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Introduction and Background
By Raashid Galant

The Gender Advocacy Programme’s (GAP) Women and Media programme
activities are closely linked to the campaign to get more women in
government, better known as the 50-50 campaign. This campaign regards
the media as one of the critical players that can influence voters and political
parties and ensure greater and equal representation of women in all spheres
of government.

The belief is that — as the most crucial carrier of information that will shape
decisions and opinions — if the media is more gender sensitive in its coverage
and reporting then:

e Political parties will put forward more women candidates
The general electorate will feel more confident in voting for women

¢ Women generally will be more confident in coming forward and making
themselves available for leadership positions

For most of 2003, the media had come under intense scrutiny over the way it
reported on and depicted women and gender issues.

The Media Institute of Southern Africa (MISA), along with Gender Links,
conducted a wide ranging study entitled the Gender Media Baseline Study;
the South African National Editors Forum (SANEF) adopted several
agreements committing its members to implement gender sensitive
standards; GAP published the “Handbook on Gender Sensitive Reporting for
Media Practitioners”, GAP commissioned a media monitoring study on how
women politicians and leaders were being reported and depicted; and the
Media Monitoring Project and the Southern African Media and Gender
Institute (SAMGI) separately did monitoring studies on how the media were
reporting on the 16 Days of Activism Against Violence Against Women in
October/November 2003.

All these various initiatives had the effect of giving prominence to the issue of
gender in the media, as well as putting pressure on the media to be conscious
of this critical issue and also to effect change within institutions.

Never-the-less, virtually all these initiatives, including the media monitoring
exercises, concentrated on mainstream and urban-based media. There was
a serious lack of information about rural and peri-urban based media.

In the run-up to, particularly, the local government elections, scheduled for
late 2005, local rural media will be the critical platforms of expression and
exposure for any women candidates. The need for more gender sensitive
reporting in this media will be greater during this period.

The GAP Women and Media programme identified an immediate need to:
1. Reflect on the performance of local rural media with respect to gender
2. To make inroads into capacitating members of rural civil society to
address any discrepancies in their media.



Hence the workshop in conjunction with the Women & Vote seminar in
Beaufort West. The response, participation and involvement at the workshop
was overwhelming. Some 60 people coming from a general radius of about
600 km from Beaufort West enthusiastically participated. Three delelgates
came from Upington and one from Port Elizabeth.

Unfortunately, only 5 media representative made it, which meant that the

objective of gaining insight and feedback from rural and peri-urban media
practitioners on their challenges with respect to gender sensitive reporting
could not be fully explored. About 25 media representatives were invited.

The participants were active community workers who were exposed for the
first time to the issue of gender in the media. The few media representatives,
all from community media, were equally enthusiastic to participate.

The workshop was divided into two sessions. Each session compromised a
format of short inputs, followed by group discussions and report backs. In
both sessions, GAP Women & Media Project Co-ordinator, Raashid Galant
and South African Media and Gender Institute (SAMGI) Director, Judith
Smith-Vialva made the inputs.

The first session could be described as a Reflection and Review Session and
the inputs dealt with SAMGI’s monitoring of media coverage of the 16 Days of
Activism, GAP’s monitoring of media coverage of women politicians and
leaders and the Gender Media Baseline Study.

The aim was to brief participants on the extent to which mainstream media
was being scrutinised on women and gender issues and the types of gender
insensitive reporting to be found in mainstream media.

The second session was a Planning, Actions and Proposals session. The aim
here was to explore strategies and efforts to make rural media more gender
sensitive. In a surprise development, the representative from the Government
Communication and Information Service (GCIS), Geraldine Thopps,
requested time to give an input to the workshop and she was gladly
accommodated.

The inputs from GAP and SAMGI concentrated on the concepts of gender
sensitive reporting and types of gender insensitive reporting. The idea was to
give participants a general idea about what constitutes gender insensitive
reporting, the implications of this reporting, where the unfairness/bias/injustice
lies in it, and how and what can be done by media to improve this.

This workshop in Beaufort West was a critical starting point for GAP to
explore gender and media issues in the much-neglected rural regions of the
country.



1. Welcome and Introduction
1.1 Raashid Galant — Project Co-ordinator for Women & Media

The aim of this workshop is:

e To establish that all-important link between the campaign for more
women in government and the media

e To highlight the role if the media

¢ To gain insight and feedback from civil society on observations and
experiences with local media

¢ To work out ways of addressing and approaching the media in our own
unique ways.

South Africa, when you glance at the progress and development of our
democracy, is doing well:
e Legislated discrimination against women is falling away;
e There are more women in government that anywhere else in the
region and many other countries in the world.

But social norms and constricting customs still confront women, preventing
them from effectively moving ahead and confidently laying claim to leadership
space.

Here is where the media comes in. It plays a sensitive role of reflecting
society and challenging society.
1. On the one hand it reflects the realities of how society operates —
sometimes in all the gory sensational detail;
2. But sometimes it can also propose and advocate for change.

It is this latter aspect of the media that we should be looking at, because now
even though a woman is equally able to stand for election as a man, there are
S0 many more social obstacles that she has to contend with than a man.

1.2 Pumla Mncayi — Director of Gender Advocacy Programme.

This day is about the role of the media in facilitating the 50/50 campaign. It is
about the role of the media in empowering women in general. It is about
addressing and approaching the media in our own ways.

The Women and Media Project at GAP dates back to 1997. GAP realised
that the most crucial tool in GAP’s work is the effective use of media to get its
message across.

From 1998, GAP has been actively engaging in media campaigns that
focussed on women in leadership, with a specific focus on women
representation in government, legislature and political parties.

GAP was clear that given the right information and skills, communities and
women in particular would have the confidence to use media to advance their
agenda / interests. Thus GAP developed/produced the Media Tool Kit.

This tool kit would be the tool in our advocacy and lobbying strategies to
empower participants in our trainings to understand media and be able to use

media to report on their experiences without any bias. At the time we were
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hoping that this strategy would contribute to transforming the media in South
Africa, the media would reflect the experiences of all South Africans in a non-
racist gender balanced manner.

But to our disappointment, to date there are serious discrepancies in the
media’s representation of women and gender.

The Gender Media Baseline Study by Gender Links and MISA findings are
that women constitute only 19% of known news sources. Black women, who
constitute 45% of the population, constitute only 4% of news sources.

GAP has a remarkable track record in lobbying and advocacy, we have
managed to influence legislation in several spheres, and issues affecting
women specifically.

Now, through GAP’s involvement with women from disadvantaged
communities, we realised that poor communities and particularly women’s
experiences seldom catch the eye of the media.

GAP therefore is seeking to increase the visibility o women and their
experiences in the region and to break down the old stereotypes. Thus media
lacks gender sensitivity in their reporting.

It is interesting that the Beijing Platform for Action put it that “The lack of
gender sensitivity in the media is evidence by the failure to eliminate the
gender-based stereotyping that can be found in public and private, local and
international media organisations. Print and electronic media in most
countries do not provide a balanced picture of women'’s diverse lives and
contributions to society in a changing world.”

As we are celebrating 10 years of democracy and to be voting next month,
still out experience is that women'’s role as stakeholders in leadership and
government still takes the back seat. Under-representation of women leaders
in the media therefore will mean that women have no role to play in the public
arena.

We believe that women in political decision-making bodies put women’s
concerns on the agenda. Now with the under-representation of women in
government that would be a sad loss to the country as a whole as women'’s
issues touch the livelihood of each and every one.

We believe that media is very influential in promoting change in the public
arena. But the challenge to media is to engage in gender sensitive reporting.



2. Session #1

2.1 Judith Smith-Vialva: Southern African Media and Gender
Institute(SAMG):

Findings of Media Monitoring Report: 16 Days of Activism 2003

The media monitoring of the 16 Days of Activism 2003’ brought some
surprises, positive signs and areas for improvements to the surface. During
the 16 Days of Activism 2003, SAMGI monitored the Cape Times, the Cape
Argus and Die Burger where they looked at articles on gender-based violence
and stories on the 16 days of activism, with a specific focus on whether these
two were linked and where they appeared in the newspaper. In total 61
articles were found in the three newspapers dealing with gender-based
violence. Only 14 of these stories were linked to the 16 days campaign and
printed in the news section. Two of the articles on the 16 days campaign
appeared in section other than the news section of the papers.

Articles Found

Newspaper Linked Articles | Not linked Other Articles
articles (not in the news
section)
Cape Times 6 14 - 3 not linked

- 1 linked article

Cape Argus 4 10 - 8 not linked

- 1 linked cartoon
- 1 linked article
- linsert of 6
pages

Die Burger 4 6 - 4 not linked

- 15 not linked
articles

Total 14 30 - 2 linked articles
- 1 linked cartoon
- 1 insert

Out of the 44 articles that were found in the news section on violence against
women 31% (14 stories) were linked by the writer to the 16 days of activism.
It was concluded that gender-based violence has news value but not with a
high priority. A minority of the journalists made a link in their articles between
an account of gender-based violence and the running 16 Days of Activism
Campaign.




Found articles Found linked articles

Linked
articles
26% 3%

G 74%
Not

linked
articles
74%

23%

O Linked articles in news section
M Linked articles not in news section
OLinked articles B Not linked articles O Not linked articles

Data
Total found articles: 61 articles
Total linked articles: 16 articles (14 in news section, two in other sections)

In total 30 articles were found on gender-based articles that were not linked to
the 16 days and were printed in the news section of the newspapers. The
Cape Times printed 14 articles on gender-based violence, the Cape Argus 10
and Die Burger only 6, in a time span of 16 days.

The majority of the articles dealt with court proceedings in rape (11 articles)
and murder cases (9 articles) where women were the survivor or victim. Each
newspaper printed a different article on 3 different assault cases. This proved
that when reporting on gender-based violence the media chooses to focus on
subjects such as rape and murder while there are a lot of positive,
newsworthy events, especially during this period.

Newspapers do not give a high priority to articles on violence against women.
Of the 61 that were found, only one appeared on the front page of a
newspaper (Cape Argus). The article, however, was not linked and described
a former Johannesburg policeman hijacking two vehicles and killing a sex
worker. It can be concluded that the 16 Days of Activism did not have a high
news priority for the newspaper media.

Page numbers found linked articles

articles

— |
=

N 1

©

Front
10
12
14

page numbers

O Cape Times B Cape Argus ODie Burger

Data linked articles found in news section
Total Cape Times: 6

Total Cape Argus: 4

Total Die Burger: 4

It is suggested that newspapers provide a contact address of an organisation,
crisis centre or help line at the end of an article on gender-based violence.
The media could play an important role in ending violence against women and
children. It could assist in getting gender-based violence the attention it
needs and deserves from the government and all the citizens of South Africa.
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A positive sign was the balance in the use of sources in the articles that were
linked to the 16 days of activism. There was a balance between the use of
male and female sources (50%-50%). Another positive fact is that female
reporters wrote 70% of all the articles linked to the 16 days. This corresponds
with the outcome of a global study done in 2000 by the World Association for
Christian Communication that reflected that 31% of all reporters are women.
In a news environment free of bias it would be expected that women would
make up 31% of reporters in each individual topic area. But the study
indicated that there was an increased amount of female reporters covering
topics such as health, environment and education. Almost no women
reporters cover foreign news and sports. This, therefore, coincides with
increases amount of women reporters covering the 16 days of activism.
However, women reporters should not be assigned to cover specific stories
simply because they are women.

reporters of not linked articles
10

8

6 i

4 H |

2 i

0 I : : :

Female male Sapa staff reporter
‘ OCape Times E Cape Argus ODie Burger

Data

Cape Times: 3 female, 2 male, 4 Sapa and 5 staff reporter.
Cape Argus: 3 female, 3 male, 1 Sapa and 3 staff reporter.
Die Burger: 2 female, 4 male, 0 Sapa and O staff reporter.

In conclusion, the print media did pay attention to the 16 Days of
Activism Campaign and printed a lot of good articles. However it is
disappointing that these articles were mostly in the back of the newspaper
and were not given the priority it deserves. The media plays an important role
in changing stereotypes and society’s view on gender-based violence and
women. The report highlighted especially one fact, as Professor Lizette Rabe
states in the foreword to the report: "if it is a women'’s issue, it is a non-issue.
And non-issues constitute non-news.”



2.2 Raashied Galant: Gender Advocacy Programme

Gender Media Baseline Study:

Gender Links and the Media Institute of Southern Africa launched the Gender
and Media Baseline Study in 2003. The main aim of the study was to provide
baseline data for monitoring progress or regression towards achieving gender
balance in media coverage. The complete report covered 12 SADC countries
but we will be focussing on South Africa only.

Key findings of the report:

¢ Even though women make up 52% of the South African population,
they only constitute 19% of sources in the South African media.

e More disturbing is that black women, who make up 45% of the South
African population, only constitute 5% of sources in the South African
media.

¢ Women politician, who make up 30% of all politicians, only constitute
8% of sources on political issues.

e Women are largely sourced as homemakers, beauty contestants and
homemakers.

¢ Men’s voices dominate the topic areas of economics, politics and even
gender equity.

This proves that the South African media largely silences the voices of South
African women. And when you silence somebody it infringes on their right to
Freedom of Expression. In the South African media there is definitely an
imbalance in the reflection of society and it limits the notion of women in
society. The media portrays a stereotypical view on women, thereby reducing
a woman to a mere instance of a characteristic.

There are four types of reporting:

1. Blatant Stereotypes
e Gender stereotype: Socially constructed beliefs about women and
men that are constructed through songs, sayings, proverbs, the media,
religion, culture, custom, art and education.
e Examples of blatant gender stereotyping:
Women are victims
Women are only interested in physical appearance
Women are dependent on men for success
Men are tough and virile
Men don’t cry
Men rape to satisfy sexual urges
Women can only occupy certain professions

VVVVVVYV

2. Subtle Stereotypes
e Articles that lack context
e Gender insensitive language
e Limited sources

3. Gender-blind Reporting

e Atrticles that fail to explore the gender dynamics of issues where this is
possible



4. Gender Mainstream Reporting

e The ideal form of reporting that we should encourage the media
toward.

¢ Gender effectively mainstreamed in the article

2.3 Questions

What about monitoring advertisements?

Advertising has a big impact on society, especially the youth and women and
it is known to promote gender-blindness. SAMGI is aware of this and will be
conducting a study that focuses specifically on ads in order for these issues to
be addressed. However if there are any complaints relating to specific ads,
these complaints can be brought to the attention of SAMGI and will be taken
up with the appropriate authorities and/or complaints commissions.

What if the media doesn’t want to take your statement?

You have a right to reply and if the media does not grant you this right you
can complain to the Press Ombudsman or the Broadcast Complaints
Commission. You can also write a letter to the editor of the publication.
However, getting stories published depends on certain skills and capacity
building around this needed for NGO’s and CBO's.

Is community radio more effective?
It is difficult to say, as community radio needs to be monitored as media
monitoring thus far has focused largely on urban and mainstream media.

How does one deal with the difficulties in getting journalists to explore gender
dynamics?

This should be taken up in the newsroom. The newsroom needs to be
committed to training journalists to be gender-sensitive and gender should be
mainstreamed throughout.

More clarity on the statistics on women as political sources in GMBS
Women are playing a major role in parliament but this is not reflected in the
media.
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3. First Working Group Session — Reflection and Review
3.1 Working Group 1

Experience in accessing your local media

1. Does your local media report on community-based issues?

0 The local media does report on community-based issues but not with a
focus on women or in a very gender-sensitive way.

0 There has been a problem with the licensing for the local community
radio station and therefore the radio station is often of the air. This
means that radio coverage of community-based issues is not constant.

0 Reporting of community-based issues tends to focus on the negative
aspects in the communities, e.g. rape, murder, etc.

2. How reqularly are community-based organisations and NGQO's featured in
your local media?

o It was generally felt that NGO’s and CBO’s were not often featured in
the local media and if they were they didn’t get a high priority.

0 There also seems to be lack of interest from journalists to cover stories
on NGO's and CBO'’s, even when approached to do so.

3. How easy/difficult is it to get coverage in your local media? What
strategies do you use?

o Itis difficult to get coverage largely because of the lack of interest from
journalists. Politics takes a higher priority but even then the focus is
never on the women leaders.

o Basically, the only strategies organisations use it to call the journalists
to inform them of events, campaigns, etc. It was suggested that
communities receive writing skills training in order for them to write
their own articles, which they can hand to the journalist, who will then
edit it and try to publish it.

o0 It should also always be remembered that community newspapers
often don’t have a journalist in the area.

4. Does your media have space for public forums (e.q. letters, phone-ins,
tele-letters, rights of reply)?

o Even though there is a space for public forums they are often not very

effective. E.g. Community members often don’t have access to

telephones or cannot properly structure letters.

There is an urgent need for writing skills training in the communities.

o Journalists should also be more involved with the communities on a
one- on-one basis, where possible. The public / community still largely
sees the media as being inaccessible.

(@)
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5. Are local community efforts on issues such as HIV/AIDS and poverty given
coverage?

o These issues are given coverage but even more so when the
communities inform the media.

o The local media generally tries to be positive when reporting on these
issues.

o Itis important for organisations to approach the local media, especially
in the rural areas where there often are no journalists.

3.2. Working Group 2

The performance of local media on gender sensitive reporting

1. How are women most often depicted in your local media?

o Negatively, most often as victims. Reporting is also sensational and
women are often only reflected in gossip stories.

2. Are women depicted dynamically beyond traditional roles?

o0 Very seldom. Women in leadership are not reflected.

3. Does vour local media empower women through reporting?

o No, reporting with regards to women are negative and often incorrect.

4. Are there women’s voices in your media?

o No, very little.

5. Does your local media explore the specific impact of issues such as
HIV/AIDS and poverty on women?

o Inreporting on women and HIV/AIDS, women are often at fault and the
reporting is negative. Reporting on the impact of poverty on women is
invisible.

3.3. Working Group 3

Women leaders in local media

1. Does your local media report on women and governance?

o0 Reporting on women and governance doesn’t happen spontaneously.
Women have to inform the media about activities and events.

o Where the majority of journalists are women of a specific newspaper or
radio station there is willingness and a commitment to report on women
and governance.

o On community radio the community slots gives a voice to women and
governance. There is also often a forum for people to phone-in.

o Often community radio stations, especially in rural areas, are religious
and do not necessarily give women a voice. They may even, in some
case, work against gender equality, especially with regards to gay and
lesbian issues.



2. Are your local women councillors reqularly given a voice in your local
media?

o No, only sometimes when it's a women’s issue, e.g. 16 Days of
Activism.

o Often a programme to give a voice to women councillors is initiated
and organised by women’s organisations.

o Often women councillors get invited by the media but then send
someone else, often a man, because they allegedly haven’t voiced the
government in the right way.

3. Are local women leaders regularly given a voice in your local media?

0 Sometimes, but the print media loses than the community radio
stations.

o Local women need skills on how to engage with the local media and on
how to invite the media to events that are newsworthy and informative.

o Itistoo costly for organisations to put ads in newspapers to inform the
community of their events.

o Often racism stops the publishing of articles as most journalists in rural
areas are white and the story then often reflects racism.

o Often having a profession, like being a nurse, helps to get stories in the
newspaper.

o Often the newspapers target audiences along racial lines and the
target audience is often white.

4. Are the voices of local women leaders heard on issues such as HIV/AIDS
and poverty?

o Often on HIV/AIDS, but not on poverty.

o Women leaders are heard on the issue of HIV/AIDS but in a more
general way, not from the perspective of a leader in the community.

o There is often a difference in how a story is reported and what actually
happens on the ground.

o There is no communication between women in government positions
and the women on the ground.

3.4. Working Group 4

The depiction of women in local media

0 The depiction of women in the local media is often sensational. The

media is also intimidating to women.

The media tends to find fault and do not report correctly.

0 Issues like rape are given little coverage and there is no follow-up
reporting.

0 There is no recognition of women leaders in rural areas. Journalists
give excuses for not having to come out to the rural areas but when, for
example, a white woman is attacked, the media will come out to report
on the incident. This reflects a definite race/gender bias on the part of
the media.

o The media often only takes the men’s point of view into account.

o As media practitioners, journalists are given leeway to deal with various
gender issues in talk shows.
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0 Lack of community radio limits the coverage of community issues and
mainstream radio is reluctant to give coverage to these issues.

o Culture and tradition limits the ability of community media to challenge
gender norms.

4. Session #2

4.1. Geraldine Thopps: Government Communication and Information
Service (GCIS)

The main aim of the GCIS is to help meet the communication and information
needs of the government and the people. In order to do this it must have a
relationship with NGO’s and CBO’s. Each GCIS office also has a media
liaison officer.

It is imperative that NGO’s and CBO’s make use of GCIS and the services
and information it has to offer as GCIS can assist in improving their relations
with the media. Government, NGO’s and CBO’s have to work together to
close the gap between the people and the media.

Civil society also has to take the responsibility upon itself to approach the
media. In rural areas it is often the case that there are no journalists in the
area therefore there is no way for them to be aware of what is happening in
that area or that community unless they are approached and the stories are
brought to them. Civil society also has to hold the media accountable for the
role they play in society because with communication and information the
lives of people can be improved.

There is a definite need for writing skills workshops for community
organisations, especially at grassroots level and especially in rural areas.
This will empower the communities to write their own stories, which they can
send to editors of newspapers for publication.

The GCIS has a huge struggle on its hands with getting the national media to
be interested in community issues. They therefore need to the assistance of
NGO’s and CBO'’s to develop strategies to approach the national media to
improve reporting in issues affecting rural areas.
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4.2. Raashied Galant: Gender Advocacy Programme:

Gender Sensitive Reporting

GAP’s approach to the notion of gender sensitive reporting is a holistic
approach. Itis not sufficient that an individual journalist or reporter should
decide to want to be more gender sensitive. There is a need for institutional
undertaking and commitment.

This first step would be for a media institution to recognise that its output
should be more gender sensitive.

The next step will be to adopt guidelines or codes that will set out exactly the
standards and/or limitations.

Then it must also commit to training on two levels:
1. to empower women within its workroom structures so that more women
can advance professionally;
2. to enhance understanding of gender issues generally

Finally, the institution as whole should commit to monitoring. This is critical to
consistently evaluate the media output and the extent to which it is improving
or not.

At a newsroom level, the main problems are:

e Lack of balance in men and women'’s voices/experiences. This
indicates a need for media practitioners to portray women through a
range of experiences and situations. Women are more than just
housewives, victims of rape, beauty queens or prostitutes.

e Lack of critical comment from women experts. Media practitioners
should balance male and female sources. Journalists should also seek
out female experts who can comment on a range of issues.

e Stereotypes of men and women.

e Sexist language.

4.3. Judith Smith-Vialva: Southern African Media and Gender Institute
(SAMG):

Gender Insensitive Reporting

It is imperative that gender should not be seen in isolation and it should be
recognised that the use of language plays an important role in reinforcing or
challenging stereotypes. Gender insensitive reporting and the language used
in this kind of reporting reinforce gender stereotypes.

The media needs to recognise that to improve the standard of reporting,
sources needs to be diverse and need to truly reflect society. The media
needs to be held accountable for bad images and bad reporting that reinforce
gender stereotypes.
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5. Second Working Group Session — Planning, Actions and
Proposals

5.1. Working Group 1
Strategies to make local media more gender sensitive

1. What can be done at community level?

O O 0o

(@)

Involve media in all activities, programmes regarding gender.

It is important for NGOs and CBOs to approach the media.

Build a relationship with the media.

Encourage the community to study journalism and partake in training
courses.

Constantly writing articles on gender issues and giving them to your
local media.

Allocate a space in newspaper for gender issues.

Community must monitor the media and respond to gender insensitive
reporting.

2. What can be done by organizations such as GAP?

O O O0OO0OO0OO0OOo

Training for journalists and community members.

Writing skills, media skills training for community members.
Gender training for journalists.

Media monitoring.

Assisting CBOs and NGOs with media coverage for events.
Advertise trainings.

Mainstreaming gender in all reporting.

3. What can be done specifically during the election periods?

(0]
(0]
(0]

More focus on women politicians and community leaders.
Highlight achievements of women leaders.
Portray women in general in a more positive light.

4. \What can be done by media practitioners/ media institutions?

(0]

Media practitioners should involve women in the process of getting the
stories. l.e. more woman sources, invite more women to be on talk
shows etc.

NGOs and CBOs should access the resources of media practitioners,
media liaison officers of government departments etc.

Civil society needs to be made aware of resources available to them.

5.2. Working Group 2
Strateqgies to hold the media accountable to gender sensitive reporting.

1. What can be done by individuals to keep a check on their local media?

(0]

(0)
(0]
(0)

Speak out.

Phone-ins.

Regular communication between the media and communities.
Good understanding and relationship with the media.
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2. What can be done at community level?

o Communities have to stand up for their rights.
o Mobilise communities for campaigns, marches, petitions, etc.
o To form monitoring groups.

3. What can be done by organisations?

o To enforce laws and policies regarding women’s rights and gender
equality.
o Build a relationship with ICASA.

4. What can be done specifically during election periods?

o0 Monitoring and regular and effective communication to ensure that the
information broadcast about political parties is correct.

5.3. Working Group 3
Strategies to get more women’s voices in local media

1. What can be done at community level?

o Government has to provide support for more different types of women
such as students and workers, to be brought together.

o Develop more support groups.

o0 Need for more workshops for more information and skills. E.g.
information about local government, women and media and HIV/AIDS.

o0 Looking also at support for non-discrimination.

o Communities must approach and make efforts for skills development
approach: GCIS and GAP.

o Interact and be open with media.

2. What can be done by organizations such as GAP?

0 Assist in sourcing funding for workshops and to run workshops.

o0 Media must be empowered with gender skills.

0 GCIS can do a door-to-door campaign to invite women to acquire
media skills.

o Constantly source partnerships with others.

3. What can be done specifically during the election periods?

o Education campaigns about democratic rights by community media
and GCIS so that women are aware and familiar with democracy.
0 Raise awareness of policies on women

4. \What can be done by women community leaders?

0 They must stand for women'’s rights.
o0 Councillor must adopt/promote 50/50 campaign.
0 Actively promote women'’s issues in governance for communities.
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5.4. Working Group 4
Strategies to improve the image of women in the media.

1. What can be done at community level?

O O O0OO0Oo

Events highlighting the achievements of women.

Media training for women to use it.

Letters to the editor about reporting.

Identify female role models in community and unite and submit articles.
Networking between people.

2. What can be done by organizations such as GAP?

(0]

(0]

Women-specific reporting e.g. Piggyback on events (national) like
women'’s day.

Policy — to show women as role models, as survivors, as workers,
other sectors in the public sphere.

Organisations can identify women leaders/ achievers/ survivors/
activists and organise media to interview them.

Organisations need to be up to date with what is happening.

Letter to media — informing them about your organisation and activities
to use media as a marketing tool about work done.

3. What can be done specifically during the election periods?

Highlight women leaders in the community: profile them.

Help women leaders to organise meetings and rallies

-> it is difficult with politics involved, but you can write letters from a
non-partisan position.

Skills are needed by organisations to engage with media, e.g. election
themes.

4. What can be done by women / women leaders?

Women must be able to give to each other.

Women must acknowledge themselves and their achievements and
strengths.

Women leaders can contact radio stations / newspapers to sell
themselves - be more assertive.

18



