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Executive summary 

 

This baseline assessment aimed to establish the prevailing status of media houses and media–focused 

CSOs with regards gender mainstreaming, specifically focusing on the following objectives: 

i. To explore the gender dynamics inside media organizations due to their working environments 

and outside the media due to the nature of media productions 

ii. To establish the number and identity of media organizations with or without gender policies, and 

explain reasons for each organization’s status 

iii. To assess the gaps in gender knowledge and needs for technical capacity as well as willingness of 

media managers to participate in requisite programs 

iv. To determine the nature of interventions that are necessary to improve the gender 

consciousness of media houses and media–focused CSOs. 

 

Information was collected by interviewing 17 senior management staff members, nine of them female, 

from nine media organizations, and facilitating one focus group discussion with 15 freelance journalists of 

which nine were female.  While media organizations engaged were all based in Harare, the freelance 

journalists represented all the ten provinces of Zimbabwe.  The research further reviewed literature that 

various media organizations have compiled on the basis of their experiences. 

 

Key findings 

 Media–focused CSOs that informed the study are all engaged in advocacy work in pursuit of media 

freedom and freer access to information, and they use community outreaches to disseminate 

information, while technically supporting the media houses to strengthen various aspects of their 

work, especially by instilling professionalism. 

 Men constitute the larger proportion of media workers in the profiled organizations (72%) than 

women (28%).  This is an improvement from the 2013 status where, according to MMPZ (2013) there 

women constituted 13% of top management staff and 17% of editorial staff.   The study showed this 

to have far reaching gender–related consequences and implications. 

 Profit–oriented media houses operate under pressure on two fronts, namely to meet tight deadlines 

and to match the highest standards of quality that satisfy market demands.  Now, within a patriarchal 

society where men constitute the greater proportion of the media workforce, business clients and 

consumers of media products, there is always a high risk to provide services that satisfy the needs of 

men more than those of women. 

 There are more male employees and board members than female ones in media organizations mostly 

because it was reported that young trained female media experts looking for employment tend to 

evade the media industry in favor of other professions because of the documented challenges now 

associated with female journalists (e.g., risk of being sexually harassed).  Historical imbalances in 

access to education over the pre–1990 years have seen men owning all media houses, dominating 

leadership positions and creating barriers that are difficult for women in the media industry to 
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breach.  On the other hand this research identified a number of factors that make the journalism 

profession repellent to young women after training (e.g., the threat of sexual harassment and 

negative stereotypes associated with female journalists such as the perception that they are sexually 

“immoral”). 

 Numerical dominance of male employees and leaders in the media industry alone is not the gendered 

problem per se.  The problem is located within the complex combination of male numerical 

dominance and other concerns such as low gender awareness among media workers, absence of 

gender policies in media organizations, a history of regressive relations between men and women, 

and a patriarchal society that accepts all these ills. 

 There is still some gender–insensitive reporting happening, which reinforces patriarchal systems that 

account for women’s marginalization and keeps consumers of media products uninformed.  As a 

result, the participation of women in programs that media organizations implement in order to 

empower or enlighten citizens has remained lower than men’s.  Men continue to dominate as 

sources of news, which leaves media houses projecting male voices and marginalizing female voices 

and perspectives. 

 Some media–focused CSOs have developed their gender policies while all sampled media houses 

either have not or are in the processes of formulating some, but all of them indicated that they will 

need technical support to revise outdated gender policies or conclude the processes not only of 

developing the policies, but of implementing them. 

 There is minimal experience and knowledge sharing between media houses and media–focused 

CSOs, especially the former, which are generally operating as islands.  Of course that is largely 

because of each institution’s quest to remain viable amid stiff competition from other players in the 

industry. 

 

Key recommendations 

GMC should: 

 Continue supporting media organizations to develop their gender policies anew or to revise existing 

gender policies that may have been overtaken by emerging circumstances.  These policies must 

address imbalances in numbers between male and female media workers while making the media 

environment friendly enough for the open discussion of gender–related challenges as sexual 

harassment.  The same should ensure that contents of media products are gender–sensitive and 

gender–balanced, with women’s voices being projected as much as men’s. 

 Support the building of media women’s capacity to the level where they can compete favorably with 

male ones.  These efforts will need to include motivational sessions to boost women’s assertiveness.  

Young female journalists still studying or entering media professions will need mentoring to improve 

their professionalism and empower them with the tools for fighting exploitation or manipulation. 

 Facilitate exchange learning sessions among media organizations for sharing gender–related 

experiences and building strategic synergies. 

 Support processes for developing strategies of improving the working environments in media 

organizations so that sexual harassment cases are swiftly reported when they occur and decisively 

dealt without risk of victimization. 
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 Continue to carry out research on strategic gender issues in the media in order to keep advocacy 

messages evidence–based and current. 

 Rebrand female journalism, and market the profession to aspirant young women through initiatives 

like career guidance for media students and induction of young media professionals entering the 

industry for the first time. 

 Consider equipping journalists with skills of engaging with women sources of news to increase the 

proportion of reports that strongly feature women’s voices.  This recommendation considers 

freelance journalists’ report that it is difficult to get stories from female news sources, who first have 

to obtain permission to share their stories with the media from a spouse, sibling or parent. 

 

At community level: 

 GMC should maximize its marketing of the directory of female news sources to journalists in order to 

amplify women’s voices in media reports. 

 Media organizations should support media literacy education in communities and engage women in 

groups that are separate from men’s during their community outreaches. 
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his baseline assessment was commissioned to scan Zimbabwe’s media landscape to establish 

the status of media houses and media–focused civil society organizations1 (CSOs) with regards 

mainstreaming gender in their operations, especially by formulating and/or implementing 

gender policies, and projecting the voices of men and women equitably in news productions.  It is a 

follow up of a similar exercise that was held in July 2014, which focused exclusively on media houses 

and revealed that, except Zimpapers which had a gender policy in draft form, no media house had yet 

developed any gender policy.  Female voices were found to be marginal in news items, especially on 

politics, economics and business. 

 

The July 2014 baseline assessment informed a nine–month program of the Federation of Africa Media 

Women Zimbabwe (FAMWZ) now known as Gender and Media Connect  (GMC) to support the 

formulation and implementation of gender policies while marketing prominent women with potential 

to be quoted as sources of news in the media.  This baseline assessment therefore entails an 

evaluative aspect involving a follow up on progress made through the programs that GMC 

implemented.  The study’s focus has been expanded to now include media–focused CSOs in its 

sample.  GMC observed and learned that it is incomplete to target and develop media houses without 

the involvement of media–focused CSOs, which proved to experience similar capacity–related 

challenges with those that media houses reported.  Further, unlike the 2014 baseline survey, which 

collected data from journalists, the current baseline targeted the managements of media houses and 

media–focused CSOs. 

 

1.1. Background to the gender and media discourse 

 

Pietila (2002) defines gender as socially constructed roles of men and women ascribed to them on the 

basis of their sex, which she defines as one’s fixed, hormone–determined and/or natural biological 

processes and physical characteristics.  United Nations (1999b) add that gender is reproduced in the 

realm of material practices such as the distribution of resources, wealth, work, decision making and 

political power.  In turn gender influences the outcomes of these material practices, where, subject to 

cultural differences, men or women end up disproportionately enjoying certain entitlements within 

their families and communities.  Different cultures have social processes by which people learn their 

gender roles and identities, which determine their access to resources, rights, opportunities and 

expose girls, women, boys and men to various age–specific vulnerabilities and favors.   

 

Consequently gender entails the asymmetry of power between men and women, which qualifies it 

among other attributes for social stratification such as race, age, ethnicity, sexuality and so forth.  

Therefore in assessing vulnerabilities to which children can be exposed in whatever setting, it is 

                                                        
1 The difference between media houses and media–focused CSOs is that the former are involved in 
producing and disseminating news while the latter implement programs in support and for the 
development of the media, including by striving make the operations of media houses more effective. 

T 

1 
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necessary to understand the social constructions of gender identities and unequal power sharing 

structures between sexes in any given community.  In concurrence with this, Morgan (1996: 71) 

defines gender in terms of ‘difference and inequality’ between men and women or boys and girls and 

further contends that “all situations are gendered, although few, if any, are purely a matter of 

gender”.  The United Nations Development Report (in Pietila, 2002: 67) goes to the extent of warning 

that “human development, if not engendered, is endangered.”  In view of this, it could be worth 

asking how social constructions of gender are reinforced in any given society, and this is where the 

media enters the picture. 

 

Across the world, the cultural underpinnings of gender inequality and discrimination against women 

are reinforced through the media.  Various institutions over the years have published various reports 

on gender and media.  The news media’s position of being the major and most influential source of 

information, ideas and opinion for most people around the world makes it a key element of the public 

and private space in which people, nations and societies live.  Who and what appears in the news as 

well as who is left out or what is not covered, and how people and events are portrayed matter. 

 

The media shapes the public’s conceptions of what it means to be male or female.  It holds the 

responsibility of reflecting pressing social issues affecting women and men as well as the authority 

and ability to shape public opinion, perception and influence policy.  If topics that impact on the lives 

of women are inaccurately or insufficiently portrayed, they consequently shape and perpetuate how 

the public continues to understand gender issues and relations in Zimbabwe, thereby slowing down 

the pace of social change.  The starting point for achieving gender equality in the Zimbabwean society 

is to recognize that at present the scales are not evenly balanced.  This is despite the central role that 

women play in family, community and social development.  By whatever measure, social, economic or 

political, women and girls lag behind boys and men.  The attitude of boys and men (and some 

women) needs to change for them to realize that gender inequality militates against human 

development.  Attitudes of media personnel similarly need to change, especially considering the 

multitudes that consume media products.  It is therefore important to assess what the progress 

towards gender equality in Zimbabwe has meant for those who appear in the news and in what 

context their voices are heard.  

 

The Beijing Platform for Action (BPFA) sets out measures for national and international action towards 

the advancement of women, with its Section J entitled ‘Women and Media’ acknowledging the 

media’s potential to make a far greater contribution to women’s advancement.  The importance of 

promoting balanced and non–stereotyped portrayal of women in the media is strongly emphasized in 

one of the BPFA strategic objectives.  Similarly, the SADC Gender Protocol’s Articles 29–31 call for 

gender to be mainstreamed in all information, communication and media policies and laws.  It also 

calls for women’s equal representation in all areas and at all levels of media work and for women and 

men to be given equal voice through the media.  These are just but a few of the benchmarks set by 

various regional and international policy frameworks that promote and support women’s 

participation. 

 

However, the International Women’s Media Foundation’s Global Report on the Status of Women in 

the News Media, (2011) reports that Zimbabwe is one of the countries in Sub-Saharan Africa where 

women’s under–representation in the news media is especially pronounced, at 27% overall.  It further 
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reports that no woman owns a media house, while very few women occupy editorial positions, with 

13% in top management, 17% in editorial departments, which is well below the regional average of 

42%.  Very few women participate as news sources (e.g., according to MMPZ, 2013, out of 189 

political reports in Zimbabwean media, 33 were wholly devoted to political issues directly related to 

females and featured women as the primary sources of information].  This limited reflection of 

women’s perspectives or points of view on subjects that directly affect them has resulted in women 

being portrayed in limited and stereotyped ways.  The invisibility of women in media content raises 

fundamental questions about freedom of expression and the right to communicate.  This also points 

to structural challenges that currently exist around media ownership and entrenched prejudices from 

male counterparts when women are appointed to positions of authority.  The levels of interaction 

between men and women also points to challenges that women have to deal with, such as 

patronizing attitudes in male dominated spheres.  

 

1.2. Objectives of this baseline assessment 

This baseline assessment aimed to establish the prevailing status of media houses and media–focused 

CSOs with regards gender mainstreaming, specifically focusing on the following objectives: 

v. To explore the gender dynamics inside media organizations due to their working 

environments and outside the media due to the nature of media productions 

vi. To establish the number and identity of media organizations with or without gender policies, 

and explain reasons for each organization’s status 

vii. To assess the gaps in gender knowledge and needs for technical capacity as well as 

willingness of media managers to participate in requisite programs 

viii. To determine the nature of interventions that are necessary to improve the gender 

consciousness of media houses and media–focused CSOs. 

 

1.3. Baseline assessment methodology 

This baseline assessment was conducted within a qualitative survey design, where selected media 

houses and media–focused CSOs (collectively termed here media organizations) were purposively 

sampled and data collected from senior management personnel through a mixture of methods.  In–

depth interviews were held with senior management officials of media organizations while freelance 

journalists were engaged through focus group discussions (FGD) given that they experience similar or 

related experiences.  Media organisations that reported having key documents like gender policies 

were asked to provide a copy, which the research team reviewed to assess their comprehensiveness 

with the guide of standards checklist (Annex 2).  Research reports or publication on gender in the 

media (e.g., MMPZ’s media monitoring reports) were also reviewed to generate data that was used to 

validate or back the findings of the interviews and focus group discussions.  A pre–exposure 

knowledge and attitude test (see Annex 3 and Annex 4) was administered on 142 media workers to 

test their gender awareness and attitudes before participating in GMC’s interventions to address 

gender issues reported herein. 

 

A voice recorder was used to capture the responses of the interviewees and FGD participants to 

increase the accuracy of quoting them verbatim where necessary.  The table below profiles the 
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number of the information sources that the study engaged, disaggregated by gender and media 

organization2. 

 

The purposive sampling of the media organizations that informed this assessment was based on their 

prior participation in GMC–supported programs and centrality to media development in Zimbabwe.  

Harare–based media organizations were selected because they are headquarters from where national 

operations are directed, so they provided information that relates to operations in other provinces of 

Zimbabwe.  In addition, freelance journalists from different provinces of Zimbabwe were sampled and 

engaged in FGDs to discuss the gender dynamics that they experience through their working 

arrangement of serving several media houses each.  In total the research gathered evidence from 

four media houses and five media–focused CSOs, reaching 33 respondents of which 18 were female.  

The table below shows a breakdown of the baseline assessment sample. 

 

Table 1.1: Distribution of Study interview respondents by gender by media organization type 

Media organization 
Type of 

organization 

No of respondents 
No taking knowledge 

and attitude tests 

Male Female Total Male Female Total 

Africa Business Communications (ABC) Media house 0 1 1 3 1 4 

Magamba Network Media CSO 1 1 2 8 5 15 

Radio Voice of the People (VOP) Media house 1 0 1 1 1 2 

Voluntary Media Council of Zimbabwe 

(VMCZ) 

Media CSO 
1 0 1 4 2 6 

Associated Newspapers of Zimbabwe 

(ANZ) 

Media house 
1 2 3 31 23 54 

Zimpapers/ The Herald Media house 1 3 4 8 13 21 

MISA Zimbabwe Media CSO 1 0 1 11 6 17 

Zimbabwe Association of Community 

Radio Stations (ZACRAS) 

Media CSO 
2 1 3 3 4 7 

Media Monitoring Project of Zimbabwe 

(MMPZ) 

Media CSO 
0 1 1 0 0 0 

Freelance journalists Media houses 6 9 15 5 11 16 

Total 14 18 32 74 66 142 

 

The above table shows that 32 media workers took part in the study’s interviews and focus group 

discussions, reflecting a male–female ratio of 45–55, which is balanced enough to back the claim that 

the views of men and women were amply represented.  Freelance journalists who participated in 

focus group discussions held their discussions within separate males–only and females–only groups to 

maximize their exploration of gender dynamics related to their respective sexes.  The table further 

shows that 142 media workers took the study’s pre–exposure knowledge and attitude test.  These 

included 74 male and 66 female respondents. 

 

                                                        
2 In this study the term media organization was operationally used to refer to either a media house or a 
media–focused CSO 
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1.3.1. Limitations of the study 

The baseline survey’s limitations can be situated in the size of the sample and the choice of media 

organizations headquartered in Harare only.  However, the study’s sample was adequate to generate 

data up to saturation level3, given that, as a qualitative study, emphasis was placed on depth of 

interviewing and not at numerical representativeness.  Further, the study’s targeting of senior 

management officials of media organizations accounted for the total sample size, but these did not 

discuss their personal opinions or feelings, but represented their entire organizations, reporting 

mostly on policy positions and facts. 

 

The study’s findings are presented and discussed in Chapter 2, while the recommendations for 

improving or scaling up gender consciousness and mainstreaming in the media are presented in 

Chapter 3. 

 

                                                        
3 Saturation level refers to a point at the same information begins to recur in subsequent interviews and 
no new data is generated. 
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2.1. Profile of the sampled media organizations 
Baseline assessment data in this report was gathered from nine media organizations, including five 

media–focused CSOs and four media houses.  The table below profiles these media organizations’ 

identities, types, operations and target groups. 

 

Name 
Organization 
type 

Subsidiaries Major activities Target groups 

Africa Business 

Communications 

(ABC) 

Media 

house 

Mighty Movies, Hevoi 

FM, Fire FM, ZiFM Stereo 

Radio broadcasting, film 

productions, advertising, events 

management 

News consuming 

citizens, 

businesses. 

Associated 

Newspapers of 

Zimbabwe (ANZ) 

Media 

house 

Daily News, Daily News 

on Sunday and Weekend 

Post 

News production, printing and 

publishing, advertising 

News reading 

citizens, authors, 

businesses 

Zimpapers 
Media 

house 

The Herald, Star FM, H–

Metro, B–Metro, The 

Chronicle, Manica Post 

News production, radio 

broadcasting, advertising, 

printing and publishing 

News consuming 

citizens, authors, 

businesses 

Magamba Network 
Media–

focused CSO 

Shoko Festival, Bang–

Bang Comedy, Events 

and Artists Project, 

Zambezi News, Peace in 

the Hood, Word Garden 

Alternative media, advocacy, 

activism through culture and 

arts promotions, community 

events, annual festivals 

Young artists and 

activists, 

communities 

Media Institute of 

Southern Africa 

(MISA) – Zimbabwe 

Media–

focused CSO 

None (the Zimbabwe 

office is one of 11 

regional offices of MISA) 

Community outreaches for 

popular education, advocacy 

for  media freedom and free 

access to information 

Media houses, 

policy makers, 

communities, 

CSOs 

Media Monitoring 

Project of 

Zimbabwe (MMPZ) 

Media–

focused CSO 
None 

Advocacy for media 

professionalism, information 

documentation, community 

outreach, research 

Journalists, media 

houses, policy 

makers, CSOs, 

communities 

Radio Voice of the 

People (VOP) 

Media 

house 
None 

Alternative media – radio 

broadcasting, blogging, 

advocacy for media freedom 

Policy makers, 

news consuming 

citizens 

Voluntary Media 

Council of 

Zimbabwe (VMCZ) 

Media–

focused CSO 
None 

Media self–regulation, 

advocacy for professionalism in 

the media, community 

outreaches, capacity building 

Editors, media 

houses, citizens, 

CSOs, publishers  

Zimbabwe 

Association of 

Community Radio 

Media–

focused CSO 

17 community radio 

stations in various 

Zimbabwean towns 

Capacity building in radio 

production, advocacy for free 

media, community outreaches 

Community radio 

stations, policy 

makers, citizens 

2 
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Name 
Organization 
type 

Subsidiaries Major activities Target groups 

Stations  (ZACRAS) 

 

The above table shows that capacity building in pursuit of media professionalism, advocacy, and 

community outreaches for awareness creation and information dissemination are common activities 

of media–focused CSOs, which mostly target media houses, policy makers and citizens with their 

services.  The focus on professionalism justifies this baseline’s investigation into the gender 

consciousness and mainstreaming of media–focused CSOs, as these are expected to lead by example. 

 

All media houses except Radio VOP, which sustains its operations on grants, broadcast and/or publish 

for profit.  News consumers and business entities or people are among their major target groups, and 

they package their news items in ways that satisfy this market.  They thus pursue a double–barrelled 

goal to report the objective truth on one hand, and to meet the tastes of their customers on the 

other.  This research showed that the profit–making thrust and quest to satisfy customer needs 

matters so much to media houses, which are desperate to remain viable in Zimbabwe’s challenging 

economy, that some aspects of objective news reporting such as gender balance may be sacrificed.  

Daily newspapers and broadcasters reported that they operate under pressure to meet deadlines and 

produce “stories that sell”, which may force journalists to choose the easiest and most convenient 

routes to news gathering.  Apparently, the interviewed media house officials reported that in general 

men read newspapers more than women, men read and watch sports articles more than women and 

male news sources are more cooperative than female ones.  Therefore, while media houses are keen 

to deliver gender balanced products, these dynamics have created a bias in news sourcing and 

production towards men.  A further look at the composition of staff in media houses showed the 

same trend where dominant male representation created room for gender bias. 

 

2.2. Gender disaggregation of staff and board members in the sampled media organizations 

 

Out of a total of 313 staff members serving the media organizations sampled for the baseline 

assessment, 72% were male.  This is consistent with the finding of all key informant interviews that 

the media sector is heavily male–dominated, especially in leadership and decision making positions as 

the table below demonstrates. 

 

Table 2.1: Distribution of media staff by organization and by gender 

Organization Number of staff 

Male Female Total 

No % No % No 

Africa Business Communications (ABC – Management only) 3 50 3 50 6 

Associated Newspapers of Zimbabwe (ANZ) 119 78 34 22 153 

Freelancers 5 31 11 69 16 

The Herald 76 76 24 24 100 

Magamba Network 8 62 5 38 13 

Media Institute of Southern Africa (MISA) – Zimbabwe 7 70 3 30 10 

Media Monitoring project of Zimbabwe (MMPZ) 4 40 6 60 10 

Radio Voice of the People (VOP) 5 83 1 17 6 
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Voluntary Media Council of Zimbabwe (VMCZ) 3 50 3 50 6 

Zimbabwe Association of Community Radio Stations (ZACRAS) 3 50 3 50 6 

Totals 225 72 88 28 313 

 

Table 2.1 above demonstrates that only ABC management team; ZACRAS and VMCZ had the same 

number of males and females or a higher number of females.  The male–to–female ratio widened the 

larger the staff compliment became – a thing senior management staff who informed this study said 

was not by design but coincidental.  “When we recruit new staff, we go for the most competent 

candidate who can hit the ground running and produce the kind of results that can keep our 

operations profitable”, a media house official reported.  “Coincidentally the people who have made 

the grade that we want are mostly male.”  Freelance journalists, especially female ones, attributed 

the recruitment of more men than women in the media to male dominance in leadership positions.  

The research confirmed that more leaders were male, with VMCZ reporting that of about 25 senior 

editors that it works with nationally, only two are female.  The chart below shows the same trend 

among memberships of governing boards. 

 

According to Chart 2.1, 75% of 

board members for seven of the 

sampled media organizations were 

found to be male.   

 

2.3. Gender–related dynamics in 

media organizations 

 

Through interviews the study 

revealed that men’s power in 

numbers manifested in a number 

of dynamics within media houses, 

which influence the nature of 

media products that the public 

have to consume.  These can be 

classified as demand–side 

(gendered situations experienced 

by consumers of media productions) dynamics and supply side situations (experienced within media 

organizations). 

 

2.3.1. Supply–side gender dynamics 

 

Courtesy of male numerical dominance in media houses, the study identified the following gendered 

problems in media organizations: 

 

 Less inclination of female journalists to cover hard beats, especially politics – male journalists 

dominate the reporting of political events and their analyses, especially if the focus is 

Zimbabwean political developments.  Very few women cover national political stories and when 

75%

25%

Chart 2.1: Distribution of board members by 

gender

Men

Women
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they do, their reports along the time spectrum are wide apart.  VMCZ reports that out of 138 

media complaints that it received between 2013 and 2015, and only three of these were against 

female journalists.  This did not happen because male journalists are less professional, but 

because female journalists dominate the writing of soft beats such as entertainment, health, 

education and others which are less controversial than hard beats of politics, business, economics 

and law that male journalists dominantly cover.  

 Low gender awareness in the media – Table 2.2 below shows that gender knowledge among 142 

media workers and freelance journalists fell below 95%, which the study set as the standard of 

full gender awareness, by between 25 and 31 percentage points.   

 

Table 2.2: Gender knowledge levels and attitudes 

Organization Attitudes Pretest Knowledge Pretest Pretest Overall 

VMCZ 87 65 76 

Radio VOP 83 79 81 

Magamba 73 52 62 

Zimpapers 33 48 41 

ZACRAS 79 57 68 

Daily News 68 68 68 

Freelancers 80 87 83 

ZiFM Stereo  44 45 45 

MISA Zimbabwe 80 78 79 

Overall 70 64 67 

 

The above table shows that media personnel generally scored higher on the attitude test than on the 

knowledge test. 

During focus group discussions with freelance journalists the research team observed a "them–

versus–us" mentality in the way that female and male journalists explored gender issues in their 

sector.  During these discussions, male journalists defended the dominant position of men and 

accused media women of being incompetent.  The discussions largely involved the trading of 

accusations between male and female participants, with neither camp attempting to discuss from 

a constructive or appreciative viewpoint.  That was taken to reflect low gender awareness among 

media workers – a problem that can result in the consumers of media products (demand–side) 

feeding on unbalanced gender perspectives. 

 Gender–insensitive reporting in the media – the research showed that there are still some 

journalists and media managers who are not gender–aware/conscious or gender–sensitive, as the 

use of stereotyped language continues to feature in media reports and patriarchal attitudes 

towards women are reinforced, according to MMPZ.  The media is perpetrating gender 

stereotypes, reinforcing the objectification of women as men’s sexual attractions, homemaking 

wives, witches, big and reckless spenders who live on men's incomes.  Men are portrayed as 

violent and irresponsible, but not with the same level of negative connotations as those attached 

to “deviant” women.  Zimbabwe’s media has sensationalized a number of news stories thereby 

trivializing serious national issues (e.g., Clergyman Martin Gumbura has enjoyed considerable 

positive media attention in spite of his conviction on several counts of rape; Attorney–General 

Tomana escaped criticism after justifying the marriage of children and musician Alick Macheso’s 
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divorce with his second wife Tafadzwa took precedence over real issues that affect people).  

“Journalists are supposed to be gender–sensitive as their role is to portray the ideals that 

consumers of media products must strive to attain, not a journalist’s personal inclination” (MMPZ 

official).   

 Hostility of the newsrooms to female journalists – the baseline assessment identified a number of 

conditions that make newsrooms unfriendly for female journalists and favourable to male ones.  

For example, men’s physiological makeup allows them to be available at work for longer periods 

and to be flexible enough to work during odd hours, which women cannot do easily, especially if 

married.  Meanwhile freelance journalism is highly competitive and those who cover the hard 

beats (i.e., politics, law, economics, business, sport) earn more income and create greater 

demand for their services than those who cover soft beats (entertainment, education, health, 

etc.).  Female journalists who brave the responsibility of covering hot beats have to contend with 

male journalists for the relevant diaries, albeit with their physiological limitations such as need to 

take maternity leave at some point and so forth.  With these hard beats having been male–

dominated for a long time, female journalists have to work extra hard to prove their competence 

and few can have the necessary patience. 

 

Some interview respondents blamed male dominance in leadership positions for the gender dynamics 

above.  However, that does not hold true for media houses like ANZ where, despite the most senior 

official being a woman and there being an equal number of males and females among the top six 

leaders, men still constitute 78% of the workforce.  The interview of three of ANZ’s leaders revealed 

interesting perspectives that can build useful theories for the better understanding of why there are 

more men than women in media houses.  These theories comprehensively describe and explain the 

gender dynamics on the supply–side of the media (media houses and media–focused CSOs). 

 

2.3.2. Theories of describing and explaining supply–side gender dynamics in the media 

The baseline survey built several theories from the data it gathered to explain why there are currently 
more men in the media industry, especially in the managerial positions.  Male employees outnumber 
females ones even in media houses where top management staff are women.  More owners of media 
houses were further found to be male as a result of the dynamics explained through the following 
theories. 

a. Historical imbalances theory – in the case of ANZ where the Chief Operating Officer (COO) is 

female and yet male employees outnumber female ones, the study learned that having female 

leadership is not a guarantee that scales will tilt in the opposite direction if available staff 

members are performing well.  “There is no need to overhaul the workforce just in order to 

increase the number of women in the organization if competence levels are okay”, a 

management staff member reported.  The problem of male dominance in media jobs, 

according to this perspective therefore cannot be the number or presence of women in 

leadership, but the preceding historical developments that placed more men in jobs than 

women before women ascended to leadership positions.  Patriarchy is the enemy here, 

according to this theory, for it caused the widening of the gap in literacy levels and knowledge 

between men and women as parents formerly supported the further education of boys at the 

expense of girls’.  Girls in the pre–independence era (before April 1980) and almost a decade 

after independence were reportedly stopped from furthering their education beyond primary 

school and urged to get married while large numbers of boys pursued tertiary education.  The 



G e n d e r  a n d  m e d i a  b a s e l i n e  a s s e s s m e n t …  

 
11 

reversal of this development, accordingly, was said to lie in supporting the professional 

development of female journalists and letting market dynamics continue select the best 

candidates.  This theory thus projects the evening up of female–male ratios in due course. 

b. Quality and not quantity theory – this argument totally refutes the idea of assessing gender 

sensitivity on grounds of numbers of men versus women in an establishment, but qualitative 

aspects of gender such as the gender awareness of leaders in a given organization.  “Having 

more women in leadership and among staff will not make sense if they are uneducated about 

gender,” a male freelance journalist said.  Male and female leaders who informed this research 

from of all sampled media organizations concurred with this perspective, arguing that there 

was no problem in men or women leading organizations or making the larger numbers if they 

were gender conscious and sensitive.  This theory’s recommended action is to intensify gender 

awareness raising processes in media organizations. 

c. Repelling circumstances theories – the study identified a class of theories from the findings, 

which commonly entail circumstances that repel women from the media industry, allowing men 

to dominate the scene.  These are the female journalists’ stereotyping theory, sexual 

harassment risk theory, business sense theory and the physiological and sociological differences 

theory. 

 Female journalists’ stereotyping theory – leaders of media organizations and all freelance 

journalists observed that there are more female journalism students than male ones at 

relevant tertiary institutions, yet men occupy more positions in the media industry.  With one 

media manager reporting that a female student who did her internship at his organization 

chose not to take a career in journalism and now works in a pharmacy, female freelancers 

reported that a number of stereotypes repel young women from the journalism profession.  

“It takes courage to be a female journalist in this country”, said one freelancer.  “At college 

we were discouraged from pursuing journalism careers on unfounded claims that female 

journalists are vulnerable to the lure of prostitution and that no man would dare take a 

female journalist for a wife.”  Both senior media officials and freelance journalists reported 

that journalism is generally branded as a profession of women of loose sexual morals or 

“prostitutes”.  That then has been used to discredit outstanding female journalists who rise to 

prominence through hard work.  “If a woman gets promoted ahead of her male competitors”, 

explained a female media management official, “people say ‘she must have manipulated 

senior officials using sexual favours’”.  Accordingly, securing an interview with a highly 

respected official is likely to be regarded as innovativeness if a male journalist is responsible, 

and attributed to seductiveness or high sexual appeal if a female journalist is involved.  

Further, it was reported that cases where male journalists have intimate relationships with 

influential women cannot be used against their reputations even if it becomes known or leads 

to their promotion.  While there are negative stereotypes associated with male journalists 

(e.g., drunkenness, heavy smoking, womanizing, etc.), they were found not to be negatively 

branded as those associated with women.  In fact these stereotypes are positively regarded 

and, unlike negative stereotypes associated with female ones, they do not have an impact on 

the career progression of affected male journalists. No negative stereotypes associated with 

male journalists were cited.  As a result, young women who study journalism end up pursuing 

studies in other fields such as teaching, according to this argument, which mostly came from 
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freelance journalists.  Addressing this problem may require activities geared at rebranding the 

dented image of women in journalism, especially among aspirant college students. 

 Sexual harassment risk theory – the attachment of sexual appeal to female media workers’ 

work performance and the “loose sexual morals” tag ascribed to female journalists above 

expose them to sexual harassment from men in senior and junior positions.  This is based on 

media men’s misinformed assumption that every female journalist is sexually available.  

Interviews with senior officials of media organizations revealed that female employees who 

are sexually harassed by men in junior or similar posts can report the matters to higher 

authorities but if the offenders are senior officials or politically connected male sources of 

news, reportage of sexual harassment is low because of the perpetrators’ threats of 

victimizing their victims.  The result: female journalists are left selecting either of two choices 

namely to brave the reality of being sexually harassed in silence or to avoid the media 

industry altogether thereby opening room for male employees to dominate it.  Sexual 

harassment or enticement of male journalists by female work mates, especially superiors, 

was reported as well, but not associated with repelling male journalists from the media 

industry.  Encouraging developments were reported at The Herald where sexual harassment 

cases had been both reported to a specifically designated office and expeditiously dealt with.  

Female students of journalism courses emerged in this study to be targets and/or victims of 

unreported sexual harassment or exploitation in a number of research publications.  This 

study confirmed this finding, revealing that at tertiary colleges and universities that train 

journalists there is now a common coinage, "thigh for a mark", which refers to male lecturers’ 

demand for sexual favours in return for a pass mark in exams.  The extract from a research 

report produced by Zimbabwe National Students’ Union (ZINASU, 2007: 25) exemplifies this 

trend:  

“Female students at teacher–training colleges and MSU further reported that their victimizers 

demanded sexual favours from them throughout their courses in return of such favours as generous 

marks for exams and favourable recommendations after such practical phases of their studies as 

teaching practice.  Girls who turn down these sexual advances usually get low marks for their 

academic assignments and may endure the frustration of being ordered to rewrite them over and over 

unless they give in.  Male students who happen to win the affection of female students in whom 

lecturers have an interest run the risk of similar victimization if discovered.  Some male lecturers 

assigned to supervise the performance of female students on attachments or teaching practice award 

them pass marks only if they agree to a sexual relationship.”    

Some media houses reported that they have policy measures in place to deal with sexual 

harassment, although some staff members could be unaware of the policies and/or the 

working environment in these media houses may not be conducive for victims to “name and 

shame” the perpetrators.  Solutions, according to this theory lie not only in developing anti–

sexual harassment policies, but creating an environment that both discourages the 

occurrence and encourages the reportage of sexual harassment. 

 “Business sense” theory – media managers, especially media house leaders, showed that the 

pursuit of profits among media houses made the working environment too competitive and 

pressurising to accommodate women or their needs, especially in view of the imminence of 

their maternity leave absences.  News production for a daily publication is such a pressurizing 

enterprise that the convenience of news sourcing and ability to appeal to the tastes of major 

news consumers take precedence over gender considerations.  So gender–insensitive 
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reporting, which reinforces negative stereotypes may go unquestioned because men who are 

the major news consumers are not affected.  It was only at The Herald where a Gender Editor 

was specially recruited to check every article for gender sensitivity. 

 Physiological and sociological differences theory – related to the business focus of media 

houses, women’s physiological make up and needs in the competitive and pressurising world 

of journalism place them at a major disadvantage.  Child bearing, in particular, creates the 

most serious challenge.  “When a woman takes maternity leave she has to be replaced and 

yet continue receiving her full salary”, a senior management staff member said.  “Now this 

means paying double for one position.”  Women seem to be the ones expected to do all the 

errands of picking and dropping children from and to their schools, according to most 

respondents, in addition to their need to leave office early in order to handle their motherly 

and wifely duties at home.  In contrast, men are more available to work for longer hours, to 

be called for duty on short notice and travel extensively.  For this reason, postulants of this 

theory among the respondents and discussants branded media houses as “a boys’ club”, “no–

go area for women” (female freelance journalists), “difficult space for young married women, 

but an exciting profession for mature unmarried women past their child–bearing ages like 

me” (senior management official).  “In western countries”, added the official, “women can 

spend ten years after getting married before they bear children, but here women are under 

pressure to bear children as soon as they get married and if they delay, in–laws bombard 

them with questions about when a baby can be expected”. 

d. Gender and assertiveness theory – some media house leaders reported that few female 

journalists are assertive enough to stand competition from men to cover hard beats such as 

politics.  Others felt that Zimbabwean women fear politics altogether so much that there are 

very few female journalists who cover political stories and very few female sources of political 

stories.  At one media house a senior editor said that after receiving complaints that male 

journalists enjoyed the privilege of covering hard beats, he appointed a female journalist to 

allocate slots to fellow writers.  “To my surprise she allocated the political, business and 

economics slots to male journalists while she continued covering entertainment,” he said.  

Speaking from their lived experiences, female freelance journalists said they felt that the 

political environment in Zimbabwe was highly intimidating, citing as examples the reported 

cases of arrests and beatings of political reporters as well as sexual harassment of mostly 

female journalists by male sources of hard beats (political or business news).  They added that 

most of their kind does not feel secure to partake in discussions that are considered or branded 

"political" in fear of potential risks on their lives.  Management officials of media houses 

interviewed in this study attributed the trend to low self–esteem among female journalists, but 

whichever interpretation one may choose, male and female journalists differ in their 

assertiveness with regards hard beats.  Culturally, gender roles are fixedly defined for boys and 

girls, and these duties build assertiveness in boys and submissiveness in girls.  The media should 

send the message that men and women or boys and girls are sexually different but equally 

capable.  It needs to undo all stereotypes that disadvantage one sex in favor of another.  

Female journalists need assertiveness–related technical support. 

e. Gender policy guidance theory – all situations described above, which make media houses 

unfriendly environments that repel potential female employees, and sustains higher number of 

male employees can be addressed through formulating and implementing gender policies that 
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respond to the practical situations experienced at different media organizations.  The situations 

in media organizations that this research found to be requiring intervention of gender policies 

are described below. 

 

2.3.3. Demand side gender issues 

 

Among the consumers within the mainstream Zimbabwean society patriarchy continues to 

comprise the status quo, with the media helping socialization systems like cultural tradition, 

religion, education systems, and parental influence to reinforce it.  The diagram below 

illustrates the situation. 

 

 

The above diagram shows that gender illiteracy and male domination in media organizations 

sustain gender–insensitive reporting that consumers, who themselves are gender blind 

consume and remain gender–illiterate.  With men dominating the sources of news, the 

media continue to receive biased perspectives of events, which favor men and keep them in 

dominant positions in media organizations and communities. 

 

The study identified the following dynamics on the side of consumers of media products: 

 

 Low participation of women in empowering programs of media CSOs – All media CSOs that 

informed this research report that men constitute the majority of community members who 

attend their workshops and outreach activities to impart media literacy and human rights 

knowledge.  VMCZ reported a male–to–female ratio of 70–30 on average for its community 
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workshops.  One CSO staff member reported: "We recently completed a training program in 

Masvingo where two out of thirteen people were female".  MMPZ, which reaches out to 

communities via committees such as Public Information Rights Forums, reports that all 

chairpersons thereof are male and that the hours of holding the workshops do not accommodate 

women.  “While we have targeted to reach 40% women with our programs, female participation 

has remained subdued” (MISA Zimbabwe official).  “Our attendance registers for community 

meetings show that out of 60 people, five would be female”.  This is a result of patriarchal norms 

that normalize the restriction of women to the home and judge late home coming and mingling 

with men as indecency if done by women.  Therefore, activities that require participants to sleep 

somewhere away from home does not favour married women, especially in rural areas, as these 

need to secure their husbands' permission to attend these activities.  However such permission is 

rarely, if ever, granted and few women are able to benefit from programs of media organizations.  

In addition, financial implications of participating in programs (e.g., traveling costs, etc.) work in 

favour of men and disadvantages women, who are mostly economically dependent on men.  For 

instance, members can be expected to use their own resources to drive programs in their 

communities and later claim reimbursements later.  Women, especially rural ones, do not have 

the same financial capacity as men. 

 Male dominance during discussions – Where women participate in discussions facilitated by media 

CSOs to empower citizens with a voice, women were said to take longer than men to trust 

outsiders, the facilitators, before they open up to contribute their views to discussions.  The 

presence of men at the same discussion platform intimidates women who are accustomed to 

listening to men’s directives in the home and community.  Cultural tradition is behind this, as 

women are expected to keep a low profile in the presence of men.  This usually results in a biased 

exploration of matters that relate to and are beneficial to men, while matters affecting women 

get marginalized.  These dynamics need to be properly managed to guarantee justice to the 

issues of importance to women.  

 Negative attitude towards the term 'gender' – It emerged as the shared experience of media CSOs 

that men in the communities tend to negatively view discussions of gender, seemingly feeling 

that their social space would be violated once women are treated as their equals.  Gender is 

seemingly misconstrued for a movement to uplift women and place them on a higher social 

standing than men's.  Gender mainstreaming is therefore viewed as a ploy to challenge men’s 

masculinity to the extent that some men even feel embarrassed to discuss cases in which women 

abuse them.   

 Reluctance of women to inform news – Women news sources are not forthcoming in giving their 

voices on news issues because of the judgmental environment that patriarchy has created for 

“vocal women”.  Women who express themselves via the media risk their marriages or 

relationships if they do it without the permission of their husbands, parents, brothers and 

partners.  Men related to and living with given women as spouses, siblings or guardians who 

permit these women to speak to the media were said to risk being labelled as ‘pushovers’ – a 

thing that pressurizes them not to cooperate.  Freelance journalists confirmed that one of the 

most difficult things was to get an interview from a female source, especially on political issues.  

The finding that few women dare give their political opinions to the media concurs with MMPZ’s 

research findings in 2014, which show that men are dominant among the ‘analysts’, lawyers, 

business people, foreign dignitaries, security officials, government officials and opinion makers 

who were quoted as sources in reports produced by six newspapers and one television 
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broadcaster.  The chart below shows this trend. 

Source: MMPZ, 2014: 13, Zimbabwe’s women newsmakers: Who is visible, who is not?  The 

voice of women reported in Zimbabwe’s media (August 17 – October 25 2014) 

Unlike in the 2013 media monitoring report, which showed women to be subdued by men in 

commenting about politics, in the above chart female politicians are quoted in media reports 

more than male ones but simply because four women received overwhelming media attention 

over the reporting period.  The figure was therefore distorted by the dominant involvement in 

politics of Dr. Grace Mugabe (52%), Oppah Muchinguri (10%), and Dr. Joyce Mujuru (8%).  

Other female politicians contributed only 30% of the female voices in the political reports.  The 

172 male voices of political stories are spread between a much greater number of male 

politicians than female ones in reality. 

 

In the final analysis it is clear that the system that sustains patriarchy is cyclical in nature, with a male–

dominated media being fed with news from predominantly male sources, the media has added 

weight to the influence of cultural tradition, religion, political rhetoric, and parental guidance to 

reinforce norms that stifle women’s participation in key social movements for their empowerment.  

The baseline study found the presence or absence of gender policies in media organizations as a 

telling factor in the possibility of turning the situation around. 

 

2.4. Gender policy issues emerging from the findings 

 
The baseline assessment revealed that gender policies can be a very powerful tool to guide and 

rationalize all strategies that media organizations will develop to address the problems identified in 

this report.  In line with the findings discussed here, gender policies need to deal with supply–side and 
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demand–side matters discussed in this chapter.  Key aspects that comprehensive gender policies may 

need to include in view of the findings discussed in this report are listed in Box 2.2 below: 

 
2.5. Gender policy development status of media organizations 

 

Different media organizations are at various levels of gender policy development or implementation 

from “non–existent” to “work in progress” as follows: 

 

 ABC does not have a gender policy, but is in the process of getting its Code of Conduct approved 

and registered by the government.  GMC gave its technical input to tighten the gender 

Box 2.2: Priority issues for gender policies to contain 

Supply–side gender policy issues 

 Gender awareness – a section emphasizing importance of gender awareness among all 
media employees and mechanisms by which the organization will facilitate gender 
education.  Preferably the gender policy can include gender awareness education in an 
organization’s staff induction plans. 

 Relationships between men and women – all staff need to mutually share respect as 
equals regardless of individuals’ beliefs about cultural positions one sex in relation to the 
other.  Terms such as sexual harassment can be defined here. 

 Gender justice – organization’s definitions of potential crimes potentially committed 
against members of the same or opposite sex, along with actions to be taken against 
parties at fault.  The policy should provide a framework for the periodic discussion of 
gender justice issues in the organization and lay out mechanisms that make the 
reportage of injustices both safe and trustworthy to potential victims. 

 Working conditions – organization’s position regarding maternity leave, working hours, 
promotions, staff recruitment, grievance handling and conflict resolution procedures. 

 Access to opportunities – organization’s position with regards exposure of staff to events 
coverage, promotion opportunities, capacity building and related opportunities – 
mechanisms for the equitable access of staff to these opportunities must be defined. 

 Numerical imbalances – an organization’s strategies of balancing the proportions of men 
and women among staff and in leadership positions, which takes productivity, efficiency 
and viability into perspective. 

 Content – mechanisms by which the voices of men and women can be projected in a 
balanced way in reports and strategies of keeping media contents gender–sensitive. 

 
Demand–side gender policy issues 

 Media literacy – organizational position pertaining to citizens’ media literacy and 
mechanisms for maximizing it. 

 Women participation in programs – organization’s strategies for maximizing the 
participation of men and women in its empowering programs. 

 News sourcing – mechanisms of ensuring that news are informed by fair balances of male 
and female sources 

 Gender–sensitive reporting – mechanisms of promoting gender–sensitive reporting and 
discouraging gender–insensitive reporting. 
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sensitiveness of the document in 2014.  The Code of Conduct was crafted in response to gender–

related and other challenges that the media house experienced in its operations.  Sexual 

harassment is among the leading gender–related challenges that the Code of Conduct deals with. 

 ZiFM, a subsidiary of AB Communications, is in the process of crafting a Code of Conduct and 

determining what contents to include therein, along with the kinds of awareness raising of the 

code among staff.  The Code of Conduct has so far generated “fruitful discussions”, according to 

management, with some men feeling uncomfortable with the definitions of what constitutes 

sexual violence.  Some men are said to feel that gender discourse is a waste of time, but "it is 

important to state what constitutes sexual harassment because it protects staff who do not 

understand the definition of sexual violence".  Ignorance of the law does not constitute defence.  

There are still men at ZiFM who were said to feel that a woman wearing a mini skirt deserves 

some men's lustful attention and comments.  The Constitution of Zimbabwe and the Broadcasting 

Act have sections on discrimination against anyone on grounds of their gender.  ZiFM reported 

that it would continue with its engagements of staff to refine its Code of Conduct to a level that 

all stakeholders will have a sense of ownership. 

 ANZ does not have a gender policy yet, but welcomes technical support to develop one. 

 Zimpapers formulated a gender policy, although its implementation is work in progress pending 

board approval.  GMC worked with The Herald in 2014 in reviewing the policy and securing the 

possible buy–in of all departments, which entails wide consultations.  As part of the policy a 

Gender Editor was recruited to evaluate the gender content and gender sensitivity of reports.  

This decision is a pilot initiative aimed at amplifying the voices of women in news reports.  The 

Gender Editor ensures that for every three interviewees, at least one should be female unless 

men only were central to the story.  In cases where men are quoted, the Gender desk evaluates 

the gender–sensitiveness of the reports.  Visuals included in the paper are checked to see if they 

include women's photographs.  A directory of potential women sources is being compiled as part 

of The Herald's drive to facilitate the engagement of women in news making.  The recruitment 

policy is that out of three staff, at least one should be female; out of 5 recruits, at least two 

should be women.  When the budget is formulated The Herald is now in the practice of educating 

women sources about the implications on the well–being of women so that they can share their 

feedback to the budgeting processes.  Every Tuesday a column called the Gender Forum was 

introduced to discuss various gender issues, especially how they affect women.  On Thursdays 

prominent women in sports, business, politics, education and other sectors are profiled to 

celebrate successes of women.  The Thursday paper further carries analyses of various protocols 

on gender that apply to situations in Zimbabwe. 

 Magamba Network developed its gender policy with technical support from International Media 

Support (IMS), but is open to receiving technical support in developing action plans for its 

implementation. 

 MISA Zimbabwe has a gender policy, but it is regional in nature, and it needs to be adjusted to 

respond to the country’s unique needs.  MISA is in the process of converting the regional gender 

policy to suit Zimbabwe’s needs.  A Gender Desk had been created to tackle gender issues, but it 

has been eliminated in preference of a system where every officer is expected to streamline 

gender in everything they do, from project conception to its monitoring and evaluation. 

 MMPZ has a gender policy embedded within its organizational policy and procedures manual.  It 

clearly spells out how personnel matters, finance and operations have to be handled, 

emphasizing the status of MMPZ as an equal opportunity employer.  However, according to a 
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management official, this policy is due for review in line with prevailing realities.  In addition, 

there are no clearly defined modalities of implementing the gender policy.  For example, said the 

official: "When we recruit staff, it is by default that we have more women than men, as there are 

no guidelines in the policy to maintain a gender balance in our staff". 

 Radio VOP does not have a gender policy, although its different guiding documents (e.g., the 

constitution) identify gender as an important facet of operations.  The organization acknowledged 

that gender knowledge among staff and board members was limited and it needs technical 

assistance to develop and implement a gender policy.  The VOP leadership interviewed in this 

survey revealed that they valued a gender policy and believes that it can improve operations and 

relations in the workplace. 

 VMCZ does not have a gender policy or guidelines for staff employment or how the board should 

be constitution.  While its staff compliment includes a 50–50 male–female ratio, the board does 

not reflect gender balance.  "We do not have guidelines for implementing programs in a gender 

balanced way and we lack gender budgeting skills, so we need GMC assistance to develop a 

gender policy”, said a VMCZ managerial staff member.  “We strongly feel we need a gender policy 

that would guide us in program implementation, staff recruitment, board appointments."   

 ZACRAS has developed a gender mainstreaming action plan, which provides a framework of 

mainstreaming gender in programming, focusing on objectives, action plans, and time frames 

(2015-2018).  The gender policy is not in place, but it is needed both for the national office and 

ZACRAS members.  ZACRAS has previously approached GMC for technical guidance for developing 

a gender policy.  ZACRAS staff and members further need training in gender–related skills.  The 

action plan is a unique best practice.  The board supports the development of a gender action 

plan.  "This meeting (i.e., research) comes at an opportune time as we are working on 

mainstreaming gender.  We are streamlining our work to place gender at the center" (senior 

management staff member).  "While we have made the steps to develop a gender action plan, we 

have not received training in gender mainstreaming skills, including gender budgeting skills."  As a 

result, gender comes as a sider in ZACRAS programs and now the desire is to make it the leading 

end towards which all programs aim to reach.  Gender was not accommodated in the design of 

the monitoring and evaluation plan.   

 

2.6. Gender mainstreaming capacities of media organizations 

 

This baseline assessment showed a number of gaps in gender mainstreaming capacities of the 

sampled organizations.  These can be classified as follows: 

 

Type of 

capacity gap 
Description of capacity gaps 

Media organizations 

concerned  
Status 

Technical 

capacity 

gaps 

Organization appreciates the 

importance of gender 

mainstreaming and is willing to go 

through it, but lacks the technical 

skills among its staff to drive it.  An 

organization may be attempting to 

mainstream gender, but using 

ZACRAS Limited skills 

Radio VOP Limited skills  

VMCZ Limited skills 

ANZ Limited skills  

Magamba Network Limited skills 

MMPZ 
Skills available, but feels 

the process is best 
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Type of 

capacity gap 
Description of capacity gaps 

Media organizations 

concerned  
Status 

approaches that are not effective 

enough.  

handled by external 

experts 

Gender 

knowledge 

gaps 

Some staff in the organization do 

not have knowledge about gender 

and/or do not feel that gender is a 

matter worth spending time talking 

about in the workplace 

All media organizations 

Leaders are gender–

sensitive and trying to 

facilitate processes for 

staff to learn about 

gender. 

Human 

resource 

capacity 

gaps 

Absence of specially designated 

gender specialists within an 

organization who can spearhead 

work towards gender 

mainstreaming 

All media organizations 

except Zimpapers, ZACRAS, 

MISA Zimbabwe and 

MMPZ, which employ 

Gender Officers 

Needs external support 

to facilitate 

development and 

implementation of 

gender policy. 

Policy gaps 

Absence of a gender policy or any 

guiding instrument to define how 

matters of gender can be handled 

in the workplace.  Gaps were also 

found to exist where organizations 

have gender policies that do not 

address specific workplace 

challenges. 

Radio VOP, VMCZ, ANZ (no 

gender policy), MISA 

Zimbabwe, Magamba, 

MMPZ (gender policy needs 

review), ZACRAS (has 

gender action plan, no 

policy), ABC (has gendered 

Code of Conduct, no policy 

yet), Zimpapers (policy still 

under discussion) 

Need external technical 

support to initiate 

gender policy 

development process or 

facilitate its completion 

and, subsequently, 

implementation. 

 

2.7. Conclusions 

 

All media organizations that informed this study acknowledge that patriarchy is still mirrored through 

their operations and relations between their staff.  Willingness to receive gender policy development 

support was found to be high across all sampled media organizations. 



G e n d e r  a n d  m e d i a  b a s e l i n e  a s s e s s m e n t …  

 
21 

 

 
 
 

3.1. Conclusion  
 
The baseline assessment, while confirming that there remains a lot of gender mainstreaming work to 

be done in media organizations, showed that the causes of gender imbalance in the media industry, 

especially the newsrooms is not as straightforward as ordinarily thought.  The study built various 

theories from the views of different respondents, showing through these that there are several 

perspectives to the equation and that balancing out the numbers alone adds no value unless all media 

workers and stakeholders should be gender–literate.  The study showed that developing a gender 

policy is a shortcut to accomplishing all other recommendations for addressing the gender–related 

challenges that it revealed. 

 

3.2. Recommendations 

 

From the above conclusion, some of the recommendations for GMC to seriously consider, and these 

centre on the roles that the organization should play in support of, and in partnership with, media 

organizations.   

 

3.2.1. Supply–side recommendations 

It is recommended that GMC should: 

 

i. Continue to facilitate processes for the development and implementation of gender policies in 

media organizations.  Different organizations prefer various approaches to this, including the 

following: 

 Training staff members in gender–related concepts and training skills for purposes of 

facilitating in–house gender mainstreaming processes on their own initiatives, which is 

sustainable. 

 Facilitating the processes of gender policy development at the request of media organizations 

 Developing and sharing a generic gender policy and facilitating the processes of adjusting it to 

the unique needs of specific media organizations. 

 Reviewing gender policies which are already in place, but (a) are regional in focus and need to 

be adjusted to suit national realities, and/or (b) have been overtaken by emerging realities 

and need to adjustment in order to relate to the current situation. 

ii. Support the capacity development of female journalists to the same levels of performance and 

assertiveness as men’s, or better.  This can be achieved through the following strategies: 

 Identifying and linking media women to opportunities for further training in skills that can 

enhance reporting skills and understanding of political, economic, business, environmental, 

legal, sporting and related technical issues. 

 Linking media women with opportunities to cover major national, regional and international 

events.  Opportunities to work and interact with accomplished international media 

professionals will be more preferable. 

3 
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 Facilitating exchange learning sessions at which media women share their success stories vis-

à-vis their life experiences of coping with challenges of womanhood in the competitive 

sector of journalism.   

 Continuing, with greater intensity, to maintain the role of forwarding career development 

opportunities and strategic alerts accessed through the Internet to female journalists.   

 Organizing motivational sessions for media women and journalism students to boost their 

assertiveness, which this study found to have been dented through socialization processes 

from childhood where girls were made to believe that they cannot do things better than or 

without men. 

 Mentoring journalism students and junior female media workers to help them understand 

their rights and responsibilities as well as means for protection vis-à-vis the challenges that 

working in the media industry brings. 

iii. Facilitate exchange learning sessions among media organizations for the sharing of effective 

models of mainstreaming gender and addressing gender–related problems.  These exchanges 

will be helpful in helping media workers to keep abreast of developments in their industry, 

which can guide their individual strategic thinking processes. 

iv. Advocate for the media in Zimbabwe to strengthen its role as a socialization agent by more 

actively and deliberately challenging existing gendered stereotypes and social norms that boost 

boys’ egos boys at the expense of girls’ or reinforce the negative perceptions of women, which 

idealize homemaking and dependent wives while vilifying economically independent women. 

v. Work with media organizations on developing strategies of creating environments that allow 

for increased reportage of sexual harassment cases and decisive counter actions in the 

workplace.  Merely defining sexual harassment in a gender policy is not enough if the working 

environment allows for the victimization of sexually harassed employees or when there are no 

clear procedures of reporting the crime that all staff members are aware of. 

vi. Continue carrying research on gender and the media to keep the media industry informed of 

developments that demand their remedial actions.  All respondents of this study’s interviews 

concurred that GMC should remain an information hub on gender issues in the media, 

delivering evidence–based information and technical capacity building support. 

vii. Support the rebranding of female journalists towards reversing the negative stereotypes that 

are now attached to female journalists. 

 

3.2.2. Demand–side recommendations 

It is recommended that: 

 

i. GMC should intensify the dissemination and marketing of the female sources directory that it 

developed in response to findings of its baseline assessment in 2014 so as connect female news 

sources to the media. 

ii. GMC should organize media literacy education for women in communities and encourage 

women to consume media products by showing the benefits of so doing. 

iii. Media CSOs should not always meet men and women within mixed groups during their 

outreaches, but instead engage them in separate groups.  Women are likely to open up and 

freely express themselves within groups shared with fellow women.  That approach will ensure 

that women’s issues stand out and will not be diluted by men’s priorities. 
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Annex 1: List of media organizations that provided information in the report 

 
1. Africa Business Communications (ABC) 
2. Associated Newspapers of Zimbabwe (ANZ) 
3. Zimpapers (The Herald Newspaper) 
4. Magamba Network 
5. Zimbabwe Association of Community Radio Stations (ZACRAS) 
6. Media Monitoring Project of Zimbabwe (MMPZ) 
7. Voluntary Media Council of Zimbabwe (VMCZ) 
8. Media Institute of Southern Africa (MISA) Zimbabwe 
9. Radio Voice of the People (VOP) 
10. 16 Freelance journalists 

 



G e n d e r  a n d  m e d i a  b a s e l i n e  a s s e s s m e n t …  

 
24 

Annex 2: Data Collection Tools: Gender Policy Comprehensiveness Checklist 

 
Following the visit of the Federation of African Media Women Zimbabwe (FAMWZ) research 
team to enquire about your status with regards gender mainstreaming, you are requested to 
please respond to the questions in the table below by ticking or inserting ‘X’ in the yellow box 
corresponding to your appropriate response.  Doing this will take less than five minutes of 
your time and we will greatly appreciate receiving your completed form today. 
 

Question on gender policy 
standards 

Current status of gender policy 

Yes, it was shared 
will all staff 

Yes, it was shared 
with management & 
board members 

Yes, it was shared with 
management only 

No, it was not 
shared with any 
staff at all 

Was the gender policy 
shared and discussed with 
staff members? 

    

How consultative was the 
process of developing 
your gender policy? 

Very consultative, 
staff and board 
members 
developed it 
together 

Consultative – a 
select team of staff 
developed it 

Moderately consultative 
– a consultant 
developed it and staff 
members were asked to 
comment 

Not consultative, 
the gender policy 
was developed 
from a template 
or downloaded 

    

Have you done anything 
to publicize your gender 
policy? 

Yes, we posted it 
on our website 

Yes, we give a copy to 
every new staff 
member who joins us 

No, the gender policy is 
only kept by 
management staff 

Other – specify 
below:  

    

Have you developed an 
action plan to guide you in 
implementing your 
gender policy? 

Yes, we have 
developed an 
action plan 

No, we have not 
developed an action 
plan but are in the 
process of doing so 

No, we have not 
developed an action 
plan and need assistance 
to develop one 

Other – specify 
below: 

    

Is your gender policy 
endorsed by your board 
and members? 

Yes, board and 
membership 
endorsed the 
policy 

Yes, but only the 
board endorsed the 
policy 

No, our gender policy 
has not been endorsed 
by the board or 
members 

Other – specify 
below: 

    

 
Please write in the box below any further comments to qualify your responses in the above table: 

 

We thank you for your continued support. 
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Annex 3: Data collection tools: Gender knowledge test #2 

 

Name (write a pseudonym, not your real name) ___________________________________ 

Sex (tick as appropriate) – Male ___   Female ____ 

Name of organization: ___________________________________________ 

Type of organization: (1) Media House   (2) Media–focused CSO (3) Other (specify) ________ 

Position or level in the organization: (1) Top management   (2) Meddle management    

(3) Technical   (4) Secretarial/Administrative   (5) Intern   (6) Other (specify) ______________ 

In the table below please tick in the box corresponding to your answer to the questions – 
whether the statement relates to SEX or to GENDER 

# Statement About Sex About Gender 

1 Women give birth to babies, men do not   

2 
According to United Nations statistics, women do 67% of the 
world’s work, yet their earnings for it amount only to 10% of the 
world’s income 

  

3 
In one case, when a child brought up as a girl learned that he 
was in fact a boy, his marks improved dramatically 

  

4 Women suffer from pre–menstrual tension, men do not   

5 Sex is not as important for women as it is for men   

6 
In ancient Egypt, men stayed at home and did the weaving while 
women handled family business.  Women inherited property 
and men did not 

  

7 Men’s voices break at puberty, and women’s voices do not   

8 
Women’s breasts protrude at puberty while men develop more 
muscular bodies 

  

9 
In a study of 224 cultures there were five in which men did the 
cooking and 36 in which women built houses 

  

10 Men are naturally prone to violent behavior   

11 Women are more vulnerable to STI and HIV infection than men   

12 Parents prefer buying pink things for girl infants   

13 Parents buy toy cars and guns for boys and teddy bears for girls   

14 
The pleasurable parts of male sexual organs grow outwardly; the 
same for women grow inwardly  
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Annex 4: Data collection tools – Gender attitudes test 

 
Name (write a pseudonym, not your real name) ____________________________________ 

 Sex (tick as appropriate) – Male ___   Female ____ 

 Name of organization: ___________________________________________ 

 Type of organization: (1) Media House   (2) Media–focused CSO  (3) Other (specify) _____ 

 Position or level in the organization: (1) Top management   (2) Meddle management    

(3) Technical   (4) Secretarial/Administrative   (5) Intern   (6) Other (specify) ______________ 

In the table below please tick in the box corresponding to your answer to the questions – 
whether you agree or disagree 

# Statement Agree Disagree 

1 There are some positions in the office which should not be occupied by women   

2 Men are generally promiscuous and unfaithful, but women are better at self–control   

3 Women are generally poor at budgeting, they love spending a lot   

4 Boys are naturally better at scientific subjects than girls   

5 Girls are generally better at language subjects than boys   

6  Considering the nature of women, it is better if women stay at home caring for children   

7 When men rape women wearing mini–skirts or attire that reveals their breasts, it is not 
fair to blame those men for that conduct 

  

8 Sometimes men who assault their wives have very good reasons for doing and they 
should be understood 

  

9 In the workplace women must simply remember the position of men in the society and 
respect men whether the men are subordinate to them or not 

  

10 Gender is a natural condition that one is born with   

11 One’s sex can change subject to the environment or culture in which they grow   

12 Child rearing is women’s responsibility, not men’s   

13 Men are naturally the breadwinners of families and women are naturally the care 
providers in families 

  

14 Husbands should beat their wives mildly and for disciplinary purposes only   

15 The truth is that there are things that only men can do and things that only women can 
and should do 

  

16 I feel that discussions about gender are not good – they teach women to be rebellious 
to their husbands 

  

17 I think gender is not an important issue in the workplace, so long as production is going 
on well and profits are being earned 

  

18 Gender is a western concept meant to destabilize Africans.  Without westerners we 
would never have needed to talk about gender 
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Annex 5: Profile of media organizations that provided research information 

 

AB Communications is a holding company that delivers multi–media services.  It owns Mighty Movies, 

Hevoi FM, Fire FM, and ZiFM Stereo.  It has interests in events management, being the current 

managers of the National Arts Merits Awards (NAMA). 

 

Associated Newspapers of Zimbabwe (ANZ) is an independent (print) media house that produces three 

papers, the Daily News, the Weekend Post and the Daily News on Sunday.  Daily News was started in 

1998, closed in 2003 and reopened in 2008, receiving its license in 2010 and started printing in 2011.  

Weekend Post started printing in 2014 

 

Zimpapers is a media house that concentrates on print media productions under the Zimpapers 

brand. 

 

Magamba Network is a registered trust founded in 2008 by spoken word artists who sought to create 

a platform for young people to express themselves through new media, activism, and theatre.  It 

coordinates festivals where exhibitions of young innovators are showcased.  Magamba reaches out to 

communities, schools for nurturing young artists with activism minds.  Touring opportunities are 

created for young artists to expose them to higher standards of performing.  Zambezi news is satire to 

deliver socially pregnant political messages for public consumption. 

 

The Media Institute of Southern Africa (MISA) is a regional organization that was created by journalists 

in 11 Southern African countries excluding the Democratic Republic of Congo and the Islands.  These 

journalists’ were united by the common pursuit of media freedom and concerns about limited access 

to information in their countries.  Headquartered in Windhoek, Namibia, MISA’s country chapters 

each MISA implement country programs that address local challenges but within a shared framework 

and shared guidelines. 

 

The Media Monitoring Project of Zimbabwe (MMPZ) is an Organisation that monitors the content and 

output of the media; does research to understand the trends in the operations of the media and 

advocates for a more professional media that guarantees better access to quality information.  MMPZ 

implements three program lines: Information documentation and archiving - archiving information 

from the media to avail it to; Research and reporting (e.g., on elections, gender, etc.) and the Change 

department that specializes in promoting MMPZ's work in communities builds journalists' capacities 

in their lines of work.  The IT department supports all the work of MMPZ. 

 

Radio Voice of the People (VOP) is an independent private radio station that is not registered in 

Zimbabwe.  It therefore broadcasts through free–to–air satellite station and the internet, focusing on 

development issues, politics, economics and related matters that are skipped by the mainstream 

public media.  It further posts news via the website www.radiovop.com.  It is an alternative media.  

Radio VOP strives to give fair access to news to men and women, and in recruitment, a balance is 

sought between the sexes.   

 

The Voluntary Media Council of Zimbabwe (VMCZ) is a media self-regulating body set up in 2008 by 

http://www.radiovop.com/
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media organizations and started operating in 2009.  It receives and adjudicates complaints from 

citizens.  It does advocacy work related to the complaints, and builds capacity of media stakeholders 

in the area of professionalism in the media.  Editors, publishers, the public, media-focused CSOs, 

media houses and the government (parliamentary portfolio committee on the media) are the key 

stakeholders.   

 

Zimbabwe Association of Community Radio Stations (ZACRAS) founded in 2003 with the objective to 

promote community radio interests.  Have 17 full members in various towns in Zimbabwe.  Gender is 

pertinent because ZACRAS works with men and women.  it specializes in skills training in community 

radio production skills.  Community members are supported to hold focus group discussions and they 

make radio programs discussing pertinent issues affecting them.  ZACRAS does national lobbying and 

advocacy to push for the licensing of independent community radio stations, in pursuit of a conducive 

media environment. 

 

Freelancers are independent journalists or media practitioners who gather news and submit stories to 

various media houses.  The study engaged 16 freelancers from all Zimbabwe’s provinces, and these 

shared their experiences of interacting with operating procedures and contractual requirements of 

different media houses. 

 


