pass, Indian Ocean. Generally lowercase them when 
standing alone in subsequent references: the South African forces base, the drive, the 
ocean.  

Note: In some references, such as the words Games (as in Olympic or 
Commonwealth Games) and so on are capitalised when standing alone in 
subsequent references. This is also applied to the SADC Protocol, which is capitalised 
in subsequent references (the Protocol).  

 
Lowercase the common-noun elements of names in plural uses: the Atlantic and Pacific 
oceans, presidents Jacob Zuma and Thabo Mbeki.  
 
Capitalise formal titles preceding a name: Education Minister Blade Nzimande. Lowercase 
them when standing alone or set off from the name with commas: the education minister; 
the education minister, Blade Nzimande; Blade Nzimande, the minister of education. 
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As a rule of thumb, formal titles are those that could be used with the surname alone: 
Bishop Tutu, President Zuma, Prime Minister Brown. 
 
Lowercase occupational titles and job descriptions: general manager Kubi Rama, news editor 
Bridget Marango, author Nadine Gordimer.  
 
Capitalise: 

 Alliances: Commonwealth, Warsaw Pact, Southern African Development Community 
 Awards: Nobel Peace Prize, Gender and Media Award, Bronze Star 
 Buildings: Parliament Buildings, Sistine Chapel, State House, Cape Town International 

Airport.  But: the palace, the international airport, the city hall 
 Compositions: Capitalise the principal words in the titles of books, broadcast 

programmes, films, plays, poems, songs, speeches, works of art and other compositions.  
So: Gone With the Wind, The Taming of the Shrew, Long Walk to Freedom. Note: 
Composition titles are not enclosed in quotation marks 

 Computer terms: Web master, Internet, the Net. But: e-mail, home page, electronic 
mail 

 Courts: Supreme Court, International Court of Justice. But: family court, youth court, 
the appeal division of the Supreme Court 

 Derivatives: lowercase proper names that have acquired independent meaning – arabic 
numerals, bohemian, dutch oven, venetian blind, oxford cloth 

 Food and drink: Brand names are capitalised – Coca-Cola, Ricoffy  
 Geography: Capitalise geographic and widely recognised descriptive regions: Southern 

Africa, Far North, East Coast, Free State, Central Africa, Tropic of Cancer.  Note: write 
eastern Mozambique, southern Botswana Note 2: Capitalise specific natural features: 
Drakensburg Mountains, Orange River. Note 3: Lowercase province or state used in a 
geographic sense: Mpumalanga province, New York state  

 Government departments: Capitalise specific international, national, provincial and 
state government departments, ministries, agencies, boards, etc., including short forms 
of the proper name: World Health Organization, United Nations Children’s Fund, 
Zimbabwean Embassy, Secret Service. But: lowercase local government councils, 
departments, boards, etc.: Durban city council, Free state regional board of education 

 Historical terms: Stone Age, Crusades, the Flood, Boer War, First World War, Montreal 
Massacre. But: mediaeval, a renaissance in painting, 19th century, ice age  

 Holidays: New Year’s Eve (but in the new year), Mother’s Day, Passover, election day 
 Laws and documents: Constitution (of South Africa), UN Charter, Magna Carta, the 

proposed disarmament treaty, the code, the president’s state of the union message, 
white paper  

 Legislative bodies: UN Security Council, House of Lords, the House 
 Military: South African Army, Royal Marines, Joint Chiefs of Staff, Royal 22nd Regiment, 

Six-Day War, Cultural Revolution, Western Front 

 Music:  Tchaikovsky’s Symphony No. 4 in F minor, Michael Jackson’s Beat It 
 Names: Oxfam, Scrabble, Visa, IBM, EBay, Gautrain  
 Nationalities and race: Arab, African, Pygmy, Himba, Latin, Cape Coloured 
 Newspapers and magazines: the Mail and Guardian, the Star, the New York Times, 

Le Monde  
 Nicknames: Iron Curtain, Third World, China Town, Down Under 
 Numbers: Act 1, Article 29, Grade 3, acts 3 and 5, chapter 1-3, page, paragraph 3 
 Organisations: Midlands State University, Kulula Airlines, the university, the Red Cross 
 Political divisions: United Kingdom, Ward 2, Greater Johannesburg Regional District, 

in the city of Pretoria 
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 Politics: African National Congress Party, Communist Party, Liberal, Marxism, Nazism, 
ANC Leader Jacob Zuma, the government, the administration 

 Religion: Allah, the Baptist, Jehovah, the Prophet, God, the Virgin, Islam, an Adventist, 
Catholicism, the Bible, Lord’s Prayer, the Shroud of Turin, Garden of Eden, holy 
communion, high mass, bar mitzvah, church and state 

 Schools: University of South Africa, Polytechnic of Namibia, Jules high school, London 
School of Economics, political studies programme, world history class  

 Sports: Olympic Games, World Cup, Cup 
 The: The Hague, the Concise Oxford Dictionary, the Anglican Church, the Academy 

Awards 

 Titles: Prime Minister Tony Blair, Mayor Nkhensani Makhobela, pop star Elton John, 
Cape Town businesswoman Mary Okumu, the Queen’s family, the president, acting 
president Kgalema Mothlane, the onetime president Gerald Ford 

 Trade names: the doctor refused to prescribe Laetrile or Essiac. But a generic term can 
often be used headache pill (Panadol), tissues (Kleenex) 

 
 
Government and titles  
 
Use chairman or chairwoman, spokesman or spokeswoman as appropriate. Chairperson and 
spokesperson can be used if the sex of the person is not known.  
 
Names, nicknames and initials 
 
See Section on Capitalisation 
 
Placelines 
 
Most stories carry a placeline as their first piece of information.  The placeline tells a reader 
where most of the story took place. Whenever possible, place stories where the main event 
occurred. The community is written in lightface capitals and any other designation (country, 
province, state) is in upper and lower, followed by a heavy dash.  
 

GABORONE, Botswana – The mayor today... 
 
Dates 
 
Use date, month and year. 
 

Example: 5 July 2005 
Not:  October 23rd, 2010 
But:  23 October 2010 
 
Not: 18th Sept. 2011 
But: 18 September 2011 
 
 
Not:  19/01/2011 
But:  19 January 2011 
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Use of italics, bold, underline 
 
Use italics to identify words that are not written in the language of the article and for titles 
of books, periodicals, journals, newspapers, television and radio programmes, famous 
speeches, artworks, cinema, pamphlets and plays. Italics can also be used for emphasis and 
for subheadings (see Chapter 7 on Formatting).  
 

Mail and Guardian, Noseweek, déjà vu, Long Walk to Freedom, Generations, Karate 
Kid, Mona Lisa, Gettysburg Address, The Invisible Man, Waiting for Godot. 

 
If a word or phrase has become so widely used and understood that it has become part of 
the English language — such as the French "bon voyage" or the abbreviation for the latin et 
cetera, "etc." — we would not italicise it. Often this becomes a matter of private judgment 
and context. For instance, whether you italicise the Italian sotto voce depends largely on 
your audience and your subject matter. 
 
Note: It is important not to overdo the use of italics to emphasise words. After a while, it 
loses its effect and the language starts to sound like something out of a comic book. 

 I really don't care what you think! (Notice that just about any word in that 
sentence could have been italicized, depending on how the person said the 
sentence.)  

 These rules do not apply to newspaper writing. 
 
Bold and underlines are only used in titles and headings or in specific cases to purposely set 
text apart (see Chapter 7).  
 
Time  
 
Time is expressed using the 24 hour clock.  

 
Not: 3 o’clock 
But: 03:00 or 15:00 
 
Not:  4pm 
But: 16:00 
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CHAPTER 6: STATISTICS & WRITING WITH NUMBERS 
 
Many of us who work in civil society and the humanities are terrible when it comes to math 
and numbers, unable to tell our fractions from our decimals.  Sadly, that doesn’t absolve us 
of having to work with them, especially when it comes to presenting research and writing 
reports. Numbers and thorough presentation of them is often the finishing touch needed to 
perfect a section of a written report. This chapter looks at how to best use numbers to 
express a point and emphasise the written word.  
 
Writing with numbers 
 
Using numbers can both help and hinder reading, depending on how they have been 
expressed. Using too many numbers can confuse a reader. When writing it is important to 
understand what the numbers mean so the best way of conveying them can be presented to 
the reader. It is important to find ways of expressing numbers in different ways e.g. half 
instead of 50%; one quarter for 25%. It is also important to find ways of shortening 
sentences. 
 

COMPARE THIS SENTENCE 
 

Women only constitute a quarter of the board of directors: There are 25% women 

represented at the level of board of directors in media houses in Mauritius. This finding is mirrored in 
the region with women occupying 23% at the level of board of directors. 

 
WITH THIS  

 

Women only constitute a quarter of the board of directors: Women constitute one quarter of 

those on boards of directors in media houses in Mauritius, compared to 23% in the regional study. 

 
When a graph is self explanatory avoid loading too many numbers, especially for graphs 
about perceptions, not actual numbers.  
 

COMPARE THIS SENTENCE  
 

The top three reasons selected by female respondents were: “The ‘old boys’ network keeps women 

from moving to the top” (23% women and 14% men in Mauritius); Almost equal numbers of women 
(20%) and men (18%) felt that it was because “women are by-passed in promotion processes”. Also, 

20% women and 14% men felt there were no policies to advance women supporting the 88% of 
media houses who would like to develop or improve gender policies.  

 

WITH THIS  
 

Figure 10 shows that the highest proportion of women cited the “old boys network” as the main 
reason for the glass ceiling in media houses while higher proportions of men cited the fact that 

women are by-passed in promotions and that there are no policies to advance women in media 

houses as the main reasons for women being scarce in decision-making.   
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Be careful how you interpret numbers; please avoid sloppy errors, re-read and edit your 
work.  

COMPARE THIS SENTENCE 
 

Over 60% of all unskilled and semi-skilled workers in the media houses in Mauritius are women. This 

is much lower than the regional averages for women in unskilled (51%) and semi skilled (49%) 
employment. 

 
WITH THIS  

  
Women dominate in the lowest levels of employment: Over 60% of all unskilled and semi-

skilled workers in the media houses in Mauritius are women. This is much higher than the regional 

averages for women in unskilled (51%) and semi skilled (49%) employment. 

 
When to use numbers 
 
Numbers should be used in order to express an idea, make a comparison or convey a 
message. Charts, tables and figures help a reader visualise complex ideas and often pack a 
bigger punch than the written word. However, these tools also have the tendency to 
confuse a reader, especially if they are not expressed properly.  Below are examples where 
numbers (or lack of numbers) would frustrate a reader. 
 
Example 1:  
 

Country Year Target No of 
participants 

Format Partner 

South Africa 2006 Trainers  Over two 
days 

GEMSA 

South Africa 2006 General public  Two hourly 
sessions 
over ten 
weeks 

N/A 

South Africa 2007 General public  Two hour 
sessions 
over ten 
weeks 

N/A 

South Africa 2008 General public  Two hour 
sessions 
over ten 
weeks 

N/A 

South Africa 2008 High school 
learners  

 Over one 
week 

 

South Africa 2008 North West 
high school 
learners 

 Four hour 
sessions 
over two 
weeks 

North West 
University 

 
This table was presented with a gender breakdown of participants, but was missing the 
overall number of participants in all activities. If a piece of writing provides only some 
information while leaving out key numbers it is confusing and not very useful.  
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How to interpret numbers 
 
Interpreting numbers should be easy and straightforward.  There are different ways to 
express numbers in a publication and the rule of thumb is to go with what tells a story. 
 
Example 2:  
 

 
 
The example above is not the best way to present these numbers. There is no guide to what 
the actual statistics mean, there are no numbers to correspond with the bars in the graph 
and overall the graph tells readers very little.  This information would have been better 
presented in a table or in a graph that allows for some interpretation of what the majority of 
bars presented are meant to show.   
 
 

 
 
This second example is a much better attempt at a graph that tells a story. The numbers are 
in ascending order and are accompanied by actual numbers and relevant data.  The graph is 
clear and easy to read and most importantly, tells a story.  
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Zambia 
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Correlation of numbers and text 
 
When presenting numbers it is vital that they correspond to what is being stated in the main 
body of writing.  If a chart states one number and a sentence in the text states another, 
readers will not trust either statistic.  Correlation of numbers to text should be checked at 
the editing and proofing stages. 
 
Graphs, charts and tables 
 
Graphs, charts and tables are useful if used correctly.  However, if they are presented 
without all the information necessary they will confuse the reader rather than guide them.  
 
When working with graphs, charts and tables you must always include an analysis below the 
graph, chart or table. Readers will be confused if it is mentioned before they see it or if 
there is inconsistency in this style.  Any analysis should come directly after.  
 
Example 3:  
 

 
 
 
The example above is unclear and confusing.  Bars are presented with no actual data linked 
to them.  A reader cannot glean much from this graph, except that South Africa has a higher 
number than other countries.  This graph is missing key information and should not be used 
in a publication unless that information is available.   
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Incomplete information  
 

 
Table 4.4 – Estimated Number Paid Employees by Public, Private and Local 
Government 

Institution Male           % Female       % Total Percentage  

Central 
Government 

49,929 49,080         99,009 27.8 

Local 
Government 

21,420 38,903 60,323 51.0 

 

Private 
&Parastatal 

106,288 77,811 184,099 4.5  

Source: Central Statistics Office 2010 

What do these tables tell us? Is it helpful to a reader or does it leave more questions than 
answers? Is it helpful when numbers do not add up or make any sense, as in the second 
example?  
 
Good example: 
 
CATEGORY % NAMIBIA % REGION 

 Female Male Female Male 

Percentage of employees by sex 40 60 41 59 

OCCUPATIONAL LEVELS 

Non permanent 24 76 36 64 

Semi-skilled 57 43 55 45 

Unskilled 47 53 29 71 

Skilled technical 42 58 45 55 

Professionally qualified 33 67 31 69 

Senior management 35 65 28 72 

Top management 42 58 23 77 

Board of directors 39 61 28 72 

 
This table is easy to read and it tells a story, comparing women working in Namibia’s 
newsrooms to those in the region. It is clear, properly labelled and every space is filled.  

Type of data  Boys/men Girls/girls Total % 
Women/girls 

% Men/ 
boys 

Literacy       

Enrolment      

Primary School  1,806,288 1,794,483 3,600,771   

Secondary 
School 

  233,573   

Tertiary level    7,972   

Vocational    4,090   
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Tips for using tables, graphs and charts: 
 
When to use a table: A table is best used to present a large amount of data in different 
categories such as the table above.  It is a good way to include large quantities of numbers 
and statistics into a smaller space for further analysis.  In this way a reader can compare 
data and easily pick out relevant information.   
 
When to use a bar graph: A bar graph should be used to show comparisons and trends. 
It is a good way to interpret information, especially if you want to record the results of 
several separate objects, e.g. favourite newspaper. You use a bar chart when graphing 
something with time, e.g. numbers and months.  
 
When to use a pie chart: A pie chart should be used when you want to show 
percentages. It should be used only to express small amounts of information whereas a bar 
graph can be used to show much more detail.  
 
Ten tips for Excel charts 
 
Beyond building basic charts there are various techniques you can use to make your charts 
both more functional and attractive. Here are the top tips for creating functional and 
attractive charts in Excel. 
 
1. Draw attention and use auto shape: To draw attention to an element of interest on a 
chart, use an AutoShape. To do this, first select the chart and then choose the Insert tab 
and click the Shapes option. From the Shapes menu, select a shape to use. The shape will 
be added to the chart and it will be formatted using the Theme currently in use for that 
worksheet. From the Shape Styles drop-down list choose a design to apply to the shape. 
Right click the shape and choose Edit Text to add the descriptive text to it. 
 
Shapes that have pointers will have a special maker you can move so it points to the 
element on the chart that is of interest to the viewer. Provided you have the chart selected 
when you create the AutoShape, the AutoShape will become part of the chart object and will 
"travel" with the chart wherever it goes. 
 
2. Add a data table: It is useful when your chart is based on complex data to include the 
data itself on the chart. This way, the data will go with the chart wherever the chart goes 
and it will also appear whenever the chart is printed. To add a data table to a chart select 
the chart and from the Charts Tools, Layout tab click Data Table and choose Show Data.  
You can also click the More Data Table Options to open the dialog which allows you to not 
only configure the information to appear in the data table but also to format the data table 
area. A word of warning, use the border options but avoid setting up a fill color as the fill is 
applied to the text and not the table. 
 
3. Mark data using data markers: Excel data markers let you add markers to the chart 
that indicate the size of the value being charted for each bar, column, or line point. To add 
these markers, select the chart and click on the series to add the value markers to. Choose 
Chart Tools, Layout tab, click Data Labels, and then choose Show to turn on data labels for 
that selection. You can drag the data labels to any position in the chart area to ensure that 
they are readable and you can format them by right clicking and choose Format Data 
Labels. 
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You can also display data labels for only a subset of the data. You can do this by selecting 
just one or two bars or columns to apply the markers to or, having added data labels to all 
the bars or columns, you can click those you want to remove and press Delete to remove 
them. 
 
In this way you might, for example, display a data label for only a selected column in your 
chart. The data labels are linked to the original data so if the original data changes, so too 
will the value in the data label. 
 

4. Manage pie charts with small data: One difficulty involved in creating a pie chart 
occurs when you are trying to chart a mix of large values and some very small values. The 
small values are difficult to read and understand on the pie chart. 
 
This issue can be solved by choosing a chart type that accounts for small data values such 
as the Pie of Pie and Bar of Pie chart. To do this, select your data and choose the Insert tab 
and click the Pie chart option. Choose one of the two pie charts with breakout elements 
the Pie of Pie and Bar of Pie. The pie chart is then created automatically for you. 
 
To configure how the split between the two chars is made, right click the Bar or Pie and 
choose Format Data Series. From the Series Option group you can select where the Series is 
to be split and which values will be shown on the main pie chart and which will be plotted 
on the secondary pie or bar chart. 
 
You can choose this by position, value, percentage value, or a custom amount. So, for 
example, if you select Value you can configure the second plot to contain all values less than 
a certain amount. 
 
The main pie chart plots the entire set of data and it compresses all the smaller values into a 
single pie piece. There is an indicator to the side of the chart that shows how this pie slice is 
made up from the smaller values. 
 

5. Add data to a chart using a table: If you have data that will be added to over time 
you can create a chart that will expand as the data expands. To do this, configure your 
Excel data as a table by selecting the data and the headings and click the Insert tab and 
choose Table. 
When the Create Table dialog opens, check the data series description and click the My 
table has headers checkbox if the table includes headings. Click OK to create the table and 
then create your chart based on the data in the table. 
 
In future, when you add more data to the table, the data will automatically be added to the 
chart. 
 
6. Chart values in the cell with data bars: Excel 2007 has a new Conditional 
Formatting tool that creates a form of "in cell" chart. In some instances using this tool 
might alleviate the need to create a chart to display your data. 
 
To see this tool at work select a range that contains the data to plot and from the Home tab 
choose Conditional Formatting, Data Bars. Select one of the colored sets of data bars in the 
dialog and you'll see that the cells containing the data are filled with colored bars indicating 
the relative magnitude of the values in each cell relative to the values in the other cells you 
have selected. 
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These data bars are not 100 percent accurate in that all values are shown at a minimum bar 
length even if they don't meet that value. This is because otherwise very small values would 
not be visible and Microsoft determined that it was best to show something visible even if 
the value was very small. 
 

7. Plotting non-contiguous data:  When you need to create a chart from data that is 
not situated in side-by-side columns in a table you can select the data by selecting the first 
range and then holding the Control key as you select each subsequent range. Then click 
Insert, Chart to create your chart. 
 
In past versions of Excel it was possible to add a series to a chart by dragging and dropping 
it onto the chart, but you can no longer do this in Excel 2007. Instead, select the chart and 
a blue border will appear around the data that is currently used for the chart. 
 
To add data to the chart, drag the blue border to resize it so it covers the additional data to 
include in the chart. If the data is not contiguous with the original data, this won't work. In 
this case, right click the Chart and choose Select Data. Click Add and then drag over the 
data to add to the chart. Type a name for the series and click OK twice to add the data to 
the chart. 
 

8. Create a reusable chart template: When you have an Excel chart that you have 
formatted neatly and that you like the look of, you can save it to use it again at a later time. 
To do this, select the chart and from the Chart Tools, Design tab, select Save As 
Template and type a name for the chart template. 
 
The chart template should be saved in the default location, which in most cases is 
c:documents and settingsapplication dataMicrosofttemplatescharts. Click Save and you can 
now close your worksheet. 
 
In future, to apply this chart look to a new chart, select your data and choose Insert, Other 
Charts, click All Chart Types, Templates and locate your template. Click it and click Ok. The 
chosen template will be applied to your data. 
 

9. Plot empty cells: If your chart data contains one or more empty cells, you will find 
that if you plot the data the empty cells will be skipped leaving a break in your line. If you 
were familiar with configuring different behavior in Excel 2003 using the Tools, Options 
settings, you will find that the same option no longer exists in Excel 2007. Most of the 
features from the old Options dialog have been moved to the Office Button with the notable 
exception of the chart configuration options. 
 
Instead, to configure how empty cells and hidden data is plotted, click the chart and choose 
the Chart Tools, Design tab. Click the Select Data button and select Hidden and Empty Cells 
button. Choose to show empty cells as either Gaps, Zero or select the Connect data points 
with line option. Click OK to apply the changes to your chart. 
 
10. Control axis formatting: By default, the formatting applied to the Y axis of an Excel 
chart is the same format as is applied to the data that the chart is based on in particular, the 
first piece of data in the range being plotted. You can, however, format the Y axis to show 
your own choice of formats. To do this, select the Y axis labels and right click. 
Choose Format Axis, Number group and configure the format to use. 
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If you have very large numbers in the thousands or millions, you can create a custom 
number format that will summarize the numbers and produce them in a more compact 
format. To do this, type either #,to reduce values to a number of thousands or use #,, to 
summarise values as numbers of millions. To ensure your reader understands what you 
have done, make sure to label the axis clearly using Chart Tools, Layout tab, Axis titles. 
Source: WinPlanet.com 
 
See CS1, CS2, CS3 & CS4 for data analysis cases studies on how data must to be 
reworked and presented to answer the right questions, to get to the point and to show 
additionally. 
 
 
 
 
 
 
  

http://www.winplanet.com/
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CHAPTER 7: FORMATTING 
 
Although readers will usually only remember what is written in a text, they will also 
remember if a publication is sloppy and bad formatting distracts from the written words. 
Consistency of font, headings, spacing and other formatting shows professionalism. Gender 
Links has specific guidelines and rules for all publications formatting. This chapter sets out 
these guidelines and provides examples where necessary.   
 
Font 
 
Gender Links uses Tahoma font, size 11. 
If appropriate for graphs, figures and spread sheets, font size can be reduced.  
 
Spacing 
 

 Single spacing 
 Do not indent paragraphs, you should only indent extracts or lengthy 

quotations 
 Use a single space after commas and other punctuation, including full stops 
 Indent on each side and single space quotations longer than three lines as 

per Harvard style instructions 
 
Example: 

 
Essoungou notes that Africa, with more than 400 million subscribers, has a mobile phone 
market larger than North America and is currently one of the fastest growing regions as far 
as social media: 

Facebook – the major social media platform worldwide and currently the most 
visited website in most of Africa – has seen a massive growth on the continent. 
The number of Facebook users now stands at over 17 million, up from just 10 
million in 2009. More than 15% of people online in Africa are currently using the 
platform, compared to 11% in Asia. Two other social networking websites, 
Twitter and YouTube, rank among the most visited websites in most African 
countries (Essoungou, 2010).  

Essoungou emphasises that the huge number of Africans on social media platforms is 
especially noteworthy considering the continent has just 100 million internet users – a very 
small minority of the more than two billion global internet users and the region with the 
lowest internet access rates. 
 
Justification 
 
Justify all text, aligning it to both left and right margins. Add extra space between words 
where necessary. This creates a clean look along the right and left side of the page.  
 
Page numbers 
 
Use page numbers for all documents. Place numbers at bottom right of page. 
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Using tables, figures and boxes 
 

 Align all tables, figures and boxes to chapter or section. For example, Table 
1.1, Table 1.2, Figure 2.3 

 Ensure all tables, figures and boxes are aligned to the table of contents. 
 Refer to, analyse, and discuss, tables and figures in the text directly following 

the figure or table.  
 

Example: 
 
Table 6.3 GL media programme beneficiaries  

Programme 
area 

Male Female Unknown Total 

Research 935 1324 64 2323 

Advocacy 965 1608 339 2912 

Policy 427 597 69 1093 

Training 1247 2232 103 3609 

Total 3601 5761 525 9887 

 
Table 6.3 gives a gender disaggregated breakdown of GL’s media programme beneficiaries. 
Training has the highest proportion of beneficiaries with 3609 people, followed by Advocacy 
with 2912. The lowest number of beneficiaries has been in Policy at 1093. This can partly be 
attributed to the fact media policy took off much later than the other programme areas. 
Research work has reached 2323 people.  
 
Tables  
 
 Use header rows repeat when a table goes over two pages so that the header shows 

on all pages.   
 

Instructions: Step 1: Highlight the top row of a table, right click and choose table properties. 
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Step 2: Select Row and then tick the box that says repeat header row at top of each page. 
Hit OK.  

 
 

 
 
 When you use boxes use box function in Word, not text box.  

 
 
Headings, subheadings and other formatting  
 
Use sentence case for all headings.  
 
Not: Single Versus Multiple Source Stories 
But: Single versus multiple source stories 
 
Not: MATERNAL MORTALITY STATISTICS IN SADC 
But: Maternal mortality statistics in SADC 
 
 

 Keep a consistent hierarchy of headings and sub-headings, titles and sub-titles: 
CAPITALS BOLD; Sentence case bold; Sentence case italics and bold; Sentence 
case italics.  

 Avoid numbering paragraphs, except where essential. Use boxes and bullets to break up 
text.  

 Always use bullets, not stars or dashes.  
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Example:  
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CHAPTER 8: DIFFERENT TYPES OF WRITING AT GL 
 
There are five main types of writing commonly undertaken as part of day to day work at 
Gender Links: publications, media, public relations/communications, announcements and 
programme work. This chapter outlines each type of writing and links to a series of 
examples and templates that can be used as a guide when producing content.  
 
Please note: All templates are examples are provided in order to guide your work and 

assist you in completing it correctly and as comprehensively as possible. These templates 

and examples should never be used in a ‘copy and paste’ fashion. This limits the creativity 

and integrity of your work. 

 
Publications writing  
 
Writing a foreword for a book  
Being asked to write a forward is a very prestigious achievement. It illustrates that you are 
well respected in the field and well respected on the subject matter. It also, to some degree, 
marks that your contribution to the topic will help “sell” books. All flattery aside, when it's 
finally time to sit down and write the forward, what do you say? All biography forwards are 
different, and each should be structured to the requests of the editor and publisher, but the 
following are a few things to consider as you begin our draft: 

 Give a brief, attention-grabbing introduction to the subject. These are generally 
referred to as "hooks" and serve as a reason for the reader to continue reading. A 
good introduction not only grabs and keeps attention, but also grounds the reader 
and allows him or her to settle into the topic. 

 Touch briefly on your personal connection to the subject matter. This will increase 
your credibility. If readers see a first-hand connection between you and the subject, 
personal or professional, they will be compelled to read your forward, rather than 
just skip to the first chapter. 

 Avoid bragging or making the forward about you. While it is good to touch on your 
personal connection to the work, do not make the forward about you, your work or 
your accomplishments. The readers are NOT very much interested about you and 
will appreciate your forward more if it engages them in the subject. 

 Write about the cultural significance and relevance of the topic. Why is this 
biography timely and relevant? Discuss historical and cultural events that influence 
the subject of the book. For example, talk about the SADC Protocol on Gender 
Development relate to your subject as a gender activist.  

 Add important information about the edition, including how this edition is different 
from previous printings. Is it the anniversary edition of the first printing? Has new 
information surfaced that requires updating? Were previous editions enormously 
popular and this is a celebratory edition? Publishers look for this information, as it 
helps sell why the book is important.  
Source: http://www.ehow.com 
 
See EG3 for an example of a foreword. 
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How to frame a chapter 
The vast majority of writing at Gender Links is done as part of the many publications we 
produce.  Gender Links is known for its well-researched, meaty reports, but also for its 
journalistic flair.  
 
The best reports at Gender Links combine the factual and analytical style of academia and 
the anecdotal, newsy feel of journalism.  
 
A chapter should begin with an introduction, which is often an anecdote that relates to the 
overall content of the chapter. It should then include a brief outline of what will be 
discussed including relevant background information. Following that, the main body of the 
chapter should discuss the overall findings or content which should be conveyed using case 
studies, graphs, tables, charts, etc.  Each chapter should also have appropriate images that 
correspond to what is being discussed in the text.  
 
Take the example from the 2010 Regional Gender and Media Progress Study (See EG4) 
which uses case studies, quotes, interviews, data, figures, charts, photos, clippings and 
comparisons to present its findings.  
 
 
Media writing 
 
Journalistic writing 
Gender Links uses journalistic writing not only in opinion and commentary pieces but also in 
its publications.  Journalistic writing should be snappy, concise and understandable. Avoid 
jargon and academic writing. 
 
Journalism style adheres to the inverted pyramid. The most important information should be 
contained in the first sentence, followed by the second most important information and so on.  
 

 
 
For an example comparing media and academic writing see EG5 
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The three C’s of journalistic writing 
 
Clear 
You cannot write clearly if you do not understand your material.  Always make sure that 
your writing makes sense to you.  If not, re-read what you have, hit the phones or internet 
and don’t start writing again until you’re sure of what you’re trying to say. 
 
Your next task is to make this information clear to your readers.  So step back and work out 
the most logical order for your work.  Write an outline in short points.  Once you have 
figured out the beginning and end, the rest should come easy.  Try to structure the writing 
the way you would tell it to a friend.   
 
You cannot write clearly if your vocabulary is shaky.  Only use words when you are sure of 
their meaning.   
 
Each sentence should flow easily and make perfect sense.  Its structure should be the 
simplest and most obvious possible.  That will usually mean subject, verb, and object.   
 
Each sentence should contain only one idea.  To reinforce that structure and to make 
reading easier, each sentence stands as its own paragraph.   
 
Concise 
When you are organising your structure, make sure you are using only the ideas that you 
need.  In print, reporters routinely include all five Ws, plus the H of how.    Indeed, you 
should generally include all of them in your lead:  “A Maseru court found a young mother 
guilty of the starvation deaths of her children today.”  “At Windsor Castle, one of the 
Queen’s dogs keeled over this morning.”   
 
Don’t clutter your lead with too much information.  Names belong at the top only if the 
listener already knows them:  Nelson Mandela, Robert Mugabe, Angelina Jolie.  Political 
leaders and celebrities are often automatically news.  But if an average guy in Lilongwe is 
delivering condoms at a Catholic church, that’s the story; his name comes later in your 
writing, if at all.   
 
You want to use the shortest possible words to write sentences.  Try to avoid the static 
openings “There is …” and “It is…”  Use active verbs whenever possible.   
 
Conversational 
Conversational does not mean sloppy – remember that grammar and spelling still matter. 
Conversational also does not mean you should use too much slang.  There is very little 
universal slang, so using it inevitably cuts off part of your audience.   
 
Conversational does mean using familiar words in relatively simple sentences.  Keep in the 
back of your mind the knowledge that English developed largely from two different sources, 
at two different times.  We’ve got the original Germanic words: go, do, eat, kill, clothes.  
After the Norman invasion in 1066, English absorbed lots of fancier Latinate words:  
proceed, perform, consume, execute, apparel.   
 
You will find that wire stories, academic and NGO literature, press releases and even police 
reports are often crammed with the later words derived from the Latin.  Your writing will be 
better if you return, when possible, to the earlier, simpler words.  We report on fires, not 
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conflagrations; tiffs, spats, battles or fights, not altercations.  Try to avoid all foreign phrases 
and words.  Use “a day”, not “per diem”.   
 
Use all numbers as sparingly as possible, putting no more than two into any sentence.  As 
well, try to round them off.  Fractions up to fifths are easier to understand than 
percentages.   
 
See EG6 for writing news. 
 
 
GL News Service: Fresh views on everyday news 

What is the Gender Links News Service? 
The Gender Links News Service, formerly known as the Gender Links Opinion and 
Commentary Service is an innovative multi-media project of Gender Links, that promotes 
gender equality in and through the media, to provide the media with fresh views and voices 
on current affairs. The service has its roots in the Gender and Media Baseline Study (GMBS), 
which showed that women's voices and gender issues are grossly under-represented in the 
media. 
 

 The media is one of the most powerful forces for influencing societal attitudes and 
perceptions.  

 As a contributor of the GL News Service, you have the opportunity to share your 
opinions, and stories with thousands of people across the region and beyond. 
Through your contribution, you are helping create communication for change that 
promotes justice and equality. 

 Your work will be distributed throughout the SADC region as well as with other 
media houses for republishing and rebroadcast. 

 The electronic media often call upon GL Service writers for comment. 
 To contribute, send a short pitch to editor@genderlinks.org.za 

 
Contributors can submit articles, op-eds, photo essays, audio and visual mini documentaries 
or interviews (podcasts or video clips). See Chapter 11: AV productions 
 
Articles 

 
What kind of articles is the GL News Service looking for? 

 Newsy, informative opinion pieces or profiles of issues/people/movements 
 The most important criteria for articles produced by the Service are that they offer 

an OPINION. 
 Articles must provide a gender analysis of news, issues etc. 
 Articles must be written in a clear, engaging and accessible style. 
 Articles that have a bearing on the SADC region are encouraged. 

 
Opinionated editorial essays are often the most fun, fast and furious pieces to get into 
print—especially for non-famous writers with strong opinions. That’s because editors of 
newspapers and online magazines want quick commentary on the ever-changing news cycle 
from experts who can illuminate different angles of stories as they unfold.   
 

mailto:editor@genderlinks.org.za
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Here are the essential elements of a successful and sellable op-ed: 

1. Be timely or early: Timeliness is essential with this genre, especially now that online 
news sites can update as often as they choose. Be sure to factor in lead times and how long 
it can take the editor to reply. If Independence Day is next week, your patriotic piece might 
already be too late. Retool it for another holiday. Holidays are reliable hooks because they 
happen every year, so you can plan ahead (or try again next year). 
  
2. Be very opinionated: Here’s the one time it’s helpful to be a hothead. Avoid being mild-
mannered, tactful or diplomatic, as well as offering both sides of the story. An argument is 
much better than a discussion. 
  
3. Convey a strong link to your subject: When you are an expert on a topic, it’s fine to 
emphasise your authority with the first-person voice, especially if your personal story 
resonates in a universal way. Just make sure you do have authority. 
  
4. Add unknown facts:  When crafting your piece, keep asking yourself what’s new, fresh, 
unusual and timely. As the saying goes “They’re called newspapers, not oldspapers.” Include 
specific or obscure facts, updated statistics and direct quotes to support your argument. 
  
5. Don’t share the obvious slant: Even if you can pen a smart argument on a topical 
subject, nobody wants to print what everyone already knows. Rage, play devil’s advocate, 
argue the rarer point or elucidate as only you uniquely can. 
  
6. Keep it short and sweet:  Most op-ed pieces published are between 500 and 800 
words. 
  
7. Be aware of your audience: Here’s a sneaky way to learn about a publication’s politics, 
geographic preferences and tone—read it first! The best way to learn how to write 
commentaries is to read several first. When writing about Southern Africa be sure to make 
references that will be understood by your audience. 
 
Source: Writer’s Digest  
   

Gender Links News Service: Style Guide 
 
Basic structure 

 Headline - grabs the readers’ attention.  
 First paragraph summarises the story.  
 Begin with the most interesting bits of information first, preferably a “now” lead. 
 Use short paragraphs. 
 End your report in a powerful way. 

 
Writing the piece 

 Use case study, anecdotes to help the reader understand the issue. 
 Put your point of view high in the piece. 
 Use statistics when appropriate. 
 Give brief context/ history/ background. 
 Opinion should be informed – provide research, data, anecdotes, national laws, etc. 
 Use quotes from other people to substantiate your opinion. 
 Remember the reader. 
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 Do not write a piece that is too specialised. 
 Do not provide inaccurate facts or data - check your facts. 
 Do not write one-sided or unfair arguments. 
 Avoid didactic/ preachy tone.  
 Avoid using passive tense, use active tense – i.e. The report was written by Susan- 

passive vs Susan wrote the report- active. 
 Clear analysis of findings; where possible to draw comparisons across countries. 
 Give findings a human perspective, include real examples and interviews. 

 
 
Facts and fact checking 

 Do not use dated information or statistics. 
 Always say where information comes from. 
 Always cross check your facts. 
 
 
 

All articles must have at least one relevant photo/original picture/cartoon 
 

 Provide well-captioned photos that include the name of the person photographed, 
place, date. 

 Provide relevant photos; avoid using generic pictures. The photo should be as 
creative as possible and an in-action picture that captures the essence of an issue or 
person/s 

 Photo/s must be symbolic and representative of the issue interrogated or person/s in     
the article. 

 
For examples of GL News and Opinion pieces please go to:  
http://www.genderlinks.org.za/page/gl-opinion-and-commentary-service 
 
 
 “I” Stories 
 
Writing “I” Stories  

The “I” Stories are a series of firsthand accounts of gender violence from across Southern 

Africa produced annually by the Gender Links (GL) Opinion and Commentary Service for the 

16 Days of Activism and other key events or themes. These stories share women and men’s 

real experiences with violence – domestic violence, child abuse, contracting HIV after sexual 

assault, being attacked because of their sexual orientation, and any other story that people 

wish to tell. All these stories are powerful for different reasons; they are stories of abuse, 

but also of struggle and survival. For the writers they are empowering – telling their story 

often forms the transition from victim into survivor. For the media who pick up the stories it 

is a meaningful form of journalism to inform the public about gender-based violence. For 

readers, the stories are often shocking and upsetting, yet through reading them, they 

become more aware of gender violence and its impact on their friends, families, and 

communities.  

  

http://www.genderlinks.org.za/page/gl-opinion-and-commentary-service
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The creation of the I Stories is a multi-part process. Stories are invited from across the 
region, and local partners encouraged to hold country workshops. In a workshop setting, 
participants share their individual stories in small groups. In other cases, individuals may 
share their story with a facilitator one-on-one. Due to the sensitive nature of the stories, and 
the need for the women to have coaching in a supportive environment, these workshops or 
one on one discussions are vital to the process.  

For many, this may be the very first time they have told someone about the abuse, and the 
session is often very painful. Afterwards, they go away to write the first drafts of their 
stories. Encourage writers to do multiple drafts on their own, the first draft may be very 
long, they can then identify what they think are the most important points and redraft there 
story to a word length of about 1000 words.  

The stories are then submitted to the facilitator, typed if they are hand written, and edited 
for them. In a second session or meeting, writers can read their own edited story, which is 
often very comforting. For many of the participants, discussing their life stories with others 
and turning them into a publication is therapeutic. Once the editing is agreed upon, the 
women decide if they would like to use their own name in the by-line, if they want to have 
their photo taken, and if they would like to participate in other types of media, for example, 
personal appearances, radio or television interviews. The boundaries set by the writers are 
ALWAYS respected. The finished stories are compiled into a book, as well as distributed to 
mainstream media.  

Remember 

 Providing writers with a copy of previous “I” Stories books will help them understand 
why they are writing and the shape of the story.  

 Some women may be in need of counselling or emergency services – have this 
information to give to them.  

 Exercise caution when getting forms signed; help writers think through possible 
impacts on themselves and their families of using their names and photos.   

 
For “I” Story examples see EG7. See Comms3 for the “I” Story consent form. 
 
 
Press releases  
 
Press releases are one of the most common Gender Links outputs. We use press releases 
often and they are a vital communications tool. However, press releases should also be 
standardised.   
 
How to write a press release:  
 
Headline: It should be brief, clear and to the point: an ultra-compact version of the press 
release’s key point. 

News release headlines should have a "grabber" to attract readers, just as a newspaper 
headline is meant to grab readers. It may describe the latest achievement or a recent 
newsworthy event.  
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Headlines are written in bold and are typically larger than the press release text. 
Conventional press release headlines are present-tense and exclude "a" and "the" as well as 
forms of the verb "to be" in certain contexts. 

The simplest method to arrive at the press release headline is to extract the most important 
keywords from your press release. Now from these keywords, try to frame a logical and 
attention-getting statement. The press release should be written as you want it to appear in 
a news story. 

Body: Start with the date and city in which the press release is originated.  

The lead, or first sentence, should grab the reader and say concisely what is happening. The 
next one or two sentences then expand upon the lead. 

The press release body copy should be compact. Avoid using very long sentences and 
paragraphs. Avoid repetition and over use of fancy language and jargon. 

A first paragraph (two to three sentences) must actually sum up the press release and the 
further content must elaborate it. In a fast-paced world, neither journalists nor other 
readers would read the entire press release if the start of the article didn't generate interest. 

Deal with actual facts – events, products, people, targets, goals, plans, projects. Try to 
provide maximum use of concrete facts. A simple method for writing an effective press 
release is to make a list of following things: 

Communicate the 5 Ws and the H. Who, what, when, where, why, and how. Then consider 
the points below if pertinent. 

What is the actual news? 

Why this is news. 

The people, items, dates and other things related with the news. 

The purpose behind the news. 

Now from the points gathered, try to construct paragraphs and assemble them sequentially: 
The headline > the summary or introduction of the news > event or achievements > 
product > people > again the concluding summary. 

The length of a press release should be no more than three pages. If you are sending a 
hard copy, text should be double-spaced. 

The more newsworthy you make the press release copy, the better the chances of it being 
selected by a journalist for reporting.  

Content: Include information about GL. When a journalist picks up your press release for a 
story, he/she would logically have to mention GL in the news article. Journalists can then 
get the organisation’s information from this section. 

At the end of the release (and throughout if possible), point to the website. The link should 
be the exact and complete URL without any embedding so that, even if this page is printed, 
the link will be printed as it is. Provide as much extra information in links that support your 
press release. 
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Contact information: If your press release is really newsworthy, journalists would surely 
like more information or would like to interview key people associated with it.  Each release 
should provide GL’s contact information including the staff member who will be liaising with 
media.  

See TP2 for a press release template and EG9 for an example. 
 
Learning journey  
 
This is a profile of someone which provides information and a back-story of who they are, 
what they do and what changes and learning experiences they have experienced leading to 
who they are today. This profile is basically a narrative about someone’s on-going journey of 
learning. 
 
See TP3 and EG9 for the template and example for a learning journey  
 
Public relations/communications writing 

Speech writing 
At Gender Links we are often called upon to prepare a speech for politicians or others 
speaking at Gender Links events.  Sometimes we also deliver speeches. 
 
The best speeches are written with the audience in mind. A speech should play to the 
audience and use relevant anecdotes and humour. Speeches should have a theme which is 
trumpeted throughout. They can also use humour and have one or two key points. When 
writing speeches be sure to use a large font and double spaces for ease of reading.  
 
Tips on writing and delivering a great speech: 
 

1. Remember that all great speeches, and even some not so great, require 
shape. The old saying is hard to beat: "Tell them what you will tell them; tell them; 
then tell them what you told them. 

2. Remember to use ethos, pathos, and logos to persuade your audience. Use 
a good vocabulary, but not one that causes you to lose your connection with your 
audience. The modes of persuasion are devices in rhetoric that allow the speaker to 
appeal to the audience. They are ethos, pathos and logos. Of the modes of 
persuasion furnished by the spoken word there are three kinds. Persuasion is 
achieved by the speaker's personal character when the speech is so spoken as to 
make us think he or she is credible. Secondly, persuasion may come through the 
hearers, when the speech stirs their emotions. Thirdly, persuasion is effected 
through the speech itself when we have proved a truth or an apparent truth by 
means of the persuasive arguments suitable to the case in question. 

3. Shake hands with the audience. You have something worthy of being said. 
Former Ambassador Robert Strauss used to begin his addresses like this: "Before I 
begin this speech, I have something to say." This passage was always composed in a 
style that enabled him to reclaim a powerful tone for the instructive portion of his 
remarks. Put on your smile; calm your nerves, then get to work. You may want to 
start with a smashing one-liner or an anecdote. 
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4. Rise to the occasion. In other words, feel passionately about your topic. Recall old 
Uncle Ned's tear jerking toast at the wedding? Even ordinary folks can deliver great 
moments of oratory if they rise to the occasion. Make sure the audience feels how 
important the topic is to you, so that they begin to think about why they should care. 

5. Build clear and sensible transitions (segues) from one thought to the next. 
The biggest mistake speakers and writers make is to assume people will follow their 
leaps of logic. Spell out to the audience when you are taking a turn in your thoughts 
with phrases like: "As an example of this" or "This brings us to the larger problem 
of," and so forth. 

6. Focus. A "great" speech does not need to start out great and stay great to the 
finish. It engages the listeners. It makes allowances for a dip in interest in the 
middle. Then, it gathers anticipation for its key moment. John Stuart Mill, the political 
economist, defined the orator's art this way: "Everything important to his purpose 
was said at the exact moment when he had brought the minds of his audience into 
the state most fitted to receive it." 

7. Add purpose. A speech should be made for a good reason. To inspire, to instruct, 
to rally, and to lead are noble purposes. To sound off, to feed a speaker's ego, to 
flatter, or to intimidate are not. 

8. Know your theme. If you cannot answer the question "what do you want to say?" 
in a single, declarative sentence, do yourself and the audience a favor: decline the 
invitation. 

9. Write with one particular person in mind, someone you actually know. This 
helps you to keep the message real and personable. This helps you anticipate 
reactions and keep your language down to earth. 

10. Deliver the goods. Delivery is the essence of eloquence. It requires practice, 
discipline, drill, and timing. You can be your own trainer. As you develop self-
confidence, you put the audience at ease, or make them sit up. Your eye is in 
contact with the people, not the page. If looking at people makes you nervous, look 
between them, at the clock on the back wall, over somebody's shoulder - as long as 
it seems you're making eye-contact. Your professional passion is contagious. Use 
gestures to emphasize points, and make sure your tone of voice and facial 
expressions are appropriate for the topic. 

11. Illustrate. Illustrations can come in the form of slides, visuals, stories, jokes, or 
dramatic gestures. Your goal is to make some portion of the speech stick to the mind 
of the audience--if someone asks about it afterwards, they should say something 
like, “I enjoyed the story Tom told about his sister,” or “The pie chart of this year's 
earnings was helpful.” 

12. Give your audience a sense of completion. Bring them back to the beginning, 
but with a louder spirit. This can be done by starting the last paragraph with a quiet, 
declarative sentence.  (From WikiHow) 
 
See EG10 for an example of a speech 

 
Pamphlets 

Pamphlets are a key public relations tool for any organisation. They are light, short and easy 
to distribute and carry when travelling. Gender Links uses pamphlets for many different 
reasons, from advertising the GL News Service to promoting an annual Summit.  
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Pamphlets should contain all the necessary information about the topic in a succinct and 
engaging way. They should have photos and other interesting visuals.  They should also 
contain the most recent contact information in a prominent place, making it easy for the 
reader to contact GL if they need more information about the topic.  
 
See TP4 for a pamphlet template and EG11 for an example. 
 
 
Invitations 
 
An invitation must be succinct, specific and address the 5 W’s.  Where is the event, when is 
the event, who is hosting the event, why should the recipient come to the event and what is 
the event for?  These should be clear and understandable.  The invitation should also clearly 
state how to RSVP and to whom and by what date.   
 
See TP5 and EG12 for an invitation template and example. 
 
 
Online Writing  
 
Writing for the Internet 

Follow these 10 tips to help you write social media content that consistently goes 
popular. 

1. Do your research- No matter what you’re writing, the first step to crafting a 
piece is to do your research. For social media content, that means understanding the 
type of content social media users desire. Determine who your audience is—are you 
going for success on big social media sites like Digg and Reddit or on niche sites 
within your industry? Understand which type of content seems to consistently go 
popular, and write about a topic that hasn’t been exhausted. 

2. Write a killer headline- Your headline plays, perhaps, the most important role 
in determining how popular your social media content gets. Social media users have 
thousands of submissions vying to capture their attention. How can you stand apart 
from the pack? By creating a compelling headline. You don’t have to reinvent the 
wheel with your headline. You just have to make it enticing enough for people to 
click on it. 

3. Follow with a great opening- If you’re lucky enough to write a headline that 
attracts readers, you better make sure you start off on the right foot. You only have 
a few seconds to convince the visitor to keep reading. That’s why it’s crucial that 
your opening paragraph sucks the reader in.  A lot of times, your opening paragraph 
is what will be used as the article description on social media sites. Make sure it cuts 
straight to the core of what your post is about. This brings us to the next point: 

4. Eliminate fluff- Web readers have no tolerance for fluff. Don’t try to pad your 
content with non-essential text that doesn’t further your points. Online readers 
already have a short attention span; so it’s crucial to make sure you keep it focused. 
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5. Be conversational- The key word in social media is “social.” Get rid of the stiff, 
boring content that lacks personality. Bring your readers into the conversation. Talk 
to the readers just like you would if you were sitting next to them face to face. An 
interactive, personal tone will generate buzz for your content. 

6. Don’t be “salesy”- Don’t shoot yourself in the foot by trying to promote yourself 
in your social media content. Social media users will bury any content that displays 
ulterior motives. Your blogs need to add to the online experience by being useful and 
educational. 

7. Stand by your opinions- Aren’t you tired of all the “me too” blogs crowding the 
internet? Doesn’t anybody have a new opinion anymore? While it can be scary to go 
against popular belief, you’ll never gain any respect if you don’t stand by your 
opinion. “Me too” content has been done thousands of times before, and that style 
of writing severely limits your chances of penning a popular piece. 

8. Use pictures- Well-chosen pictures act as a great supplement for your social 
media content. Let’s face it—no matter how great your writing is, few online readers 
want to be greeted with a long block of text when they click on your post. Pictures 
are great because they make your content easier to scan and they add another 
aesthetic to your piece. 

9. Be a resource- In a way, this goes back to point #7. If you want your content to 
rise to the top of social media sites and to generate inbound links, you need to write 
pieces that act as a resource. How can you do this? By going deeper. Provide 
detailed analysis that can’t be found anywhere else. Imagine you’re writing a post 
about free online tools for web designers. While this has undoubtedly been done 
before, the way you can make your piece a leading resource is by including the most 
tools and links to some hidden gems that others have overlooked. In short, you want 
your content to be a piece that someone can learn all they need to about a particular 
subject from. 

10. Keep trying- Social media marketing requires a long-term commitment. You 
have to keep trying to write hot social media content. The best thing you can do is to 
learn from your mistakes and to keep tweaking your approach until you hit on a 
formula that works for you. It’s a learning experience, and you just have to be willing 
to stick with it. 

Newsletters 
 
GL’s monthly newsletters are an important way for the organisation to reach out to partners 
and beneficiaries on a regular basis. They are dense and informative, incorporating 
information from all over the region and beyond. For this reason newsletters require more 
time and energy than many other written products. They also form part of GL’s monthly 
editorial planning.  
 
GL sends out two newsletters: Diversity Exchange and Roadmap to Equality.  A third, 
Gender Linked, has in the past been sent out as an internal newsletter to GL staff and board 
members. Because newsletters are emailed on the first day of each month, there is a 
monthly process followed by all involved in order that they are sent on time. 
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1st  and 15th of each month: Newsletters are sent to the GL list serve (Diversity Exchange 
on 1st, Roadmap to Equality on 15th. 
 
8th of each month: Roadmap to Equality is sent to GL editor for editing. 
 
11th of each month: Roadmap to Equality is sent to GL CEO for sign-off and final 
comments.  
 
Second week of each month: Newsletter editorial plans are sent to the GL editor ahead 
of the monthly editorial meeting. 
 
15th of each month: Newsletter editorial plans are discussed at editorial meeting. 
 
22nd of each month: Diversity Exchange is sent to GL editor for editing. 
 
26th of each month: Diversity Exchange is sent to GL CEO for sign-off and final comments. 
 
See TP6 Roadmap to Equality editorial plan template. 
 
 
Announcements 
 
Gender Links uses announcements to alert our contacts and others about upcoming events, 
available jobs, publications launches, etc. Each announcement is different but they do have 
several important elements. 
 
By writing an announcement, you will inform people about some news.   
 

 Be direct and concise in your announcement.  Your reader will be able to understand 
the information quickly and can refer back to it easily. 

 Write a short, friendly announcement that's to the point when you're sharing positive 
news.  Written in the right tone, an announcement can build on positive feelings like 
confidence, allegiance, and helpfulness. 

 Present your information in a plain and complete way, so your reader will understand 
you the first time (and not ask questions later). 

 If the news you are announcing is bad, write it in a direct statement.  Add a 
message of understanding and optimism to your announcement, in a respectful tone. 
 
See TP7 and EG13 for an announcement template and example. 
 
 

Programme work 
 
Concept notes 
We use concept notes to summarise activities and events, outlining the key points and 
reasons for our work. Concept notes should be short and to the point, incorporating five or 
six key sections.  
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The concept note should have a catchy title followed by a brief synopsis of the project or 
activity. The synopsis should be no longer than three paragraphs.  This is followed by a 
short background section, outlining the key reasons why the work detailed in the concept is 
necessary.  
 
The concept note should then note the objectives for the project or activity, followed by the 
outputs and outcomes.  These can be brief bullet points.  

Sometimes a concept note incorporates engaging photos, programmes or schedules and 
other relevant information dependent upon the project.  

See TP8 and EG14 for a concept note template and example. 

 

Proposal writing 

When it comes to proposal writing, following directions is paramount. Donors set out explicit 
and specific guidelines: those details they need to know in order to process a funding 
proposal. It is important to stick to these guidelines and not stray, irrelevant or unnecessary 
information is a distraction and sends the message that directions have not been read or 
followed. 

 
However, within the set guidelines there is freedom for creativity and a personal touch. 
Illustrations, research, images, graphs, charts and other ways of telling a story or conveying 
a message are welcome.  These small touches add to any proposal, helping the reader 
visualise the points being made.  
 
Standard grant proposal format 
 
Cover page: Organisation name, contact information. Use prescribed form of funding 
agency. 
 
Abstract: Umbrella statement of your case and summary of the entire proposal (one page) 
includes: 
 

 Problem: a brief statement of the problem or need GL has recognised and is 
prepared to address (one or two paragraphs). 

 Solution: a short description of the project, including what will take place, how 
many people will benefit from the programme, how and where it will operate, for 
how long, and who will staff it (one or two paragraphs). 

 Funding requirements: an explanation of the amount of grant money required for 
the project an what the plans are for funding it in the future (one paragraph); and 

 GL’s expertise: a brief statement of the name, history, purpose and activities of GL, 
emphasising its capacity to carry out this proposal (one paragraph). 

 
The abstract should be composed after the full proposal is written, as it is an executive 
summary of the proposal. 
 
Table of contents: List of sections and page numbers for easy reference of the reader. 
Done after full proposal is completed. 
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Organisation background 
Short explanation of GL, its focus, target beneficiaries, expertise and experience with grant 
program area/previous work. 
 
Statement of need: Why this project is necessary. This presents the facts and evidence 
that support the need for the project and establishes that GL understands the problems and 
can reasonably address them. 

a. Identification of need (in line with proposal focus). This should be succinct, yet 
persuasive. Assemble all the arguments and present them in a logical sequence to 
convince the reader of their importance. 
 
b. Documentation (Data with backup of source). 
 
Six points to consider in need statement 

1. Decide which facts or statistics best support the project. Be sure 
the data are accurate 
 
2. Give the reader hope. The picture you paint should not be so grim that a 
solution appears hopeless. 
 
3. Decide if you want to put the project forward as a model. Know 
what others have done, and if this project is unique and replicable. 
 
4. Determine whether it is reasonable to portray the need as 
acute. You are asking the funder to pay more attention to your proposal 
because either the problem you address is worse than others or the solution 
you propose makes more sense than others. 
 
5. Decide whether you can demonstrate that your programme 
addresses the need differently or better than other projects that 
preceded it. Show that you know the work being done in your field but do 
not be critical of the competition. Demonstrate collaboration with other 
organisations and community people doing work in your field. 
 
6. Avoid circular reasoning. In circular reasoning you present the absence 
of your solution as the actual problem, i.e we don’t have the equipment, we 
need the equipment, so the solution is the equipment. Demonstrate the need 
of the community and the benefits of the solution to the targeted audience. 

 
Project description – statement of work – project methods or design: Nuts and 
bolts of how the project will be implemented 
 

a. Goals: overall outcome of the project, conceptual and more abstract. 
 
b. Objectives: more specific, measurable outcomes. Objectives are tangible, specific, 
concrete, measurable and achievable in a specified time frame. 
 
c. Methods: describes the specific activities that will take place to achieve the 
objectives, encompassing the How, When and Why. Include an Activities Timeline – 
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milestones, benchmarks for each objective. 
 
d. Plan of operation: Include: 

 
 Personnel 

Key personnel for the project- grant funded and institutional commitment. Provide 
job descriptions, resumes for those already employed by organization,. 

 Institutional Resources 
Commitment of the organisation to project, including what cash or in-kind resources 
the institution will provide to manage, fulfil the project objectives (including 
commitment of upper administration, facilities, equipment, staffing, etc.), location 
within organisation, collaboration with other organisations. 

 
Evaluation: Evaluation should be built into the project as a sound management tool. 
 

a. What measures will be used, in quantitative and qualitative terms, to determine 
accomplishment of goals and objectives. 
 
b. Chart of goal, measure, responsible person, timeline. 
 
c. Benchmarks that are realistic, incremental-monthly and quarterly, quantitative and 
qualitative. 

Budget: financial description of the project plus explanatory notes: 
 

a. Make sure you ask for what you need. 
 
b. Clearly justify the realistic use of funds in a lean, doable budget. 
 
c. Grant funds, matching funds (cost sharing). 
 
b. Budget Narrative: Narrative outline and itemisation of budget line items. 

Authorised signatures: The Statement of Work in proposals is usually considered a 
contract for services by the funding agency.  
 
Sources: Proposal Writing Short Course, excerpted from The Foundation Center’s Guide to 
Proposala Writing, 3rd ed. (New York: The Foundation Center, 2001), Jane C. Geever, J.C. 
Geever, Inc.http://foundationcenter.org/getstarted/tutorials/shortcourse/index.html 
 
See EG15 for an example of successful funding proposal. 
 
 
Reports 
 
The report template is similar to the concept note template except it incorporates some 
different information and is generally much longer and more extensive in scope. Reports are 
written at the end of programmes or workshops in order to summarise activities and look 
ahead to next steps. 
  

http://foundationcenter.org/getstarted/tutorials/shortcourse/index.html
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For this reason, reports have an executive summary that outlines these key steps as well as 
a section on the process and activities undertaken, next steps and finally conclusions and 
recommendations.  
 
The eight key sections necessary for a good report: Executive summary, Objectives, 
Background, Process/Activities, Outputs, Outcomes, Conclusions and recommendations and 
Next steps.  
 

See EG16 – Sixteen Days of Activism for an example of a report.  

GL annual report 

Each manager is expected to submit a report to the CEO- ceo@genderlinks.org.za , 1) 
progress against targets in log frame, including web links and 2) narrative written according 
to the template provided. Country Manager reports are to be submitted via the governance 
officer. This is to allow time for feedback before workshop 3-4 April.  

  
An important starting point for the report is to go through the annual work plan, ensure 
DFID GTF and PPA targets are included; and then assess progress made. This engagement 
is critical, especially at programme management level. Thinking through the log frame will 
assist you with the analysis required in the report.  

 
All programmes are required to have at least one Institutional Profile and one Changing 
Lives Profile to go with them. Templates are provided.  
 
Every submission should be accompanied by the url of the head shot you want used. There 
should be a relevant, active photo, for every two pages of text. These should be 
referenced by URL with a CAPTION.  

 
Excerpts of the Learning Journey will be interspersed at different points in the text. Please 
ensure that you have submitted your learning journey.  
 
An E request has gone out to partners for comments. Partnership forms are also being 
distributed as part of M and E. Comments from partners will be interspersed throughout the 
report. 
 
Board members have been requested to provide insights according to their areas of 
expertise. These are listed under boxes. 
   
See TP9 and TP10 for templates for country and programme reports 

 

  

mailto:ceo@genderlinks.org.za
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Drivers of change (Changing lives) 

Key points  

 GL will henceforth be amalgamating the Changing Lives, Women and Men in Politics 
and the Media making a difference into one series: Drivers of Change. We will 
however target the different constituencies as in the past, and indicate their area of 
work/expertise in the “Drivers of Change” form.  

 Interviews must be triangulated. Instead of having stories in first person with input 
only from the person interviewed, profiles should be written in third person, with 
ample quotations, and supporting information about the person, and the institution 
that they work for, and the nature of change they have brought about. We need 
corroborating evidence. For example, if someone says they have developed a 
policy or contributed to it please ask to see it; interview someone else who can 
testify that this is so, etc. Links should be created to relevant documentation on how 
this person has connected to Gender Links; for example, presentations at the 
summit, COE page, relevant institutional profile, etc using the hyper link function in 
word.  

 

Pointers  

 Make these interviews conversational. As much as you can, avoid an 
“interrogation” feeling. Let people talk as much as they can about their work, and 
their background.  

 Let people talk about themselves and their own work. It is your responsibility to 
make the connections between their work and Gender Links.  

 Do not ask people all the questions on the template. The template should be used to 
organize the write-up. Look at the guiding questions to draw from first. Then, if the 
respondent has not covered everything in the template, use it to expand on any 
missing issues.  

 Familiarise yourselves with the detailed interview guide, and make sure you know 
the questions that need to be covered in full. Do not feel you should ask each 
question explicitly. Make sure the respondent speaks to all these questions over the 
course of the discussion.  

 If you can, speak to people in their native or preferred language.  
 On demographic information – avoid getting this information as a tick-box 

exercise at the beginning. Instead, in question #1, make sure this information is 
covered. If people don’t volunteer it, prompt them about their educational 
background, etc. Explain why this is needed; try to make sure that they don’t feel 
intimidated.    

 The thematic checklist should be completed at the end, on the basis of what came 
up in interviews. Please fill in the key words or phrases from the sections that apply 
to this particular profile. For example, if the person’s attitude changed, and you 
reach that conclusion because they said, “Now I realize that women can make their 
own decisions,” then paste that into the Key words and phrases section across from 
change in attitude.   
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 Preparation: Each profile should come with the following:  
o A link to a good head and shoulders photo in the photo library. To organize 

this, take a picture of the person, and a picture of their name (which you 
have written in your notebook, and they have verified spelling). 

o Linkages to GL (COE, alliance, institutional profile, summit, etc.). Include 
contact information/ links to other people and organisations to interview 

o Links to audiovisual material – video and/or voice recording.  
o Demographic information should be added to our database. Training on how 

to do this will be provided.  
 Follow up: Peoples contact information should be obtained. You should get consent 

to develop these profiles as you introduce the process, but as a courtesy, contact the 
person when the profile is completed, and let them review it if they want to. They 
should be allowed to make any changes they want. This person should then be 
included in relevant communications, for example, about their COE, or other 
organizational links they have to Gender Links.  

 

How to triangulate 

 To develop credible evidence (see Bond Principles), triangulation is essential. This 
means it is not enough to take information from a single source. Multiple sources 
must be brought together to paint a full picture. The final profile should reflect your 
perspective on the situation, after having gathered information from all sources. It 
should include adequate context.  

 For individual profiles, a minimum of 3 sources are needed. If all your sources 
support each other, leading to a common conclusion, 3 sources are enough. If 
sources differ in the information they provide, then you need to talk to more people. 
If possible, in addition to the person in question, interview one professional 
acquaintance and one personal acquaintance (such as a family member). If the 
interviewee mentions a supportive or difficult boss, changes in her relationship with 
her partner, etc., try and interview the person mentioned. Ensure gender balance in 
the sources consulted.  

 

Guiding questions for individuals 

The questions below frame a general outline for an interview, in a way that will get the 

respondent talking about their work. Depending on how thoroughly these questions are 

answered, it can be helpful to ask many guiding and follow up questions (suggestions 

provided on the next page), to get more specific information.  

 Tell me a bit about your work, and some background to your organisation or 
community. 

 What are the main areas of work you are currently doing around gender? What are 
some of the positive changes you have seen, and what are the challenges still 
remaining? 

 How did you personally come to recognize the importance of gender? What shaped 
your opinions, and how have they evolved?  

 Please tell me a bit about how your work has connected with Gender Links; how has 
it contributed to your work, and could you tell me a memorable story about your 
work with the organisation? 
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 What are your plans for the future, and how do you hope to take this work forward? 
 

Follow up questions 

If the person 

has had this 

change…. 

You might hear….. Then follow up with these 

questions…. 

Attitude change “I used to believe women should 

stay at home….” 

“I thought politics was for men, 

until….” 

What shaped the attitudes you held? 

How did they change? 

Have others around you also changed 

their attitudes? 

Do you have any stories to tell about what 

brought on the change? 

How has GL contributed to or reinforced 

the change? 

Agency “I became more confident….” 

“I realized women have equal 

rights…” 

What were some ‘lightbulb moments’ 

contributing to this change? 

How has this changed your work? Do you 

have a specific story you could tell about 

it? 

Empowerment “Now I have my own….” 

“My standard of living has 

increased….” 

Talk about how you made it to where you 

are today. 

What challenges did you face on the way, 

and how did you overcome them? 

Skills “I couldn’t use a computer 

before…” 

“I didn’t know how to speak with 

the media, but now I do….” 

How has Gender Links contributed to 

building this skill? 

How are you now using this skill in your 

work? 

Voice  “Now I can speak in a group….” 

“I know how to work with the 

media….” 

What has this meant for your work? 

What has shaped this change? 

 

Change in family 

dynamics 

“Now I help my wife at home….” 

“My partner and I now make 

decisions together….” 

How has this affected the dynamics at 

your home? 

How is this seen in your community?  

Do you see changes happening in others? 
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Participating  

 

“I took part in 16 days…” 

 

How has this impacted your work? 

Do you have any stories about moments 

of inspiration? 

Gender in 

organizational 

function 

“We are working towards gender 

parity….” 

“Now we include an equal 

opportunity line in our job adds” 

How has this impacted on the outcomes 

of your work? 

What has made you consider this 

important? 

Did this have the support of others in your 

organization? Were there any challenges 

getting buy-in? 

Participating in 

development 

“Now I’m involved in….” 

 

How have the changes in you impacted 

those living around you? 

Becoming a driver 

of change  

 “I want to share with others what 

I have learned…” 

“I tell everyone….” 

Do you also see other people changing 

the way you did? 

What are the challenges to changing 

people’s minds? 

Policy change “At the national level, we saw 

changes…” 

“The government instituted…” 

“I use the Protocol….” 

How has the Protocol impacted your 

work? 

Did your work contribute to making this 

policy change happen? How? 

 

See TP11 for a template. 

 

GL Institutional case study 

An institutional case study is similar to a drivers of change profile and is based on the same 

principles of triangulation and qualitative analysis, but rather profiles and institution, 

whether it be a media house, council or business. 

See TP12 and EG17 for a template and example of an institutional profile.  
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PRODUCTIONS 
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CHAPTER 9: GRAPHICS AND DESIGN 
 
Conceptualising a publication can often be the most difficult step. However, it is important to 
begin with an idea, or a template, so that as the writing and research is undertaken it is 
done so with the final product in mind. This chapter sets out the steps necessary to help 
design and conceptualise a publication from front to back cover, including which graphics to 
use and how to go about creating them.  
 
Some questions to ask when envisioning a new publication:  
 

 What size and shape of book will it be? Gender Links has published many books 
with different dimensions. For the commemorative 10-year book a “coffee-table” type 
size was chosen. This would not necessarily work for a research publication. These are 
all issues that should be decided at the beginning in the design stage. 

 How many pages will the book have? Although it is never possible to know the 
exact number of pages at the start of a publication, it is important to have an idea. This 
impacts deadlines, financial plans and budgets and even research.  

 How many words per page and visuals? The rule of thumb at Gender Links is 
around 300-450 words per page with something visual on each page and a photo at 
least every two pages.  

 Will the publication be printed in colour or black and white?  Typically large-
scale, regional publications are printed in a mix of colour and black and white. Colour 
printing is expensive so is only used for publications which will be widely distributed. For 
more local or country-wide publications black and white printing is common on the inside 
with colour printing for the front and back cover.  

 Will the publication be accompanied by a CD ROM? This is an important 
consideration, especially for training materials where modules may have been annexed. 
Similarly with regional publications, GL has in the past put country reports on a CD ROM 
and attached this to the regional book.  

 What photo/graphic will go on the cover? They say you can’t tell a book by its 
cover but that doesn’t mean the cover isn’t important. Choosing the right image for a GL 
publication cover takes time and should involve collaboration and discussion.  For more 
extensive projects involving regional and country publications it is important to think of 
themes for each cover so they are recognised as a set. For example, the 2010 country 
Barometer reports each featured an elderly woman from the respective country.  

 
Using graphics and charts 
 
Graphics, figures, tables and charts can be a great help to a reader trying to understand 
new concepts and information.  However, too many graphs or charts can also trip up a 
reader, especially if they don’t help tell the story. 
 
When preparing a publication, make sure you use the most relevant, reader-friendly 
graphics and images. Ensure that graphics complement the written work and flow in a 
sequence. Graphics should also be followed by an explanation, placed directly below the 
graphic.  
 
Graphics taken from outside Gender Links should also always be properly referenced, 
including the date when the statistics were published.  
Data should be complete and accurate, fact-checked against data in the text. There should 
be no empty spaces or confusing assertions.  
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Graphics should also be properly labelled.  The name and number of the table (presented at 
the top of the graphic) must correspond to the name and number in the table of contents at 
the beginning of the publication. 
 
Example 1:  
 

 
 
Over the last three years GL has used the SADC Protocol on Gender and Development to 
anchor its work, including the media programme. One of the SADC Protocol targets is to 
ensure that gender is mainstreamed in all information, communication and media policies, 
programmes, laws and training. Research has been used as a basis for all other media 
programme initiatives, providing the statistics to support advocacy and policy initiatives.  
 
 
 
 
 
 
 
 
 
 
 
 
 
Example 2: 
 
 
 
 
 
 
  

Women with 
increased 
agency, 

independence 
and equality 

National level 

 Implementation of the 
NAPs 

 Implementation of 
legislation and policy 

 Improved data 
collection and analysis 

Local level 

 Implementation of the local strategies to end 
GBV 

 Community response mechanisms  

 Creating a bridge between local councils and 
women traders 

Lobbying for 
increased 

competence 
for GBV in local 

government  

 

Raising awareness 
and prevention 

 Strategic 
communications 
strategies at local 
and national level 

 Media partners  

Ensuring that 
prevention is 

centre stage on 
national GBV 

agendas 

Ensuring 
 that all 

messaging and 
materials 
reach and 

include 
communities 
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Articles 20 to 25 of the SADC Protocol on Gender and Development requires organisations, 
communities and state entities, to adopt strategies and targets to address the high levels of 
GBV in the Southern African region with a target of halving GBV by 2015.  One of the 
provisions is to develop comprehensive multi-sectoral national action plans in all SADC 
countries. GL has worked with governments, civil society and other stakeholders to develop 
NAPs in ten countries including Botswana, Mauritius and South Africa. 
 
The major challenge in all countries is that plans that have been developed have remained 
national policy documents without filtering to other levels, particularly communities.  Until 
the piloting of the GBV indicators project, these plans also lacked effective ways of 
establishing baseline data and tracking progress. And the plans have tended to place a 
heavy emphasis on response and support, rather than prevention. Such strategies also tend 
to view women as hopeless victims, rather than survivors who have agency, hopes and 
aspirations.  
 
This project pushes for the effective implementation of the NAPs at national level in 
Botswana, Mauritius and South Africa while working towards delivery of the NAPs to 
communities through local government.  
 
At a national level GL will work with governments, civil society organisations and other 
stakeholders to strengthen national action plans using the findings of the indicators research 
to review and strengthen NAPS as well as cost and budget these.  
 
At the local level the project creates a concrete link between national policy initiatives and 
the practical implementation of strategies to address GBV in communities. The project builds 
on several years work on gender and local government to challenge the prevailing 
assumption that GBV is not a local level competence. It demands gender responsive 
governance at all levels in challenging the most flagrant human rights violation in the region.  
 
At a practical level many of the conditions that cause women to be unsafe such as poor 
lighting, lack of security in public spaces, naming streets, lack of basic services: water, 
electricity and sanitation are controlled by local government. At a systemic level local 
government is best placed to make the environment safe and secure for women. GL will 
work with local councils to ensure that these practical needs are met. 
 
 
Front cover  
 
The cover includes: 
 

 the title 
 the subtitle 
 the editors and/or the authors 
 the best images that illustrate what the publication is about  
 
See TP13 for front cover template. 
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Inside cover 
 
The inside cover includes:  

 The GL mission statement (“Gender Links is a Southern African NGO that is committed to 
a region in which women and men are able to realise their full potential and participate 
equally in all aspects of public and private life.”) 

 the publication title 
 copyright, ISBN 
 GL contact details (physical address, telephone and fax numbers, email of specific 

programme that produced the book, website) 
 the editors 
 cover photo acknowledgment 
 design and layout acknowledgment, printer 

 names of sponsors 
 disclaimer 
 logos: GL, affiliated organisations, partners, donors 
 
See TP14 & EG18 for inside cover template and example. 
 

Inside back cover 
 
The inside back cover includes:  

 the particular provision of the SADC Protocol on Gender and Development that is 
relevant to the publication 

 the relevant SADC Protocol logo.  
 

See TP15 for inside back cover template. 

 
Back cover 

 
The back covers of GL publications vary. Most include:  
 logos of GL/GEMSA/GMDC and financial supporters/donors 
 a photograph that relates to the publication 
 
Some include: 

 a blurb about the book 
 a quote or brief review of the book by a prominent person 
 the front covers of other GL publications 

 
See TP16 for back cover template. 
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Presentation of annexes 
 

 List the Annexes alphabetically (A, B, C, etc.) 
 Each Annex should have an informative yet concise title, e.g. “List of Interviewees” 
 Make sure that the Annexes list at the front of the book coincides with the order and 

content of the Annexes at the back 
 If the tables of information are not self-explanatory or require further information, 

provide a textual explanation or analysis 
 
 

Preparing images, visuals 
 
The Word document that you submit to the designer should include all the images that you 
wish to appear in the publication at the relevant points throughout the text. Each image 
needs to have a text box with a caption and the name of the photographer. The text box 
should also include the file name of the picture. Remember to compress all the images in 
the Word document before you send it to the designer (See Section 2, Chapter 14). 
 
Example:  
 
 
 
 
 
 
 
 
 
 
 
For more information on adding captions see:  
http://www.microsoft.com/education/AddCaption.aspx 

 
Copy the high-resolution images of all the photos to be used in the publication onto disc for 
the designer. Put each image into folders that will allow the designer to locate the photos 
efficiently (e.g. sort into chapters or according to country the picture was taken in). The file 
name of each image should correlate with the file name referenced in the Word document.  

 
 
 
 
 
 
 
 
 
 
 
 
 

 

Making IT work for gender 
justice:  Clementina Comate 
(centre) using Twitter at the 
2010 Gender and Media 
Summit 

Photo by Trevor Davies 

File name: Three participants 

at GEM Summit 2010 

 

http://www.microsoft.com/education/AddCaption.aspx
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CHAPTER 10: PROOFING 
 

Proofing tips 
 

 Reread text at least twice to ensure no spelling, grammar, name or other errors.  
 New chapters must begin on right facing page. (Generally odd page numbers) 
 Check to ensure that no text; pictures; graphs or other graphics have slipped during 

layout.  

 When proofing PDF documents, instead of manual proofing rather add the ‘sticky 
note’ function in Adobe PDF reader to note changes and corrections. This makes it 
easier for designers and printers to implement corrections in their layout.  
 

Numbers and graphs 
 

 Graphs are regenerated during design. Therefore check very carefully that they are 
correct. Insist that numbers are given in graphs to ensure they are correctly drawn.  

 Check numbering of tables and graphs; chapters.  
 All graphs need to have data labels (percentage points) to help the designer.  
 Check the key to ensure colours are correct, e.g. red for men, black for women.  
 Check final pagination.  
 Final page count must be a multiple of four.  

 
Spacing and pages  
 

 Check spaces between paragraphs, breaks between sentences. 
 Check for “shy sentences” – i.e. you must never have the last word of the sentence 

at the top of a new page.  

 Each new chapter must start on the right-facing page (it will have an odd page 
number).  

 Check alignment of text – words, sentences, paragraphs not indented – everything 
must be aligned. 

 Check that no text, pictures, graphs or other graphics have slipped during layout – 
e.g. blank cells in tables. 

 Check that the final page count is a multiple of four.  
 Check headings and sub-headings: size and font/bold or italics. 

 Check full stops and bullet points, they sometimes slip. 
 
Logos 

 

 Check logos; credits; captions; photo credits. 
 Ensure logos of all donors and relevant partners are used. 
 Logos should appear in appropriate places (see inside cover and inside back 

cover templates TP14 & TP15) 
 
Acknowledgments 

 
 Ensure acknowledgements thank all relevant partners, staff and donors. 
 Check acknowledgements against research. 

 See acknowledgments template and example TP1 & EG1 
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Table of contents 
Before you send the document to the designer, make sure that the titles and the order in 
which they appear correlates with the order and content of the chapters and sub-chapters 
within the text. Ensure that the page numbers of each section in the table of contents 
correlates with the page number within the text.  
 
Covers 

 
 GL, partner and donor logos on inside and outside cover. 
 Make sure the disclaimer (generally for donors) is in the inside cover.  
 Copyright and year of publication. 
 Cover photo credit in inside cover.  

 Editor and design credits in inside cover. 
 ISBN number in inside cover.   
 GL address and contacts in inside cover. 
 Blurb on outside cover.  
 Make sure that all contact details are accurate.  

 
Design 
 
Watch for: 

 Shy sentences – these are sentences where only a couple of words go over to the 
top of the next page. 

 Ragged columns at bottom of the page, where text is not aligned at the bottom of 
the page splitting tables between two pages (except when table itself over two 
pages). 

 Graphs and tabled must always be checked as numbers can slip. 
 Always check and recheck the pagination. 
 Check that all bold and italics text is in bold and italics as sometimes this is lost in 

copying over. 
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CHAPTER 11: AUDIO & VISUAL PRODUCTIONS 

 
Composition and framing 
 
The same photography conventions for composition and framing apply to video. See 

Chapter 14: Principles for good photography. 

However, with video it is vital to shoot for editing and continuity in order to achieve a 

smooth edit in post-production. Remember good audio is as important as steady focussed 

visuals. It is also important to get a variety of shots especially when shooting cutaways. See 

EG19 for examples are different types of shots. 

 

Audio visual interview how to: drivers of change  

Most of the pointers in this guide can also be applied to other audio-visual productions 
/interviews, institutional case studies and other human interest or issue-based stories. 
Many of the ethical guidelines outlined in Chapter 13: Photography Ethics apply. 
 
Equipment check 
 
Before the interview check the following: 
 

 You have a full battery and also have a spare battery 
 There is enough space or memory on the camera or SD card 
 Where possible, pack a tripod 
 You have a mic packed as the on board mic may not be sufficient in certain places 
 Camera lens is clean and unobstructed 
 Camera is on auto, especially auto focus (depending on the camera) 
 Camera is set to shoot in HD widescreen 16x9  

 
 

Setting up the interview space and composing the subject 
 
Always ensure your subject/interviewee has given consent to the interview, are aware of its 
purpose, what it will be used for and where it will be broadcasted i.e.: YouTube, GL website, 
Facebook. Ensure they are comfortable to reveal their identity. 
 

 Although it is important for the interview to be conducted in a space familiar to the 
subject, ensure that the room/space/office is quiet, away from noisy areas and has 
good lighting, preferably natural lighting (windows). 
 

 Kindly ask your subject to request that family members, friends or colleagues remain 
quiet in and around surrounding areas and not to disturb him or her whilst the 
interview is being conducted. 

 
 Make sure, especially when using the camera’s on-board mic, there are no 

background sounds: switch off all fans, air cons, radios, fridges, radios etc.  
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 Always remember to tell your subject to switch their cell phone/land line phones 
OFF, and remember to switch yours off too. A ringing phone not only disturbs and 
disrupts the interview and recording, but also has an irreparable effect on recorded 
sound. 

 

 Ensure your subject does not sit in a chair with wheels or that squeaks. 
 

 Use a tripod to ensure placement of camera is set and you can continue with a 
personal face to face interview. For this reason, ask your subject to make sure they 
are comfortable when you are setting up the shot, and remind them to stay in one 
place or position throughout the interview.  

 

 Ensure your shot, specifically your subject is in focus and the picture is sharp. 
 

 Compose the medium close up shot, leaving the subject with adequate head room. 
Do not use the zoom to compose your shot, rather move the camera closer. This will 
also ensure better sound as most cases you will be using the on board mic. 

 

 Shoot the person from a slight angle to the left or right, as you will be sitting just 
right or left of the camera and they will be looking at you.  Because the person is 
looking to the side, add space in the direction in which the person is looking, in front 
of their nose. Ask the person you're interviewing to look at you, not at the camera.  

 
 

 
 
 
 
 
 
 
 
 
 

 
 

 

 Ensure that the person is not shot in front of a window, as this creates back light and 
the subject becomes a silhouette. The subject should rather be positioned, opposite, 
at an angle to a window, to ensure their faces and the room is adequately lit. 

 

 Half way through the interview, when there is a natural break or pause, perhaps 
before you ask another question, explain to the subject that you would like to 
recompose the shot. At this point compose a close up of the person, to allow for a 
shot variety when it comes to editing. 
 

 Before you start the interview, do a sound check by pressing record and asking your 
subject to speak as they would do during the interview, to ensure your sound levels 
are high enough and the camera is close enough. Play back to see if the camera 
picks up their voice clearly.  Politely remind your subject to speak loudly and clearly.  

 

Figure 1: Medium close up Figure 2: Close up 
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 Once the camera is set up, press record, take your seat and before heading into the 
first guided question, ask some random, unrelated, ice breaking questions. This will 
allow them to get used to the presence of the camera and also enable you to pick up 
any errors, or nervous activity that creates noise - like someone jangling change or 
keys in their pocket. Stop your shoot, point it out to them, and then start shooting 
again. 

 

 During the interview, relax and listen. Don't make any “ah ha”, “mmm” or “oh” 
responses. These are difficult to edit out and can impair good sound bites. Rather 
nod quietly in acknowledgment. 

 
Conducting the primary interview  
 
This interview should not be more than 15 to 20 minutes. 
 
This interview must follow the drivers of change guide as described in chapter 8, 
however audio visual requires you to be more directive and the subject to be a more specific 
and explanatory. Furthermore, greater connection between the subject, ‘change’ and 
Gender Links will have to be made clear by the subject themselves. Although the interview 
is being recorded, it is crucial that you  pay attention to detail and take notes throughout 
the interview to ensure  all demographic information is captured, you know what cutaways 
to get following the primary interview and for the purposes of triangulation, you know who 
you should conduct follow up, secondary interviews with. 
 

 As mentioned, look at the guiding questions to draw from first. (See TP11) Then, if 
the subject has not covered everything in the template, use it to expand on any 
missing issues.  
 

 The demographic information can be gathered by asking the subject to elaborate on 
question A in TP11 

 

 Ask your subject to kindly answer all questions in full sentences, thus incorporating 
the question in their answer, but without repeating the question e.g. “Where did you 
grow up?” “I grew up in…” This is very important for editing audio visual drivers of 
change. 

 
 If in some cases the subject stumbles/stutters or does not articulate their answer 

clearly, kindly ask the question again, ask them to explain, elaborate or repeat their 
answer. 

 
 After the interview for the sake of triangulation, ask your subject if they can help you 

set up quick interviews with the people they speak about or refer to in their 
interview. 

 
 After the interview, explain to your subject that you will need to shoot some 

cutaways of them going about their day, doing work or any activities that they spoke 
about in their interview. It would be preferable that these action shots incorporate 
the people they make reference to, so as to demonstrate interaction between these 
people. 
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 Finally, double check you have all the information in your notes, such as contact 
information, correct spelling of people’s names, places mentioned and other factual 
details not mentioned in the interview. 

 
 
Conducting the secondary/ triangulation interviews 
 
These interviews are especially important as they support and give credibility to the 
information your primary subject offered in their interview. They should not be more than 3-
5 minutes long, and should follow the same rules and guides mentioned above. It would be 
preferable if these interviews were conducted in a different room or space or rather a space 
associated with the secondary subjects. 

 

 Based on your notes, ask appropriate and relevant follow up questions that will help 
corroborate what your primary subject told you about his person. Also ask them 
general questions about the primary subject; describe him/her, how they know 
them, how have they influenced them, how has he/she changed or changed their 
lives. 
 

Shooting cutaways 
 
Cutaways are visuals that demonstrate/symbolise the thoughts, activities, people, objects 
and landmarks that the subjects talk about during their interviews. Please note, unless 
specific interactions/activities are actually taking place while you are there, cutaways often 
require a degree of re-enacting and thus greater direction from you. Kindly explain the 
significance and requirements of shooting cutaways to your subjects.  
 

 Based on your notes and what subjects have said, request that you shoot some 
action and interaction cutaways. I.e.: doing work or any activity, teaching a class, 
conducting a meeting, gardening, driving their car, walking to work, singing etc. It 
would also be preferable to shoot these with the people they make reference to, at 
the specific land marks they talk about.  
 
E.g. if your primary and secondary interviewees always do the account books 
together for the local shop down the road, shoot some cutaways of this interaction at 
that shop. Remind your subjects not to look at the camera and to act as though they 
are naturally talking and conducting the activity at hand.  
 
E.g. if they make reference to a local hospital they volunteer at, ask them to visit it 
so you can shoot their interaction and activities with patients and nurses. 

 

 If you are unable to shoot specific cutaways that directly demonstrate what your 
subjects spoke of, be creative and think of other possible cutaways you could 
capture that symbolise their references.  Use the limited space you have as best you 
can. 
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Camera work and cutaways 
 

 Ensure steady shots by using a tripod. If you are good at hand held ensure your on 
board stabiliser is activated.  
 

 Ensure your mic is on to pick up any appropriate ambient sound. 
 

 Use your creativity: capture a variety of angles and shots. Medium shot, close up, 
wide shot. Follow your subjects around with the camera.  

 

 Follow the rule of thirds composition and ensure you do not cut people off at their 
natural joints. EG: elbows, knees, neck. 

 
 Do not use zoom and ensure you are zoomed out when shooting. Avoid panning. Do 

not move the camera to create motion, let your subjects move in the shot. 
 

 Hold your shots for at least 10 seconds, but do not record the same shot for too long 
i.e. more than 20 sec. 

 

 Based on your notes from the interviews, ensure you achieve as many cutaways of 
the subjects, places, activities and actions that your interviewees made reference to. 

 
Back up footage, format and recharge 
 

 Once you are finished shooting, ensure you back up all footage on a laptop, 
computer or external hard drive. 

 Unless your camera disk space is very large, format the disk/memory to ensure 
optimum space for the next shoot. 

 Recharge all batteries.  
 

Editing and postproduction 

Like all narratives there should be a clear chronology: an introduction, middle and end. 

Using the drivers of change guide (TP11) and indicators of analysis (CH6), edit the footage 

and interviews to ensure a telling, contextualised and flowing narrative. Be sure to include 

the most clear concise sound bites from interviewees to ensure the relevant and important 

questions are answered in the video and that the secondary interviewees’ sound bites flow 

on from, support and thus triangulate the voice and information offered by  the primary 

subject. Ensure that the cutaways symbolise what the interviewees talk about and help drive 

the narrative along. 

Much like writing, editing audio and visual requires construction requiring information and 

voices to be contextualised, but also demands cutting out less important information. 

However in doing so, be sure that the final edit conforms to ethical standards, all subjects 

are represented in the intended light and the narrative does not reinforce prejudices unless 

it specifically aims to illuminate and critique these prejudices. 

Finally ensure that the audio visual story maintains both ethical and narrative as well as 

technical integrity. Edit according to the AV specifications outlined below. 
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Once the clip is finished and exported, the AV editor must fill out the AV specs checklist 

(see CH7) to ensure the clip conforms to GL AV specifications and standards. The audio 

visual officer will and communications manager will then must validate the clip using the 

same check list. If any changes are required, where possible these must be implemented. 

Using the checklist the CEO should view and sign off the final product before uploaded on 

various GL platforms.  

Commissioned and outsourced productions 

All outsourced productions such as lengthy features, documentaries and info graphics 

commissioned by GL must be finalised in collaboration and exactly according to guidance 

and briefs provided by GL communications department as well as signed off by CEO/DCEO. 

All productions must conform to broadcast standards. Final submissions and delivery of 

productions and/or DVDs must be accompanied by a final script and multiple export formats. 

Delivery must be signed off using the productions delivery, quality check and archive form at 

Comms4. This is to ensure all requirements are met and correct formats are delivered and 

archived before payment is made to the commissioned production house/producer. 

GL News Service:  Audio and visual contributions 
 

Like articles, whether news, op-eds, profiles and opinion pieces, GLNS audio and visual 
contributions must provide a gender analysis/perspective, be informative, creative, engaging 
and have bearing on the SADC region. However with AV your subjects, characters, narrators 
as well as the visuals and sound are telling the story and driving the narrative. 
 
Like any story, it should have a flowing clear narrative that profiles and interrogates people 
and issues. The point and argument must be made clear through all the facets that make up 
audio and visual.  
 
Although the style and type of product can be flexible ranging from profiles (either 
people/issues), news, (either hard/soft) and mini interrogative documentaries, the product 
and the journalist/producer must as always conform to all journalistic ethics,  especially 
when it comes to facts, privacy, consent and attribution. This is particularly important when 
it comes to audio visual that interrogates certain gender issues i.e. gender based violence, 
health, HIV and AIDS and involves adolescents. 
 
As per journalistic ethics, whether writing or producing audio-visual, all subjects and 
interviewees must give consent to their contribution to your product and must be aware 
what it will be used for.  
 
For example, explaining that you are producing a short video clip looking at GBV and HIV for 
Gender Links which will be used on GL website, YouTube, Facebook and potentially may be 
rebroadcasted on TV or other online platforms within SADC and even internationally. It is 
recommended ensure the subjects and interviewees provide consent either on camera or by 
signature using the forms standard to your production/media house. 
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Video (audio visual) Specifications 
 

 For the sake of primarily online user experience, the audiovisual pieces must be 
between 3 and 10 minutes. Longer interrogative pieces can be negotiated with GL 
News for alternate broadcasts. 

 Should have a relevant, catchy title. 
 Broadcast quality camera work, sound and editing. 
 Shoot in 16:9 and HD. DV PAL format. 
 Good cutaways and sound. (steady shots) 
 Do not use commercial music that requires copyrights.  
 English subtitles (bottom screen, white, Tahoma, 25, bold) where necessary and 

possible to ensure rebroadcast in SADC and to increase audience viewership. 

 Use GL News Logo bottom right hand corner (click to download logo). 
 Supers/Lower thirds: bottom left corner. Plain white text (White, Tahoma, size 60) 
 Title screens: white text on black screen. (White, centralised, Tahoma, size 40) 
 Credits: Not rolling credits. Series of black screens and white text fading in and out. 

(see EG21-interviews). (White, centralised, Tahoma, size 60). Credits must attribute 
all aspects/people accordingly, including you and production/media house/ institution 
where necessary. 

 End with GL Productions outro (click here to download it). 
 Must be exported as a high quality FLV file for online upload. 
 Keep you project saved for the sake of changes and alternative exports. 
 Please fill out the attached AV specs checklist to ensure GL standards and 

specifications are adhered to (CH7) 
 

Uploading Audio-visual 
 

 Audio visual pieces must be uploaded to the following YouTube account as “Private”: 
GenderLinks AV   
Login: Genderlinksaudiovisual@gmail.com  
Password: glav1234 
 

 Once uploaded, please type in the name accordingly with a 3-line description/blurb 
of the piece. 

 Send an email notification to audiovisual@genderlinks.org.za and cc 
editor@genderlinks.org.za  saying your piece is uploaded, providing name of piece 
and your/ producer’s name, along with the editors AV check list (CH7) 

 Please await response and feedback, which may require you to make some changes. 
 If you experience internet problems in your country, please email as above to 

negotiate an alternative delivery such as drop box. 
 

Audio and radio specifications 
 

 For the sake of primarily online user experience, the audiovisual pieces must be 
between 3 and 10 minutes. Longer interrogative pieces can be negotiated with GL 
News for alternate broadcasts. 

 Should have a relevant, catchy title. 
 Broadcast quality sound and editing. Equalize sound and use fade ins and fade outs. 
 Ambient and relevant sound that compliments the story. 
 Do not use commercial music that requires copyrights.  

https://www.dropbox.com/s/t0pzvk0u8ve47vk/GL_newlogo.png
https://www.dropbox.com/lightbox/home
http://www.youtube.com/channel/UC9lzl3iziuRCU5skQ0_08VA
mailto:Genderlinksaudiovisual@gmail.com
mailto:audiovisual@genderlinks.org.za
mailto:editor@genderlinks.org.za
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 All radio/audio pieces must be accompanied by at least three relevant, active and 
creative photos (more if it is a soundslides). 

 Radio and audio news pieces must have a recording at the end with your name, GL 
slogan, city and country: “Sally Maluba for Gender Links News, Lusaka, Zambia” 

 Radio and audio documentary pieces must have a recording at the end:  “This 
recording is part of the Gender Links News Service: Fresh views on everyday news” 

 Please fill out the attached check list (where relevant: audio) to ensure GL standards 
and specifications are adhered to (CH7) 
 

 
Uploading audio 
 

 Only if your audio piece is less than 10megbytes (10MB), please attach and email it 
along with photo, title and a three line description/blurb of the piece to 
audiovisual@genderlinks.org.za and cc  editor@genderlinks.org.za, with the AV specs 
checklist (CH7) 

  Please await response and feedback, which may require you to make some changes.  
 If it is more than 7MB please send to the following drop box account: 

URL: https://www.dropbox.com/login?lhs_type=anywhere 
Login: audiovisual@genderlinks.org.za 
Password: genderlinksav1234 

 If you have internet problems in your country, email as above to negotiate an 
alternative delivery. 
 

NB: Gender Links reserves the right to edit the final copy of submitted work in line with in-
house style and presentation of argument that is in line with GL’s vision, that of a region 
(SADC) in which women and men are able to participate equally in all aspects of public and 
private life in accordance with the provisions of the SADC Protocol on Gender and 
Development. 
 
See EG20 for links to examples and ideas for possible GL News Service Audio and Visual 
Contributions.  
 
 
 
 
 
 
 
 
 
 
 
 
  

mailto:audiovisual@genderlinks.org.za
mailto:editor@genderlinks.org.za
https://www.dropbox.com/login?lhs_type=anywhere
mailto:audiovisual@genderlinks.org.za
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CHAPTER 12: MANAGEMENT OF PUBLICATIONS 
 

Also see Chapter 2:  Publication policies and processes 
 
 

Electronic filing of publications 

1. The final word version of publications and the low and high resolution final PDFs and 

original art works shall be stored on the P drive under publications by the 

Communications department/ Audio Visual Officer. 

2. All audio visual materials will be backed up on a portable hard drive acquired for that 
specific purpose and stored outside the GL premises. 

 

Announcing new publications 

1. All new publications shall be announced under what’s new as well as through the GL list 
serve/s. The Communications department shall be responsible for administering this 
process. Announcements will be done in consultation with relevant programme staff and 
approved by the DOP before it is sent out. 

 

2. All workshop reports shall be posted to the website in full.  
 
3. Training resources ad books shall carry a short description and be linked to an order 

form on the website. 
 
4. GL publications shall also be announced in all other appropriate ways, including through 

list serves of partner organisations and through building links with commercial and 
educational book shops. 
 

Management of stock  

1. Programme managers are responsible for developing strategies for the dissemination of 
their stock and managing stock sheets. These sheets are submitted monthly to the CEO 
through the DCEO.  

 
2. Publications shall be distributed according to the agreed strategy. This includes core 

recipients such as Donors, board members, contributors, as well as targeted recipients 
as identified in the strategy. Stock sheets should reflect the plan for the new publication 
as well as the actual distribution.   

 
3. GL shall ensure that as part of its distribution strategy and of its participation in the 

Gender and Media Diversity Centre (GMDC) all relevant regional and NGO libraries 
receive copies of its publications. This will be administered through the communications 
department.  

 
4. Publications done jointly with organisations shall be distributed as agreed by the 

partnership. 



114 

 

 
5. All programme managers are allocated cupboards. They are responsible for matching 

stock sheets with stock; labelling the shelves and keeping these tidy.    
 
6. All publications taken/removed from the shelves must be reported to the programme 

manager and Communication department for proper record keeping and reporting on a 
monthly basis. 

 
7. The DCEO shall compile a monthly stock sheet of all programme stock and report to the 

CEO on distribution strategies and gaps. The monthly stock sheets shall at all times be 
compared against actual stock.    

 
8. A total of 20 of each publication must be stored away in the reserve cupboard managed 

by the receptionist and office assistant. 
 

Sales 

The guidelines for cost recovery are as follows:  
 
1. GL workshop reports, annual reports, posters and pamphlets shall be given out free of 

charge.  
2. GL publications or productions shall be made available free of charge to sponsors (in 

some instances the quantities are specified in donor contracts). 
3. Training materials and books may be given free of charge to individuals or organisations 

that assisted in producing them, or are likely to put these materials to specific use in 
accordance with GL goals and POA, at the discretion of the CEO. 

4. GL publications shall be sold at all exhibitions and special events. 
5. The price shall be recommended by responsible managers and agreed by the 

CEO/DCEO.  
6. The Communications department shall devise various package deals, to be approved by 

the CEO/DCEO, for the sale of books.   
 

Orders, Payment and E-Sales 

1. Once an order has been received an invoice must be sent to the sales using the standard 
form on the P drive.  
 

2. Invoices must follow sequentially. 
 

3. A copy of the email and the invoice must be filed. 
 

4. Receipts should be issued for all cash payments made in the publications receipt book 
following the number sequence. The SA is responsible for reconciling cash and receipts.  

 
5. Once payment has been received the publication should be sent or delivered, date of 

posting or delivery must be recorded in the report. 
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 Any stock going out should be recorded in the stock control spreadsheet. 
 

 No publications are to be sent until payment has been received. 
 

 GL shall mount a campaign to promote E sales making use of the new online and 
credit card facility. GL shall also promote the sale of E books to reduce postage and 
production costs.  

 
 The GL Services manager shall generate monthly sales reports detailing the invoice 

numbers, name of publications sold, quantity sold and the total month. The sales 
report shall be cross-referenced to the Finance Manager’s accounting system report. 

 

Country offices  

1. Country offices are expected to keep at least ten of each of GL’s current publications and 
to display these prominently on shelves in their offices.  

 
2. Any new publications shall be dispatched to Country offices within one month. 
 
3. The GMDC officer shall draw up a checklist of commercial book shops and institutions to 

be targeted by Country offices.  
 
4. Country offices shall submit a monthly stock sheet to the Governance manager reflecting 

publications distributed and publications sold. The latter shall be submitted to the DCEO 
for the programme stock sheet and to the GL Services for the sales sheet.  

 
Reporting 

1. All orders received in a month must be recorded in the monthly report. 
 
2. All payments received per month must be recorded in the monthly report. 
 
3. Any outstanding payments should be carried forward each month and indicated on the 

monthly report. 
 
Library Policy 

1. The GMDC materials include:  

 Print: books, documents, journals, magazines, newspapers and pamphlets.   
 Audiovisual Media: videos on DVD and tape.   
 Electronic Media: databases and electronic books.   
 Other: multimedia kits and selected audiovisual equipment.  
 When materials have been ordered, the purchaser should keep a record of what       

was ordered, the date it was ordered and the price.  When materials are received 
they must checked against the original order.  
 
 

2. The general criteria for selecting library materials are listed below:  

 relevant subject matter 
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 public demand, interest or need  
 contemporary significance, popular interest or permanent value  
 prominence, authority and/or competence of author, creator or publisher  
 timeliness of material  
 relation to existing collections  
 statement of challenging, original, or alternative point of view  

 authenticity of historical, regional or social setting  
 accessibility for multiple users of electronic formats  

3. To ensure the acquisition of resources is appropriate and relevant to users may   fill in a 
Recommendation for Purchase form. GL staff will be asked for their submissions for 
acquisitions on a quarterly basis.  

4. Responsibility for book selection and lies with the librarian to be approved by the DCEO.   

5. Classification of materials is done according to the Dewey Decimal Classification system.  
Materials will be classified and uploaded into the relevant GMDC database.  

 
6. The library will be open to the general public on Tuesday, Wednesday and Thursday 

from 09h00 to 14h00hrs.  The library is a reference facility therefore all material will be 
used on site.   

 
7. In order to protect all library users’ right of access to library facilities, to ensure the 

safety of patrons and GL staff, and to protect library resources and facilities from 
damage, reasonable restrictions and appropriate safeguards to library access are 
outlined below: 
 

 Eating, drinking, smoking, or being under the influence of alcohol or drugs is strictly 
prohibited. 

 No animals are allowed into the library.  

 Mutilating and/ or stealing library materials or other library property is strictly 
prohibited. 

 Disruptive conduct will not be tolerated 
 Those caught doing any of the above shall be permanently banned from the library. 

 
8. GL staff are allowed to take out five books at any given time.  
 
9. Books should be returned to the library within two weeks.  If an extension is required, 

the librarian should be notified in good time, at the latest on the day the books are due 
to be returned.   
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CHAPTER 13: PHOTOGRAPHY ETHICS 

 
Photographs are not just taken, they are “made”. The process of “making” photographs is 
an extremely important one where gender is concerned. What the photographer looks for, 
sees, frames and shoots are all influenced by the photographer’s own deeply held beliefs. 
Photographs that appear in the public domain are critical in shaping messages about 
gender.  
 
Images are the most powerful tools both for conveying and challenging gender stereotypes. 
As an organisation that promotes gender equality in and through the media, Gender Links 
has a responsibility to implement this in the images that it produces and disseminates. GL 
uses images in both its digital and non-electronic products. Examples of these are 
publications, newsletters, concept notes and the pictures that appear on the website. It is 
important to have a thorough understanding of GL’s policies and procedures on photography 
when you are working on these products.  
 
The purpose of this chapter is to provide a standard set of ethical and legal guidelines to 
staff or consultants who take photographs for Gender Links productions. It pays particular 
attention to the gendered dimensions of ethics in photojournalism. Examples included within 
the guideline aim to clarify the ethical issues raised. An informative set of guidelines on 
photography and the law is provided to protect the legal position of both the photographer 
and his or her subjects.  
 
 
Ethical guidelines 
 
The following guidelines are based largely on the ethical issues that arise in the field of 
photojournalism. As an organisation, GL is primarily concerned with how to address bias and 
inequality in gender portrayal. It is therefore important to have a gender lens while taking 
photos for Gender Links. The guidelines below outline the gendered dimension of ethics and 
image-making. Many of these points on ethics and laws also apply to videography and 
audio-visual coverage (See Chapter 11). 
 
1. Gain the trust of the subject you photograph – earn the right to see what you 

show. Your primary ethical responsibility is towards the subjects that you photograph. 
Treat the person with respect, dignity and empathy.  
 

2. An ethical photo may only be taken with “informed consent”. This means that 
you need to ask permission from the subject to take his/her photo. The subject has the 
right to know who you are and how the photo is going to be used. Allow the subject to 
make an informed decision as to whether he/she agrees to be in the photo.  
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Photo ethics:  The cost of not abiding to photojournalism ethics 

 

 
3. Respect the subject’s right to privacy. Consent is paramount but even if the subject 

is willing to be photographed, special care must be taken to protect him/her. If you 
know that publicising his/her identity may have detrimental effects, debrief the subject 
on the possible consequences. Publishing pictures of survivors of gender based violence 
and photos of safe houses could compromise survivors protection and places of safety. 
In the case of a minor, a photo of a child should not be taken unless permission has 
been granted by their parent or guardian See Annex A for more details on privacy law.  
 
 
 
 

Adorable child in NGO fund-raising photo sues for royalties 

 

By William Easterly  

The law firm Klayme, Chaise, & Steele LLC announced today that one of their clients 
was suing the prominent non-governmental organization (NGO) Care for the Children 
(CFTC) for unauthorized use of the client’s photo as a child.. 

The lawyers revealed their client is now a sophomore at a university, but refuses to 
give his name or home country to protect what is left of his privacy. The client 
remembers vividly the day he came across the cover of the CFTC brochure “Give for 
the Sake of the Children”, which featured a picture of himself as a child. The lawyers 
said, “At no time was permission given to CFTC by the child, his parents, or legal 
guardians to take such a photo, much less to broadcast innumerable copies of it 
around the Western world to gather funding for this organization.” 

Moreover, the lawyers said, “at no time was our client compensated by Care for the 
Children, a beneficiary of such organization, or even aware of the existence of this 
organization.” Klayme, Chaise, and Steele LLC have filed a court petition to have Care 
for the Children turn over its photographic records to bolster their claim. 

Lord Mall Blacke, a spokesman for Care for the Children, said they doubted the lawyers 
could prove their client was the same as the one in the photograph. “We don’t keep 
records of individuals in our photographs. We don’t know when this photograph was 
taken, or where. We can only guess it was somewhere in Africa. Or maybe Haiti.” 

Other NGOs with similar photo and fund-raising practices are watching the case 
nervously. 

Source: http://aidwatchers.com 
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Example: 
 
Mozambique is one of the many SADC countries in which abortion is, by and large, 
illegal. In October 2010, a Mozambican newspaper published the personal details of a 
young girl who tried to induce an abortion. This is entirely unethical as it put the girl and 
her family at risk. Any recognisable image of somebody who is at odds with the law may 
encourage people to point fingers, especially when they are ready to discriminate. 
Photographers face particular problems in recording events of this nature. As a rule of 
thumb, photographers should: 

 Ask permission to publish any information on the person, especially names and 
identifiable details including recognisable features. Only publish details that the 
subject has given explicit permission to reveal. 

 Always make sure the person is aware of the potential problems with publicity. 
 If possible, get the subject to review the work before it is published to see the 

context in which it will appear. 

 Think carefully about labelling and context for any pictures, especially of “victims”.  
 
 
4. Avoid stereotyping individuals or groups of people in your photographs. 

Gender stereotypes in the media have been identified as a major source of unfair and 
unethical reporting. Be accurate and comprehensive in the representation of your 
subjects. This requires you to be careful about how you take the photo and what you 
include to provide the necessary context when photographing subjects. 

 
Example: 
 
An image that perpetuates a gender 
stereotype is, for example, a poor mother 
with ragged clothes and a starving child in her 
arms. Journalists might argue that this is a 
legitimate photo to publicise - they report on 
what happens in society and poor women 
with starving children are part of reality. 
However, there are ways in which to take 
photos that keep the subject’s dignity intact. 
One way this can be done through the angle 
of the camera – a photograph that is taken 
from an aerial angle can implicitly portray the 
subject as inferior and at a lower level than 
the audience. Getting the right angle would 
mean placing the camera at the same level or 
below the subject. Instead of taking a picture 
of the mother in a passive, docile moment, 
the photographer could wait for the right 
moment to take an action shot.  
 
 
 
 

 

This photo was taken by Trevor Davies at 
Leribe rubbish dump in Lesotho. It portrays 

the tragic reality of poverty but the woman in 
the image is in an active role, thereby 

challenging the gender stereotype of women 

as passive and docile. 
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An image that challenges gender stereotypes can 
send a powerful positive message to its audience. 
This could be a picture of a man being a caregiver 
to a child or a woman driving a taxi. These types 
of photographs contribute to promoting gender 
equality in and through the media. 
 
 
 
 
 
 
 

5. Do not alter the content of photos. Photographs that are badly edited and cropped 
distort meaning. Sometimes, it may be necessary to edit the photos in small ways to 
make it more visually stimulating: to lighten or brighten an image or add more contrast. 
This is ethical as long as it does not change the meaning or interpretation of the photo. 
Acceptable editing tools are: colour balancing, toning, limited cropping. Retouching is 
limited to removal of dust spots or red eyes. Exaggerated use of these features to add, 
remove or give prominence to details in the photo is not acceptable. Editing should 
maintain the integrity of the photo’s content and context. Do not manipulate images 
in any way that can mislead viewers or misrepresent subjects. 

 
Example: 
In the compilation of the Botswana SADC Protocol Barometer report, the Alliance 
members in Botswana noted that the picture proposed for the front cover was a South 
African woman, not a woman from Botswana (the beads on the woman’s headgear 
indicated that she was not a Motswana). The option of editing out the beads to create 
an image of a generic woman was considered but the final decision was that this change 
would be unethical. Instead, a picture of a woman who is known to be from Botswana 
was used. Also be very careful using pictures of people. For instance using a picture of a 
politician could be compromising as they may not want to be associated with the 
publication/content and vice versa.  
 

 

Trevor Davies took this photo of a woman 

driver in Cape Town in order to challenge 

gender stereotypes that abound in the 

media.  

 
 
This is the original 
proposed cover for the 
Botswana Barometer, 
which used an image of a 
South African woman. 

 
 
This is the photoshopped 
image for the front cover. 
 

 
 
This is the final front 

cover of the Barometer. 
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6. Be particularly careful when covering topics of a sensitive nature. This includes 
issues such as death, grief, juveniles, criminality, HIV/AIDS, GBV or sexuality. In these 
instances, the photographer must take the same approach as outlined in the third ethical 
point of this chapter:  

 Ask permission to publish any information on the person, especially names and 
identifiable details including recognisable features. Only publish details that the 
subject has given explicit permission to reveal. 

 Always make sure the person is aware of the potential problems with publicity. 
 If possible, get the subject to review the work before it is published to see the 

context in which it will appear. 

 Think carefully about labelling and context for any pictures, especially of “victims”.  
Example: 
 
GL produces a lot of written work on gender-based violence through its Gender Justice 
programme.  When publishing pictures of survivors of gender-violence GL takes care to 
 gain permission to take the photograph; 

 gain permission to publish the subject’s name; 
 take a picture that represents the survivor in a positive way. This is evident in the 

photograph of the “I” Stories participant below.  
 protect the identity of the survivor if s/he does not wish to be recognised. One way 

this can be done by taking the photo from behind the survivor as he/she talks to a 
counsellor, interviewer or care-giver. In the image below, the spotlight is on the 
counsellor rather than the survivor. She is present in the shot without being readily 
identified.  

 

 
 

7. Every photo needs an accurate caption. The verbal information that a photographer 
gathers is crucial. When a photographer misspells a person's name or juggles the order 
of participants in a group portrait by mistake, the result can be embarrassing, but not 
serious. But if a major fact is wrong, the result can be devastating. When taking a photo, 
it is important to ask for the subject’s relevant personal details. This includes his/her 
name, title and the organisation he/she works for. This information should be cited 
correctly within the caption.  
 

 

“I” Stories participant and survivor of 

gender-based violence, Germina 

Setshedi 

 
A photograph of a survivor can be 
taken without revealing his/her 

identity. This is framed with 
compassion and the posters give 

context and meaning. 
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8. Every photo needs to be credited with the photographer’s name. This is done 
within the caption of the photograph. If you are not the photographer of a particular 
image but wish to use it, make sure you ask permission from the photographer.  

 
For more information and guidelines on these ethics, read Photojournalism: an ethical 
approach (Lester 1999). The full text is available online:  
http://commfaculty.fullerton.edu/lester/writings/pjethics.html.  
 
For a publication that focuses specifically on the gendered dimensions of images and photo-
taking, see Gender Links’ Picture our Lives: gender and images in Southern Africa manual. 
This is available in the GMDC Library.  
 
Photos and the law (see ANNEX A for further information on privacy and the law) 
  
Ensure that neither the caption nor the contents of a photo you take violate the law or 
individual rights, such as the right to privacy. A summary of your rights and responsibilities 
as a photographer can be helpful in deciding whether you are on the right side of the law: 
 
1. Anyone in a public place can take pictures of anything they want. Public places include 

parks, sidewalks, and malls. 
 
2. If you are on public property, you can take pictures of private property. If a building, for 

example, is visible from the sidewalk, it’s legal to take the photo. 
 
3. If you are on private property and are asked not to take pictures, you are obligated to 

honour that request. This includes posted signs. 
 
4. Sensitive government buildings (military bases, nuclear facilities) can prohibit 

photography if it is deemed a threat to national security.  
 
5. People can be photographed if they are in public (without their consent) unless they 

have secluded themselves and can expect a reasonable degree of privacy. (However 
some officials and law enforcement personnel in certain countries and have been known 
to intimidate photographers.) 

 
6. The following can almost always be photographed from public places, despite popular 

opinion: 
 accidents and fire scenes, criminal activities 
 bridges and other infrastructure, transportation facilities (e.g. airports) 
 industrial facilities 
 public utilities, residential and commercial buildings 
 celebrities, law enforcement officers 
 

7. Care must be taken with some photos that feature identifiable people in them. Consent 
must be obtained from the subjects of such photos unless one of the rules apply: 
 the people are incidental to the photo 
 the identifiable person is not the subject of the photo but in one of a group in a 

public space e.g. a crowded scene 
 the photo is part of coverage of a legitimate news event that the subject has a role 

in e.g. a trial 
 the subject is a public figure. 
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CHAPTER 14: GENERAL PRINCIPLES OF GOOD PHOTOGRAPHY 

 
The purpose of this chapter is to provide practical steps on how to take better pictures. 
Using examples, it illustrates the acronym to “CARE”: closer is better; action; rule of thirds; 
and everyday beauty. This chapter also gives guidelines on how to choose better 
photographs to accompany a GL product such as a newsletter or a publication. Finally, this 
chapter includes instructions on how to write comprehensive captions for photographs.  
 
A photograph should:  

 Draw the viewer’s attention immediately. 
 Tell a story. 
 Be relevant to the context. For example, if you are photographing a fire also show those 

left homeless, firefighters, personal possessions etc. If you are covering sports, do not 
just photograph the event but also the players, the coaches, the fans.  

 
How to take pictures 
 
These basic rules on capturing visuals also applies to videography and audio-visual 
coverage. (See chapter 11). 
 
Follow this basic guideline to improve the quality of your photographs: 
 
Closer is better 
Action 
Rule of thirds 
Everyday beauty 
 

1. Closer is better  
The first thing to improve your photography is to get close.  

 
Example 1 
 

              
 

The image on the left is not bad – there is some action, a good pose 
and the background is nicely out of focus. The image on the right is 
better because it is closer. 

 
 
Example 2 
 
Look for people doing something unusual. Take lots of pictures so 
that you get the right expression. Find interesting subjects to 
illustrate your story. Props are great e.g. people holding or carrying 
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something, eyeglasses, microphone – whatever is relevant to the context.  
 
 

Example 3 
 

 
 
Photography is about emotion. Look for people 
shots that tell a story and convey emotion. 
Subjects in bright or unusual colours draw the 
viewer’s attention.   
 
 
 
 

 
Example 4 

 
Get creative with angles. Note that there is a subject in both the 
foreground and the background. You can focus on the foreground by 
pressing the shutter button of your camera halfway only on what’s 
close before you take the picture.  

 
 
 
 
 
2. Action  
 

Example 1 
 
 
 
 
 
Look for action shots that tell a story. Keep taking pictures until 
you get the right shot.  
 
 
 
 
 
 
Example 2 
 
 
 
 
 
Look for unusual or odd poses. Bright or vibrant colours make a 
photograph more appealing.  
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Example 3 

 
 
 
Look for unusual ways to tell a story. If this was for 
an article on blood diamonds, instead of using an 
ordinary diamond mine shot, use the picture of this 
man painting a diamond on a building.  
 
 
 
 
 

 
Example 4 

 
Be a good director. You want poses to be natural, but sometimes it is worth directing the 
shot if it’s not for news but for a feature. The image on the right is better than the image on 
the left. It is closer, has more emotion and is more interesting to look at.  

 
 
3. Rule of thirds  

 
Bring your picture to life by simply moving your subject away from the middle of your 
picture. Start by playing tick-tack-toe with subject position. Imagine a tick-tack-toe grid in 
your viewfinder. Now place your important subject at one of the intersections of the grid 
lines. 

 
 

Example 1 
 
 
 
The subject is placed on the far left of the grid, 
taking up one third of the image. This draws the 
viewer’s attention to the subject and makes for a 
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more interesting picture.  
 
Example 2 
 

        
 
The image on the left is an example of bad framing. The image on the right is an example 
of better framing because the main subject takes up one third of the image and we are 
given the ‘context’ in the other two thirds of the image.  
 
Example 3 

 
 
 
 
This is an extreme example of the rule of thirds but 
the principle works well for landscape pictures too. 
 
 
 
 
 

4. Everyday beauty 
 

Example 1 
 
 
 
 
 
Look for repetition.  
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Example 2 
 

                 
 

Look for unusual objects or combinations that tell a story. Note the striking colours.  
 
Example 3 

 
 
 
 
 
Look for natural frames. The trees in this image provide a frame 
for the subject. 
 
 
 
 
 
 

 
How to select better pictures 
 
When choosing photographs to use in the Photo Gallery or in a GL publication: 

 Provide relevant photos; avoid using generic pictures. 
 If photos are for a publication pay attention to whether they should be landscape or 

portrait. 
 Pay particular attention to quality, content and composition.  
 
Quality 
 
1. The main subject has clear, sharp details. A poor quality picture might be slightly out of 

focus.  
2. There are bright, interesting colours. 
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Content 
 
1. Does the photo tell a story? 
2. Is it appealing, well-composed and striking? 
 
Composition 
 
1. Are the main subject and its surroundings arranged in an attractive and cohesive way 

(remember the rule of thirds)? The right camera angle offers information such as signs, 
buildings and other people (context), which makes the photo informative and 
interesting.  

2. Does the entire frame contain relevant content? 
3. Is the picture cropped to make the subject stand out clearly? 
 
Examples of what types of pictures work and what don’t 
 
1. Profiles or headshots 
 

                                  
 
The image on the left has been used in GL products but it does not befit a professional 
publication. The subject’s eyes are closed, it is taken at an awkward angle and it is over-
exposed (the background is too bright). If the subject’s eyes had been open and the 
photograph was taken with sunlight coming from behind the photographer, it would have 
resulted in a much better photo. 
 
The image on the right is a much better example of a profile or headshot. It is close, it 
conveys emotion, it provides some context (microphone and background) and it is a clear, 
sharp image. Perhaps most importantly, the subject’s eyes are open.  
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3. Events 
 

             
 
At GL, we have variations of the same stock image: participants at a 
workshop/conference/seminar/cyber dialogue/book launch/etc. If you use these images, try 
to choose the more interesting ones, the ones that convey something interesting or unusual 
about an event that tends to be portrayed as static and boring.  
 
The image on the right shows us what not to do. The angle is problematic because the 
viewer does not know whether to look at man with his eyes half-closed in the foreground or 
the depressed-looking individuals in the background. The subjects do not convey any 
emotion other than tiredness or solemnity and this makes GL’s activities look mind-
numbingly boring - which they are not! Try to photograph and select images that show the 
lively side of these events. 
 
There are some problems with the more useable image on the left: it should be closer to the 
subject, the angle is a bit strange and the subject is looking down. Yet, it is a much better 
example of a photo taken at an event.  The subject looks like she is enjoying herself and the 
book provides context and tells us a story.  
 
4. Shots that illustrate a theme or story 
 

                
 
The image on the right was taken at a factory store owned by a Mauritian woman. The 
problem with this is that it does not tell a story. It consists of a collection of bottles, a huge 
butterfly and the window looking out to nowhere takes up most the space in the photo. 
There is no context to indicate any meaning that should be drawn from the image so it 
should not be used for publications or the gallery. 
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The image on the left is infinitely better. It is a woman trader in Nelspruit selling bananas. 
The colours are striking, her pose is natural yet compelling and the background hints at 
what might be happening in her environment. This is a great picture that tells a story and 
could be used in publications or the gallery.  
 
Writing captions  
 
Re-name all photos 
Provide well-named photos that include the name of the person photographed, the place, 
and the date. The file name of the photo should include this information that will be used in 
the caption. The file name template is:  
 
full name or description of subject_event_place_country_photographer’s initials_date.jpeg  
 
Captions are always written in the present tense. They tell the reader, briefly and clearly, 
the basic details of the picture and tie it to the story it illustrates. Like headlines, captions 
must be crisp. They must also be readable and informative, interesting and lively.  
 
Some reminders to ease writing captions: 
 
1. Does the caption say when and where? 
2. Does it identify, fully and clearly?  
3. Is the name and surname of the subject included in the picture? 
4. Are the names in the right order? List people in a group shot from the left, and specify 

the position (e.g. left or front row, second from the right). 
5. One long sentence is boring. Use at least two short, snappy sentences. 
6. Stick primarily to explaining the action in the picture, but don’t speculate. [only write 

what you are sure of rather than descriptive/subjective opinion] Is the action mentioned 
in the caption really shown? 

7. Watch attribution and don’t let libel creep in. 
8. Read what you’ve written. Are all the questions answered? Count the people in the 

picture and the number of names. Are left-to-right designations correct?  
 

Bad examples of captions from At the Coalface: gender and local government in Southern 
Africa (2007): 
 

                            
 
 
 
 

Namibia HIV/AIDS Awareness 
Photo: Colleen Lowe Morna Poverty        Photo: Trevor Davies 
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A better alternative for the image on the left could be: “Street art promoting HIV and AIDS 
awareness in Namibia”. A more suitable caption for the image on the right is “A woman 
rakes through a rubbish dump in Leribe, Lesotho”.  
 
Good examples of captions from At the Coalface: gender and local government in Southern 
Africa (2007): 
 

                    
 
 
 
 
 
All concerns relating to pictures are handled by the GL Communications Department. If you 
see an error in a caption or image, contact communications@genderlinks.org.za. 
 
 
 

 

 

 

 

 

 

 

 

 

 

 

 

Cecelia McNab-Sherally, Deputy Mayor, 

Rehoboth, Namibia 
Photo: Colleen Lowe Morna 

Street scene, Johannesburg 
Photo: Colleen Lowe Morna 

mailto:communications@genderlinks.org.za
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CHAPTER 15: IMPORTANT TOOLS FOR PHOTOGRAPHS 
 

This chapter provides important information and essential tools to help you work with the 
photographs you take. It begins by explaining the difference between high resolution and 
low resolution photos, which is essential to know about if you are using photos for a 
publication. The chapter includes sections on how to use the tools that re-size, compress 
and crop photographs. 
 
High-res and low-res 
 
What are high resolution and a low resolution photos? 
Image resolution describes the detail an image holds. A high resolution (hi-res) photograph 
is an image that is high quality, which can be used for publications. A low resolution (lo-res) 
image is one of reduced quality that can be used in newsletters and on the website.  
 
High resolution photographs are required for sharp reproduction in GL publications 
otherwise the printing quality will be very poor. A high resolution image is determined by its 
number of pixels. A higher number of pixels improves the sharpness of the image. The more 
pixels a picture has, the larger the file size will be.  
 
The best way you can tell whether an image is hi- or lo- res is by right-clicking on the file 
and choosing “Properties”. If the file is above 800KB, it is a hi-res image. If it is between 
175KB and 750KB, it is a lo-res image.  
 

 High-res Low-res 

File size Minimum 800KB for .jpeg Minimum 175KB for .jpeg 

Pixels 1500 x 2100 600 x 900 

Use Publications Word documents or PDFs that 

will not go into print, online 

material 

 
 
How to re-size an image 
 
Right-click on the image, click “Open With” and choose “Microsoft Office Picture Manager”.  
 
Click “File” and select “Export”. A menu will appear on the right side of your screen. First 
choose the folder in which you would like your re-sized image to be saved. The default 
setting under “Export selected files to” is to keep it in the original location. With this option, 
you would have to re-name the file. The other option is to save the images in a different 
location by clicking “Browse”. Select the folder you wish to save the re-sized image and click 
“OK”.  
 
Next, under “Export using this size” choose the new size of the image according to what you 
would like to do with it (use in a document, send in an email, or post on the web).  
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Compressing images 
 
How to compress an image in a Word document: 
It is necessary to compress all pictures in a document so that the size of the document 
remains manageable. It is best to do this at the very end of the writing process, as you can 
select the option to compress all the images in the document at once. Click on an image and 
choose “Picture Tools” at the top of the screen (highlighted in red).  
 

 
 
 
Select “Compress pictures” and click on “Options”. Choose the “Target output” according to 
what you would like to do with the document (print, web or email). If you are emailing the 
document, it is important to choose the “Email” option because it will make the size of the 
document as small as possible. 
 
 
Cropping images  
 
Right-click on the image, click “Open With” and choose “Microsoft Office Picture Manager”. 
Click the second button from the right (highlighted orange below) that says “Edit pictures”.  
 

 
 
 
 
A menu will pop up on the right. Click “Crop”. As below, drag the cursors that appear in the 
corners of the picture to alter the size and orientation of the image. The shaded area will be 
removed and the area that retains the original colour is what the new picture will look like. 
If you are happy with the dimensions of the image, click “OK” on the menu on the right-
hand side.  
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To save the image, click “File” and “Save as”. This is an important step because if you click 
“Save”, the original image will be lost. Choose “Save as” so that you can have both images 
on file.  
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CHAPTER 16: INTERNAL GL PHOTOGRAPH PROCEDURES 
 
This is an important chapter that provides detailed instructions on how to get by when 
taking, downloading, uploading or using photos and videos at Gender Links. These 
guidelines are invaluable as they will both save your time and the time of your colleagues 
after an event or when putting together images for a publication. The most essential 
procedures that are outlined in this chapter are: the file naming template for photos, how to 
batch-name photos and how to upload, search for and download photos from GL’s online 
photo gallery. 
 
Filing and naming conventions for photos 
 

1. CARE to take good photos (see Chapter 14). 
 
2. Snap and write: 
While you take photos, write important details: full names, date, event, place, country. 
For crowds of four or more, identify the group of people as specifically as possible (e.g. 
students, activists, workshop participants, headwomen, etc). 

 
3. Delete any unnecessary photos from the camera 
Before you download any pictures, you can quality control by deleting any obviously bad 
images. This may include photos that are blurry, photos in which the subject’s eyes are 
closed, duplicates of the same image, etc.  
 
4. Download and batch naming the photos onto your computer: 
In order to save your time, it is important to “batch name” 
the photos that you download. You can do so at this stage, 
when you connect the camera to the computer. There are 
two ways of doing this:  
 

a. Once the camera is recognised, choose “Microsoft 
Scanner and Camera Wizard” to download the 
photos. Follow the simple instructions and at the 
“Picture Name and Destination” stage, you will 
have an opportunity to type a name for the group 
of pictures you upload.  

b. Copy the pictures from a camera or memory card 
into your computer. Select all (Ctrl+A) the pictures and then RIGHT click on one 
them. On a dropdown menu select RENAME and type a generic name. Press 
enter after typing and all the pictures will change automatically. This is likely to 
be “event_place_country_photographer’s initials_date”. The rest of file names will 
automatically change. 

 
 
5. Delete more photos 
It is advisable to do a second quality check once the images have been downloaded. On 
a bigger screen, you may notice more faults with some of your photos. Delete any ones 
that are of poor quality and only keep the best images of the batch.  
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6. Rename files 
The file name should provide enough information so that a photo caption can be gleaned 
from it. The key details necessary are: name, event, place, country, photographer’s 
initials, and the date.  
 
Photo file name: name/subject_event_place_country_photographer’s initials_date.jpeg 
 
Use the file name template above and fill in the key details. Please note: only use 
alphanumeric characters, underscores or dashes. There should be no spaces between 
words because this makes the file unstable once it is uploaded on the Photo Gallery. 

 
7. Upload the photos onto the Photo Gallery (see the next section for instructions).  
 
 

Photo gallery guidelines 
 
How to upload photos  
 
All Gender Links staff are expected to upload their photographs onto the online gallery.  
 
 

 
 
 
The first step is to go to the link: http://gemcommunity.genderlinks.org.za/gallery/main.php. 
Click on “Login” in the top-right hand corner of the screen.  
 
Username: GL Staff 
Password: userpass  
 
 
 

http://gemcommunity.genderlinks.org.za/gallery/main.php
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In the drop-down menu on the left entitled “album actions” (underneath the photo of the 
“Random Image”), choose “Add items”.  
 

 
 
Choose the photo you want to upload by clicking “Browse” and finding the album where it is 
located on your computer. By clicking “More upload boxes” you can upload multiple images 
at the same time. If you do not have a fast internet connection, do not upload more than 
three photos at the same time. Click “Add items” at the bottom of the screen to upload the 
photos.  
 

 
 
When the uploading process is complete, click on each photo you have uploaded. Under the 
drop-menu “item actions” (below the “Random Image”), choose “edit photo”. It is here that 
you will have to do some editing and fill in important details. The two tabs you are required 
to edit are “General” and “Custom fields”. 
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Under “General”: 
 

1. Do not change the Name of the picture. 
 

2. Edit the Title of the picture. This should be a short, concise caption that includes the 
key details that are in the original file name. Remove the underscores, 
photographer’s initials and date. 

 
Example 
Original file name: Arthur Okwembo_headshot_GEMSummit_TD_1010.jpg  
Caption: Arthur Okwembo during the 2010 GEM Summit in Johannesburg, South 
Africa 
 

3. Fill in the Photo Date and Time. 
 
Click “Save” and go to the next tab, “Custom fields”.  
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Under "Custom fields", there is a box called "Name of staff uploading photo" - please select 
your name from this drop-down menu.  If s/he is not a GL staff member, select OTHER and 
fill in the full name in the space below.  In the next box, select the name of the 
photographer. Do the same as above if the person is not a GL staff member. Choose the 
country where the photo was taken from the drop-down menu.  Choose the programme and 
the theme of the photo from the drop-down menus. 
 
Click Save and repeat the same process for each photograph you have uploaded. Once you 
have finished uploading the photos, email knowledge@genderlinks.org.za and 
mande@genderlinks.org.za so that a final quality-check can be made. 
 
 
How to find and download photos 
 
In order to find photos for reports and publications, first go to the link: 
http://gemcommunity.genderlinks.org.za/gallery/main.php. Click on “Login” in the top-right 
hand corner of the screen.  
 
Username: GL Staff 
Password: userpass  
 

mailto:knowledge@genderlinks.org.za
mailto:mande@genderlinks.org.za
http://gemcommunity.genderlinks.org.za/gallery/main.php
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In the top left-hand corner of the screen, you will see a box called “Search the Gallery”. Like 

a Google search, type in the photos you would like to find according to peoples’ name (e.g. 

Trevor Davies), an event (e.g. GEM Summit), a country, or a theme (from the keywords 

above). After pressing ENTER a window like the one below will appear. The searched photos 

will be divided into “Gallery Core Results” and “Custom Fields Results”. The “Gallery results” 

are photos in which the person you are searching for is part of the photo while “Custom 

fields results” are photos that a person you searched for either photographed or uploaded.  
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When the results of your search have shown up, click “Show all…” so that you can view all 
the images that match your search. If you see an image you like: 
 
 

1. To download a lo-res version of the image, click on the thumbnail. Once it appears in 
a larger size (see screen shot below), right-click on the image. Choose “Save image 
as” and select a folder on your computer that you would like to save the picture in. 

 

 
 

2. To download a hi-res version of the image, click on the thumbnail. Once it appears in 
a large size (screen shot above), click once again on the image. When you do this, 
the hi-res version of the picture will start loading onto the screen. Once it has 
finished uploading, right-click on the image. Choose “Save image as” and select a 
folder on your computer that you would like to save the picture in. 
  

Photo URL and ID 
 
When you are asked to send a photo URL, do the following.  

a. Search the photo and click on the photo as if you would like to download a lo-res 
photo 

b. The copy the highlighted link below and send 
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Photo ID  

Each and every photo in the gallery has got a unique ID that would help you locate it in the 

library. The ID is digits that are at the end of the photo URL. See below 

Having a photo ID in mind/written somewhere helps you to easily locate the photo by simply 
replacing it with any photo ID and then pressing ENTER 
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ANNEX A: FOUR AREAS OF PRIVACY LAW 

“Four areas of privacy law” by Paul Martin Lester (1999) 
 
The following is extracts of a chapter on “Rights to Privacy” from Photojournalism: an ethical 
approach.  
Privacy law is divided into four areas:  

 unreasonable intrusion into the seclusion of another,  

 public disclosure of private facts,  
 placing a person in a false light in the public eye, and  
 misappropriation of a name or likeness for commercial gain (Strongman, 1987). 

 
Unreasonable Intrusion  
Consent is the most important factor when dealing with unreasonable intrusion or public 
disclosure of private facts. Generally, anything that can be seen in plain, public view can be 
photographed. Pictures in private places require permission. A photographer must be sure 
that the person who gives permis 
sion has the authority to grant the request. Some states will not accept the authority of a 
police or fire official or a landlord for a photographer to enter a private home. Written 
consent is preferred over oral consent. The Galella case was certainly an example of 
unreasonable intrusion on public property. The Lindbergh case was another.  
 
Disclosure of Private Facts 
Trespass laws require that photojournalists have the permission of an owner of a property 
before access can be gained. However, court rulings have sent mixed messages. A tenant at 
an alleged substandard apartment complex in Philadelphia gave permission to a television 
crew to enter the property. The landlord sued, but loss the case. Permission from a tenant is 
acceptable. A Kansas film crew lost its case when it was shown they used deceitful methods 
to obtain permission to film a nonpublic area of a restaurant. Misrepresentation is not 
acceptable. A Florida newspaper photographer was found not guilty of trespassing after 
obtaining permission from police and fire officials to photograph the body remains of a 
young girl killed in a fire. Permission from police officials is acceptable. However, that same 
Florida Supreme Court upheld a lower court decision in the case of a television crew who 
obtained permission from police officials to enter a private home that was part of a drug 
raid. States have different laws for journalists and trespassing. Editors should put together a 
package with the newspaper's legal representatives for all journalists on their staff telling 
them the trespassing laws that apply in their state (Sherer, 1986a).  
 
False Light 
Dr. Michael Sherer (1987) of the University of Nebraska explained the concept of false light. 
"Generally speaking," Sherer wrote, "a photojournalist can be found guilty of false light 
invasion of privacy if a person's image is placed before the public . . . in an untrue setting or 
situation" (p. 18). For there to be a false light decision against a photographer, the image 
must be highly offensive to a reasonable person, the photographer must have known that 
the image was false, or the photographer acted "with 'reckless disregard' (in other words, 
did not care) about whether the information was true or not" (p. 18).  
 
The publication of a "stoutish" woman was ruled acceptable as the court noted, "There is no 
occasion for law to intervene in every case where someone's feelings are hurt." Filming by a 
camera crew of a man holding hands with a woman who was not his wife was ruled "not an 
act of extremely outrageous conduct." A person accidentally identified falsely in a caption 
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does not constitute outrageous conduct. However, the publisher of Cinema-X magazine was 
cited for a "misidentified . . . photograph of a nude woman in a section of the magazine 
featuring I aspiring erotic actors and actresses' " (Sherer, 1986b, p. 26).  
 
Misappropriation 
The fourth area of trouble for a photojournalist in a privacy case is using a person's image 
for monetary gain without that person's permission. Clarence Arrington sued the New York 
Times for a picture it printed on the cover of its Sunday magazine illustrating an article, 
"Making It in the Black Middle Class." Arrington's "suit for invasion of constitutional and 
common law right to privacy was dismissed, but his complaint based on the sale of the 
photograph (by Contact Press Images-CPI-to the New York Times) was upheld in the New 
York Court of Appeals." The newspaper could not be sued because of the First Amendment 
protection, but CPI and the freelance photographer, Gianfranco Gorgoni, could have a claim 
against them. Unfortunately, the case was settled out of court without a ruling that might 
have protected picture agencies and freelance photographers (Henderson, 1989). A 
photographer may have the right to photograph anyone in public, but problems will occur 
when that image is published and is used to represent a class of individuals without that 
person's consent (Coleman, 1988). Freelance photographers need to be especially careful. 
One of the main reasons magazine editors and picture agency managers require releases 
from freelance photographers is to protect them from lawsuits by subjects.  
 
When covering a news event, courts have ruled that photographers do not have to conform 
to rigid rules required for a subject's consent. Nevertheless, news media organizations are 
sometimes sued by individuals who argue that because the newspaper makes money, their 
violation of privacy case is valid. Most of these cases go in favor of the news organization on 
appeal because of the newsworthiness of the images. Freelance photographers, as Sherer 
(1987) noted, "need to pay special attention to the appropriation concept. There have been 
cases in which the selling of a photograph without the permission of those in the image had 
been held to be an appropriation of the person's likeness" (p. 18).  
 
Where and When Pictures Can be Taken 
 
Public Area  
Street (Anytime)  
Sidewalk (Anytime)  
Airport (Anytime)  
Beach (Anytime) 
Park (Anytime)  
Zoo (Anytime) 
Train station (Anytime)  
Bus station (Anytime)  
 
Public School 
Preschool (Anytime) 
Grade school (Anytime)  
High school (Anytime) 
Univ. campus (Anytime) 
Class in session (Permission)  
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Public Area--With Restrictions 
Police headquarters (Restricted)  
Govt. buildings (Restricted)  
Courtroom (Permission) 
Prison (Permission) 
Legislative chambers (Permission) 
 
Medical Facilities 
Hospital (Permission) 
Rehabilitation center (Permission) 
Emergency van (Permission) 
Mental health center (Permission) 
Doctor's office (Permission) 
Clinic (Permission) 
 
Private but open-to-the-public 
Movie theater lobby (If No Objections)  
Business office (If No Objections)  
Hotel lobby (If No Objections)  
Restaurant (If No Objections)  
Casino (Restricted)  
Museum (Restricted)  
 
Shooting from Public Street into Private Area 
Window of home (Anytime)  
Porch (Anytime)  
Lawn (Anytime)  
 
In Private 
Home (If No Objections)  
Porch (If No Objections)  
Lawn (If No Objections)  
Apartment (If No Objections)  
Hotel room (If No Objections)  
Car (If No Objections)  
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ANNEX B: SOUTH AFRICAN PRESS CODE  

 

Preamble 

WHEREAS: 

Section 16 of the Constitution of the Republic of South Africa enshrines the right to 
freedom of expression as follows: 

(1) Everyone has the right to freedom of expression, which includes: 
(a) Freedom of the press and other media; 
(b) Freedom to receive or impart information or ideas; 
(c) Freedom of artistic creativity; and 
(d) Academic freedom and freedom of scientific research. 

(2) The right in subsection (1) does not extend to 
(a) Propaganda for war; 
(b) Incitement of imminent violence; or 
(c) Advocacy of hatred that is based on race, ethnicity, gender or religion,  
and that constitutes incitement to cause harm. 

The basic principle to be upheld is that the freedom of the press is indivisible from and 
subject to the same rights and duties as that of the individual and rests on the public's 
fundamental right to be informed and freely to receive and to disseminate opinions; and 

The primary purpose of gathering and distributing news and opinion is to serve society 
by informing citizens and enabling them to make informed judgments on the issues of 
the time; and 

The freedom of the press allows for an independent scrutiny to bear on the forces that 
shape society. 

NOW THEREFORE: 
The Press Council of South Africa accepts the following Code which will guide the South 
African Press Ombudsman and the South African Press Appeals Panel to reach decisions 
on complaints from the public after publication of the relevant material. 

Furthermore, the Press Council of South Africa is hereby constituted as a self-regulatory 
mechanism to provide impartial, expeditious and cost-effective arbitration to settle 
complaints based on and arising from this Code. 

Definition 
For purposes of this Code, “child pornography" shall mean: “Any image or any 
description of a person, real or simulated, who is or who is depicted or described as 
being, under the age of 18 years, engaged in sexual conduct; participating in or 
assisting another person to participate in sexual conduct; or showing or describing the 
body or parts of the body of the person in a manner or circumstances which, in context, 
amounts to sexual exploitation, or in a manner capable of being used for purposes of 
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sexual exploitation." 

1. Reporting of News 

1.1 The press shall be obliged to report news truthfully, accurately and fairly. 

1.2 News shall be presented in context and in a balanced manner, without any 
intentional or negligent departure from the facts whether by: 

1.2.1 Distortion, exaggeration or misrepresentation; 

1.2.2 Material omissions; or 

1.2.3 Summarisation. 

1.3 Only what may reasonably be true, having regard to the sources of the news, may 
be presented as fact, and such facts shall be published fairly with due regard to context 
and importance. Where a report is not based on facts or is founded on opinions, 
allegation, rumour or supposition, it shall be presented in such manner as to indicate 
this clearly. 

1.4 Where there is reason to doubt the accuracy of a report and it is practicable to 
verify the accuracy thereof, it shall be verified. Where it has not been practicable to 
verify the accuracy of a report, this shall be mentioned in such report. 

1.5 A publication should usually seek the views of the subject of serious critical 
reportage in advance of publication; provided that this need not be done where the 
publication has reasonable grounds for believing that by doing so it would be prevented 
from publishing the report or where evidence might be destroyed or witnesses 
intimidated. 

1.6 A publication should make amends for publishing information or comment that is 
found to be inaccurate by printing, promptly and with appropriate prominence, a 
retraction, correction or explanation. 

1.7 Reports, photographs or sketches relative to matters involving indecency or 
obscenity shall be presented with due sensitivity towards the prevailing moral climate. 

1.7.1 A visual presentation of sexual conduct may not be published, unless a legitimate 
public interest dictates otherwise. 

1.7.2 Child pornography shall not be published. 
 
1.8 The identity of rape victims and victims of sexual violence shall not be published 
without the consent of the victim. 

1.9 News obtained by dishonest or unfair means, or the publication of which would 
involve a breach of confidence, should not be published unless a legitimate public 
interest dictates otherwise. 
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1.10 In both news and comment the press shall exercise exceptional care and 
consideration in matters involving the private lives and concerns of individuals, bearing 
in mind that any right to privacy may be overridden only by a legitimate public interest. 

2. Discrimination and Hate Speech 

2.1 The press should avoid discriminatory or denigratory references to people's race, 
colour, ethnicity, religion, gender, sexual orientation or preference, physical or mental 
disability or illness, or age. 

2.2 The press should not refer to a person's race, colour, ethnicity, religion, gender, 
sexual orientation or preference, physical or mental illness in a prejudicial or pejorative 
context except where it is strictly relevant to the matter reported or adds significantly to 
readers' understanding of that matter. 

2.3 The press has the right and indeed the duty to report and comment on all matters 
of legitimate public interest. This right and duty must, however, be balanced against the 
obligation not to publish material which amounts to hate speech. 

3. Advocacy 
A publication is justified in strongly advocating its own views on controversial topics 
provided that it treats its readers fairly by: 

3.1 Making fact and opinion clearly distinguishable; 

3.2 Not misrepresenting or suppressing relevant facts; 

3.4 Not distorting the facts in text or headlines. 

4. Comment 

4.1 The press shall be entitled to comment upon or criticise any actions or events of 
public importance provided such comments or criticisms are fairly and honestly made. 

4.2 Comment by the press shall be presented in such manner that it appears clearly that 
it is comment, and shall be made on facts truly stated or fairly indicated and referred to. 

4.3 Comment by the press shall be an honest expression of opinion, without malice or 
dishonest motives, and shall take fair account of all available facts which are material to 
the matter commented upon. 

5. Headlines, Posters, Pictures and Captions 

5.1 Headlines and captions to pictures shall give a reasonable reflection of the contents 
of the report or picture in question. 

5.2 Posters shall not mislead the public and shall give a reasonable reflection of the 
contents of the reports in question. 
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5.3 Pictures shall not misrepresent or mislead nor be manipulated to do so. 

6. Confidential Sources 
The press has an obligation to protect confidential sources of information. 

7. Payment for Articles 
No payment shall be made for feature articles to persons engaged in crime or other 
notorious misbehaviour, or to convicted persons or their associates, including family, 
friends, neighbours and colleagues, except where the material concerned ought to be 
published in the public interest and the payment is necessary for this to be done. 

8. Violence 
Due care and responsibility shall be exercised by the press with regard to the 
presentation of brutality, violence and atrocities. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 


