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1.Introduction and Background 

 
1.1 Introduction 

 
This survey looks at how the media in Zimbabwe represented women in leadership positions 
in politics, public administration and civil society in 2016. The report provides a quantitative 
and qualitative analysis of stories about women in leadership, focusing on the content of 
reports; how women are represented in them; ethical values, as well as professional 
standards in these reports. A sample size of 32 female leaders and 26 male leaders was 
chosen to represent women at the various levels of leadership in Zimbabwe and get a better 
sense of how the media represents women in leadership positions.  
 
To better understand representations by the media and how leadership positions influence 
reporting, the sample included leaders from the different arms of government - the 
Executive, Legislature and Judiciary – at both the political and public administration levels. 
In addition, the report considered leadership positions at political party level, the Chapter 
12 Commissions and civil society. It is hoped that this selection will provide a more nuanced 
understanding of the way the media reports on women in leadership. The study looked at 
representations in traditional mainstream media (print and television) as well as social 
media (Facebook and Twitter).  While traditional media provides a formalized way of 
communication by professionals, new media lends itself to more citizen participation in the 
creation of messages.  
 
Broadly, the report looks at four aspects of representation: 
 

1. Visibility – The numbers of women that appear as sources or subjects 
2. Portrayal – Language use, photographs and stereotypes used to describe leaders  
3. Quality of news – Professional and ethical considerations in representing leaders 
4. Online communication practices – How leaders engage online using Twitter and 

Facebook 
 
 
1.2 Background 
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While monitoring the representation of women in political leadership has received 
extensive attention over the years, few studies have been conducted that look at other 
sectors that this project seeks to address, i.e. civil society and public administration. The 
study will therefore provide a holistic understanding of gender dynamics in reporting in 
different sectors, providing a more nuanced understanding of media representation of 
women leaders. The main objectives of this report are: 

1. To understand trends in how the media portrays and represents women in 

leadership in Zimbabwe 

2. To identify how gender stereotypes related to women in leadership are generated in 

media texts 

3. Understand communication practices online of women in leadership positions 

It is hoped that this report will provide insights for women’s rights partners - to enable them 

to promote better coverage of women by the media, and provide support to women leaders 

on how to improve their public image through communication via various media. 

 
1.3 Methodology 

 

This study sought to look at the representation of women in leadership positions by the 

media in: 

1. Politics 

2. Public administration  

3. Civil society 

 

The study used a broad definition of media to include traditional mainstream media (print, 

radio and television) as well as new internet based media (social media, news websites, 

blogs etc). While traditional mainstream media provides a more formalized way of 

communication by professionals, new media lends itself to more citizen participation in the 

creation of messages.  

 

1.3.1 Scope of monitoring 

 

The monitoring sought to determine: 

1. Visibility of women leaders as sources and actors in the news vis-à-vis male leaders, 

within and across various media  

2. Portrayal of women leaders in the news with a focus on; 

a) news values, selection of news and ideological underpinnings of portrayal of 

women leaders 

b) gender sensitive use of language that include enforcement/ challenging of 

stereotypes 

3. Quality of news reporting involving women leaders, particularly source diversity and 

appropriateness, balance, completeness, ethical considerations (e.g. right of reply, 

presumption of innocence) among others 
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4. Communication practices of women leaders online 

 

Monitoring period – Samples were identified for January - December 2016. For comparative 

purposes, some statistics are drawn from 2013-2015 as well.  

 

1.3.2 Defining scope of politics, public administration and civil society leadership in 
Zimbabwe 
 
In monitoring women in leadership in the three sectors, this study has used the following 
definitions: 
Politics – Policy making functions of government 
Public administration – Instruments through which national policies and programs are 
implemented 
Civil society – Non-governmental organisations and institutions 
 
1.3.3 Approach 

The study used a case study approach, given the broad nature of the three sectors, which 

would make studying the representation of all women identified within the sectors 

impractical. The study was comparative, seeking to understand the representation of 

women as compared to men. The following steps were therefore undertaken: 

 

1. Identify one man and one woman at each level e.g. one female minister and 1 male 

minister to track. As far as possible, the study identified a woman and man who held 

the same position between the period 2013 – 2016, so as to compare representation 

of men and women in the same position. All mentions of the identified leaders were 

tracked during the monitoring period to identify visibility and portrayal of women. 

Samples were chosen from: 

The Executive 

Cabinet 

Political parties 

Legislature 

Judiciary 

Chapter 12 Commissions 

Local government 

In public administration samples were chosen from the same levels as indicated above, 

except Political parties 

In civil society, samples were chosen from Apex/ membership based organisations in civil 

society 

The monitoring and analysis employed both quantitative content analysis and a more 

qualitative discourse analysis to analyze the media messages around women in leadership. 

1.3.4 Media Mix 
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Daily newspapers Weekly newspaper Television Online 

Herald Sunday Mail ZTV1 Facebook 

Newsday Sunday News  Twitter 

Chronicle Manica Post   

 Zimbabwe 

Independent 

  

 The Mirror   
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2. Visibility of women leaders as sources and actors in the news 
 
What role do women play in the news? 
 
During the monitoring period people in leadership made the news mostly as sources of 
news. The media relies on them to provide information on developments in the leaders’ 
different portfolios. This was the prevailing trend in both the print and electronic media. 
Overall, men and women in politics were the most vocal groups; they made up 72% of the 
quoted sources, they were quoted more than public administrators who only appeared in 
26% of the stories. Civil society accounted for just 2% of the total number of voices heard. 
During the monitoring period, few voices were heard from women leading civil society 
organisations, despite that there are a good number of civil society organisations headed by 
women.  
 
2.1 Women leaders’ voices in the media 
 
Voices of women leaders made up just 20% of the total number of voices in the media as 
compared to 80% of voices by male leaders. These statistics are reflective of the positions 
that women hold in political leadership and public administration where there are fewer 
women Ministers, Deputy Ministers, MPs and senior civil servants among other portfolios.  
 
Women in political leadership speak more than women in public administration and civil 
society as reflected below. This is a general trend reflected in the trend which is similar to 
men in public administration. 
 
Voice distribution trends  

Leadership category % Voice Distribution in 2016 

Politics  72 

Pubic administration 26 

Civil Society 2 

 
2.2 Overall voice distribution in politics, public administration and civil society 
 
Women in political leadership are accessed as sources more than women in public 
administration and civil society.  A hierarchy of sourcing patterns for women and men in 
leadership positions below shows this trend. Leaders in political leadership are accessed 
more than men and women in public administration or civil society. This shows that 
journalists are drawn towards political leadership as sources for their news more than 
leaders in other sectors generally, although even at this level, women in political leadership 
are quoted less than men. Women in public administration where however quoted more 
than men in these positions. 
 
Hierarchy of voice distribution in 2016   
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2.3 What do women leaders speak on? 
 
A comparison of what women leaders speak on revealed that women leaders on their own 
are quoted more in hard news as compared to softer beats. There are more women leaders 
who speak on politics than any other issue and they speak the least on business related 
matters.  
 
What issues do women leaders speak on?  
 

 
 
 
 
 
 
 

Men in political leadership

Women in political leadership

Women in  public admin

Men in public admin

Men in CSOs

Women 

in CSos
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Representation of leaders in issues covered by the monitored media (a) overall (b) 2016 
 

 
 
Male politicians tend to speak the most on politics and business as they speak 51% of the 
time as compared to all other leaders in politics, public administration and civil society, 
while female politicians speak the most in social issues, at 43%.  
 
In 2016 women leaders featured more in social news whilst their male counterparts 
featured in politics and governance issues and economic issues. This corroborates the 
notion that women leaders are aligned with softer human-interest issues whilst men deal 
with the more serious and pertinent issues.  
 
Visibility of leaders in issues covered by the media in 2016  
 

Topic  Men Leaders Women leaders  

Politics and Governance  66% 34% 

Economy  72% 28% 

Social  40% 60% 

 
2.4 A comparison of print and television news representation of voices 
 
While trends in print media tended to mirror overall trends, on ZTV, male political leaders 
dominated reporting in all three categories (politics, business and social news). Male 
administrators were also featured more prominently on ZTV than they were featured in 
print media.  
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Representation of leaders in issues covered in the print media (a) Overall (b) 2016  
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Representation of leaders in issues covered on ZTV  (a) Overall (b) 2017 

 

 
 
 
2.5 Women and men as subjects of the news 
Between 2014 and 2016, Media Monitors noticed that 52% of the leaders who made the 
news as subjects were men whilst the remaining 48% were women. While it seems as 
though the disproportion between men and women as news subjects is little, television had 
the highest discrepancy with 85% of the news subjects who made headlines on television 
were men. Men in political leadership were the most prominent; they made up 75% of the 
recorded subjects on television whilst women in politics made up 15%.  Women in civil 
society and public administration did not make headlines on TV, a sign that there is need to 
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sensitize media houses on the importance of a gendered approach to selecting news 
subjects.  
 
Despite being prominently sourced in the news in 2016, women leaders were not prominent 
newsmakers. Women leaders were news subjects in 34% of the stories that had leaders as 
newsmakers. It should however be noted that women administrators made the headlines 
more than their male counterparts, they were visible in 60% of the reports that had public 
administrators as the subject of news. Male political leaders were more prominent in the 
news, they made more headlines than their female counterparts on both of the media 
platforms monitored.  
 
2.6 In what type of stories are leaders featured? 
 
The survey looked at what type of stories leaders featured in. Types of analysed were news 
articles, features, editorial comment, opinion and satire.  As the tables reflect, male political 
leaders feature more in editorial comments and news articles, which is more than women 
and other leaders generally. Editorial comments reflect who and what issue is important at 
any given time, and news reflects the type of news events covered by the media. Since male 
politicians feature in editorial comments more than other leaders, it can be assumed that 
they feature most in the important issues of the day.  
 
Satirical writings monitored feature women more than any of the other leaders monitored. 
They featured most in feature and satirical writings in 2016. Male and female politicians 
monitored overall feature more prominently than leaders in public administration or civil 
society.  
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Representation of leaders by story type a) Overall and b) 2016  

 
 
 
 
2.6.1 A comparison of story types in which leaders appear in print and television 
 
Television news carried a limited selection of story types as compared to print media, with 
television only carrying news and feature articles in the main news bulletin of the day. Print 
media is more amenable to different types of stories and leaders are presented in different 
ways depending on the story type. On television, only female leaders were featured in 
feature articles during the research period.  
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Overall representation of leaders by story type in print media 

 
 
Representation of leaders by story type on television 

 
 
 
 
 



 13 

2.7 Where in the news media are leaders featured? 
 
An understanding on where stories on various leaders are placed shows how prominent 
male and female leaders are in the news. The study looked at where leaders feature in front 
page stories and the rest of the paper in print and in the lead story and main section of ZTV 
News at 8. In 2016 women featured in 45% of the most topical issues recorded whilst men 
made up the remaining 55%. Each media platform appears to have its own favorite 
newsmakers and these will consistently make headline news.  Among the monitored 
leaders, Emmerson Mnangagwa the then Vice President of Zimbabwe at the time accounted 
for 89% of all monitored headlines, and of the 56 political leaders monitored, only 15 
featured in 70 front page news articles. Only male politicians of the monitored leaders were 
featured in the lead story of the news on television. 
 
Story placement in the print media in 2016  

 
 
Story placement on TV in 2016 
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2.8 In what geographic areas are women featured in the news as compared to men? 
 
Overall, male political leaders were covered in stories with a diverse geographic scope.  
They featured in stories that focused on international, national, and rural developments 
while women politicians were more prominent in news related to issues affecting urban 
communities.   
 
Leaders’ scope of coverage in the monitored media  2016 
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Leaders’ scope of coverage in the print media 2016 

 

 
 
 
Leaders’ scope of coverage on television 2016 
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3. Portrayal of women in the news focusing on language use, 
photographs and stereotypes 

 
 
3.1 Stereotypes identified in media stories 
 
Few stereotypes appeared in news stories with just 7% of the news stories identified using 
stereotypical language to describe people in leadership positions. In 2016 there was a slight 
increase in stereotyping in the media as 11% of the recorded stories contained stereotypes.  
 
Stereotypes in the news a) 2013 – 2016  b) 2016 
 

 
 
Of the 7% stories that contained stereotypes, 66% were about women and 34% were about 
men. Print media carried 96% of all stereotypes as compared to 4% which appeared on TV.  
 
3.1.2 Stereotypes about women leaders 
 
89% of all stereotypes on women leaders noted in the media were about women in political 
leadership. 
 
 
Stereotypes about women leaders  (a) overall (b) 2016 
 

 
 



 17 

 
 
Types of stereotypes that appeared in the media 
 

Type of stereotype Overall % 2016 % 

Occupations 43 57 

Physical appearance 28 14 

Personality traits 16 17 

Domestic roles 13 12 

 
 
3.2 Describing women 
 
Language use Issue 

  

Titles  Generally, professional titles are used to describe women leaders 
 

 While men in leadership positions will be described by their tile, e.g. 
“Vice-President” there is a tendency to add a description to women in 
the same position, such as “female vice president1” 

 

 Men will rarely be referred to as “Mr” although women in leadership 
will be referred to as “Mrs”, e.g. Mrs Ncube referring to Harare acting 
Town Clerk Josephine Ncube as compared to just “Daniel Matawu” in 
describing Gweru’s Town Clerk 

Descriptive language 
 
 
 
Grace Mugabe 
 
 
 
 
 
Mandiitawepi 
Chimene 

 Language use is sometimes determined by where a specific leader is 
discussed i.e. private or public media 
 

Private Media Public media 

Phony rock star2 Unifying factor3 

Joke4 Selfless 

Self-serving5 Strategist 

De-facto president6 Local mother Theresa 

Protagonist of bedroom coup7 Assertive 

  

Confused8 Cde 

“Not the full ticket”  

One sandwich short of a picnic  

  

Joice Mujuru widow9 

 Corrupt10 

                                                      
1 Tribalism patriarchy at play in MDC-T VP’s appointment, 28/07/16 Manica Post 
2 Grace displays power whilst economy strikes, 27/2/15 Zimbabwe Independent. 
3 Grace Mugabe a unifying factor, 16/10/15 Manica Post 
4 First family has low opinion of the people, 11/11/15 Zimbabwe Independent 
5 Grace take war to Mnangagwa, 9/10/15 Zimbabwe Independent 
6 Pretence 13/11/15 Zimbabwe Independent 
7 Enduring Gracian era of political barbarism 20/11/15 Zimbabwe Independent 
8 Muckracker, Confused, Zimbabwe Independent 2015 
9 Women’s league blatantly brutish about Mujuru widowhood 19/11/14 NewsDay 
10 Mujuru should be charged with treason, 17/11/14 NewsDay 
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 Power hungry11 

 
3.3 Sentiment analysis of people in leadership 
 

Overall women leaders received positive coverage in the media, however 23% received 
negative coverage. In 2016 alone most of the coverage of women in leadership was neutral, 
neutral coverage stood at 39% ahead of positive stories made up 36% of the stories 
involving women leaders. Women were portrayed negatively in 25% of the stories.  
 
Perceptions of women in leadership  (a) Overall    (b) 2016 
 

 
 
There appeared to be more negative perceptions on women than men, as 52% of sentiment 
expressed in news was against women. Women politicians featured in 48% of all negative 
reports.  
 
3.3.2 Sentiment analysis in print media 
 
Ninety-seven percent of all negative reports appeared in print media. Of these, 53% were 
on women and women in politics made up 48% of these reports. Mandiitawepi Chimene 
and Grace Mugabe accounted for 28% of these negative reports. The media criticized Grace 
Mugabe for numerous faults, including failing to respect her peers and not tactfully dealing 
with conflict within her political party. Even though she received positive coverage from the 
state controlled media, reportage from the private media was mostly negative. Chimene 
received a lot of negative coverage from the privately-owned media as well and she was 
presented as a hostile woman with predatory instincts. Below is an excerpt from Zimbabwe 
Independent, which shows how she was portrayed by the paper.  
 

She is exactly the sort of person the country can do without, going around confiscating 
farms on the grounds that they were being protected by Didymus Mutasa. This is of 
course a case of chickens coming home to roost. Farmers who looked to Zanu PF for 
protection find themselves the victims of high-level predators. (Muckracker, 05/06/15 
Zimbabwe Independent).  

 
 

                                                      
11 VP Mujuru used “dirty” tricks to oust Mugabe 26/11/14 Sunday Mail 
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4. Quality of news – Professional and ethical considerations in 
representing leaders 

 
4.1 Do stories have clear themes? 
 
In news writing, it is imperative that stories have a distinctly discernible main theme as this 
helps the reader understand what the story is about. Media Monitors observed that out of 
the monitored reports, 76% had a discernible main theme, 23% were unclear whilst the 
remaining 1 percent had no identifiable theme.  
 

Example:  
 
Story with no discernable theme; “First Lady warns corrupt, factional elements”, Chronicle 
28/08/15 
 
The story that appeared in The Chronicle is an example of the manner media sometimes 
writes on women leaders. The headline talks of corruption and factional elements within 
ZANU PF which the First Lady was warning people against.  The story however tackles at 
least 7 other issues from Grace Mugabe’s character, the leadership qualities of President 
Mugabe, the importation of second hand clothes, ZimAsset, vending and a donation the first 
lady made at the rally at which she spoke. 
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Example: 
 
 Story with a discernable theme 
 
The story below featuring Jessie Majome is an example of a story with a clear idea, looking 
at the issue of the age of consent and presentation of various ideas around it 
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Women tended to feature the most in stories that had either a weak central idea or no 
discernable central idea at all. 72% of stories identified as having a poorly defined clear idea 
featured women in political leadership as compared to 19% which featured men in political 
leadership. Stories featuring men in leadership had clearer main themes. Male politicians 
accounted for 47% of all the stories that had a discernible main theme while women 
political leaders appeared in 32%.  In public administration, men and women were equally 
paired; they each featured in 10% of the stories with a discernible main theme.  
 
Interestingly, the monitored media also covered women in leadership in stories that did not 
have a clear main theme at all.  Political leaders were the only leaders who featured in such 
stories. Women leaders appeared more in stories that had no discernible theme; they 
appeared in 60% of such stories as opposed to men who were recorded in the remaining 
40%.          
 
 
 
Clarity of news themes in the monitored media (a) Overall (b) 2016 
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4.1.1 Clarity of themes in print and electronic media 
 
Trends in print and electronic media were similar with male leaders dominating stories with 
strong themes and female leaders featuring prominently in stories with weaker themes. The 
trend was more pronounced when the media wrote on women in political leadership than 
when they wrote on women in public administration.  
 
Only political leaders featured in stories that had weak themes, men and women in 
leadership were equally paired in this category.  
 
 
Clarity of news themes in the print media (a)2013 – 2016 (b) 2016 
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Clarity of news themes on Television  

 
 
In 2016, all the recorded stories on TV carried themes that were clearly defined and 
focused. 
 
4.2 How much policy analysis goes into reporting on women in leadership? 
 
Media Monitors observed that there was very little reference to government policy in 
reports that featured people in positions of leadership. Overall, only 13% of the monitored 
reports made reference to government policy whilst the remaining 87% did not, this was 
also the obtaining trend in 2016. During the monitoring period, women appeared on 43% of 
reports that referenced policy, while men featured in 57% of reports that referenced policy.  
In 2016, women leaders featured in 31% of the reports that made reference to policy whilst 
men made up the remaining 69%.  
 
Reference to policy in the monitored reports (a) Overall (b) 2016 
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A comparison between television and print showed that where stories on women made 
reference to policy, they were in the minority with women appearing in 23% of stories that 
made reference to policy and men reference in 77% of all stories that made reference to 
policy. In print, appeared in 45% of stories that referenced policy. 
 

Policies quoted in reports featuring leaders  

Level of 
leadership  

Men  Women  

Politics  Constitution  

 Indigenization and Economic 
Empowerment Act 

 ZIMASSET 

 Abuja Declaration  

 Customary Marriage Act 

 Criminal Law (Codification 
and Reform) Act 

 Presidential Powers 
(Temporary Measures) Act  

 Reserve Bank Act  

 Import management Policy  

 Consumer Protection Policy  

 Mechanization and Irrigation 
Policy  

 Horticultural Policy  

 Industrial Development 
Policy  

 ZIMASSET 

 Land Reform 
Programme 

 Constitution  

 Electoral 
Amendment Bill 
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 Power Management Policy 

 Science Technology 
Engineering and 
Mathematics (STEM) 

 ZANU PF Constitution  

 Birth and Death Registration 
Act 

Public 
Administration 

 Constitution Constitution  

Civil Society    

 
 
4.3 Quality of sourcing 
 
Sourcing patterns can be an indicator of diversity in news articles where a writer can be able 
to present different viewpoints in a fair manner. Sources can therefore show gender 
diversity, diverse viewpoints and, and show diversity in a publication. On average, a news 
story that carries at least 3 sources with diverse opinions will be considered a good story 
whereas an article with one or less sources is not. 
 
The quality of sourcing in stories that featured leaders was worrying, 56% of the reports 
were uncorroborated as they had one source or less. 40% of stories monitored had one 
source and 16% had no source. This trend in reporting does not give media audience an 
opportunity to verify facts projected in the story. Forty-four-percent of the recorded stories 
had two or more sources. Eighty-three-percent of the stories that had no sources featured 
leaders in politics. The trend also revealed that there are more opinion articles written on 
political leaders than on leaders in public administration and civil society. While more men 
featured in multiple-sourced sources at 54% as compared to 46% women, the number of 
single sourced stories was still worrying.    
 
Source distribution  (a) Overall  (b) 2016 
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5. Online communication practices of people in leadership positions 
 

5.1 Leaders online presence 
 
Only 26 % of the monitored leaders had a presence online on either Facebook and Twitter 
or both. Of these, 25% were women and 28% were male. All female and male civil society 
leaders monitored had an online presence.  
 
5.2 Followers 
 
Women leaders only had 8% of the total followers on Facebook and 12% on Twitter, with 
men generally having a larger following as shown in the tables below. 
 
Leaders’ following on Facebook 

Level of leadership   Men  Women  

Politics  181,616 14,267 

Public administration  0 0 

Civil Society  5,834 1,122 

 
Leaders’ following on Twitter 

Level of leadership   Men  Women  

Politics  177238 23132 

Public Administration  0 11 

Civil Society  6907 1536 

5.3 Interactions 
 
Leaders initiate 49% of the interactions online while the remaining 51% is initiated by their 
followers and other members of the public. Men initiated most of the interaction on 
Facebook and Twitter; this means male leaders had more control of the conversations that 
occurred on their platforms than women. Male leaders accounted for 61% of the 
interactions that were initiated by the leaders whilst women contributed in 39%.  
 
Politicians initiated the most interaction on the monitored platforms as they were the 
sources of interaction in 87% of the posts that emanated from the monitored leaders. Civil 
society leaders accounted for the remaining 13% whilst public administrators did not initiate 
any interaction. 
 
Sources of interaction on Twitter 

Level of leadership  Leaders as sources  
of interaction 

Other people as sources of 
interaction 

 Men  Women   Men   Women 

Politics  119  78  106  161 

Public Administration  0  0  59  72 

Civil Society  23  37  9  3 
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Sources of interaction on Facebook 

Level of leadership   Leaders as sources  
of interaction 

Other people as sources 
of interaction 

  Men  Women Men Women 

Politics   146  66 48 9 

Public administration   0  0 1 16 

Civil Society   0  0 0 5 

 
Political leaders had the most online interaction, however male leaders had the most on 
Twitter. Women leaders had the majority of feedback on Facebook as compared to all the 
others.  
 
Feedback received by leaders online 
 
Social media 
variable  

Male  
Politicians  

Female  
Politicians  

Male 
Administrators 

Female  
Administrators 

CSOs 
Men  

CSOs 
Women 

 Replies 721 388 39 34 47 4 

Retweets  1,471 1,203 81 113 92 54 

 Likes 2,673 1,083 47 96 65 35 

 

Likes  12,753 16,769 6 72 0 24 

Comments 5,039 2,978 7 24 0 3 

Total Feedback  22,657 22,421 180 339 204 120 

 
 
5.4 Nature of online posts 
 
Of those leaders that used social media, 
 

 80% of comments were on topical issues, 

 10% were meant to provide public information, and 

 8% were campaign related 

 2% were personal posts – Leaders in civil society used their accounts to post 
personal stories 

 
5.5 Online speech and women in leadership 
 
Name calling is prevalent on social media platforms. 64 of the name calling was targeted at 
men and 36% targeted at women. Politicians were targeted in 94% of recorded instances of 
name calling.  
 
To put the language used into context, during her tenure as Vice President, Joice Mujuru 
was received warmly on Facebook and twitter, she was referred numerous times as 
‘mhamha’ (mother), ‘amai’ (mum). She is hailed for being a unifying force in the country. 
The language used in social media discussions about her was mostly civil; it started getting 
negative in the second half of 2014 before she was ousted from the party. One of the 
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negative tweets quoted the First lady, Grace Mugabe who referred to Mujuru as a “dung 
beetle”.  

 
Mujuru’s successor as vice President Emmerson Mnangagwa appears to have been haunted 
by his alleged past, as there were some users who reminded him of the past.  He was 
referred to as “gukurahundi mastermind” or “Mr Gukuruhandi”, one user accused him of 
being a “murderer”.  
In opposition, political parties, the study noted that whilst the language in the feedback 
given to Thokozani Khupe’s posts were complimentary, it was more telling for one of the 
other vice presidents in the party Nelson Chamisa. Even though, Khupe is senior to Chamisa 
in the party structure, Chamisa was constantly referred to as the party’s “future president”, 
“President” and “leader”. His leadership qualities were also extolled in the posts as he was 
said to be “charismatic”, “progressive” and a “man of the people”.  Khupe on the other hand 
was hailed for her philanthropic work and being a “true mother to the sick and needy”.  
 
5.6 Pictures online 
 
Men accounted for 66% of all photographs used in social media conversations and women 
featured in the remaining 34%. The different leaders were mostly visible in pictures that we 
related to activities they participated in. 
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Thokozani Khupe at a Charity event on 23 October 201612 

 

 
Perpetua Gumbo at a GBV Conference in 2016 

                                                      
12 
https://www.facebook.com/photo.php?fbid=1115607498522943&set=pcb.1115626411854385&type=3&thea
ter 

https://www.facebook.com/photo.php?fbid=1115607498522943&set=pcb.1115626411854385&type=3&theater
https://www.facebook.com/photo.php?fbid=1115607498522943&set=pcb.1115626411854385&type=3&theater

