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Distressing global headlines has some on the
internet wondering whether 2016 is being directed
by Pulp Fiction creator Quentin Tarantino. Granted
the news of the year has been shocking, teeming
with crooks and has all the hallmarks of a dark
comedy (courtesy of a certain pumpkin-faced
American). For this same reason, it has been an
exciting year in which to learn the tricks of the
journalism trade.
Newsmakers on home turf have been equally
helpful in contributing towards our education. The
showmanship of the enigmatic Hlaudi Motsoeneng
has proven to be both a journalist’s fantasy and
worst nightmare. But mostly a nightmare.
Motsoeneng’s campaign against free and critical
journalism (at least within the SABC) has served
as an early lesson of the importance of journalistic
independence and as an ominous reminder of
the dangers posed to a society which lacks it.
The drama at the SABC saw eight journalists fired
af ter they questioned Motsoeneng’s decisions,
simultaneously establishing eight new journalistic
heroes.
The ideal of free speech was resuscitated and
shown to be a priority to many South Africans when
Adriaan Basson, media freedom chairperson of
Sanef, raised more than R84 000 in a crowdfunding
project to support the dismissed journalists.
Although the eight have since been reinstated, the
SABC melodrama unfolding in the headlines echoes
the apartheid state mouthpiece-model of previous
years.
Almost every guest lecturer who visited Crozier
Street this year advised us, “just don’t go into
journalism to get rich”. SMF 2016 of fers a glimpse
into the media trends, topics and personalities that
enticed us into sticking to journalism, regardless.
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Biggest
news
events of
the year
3 April
The first news stories are
published on the Panama
Papers. They detail a leak of 11,5
million documents containing
financial and at torney-client
information of more than 214 488
of fshore entities.
The records
were
obtained
from an
anonymous
source by
the German
newspaper,
Suddeutsche
Zeitung.

26 July

2015

12 June

21 October

Student protests against the
proposed fee increase of 10.5%
begin at the University of
the Witwatersrand on the
14th of October under the
banner of #FeesMustFall.
Universities across the
country soon follow
suit which led to a
national shutdown.
Government
announces no fee
increases for 2016.

23 June

Omar Mateen, a
29-year-old security
guard, opens fire in
Pulse, a gay nightclub
in Orlando, Florida.
Mateen pledges
allegiance to ISIL
at the scene, and
kills 49 people and
wounds 53 others.

Brexit: the United
Kingdom announces
its withdrawal from
the European Union
af ter a referendum
in which 51,9 % of
British people voted
to leave.

3 August

15 August

Hillary Clinton, a Democrat,
becomes the first female to
run for US president.

Rio Olympics: Wayde
van Niekerk breaks the
world record for the
Men’s 400M.
The ANC loses 9%
of the vote in the
municipal elections;
the largest loss
in the party’s
governance.

Photo credit in order of appearance. Stefan Piek | Edward kim | CNBC Africa | Flickr CC subarcticmike
| Open to public (no source) | roundtownnews.com | Travis Wise | Discovery Channel | Richard
Says | Paula Lively | logo | Reuters, Dylan Martinez | Rogan Ward | Henk Oets

13 June

Henri van Breda (21)
hands himself over to the
Stellenbosch police more
than a year af ter three
members of his family
were murdered in their
home in the De Zalze
Golf Estate.

“I believed I could
get the world record.
I’ve dreamed of this
medal forever,” said
Van Niekerk. “I am
blessed.”

2016

13 November

9 December

At tacks in Paris, France
leave 130 dead and
hundreds wounded
when gunmen and
suicide bombers
from the Islamic
State of Iraq and the
Levant (ISIL) target a
concert hall, a major
stadium, restaurants
and bars -almost
simultaneously.

Nhlanhla Nene is fired from his position
as finance minister and replaced by David
van Rooyen. The Rand plummets as fear
increases over the country being awarded
economic “junk” status. Within four
days, president Zuma re-appoints former
finance minister, Pravin Gordhan.

28 January

The World Health Organization
announces an outbreak of the Zika
virus in the Americas. The virus,
which is transmit ted by mosquitos,
has been linked to babies being
born with unusually small heads
and mental defects (known as
microcephaly) as well as GuillainBarré syndrome, a neurological
disorder that can lead to paralysis
and death.

12 June

15 July

14 July

Oscar Pistorius
is sentenced to
six years in jail for
the murder of his
girlfriend, Reeva
Steenkamp.

An at tempted military
coup fails in Turkey
when civilians take to
the streets in support
of their democratically
elected leader. There
is a divide in religious
belief between the
military and the Turkish
government. Islamic
cleric Fethullah Gulen
has been accused as
the instigator behind
this coup.

A truck is deliberately driven into
a crowd of civilians celebrating
Bastille Day in Nice, France. 86
people are killed. ISIL claims
responsibility for the at tack.

15 August
The woman accused
of kidnapping
Zephany Nurse as a
baby is sentenced to
10 years behind bars.

12 August
President Jacob
Zuma takes out a
loan of R7.8 million
to pay back the
money the treasury
instructed him to pay
to cover the irregular
expenditure on his
Nkandkla homestead.

19 September
Minister of Higher Education,
Blade Nzimande, announces
that South African universities
have to decide on fee
increases for 2017. No increase
may exceed
8%. He
says fees
for students
qualif ying for
funding
under the National Student
Financial Aid Scheme
(NSFAS), as well as the socalled “missing middle”, will not
increase in 2017.

Will the
revolution be
Snapchat has taken its place on the podium next
to Facebook Live as one of the most popular
platforms used by journalists to reach their
audiences. Karin Hammond investigates how local
media companies are embracing the trend.

E

arlier this year, mobile
editor at the Hindustan
Times and the 2015
Editor’s Choice Vodacom
Journalist of the Year, Yusuf
Omar, launched a campaign on
Snapchat to help sexual abuse
survivors in India tell their
stories. By using filters of their
choice, their faces were masked
and their identities concealed.
Omar says that using Snapchat
allowed survivors to shoot their
own stories privately without
anyone being able to identify
them. He adds that it also allowed
audiences the opportunity to look
the victims in the eyes and see the
expressions on their faces.
He came up with the idea while
watching an interview with the
alleged lover of the infamous
Orlando shooter.
“They put a massive mask over
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his face to cover up his identity.
I thought it was so elaborate,
compared to the usual blurring out
of faces or using silhouettes,” says
Omar. It led him to Snapchat,
since he knew that he could use
the “app” to avoid boundaries that
the blurring of a face would create.
What is Snapchat?
To most South African media
publications, the concept of
Snapchat as a platform for
disseminating news is still a
puzzling one.
The difficulty of explaining
what the “app” is makes things
more complicated. Omar has had
to explain it numerous times. He
thinks of it as “the Microsoft Paint
of 2016”.
“It’s difficult to compare it to
WhatsApp or Facebook, because
those are distribution platforms

where things are shared. On
Snapchat, you actually build it.
It’s a blank canvas.”
Snapchat is a video- and photoediting “app” that allows users to
shoot short footage, apply filters,
emoticons and text, and then
upload this to either their ‘Story’
or send it to a friend.
Users can also save these
recordings to their

A survivor of
sexual abuse
speaks out
about her
experience
as part of the
Hindustan
Times’
Snapchat
campaign.

A student takes part in the Stellies Fees Must Fall protest. Journalists can use Snapchat in various innovative ways
to capture such events. 								
PHOTO: Henk Oets

private ‘Memories’ gallery on
the “app”. Viasen Soobramoney,
multimedia head of Independent
Online (IOL), says it is like giving
journalists a mystery box full of
ingredients and asking them to
create a meal out of it.
“This mystery box is filled with
filters, text and emojis – but it also
has a time limit,” he says.
Omar has had many people
ask him if the 10-second videos
of Snapchat are enough to tell
a story. He explains, “What
people don’t realise is that it’s a
10-second shot. And that shot goes
on the back of another shot and
another, and you’re producing a
linear edit.”
Why use Snapchat?
Omar praises Snapchat as a
“powerful cloud-based solution” to
journalism, adding that it’s one of

the fastest forms of communication
that he’s ever experienced.
A Snapchat user can also benefit
greatly from using analytics.
“You can assess how long people’s
attention span is,” Omar says.
“You can see the drop-off rate.
Where people stop watching snaps
is, for example, 70%.”
The analytics functionality
creates opportunities to be
creative with content. Omar
provides an example. “You can
ask your audience: ‘Do you think
that Donald Trump is a pig?
Snap screen now.’ Boom, you’ve
generated a poll.”
“It’s about hacking the system;
being innovative and taking
something that wasn’t designed to
be a poll and make it one.”
Perhaps most importantly,

Omar believes that the platform is
great at an editorial level, since a
user can look at the content before
posting it (as opposed to tools like
Facebook Live, where there is no
time for deciding whether posting
something would be ethical).
“I’ve been in situations
when I was reporting live and
I broadcasted something that
shouldn’t have been broadcasted.
Snapchat would have offered me
a few extra seconds to make the
decision,” he says.
Why not?
Apple is reportedly adding
Snapchat-like functions to the
newest version of iMessage that
will allow users to add filters,
animations and text to video clips
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How are international
publications using
Snapchat?
B/R
On ‘Discover’, ads are
displayed in between
media accounts. In turn for
their place on ‘Discover’,
these accounts pay a
percentage of their ad
revenue to Snapchat.
Buzzfeed CEO Jonah
Peret ti told Recode in
2015 that 21% of the
website’s traf fic is directed
at their Snapchat content.
One of Omar’s favourite
accounts on ‘Discover’ is
B/R, a sports publication.

and post it to social media.
A move like this by Apple would
make sense, considering that
Omar sees Snapchat more as a
tool for content creation than as a
platform to spread news.
“In fact, I think it’s a pretty bad
distribution platform. I use it as
a content creation tool for other
platforms. So we haven’t built
a Hindustan Times Snapchat
channel.
“In India, it’s not the right time
– data is way too expensive,” says
Omar. South Africa is in a similar
situation when it comes to data
costs.
Kayla Alexander, a former
multimedia journalist at
Netwerk24, says, “South Africa’s
data struggle is a reality – and
Snapchat uses a lot of data.”
In March this year, Alexander
was part of a group that evaluated
the viability of Netwerk24 using
Snapchat. The organisation
considered applying for a tab on
the ‘Discover’ page on which they

The South
African faces
of Snapchat
08 SMF

would publish curated content.
After analysing their audience
and that of their competitors,
it was found that Netwerk24’s
audience does not generally use
Snapchat. As a result, there would
never be a big enough audience for
the channel.
MJ Lourens, editor of NetNuus,
explains why they don’t have a
Snapchat strategy. “[It’s] because
of limits on how content is created,
and because we won’t benefit from
the ‘Discover’ section of the “app”
that publishers like Buzzfeed have
chosen it for.”
He adds, however, that they
encourage their journalists
to experiment with Snapchat
to ensure that if and when
Netwerk24 jumps on board, they
will be ready to use it.
In South Africa
Omar, who has a postgraduate
diploma in journalism and media
studies from Rhodes University,
is surprised to hear that some of

suzellediy

jennsanasie

Its content is highly
creative, and can be
any thing from a snap
encouraging users
to share their score
prediction to a video about
young soccer players in
Indonesia. The screen that
opens a tab is selected.
This can be the cover
page of an article, video
or “listicle”; it is activated
by selecting “Read” or
“Watch” at the bot tom of
the screen.

South Africa’s media publications
have started to experiment with
Snapchat.
Soobramoney admits that
Snapchat as a news platform
is still in its infancy. Earlier
in the year, his team used the
platform to report on the National
Arts Festival in Grahamstown.
“We used Snapchat for quick
interviews, live coverage and
informative pieces about the
town,” says Soobramoney, adding
that one of their Snapchat stories
was about the five best places to
visit in Grahamstown.
He thinks that Grahamstown
was the perfect place to
experiment with Snapchat, since
there were a lot of young adults
there during the festival.
“As with any platform, the
key is to build followers – only
then can you try to unlock its
commercial potential.”
News24 is perhaps the most
active South African Snapchat
media producer, aiming to post a

mjlourens

thedaily vox

POPSUGAR

HINDUSTAN TIMES

PopSugar, an American
lifestyle publication, is one
of the best publications
when it comes to
Snapchat, says Yusuf
Omar. They are one of the
few Snapchat accounts
that use their ‘Stories’
to create revenue. This
mug-snap (right) is
part of a “listicle” story
they put on Snapchat
– an example of how
advertorial content can be
used by media houses to
generate revenue. It is still
unclear, however, whether
Snapchat will continue
to allow this outside of
‘Discover’.

The newly introduced
‘Memories’ section is like
a private archive for users’
snaps. Omar is fond of
this tool, and uses it as
a cloud-based gallery to
save snaps for later use.
For example, he recently
visited Punjab, India,
where, along with fellow
journalist Sweta Kaushal,
he made a Snapchat story
of going with someone
to buy drugs. “I had no
fear that my content was
going to get deleted or
destroyed, since I could
save it to Snapchat,” he
explains.

snap once a day. Jennifer Sanasie,
on-air host and producer at
News24, explains that they have
a meeting each morning to decide
what topics are trending.
“We then assign a journalist
to go out and ask people about
the topic.” She adds, “We have a
WhatsApp group for it to make
sure that we aren’t snapping at
the same time.”
What do I post?
Although they are still
experimenting, Sanasie has a
clear strategy for the type of
content News24 publishes on
Snapchat.
“We wouldn’t do a live interview
on Snapchat – that would go on
Facebook Live. We’d rather post
shorter and lighter things. We
won’t, for example, post anything
serious or crime related.”
Omar, on the other hand,
believes that the platform can be
used for anything from politics
to business. “Use the platform as

sarietydskrif

a tool, and you can tell any story
that you want,” he says.
“I don’t think that there is a
single story that you cannot tell
using Snapchat. You just have to
be creative in how you do it.”
A good example of the creativity
on Snapchat is the accounts on the
‘Discover’ section, where various
American news titles display
curated content. Omar describes it
as a modern-day magazine: a mix
of everything in one format.
“I see it as a glimpse into the
future regarding where the entire
Snapchat experience will go. I
think we’re all going to have the
flexibility that the publications
have in ‘Discover’.”
The extra mile
Sanasie admits that Snapchat
adds one more thing for
journalists to consider in real
time. “You can’t put something
on Snapchat too long after it’s
happened,” she says.
Furthermore, she finds that

jerusharaath
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their older journalists are less
enthusiastic about using it.
Alexander explains, “Not every
journalist is born with the ability
to create content for Snapchat.
The journalist has to be creative,
and has to know the platform.
Most importantly, [journalists]
have to be willing to go the extra
mile.”
The future of this type of instant
video-storytelling is evidently
growing: Instagram recently
launched a similar feature, and
TIME recently reported that
Apple is in the process of building
a similar video-creation tool.
In South Africa, the future of
Snapchat as a news platform
is still uncertain, especially
considering the evolutionary
nature of the platform and the
limitations posed by high data
costs.
Still, Alexander quips, “I don’t
believe that there is an excuse by
now – in August 2016 – not to be
on Snapchat.”

yusufomarsa

news24

SMF 09

Changing the
realm of journalism
The latest technology set to sweep the journalism industry is virtual reality and
360-degree content. The immersive nature of these media is believed to be
the most objective form of journalism yet. These new technologies present
exciting opportunities and challenges and may significantly change the role of
reporters. Tanya Steenkamp investigates.

V

irtual reality, the
ultimate form of
storytelling, is set to
change the way people
consume news by placing them
at the centre of news events as
they unfold. Through the use of
360-degree cameras and virtual
reality headsets, consumers can be
transported to where the news is
happening.
“I’ve worked on plenty of
traditional journalism platforms,
but never have I seen the kind
of change it brings in people as
when I put them through these
experiences,” says Nonny de la
Peña, pioneering virtual reality
journalist and chief executive of
Emblematic, the leading virtual
reality content-producing company
in the world.
“Humans have long been able
to immerse themselves in other
worlds, through oral stories,
novels, paintings, photographs,
television, cinema and pure
imagination. The mind does not
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travel alone – the body most
certainly comes along for the ride,”
she says.
Two years ago, Google
launched the Google Cardboard
headset, a simple and cheap
way to experience virtual reality
and 360-degree content. The
headset costs a mere R215 and,
if you are feeling particularly
crafty, it is possible to make one
yourself using a template that is
readily available online. To view
virtual reality content on any
smartphone, all you need is one
of the downloadable applications,
or “apps”, off the internet and to
insert your phone into the cheap
Google Cardboard headset.
While virtual reality content
and hardware are easily
accessible, Dan Calderwood,
head of multimedia at Times
Media Group (TMG), says, “the
South African market is not
knowledgeable about virtual
reality and 360-degree content
and many people are unaware of

how to view the content.”
He says that people don’t have
the technology because headsets
like the Samsung Oculus are
expensive and people don’t realise
how easy and cheap it is to obtain
a Google Cardboard.
Additionally, most people do not
have the YouTube app downloaded
on their phone, which allows one
to view content through a headset.
Most people open YouTube
through a mobile web browser,
which does not have the option to
switch to headset mode.
Last year, The New York Times
sent out one million Google
Cardboard headsets to its readers
in order to encourage engagement
with its 360-degree and virtual
reality content. The Huffington
Post set up a virtual reality and
360-degree division called RYOT
a few years ago to produce content
that highlights global and social
issues.
Additionally, the BBC created
an experimental project that

TECH SAVVY

entailed 360-degree live coverage
of particular Olympic events,
which could be viewed through its
BBC Sport 360 trial app.
This year, a range of 360-degree
cameras have been released
by various brands. These can
fit into the palm of your hand,
connect to your smartphone and
make 360-degree live streaming
possible.
When it is released in South
Africa later this year, the
Samsung Gear 360 camera will
cost approximately R5 000. This
technology, coupled with Google
Cardboard, promises to be a game
changer for journalism.
Calderwood believes the value of
this medium lies in the extremely
personal experience of content.
“The language with which a
person describes their experiences
changes when using virtual
reality as opposed to a normal
video. For example, people don’t
say, ‘I watched that’; they’ll say
‘when I was there’, which is a very
interesting mind shift. You’re not
talking about a piece of content
that you’ve watched; you’re
talking about your experience,”
says Calderwood.
He says that virtual reality

offers a storytelling ability that is
dramatically different from that of
other forms of media.
“Take The Guardian’s solitary
confinement virtual reality
piece,” he says. “There is no way
you could ever write and convey
that form of storytelling without
virtual reality. You put on your
headset and you actually feel like
you are in this cell in solitary
confinement.

You’re not talking about a
piece of content that you’ve
watched, you’re talking
about your experience.
“There are no words or flat video
that could give you that feeling.”
TMG is making a significant
move into this field and has been
experimenting with virtual reality
and 360-degree images in their
reporting.
The group made a 360-degree
video of Democratic Alliance (DA)
leader Mmusi Maimane giving a
speech at a political rally in the
run-up to the local election results
being announced in August this
year.
They have also made use of

Last year, RYOT
released a three minute
360-degree short film
entitled Welcome to
Aleppo. The film is
the first ever virtual
reality footage within
a war zone. The film
is narrated by an
unnamed Syrian girl
who tells the viewer
about the devastation
her home has endured.
PHOTO: RYOT

360-degree images of convicted
paralympian Oscar Pistorius
emerging from a courtroom.
Another example where TMG
used virtual reality content is
when they showed images of burnt
buses that were damaged during
the Tshwane protests earlier this
year.
Calderwood says in these two
examples they did not make use
of 360-degree video as they felt
images were more compelling.
TMG is also working on feature
stories similar to the videos RYOT
produces for the Huffington Post.
Virtual reality technology
presents a possible new income
stream for media houses. The
New York Times, for example,
has shown it is possible to make
money from branded virtual
reality content, a new trend in
advertising.
Branded content goes
beyond banner ads and display
advertising. Calderwood explains
that it is essentially original
content created for a brand in
which the advertising message is
embedded into the content.
Publishers, such as media
houses, are upfront with their
audience about the fact that they
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21-year-old Christian Stephens, the London-based global editor of RYOT, filming in Aleppo.
PHOTO: RYOT
360-degree videos remove the filter
are partnering with a brand when
Shaun Wilson, co-founder
of the journalist and “allow people
delivering such content, adds
of SDK Lab, a South African
to witness their own stories.”
Calderwood.
company that specialises in new
However, Eye Witness News
TMG has partnered with
media, believes that virtual reality
(EWN) journalist Aletta Harrison
Deep VR, a virtual reality film
and 360-degree technologies are
dispels the view that information
production company, in order
set to take off in the next year
distributed in the modern day is
to perfect the craft of creating
within many industries, including
filtered at all.
news pieces and delivering
marketing and journalism.

There will no longer be scripted news where the audience is told what to focus on.
You will be able to choose what you want to focus on. It will lead to a more honest
form of journalism.
branded virtual reality content.
Calderwood says this is the
right approach, as it requires
substantial investment and
expertise to deliver high-quality
branded virtual reality content.

The Google Cardboard
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“There will no longer be scripted
news where the audience is told
what to focus on. You will be able
to choose what you want to focus
on. It will lead to a more honest
form of journalism,” he says.
Virtual reality content gives
the viewer greater agency. For
example, viewers can
look around the
environment or scene
of the news event
instead
of being
presented
with a
specific focal
point.
De la Peña says
virtual reality and

“The difference between
‘journalism’ and ‘reporting’ comes
into play here. With millions
of people owning smartphones
with access to platforms such as
Twitter, the ‘filter’ is already long
gone with much of the information
already out there.”
The major selling point of
virtual reality and 360-degree
content is this idea that
journalism can be more objective,
because the consumer of news
controls where he or she looks in
the scene presented.
But, according to a report
entitled “Virtual Reality
Journalism” by the Tow Centre for
Digital Journalism at Columbia
University in New York, “the very

real sense of immersion and the
user’s ability to control elements
of the experience risk masking the
editorial construct of journalism’s
work. The users are not really
there, and what they are seeing
and experiencing (as in all works
of journalism) is still highly
prescribed.”
De la Peña has received praise
for her work, including winning
the ‘Immersive Storytelling’
Award at the Seattle International
Film Festival, which showcases
the most current and creative
thinking in virtual reality,
augmented reality and 360-degree
immersion. However, some critics
have argued she has made a game
out of real stories. This criticism
stems from the fact that, while De
la Peña uses real-life sound for her
work, she uses computer graphics
based on real content to depict
visuals.
According to Calderwood, this
highlights why the key to virtual
reality storytelling is all about
selecting the right stories to tell on
the medium.
“Not every story is a video story
and not every video story is a
virtual reality story. That’s where
the criticism could come in that
you could ‘game-ify’ a story, but
you could also offer a new angle
to it.”
Liesl Pretorius, Johannesburgbased freelance journalist and

editor, doesn’t agree with this
criticism of De la Peña.
“In virtual reality content there
is a danger of losing sight of the
storytelling, but that danger exists
in all mediums. There is no reason
why game mechanics cannot be
employed to tell ‘real’ stories. The
audience will be the judge,” says
Pretorius.
The impact of virtual reality
should not be taken lightly, as
it is a powerful tool in eliciting
emotions and shaping audience
perceptions.

Vir tual realit y creates
an empathy in people that
far surpasses any other
medium.
De la Peña has observed this
power, saying, “virtual reality
creates an empathy in people that
far surpasses any other medium.”
In 2012, De la Peña premiered
“Hunger in LA”, a virtual reality
film about the inability of food
banks in Los Angeles to cope
with high numbers of starving
people. The content is based on
sound recorded from an incident
where a man collapsed into a
diabetic coma while standing in
line waiting for food. De la Peña
made use of computer graphics for
visuals. Despite the fact that these
graphics are limited and have not

yet reached photo-realism, the
piece still made an impact.
Some members of the audiences
started crying while viewing the
film in virtual reality format and
attempted to reach out and hold
the man’s hand.
De la Peña administered
surveys to check the sense of
presence and realism that the
viewers experienced. She says
people repeatedly said that the
profound sense of wanting to
help and not being able to was
something they carried with them
back into the physical world.
De la Peña successfully created
exposure for food banks in Los
Angeles, but questions the ethics
behind the project.
“As journalists we’re trained to
not offer advocacy positions, yet at
the same time I questioned what
my responsibility was when I put
people through this incredibly
emotional experience,” she says.
Even though many individuals
have had emotional responses to
virtual reality content, Pretorius
says the empathy debate is not yet
settled.
“Some proponents of virtual
reality say it has the ability
to increase empathy, but the
evidence is mostly anecdotal.
Also, researchers tell us empathy
is a finite resource. So we should
think about the consequences of
depleting it,” she says.
RYOT partnered with A
World at School, which
aims to help every child
receive an education, to
produce “Safe Schools:
Nepal”. Last year a 7.8
magnitutde earthquake
destroyed 16 000
schools in Nepal.The
film aims to highlight
the dangerous journey
school children must
travel to makeshif t
classrooms. Old metal
cable car systems are
a common means to
transport children across
rivers, in which they
could easily fall out of or
lose fingers and limbs.
PHOTO:RYOT
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Social media:
journalism’s
FRIEND or FOE?
In the fast-paced digital era, news organisations are
often making more mistakes in the rush to break the
news first. Has the need to get information out as fast
as possible compromised quality journalism? Is social
media a net loss or net win? Saarah Survé speaks to
Kevin Ritchie, editor of The Star, and Johanna van
Eeden, editor of Netwerk24 and Media24’s Afrikaans
dailies, who share their experiences.
14 SMF

T

he Mail & Guardian’s
online ethics and social
media policy states that
the general rule regarding
breaking stories on social media
is that if you don’t do it, someone
else will.
“You don’t want to scoop our
other relevant platforms, but
social media platforms are as
important in terms of building a
news reputation,” the policy reads.
However, the Mail & Guardian
also warns their journalists
about disinformation and false
information on the internet.
“Make sure you are thoroughly
conversant with your subject
and source before accepting the
validity of information received
online.”
At the beginning of this year,
Khuti Makananise tweeted over
70 tweets about “her best friend”,
Kamo Peterson, who had allegedly
been raped and killed. Many South
Africans, including celebrities,
retweeted Makananise’s tweets
thousands of times (totalling 40
000 re-tweets) and shared their
sympathies. Soon #RIPKamo was
trending on Twitter.
The Star, a respected newspaper
in Gauteng, heard about the story
and published a news story on the
apparent crime the next day.
However, it turned out that
the story was false. Makananise
had made up Peterson’s story and
created a fake profile on Twitter
for “her friend”.
Makananise later told The Star
that she made up the story to
show people how bad it is to live
in South Africa. She said that she
was tired of being South African.
“It was just a story I read on the
internet and it made me feel like
I didn’t want to live in South
Africa anymore … So many people
responded [to the tweets], I just
left it. I apologise for misleading
everyone.”
Kevin Ritchie, editor of The
Star, says that the incident was a
powerful wake-up call.
“It was a case of FOMO (Fear of
Missing Out). We didn’t check our
sources and we rushed to print.
We ran the story and made fools of
ourselves. There is no doubt about
that. It is my responsibility. It
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The Sowetan’s
misinterpreted
statistics:

In 2013, a journalist at the
Sowetan misinterpreted
statistics referred to in a
speech by Minister of Health,
Aaron Motsoaledi. The
journalist incorrectly stated
that “28% of South Africa’s
schoolgirls were infected with
HIV, compared with 4% of
schoolboys”. The story spread
quickly and made its way onto
international news sites and
agencies.
What the study had actually
found was that a small group
of children from schools in
the Natal Midlands had been
seriously af fected by HIV. Of
that group, 28% of girls and
4% of boys were infected with
the disease.
The Mail & Guardian reported
that “agencies such as the
UK’s Independent, Al Jazeera
and China’s Xinhua also ran
stories reporting that ‘a third
of South Africa’s schoolgirls
have HIV’.”

happened on my watch.”
Ritchie says that social
media has added to the already
pressured news environment.
“We don’t wake up in the morning
and say, ‘let’s make mistakes’,
but mistakes happen because
decisions have to be made under
high pressure. Social media has
added to that pressure cooker.”
Ritchie, who has been with
Independent Media for 25 years,
has since called for a return to
the basics of journalism. “We
must stick to Journalism 101,
irrespective of our platform or
medium.
“The reality is that the story
taught us to go back and verify
and get multiple sources. Those
are the basics of journalism.
Social media has democratised
the market place and provided
us with a plethora of information
sources, but those sources must
still be checked. The unwary could

Above: Khuti Makananise’s tweets about her “friend” Kamo
Peterson.

be sold down the river by false
information.”
After the mistake and
subsequent backlash from readers,
the journalist who wrote the story,
Lerato Mbangeni, wrote a followup article.

It was a case of FOMO
(Fear of Missing Out). We
didn’t check our sources
and we rushed to print.
The article details how The Star
went back to verify Makananise’s
story, starting with the police and
then her parents, which Mbangeni
admits they should have done
before rushing to publication.
Mbangeni still works at The
Star. Ritchie says that she is one
of the newspaper’s key reporters.
“It wasn’t her fault. It was mine. I
let the story through. She is one of
our up-and-coming journalists and

could possibly be one of the future
editors of this newspaper.”
As for measures put in place
to prevent future mistakes, it
does not seem as if there are any,
except to admit their mistakes
when they make them. According
to Ritchie, everyone who plays
a role in the production chain
has a responsibility to check for
mistakes.
“Everyone is responsible and
it’s not just about eradicating
mistakes. When we do find
mistakes it’s important to own
up to and recognise them and tell
everyone that it was a mistake.
Then we can take remedial action.
“We do our work properly at The
Star; it is a source of pride. We
don’t like getting things wrong,
but when we do, we admit it. We
make sure our mistakes don’t
happen again.”
Despite the mistake, Ritchie
says that social media is a great
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tool for journalism. He believes
that social media and print should
talk to each other, not compete
against one another. He quotes
Arthur Miller: “A good newspaper,
I suppose, is a nation talking to
itself.”

Social media is a great
tool for journalism. Social
media and print should
talk to each other, not
compete.
“Our view at The Star is that a
good newspaper is a community
talking to itself. That community
must be able to get hold of us.”
What happened at The Star
is a likelihood in any news
organisation that is competing in
the digital arena and rushing to be
first. Johanna van Eeden, editor
of Netwerk24 and Media24’s
Afrikaans dailies, experienced a
similar incident.
On 24 August this year, a
woman named Margaret van
Wyk accidently sent a photograph
of her female genitalia to a
WhatsApp group (of which she
is a member) for school hockey
mothers. One of the other mothers
in the group saved the photo from
WhatsApp and published it on
social media.
On the same day when
#margaretvanwyk started
trending on Twitter, Netwerk24
decided to write a story on what
had happened. Van Eeden says
that they did not contact Van Wyk
at that stage, but wrote a short
story to keep up with the news,
adding a collection of memes from
the internet.
On 27 August, Netwerk24
published a second story online
with another meme.
“We used memes with the
stories to show how people made
fun of the situation. It is normal to
do so, because memes have become
part of popular culture with the
whole tsunami of social media,”
explains Van Eeden.
“What we did not know was that
one of the memes was actually a
picture of Mrs Van Wyk and her
three daughters. We did not for
one moment question the picture,
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The New York
Post’s “Bag Men”:

In 2013, online internet forum
Reddit had to apologise
af ter it named and posted
photographs of several men
as possible suspects in the
Boston Marathon bombings.
This started af ter Reddit
created a “Find the Boston
Bombers” thread. The
comments and suspicions led
to erroneous reporting and the
pictures that were circulating
on Reddit were published
on the front page of the New
York Post. The headline on the
front page read: “Bag Men:
Feds seek these two pictured
at Boston Marathon”, with
a photograph of two men
who were not suspects in the
bombing.
Reddit’s then general
manager, Erik Martin, had to
apologise. The New York Post
was taken to court by the
men in the picture and sued
for defamation. The New York
Post set tled the case in 2014.

because it looked like a stock
image.”
Only after their readers started
to question the ethics of using
the picture did Netwerk24 realise
their mistake. Even though
Netwerk24 did not identify Van
Wyk and her daughters or make
any suggestion that it might have
been them, Van Eeden says that if
they had known they would never
have used the meme.

Memes have become
par t of popular culture
with the whole tsunami of
social media.
“The issue here is not only the
privacy of Mrs Van Wyk; I’m
extremely cautious of children’s
rights,” says Van Eeden.
Van Eeden believes that social
media creates difficulties for
journalism, the media and the
industry as a whole. She thinks
that the problem with social

media is that everyone is creating
content, but not everyone is being
ethical and thinking about the
law. She adds that some people
intend to cause harm on social
media.
“We removed the picture the
moment it was brought to our
attention and published an
apology with the original article.
From there on we made a huge
effort to keep a special eye on the
moderation of all related stories.”
As for measures put in place
to prevent future mistakes, Van
Eeden emailed her team asking
that, when Netwerk24 uses
memes in the future, they do so in
a specific way and question each
meme, rather than to assume or
think that it is a stock image, for
example.

Social media creates
dif ficulties for journalism,
the media and the industr y
as a whole.
She says that the rule going
forward is not to use memes if
the person in the meme can be
identified or recognised.
Van Eeden is not sure if
the incident could have been
prevented if they had more time.
“This example is not related to
time; it is related to the cruelty of
social media.
“Even if we had more time, we
could not have gone to the social
media pages of Mrs van Wyk to
look for pictures of her, because
she closed her profiles when
she became aware of the frenzy
created by the picture. Even if we
could have, I don’t think we would
have because we did not want to
expose her.”
However, despite its “cruelty”,
Van Eeden believes that the use
of social media has enhanced and
enriched journalism. “It keeps us
accountable in wonderful ways,
providing our audience with a
direct line of communication. It
also provides them with access
to a variety of information,
making them more informed and
opinionated, which is good for
journalism and democracy,” she
says.
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( )
in ’n japtrap!
Nuus was nog nooit so toeganklik nie
Netwerk24 hou aanlynlesers al vir ’n geruime tyd op die hoogte van die jongste
gebeure, maar die meeste van ons het nie die tyd om deur al die nuus te lees
nie. Met die nuwe slimfoontoepassing (toep), NetNuus, is dit nie meer nodig om in ’n
koerant te lees wat in die Parlement aangaan of wanneer Karlien van Jaarsveld haar
nuwe CD bekendstel nie. NetNuus bring jou in ’n japtrap op die hoogte van die jongste
nuus. Denique Smith verduidelik hoe dit werk.
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uus in kort, verteerbare
brokkies en só geskryf
dat jy dit sommer
maklik vir iemand by
’n braai kan oorvertel. Dít is die
unieke aanbod wat NetNuus, ’n
nuwe Afrikaanse nuus-toep deur
24.com, vir sy gebruikers wil bied.
Lang nuusberigte word in
drie sinne saamgevat en kort
video’s verduidelik komplekse
stories. Nuus word met behulp
van inhuispublikasies en
nuusagentskappe saamgestel.
Die keuse van stories wissel
van belangrike, brekende nuus tot
persoonlike profielstories. Dan is
daar op ’n ligter noot vermaaklike
tong-in-die-kies-bydraes – soms
selfs die absurde.
Die toep is einde Mei 2016
deur 24.com, die digitale afdeling
van Media24, bekendgestel en
het teen druktyd meer as 80 000
gebruikers gehad, sowat 10 000
het binne die eerste week ná
Netnuus se bekendstelling dié
toep afgelaai het.
NetNuus is gratis beskikbaar
in die Google Play Store en
iTunes-winkel en, anders as sy
susterplatform Netwerk24, het
dit geen betaalmuur nie. Ná elke
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tweede tot derde inskrywing, word
daar wel ’n advertensie in die
nuusstroom geplaas.
Die toep is ook die eerste in sy
soort in Suid-Afrika.
Michael Hancock, selfoonoplossingsargitek by 24.com, sê
hul ontwikkelaars het Facebook se
React Native-tegnologie gebruik
om die toep te bou.

Ons het ’n platform geskep
om stories op ’n kort en
interessante manier te vertel.
Hierdie sagteware is daarop
gemik om die ontwikkelingsproses
van slimfoontoepassings te
versnel.
Volgens Hancock wou 24.com
tydens die produksie- en
ontwerpproses van NetNuus iets
heeltemal nuut probeer.
Daarom het hulle dié
tegnologie gebruik om ’n vinnige
en gebruikersvriendelike
multiplatform-toep vir beide iOS
en Android te bou.
Waarom NetNuus?
MJ Lourens, redakteur van
NetNuus, sê hul visie is om nuus

aan lojale én aandagafleibare
nuuslesers te verskaf.
“Ons het ’n platform geskep om
stories op ’n kort en interessante
manier te vertel. Dit is vir
mense wat nie tyd het om lang
nuusberigte te lees nie en vir
wie dit wenslik is om net die
belangrikste te weet.
“Dit voorsien ook nuus vir
lesers wat in ’n verskeidenheid
onderwerpe belangstel,”
verduidelik Lourens.
Andreij Horn, hoof van 24.com,
sê NetNuus ontgin ’n nuwe
nismark.
“Daar is nie meer tyd om ’n
magdom teks te lees nie. Mense
hou van kort brokkies nuus en
dit lyk asof hulle soms dié unieke
benadering tot nuus geniet,” sê
Horn.
Verskeie aspekte het ’n rol
gespeel om NetNuus vandag die
produk te maak wat dit is, sê
Horn.
Hy vertel dat Koos Bekker,
nie-uitvoerende voorsitter van
Naspers, hierdie soort nuus-toep
in China raakgeloop het en gesien
het watter sukses dit dáár behaal.
Bekker het daarom besluit om dié
idee na Suid-Afrika te bring.

Horn verduidelik dat daar
aansienlik in NetNuus se
tegnologie belê is, en dat dit hulle
toelaat om effektief aan hulle
teikenmark te bemark – eerder as
om advertensies per handelsmerk
te verkoop.

Ek hou van die
onmiddellikheid daar van.
Die spoed waarteen ’n
mens nuus aan lesers kan
bied plaas ’n mens aan die
voorpunt van verslaggewing.
“NetNuus as ’n handelsmerk is
nie aan sy eie lot oorgelewer nie.”
Johanna van Eeden,
hoofredakteur van Netwerk24,
sê die spoed van die toep is vir
haar ’n groot bonus en dit bied ’n
verskeidenheid nuus aan.
“Ek hou van die onmiddellikheid
daarvan. Die spoed waarteen ’n
mens nuus aan lesers kan bied
plaas ’n mens aan die voorpunt
van verslaggewing. Die groot
verskeidenheid nuus wat dit dek
– van plaaslik tot internasionaal;
sport tot sake – gee ook vir
lesers ’n oorhoofse idee van wat
belangrik is.
“NetNuus help lesers sodat hulle
kan saampraat wanneer iemand
sê: ‘Het jy gehoor?’ of ‘Het jy
geweet?’ ” vertel Van Eeden.
Van Eeden sê sy het met die
bekendstelling van die toep
gereeld aan die produksieproses
deelgeneem. Vir haar is die
grootste uitdaging van NetNuus
om só te skryf dat al die
belangrikste inligting in die
kitsberig pas.
“Die grootste uitdaging is om
kort, kragtig en op die man af te
skryf. Die woordbeperking, 250
karakters, beteken dat jy die
nuusflits moet slyp.
“Die moontlikheid om video
by te voeg is ook opwindend. As
die video jou nie binne sekondes
intrek nie, verloor jy die leser net
daar,” verduidelik Van Eeden.
Lesers aan die voorpunt
Lourens meen die gebruikers is
een van die belangrikste aspekte
van NetNuus.
Die gebruikers kan hul stemme
dik maak deur kommentaar op die

nuusbrokkies te lewer.
“Hulle is verantwoordelik vir
26 000 stukke kommentaar op die
toep. Hulle spandeer ’n goeie vieren-’n-half minute per besoek op
die toep. Hulle wíl gesels.”
Lourens vertel dat ’n NetNuusgebruiker ’n video van ’n OosVrystaatse trein wat die neus van
’n trok afry aan hom gestuur het.
Dié video, sê hy, het hewige debat
onder die lesers ontlok.
“Ek het dit op die toep geplaas
sonder enige feite, maar bloot as
’n ‘goodness, het jy hierdie video
gesien’,” vertel Lourens.
Lesers het met groot
belangstelling gereageer en wou
weet wat daarná gebeur het. Die
persoon wat die video geneem het,
het die belangstelling opgemerk
en die hele storie net daar op
NetNuus vertel.

NetNuus in sy fers

- 76 770 keer afgelaai
(77% Android en 23% iOS).

- Was ’n finalis in die kategorie
Beste Nuwe Produk by die WANtoekennings (World Architecture
News Awards).
- 56 000 aktiewe gebruikers
maandeliks.

- 1 671 000 klieks op kommentaar
(sedert bekendstelling).
- 1 810 000 maandelikse
gemiddelde blad besoeke.

- Tans derde op die lys van gratis
nuus-toeps wat afgelaai word in
Suid-Afrika.

“Dit was nie eers nodig om
die volledige teks daarby te sit
nie, want die storie het in die
kommentaar-afdeling ontvou.”
Lourens het met die oor
spronklike videograaf geskakel.
Die vrou, as NetNuus-leser,
was baie bly om mense van
die oënskynlike gevare van die
voorval in te lig.
Die NetNuus-span stimuleer ook
gereeld gesprekke met sy lesers

oor sake wat hulle na aan die hart
lê.
Daar is byvoorbeeld al gekyk na
die plaaslike verkiesing, sport en
braai. Deur gereeld met lesers in
gesprek te tree, kry die redaksie
insig oor lesers se voorkeure en
hoe om hul aandag te behou.
Wat is volgende?
Lourens is geheimsinnig oor
NetNuus se toekomsplanne.
“In hierdie stadium is die
belangrikste om die toep se klein
probleme uit te stryk en te sorg
dat lesers die NetNuus-ervaring
geniet.
Hy vertel dat van sy eie
Afrikaanse vriende verkies om
nuus in Engels te lees en ook
meestal net dit lees wat ander
mense aanbeveel.
“Kies jy wat jý wil lees, of
lees jy wat iemand anders
dink is amazing? Ek dink die
medialandskap pas stadig aan by
die vinnige tempo waarteen jonger
mense beweeg.
“Met NetNuus oorkom ons dalk
hierdie probleem vir ’n sekere
tydperk, maar dis belangrik om
vinnig aan te pas by jou mark se
behoeftes.”
Horn voeg by dat NetNuus nog
in ’n ontwikkelingsfase is en dat
hulle nog huiwerig is om gereeld
groot veranderings aan die toep te
maak.
“Op die oomblik is ons baie
versigtig om nie te veel ander
funksies by te voeg net omdat
ander apps dit doen nie. NetNuus
is uniek en mense geniet dit soos
dit is,” sê hy.
Gaan die toep binnekort 24 uur
per dag nuus aan lesers verskaf?
Volgens Lourens sal hulle slim
te werk moet gaan om seker te
maak dat die NetNuus-personeel
semi-normale kantoorure
het. Hy sê ’n personeellid wat
byvoorbeeld in Amerika sit
en Afrikaanssprekend is, kan
moontlik die nagskof dek.
“Is daar ’n behoefte vir ’n
24-uur-nuusdiens? Beslis, maar
op die oomblik slegs in ’n mindere
mate.
Niks keer ons egter om dit te
begin nie,” sê Lourens.
FOTO’S: Verskaf
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iPhoneography
rising in the
newsroom
The idea of smartphone cameras taking over
photojournalism is a threat that seems to be
looming ever nearer. Could brands like Nikon
and Canon soon be replaced by the likes of
iPhone and Samsung? Stéfan Piek finds out
where the future of photography lies.

S

ince the rise of war
photography in 1862, a
photojournalist has been
someone who can be
recognised by the camera bodies
strapped across his shoulder due
to the excessive weight of these
devices.
However, as technology has
changed in the last two centuries,
a news photographer is no longer
identified by what is hanging from
his shoulders, but rather by the
smartphone in his hand.
This new wave of smartphones
with high-quality cameras could
result in the death of conventional
photojournalists, and their
cameras.
Starting with baby steps
As early as 2005, Forbes Magazine
published an article about the
future of photojournalism in a
world where mobile phones now
had the ability to take goodquality photographs.
At the time, mobile phone
cameras had the capability of
taking pictures at 3.2
megapixels. Many
smartphones we use
today can take photos of
four times better quality
than that.
Despite the low quality
of the pictures taken on
phones in 2005, Bryan
Quinn, founder of Spy Media,
saw the potential in this new
technology.
Quinn told Forbes that these
new camera phones allowed
ordinary citizens to take photos
of news events as they happened,
before photojournalists even
got to the scene, and that these
citizen journalists deserved to be
acknowledged for their photos.
“We think it is insulting that
citizen journalists are not being
paid,” Quinn says in the Forbes
article.
Marana Brand, former editor
of Tygerburger and current
editorial consultant at WP Media,
agrees that cellphones provide an
opportunity for citizens to become
journalists themselves.
“At the rate that technology has
progressed, it is not shocking that
citizens are becoming part of the
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newsgathering process.
“We still need to understand
that a citizen can provide anything
out of context, which means that
this change in the industry is
also putting more pressure on
trained journalists to verify and
contextualise information and
photographs,” says Brand.
Although the development
of smartphone technology has
spurred citizen journalism
on, smartphones also allow
photojournalists to get in and out
of places quicker, and it enables
them to send their pictures to the
news desk with much more ease
than before.
Pulitzer prize-winning
photographer Greg Marinovich
says that although smartphones
are not likely to completely replace
cameras in journalism, they
provide a photojournalist with the
ability to take pictures anywhere.
“The best thing about cellphones
is that they are always
with you, but

I believe they can still be
inadequate in many situations,
like sports events and large
gatherings,” says Marinovich.
Fast-forward to 2016 and
smartphones seem to be doing
exactly what Marinovich believes
they are not equipped to do.
Johann van Tonder, Chief
Operating Officer for AWA Digital
and former photo editor for Die
Burger, says cellphones have
developed at such a rate that
regular digital single-lens reflex
(DSLR) cameras will soon be
rendered completely obsolete.
“The cameras in these new
phones are of such high quality
that there is no need to carry a
massive camera around with you.
“DSLRs are definitely on their
way out,” says Van Tonder.
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The benefits
The hardware seems to correlate
with Van Tonder’s statement.
Samsung’s latest smartphone
release, the Galaxy S7, comes with
a built-in camera that shoots at
12 megapixels per image. A Nikon
D90, a standard entry-level DSLR,
shoots at a mere 0.30 megapixels
more per image.
Compare the cost of buying a
standard Nikon DSLR for R10
000, which can only take pictures,
to a similarly priced iPhone that
provides many other functions,
and the differences start to become
even more apparent.
Brand believes these differences
will only raise the prices of
DSLRs, while smartphones will
likely become cheaper.
“DSLRs are becoming more
refined, and therefore more
expensive, because they now
only appeal to true professional
photographers.
“On the other hand,
smartphones are providing more
functions at a lower price and
have already replaced small ‘snapand-go’ cameras,” Brand says.
The quality of the gear, however,
is not the only reason why the
industry is leaning towards
iphoneography.
The type of equipment being
used by photographers and
journalists is also influenced by
access to social media, which has
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become a lifeline for newsrooms.
A DSLR camera typically
requires the photographer to
transfer images from a memory
card to a computer before they
can be used. In contrast, a picture
taken on a phone can immediately
be edited and shared on the same
device.
In 2012, TIME magazine
covered the chaos caused by
Hurricane Sandy along the
American East Coast. It provided
its readers with updates on
the situation, while the threat
of power outages affected the
reporting process constantly.

Smar tphones are
providing more functions
at a lower price and have
already replace small
‘snap-and-go cameras.
The editorial team decided to
give their Instagram login details
to five photojournalists, giving
them free reign to post whatever
they felt needed to be shared as
the hurricane roared on.
“There was this tremendous
sense of power, as I was both
a photographer and an editor,
able to reach an audience faster
than any wire service,” Michael
Christopher Brown, one of the
photojournalists covering
the story, told

American Photo magazine.
The actions taken by TIME
magazine reflect the very nature of
this new era of online journalism.
Readers want you to provide them
with as much information as
possible, as fast as possible, and
the old DSLR process of copying
and filing simply does not meet
this demand.
“It becomes a waste of time
in which you could have missed
crucial images for a story, where
the process on a smartphone takes
basically no time at all,” says Van
Tonder.
Marinovich, however, says this
influx of photographs online is
overflowing the media with too
many of them not saying anything,
arguing that it becomes too easy
for news organisations to publish
bad photography in a rush.
“It is the acceptance of the
equivalent of illiterate and
badly written text pieces,” says
Marinovich.
Brand agrees that the quality of
most multimedia published online
by South African media houses
is still sub-par, but it is getting
better as the demand is becoming
higher.

“Journalists are constantly
learning how to better use their
phones to visually cover important
news events. As we’ve seen with
the coverage of Fees Must Fall
last year, this means the quality is
improving daily,” says Brand.
Van Tonder also speaks of
another crucial element where
smartphones top DSLRs in most
situations: mobility.
A phone that weighs a couple
of hundred grams provides more
mobility than a DSLR that can
weigh upwards of two kilograms,
and that is without taking the
monumental size difference into
consideration.

Being able to take high
qualit y pictures with a
phone of ten creates the
illusion that anyone can do
what a trained journalist can
do.
Keith Jenkins, supervising
senior producer for multimedia
for National Public Radio, makes
a similar argument in an article
published on Poynter. Jenkins
says that camera phones are
the next step in the evolution of
photojournalism, allowing for
more mobility and a better way to
get closer to the subject.
“So what does a photographer
do? I could hold onto the past
and resurrect my metal, filmfed companions, or their newer,
digital counterparts and repeat
the mantra that a phone is not a
camera. But what’s the point when
the vast majority of the active

picture-taking world has already
made that shift?” says Jenkins.
Some say nay
Despite all the praise that
smartphones have received, there
are still those in the industry
who believe that smartphones
are taking something away from
photojournalism, rather than
adding something to it.
Marinovich argues that there
are some news events that
simply cannot be photographed
by smartphones, because the
technology is not that advanced
yet.
“Sports and big news events
with large crowds like the
Mandela funeral still need to
be photographed with DSLRs,
because phone lenses do not have
the capability to process that type
of information. DSLRs are also
more robust, which is much more
ideal for photographing situations
like Marikana,” says Marinovich.
Simon Sonnekus, journalist at
Netwerk24, agrees that DSLRs
still provide the best quality.
“Obviously phones are more
helpful in some situations, but
there is a sharpness and quality
that a DSLR provides that phones
simply cannot provide,” says
Sonnekus.
There are also issues with
citizen journalism, according to
Brand.
“As an editor you have to sort
through a lot of junk sent in by
people on the street who think
anything they take with their
phones is a masterpiece.
“Being able to take high-quality

pictures with a phone often creates
the illusion that anyone can do
what a trained journalist can do,”
Brand says.
Here to stay
Whether the industry likes it or
not, smartphones are here to stay
and most people seem to welcome
them. South African newsrooms
have already integrated the use
of smartphones instead of DSLRs
into their imagery.
Independent Online (IOL) and
eNCA have created MoJo (Mobile
Journalism) teams dedicated
to providing content primarily
through their smartphones.
Media24 reporters are also
using their phones more and more
instead of cameras.
“I joined Netwerk24 during the
great exodus of photojournalists
in the beginning of the year so I
was provided with a high-quality
kit because I knew how to use it.
But other journalists are given
terrible snapshot cameras and are
expected to provide high-quality
photographs with those and their
phones, which is just unrealistic at
this point,” says Sonnekus.
The future photojournalist will
no longer be recognised by the
camera bodies and bags strapped
over their shoulders or a selection
of camera lenses hanging from
their necks. The only slight
characteristic left is the sound of
a shutter going off when taking
a picture. The only difference is
that this sound is just a digital
simulation, and it might as well
have come from someone taking a
selfie.

The evolution of camera phones:
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Citizen journalism
democratises
the news

In an age where the news is often almost instantly broken and consumed
on social media, the media industry is seeing a rise in citizen journalism, with
the public becoming the first to report events as they happen. Although the
public can now bring these events to light, the media’s role is still imperative
in bringing context and insight into these events, as well as ensuring that the
events are verified, writes Nation Nyoka.

Protesters hold up a ‘Justice for Philando‘ poster af ter Philando Castille was shot by police in Minnesota. Police
have been on the receiving end of negative criticism following brutal police killings across America.
								 PHOTO: Stephan Maturen/Get ty Images.
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n February 2013, South
Africa watched as footage of
a man being dragged behind
a police van circulated across
social media. The incident, which
was captured on mobile phones
by onlookers, occurred in a busy
marketplace in Daveyton, a
township outside Benoni, east of
Johannesburg.
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The footage showed Mozambican
taxi driver, Mido Macia, resisting
arrest after failing to adhere to
the road rules. The video went on
to show how policemen unlawfully
handcuffed Macia to a police van
and drove off with him.
Macia was dragged for about 500
metres behind the van.
He was later assaulted at the

Daveyton Police Station and died
in a police holding cell.
Various publications discovered
the video and shared it on their
respective platforms, adding
witness accounts.
The video went viral and the
police officers involved were later
arrested and sentenced to 15 years
each for Macia’s murder.

TECH SAVVY
Hello Facebook
Fast-forward to 2016 and
Facebook introduced Facebook
Live to the world. This feature
allows users to upload real-time
videos on their Facebook News
Feeds. Just five months after its
release in South Africa, a live tenminute video went viral showing
the brutal killing of Minnesota
resident Philando Castile, by a
police officer.
Facebook made it possible for
every person to have access to
the real-time transmission of the
incident on his or her network.
According to Reuters, the video
had been viewed more than four
million times within two days
of the shooting. The ensuing
outrage resulted in protests in
various parts of America and the
continued rise of the Black Lives
Matter movement, while many
called out the police for their
brutality and racial profiling.
Before social media allowed for
the instant spread of information,
you would likely have had to
wait hours, if not days, to see
such imagery. In the worst-case
scenario, the wider public would
never have seen many gross
injustices.
“We’ve seen coverage of
extraordinary events that we
would never have had pictures and

video of, because of the presence of
people with the presence of mind
to document them,” says Anthea
Garman, associate professor at
Rhodes University’s Department
of Journalism and Media Studies.
Adding context to content
Equipped with a smartphone with
a semi-decent camera, anyone
can share events with a large
audience and uncover stories
that even journalists would find
tough to uncover. However, it is
important to note that while the
public may bring stories to light,
the media still plays a major role
in confirming facts and providing
context and background to stories
by citizens, which helps the public
to understand the news better.

Citizen journalism is
not a substitute for
professional journalism.
Garman says this challenges
journalists to define what they do
in the world.
Waldimar Pelser, editor-inchief of Rapport, says that citizen
journalism is not a substitute for
professional journalism and that
journalists are indispensable in
the storytelling process.

“Few people in the streets have
the time to do the investigative
work, to assemble resources and
come up with a coherent story,”
says Pelser.
“Professional journalists still have
preferential access to resources,
decision-makers and people of
authority. Traditional journalists
are often able to verify facts better
than the regular individual due to
their access to resources, those in
power and databases.”
The proliferation of social
media content, particularly via
media platforms, means it is
harder for people to get away with
unbecoming behaviour.
“We now have eyes practically
everywhere and this bodes well
for justice,” says Lance Witten,
deputy online news editor at the
Cape Argus. Garman says citizen
journalism can be a good thing as
it can help journalists to rely on
others to be where they cannot be
present. “In an age of shrinking
newsrooms and budget cuts,
journalists don’t go to the scene of
an event, but wait for it to come to
them via Twitter or on video,” she
says.
Viasen Soobramoney,
group head of multimedia at
Independent Online (IOL), agrees
and views social media as an
advantageous source.

Five years af ter the horrific xenophobic at tacks in South Africa, Mido Macia died in a
jail cell af ter being unlaw fully arrested and dragged behind a police van in Davey ton, outside Benoni.
PHOTO: Alexander Joe/AFP.
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“Journalists cannot be
everywhere at the same time, but
technology has made it possible
for us to still get content in places
we cannot reach or don't have a
presence at at that breaking news
moment,” says Soobramoney. This
makes it easier for journalists
to help bring light to stories in
unknown places, which in turn
increases their audience reach.
“Our newsroom spends a lot of
time on the phone with sources,
or doing research online, which
restricts the time we can spend
shooting videos. User-generated
video content can be a great source
to complement breaking news and
gives us access when we cannot
physically be where the news is,”
says Janco Damas, a journalist at
the Boston Business Journal.
Rules and regulations
The public is not governed by
the same rules and standards
of reporting as mainstream
publications and, therefore, editors
must ensure that the content they
get from users is verified and in
line with their editorial policy.
“We don’t know under which
pretences they [users] got the
information or their motivation.
We do not know how they got
hold of the documents used and
we don’t know the quality of their
fact-checking. Therefore, we have
no recourse when we publish
something from a user. You cannot
subject them to an institutional
process, or fire them,” says Pelser.
Soobramoney agrees, stating
that universal principles are
applicable to any user-generated
content that the staff decides
to use. “Irrespective of the
platform or source, the basic
principles of journalism still
apply. Accuracy, balance and
fairness are the cornerstones of
our craft. There are also various
checks by editors and an executive
producer to ensure veracity,” says
Soobramoney.
Garman stresses the importance
of verification and ensuring
that publications do not publish
without considering the source’s
agenda. “The Data Journalism
Academy puts out helpful
information on how to avoid
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A student documents the Fees Must Fall protests at Stellenbosch
University, on her smartphone.
PHOTO: Nation Nyoka
getting scammed by unverified
information that comes via social
media. They need to do this
because not only can these things
be fabricated, but also material
that is old gets passed off as new
and breaking news,” she says.

Direct citizen
par ticipation through
technology is the ideal
way to restore trust in the
democratic process.
Pelser warns that the onus falls on
editors to ensure that the ethics
of the publication are upheld
even when using user-generated
content. He also explains that the
increased use of user-generated
content has placed greater
emphasis on the role of factcheckers. The quality of the factchecking process has increased
due to the fact that information is
more readily available.
A wave of change
Going forward, the spotlight on
the quality of fact-checking will
bring about many changes to the
traditional running of a newsroom.
“The trick is to accept the change
and adapt, rather than resist what
is obviously a digital revolution.
I see change and adversity as
motivation, not a threat,” says
Witten.
Pelser stresses that the dangers
should not make editors overlook
the potential benefits.
“There is such a shortage of

journalists and of journalism, but
such a proliferation of opinion.”
“None of the negatives reduce
the important role of information
being in the public domain,” he
says. Damas says that the rise of
citizen journalists through social
media is both good and bad.
“What we’re trying to develop is
a way to engage the community
continuously. They [the public]
don’t have to report the news
every day because that’s what
we do. But, we want them to
contribute their content and help
us tell the news,” says Damas.
Social media can, however,
be used to tell a story without
the need for guidance from
professional journalists. The
2015 student protests is a classic
example of how the students took
their story into their own hands.
They didn't need traditional
media to make their voices
heard. Students tweeted about
the revolution and the impact
resulted in change. According to
Foreign Policy, people need to
acknowledge that enabling direct
citizen participation through
technology is the ideal way to
restore trust in the democratic
process. “The power of the media,
including social media, is that it
allows you a voice. And power is
having your voice heard. So the
rise of social media gives people
access to power. Now if only
data costs would come down and
interconnectivity could improve,
that would mean more power to
more people,” says Witten.

PROFILE

Maggs in media
Reinvention and
resurrection
Jeremy Maggs is one
of South Africa’s most
trusted journalists.
With three decades
of experience as a
media professional,
he has a keen eye on
developments in the
trade. Dane Hansen
spoke to Maggs about
the changes taking
place across the
industry.

Jeremy Maggs takes a selfie in the
eNCA newsroom.

J

eremy Maggs began
his career in media 30
years ago after studying
journalism at the former
Natal Technikon, now the Durban
University of Technology. His first
stint as a journalist was at the
Eastern Province Herald in Port
Elizabeth and the Sunday Tribune
in Durban. He says content
production in that time was
distinctly different from how it is
created, delivered and consumed
today.
“It was something that used a
lot more set-piece, and it was a lot
slower than it is today. You would
be assigned a story and it would
go through a sub-editing process
and only appear in a newspaper
the following day,” he says.
Maggs feels the practice of
journalism has picked up to
an unfathomable speed. “The
traditional 24-hour cycle of news
has been tightly condensed into
a 2.4-second news cycle, and this
swift format does come with some
flaws,” he adds.
“This new version of the news
cycle brings new challenges with
it. Stories are published before the
story is finished, and the course of
the story is continuously reported
on,” says Maggs.
“This disrupts the news flow and
the impact that a story has on its
readers because they are fed the
story bit by bit.
“It means the story is happening
in real time. What often happens
is you’re chasing a reaction to a
story that hasn’t even finished yet.
I think that often diminishes the
currency of a story,” he says.
With news being published
at rapid-fire rate thanks to the

functionalities provided by digital
platforms, Maggs also appreciates
the influence that digital content
has on the market.
“I’m not saying for one
moment that digital media is
not important. It has forced
traditional media brands to
rethink their space in the news
environment, and I know that a
lot of thinking is going into how
print will reinvent itself and also
compete with this challenge.
“Print does a lot more in-depth
and contextualised stories. One
of the things that I am very
encouraged about when it comes
to print is that it will have the last
word on any story,” he says.
Maggs is a regular contributor
to the Financial Mail. One of his
preferred aspects of writing for the
publication is that his articles are
always finished products. He adds
that it is a particularly rich and
fulfilling moment when a story is
completed.
“One big advantage that we
have at the Financial Mail is that,
once the story appears at the end
of the week, there is nothing more
left to say,” he says.
According to Maggs, the only
real change in media consumption
today is that consumers read
differently, irrespective of what
medium they use.
“Many people of all generations
still enjoy the tactile nature of
print publications, particularly
magazines.
“Magazines have had to reinvent
themselves as mini-books, and
newspapers as mini-magazines.
Much of the content that
newspapers have given consumers
in the past has now travelled onto
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I think that media
is constantly evolving,
and evolving at a faster
pace than it has in the
past. I think there is a lot
more choice, a lot more
opportunity. I think news
and media is going onto
an online space, but it is
not happening over night.
It is actually happening
slowly.

PHOTO: PowerFM

Williams as a part of the breakfast it was a gradual progression,” says
a digital stage.
Maggs.
show. He says his decision to
“I don’t subscribe to ‘print is
Maggs’ migration to radio
diversify his experience in media
dead’ at all. I think print is under
helped further his skills as a
by moving to radio was not a
pressure, certainly in South
media man, which he says was a
tactical one.
Africa,” he says.
rewarding experience. His journey
“The real reason was that I
Maggs feels strongly that print
as both a presenter and editor at
was just getting bored working
still plays a vital role in media.
702 also assisted him in becoming
at a newspaper. I suffer from
He says that the death of print is
a well-rounded journalist.
professional attention deficit
not inevitable, and that no media
“I am a great believer that a
disorder. I don’t like a lack of
platform has ever died.
journalist these days needs to
change.
He adds that modern media is
have a full range of skills.
just a case of different
A journalist must be able to
forms of media reI’d like to think that I am a bit of a
across all disciplines,”
diversifying their
trendset ter in respect of experimenting work
he says.
formats, and print media
with dif ferent mediums of media.
His experience across
must also re-diversify
several platforms has
itself if it wants to
helped turn ‘Jeremy Maggs’ into
“I had always been a fan
remain competitive.
a household name. His secret
of radio. As a child, my
An integral part of Maggs’
to success is understanding
success is his ability to capture the entertainment was the radio. I
the balance between news,
was around way before TV arrived
attention of his listeners on radio.
information and entertainment.
in South Africa.
Maggs spent ten years at Radio
“As a result of extending my
So I’ve always had a close
702 in Johannesburg, where
range of disciplines, and as I
affinity to the medium, and the
he became the news editor and
started to dissect the information
move was a logical progression.
current affairs anchor. He also
There wasn’t an epiphany to move, platform on the one hand, and the
worked alongside Jenny Crwys-
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information is subject to the
either radio, television, or at
entertainment side on the other,
platform of delivery, and media
newspapers, while I have bounced
I had to start seeing myself as a
houses must provide news and
between all of them.”
brand,” he says.
content in an intriguing way.
Even with his now extensive
“I understand all about brand
Although the radical changes
CV in television, Maggs believes
building and I write on media
in media are apparent, Maggs
the medium faces a great threat,
and marketing, but as far as I
does not believe the media are
especially in the way viewers
am concerned, I never set out to
in some kind of renaissance, but
consume it. He feels that 24create a brand.
rather in a constant evolution, and
“It was only in the last ten years hour news is gradually moving
over the last five years or so the
online and the threat will likely
or so that I’ve actually taken
increase in line with the speed and media have been evolving at an
cognisance of what the brand
exponential rate.
availability of bandwidth.
is, how you manage a personal
“I think that media are
“I think viewers are becoming
brand, why it is important, but its
constantly
something that’s
evolving,
evolved.
When I hosted Who Wants to be a Millionaire? I star ted to and evolving
“I think when
at a faster
I hosted Who
realise there is currency in the power of celebrit y.
pace than
Wants to be a
in the past.
Millionaire? I
I think there is a lot more choice,
more discerning. Television has
started to realise there is currency
got to reinvent itself in such a way a lot more opportunity. I think
in the power of celebrity, and
news and media are going onto
that there is a relationship with
you can’t abuse that, but you can
an online space, but it is not
what it’s putting on the screen,
certainly utilise it to your best
happening over night. It is
and what is being published
ability.”
actually happening slowly.”
His professional attention deficit online. I am not quite sure we
Maggs says that while digital
have worked out the synergy yet,”
disorder guided him towards
media are jumping to the fore,
he says.
his next media adventure in
they are not pushing print, radio
He suggests that every medium
television. After leaving 702,
or television off the bench, but are
is under some kind of a threat
Maggs presented several TV
rather making space next to them
from another – come the day’s
shows, including breakfast shows
to become yet another version of
end, even news is entertainment;
on SABC2, his massively popular
people want to be entertained, and media.
role as host of the South African
“Digital media is a useful and
it is up to him to be a catalyst for
version of Who Wants to Be a
expedient, time-saving platform,
that.
Millionaire? as well as his current
and I think a lot of people are
“I go on TV at night, and so I
position as news anchor and host
defaulting to it. It is one of many
am still competing with sport,
of Maggs on Media on eNCA.
platforms that can be used. I think
soap operas and documentaries
“I’d like to think that I am a
it is achieving more synergy with
and everything else. I mean, the
bit of a trendsetter in respect
other platforms, and out of that
power of the television remote is
of experimenting with different
is coming a new, exciting hybrid
awesome.”
forms of media. A lot of my
media,” says Maggs.
In the media industry,
contemporaries have stayed in
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Black lives,
white voices

Given the South African mainstream media’s dubious past, how should young
journalists in pursuit of an anti-racist future go about dethroning draconian
racial hierarchies? Joan van Dyk asks journalists, media theorists and political
analysts to add their voices to this complex debate.
“I am formed of the migrants who left Europe
to find a new home on our native land.
Whatever their own actions, they remain still,
part of me.” – Thabo Mbeki

has seen the myth of the “Rainbow Nation”
debunked and the Mandela administration’s
legacy of peace and reconciliation questioned
for overlooking justice.

t is 20 years since former President Thabo
Mbeki’s iconic “I am an African” speech
at the passing of the new South African
constitution in 1996. Mbeki was speaking
as the vice-president under the presidency of
Nelson Mandela.
Since then, the country has witnessed Mbeki’s
reputation slip from that of a
revered proponent of an
“African Renaissance”
to an AIDS denialist
on the political
periphery.
South Africa

What’s more, the statue of Cecil John Rhodes
has been removed from the public sphere on
charges of racism, only for Penny Sparrow
to fling herself into it. To use Mbeki’s words:
“Among us prowl the products of our immoral
and amoral past.”
As Mbeki’s speech suggests, there are many
voices that can tell some version of
South Africa’s story.
Twenty years on, the
lingering question
is: who should be
allowed to tell
these versions?

I

SOCIAL CHANGE
Facing King Leopold’s Ghost
The horrors of the colonial project are often
misunderstood as only belonging to the era of Adam
Hochschild’s King Leopold’s Ghost. This allows for
the concept to be portrayed as a mere literary theme
that is only of interest to the bookish, when in reality
colonialism’s resulting psychological scarring sets up
a perpetual hierarchy of white as superior to black
that has to be overthrown actively.
In an article on the toxicity of the Western gaze on
Africa for The Atlantic, Nigerian-American novelist
Teju Cole calls out Pulitzer Prize-winning journalist
Nicholas Kristof for playing the role of the “white
saviour”.
Kristof writes a weekly column in the New York
Times in which he often gives accounts of Westerners’
activism in “darkest Africa”.
Cole bemoans the Westerner’s need to make a
difference, adding that Africans can solve their own
problems “with no cool 20-something heroes in sight”.
For Cole, the problem lies in the fact that stories
about African communities are not told to promote
justice. “It is about having a big emotional experience
that validates privilege.
“This world exists simply to satisfy the sentimental
needs of white people and Oprah,” he adds.
Kenyan author and journalist Binjavanga Wainaina’s
How to Write about Africa mocks the one-dimensional
way Western journalists and authors write about the
continent. Although the article was first published in
2005, it remains an uncomfortably relevant satire of
the traps into which white journalists often stumble.

This world exists only to satisf y the
sentimental needs of white people and
Oprah.
“Among your characters you must always include
The Starving African who wanders the refugee camp
nearly naked, and waits for the benevolence of the
West.
“Establish early on that your liberalism is
impeccable, and mention near the beginning how
much you love Africa, how you fell in love with the
place and can’t live without her. Africa is the only
continent you can love—take advantage of this.
“Always end your book/report with Nelson Mandela
saying something about rainbows or renaissances.
Because you care.”
Closer to home, Busani Ngcaweni, Deputy DirectorGeneral in the Presidency, writes in Daily Maverick:
“It’s time to free South Africa’s journalists from the
shackles of coloniality.”
Ngcaweni calls for an empowerment programme
for black journalists to shift the accepted truths
about journalism away from an apartheid point of
reference, which forces black journalists to sacrifice
their agency and original pro-African stories.
“Our journalists are products of Euro-American
modernity which treats everything black as suspect

and inferior. They write stories to please their white
masters, media owners and advertisers.
“As for their white counterparts, the media is theirs.
They misspell our names shamelessly. They mock our
culture same as colonial anthropologists did,” writes
Ngcaweni, adding that the plight of black journalists
in South Africa is that ultimately it is whiteness that
determines the daily news agenda.
A recent example of the distortion of African culture
by stereotyping is the coverage of the Marikana
massacre, in which many news outlets mockingly
reported that a sangoma was behind the “foolish
courage” that caused the workers to confront the
police. “The impression created was that responsible,
mature ‘adults’ could not believe that they would be
protected by herbs. Any adults who did believe that,
it could be concluded, were infantile and inane,”
writes Professor Simphiwe Sesanti in Marikana and
the Media. Sesanti is an associate professor at the
University of South Africa’s Institute for African
Renaissance Studies.
In the pursuit of a decolonised media, should
white journalists report on black communities
in post-apartheid South Africa? And if so, how
should they go about it?
Dr Glenda Daniels
“I definitely do not believe that whites reporting
on black communities prevents decolonisation.
Decolonisation is about marginal voices being
included in the mainstream. It is not about black and
white. It is about a consciousness. You don’t have to
be gay to be sympathetic to gay struggles. And you
don’t have to be working class to identify with the
working class.”
Dr Glenda Daniels has been a journalist for over
20 years. She served in the executive committee of
the Black Student Society and the South African
National Students’ Congress at Wits University in the
1980s. Daniels currently serves on the Council of the
South African National Editors Forum (Sanef) and as
chair of the forum’s Ethics and Diversity Committee.
Max du Preez
“We will be much poorer if we can only write about
things we have experienced. But when a white
journalist does write about black history, black
pain and black pride, it brings a big extra burden
that a black journalist won’t have. You’ve got to go
a hundred miles extra to understand and you have
to be honest that you are not black and you have to
listen carefully.”
Max du Preez is a documentary filmmaker and
has worked as a foreign correspondent for various
South African titles. He founded Vrye Weekblad
which exposed injustices committed by the apartheid
government.
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Dr Sally Matthews

Whiteness and identity in journalism

“It is certainly possible that a white person could
produce a credible report about a situation involving
black people. I don’t hold the view that just because
someone is white they could never understand
or correctly represent the views of black people.
However, that being said, there has been plenty
of misleading reporting of black people by white
journalists, so white journalists need to be attentive
to criticism and continually vigilant in order to be
aware of how they are representing others.”

So what is a “white person”? Dr Sally Matthews
writes in Shifting White Identities in South Africa
that it is easier to understand whiteness as a form
of power that was attained by force rather than as a
culture of ethnic category.
“One of the many consequences of dismantling
apartheid is the need for a re-evaluation of the way
in which white South Africans fit into South Africa,”
Matthews writes, adding that a non-racist country
is only possible if white South Africans no longer
consider themselves superior to other South Africans
and no longer expect to occupy a dominant position
in society. Destabilising whiteness in the media is
no longer a novel idea, but there are still unresolved
complexities with regard to the implementation

Dr Sally Matthews is a senior lecturer in the
Department of Politics and International Studies at
Rhodes University.

A non-racist countr y is only possible if white South Africans no longer consider
themselves superior to other South Africans and no longer expect to occupy a
dominant position in societ y.
Dr Simphiwe Sesanti
“Anyone should be able to report on anyone. That
being said, white journalists don’t necessarily
understand black people’s lifestyles, while black
journalists usually do understand white culture,
because they are actively involved in white people’s
lives. So it follows that white journalists must make
that much more of an effort to understand the culture
they are reporting on. “We cannot seriously say that
journalists like former Daily Dispatch editor Donald
Woods, who was a close ally of Bantu Biko’s, has no
credibility merely because he is white. It is important
that white journalists raise their voices in solidarity
and in a humble way.”
Dr Simphiwe Sesanti is an associate professor at
the University of South Africa’s Institute for African
Renaissance Studies and the Deputy Editor of
International Journal of African Renaissance
Dr Keyan Tomaselli
“Why not? Journalists report on what they
experience, observe and analyse. They are journalists
by profession. They are taught protocols by which
to engage their sources, the conditions observed and
the contextual considerations that need to be taken
into account. They may shape their reporting in
terms of their specific class, gender, ethnic, religious
and occupational positions. Critical journalists know
this and act as intermediaries between news media
and the social control by which the newsroom is
managed. They are closer to their readers than are
their editors.”
Dr Keyan Tomaselli is an emeritus professor at the
Centre for Communication, Media and Society at the
University of KwaZulu-Natal. He is the author of The
Cinema of Apartheid and Appropriating Images.
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of the concept. For example, in Mbeki’s speech he
insists: “We refuse to accept that our Africanness
shall be defined by our race, colour, and gender or
historical origins.”
But the solution is not as simple as rejecting
identification as “white” to don an “African” identity.
A further consideration must be given to the fact
that the field of journalism has a regulatory system
and code of ethics that is put in place to ensure fair
reporting.
The question now arises: Do journalists’
identities matter at all?
Dr Glenda Daniels
“To some extent journalists’ identities – in other
words what they identify with – do matter, not who
they are biologically, racially or genetically. Many
journalists identify with their professional codes of
ethics. In my experience of being a journalist and in
my membership of Sanef, this is the foremost identity
– not race. However, journalists from abroad may be
different and they may well enjoy spectacles in Africa
and play on the stereotypes of starving children,
violence and dictatorships.”
Dr Keyan Tomaselli
“Identity always matters, but the problem in South
Africa is that identities continue to be legislated,
based on what we look like. Individuals are not
free to determine their own identities. We have
re-imprisoned ourselves thanks to post-apartheid
re-racialisation. Each inclusion into an identity
is also an exclusion. The issue is: who is doing
the exclusions, and for what reasons? We need
to consider who benefits from the imposition of
identities on individuals.”

Dr Sally Matthews
“Racial identities are not cast in stone; they are
social constructions. However, given the current
societal structures and hierarchies, white people
cannot just pretend not to be white. But neither need
whites to insist ‘we are white and will forever be so’.
If one were a journalist reporting on Africa with this
attitude, one would have to be continually open to the
possibility that one ought to do things differently and
be continually open to the possibility that one might
be wrong.”
Can white South Africans call themselves
African?
Max du Preez
“I definitely call myself an African. In one sense
we were all born here, but this is a more emotive
connotation to Africa. It certainly means a kind of a
loyalty and understanding of Africa’s people. It’s a
commitment to understand and make it better; it is
a shedding of your first instincts of being European
because of your socialisation. Conservative Afrikaans
types also proclaim themselves to be African, but
only to reclaim their privilege. That is an abuse of
the concept. When you’re an Afrikaner, you’re not
necessarily an African. If you look down upon the
history of black South Africans then you certainly
can’t call yourself an African. It’s about being
indigenous. I regard myself as being an indigenous
South African. That makes me an African.”

I am
formed
of the natives
who left
Europe
to find
a new home
on our
native land.
Whatever
their own
actions.
They remain
still,
part of me.
- Thabo
Mbeki

Dr Keyan Tomaselli
“We need to move beyond limiting race-based
identities and work from contextualised humancentred experiences. Neither category (“African”
or “European”) is helpful, as each perpetuates
binaries rather than dialectical argument. Dialectics
opens up new ways of looking, understanding, and
synthesising solutions; it breaks with previous
conceptually limiting categories.
Africa and Europe have interacted since humans
first appeared on this planet. We need to critically
examine the interactions, the commonalities, the
differences and the various discourses that have
since emerged, not simply as either/or, or self and
other, or as friend and enemy, black vs white, or
Africa vs Europe.”
Dr Simphiwe Sesanti
“Although this is a very contentious issue at the
moment, I think the answer is no. Africans have
been denied their identity. No one would deny a
white South African citizenship, but to claim African
identity would be taking it too far.
If everyone can be an African, then no one is an
African. We cannot take away the one thing Africans
have.”
PHOTOS: Joan van Dyk

TRC podcasts
symbolise
cultural
storytelling

It’s been 20 years since the Truth and Reconciliation Commission (TRC)
investigated the human rights violations committed during apartheid. There has
been a lot of discussion surrounding the TRC and its role in transitioning South
Africa into a democratic era, which lead to Primedia Broadcasting doing a
podcast series on the TRC. Amy Gibbings speaks to some of those involved.

T

he podcast series History
for the Future: What We
can Learn from the TRC,
conceptualised by Karl
Gostner, Primedia Broadcasting
general manager, was produced
in what Gostner believes is the
true South African spirit of
storytelling.
When Gostner planned the
series, it was not with the TRC’s
20th anniversary in mind, but
rather as a way of deepening
the conversation surrounding
the state of democracy in South
Africa.
“It was suggested to me that
a good way to achieve this was
in conversation with the TRC
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commissioners about where they
thought we were in our nation’s
journey.
“Remember, the commissioners
had operated in the heart of the
pain that our country carries.
Who better than them to reflect
on whether we were healing or
growing?” he says.
The series is made up of 16
individual interviews featuring
one of the commissioners in each
episode.
Pippa Green, veteran journalist
and former head of radio at the
SABC, who also reported on the
TRC in the 1990s, interviewed the
commissioners on where they saw
the nation’s state of reconciliation.

“It was to retell the stories of
the TRC through the eyes of the
commissioners 20 years on. Our
history, even two decades ago, is
sadly overlooked in many of the
current discourses.
“It was also meant to spark an
intergenerational conversation
about where the country is today
and what is needed to be done to
achieve more social cohesion,” she
says.
The interviews were compiled
into a series of podcasts produced
by Jeanne Michel, technical producer for Primedia Broadcasting.
Michel says that they wanted
to air the voices of the people who
served on the TRC, to hear what
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South Africans think of democracy
in South Africa and whether the
TRC helped in healing the country
post-apartheid.
“I thought it was an important
project to do because of the public
discourse around the direction the
country is heading.
“Public protests were happening
during 2015 and the first half
of 2016, and there was huge
backlash towards certain people

“I think it is a clarion call to
activate citizens to recognise how
much still needs to be done and
that it is our generation’s duty to
step forward to make it happen,”
he says.
Mary Burton, former president
of the Black Sash organisation
and one of the 16 commissioners
interviewed by Green, says that
she was very glad to be given the
opportunity to think through some

seven weeks – and two podcasts
a week were uploaded onto Life,
Primedia’s podcast website.
According to Burton, taking
part in the series offered an
opportunity to reflect more
informally about her experiences
as a commissioner. However,
she received little feedback on
the series even though it was
broadcast on a widely listened to
radio station.

Our cultural roots are profoundly ones of stor y telling and listening, which is
fundamentally what podcasts are. I have no doubt, as a medium, it will continue to
grow in impor tance.”
in the government and how
they were behaving with such
impunity.
“The public were demanding
better service delivery through
violent and destructive
protesting.”
According to Gostner, there
is a lot to learn from the series,
especially from the people who
were part of the TRC – people of
immense integrity, many of whom
continue to actively fight to deepen
human rights in South Africa.
“It is a reminder of the sacrifices
that were made to enable
democracy, of the sheer, horrific
brutality of apartheid.

of the important issues confronting South Africa.
“I find myself exercised by the
hard questions that are being
asked of the commissioners; what
more could you have done, why
didn’t you do it?
“It was a learning curve because
it was such a new venture with
very few models to follow from.
Each one of us was filling the daily
tasks and there was very little
chance to step back and think
about what the outcome would
be,” says Burton.
Pieces of the excerpts were
played on Cape Talk every week
as the series unfolded – over

“The question is, how do you
get more people to hear it? I
hope there might be another
opportunity for these interviews to
be broadcast,” she says.
Although podcasts are still
an undersubscribed medium,
especially in South Africa, they
are inexpensive to produce.
“It was Pippa Green and a
recording device. We didn’t need to
have a camera person, or a sound
and lighting person,” says Michel.
“Sometimes when it is just the
audio, the interviewee might feel
more comfortable to share how
they really feel, they almost forget
that the process is being recorded

Illustration on previous
page: Ellen Agnew
1997 TRC hearings
into the ANC-Inkhata
feuding in Kwa-Zulu
Natal. Images on far lef t
are the commissioners
in charge and the other
images are of people
involved in the bombing
of a civilian bus by
Inkhata supporters.
PHOTO: Jillian
Edelstein
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LEFT: TRC hearings
being recorded on
television.
RIGHT: A poster
advertising the TRC
hearings, encouraging
people to come forward
with their testimonies, to
share their story.
PHOTO: Jillian Edelstein

and can relax a bit more.
Podcasts are easy to access, they
consume less data than videos
on mobile devices, and audio
can be listened to while doing
other things.”“Quite simply there
is something about listening,
about pausing and hearing what
someone has to say – podcasts
compel listening and they allow
for greater depth than one could
cover in a live interview. Our
cultural roots are profoundly
ones of storytelling and listening,

complete the body of interviews.
Once we had all the raw audio, it
took quite a while to transcribe
the interviews and then write
the scripts for Pippa’s voice
tracks,” says Michel.“Finding the
commissioners and persuading
them to speak was one of the
greatest challenges. I also had to
research the background scripts
that were produced to give them
context and meaning to today’s
audience,” says Green.
Max du Preez, author,

“This podcast series reminds
people of what we went through
as a nation, it informs the youth
of what happened in 1996, how
important a role it [the TRC]
played, how much truth we
learned and how much we healed,”
he says.
Green intended for the series
to create a platform for informed
discussions, often held without
many facts being brought to bear.
“Generally the feedback has
been good. I am speaking at a

The TRC was impor tant because it was broadcast on radio and television. The
faces and the voices of the perpetrators and witnesses became par t of our psyche for
t wo and a half years.”
which is fundamentally what
podcasts are. I have no doubt, as
a medium, it will continue to grow
in importance,” says Gostner.
Burton added that it was
invaluable for Green to collect
these thoughts from the
commissioners.
“These recordings will be here,
presumably when we are not
anymore, so there will be an
actual voice talking about these
experiences, which has a stronger
impact than the written word,”
she says.
According to Michel, producing
the podcast series was a time
consuming process that drew on a
number of different elements.
“Pippa took almost 18 months to
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journalist, and documentary
filmmaker, says that if South
Africa hadn’t had the experience
of the TRC, the country might be
in a very different place.
“The TRC was important
because it was broadcast on radio
and television. The faces and the
voices of the perpetrators and
witnesses became part of our
psyche for two and a half years.
“It opened the gate to a road
that all South Africans needed
to walk. However, the state
and the citizens of South Africa
thought the work ended when the
commission did.“We can’t blame
the TRC; the commission was the
beginning, the first step on a path
we never really took.

school about the series and hope
it will form the basis of other
dialogues,” she says.
It is Gostner’s hope that the
series will be listened to in
schools and universities around
South Africa. He believes there is
richness in the content that will be
relevant for years to come.
“I have played the podcast
interview with commissioner
Dumisa Ntsebeza to hundreds
of students and they were taken
aback by the power of his journey
and the integrity of his leadership.
“That said, I believe it is a
sleeping giant. Although, I hope
the series will become a part of the
historical record of our nation’s
journey,” he says.

Media
for social
change
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Can the media facilitate social change? Independent Media believes so.
Walter Hayward-Botha takes a look at recent campaigns
in which the media house has been involved.

R

intimate experience,” he says.
acism, sexism and
“The issue of racism is an
He adds that when the
homelessness – these
important conversation that
public becomes involved on a
are but a few of the
South Africans must have
personal level, the movement
issues that are still
– earnestly, honestly and
automatically gains more
prevalent in South African
frankly,” says Survé. “We have
traction.
society. Our country’s past
been overwhelmed by the
“It allowed people to talk
indicates that people would
support from South Africans
more openly about racism
often rather turn a blind eye to from all walks of life.”
and provided people with a
these types of problems than
A website (stopracism.iol.
platform to address issues that
take action against them.
co.za) was launched, where
are critical to nation-building
This past year, Independent
opinion pieces by prominent
and to the healing of the
Media has launched a number
writers and intellectuals are
of projects and campaigns
published. These articles cover country,” says Soobramoney.
“People have been willing
aimed at altering public
subjects ranging from race and
to and happy about sharing
perceptions regarding racism
inequality to reconciliation,
their experiences, very
and homelessness. These
many of which have also
openly and truthfully,
campaigns employed
It seems as though it was something around racism they’ve
the power of reporting
and journalism to
that was lacking, and then suddenly there experienced,” he says.
People also used
highlight important
was this plat form that people see as a
the project website to
issues.
comfor table space for them to have
discuss how to start
Executive chairman
mature discussions
changing mindsets and
of Independent Media,
perceptions.
Dr Iqbal Survé,
“[They also discussed]
considered the ways in which
appeared in newspapers in the
how to foster and provide
the media could help speed up
Independent Media stable.
spaces for social cohesion. In
social change, and asked the
“This campaign was one
terms of public response, it
question: “How do we create
of the biggest we have ever
has been phenomenal,” says
a better society through the
undertaken,” says Viasen
Soobramoney
media?”
Soobramoney, head of
“It seems as though it was
multimedia at Independent
something that was lacking,
‘Racism. It Stops with Me’
Media.
and then suddenly there was
In February, Independent
Soobramoney says that the
this platform that people
Media launched the ‘Racism.
website provides a platform
see as a comfortable space
It Stops with Me’ campaign,
on which readers can join in
for them to have mature
which aimed at uniting
the conversation by uploading
discussions about racism,” he
South Africans in the fight
their own race-related stories
says.
against racism with the hope
and accounts.
Functionally, Soobramoney
of eliminating the legacy of
“In this way the campaign
says the campaign was initially
apartheid from society.
became a more personal and
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planned to last a year, but that at
this stage it will continue for an
indefinite period.
“I see this as an ongoing
campaign that doesn’t necessarily
have a lifespan, since you can’t
attach a lifespan to race issues.
“It’s a process. It takes time,
healing and understanding, as
well as education to break down
the stereotypes and fear that have
been part of our society for years.
“It’s not something that can be
done overnight, therefore you can’t
put a time frame on a campaign
like this,” he says.
Survé and Soobramoney both
say that there are plans afoot
to take this campaign to an
international level.
“There is no reason it can’t be
a global campaign. Racism is
something that affects possibly
every country in the world. It
has massive global appeal,” says
Soobramoney.
The Dignity Project
The Dignity Project was launched
in April, with the intention of
giving the public a glimpse into
the harsh reality that homeless

people face on a daily basis.
For the campaign, Independent
Media’s Cape Argus published
a 15-part daily series on the
homeless people of Cape Town.
The project was a collaboration
between the online deputy news
editor, Lance Witten, and chief
photographer Henk Kruger.
“It was a journalistic effort
with the goal of telling the stories
of those often overlooked and
ignored,” says Witten.
“Journalism is changing and
we need to become more creative
with our storytelling. You can no
longer rely on just telling a news
story, because the news cycle has
changed.
“People are now getting their
news from platforms like Twitter
and Facebook, [which many
homeless people don’t have access
to]. So the point of this project was
to give a voice to the voiceless,”
says Witten.
“Journalists need to change
their approach regarding being
the guardians of information.
We can’t be the gatekeepers of
information anymore, because
every person with a smartphone

Anthony van Aarde’s unique story was told by Cape Argus’ Dignity Project.
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has a publishing platform.
“We need to be more flexible and
adapt our storytelling techniques
in order to meet that challenge,”
he says.
Witten says that a recurring
theme in the stories was the lack
of dignity that homeless people
experience.
“They want to be recognised
as fellow human beings. It was
hoped that the project would help
shift mindsets and allow them to
feel that they are part of society
again,” adds Witten.
“We worked patiently with
the homeless people involved
in this project in an effort to
debunk stereotypes, myths and
misconceptions and to bring our
readers the stories that we don’t
readily want to confront,” Cape
Argus editor Gasant Abarder
writes in the first online Dignity
Project article, published on IOL.
“What they want is engagement
from the public, a human touch,”
he adds.
As with the reaction to the
‘Racism. It Stops with Me’
campaign, Witten says the
reaction from the public was

PHOTO: Henk Kruger

Mr Kuan, Danny Oosthuizen, and Denise were all invaluable to the Dignity Project.

PHOTOS: Henk Kruger

devoted to the difficulties that the
Criticism
incredible. “We’ve had nothing but
city’s homeless people face has
Although clearly popular, the
positive responses.”
taken an extremely biased turn,”
campaigns were met with some
“After the first couple of days of
she writes.
criticism.
running the project, I would go to
In her article she defends and
Max du Preez, author and
my desk and find piles and piles of
clarifies what the city has done in
documentary filmmaker, says
clothes that were donated.
order to assist the homeless, most
it is a welcome sight to see any
“We had to tell the public to
of whom, according to her, do not
organisation become actively
rather drop off their donations at
accept the help.
one of the designated spaces,” says involved in taking a stand against
“The unfair claims that
racism.
Witten.
homeless people are
However, he raised concerns
The Cape Argus also employed
disenfranchised and forgotten are
regarding the motives around the
Danny Oosthuizen, one of Cape
sensationalist and deprive the
campaigns, whether they were
Town’s homeless, to write a
general public of much-needed
meant as a way of promoting the
daily column about his personal
context.
company’s corporate image, and
struggles for the duration of the
“It is disingenuous to claim
whether the campaigns would
project.
that the city does not care, and
“I will never forget the day I was actually lead to societal change.
to sensationalise the
asked by Lance Witten
if I would write the front
If you are going to spend money and ongoing tension with police
page lead for the Cape
media space on fighting racism, then you when so many people opt
not to accept the city’s
Argus Dignity Project,”
are most likely expecting some sor t of assistance,” she added.
Oosthuizen writes in his
change at the end of it. - Ma x du Preez
column.
Collective change
“We have the same
“If you are going to spend money As Du Preez stated, it is
aspirations, hopes, goals,
a welcome sight to see an
and media space on fighting
and dreams … To rid the city
organisation, especially a media
racism, then you are most likely
of homeless people and to
one, take a stand against issues
expecting some sort of change at
restore dignity, provide work
such as racism and homelessness.
the end of it,” says Du Preez.
opportunities and some sort of
It is an even greater sight when
“Undoubtedly, it is a welcome
accommodation.
active change is witnessed within
initiative. I’d like to see Die
“We are about engagement with
the public mindset.
Burger adopt a similar campaign,
the citizens of Cape Town. To find
as well as the Democratic Alliance “Social changes within society
a collective solution for all,” he
cannot be made by one person
(DA), seeing as both have many
writes.
alone,” says Survé.
white and conservative followers.”
Oosthuizen has since been given
“A movement could be started by
Cape Town mayoral committee
a permanent position at the news
member Suzette Little also voiced
publication.
an individual, but it requires a lot
concerns in an opinion piece
Regarding the project’s lifespan,
more people to truly get traction
published in the Cape Argus,
Witten says that the initiative
and make an impact.”
addressing the newspaper’s
deserves to be continued.
Witten adds, “If we don’t know
“one-sided reporting” of the city’s
“It’s not something we do for
each other’s stories, we won’t be
homeless people.
rewards or recognition. It’s not
able to meet each other on the
Little believes that the Cape
about patting ourselves on the
same level.
Argus has only been representing
back.
“If I see you as a human being,
the homeless people’s side of the
“We’re just trying to encourage
and I see that you have struggles,
story throughout the project, and
social change. But there are
I can understand and treat you
that the reporting may be seen as
definitely some similar projects in
with more respect. That’s what
prejudiced. “The recent coverage
the pipeline,” says Witten.
this is all about.”
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En so

KUIER
ons steeds

Die Afrikaanse tydskrif ‘Kuier’ is lankal
nie meer die baba in Media24 se
tydskrifstal nie, sy is nou een van SuidAfrika se mees gelese tydskrifte. Tarryn
Josephs het teruggeloop op ‘Kuier’ se
pad na sukses.
Die eerste Kuier het in September 2009 op
winkelrakke verskyn. Melanie Du Bois was die
eerste voorbladster.
FOTO: Misha Jordaan

O

m oor en weer te kuier,
die nuutste resepte te
kry en te gesels oor
wat in jou gemeenskap
gebeur, klink na die perfekte
luilekker aktiwiteite. En waar
kan jy dit beter doen as in Kuier,
een van Suid-Afrika se gewildste
tydskrifte?
Kuier verskyn die afgelope
sewe jaar tweeweekliks op die
winkelrakke. Volgens die ABCsyfers van April tot Junie 2016,
is sy tans die derde grootste
tydskrif in Suid-Afrika. Haar
sirkulasiesyfers is tans 98 138,
kort op die hakke van You
met ’n gemiddeld van 116 560
eksemplare verkoop, en
Huisgenoot met ’n gemiddeld van
219 309.
Die tydskrif is in September
2009 gestig en in sy eerste
kwartaal (Oktober tot Desember
2010) is gemiddeld 15 681
eksemplare verkoop. Die volgende
jaar was die kopieverkope 58 672
vir dieselfde kwartaal.
Kuier se teikenmark is bruin
Afrikaanssprekende vroue. Die
redaksie streef daarna om vir
lesers praktiese en realistiese raad
te gee oor alledaagse kwessies.
Willem Breytenbach,voormalige
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hoofbestuurder van Media24
se weeklikse tydskrifte,
het die gaping in die mark
vir ’n publikasie soos Kuier
geïdentifiseer en ná baie navorsing
besluit om die tydskrif van stapel
te stuur. Die tydskrif Move, wat
op ’n soortgelyke Brasiliaanse
tydskrif gegrond is en ook op die
middelklas gemik is, was ’n groot
sukses vir Media24.

Die probleem met
t ydskrif te soos Sarie en
Fairlady is dat albei op
glanspapier gedruk is. Dis
nie die soor t t ydskrif wat
Kuier se mark wou lees nie.
Breytenbach het die tydskrif se
gewildheid gesien as ’n aanduiding
van wat met ’n produk soos Kuier
kan gebeur.
“Die probleem met tydskrifte
soos Sarie en Fairlady is dat
albei op glanspapier gedruk is, en
dit is nie die soort tydskrif wat
Kuier se mark wou lees nie,” sê
Breytenbach.
Volgens Breytenbach het
hul navorsing die bruin mark
gesegmenteer, en vir die eerste

keer het hulle gefokus op die
belange van dié mark.
“Ons het navorsing gedoen oor
wat in ’n leser se kosmandjie is
wanneer hulle ’n Kuier koop.
“Ons kon sien dat dié mark
baie kostebewus is. Daar sal
byvoorbeeld ’n braaipak in die
kosmandjie wees, maar nie ’n
pak steak wat 25 dae gemarineer
is nie, en dit is hoe ons geweet
het op wie ons moet fokus,” sê
Breytenbach.
Baie vrouens hou daarvan
om resepte uit te deel, lekker
te gesels, te eet en wenke oor
allerlei dinge só bymekaar te
maak. Vandaar die naam Kuier.
Kuier het al die elemente in een
saamgevat, meen Evadne Cupido,
eerste redakteur van dié tydskrif.
“Daar was beslis belangstelling,
maar meer as dit; daar was ’n
honger vir lesers om hul eie mense
te sien, positiewe stories te lees
oor mense wat hulle ken, en met
wie hulle kan identifiseer,” sê
Cupido.
As jy deesdae vir Kay Karriem,
huidige redakteur van Kuier, vra
wat haar teikenmark is, sal sy
vir jou sê dié vraag sal altyd ’n
interessante een bly.
“Elke produk het ’n spesifieke
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kernteikenmark – gewoonlik is
dit vir ’n geslag, ouderdom of
inkomstegroep, maar met SuidAfrika se komplekse verlede kom
ras, taal en kultuur ook by.
“Kuier se mark sluit nie ander
Afrikaanssprekendes uit nie. Die
Afrikaanse tydskrifmark was in
die beginstadium reeds baie vol,
so ’n nuwe tydskrif moes ’n nuwe
mark teiken óf ’n bestaande mark
‘kannibaliseer’,” sê Karriem.
Volgens Karriem was Kuier
dus baie gelukkig om die eerste
tydskrif te wees om ’n bruin

bestanddele te koop – jy het nie
nodig om na Woolworths te gaan
nie,” sê Breytenbach.
Rowena Hendricks, teks
redakteur by dié tydskrif, sê dat
Kuier daartoe streef om hul eie
mense se stories te vertel, in hul
eie taal: ’n Kuier-taal.
“Elke lid van die Kuier-span
moet met storievoorstelle uit die
gemeenskap kom.
Stories word aan ’n streng
kriteria gemeet en jy moet
omtrent veg vir jou storie om ’n
groenlig van die redakteur te kry.

bemarkingsveldtogte gehou, en
vandag is dit ’n reuse-sukses,” sê
Cupido.
Kuier bied talle kookkompetisies
en skoolkompetisies aan en spog
met ’n suksesvolle jaarlikse
geleentheid vir vrouedag, Pienk
Plesier. By dié geleentheid
word lesers bederf met
grimeringsklasse, geskenkpakkies
en selfs ’n voorkomsverandering.
Van Suid-Afrika se bekendste
sangers, soos Chad Saaiman
en Karin Kortjie, het al by dié
geleentheid opgetree. “Kay het

Die resepte in Kuier is makliker as by voorbeeld die resepte in Huisgenoot.
Jy kan na ’n Pick n Pay of Spar gaan om die bestanddele te koop – jy het
nie nodig om na Woolwor ths te gaan nie.
mark as kernteikengroep in die
Afrikaanse tydskrifgroepering te
hê, maar sy sê verder dat dit net
een hoek van hulle posisionering
is.
“Die ander [hoek] is beslis die
bekostigbaarheidsaspek en met
die huidige ekonomiese toestande,
dink ek dít sal naderhand Kuier
se sterkste verkooppunt word,” sê
Karriem.
Cupido meen dat van die
grootste uitdaging destyds was dat
niemand die tydskrif geken het
nie. Die verkope het baie gesukkel,
grotendeels omdat dit nie oral
beskikbaar was nie.
“Die meeste klagtes destyds was
dat mense hoor van die tydskrif,
maar dat hulle dan sukkel om
dit in die hande te kry. Daar was
dae dat ek en die personeel na die
treinstasies en winkelsentrums
toe gegaan het om tydskrifte uit te
deel, net om hulle bewus te maak
daarvan,” sê Cupido.
Breytenbach sê dat die
beginstadium uit ’n sakeoogpunt
hom baie bekommer het. “Ons het
gesukkel om die regte mark te kry;
ons het gesukkel om vir winkels
soos Shoprite en Checkers te
verduidelik wat Kuier is.
“Maar as jy nóu vir vroue vra
hoekom hulle Kuier lees, sal hulle
waarskynlik heel eerste vir jou sê
ter wille van die resepte daarin.”
“Die resepte in Kuier is
makliker as byvoorbeeld die
resepte in Huisgenoot. Jy kan na
’n Pick n Pay of Spar gaan om die

“Soms stuur lesers ook vir ons
storievoorstelle in, of hulle keer
jou sommer in die straat voor met
storie-idees,” sê Hendricks.
Die kriteria vir Kuier-stories is
eenvoudig: Dit moet inspireer. Dit
gaan oor artikels wat
lesers motiveer en aanmoedig.
Die “ware lewensdrama”-afdeling
handel oor traumatiese stories,
en stories oor verlies. Die
voorbladstorie fokus gewoonlik
op plaaslike sterre.
Volgens Hendricks bly die
formaat van die tydskrif amper
altyd dieselfde, maar dit
hang ook af van die
aantal advertensies
in die boek. “Die
agterseksie sluit
blokraaie, kortverhale,
die TV-gids en rubrieke
in,” sê Hendricks.
“Die middelseksie
bestaan uit kos, mode,
skoonheid en die
advies-afdeling. Die
voorste deel van die
boek bestaan meer
uit emosionele stories,
want dit is mensestories wat emosies
ontlok en waarmee ons
lesers kan vereenselwig.”
Hoe bly Kuier so suksesvol?
Cupido meen dit is oor die
talle projekte wat hulle reël
om hul lesers te bederf.
“Mettertyd het Kuier by
meer projekte betrokke
geraak, funksies en

altyd geglo dat daar ’n Kuierklub moet wees, dat daar ’n
omgewing moet wees waar lesers
bymekaar kan kom, waar lesers
kan voel hulle word bederf,” sê
Breytenbach. “Dit was ’n enorme
Kay Karriem,
redakteur van
Kuier. FOTO:
Misha Jordaan
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sukses en dit is steeds ’n baie
positiewe ervaring vir die lesers.”
Maar net soos ander tydskrifte
moes Kuier ook harde klippe kou
om ’n sukses van hul handelsmerk
te maak. “Die bestaande
handelsmerke was in Kuier se
beginstadium baie gevestig en
het die mark heeltemal oorheers,
so dit sou moeilik wees vir enige
nuwe produk om ’n impak te
maak,” meen Karriem.
“Verder het dit vir en teen ons
getel dat ons ’n nuwe mark – wat
tradisioneel nie tydskrifkopers
was nie – probeer ontgin het.

Ons het alt yd geweet,
as Kay iets wil hê dan
moet jy haar los, sy weet
wat sy wil hê.Ek kan
vir jou nou sê, daardie
verhale was die mees
gelese deel van haar
webtuiste.
“Adverteerders was ook nie
oortuig daarvan dat ’n ‘bruin’
tydskrif noodwendig die beste
manier was om die Afrikaanse
mark te bereik nie. Dit is steeds
’n groot uitdaging om mense
sover te kry om soveel in Kuier en
die Kuier-mark te glo soos ek en
span.”
Simone Thomas, Kuier se
bemarkings- en sakebestuurder,
sê ’n uitdagende ekonomiese
klimaat maak verkope altyd
moeilik. “Lewenskoste word net

duurder so ons lesers dink eers
mooi voordat hulle geld bestee. Dit
wil sê dat ons altyd goeie leesstof
vir ons mark moet hê,” sê Thomas.
Ten spyte van die struikelblokke
wat dié tydskrif al moes oorkom,
lig Karriem ’n paar waardevolle
lesse uit.
Sy meen dat jy nie bang moet
wees om moeilike besluite te neem
nie, en dit is belangrik om te
onthou dat as jy ’n fout maak, jy
net ’n ander besluit moet neem.
“Moet net nie niks doen nie, en
lag baie!” sê Karriem.
Die digitale era het ook nou
aangebreek, en almal in die media
is bewus van die noodsaaklikheid
daarvan om tradisioneel gedrukte
titels nou digitaal te versprei.
Kuier het ’n paar jaar gelede
hul digitale reis met ’n selfoonwebtuiste begin, want dit is
hoofsaaklik waar hulle mark is: op
hul selfone.
Breytenbach en sy span het
destyds ’n slimfoon-webtuiste vir
Kuier gebou.
Volgens hom het Karriem
net een versoek gehad: sy wou
lang stukke teks en stories op
die webtuiste hê, iets wat vir ’n
webtuiste, veral as dit op ’n selfoon
gelees word, baie ongewoon is.
“Ons het altyd geweet, as Kay
iets wil hê dan moet jy haar los,
sy weet wat sy wil hê. Sy het vir
my verduidelik dat haar mark in
taxi’s sit en hulle nie hulle elmboë
in die taxi kan beweeg nie.
“So as hulle vir ’n uur lank wil
lees dan is dit cool. Hulle kan dit
net op hulle selfone doen.

Dié uitgawe het 7 September 2016
op winkelrakke verskyn
Tammy-Anne Fortuin was die
voorbladmodel. FOTO: Stéfan Piek

Ek kan vir jou nou sê, daardie
verhale was die mees gelese
deel van haar webtuiste,” sê
Breytenbach.
Karriem meen egter dat hulle
nog na die regte digitale produk
soek, en steeds gebruik maak van
die selfoon-webtuiste.
“Die nuwe produk moet aan ons
oorhoofse visie voldoen – relevant,
bekostigbaar en toeganklik. Ons
eksperimenteer nog,” sê Karriem.
“My grootste hoop en wens is dat
een van die Kuier-laaities wat hier
by ons werk iets vir ons ontwerp.
Ek glo steeds daar is baie verborge
talent wat ons nog nie eens begin
ontdek het nie, en die jonges leef
mos in dié wêreld!”

Plaaslike sterre pronk gewoonlik op die t ydskrif se voorblad. Hulle fokus ook soms op internasionale sterre.

FOTO: Stéfan Piek
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Media à la mode
Tarryn Oppel has been influencing South African women’s style at ELLE
Magazine for the past five years. Lauren Klaasen spoke to the fashion
director about media and fashion and how the two become one.

H

Tarryn Oppel, fashion director of ELLE Magazine, South Africa.
ow would you describe the evolution
of the fashion industry in South
Africa over the past 10 years?
I think we still have a very long way to
go, but in saying that, designers are conflicting with
retail in terms of slow versus fast fashion, especially
with international brands making their way onto
South African soil.
This makes it very difficult for local designers (who
usually have limited funding) to remain current.
They are fighting for recognition and a way to
survive in an industry which is so cut-throat. The
digital age is growing too; print needs to meet the
digital age halfway.
On a positive note, I think the South African
fashion industry is very much alive and kicking and

PHOTO: Niquita Bento

we should be proud of the road we have taken to get
recognised internationally. With some extra support
from one another, we can go further.

Where does fashion fit into the media landscape
when there are so many important social
issues that need coverage? How do you keep it
relevant?
I believe that fashion will always remain relevant
to our lives in some way, as it aids in economic
growth and is a big part of our lives in many ways.
Hard news and social issues are factors that we face
daily, just like fashion-related media. They all swim
in the same pool, they just have different effects on
people and fit into different crevices of the world and
situations surrounding our lives.
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Fashion magazines and media may seem like a
grain of sand among all the issues we face globally,
but there are ways for magazines in particular to
use the platform, and the voice it has, to aid in these
issues in some way or another. It can be unfortunate
when you are looked down upon as a fashion
magazine and nothing else.
Do you find it difficult, as a magazine fashion
director, to compete with fashion bloggers, or is
the relationship a collaborative one?
Many blur the line between print media and
blogging. Being a fashion director means that I have
a voice for a brand much bigger than me; being a
blogger is being the voice of your own brand.
Print media have numbers and circulation, as
do blogs. The difference is that a reader chooses
to purchase a magazine, making the statistics
reliable. With blogging it is open to followers and
readers, but there is no way of establishing whether
these followers are active; in other words, are the
thousands of followers actually buying into what is
being advertised or are they just numbers?
Therefore, I do not see bloggers as competition, as
both platforms offer something completely different.
We do, however, work with bloggers often when
collaborating with other brands, and this is simply to
delve further into a unique reach.
As a fashion director, how do you decide what
is in the public interest when it comes to
informing the reader about trends and valuable
fashion information?
When you work for a publication that has a
particular type of reader, it is first and foremost
important to get to know him or her. The knowledge
you have about the readers and what they want
from their choice of publication steers the way when
passing on information.
Simply feeding the reader with trend forecasts
and ‘must-buys’ eventually becomes more of a
conversation about what’s new and relevant and
making it work for you. It’s all about relaying
information, but in a unique and fresh way.
Traditional print publications are finding
it difficult to stay afloat in a digital age. Do
you think print will die? How do you think a
fashion publication should adapt to this issue?
I personally do not think that print media will die
out. Yes, it is shrinking and will most likely continue
to do so, but it’s such an important part of our lives
in such a fast-paced and digitally-focused world.
Print media needs to work harder, not to meet the
demands of digital, but to closely align itself with
digital for a good balance of slow and fast.
Because of social media and digital platforms,
advertisers are looking for new ways to reach
consumers, and that’s why print must develop ways
in which to meet demands that still encompass
traditional ways taken with new and unique routes.
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Oppel’s fashion is inspired by her surroundings. 		
PHOTO: Niquita Bento

How important is objectivity when it comes to
reporting on fashion?
It’s important to remember that some things
aren’t for everyone, so being neutral is absolutely
important. It’s more about putting all the possibilities
out there without force-feeding it, and leaving it up to
the reader to decide what appeals to them the most.
In saying that, it’s also necessary to present a variety
– something for everyone – in order not to single
anyone or anything out.
What would you say are essential qualities
a fashion editor/director is required to have
nowadays that may not have been necessary 10
years ago?
Undeniably a digital background or simply a
digital understanding. It’s important to know what
is possible digitally and how you can seamlessly
amalgamate print and digital for a successful
product.
Networking skills have always been a required
skill in media, but now more than ever [are]
essential. This [good networking skills] will heighten
your place and make you a fundamental force within
the industry.
An apt understanding of the direction the world
is moving in is important, so that you can move
with it and be the best possible asset in your field of
expertise.

SABC BLUES

Meditations from
Motsoeneng a comedy
In my view Hlaudi Motsoeneng is
Hlaudi Motsoeneng and there is only
one Hlaudi in South Africa. It’s this
one called Hlaudi, and no one else. I
cause havoc everywhere I go. Those
hullabaloo people making hullabaloo,
they talk bad about me but I like
them.
Everywhere I go, people love me, I
want to applaud people who recognise
this wonderful person named Hlaudi.
Everywhere I am, I do miracles. I am
going to do miracles in my position.
Even Parliament is regulated. The
judges are regulated. What is a sin
if media are regulated? I think it’s
very important that all people should
be regulated because what we are
trying to say here, we need people to
be professional when they do their
work. The media normally focus on the
negative publicity. I believe, from the
SABC’s side, 70% of news should be
positive stories and then you can have
30% negative stories. The reason I
am championing this is because if you
only talk about the negative, people
can’t even try to think on their feet.
Because what occupies their mind is

all this negative stuff. Media, now you
are my partner. We’re going to have
fun with you. I have been thinking
maybe our employees should have
uniforms so that they can understand
unity. I don’t believe in scientific
research. I believe in myself. I believe
everywhere I am, I do miracles. There
is only one Hlaudi in South Africa
and my future is in my hands. I
hear people have been talking about
“Hlaudi stress” and I want to repeat
again. In me, you will never have
stress. The team that I work with,
they know: I’m a different animal.
I was not produced by individuals. I
have my own brain, I have my own
vision. And I want to repeat my future
is in my hands. I want to repeat – my
future is in my hands. Because, even
if I am not at the SABC, who says I
can’t contribute even better for South
Africa?
I can. And actually, many people
they have been interacting with me,
approaching me to join them. And for
a good reason - Hlaudi Motsoeneng,
speaking on the magnificent Hlaudi
Motsoeneng.

A short history of censorship in South Africa:
1930

Riotous Assemblies
Act prevents the
press from attending
or reporting on
banned gatherings.

1940

The Conference
of Editors
sign voluntary
censorship
agreement.

1950

All press cables that leave
South Africa seized by the
National Party Government
in attempt to control antigovernment content.

1957

1959

The Defence Act places

Editors of Africa, South

a blanket ban on the
reporting of defence
matters using nongovernment sources.

and New Age banned
for five years under
the Suppression of
Communism Act.
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2016 at the SABC

SABC allegedly bans
open-line calls at
MetroFM. This comes
in response to Rams
Mabote’s interview with
ANC-af fliated Vivian
Reddy.

17 March
26 May

The Editors, a show on
SAFM is cancelled.

8 June

The Right2Know (R2K)
campaign protests
against the editorial decision to not broadcast
violent protests. The
SABC does not broadcast this R2K protest.

23 June

Three suspended
journalists take the SABC
to the Constitutional
Court. Former SABC
CEO Jimi Mat thews
resigns.

28 February

Vuyo Mvoko’s current
af fairs show On The
Record is cancelled
due to a disagreement
between Mvoko and
SABC management.

The SABC anounces
that it will not broadcast
South Africa’s violent
service delivery
protests.

SABC bans the reading
of newspaper headlines
on their radio stations.

20 June

Three SABC journalists
(Thandeka Gqubule,
Foeta Krige and Suna
Venter) are suspended
indefinitely for going
against editorial policy
implemented on 26 May.

27 June

Prisons Act passed,
of Drum reports of the abuse
of black prisoners as farm
labourers.
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1 July

The Independent
Communications
Authority of South Africa
(Icasa) rules for the
ban on broadcasting of
violent protests to be
lif ted.

11 July

5 June

1959

seemingly as a direct result

It is announced that 90%
local content must be
played on SABC radio
and 80% on television.
Protests are held for
media freedom outside
the SABC of fices in
Johannesburg and Cape
Town calling for Hlaudi
Motsoeneng’s (COO)
removal and for the
protest footage ban to
be lif ted.

Foeta Krige, Suna
Venter, Krivani
Pillay and Jacques
Steenkamp are
dismissed from the
SABC without hearings.

18 July
Ivor Price, Afrikaans TV
news anchor, resigns
citing SABC censorship
as one of his reasons.

Seven journalists
reinstated by SABC af ter
ruling of Labour Court.

23 August

Hlaudi Motsoeneng
is appointed SABC
Corporate Af fairs
Executive.

19 July
26 July

Parliament’s Port folio
Commit tee of
Communications drops
the pending inquiry into
the “institutional rot” at
the SABC.

27 September

DA files papers to
the Western Cape
High Court to have
Motsoeneng removed
from the SABC.

12 October
1965

1960
Die Burger reports

Two English newspapers,

London-based Sunday

“virtual calm over

The Guardian and

Times offices are seized

the whole country,”

Advance, are banned

for the purpose of

the day after

under the Suppression of

blacking out a quote by

the Sharpeville

Communism Act.

Nelson Mandela.

Massacre.

1970
Cape Times
offices bombed.

SABC BLUES

Where do South Africans get their news?
South Africans consume
their news on a variety
of platforms: from
newspapers to radio,
television and the
internet. One would
think that in a multimedia environment
South Africans would
have broad access to
news that is accurate
and fair. Yet all the
biggest news platforms
in SA have one thing in
common; they belong to
the beleagured SABC.
These figures show how
the SABC and its news
outlets dominate the
mass media market in
the country.
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1975
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Defence Amendment

The World and the

Muldergate: Rand Daily Mail

Journalists forced to

Weekend World

uncovers that the Department

Four black

Act prohibits news

get permission from

banned. Editor

of Information (under Connie

newspapers, Post

media from reporting

the Advocate General

Percy Qoboza and

Mulder) spent tax money on

Transvaal, Saturday

SA’s role in the

to publish reports

other journalists

propaganda aimed at influencing

Post, Sunday Post

Angolan War.

on government

arrested and jailed.

international opinion of SA.

and The Sowetan, are

corruption.

banned.

1978
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‘Despite the despots, I
love what I do’ - Calata
When SABC journalist Lukhanyo Calata was dismissed earlier this year for
criticising the public broadcaster’s decision to ban the airplay of violent
protests, many pointed to the irony of the situation given that Calata’s family
history is inextricably linked to the fight for freedom in South Africa. Tanya
Steenkamp and Joan van Dyk interviewed Calata to get his take on the
situation.

I

n July this year, journalists
and concerned citizens
marched to the South African
Broadcasting Corporation
(SABC) building in Sea Point,
Cape Town to protest new policies
at the public broadcaster that
amount to censorship.
Among them was SABC
journalist Lukhanyo Calata,
who was one of eight journalists
dismissed from the SABC after
publicly criticising the public
broadcaster’s refusal to televise
the violent service delivery
protests ahead of the fast
approaching local government
elections.
Calata is the son of Fort Calata,
a struggle activist and one of the
Cradock Four, who were murdered
by apartheid security police in
1985. His grandfather, Rev. James
Arthur Calata, was a former
leader and Secretary General of
the African National Congress
(ANC).
His father and grandfather’s
bravery inspired Calata to stand
1981

up for the democratic principles of
free speech.
“Their lives taught me that I
must never be afraid to stand up
against injustice in whichever
form it comes. And that my life
will have far more meaning if it
is spent in the service of my Lord
and my neighbour,” says Calata.
The funeral of the Cradock Four
was one of the biggest political
funerals ever in South Africa
and had a significant impact
on struggle politics at the time.
Nyameka Goniwe, widow of
Cradock Four member Matthew
Goniwe, would later describe it as
“a liberation day for many” and “a
statement to the government that
they would not be able to control
anything anymore”.
On the day of the funeral,
former President PW Botha
declared a State of Emergency.
This meant the press was now
completely prohibited from
publishing photographs or
recordings that depicted political
unrest or the conduct of members

1982

SABC blues
The mandate of the SABC is
defined in the Corporation’s
Charter, which is included in
the Broadcast Act of 1999. One
of the core values outlined in the
mandate is editorial independence
and nation building, and that
it “provides its citizens with
the information they need to
participate in building our
democracy.”
However, new editorial
decisions conflict with the SABC’s
mandate and role as state
broadcaster, and it has deprived
millions of South Africans of their
right to information. This has a
considerable effect, especially in
rural areas, where information on
the SABC platform is often the
only form of media available.
In the light of the dismal history
of public broadcasting in South
1985

1983

General elections:

Protection of

Senior editors fined for

no broadcast time

Information Act passed.

publishing information on the

given to parties

Press prevented from

National Intelligence Service’s

that opposed NP

reporting on detainees

involvement in attempted coup

politics.

to protect state security.

in the Seychelles.
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of the security forces. “Subversive
statements” that could incite
people to take part in civil
disobedience were also outlawed.

Reporting that depicts

Rand Daily Mail

unrest or the conduct

forced to close

of any member of

due to financial

the security forces

difficulties.

prohibited.

SABC BLUES

Lukhanyo Calata protesting at the SABC building in Cape Town.

Africa, the harsh criticism of
the SABC’s internal problems
by the media and the public is
unsurprising.

When there are issues
at the SABC which are
of concern then, by
right, there must be
public focus on it.
“A free and vibrant media
is vital to the health of any
democracy,” says Calata, adding
that the SABC, as the public
broadcaster, should be answerable
to all South Africans.
“When there are issues at the
SABC which are of concern then,
by right, there must be public
1998

1992

focus on it. The SABC is supposed
to be impartial and must always
act in the best interest of the
public at all material times.”
According to Calata, the South
African media’s unequal past is
still visible in that there is not
a big enough variety of opinion
on important issues. “This is
where the SABC as the public
broadcaster could be playing a far
more significant role,” he adds.
Hlaudi with a chance of
censorship
The reaction to former SABC
Chief Operating Officer (COO)
Hlaudi Motsoeneng’s editorial
decisions has been intense
and much of it has focused on
Motsoeneng himself.
1994
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However, South Africans should
be cautious of pigeon-holing
Motsoeneng as the pitchforkwielding overlord of censorship.
While Motsoeneng and the SABC’s
board of directors should be held
accountable for the current issues
troubling the SABC, other guilty
parties must not be side-lined.
Calata points to Minister
of Communications, Faith
Muthambi, and members of
Parliament’s Portfolio Committee
on Communications. “The fact
that the issues have been allowed
to get out of hand in the manner
in which they have means
that those meant to keep the
executives in line have also failed
in their duties and responsibilities
and have therefore failed our

2010

2013

New Nation

SABC television

Vrye Weekblad forced to close

ANC proposes a Media

Protection of State

and South

transmitter bombed

due to legal costs. They reported

Appeals Tribunal

Information Bill passed.

banned.

in Port Elizabeth.

that former police general Lothar

that would hold

Publication of information

Neethling supplied security police

press accountable to

that threatens national

with poison to kill activists.

Parliament.

security prohibited.
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constitution,” he says.
The High Court and the
Independent Communications
Authority of South Africa (ICASA)
ruled in July that the editorial
decision was unlawful and violent
protest footage has since been
seen in SABC news bulletins.
The Democratic Alliance (DA)
called for an inquiry into the “fullscale rot at the SABC” in August.
However, Parliament’s Portfolio
Committee on Communications
dropped the pending inquiry
after a meeting with Muthambi,

result of certain influential
individuals and are not indicative
of a greater problem in South
Africa’s democracy. He says they
are not representative of the
majority of individuals employed
by the broadcaster.
While these individuals seem
intent on flouting their own
editorial approach and have
aligned the broadcaster with some
partisan party-political ideas,
Calata still sees a vibrant future
for the SABC.
“There is a new generation

or dislike of issues by simply
not buying or viewing the
organisation’s offerings.
“However, injustice is injustice
wherever it occurs and must be
responded to with the same vigour
and zeal.”
Journalism as justice
Despite the drama-filled year
Calata has experienced in the
media, he remains dedicated to his
vocation. He was reinstated by the
SABC in July and says life at the
public broadcaster has returned to

The fact that the issues have been allowed to get out of hand in the manner in
which they have means that those meant to keep the executives in line have also
failed in their duties and responsibilities.
Motsoeneng, members of the
SABC board – including CEO
James Aguma – and ICASA.
Muthambi accused the
mainstream print and broadcast
media, civil society, the DA
and former SABC employees
of “operating unethically” and
undermining the SABC’s project of
transformation.
Vuka Sizwe
Calata emphasises that the
problems at the SABC are the

of leadership rising within the
organisation that will not allow
current ideas to continue and
hopefully will create the space
for more voices to be heard, both
within and outside the SABC.”
Calata says that although
private media organisations
should also be held accountable,
there are different rules that
apply to them.
“In the case of private
organisations, the public can
always voice their opinions

normal and that he has been left
to do his job.
“Journalism, at least in my
opinion, is about activism and
that alone keeps me loyal. The
principles of journalism provide
me with the platform to stand
and speak out against injustice.
They allow me to speak for those
without a voice to those who are in
power. That keeps me loyal to the
craft. Plus, despite the actions of
some despots, I love what I do.”

The story of the Cradock Four
The story behind the deaths of the Cradock Four was uncovered in June of 1992 when the New Nation
exposed the top secret military signal calling for the “permanent removal from society” of Mat thew
Goniwe, Fort Calata and Goniwe’s cousin, Mbulelo. The New Nation was previously banned under
apartheid law. Calata worked as a teacher at the school where Goniwe was the acting headmaster.
Goniwe was a community leader and political activist, and was expelled by the Department of Education
and Training in 1984. Calata and Goniwe’s close relationship drew the at tention of the security police. At
a State Security Council meeting in March of 1984, former Finance Minister, Barend du Plessis, labelled
the two of them as “agitators” and proposed that “it would be good if they could be removed”.
Calata, Goniwe, Sparrow Mkonto and Sicelo Mhlauli were killed at a road block set up by security police
on 27 June 1985.
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SABC announces that
it would no longer air
footage of the destruction
of public property during
protests.

SABC BLUES

Violence of the
media’s gaze:
does Hlaudi have a
point?
In light of the recent events happening across South African universities,
Ellen Agnew speculates protest as performance, and Hlaudi Motsoeneng’s
censoring of the SABC screens.

I

n February 2015, students across South
Africa responded to the call that ‘Rhodes Must
Fall’ and a wave of revolt spread through the
country’s universities.
In pursuit of toppling the statue of Cecil John
Rhodes at the University of Cape Town (UCT),
Rhodes Must Fall came to define the political,
socioeconomic and cultural climate of contemporary
South Africa. The overthrowing of Rhodes became
a symbol of the recovery of black consciousness by
students.
By the end of 2015, Rhodes Must Fall had
grown into Fees Must Fall, and images of
students protesting against both the material and
psychological oppression of black lives continued to
be broadcast across the nation. Protest action had
again proved its significance in aiding change.
However, these protests were not without violence.
As students gathered outside Parliament in
October last year to voice the need for transformation
in the academic environment, as well as affordable,
quality education for all, they were met with acts of
violence.
Stun grenades went off and riot police were sent
to the scene. Images of this violence were shown on
television screens across South Africa, connecting life
at home to the reality of the despair and dispute of
the ‘Must Fall’ movements.
In turn, the screening of this violence turned
the events into something of a spectacle – a sort of
pornographic celebration of aggression.
According to the theories of French philosopher
Jean Baudrillard, an empty television screen holds
potential for violence. This means that it is not
advisable for anyone to be in a public space where
television cameras are operating, considering that
the presence of the latter could precipitate a violent
event.
Baudrillard also claimed that the representation of

violence we have grown so accustomed to in the 21st
century emerges less from passion and more from
the seduction of the screen. He believes that, under
the gaze of the media, protesters perform, and their
actions may result in some form of violence.
“I think that there are two things when it comes to
people reacting to the camera,” says Butho Ncube, a
cameraman for KykNet who covered both the Rhodes
Must Fall and Fees Must Fall protests.
“I think that sometimes people are already charged
up, and they want to do something radical. And
just because the camera is there, they feel that they
are going to be seen by a wider audience. So they
do something that they would not have done if the
cameras hadn’t been there.”
Ncube adds that this radical behaviour is
something that probably would have happened
anyway, even if no one was there to see it.
“In that regard, I think television cameras aren’t
really an agent of violence. Instead, I think that the
presence of cameras make people think that their
actions and protests might reach a wider audience.
“More than the cameras, I think it is the peers of
protesters that encourage them to perform and act
out violently. This was evident with the toppling of
the Rhodes statue at UCT,” says Ncube.
When the statue of Rhodes was removed from the
UCT campus, students climbed onto the truck that
unseated the statue and started beating the vehicle
to emphasise their rage.
Another example of televised violence surrounding
recent protest action is that of the controversial
looting and burning of art at UCT by members of the
Rhodes Must Fall movement earlier this year.
Students erected a shack on the campus grounds,
in what has since come to be known as ‘Shackville’,
and proceeded to burn historical artworks from the
university, as well as a Jammie shuttlebus and car.
Again, these events were televised and broadcast
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Students protesting for Fees Must Fall at Stellenbosch University in September.
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“They know that media are more interested in their
nationwide for TV audiences.
protests than in those of the poor or the working
“It sometimes depends on who the protesters are,
class, so there is an element of performing,” says Du
what the issues are and where the protests happen,”
Preez.
says renowned South African journalist, Max du
A third example of the violent student-led protests
Preez.
is the burning of an administration building on
“In my experience, the majority of the now regular
the Mafikeng campus of North-West University.
service delivery protests in the townships and
Students set buildings alight to demonstrate their
squatter camps happen with no media present and
dissatisfaction with what they called the “continuous
certainly no television cameras. It has become such
suppression of black lives”.
a daily occurrence that it isn’t regarded as news any
Again, the media
more.
covered and broadcasted
“During the recent violence
They know that media are more
the events, publishing
in the Tshwane townships
interested in their protests than in those images of violence across
around the choice of mayor,
South Africa.
TV camera persons and
of the poor or the working class, so
Professor Achille
photographers were chased
there is an element of per forming.
Mbembe, a Cameroonian
away by protesters. But
political scientist
protesters realise, of course,
and member of staff at the University of the
if no-one notices their protests there’s no point to it,”
Witwatersrand (Wits), wrote in an article that black
he says.
intellectuals have devoted their energies to being
According to Du Preez, protesters get violent
actors in the history of humankind in an attempt to
and destructive because they want citizens and
vindicate their race. The article in question, titled
authorities to take note; that’s why they block roads
“Democracy as a Community of Life”, was published
and cause disruptions.
by Stellenbosch University (SU).
“I think there was a different pattern with the
Is this what we are seeing with the student-led
student protests of 2015 and earlier this year. I get
protest action in contemporary South Africa? Are
the impression that they realise it won’t make much
students acting and performing under the gaze of
sense for them to only protest to passing traffic.
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the media in an attempt to vindicate their race and
recover black consciousness?
With the material and psychological suppression of
black lives at the core of these movements, studentled protests also do not hesitate to critique ‘state
capture’ by the ANC – arguably an institution equally
as guilty of maintaining the political, socioeconomic
and cultural divides in South Africa.
In a statement released in May this year, the South
African Broadcasting Corporation (SABC) announced
that it would no longer be broadcasting any footage
of violence that occurs during public protests. It
claimed that these images assisted individuals in
pushing their own agendas aimed at attracting media
attention.
Perhaps Hlaudi Motsoeneng, controversial former
chief operating officer (COO) of the SABC, has been
reading up on Baudrillard.
Motsoeneng also claimed that the state media
platform would no longer be providing publicity
to such actions, as they were “destructive and
regressive”. So does Hlaudi have a point?
Du Preez believes the SABC is implementing pure
censorship in order to protect the interests of the
governing party.
“Of course the public should know what protesters
do and why. If the presence of a camera crew incites
more violence, any responsible journalist or editor
should make a news judgment on how to treat the
case. Not politicians or management.
“Motsoeneng is correct in saying that protesters
want media attention ‘to push their own agendas’,
however all protesters in a democracy want their
grievances to be heard by the authorities and the
public.
“During my years as a news reporter I have
witnessed cases where protesters were energised
by the arrival of cameras. Not once did I get the

impression that these protesters would have been
entirely peaceful if the cameras didn’t arrive.
“My impression is that protesters feel noticed
and heard when they see television cameras and
reporters. In fact, it may even prevent them from
doing more damage out of frustration that nobody
takes notice of their grievances,” says Du Preez.
Dr Nicky Falkof, head of the Department of Media
Studies at Wits, agrees with Du Preez.
“If you consider South Africa’s history, I think
that this is an enormously problematic position. The
policies of the apartheid government took a similar
stance: remove the cameras and take away the
‘oxygen of publicity’ from protest or activism,” she
says.
Within the history of South African media, the
SABC has been notorious for being a mouthpiece for
the state.
In 1986, when South Africa was under the rule of
PW Botha, a state of emergency was established and
journalists were excluded from scenes of unrest and
protest action.
“This is why the media, local and international,
were banned from the townships for much of the
1980s and the SABC censored coverage of township
protests entirely.
“This did nothing to curb either state-sponsored
violence or the struggle against police and armed
forces; it just meant that privileged whites, who no
longer saw this on TV, could convince themselves
that the problem had gone away.
“Removing the media lens does nothing to stop
‘violence’ or protests, but it does make things
a lot easier for the people in charge who find it
discomforting. The minimal coverage of protest action
by mainstream media in South Africa in general is a
case in point; it hasn’t gone away, we just don’t hear
about it,” Falkof adds.

LEFT & BELOW:
Stellenbosch students
occupy university buildings
during recent protests
regarding Fees Must Fall.
PHOTO: Henk Oets
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Media independence:

A myth or reality?

The media is referred to as the fourth pillar of democracy. It plays a crucial
role in changing and influencing the thoughts of the public. It is thus important
that citizens and the media guard against potential influences which could
compromise its independence. Jay-Dee Cyster gives her take on whether
South Africa’s media can be said to be truly independent or whether outside
influences get the final say.

A

n independent media is
a media characterised by
journalists, analysts and
ordinary citizens who
think for themselves. These people
are able to report and analyse in
a way that is not controlled or
constrained by any government or
corporate interests and influences.
According to Anton Harber,
eNCA Editor-in-Chief, “media
independence means that
journalists and editors are free
to make editorial decisions free
of partisan political or economic
pressures or special interests.”
Such media play a critical role
in upholding high standards
of governance. They assist in
laying the foundation for more
accountable relationships between
government and citizens by
holding those in power directly
responsible for their actions
through interviews, impartial
reporting as well as investigative
journalism.
When the media allow
themselves to be influenced by
government or corporate interests,
they essentially emphasise or deemphasise certain values. These
values are what determine the
news agenda, eventually leading
to deeply embedded ideological
biases within society.
It is therefore obvious that the
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state of a society’s democracy
is often measured partly by the
independence of its media.
The state of the media during
apartheid
During apartheid, the
government’s agenda was to
deprive the South African public
of news and ideas that would
undermine and threaten the
apartheid regime.
The government unashamedly
exerted its control by ensuring
that its agenda was advanced
and that the ideals of apartheid
were emphasised. Large parts
of the media were racist in their
reporting, referring to antiapartheid protestors as “die Swart
Gevaar” [the Black Danger].
The apartheid government
was also well aware of the fact
that it was infringing upon the
human rights of non-white South
African citizens. However, the
media rarely reported in a way
that emphasised the dire political
situation within South Africa.
The Afrikaans press, apart from
exceptions such as Vrye Weekblad,
was generally overt in its support
of apartheid. It adopted the
strategies of criminalising and
demonising political activity,
served as a platform for
government propaganda, and

blindly accepted the restrictions
on information to which the media
had access.
The English press, barring
exceptions such as the Rand
Daily Mail, and though more
oppositional than the Afrikaans
press, also failed to significantly
challenge the apartheid regime.
Its reporting was uncritical and
frequently criminalised and
demonised the liberation struggle.
Albie Sachs, a former judge
of the Constitutional Court,
said that during apartheid, the
South African mass media were
a battleground, mostly divided
by language and ethnicity,
that overwhelmingly reflected
the social situation within the
country.
Forward to 2016 and the
South African media are making
great strides towards being
characterised by an independent,
self-regulated press that values
impartial, balanced and fair
reporting.
How independent are South
Africa’s media?
The year 2016 has proven to be
contentious for the South African
media industry. The interference
by the South African Broadcasting
Corporation’s (SABC) former Chief
Operating Officer (COO), Hlaudi
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A march for press freedom in 1990, protesting against restrictions imposed by the apartheid government on the
New Nation and other newspapers.
PHOTO: Graeme Williams
Motsoeneng, in the news editorial
policy of the SABC has dominated
the headlines of South African
publications. Motsoeneng is now
the SABC’s Corporate Affairs
Executive.
According to the SABC’s
mandate, the corporation’s main
objective is to supply broadcasting
and information services to the
general public and to provide
broadcasting services, radio and
television programming that
informs, educates and entertains.
Motsoeneng, in a controversial
move that many viewed as an
act of censorship and ultimately
victimisation, banned the
broadcasting of violent service
delivery protests.
When journalists dared
question his decision, Motsoeneng
dismissed them, citing the
undermining of the SABC and the
authority of its management as
the main reason.
According to Harber, what
is happening at the SABC is a
disgrace that is doing enormous

damage to the institution, to
journalism and to South Africa’s
democracy.
“The SABC should be setting
the standards for journalistic
quality and independence, but
has instead become the exemplar
of a journalism of servitude and
opportunism.”

Truly independent
journalists are able to make
editorial decisions based
on their own assessment of
the strength, essence and
impor tance of a stor y.
The dismissed journalists,
known as “the SABC 8”, took the
public broadcaster to court, with
the Labour Court ruling that
seven of the eight journalists be
reinstated.
“One has to identify the major
attempts to influence editorial
decisions for partisan reasons.
Independence is about having the
capacity to resist the pressures of

that particular time,” says Harber.
Harber believes that truly
independent journalists are
able to make editorial decisions
based on their own assessment
of the strength, essence and
importance of a story. This should
be done while keeping in line
with their social and professional
obligations, rather than bending
to the pressures of any particular
political, economic or special
interests.
According to Professor Lizette
Rabe, Head of Journalism at
Stellenbosch University (SU),
“media independence is about
serving the public trust and
ensuring that they know that
everything they read is in their
interest.”
However, according to Harber,
it is important that one does not
make generalisations about South
African media, as there are parts
of the industry that are more
independent than others.
He argues that no journalist
or media outlet is entirely
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The South African Communist Party (SACP) and so-called “friends of Hlaudi Motsoeneng” clash outside of the SABC.
independent and that the
question should rather be one
of relative independence. He
believes that the factors that
influence the independence of the
media are financial, political and
technological challenges.
Harber is of the opinion that
independence in the media is
rooted in financial independence.
“Media that [are] weakened
because [they are] losing money –
such as many of our newspapers
at the moment – face a losing
battle to keep their independence,”
says Harber.
The role of editorial policies
In order to guide their work,
media institutions have taken it
upon themselves to draft editorial
policies.
According to the Mail &
Guardian, an editorial policy is
put in place to oversee ethical
dilemmas faced by the publication
and to ensure that the highest
standards of independent
journalism are upheld.
The Mail & Guardian’s editorial
policy includes sections on
accuracy and sourcing, fairness,
independence, minimising
harm, reporting methods and
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accountability.
According to the SABC, editorial
policies are intended to assist
the editorial staff in negotiating
difficult editorial issues and
decisions.
They enable the SABC to
produce distinctive, compelling
and sometimes controversial
programming, while ensuring that
the highest ethical and editorial
standards are upheld.
The SABC is required in terms
of Section 6 of the Broadcasting
Act to develop policies governing
its activities. These policies
include a news editorial policy,
and policies on programming,
local content, education, universal
service and access, language, and
religion.
The policies provide the
framework within which SABC
staff are able to take decisions
about the content that is carried
on their platforms.
“Editorial policies are intended
to protect the journalist against
factional or partisan interests and
carve out a space for them to act
with relative independence,” says
Harber.
It is therefore important that
journalists know and understand

the framework within which
they are operating so that they
minimise any backlash when their
work is published.

Editorial policies are
intended to protect the
journalist against factional
or par tisan interests and
car ve out a space for
them to act with relative
independence.
According to Katy Katopodis,
Editor-in-Chief of Eyewitness
News (EWN), “it is critical to
be able to reflect the goingson in society – without fear of
retribution or backlash. There
must be nothing worse than
constantly worrying about
whether or not you’ll be forced to
pull a story or always having to
appease the powers-that-be with
the type of reporting you’re doing.”
Unfortunately, attempts by
media managers to interfere in
the editorial policies of not only
the SABC, but also independent
media institutions, can have dire
consequences for the working
environments of South African
journalists.

editors who see eye-to-eye with
their world view,” says Survé. He
also admits that media owners
set the policy framework for their
respective publications and that
this is driven by the culture of the
owner.
Independent Media, which
is owned by Survé’s Sekunjalo
Holdings, has faced its own
controversial issues in recent
years. On 6 December 2013, Survé
moved then editor of the Cape
Times, Alide Dasnois, to another
title, for choosing to cover the
death of former president Nelson
Mandela in a wraparound as
opposed to placing it on the front
page of the paper.

PHOTO: Felix Dlangamandla/Netwerk24
South African media owners
and managers
The South African media are
dominated by a few large
companies. These major media
corporations are Media24,
Independent News and Media SA,
Times Media Group, and Caxton
and CTP Publishers and Printers.
Most of the newspaper and
magazine titles in the country are
owned by these four corporations.
They have also delved into other
spheres, such as TV and the
internet, with online news sites
and digital services.
The management and ownership
of these media enterprises wield
a vast amount of decision-making
power within the media landscape
of South Africa. According to Dr
Iqbal Survé, Executive Chairman
of Independent Media, the myth
that owners of media do not
influence media titles should be
debunked. Survé was addressing
a class of 26 journalism students
at Stellenbosch University (SU)
when he voiced his opinion, saying
that media owners “absolutely”
influence their media titles and
that they do so primarily by
choosing the editors of these titles.
“Media owners tend to choose

Editorial teams and
managers should rely on
one another to do their
jobs, but should refrain
from influencing one
another’s work.
In terms of Dasnois’s dismissal,
Survé says, “It is my considered
view, and that of the senior
executive team of Independent,
that the failure of the Cape Times
to lead with such a momentous
event was an affront to the dignity
of Madiba and a disservice to
our readers.” According to Tony
Weaver, former Cape Times
staffer and columnist, in a piece
entitled “How we made newspaper
history at the Cape Times the
night Madiba died”, published in
Weaver’s weekly “Man Friday”
column, “[t]here was no time
to change the front page, our
deadlines are early, our computers
slow and cantankerous. A plan
made months ago for exactly
this scenario was to produce
a “wraparound”, a broadsheet
double page that literally wraps
around the newspaper, preserving
the already written, edited,
printed copy in the existing Cape
Times.
The wraparound is a timehonoured tradition of the great
newspapers of the world to mark
events that change history.”
Dasnois’s dismissal raised
quite a few eyebrows within the

South African media. Many in
the industry were of the opinion
that Survé had dismissed Dasnois
because of her decision to lead
with a particular front page
story – a public protector’s report
involving Sekunjalo Holdings.
Survé’s dismissal of Dasnois
leaves much to be desired in terms
of the independence of the media.
According to Harber, “[w]hen
owners and managers interfere in
editorial policies they are oblivious
to the long-term interest in
independence and too focused on
short-term financial and political
interests.”
Media independence – a
balancing act
Rabe says that editorial teams
and managers should rely on
one another to do their jobs, but
should refrain from influencing
one another’s work.
Achieving this balance between
editorial teams and managers and
what is in the public interest is a
challenge faced by media across
the world.
How do we tell a story that is
not only fair to our readers but fair
to media businesses as well? When
media lean too much towards
either side, they face the prospect
of becoming either too censored,
much like the media during
apartheid, or too liberal, in the
sense that they infringe upon the
right to the privacy of citizens.
In 2016, the SABC clearly got
the balance wrong, but because
of the work of the SABC 8 and
other journalists, as well as South
African citizens, a step in the right
direction has been taken.
However, in private media
companies, it is not that easy to
maintain or restore the balance.
Media managers and owners
often exert vast amounts of
power and influence, making
it difficult for journalists to
stay completely independent.
They need to consider finances,
company policies, politics as well
as corporate interests. As said
by Harber, “[i]t is thus up to the
journalist to identify the major
attempts to influence editorial
decisions for partisan reasons and
to resist the particular pressures.”

SMF 57

Is 90% local
really ‘lekker’?
In May this year, the South African Broadcasting Corporation made policy
changes intended to promote and develop local talent. These policy changes
include playing 90% local content on all SABC channels. Boipelo Mokgothu
spoke to local producers, musicians and TV critics to find out what the impact
of these policy changes has been.

T

he SABC’s 18 radio
stations normally had to
play 60% local content
according to the policy.
The new SABC policy now forces
the public broadcaster’s radio
stations to broadcast 90% local
content. According to SABC
spokesperson, Kaizer Kganyago,
the new policy is meant to nurture
homegrown talent.
Impact on radio
“The music to be played will
be across all genres, with a
special focus on genres such as
kwaito, jazz, reggae and gospel.
In addition, the SABC will play
more music from legends in the
industry as well as up-and-coming
artists,” Kanyango told the Mail
& Guardian.
“This cross-pollination of music
is very important for the public
service broadcaster, because part
of our mandate is to reflect the
South African story, and music is
an important part in ensuring that
the SABC fulfils this mandate,”
SABC Corporate Affairs
Executive, Hlaudi Motsoeneng,
told the Mail & Guardian.
Ahead of this policy change, local
artists have criticised the SABC
for not playing enough local
content on radio and television.
Don Laka, a well-known jazz
musician and co-founder of record
label Kalawa Jazmee, attacked
the SABC’s radio stations on
25 February in a Facebook
post, claiming that they are
monopolising the local music
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quota.
Laka said that some artists were
taken off the SABC’s playlist and
that DJs play each other’s music
in an attempt to self-promote.
The SABC has a network of 18
radio stations and it reaches an
audience of 24.3 million daily. A
90% local music quota means that
there will be more opportunities
for local artists to reach a bigger
audience.
Although local artists praised
Motsoeneng on the decision to

Tshepo Mohapi, manager of Mad
on Dough (MOD), a new hip-hop
duet based in Johannesburg,
shares Mutwaka’s sentiments.
“Initially I was excited about
this new rule but then I realised
that not everyone will benefit from
it. It really is about who you know
in the radio business. MOD was
just signed to a new record label
and there is progress, but I don’t
see this accommodating any new
artists. We shouldn’t be too quick
to praise the SABC,” he said.

Veterans and well-known
ar tists are get ting their
songs played repeatedly but
there is no space for new
ar tists.

Impact on television
Apart from the local music quota
rule, Motsoeneng also instituted a
policy change which dictates that
at least 80% of content broadcast
on the SABC’s television channels
must also be locally produced.
Subsequently, changes have been
made to programming, which
includes the abrupt ending of
some shows, as well as time
slot changes for popular shows,
including 7de Laan.
Schedule changes and increased
local content quota have caused a
plunge in the SABC’s viewership,
Channel24 reported.
South African blogger and TV
critic, Thinus Ferreira, supports
the local content quota but fears it
is unpractical and unrealistic.
“It would have been better if the
SABC said that they want to move
towards more local content and
increased it on SABC by 10% per
year over the next five years,”
Ferreira said.
Ferreira said the SABC needs to

increase proudly South African
content, local music producers
are worried that up-and-coming
artists will be side-lined while
established artists might get even
more exposure and cash in on the
policy changes.
Tashinga Mutwaka, CEO of
Globalback Media Group and
Capetonian music producer,
agreed that the 90% local music
rule is potentially flawed.
“This rule favours artists that
have been in the game for
long. Veterans and well-known
artists are getting their songs
played repeatedly but there is no
space for new artists. This has
marginalised upcoming artists
even more,” Mutwaka explained.

It would have been bet ter
if the SABC said that they want
to move towards more local
content and increased it on
SABC by 10% per year.
Ferreira explained that the SABC
also replaced popular overseas
shows with local shows of lesser
quality and viewers don’t seem to
be as interested in some of these
shows. Channel24 reports that
in June, 12 out of the 20 most
watched programmes on SABC 3
were international shows.
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come up with a plan for how to
increase production capacity with
control.
“They must do market research
and find out what viewers want
and need and then introduce great
shows until you have nice, fuller
local content,” Ferreira said.
“The shows at the moment
look bad and is more ‘radio on
television’ than an actual TV
show,” he said, adding that this
gives competitors of the SABC
an opportunity to develop better
shows.
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Thanks, but no thanks.
SABC Concert a failure

The SABC hosted a “Thank You” Music concert
on 10 September at Orlando Stadium to
celebrate the 90% local music quota introduced
earlier this year, but the concert did not live up
to expectations.
Channel24 reports that only around 1000 people
showed up at a stadium that can hold up to 40
000 people. On the day, artists such as AKA,
Jack Parow and Kwesta did not perform as they
had not yet been paid, according to TimesLIVE.
Parow said that they felt uncomfortable and
unwelcomed at the concert. He expressed his
disappointment on Facebook.
He started off by apologising to all his fans
for not being able to perform at the concert.
According to the Facebook post, they left the
concert after more than an hour of trying to get
on stage.

ILLUSTRATION: Grethe Meissner.

SMF 59

Nick Mulgrew and his lovebird, Kipling. PHOTO: Storm Mudde.
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PROFILE

Nice to meet you, Nick!
Journalist, author, poet, lover of birds, and beer-columnist Nick Mulgrew wears
many creative hats, and has achieved an enviable amount of success in his
twenty-six years as a self-confessed “ridiculous human being”. Storm Mudde
shares a coffee with the quirky writer and finds out what he thinks about the
South African media landscape.

I

t is the first sunny Saturday
after weeks of rain and chilly
winter wind in the Western
Cape. Milky puddles glisten
on the streets of the vibrant Cape
Town CBD, warning pedestrians
to tread with caution before
entering one of the many quaint
street cafés and restaurants.
As expected, Clarke’s is filled
with locals who want to take
advantage of the popular diner’s
delicious breakfast selection. With
overflowing pot plants on every
shelf and pink-haired waitresses
darting around the intimate space,
it is a challenge to spot the slim
man sitting quietly at a small
table.
“Hello. I’m Nick,” he announces
with a smile and a hint of an
unusual accent before taking
his place by the floor-to-ceiling
window.
“You Can’t Hurry Love” by Phil
Collins blasts in the background,
while the slightly awkward young
author takes a sip of coffee,
revealing a Heart of Mary tattoo
on his wrist.
“I got it [the tattoo] because it’s
a symbol of spiritual purity, and
because it looks cool,” he says,
pulling back the sleeve of his neat
collared shirt.
Born into a traditional Catholic
family of four, Mulgrew was raised
in KwaZulu-Natal and, despite a
brief stint of being bullied, says
that he enjoyed his adolescent
years growing up by the beach.
“I always wanted to write. I
wrote my first storybook when
I was seven. We lived in New
Zealand for a year at that point,”
he says, explaining his accent.
Upon returning to South Africa,
Mulgrew continued to write, a

skill that helped him achieve an
academic scholarship to attend
Crawford College North Coast, a
private high school nestled in the
Natal sugar cane plantations.
“I made friends on the bus trips
from my house to school. It was a
formative experience of my youth,
mostly because I was able to copy
homework during that time,” he
says with a cheeky wink.
After matriculating from
Crawford College, Mulgrew earned
the De Beers English scholarship
and made the move to Rhodes
University in Grahamstown, a
small Eastern Cape town that is
notorious for its raucous party
scene and annual Arts Festival.

I always wanted
to write. I wrote
my first
stor ybook when
I was seven.
“I studied journalism for
three years and then decided to
convert my programme. I ended
up graduating with a general
Bachelor of Arts.
“At Rhodes, I was a contributing
editor for the 2012 edition of
the School of Journalism and
Media Studies’ widely-read
annual publication, The Rhodes
Journalism Review.
“I commissioned and edited a
section of the Review that focused
on literary journalism and its
related offshoots and sub-genres.
Some of the writers I interviewed
included Jonny Steinberg, Mandy
Wiener, Billy Kahora, Ntone
Edjabe and Anton Harber.”
Shortly after completing his
first degree, Mulgrew relocated to

Cape Town and began an honours
course in Media Studies at the
University of Cape Town (UCT).
“When I finished my honours,
I started working as a creative
director at a Shuttleworthfunded publishing house called
Paperight.” It was during this
period that Mulgrew received
the Mandela Rhodes Scholarship
and applied for the master’s
programme in English at UCT.
The young scholar is an
associate editor of Prufrock,
an independent South African
literary magazine that publishes
long-form non-fiction, short
fiction and poetry. His role
includes reading submissions,
commissioning work, editing
selected pieces and liaising with
authors.
Although Mulgrew is still in the
process of completing his master’s
thesis, he has been busy with
multiple side projects, ranging
from design work to publicly
scolding former classmates who
cause racist media frenzies online.
“I design book covers and write
copy for a publisher called David
Philip on a freelance basis. Here, I
have worked on books by Richard
Rive, Mamphela Ramphele and
Sindiwe Magona, as well as Early
Childhood Development (ECD)related educational textbooks.
“I am also the author of two
books: Stations, a collection of
short fiction, and The myth of this
is that we’re all in this together, a
collection of poetry.”
Mulgrew went to school with the
infamous Matthew Theunissen.
Theunissen made headlines in
May 2016 after publishing a racist
Facebook post on his personal
account, which was subsequently
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shared on Twitter.
In the post, Theunissen uses the
k-word when venting about Sports
Minister Fikile Mbalula’s decision
to ban all South African sports
associations from hosting major
international events. Mulgrew
reacted to the situation by writing
an opinion piece for the Mail &
Guardian.
“I attended a [high] school in an
economically and socially privileged environment. People are
in denial. ‘Whiteness’ is a huge
problem and our society is becoming toxic.
“I think what happens with
[situations like] Matt’s utterances
are that it makes people very uncomfortable. It takes them outside
of the bubble that they’ve set
for themselves and makes them
have to re-evaluate themselves as
individuals.

“With Rhodes Must Fall (RMF),
for example, many of my friends
were involved in the creation of
it, but then I saw them leave the
movement after a while because of
the political and ideological changes that occurred. They became
very disillusioned with RMF, even
though the project is still valid.
“That’s why I don’t like being
part of movements,” he says,
stating that he is a card-carrying
member of the Scottish National
Party – a tribute to his familial
heritage and liberal political
ideology.
Similarly, Mulgrew believes that
South African journalists are not
encouraged to be politically active.
“I personally think that we
should be a bit more mature and
let the media openly identify with
the ideologies of their choice.
“Newspapers pretend to not be

[reporting] well and do it simply,”
he says, frowning, adding that the
media should “ditch the fluff” and
provide readers with content that
is well crafted and meaningful.
He attributes the success of
publications like the Daily Sun to
their ability to tell good stories,
and the fact that they know their
audience very well.
However, this abovementioned
example of success is quantified
by readers and sales. In contrast,
Mulgrew struggles to define and
distinguish between personal and
professional success because the
two cannot be measured in the
same way.
“I’m not sure, actually. It [my
definition of success] changes
all the time, and often those two
things are intertwined, and often
they are not.
“Some days all that matters to

People need to stop messing around with online innovations
and the so-called ‘new media’. “Digital plat forms are impor tant, but your job as a
journalist is not to innovate. It’s to do it [repor ting] well and do it simply.
“It’s easy to dismiss with
statements like ‘what an idiot’,
but there’s also that little prickle
in you that goes ‘yeah, well, this
[person] is part of my culture’.”
Mulgrew’s green eyes reflect a
combination of frustration and
disappointment.
“I’m still trying to process a lot
of things as a straight white man
living in South Africa.”
In addition, he emphasises the
importance of understanding
intersectionality, a theory that
highlights the interconnected
nature of social categories such as
race, gender and class.
“People throw that word [intersectionality] around a lot, especially on our university campuses.
It’s a buzzword and people aren’t
really aware of what it means.
“It’s an extremely useful concept
to understand; it represents the
different layers within our identities and where all these different
ideologies and ‘isms’ intersect.”
In Mulgrew’s view, social movements are crucial, but he does not
want to compromise his own ideals
and opinions, so he chooses not to
participate in them actively.
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ideologically aligned, but they are.
“The Mail & Guardian is the
only newspaper in the country
that says that they are left, whereas other newspapers try to hide it
[their ideologies], which creates a
confused media culture.”
The bearded scholar claims
that he doesn’t read newspapers
because he finds them boring and
impractical, instead consuming
online media, including Reddit, as
it is an “infinitely customisable”
social forum.
“I am a child of social media. I’ve
spent half my life on it. I started
my first Myspace profile when I
was 13.”
Although he dislikes the kind
of sensational information that
is shared on mainstream social
media, he admits that he uses various social platforms out of habit,
and in order to keep in touch with
what is generally going on in the
world.
“People need to stop messing
around with online innovations
and the so-called ‘new media’.
“Digital platforms are important, but your job as a journalist
is not to innovate. It’s to do it

me is my ability to write beautiful
or insightful or incisive things;
other days it’s about publishing
and hoping to solve one of the
many wrong things with my
industry.
“Other times I will myself not
to care and judge my own worth
by the worth of my work. Mostly
I try not to be long-term thinking
because that’s how you wish away
your life.
“I’d rather set lots of small goals
that I may or may not get round
to. I think that’s more authentic.”
Mulgrew plans to write a novel
soon.
He also enjoys becoming “totally
obsessed” with a particular hobby
for approximately 18 months,
before losing interest and finding
something new to do.
Mulgrew has contributed more
than 70 columns to the Sunday
Times Food Weekly supplement.
His column, On the Hop, features
taste notes for new beers and
ciders from around the world.
“I have to find creative ways to
stay in shape or else I just become
fat and miserable,” he says,
grinning, before exiting the diner.
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From journalists
to crime writers

It has become increasingly popular for journalists to publish books on major
crime stories dominating South African headlines. Meanwhile, crime writing has
become one of the more popular and bestselling genres in South Africa. Lisa
Lottering speaks to journalists-turned-authors to find out about the process of
writing a book on a big crime story.

M

ichael van Eck, a
23-year-old man,
was murdered in a
Welkom cemetery on 3
April 2011. The following day his
decapitated body was discovered
buried in a shallow grave. An
engaged local couple, Chané
van Heerden (20) and Maartens
van der Merwe (23), were later
convicted of the murder. The
already shocking case took a sick
twist when the police found Van
Eck’s face had been cut off with
surgical precision and kept in the
couple’s fridge.
The subsequent court case
gripped the attention not just of
Welkom, but also much of South
Africa. Jana van der Merwe, a
senior journalist at Huisgenoot,
was similarly fascinated by the
gruesome details of Van Heerden
and Van der Merwe’s sadistic
acts. Working at the time as a
crime reporter at Volksblad, a
daily Afrikaans newspaper in
Bloemfontein, Van der Merwe
covered some of the events
surrounding the murders and was
soon drawn into the dark world of
the two murderers.
A book just waiting to be
written
Van der Merwe says she often
thought about Van Eck’s story
before she met fellow journalist
Jacques Steenkamp when she
joined the Sunday newspaper
Rapport in Johannesburg. She told
Steenkamp about what was now
called the “Grave Murder” and he
encouraged her to pitch a book on

the story to his publisher.
“I think most journalists have
a book inside of them; we are
writers and creatives after all,”
says Van der Merwe.
“I
think if it wasn’t for
Jacques, I wouldn’t
have known how
to go about it.”
The
publisher
loved the
idea and Van
der Merwe
immediately
started with
the gruelling
task of
writing her
first true crime
book. She took
two years to
complete it.
Van der Merwe
says her experience
as a journalist
heavily influenced
her writing. “I am
still using my skills
as a journalist to
collect the facts and depict
emotion.”
According to Van der
Merwe, writing the book
was challenging, but also
an intensely rewarding
process. “When you write
news reports or magazine
articles, you can only delve
so much into the psyche of
people. With a book, you have
free reign and you can take
the book where you want to.”
Van der Merwe is working

on an unfolding murder story
and already knows that it is
going to be her next crime book.
“I am proactively gathering the
information, making contacts and
meeting people I know will form
the foundation for the next
story.”
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Green face photo: A self-portrait painted by Chané van Heerden while at
art college.
PHOTO: Ernst de Ru/SAPS Local Criminal Record Centre, Welkom.

Voodoo doll: Chané’s voodoo doll found in her flat.
PHOTO: Ernst de Ru/SAPS Local Criminal Record Centre, Welkom.
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Truth is often stranger than
fiction
“After dusk on 6 April 2012, a
Good Friday, in Griekwastad
in the Northern Cape, a youth
arrived at the local police station,
covered in blood shouting: ‘You
must come! They've been shot!
They are all dead!’”
These words by investigative
journalist Jacques Steenkamp
introduce the reader to the
shocking events surrounding
the now infamously named
“Griekwastad murders.” The
Griekwastad murders were
widely covered, especially in the
Afrikaans press. Don Steenkamp,
a minor at the time, killed his
parents, Deon (44) and Christelle
(43), along with his sister
Marthella (14). Steenkamp also
raped his sister and lied to the
police.
Jacques Steenkamp was a crime
reporter at Rapport when he
started investigating the case. As
a crime reporter, Steenkamp says
that he was exposed to trauma. “I
had first-hand experience. I mean,
I have been kidnapped and was
sent death threats every now and
then.
“I got a call informing me about
the murder, we tweeted the
news and immediately started
investigating it,” Steenkamp told
an SABC reporter about how he
got onto the story. Steenkamp
subsequently dug deeper to
uncover the truth of what
happened on that Good Friday.
He spent two years working on
the case and about nine months in
Kimberly covering the story.
Despite the Child Protection Act
preventing the press from naming
Don Steenkamp, it soon became
widely known that the minor was
accused of the murders.
Jacques Steenkamp speaks
about how frustrating it was
to cover the story because the
murderer could not be named.
“It was difficult and frustrating
to report on the case because you
knew who he was, but you couldn’t
make reference to him because of
the law.”
Jacques Steenkamp realised
the gripping story could become
a book. He explains how one can

The grave yard where Michael van Eck was murdered.
PHOTO: Ernst de Ru/SAPS Local Criminal Record Centre Welkom.
only write an article of 450 to 500
words for a newspaper, which is
not the best way to tell a story
with such depth.
“The book would give more

go with them.”
Jaques Steenkamp signed the
contract to write the book in 2012.
“If I could choose, I would
write full-time, but realistically

remove himself from the case and
remain impartial. “Sometimes you
just get immersed in the whole
thing. At the end of the day I
hunted to find the truth, which
was very difficult because of the
blanket of secrecy [covering the
story],” he says.
“I am a father and I have two
children. The fact that a child can
turn around and do this (kill his
family). I mean this boy raped his
own sister. He killed the entire
family and, as a parent, realising
that your own child can actually
do this is scary,” says Steenkamp.
While working as a crime
reporter, Steenkamp travelled the
country three weeks out of each
month, and was therefore not at
home and did not have time for his
family.
“I left Rapport and started
working at the SABC a few years
ago, and since then I’ve been at
home every night. ,” he says.
Steenkamp is currently
contracted to write two books and
has been invited to write a short
crime fiction story for a collection
that will be published next year.
He is also busy with a screenplay.
For Van der Merwe, writing the
book not only affected her physical

I thought to myself, this is it. I am done with this. I think it will
always be a par t of me. I will never forget the stor y.
context, which would be more
interesting for the readers. The
most important thing to know is
that there’s more [information] for
the reader in the book,” he says.
“I wrote the book from my
perspective, shared what I
experienced, what I saw and how
everything came together. In
university my professor always
said, ‘write what you know’.
“I initially wrote the book
mentioning him only as a child
because the law protected him. I
explained to the reader why we
could not identify him and, at the
end of the book, we unmask him,”
he says.
“I was quite apprehensive to
approach a publisher, because
I didn’t think anyone would be
interested,” he says. “My former
colleague ,Hanlie Retief, urged me
to try Random House so I opted to

speaking, not everyone will sell
as well as Lauren Beukes or Deon
Meyer.” Steenkamp says South
African fiction writers struggle to
sell more than 1 000 books, but
that non-fiction sells really well.
“However, non-fiction is a battle.
The court cases I have to cover can
take a year or longer to complete
and I can’t publish a book before
the process is finalised,” he says.
Steenkamp says that there isn’t
a set way to write a book. “I read
books on writing and nothing
helped. The only thing that helps
is sitting down and seeing where
the journey takes you.”
Crime writing can take its toll
on the writer
Writing about these murders took
a toll on both Steenkamp and Van
der Merwe.
Steenkamp found it difficult to

well-being, but her emotional state
as well.
“During the writing process, my
whole life came to a standstill. I
gained weight and, at times, due
to the heavy subject matter and
abuse from the family, I became
depressed and had difficulty
sleeping.”
According to Van der Merwe
it was a significant moment to
hand in the final manuscript after
the writing process. “I thought to
myself, ‘This is it. I am done with
this.’ I think it will always be a
part of me. I will never forget the
story.”
Van der Merwe is currently
writing her second book, with
actress, singer and presenter
Nadia Beukes, who became known
for her work as a presenter on
kykNET’s reality series Boer Soek
’n Vrou.
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Culture shock: From
paper to pixels
Newsroom culture is
changing at blistering
speed. News that used
to roll hot off the presses
is now trending on
Twitter within seconds.
The ‘digital first’ outlook
on news distribution is no
longer surprising. Anina
Visser speaks to experts
about the cultural
shifts in the newsroom
during the transition
from a once-a-day filing
schedule to a neverending cyber cycle.
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F

or just over a century,
South African newsrooms
were fuelled by the rush
of looming print deadlines
and the media landscape was
dominated by broadsheets rolling
off the printing presses.
Over the past decade, digital
media has pushed its way to the
forefront of this inky backdrop
and has come to define the age
of innovation in journalism.
With developments like
data journalism, multimedia
storytelling, virtual reality
and online video, the culture of
journalism in South Africa has
changed immensely, leaving media
professionals with the question:
What does journalism look like in
the pixelated newsroom?
Andrew Trench, digital editor of
Times Media Group (TMG), has
had his fair share of experience
in both digital and print. Trench
started his career as a print
journalist for the Sunday Times.
He later took on his first online job
as the deputy editor of the online
Daily Dispatch. However, before
converting to digital for good,
Trench also worked as the
editor of the Witness, South
Africa’s oldest continuously
published newspaper. He then
returned to the digital front as
editor of 24.com before joining
TMG at the beginning of this year.
Trench and two other South
African editors share their
thoughts on what was challenging,
what was rewarding, and what
was simply a culture shock in
their respective transitions to
digital.

Growing pains
The transition from print to digital
did not happen overnight, and
with this newfound platform came
various challenges in terms of
restructuring the newsroom.
Ryk van Niekerk, editor
of Moneyweb, says that the
downscaling of editorial teams has
struck him over the last ten years.
“I remember that we were
a massive team of financial
journalists at Beeld, but now only
two remain,” says Van Niekerk,
who started his journalistic career
at the newspaper in 1997.
Lisa MacLeod, head of digital
media at TMG, says that one of
her biggest challenges in restructuring the newsroom was
getting journalists to embrace
new ways of working. MacLeod
successfully headed newsroom
reorganisation projects at the
Financial Times (FT) in the
United Kingdom in 2013.

Tr ying to encourage
digital at a time when the
revenues still favour print,
and digital is seen as a
poor cousin of print, is
really dif ficult.
Trench adds that the demand to
work faster, harder and longer in
a digital newsroom is an obstacle,
since the pressure can create a
tempting environment for short-cuts.
According to Trench, it is
important that journalists ensure
that fast, digital news does not
become second-class reporting.
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This can ultimately destroy the
trust that readers have in news
brands and journalism.

changed, but we just don’t have
the luxury of spending hours to
craft something,” she adds.

Back to basics
After leading both print and
digital newsrooms, Trench has
realised that the basic principles
of a newsroom stay the same in
both. He advises digital editors to
focus on keeping the traditional
values of journalism alive in
changing newsrooms.
“I tried to bring in some of the
disciplines of a more traditional
newsroom into our (24.com)
thinking around values and
standards, and the team there
responded well to it,” he says.
According to Van Niekerk,
the principles of accountability,
fairness, accuracy and
independence should still be
the fundamentals in modern
newsrooms.
If these ethical guidelines
remain in the newsroom,
journalists can navigate their way
through producing digital content.
MacLeod says that the “old”
tenets of journalism are still very
much present in her web teams.
“Writing stories and the discipline
of writing and reportage have not

Multi-skilled journalists
In comparison to his career
in print, Trench says that the
demands on journalists are
growing rapidly in a multiplatform environment and that
the set of skills that are now
relevant in the newsroom are
changing dramatically.
According to MacLeod, being able
to craft excellent tweets, write
fast and pithy live blogs, being
a social media force, shining in
the multimedia space and being
excellent on camera are just some
of the skills that journalists need.
MacLeod says that being multiskilled adds to a journalist’s
personal brand and brings them
positive attention for their own
work and for their publication.
Breaking the fourth wall
Classic newsrooms, such as those
at a printed newspaper, are still
common, according to MacLeod.
However, the incentive to work
digitally is taking over.
“The excitement of seeing
the public bite into a recently

GRAPHIC: Anina Visser

published story by sharing it,
liking it and engaging with
it is what excites me about
digital,” says MacLeod. In terms
of the change in dynamics in
the newsroom, MacLeod finds
the immediacy of digital to be
addictive and inspiring.
The digital frontier also has
inherent potential in terms of
unveiling reader behaviour.
“For the first time we have
a very good view of what our
readers think,” MacLeod explains,
“because by using platforms
like Google Analytics we can see
reader patterns of usage and
consumption which beats the
pants off a yearly marketing
survey for a print product.”
Times Media also uses
Chartbeat to help manage its
homepages in order to see with
which content readers engage.
Trench adds that he loves the
‘always-on’ nature of the digital
space and the immediate feedback
that is available from readers.
Although digital aims to break
the fourth wall between the news
and the audience, there sometimes
will be a need for a glass-proof
window instead of breaking the
wall completely.

SMF 67

Minute-by-minute decision making has to be delegated
to many dif ferent levels, other wise your newsroom simply
cannot respond fast enough.

When he was at 24.com, Trench
was one of the first South African
editors to close comment sections.
“The decision to close comments
as a default (they are still open
on some articles) was due to
a number of factors,” Trench
explains.
This included potential
damage to the news brand by
commentators, hate speech and
the increasing legal liability.
Trench says that when they
considered all of these factors,
there was only one decision to take
and that was to shut them down.
All in good time
“I used to have visitors at the
FT who wanted to do exactly
what we did with our newsroom
organisation in a six-month
window,” MacLeod says. She had
to remind these visitors that the
FT was ten years into the process
of reorganisation and that it was a
long road to success.
“Reorganising a newsroom is not
overnight gratification,” she says.
MacLeod adds that the media
industry did not change much
for a very long time, and then
changed completely in about ten
years.
“Even though those ten years
went by in a blink of an eye, it
was still a process that required
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patience and determination,” she
says.
Collaboration is key
There are also some difficult
cultural changes to which
journalists, who are used to
working in more traditional
environments, have to adapt.
According to Trench, traditional
newsroom hierarchies do not work
very well in a fast-paced, digital
environment.
“Minute-by-minute decision
making has to be delegated to
many different levels, otherwise
your newsroom simply cannot
respond fast enough,” explains
Trench.
MacLeod adds that team
members on all levels should have
access to insights into the future
of the company. She suggests
that editors should embrace
the toughest critics and get
them involved in the process – a
strategy she calls “harnessing
negative energy”.
For Trench, the biggest
challenge has been realising that
it is impossible to micro-manage
detail in digital in a way that one
might do in a print product.
Trench admits that it takes a lot
of self-discipline to stand back and
allow your teams to get on with the job.

Culture shocks and carb-free
jocks
Van Niekerk says he felt the
cultural change in the newsroom
the most when he first arrived
at the Moneyweb offices. “On
a typical Friday night in a
traditional print newsroom, we
used to all get together after the
paper was sent to the printers and
celebrate our team effort.”
He was slightly disappointed
when he arrived at his Moneyweb
offices with pizzas and beers one
Friday afternoon ready to continue
the tradition. What he found was
that half the office was too healthconscious for a carb-loaded meal
and the other half had already
clocked out for an early weekend.
The digital frontier may have
brought some culture shocks to
the traditional, long-standing
newsroom, but with those shocks
come waves of innovation and
potential.
With forward thinking and
future-focused leaders in our
newsrooms, the shift from print to
pixel is creating a new newsroom
culture. Never before has there
been such versatility on so many
different platforms.
To use Trench’s words: “The
future newsroom is not for the
faint of heart but it will be the
most thrilling place to be.”
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Press
Council
bans
April Fools’ pranks
The South African Press Council declared April Fools’ pranks unethical in May
this year after several newspapers colluded to convince readers to raise funds
for a pigeon trauma clinic based in Cape Town. Isabelle Coetzee investigates.

G

ot you! Every year
on 1 April, known as
April Fools’ Day, news
publications across
the world prank their readers
into believing fabricated stories
(like the headline, pictures and
introduction of this article).
This year, international media
companies focused on the recent
Brexit referendum. The Guardian
claimed that the Royal family
was planning an intervention in
favour of Britain remaining in
the European Union. And the
Independent ran an article saying
that Wales and Scotland ‘could
form their own country’.
In more light-hearted news, the
London-based Grimsby Telegraph
reported that a local seafood
restaurant was opening a branch

for cats. It claimed that customers
would enter through a cat flap and
that their feline friends would be
served a side of catnip with each
dish.
AOL reported that SunLife
insurance would implement a
new policy in which a substitute
pet would be assigned to
pet owners who were
waiting for their pets
to return from the
vet. The article
was accompanied
by a picture of a
smiling, elderly
lady boasting
a pet snake
around her neck.
On the other
hand, the
official press
PHOTO: Isabelle Coetzee
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agency of China, Xinhua News
Agency, insisted in a micro-blog
that April Fools’ pranks were unChinese and that they opposed the
“core values of socialism”.
In contrast, several South
African publications participated
in the fun this year.
The Times published an article
in which it claimed that President
Jacob Zuma had enrolled at
an Indian correspondence
university to complete a Bachelor
of Commerce degree. The story
follows (true) reports that Julius
Malema, Commander-in-Chief
of Economic Freedom Fighters,
graduated from UNISA with a
BA degree.
This came a year after Zuma
fooled several media houses into
believing that he had appointed
two new ministers, in charge
of public participation and
interference, and social cohesion
and nation building, respectively.
The presidency released a
statement to the press explaining
Zuma’s decision, and several
media groups, including eNCA,
fell for the gag.
This year, two Durban-based
news organisations, The Mercury
and East Coast Radio, fooled both

YES

NO

Which daily South
African national
newspapers
participated in
April Fools’
pranks in 2016?
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readers and listeners into believing
that they would soon be paying for
radio broadcasts.
The Daily Maverick, on the other
hand, simply stated that “April
Fools’ 2016 [is] cancelled until
further notice. We couldn’t come
up with anything half as mad
as SA reality today. Sorry.”
Reggy Moalusi,
editor of the Daily
Sun, believes that
April Fools’ pranks
are nonetheless
beneficial to
newspapers.

“Showing your readers a keen
sense of humour shows how
connected you are with them,” he
explained.
Moalusi considers April
Fools’ pranks mandatory for his
publication.
“For most parts of the year, we
as media institutions work hard
to report nothing but the truth
and the facts. A media institution
without a sense of humour will be
nothing but boring. Readers want
to be entertained,” he added.
Lance Witten, deputy news
editor of the Cape Argus, agreed.
“It’s nice to have a bit of fun.
It becomes a little tricky because
it needs to be believable without
reporting too closely to what may
be perceived as true. You don’t
want to cause harm, just have a bit
of fun,” he pointed out.
“I know the April Fools’ prank
in the Cape Argus this year, about
the escape artist lion in the Karoo
who would be relocated to Table
Mountain National Park, was very
well-received,” Witten said.
However, not everyone believes
that it is ethical for institutions
that promote the truth to
participate in a holiday that relies
on deception.
Mondli Makhanya, Editor in
Chief of City Press, felt that it
interfered with publications’
reliability.

“Our
currency
is our
credibility
and if we show
readers that we can
make up convincing
stories, then why
should they believe our
real stories,” he pointed
out.
Makhanya also
mentioned that it would
be impractical to publish an
April Fools’ prank in a weekly
newspaper, because it would
leave readers in the dark for an
entire week.
Waldimar Pelser, editor of
Afrikaans Sunday newspaper
Rapport, only supports wellformulated pranks.
“My own view is that April
Fools’ jokes are worth it only in
the top 1% of cases and that the
rest just annoy the audience. Be
brilliant or go home!”
Unfortunately, Pelser does not
often have the opportunity to
formulate such hoaxes, because
April Fools’ rarely falls on
Rapport’s day of publication.
Dr Roy Peter Clark, vicepresident and senior scholar at the
Poynter Institute, does not see the
value in media participating in

April Fools’
pranks reveal
a sexism or
racism that
hur ts the
credibilit y of
the enterprise.

When April Fools’ jokes are
predictions...
Pocket-lint, a gadget news and reviews site, unintentionally predicted
that Apple would branch out from their MP3 products to manufacturing
cellphones in 2004. Three years later, this became a reality.
In 2011, the British tabloid The Sun, told readers that gorillas would be
using iPads to keep them stimulated. In the same year, the Milwaukee
County Zoo in Wisconsin applied this idea to their orangutans.

In 2007, CNet at tempted to convince readers that a new app would be
launched in New York to show which restaurants have rodent problems.
The concept inspired the New York Department of Health and Mental
Hygiene in 2014 to map out where inspections took place in their “Rat
Information Portal”.
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April Fools’ spoofs at all.
“My opposition does not derive
from some high moral reasoning
about truth-telling and lying. It
is because the jokes, pranks and
false stories turn out to be so
badly executed,” he said.
Clark referred to an incident in
which five female students from
California were photographed in a
school publication with a caption
stating that they were waiting in
line for a photoshoot organised by
Playboy magazine.
“At their worst, April Fools’
pranks reveal a sexism or racism
that hurts the credibility of the
enterprise,” he added.
Prof. Franz Krüger, adjunct
professor of journalism at Wits
University, disagreed.
“I don’t think participating

In the same year, CNet also claimed that unborn children would be given a
plat form to create their own social media posts. Although this is an unlikely
reality, a waistband for pregnant women’s stomachs, called Kickabee, was
created in 2009 to monitor sensory experiences and post them on Twit ter.

in April Fools’ Day pranks is a
problem. I think most people
understand the concept and take
it in good part. It’s a long, wellestablished tradition, and people
do have a lot of fun with it.”

April Fools’ jokes are
wor th it only in the top 1%
of cases and the rest just
annoy the audience. Be
brilliant or go home!
Krüger believes that damage
is limited because publications
reveal their pranks quite soon
after publication.
Prof. Herman Wasserman,
director and professor of media
studies at the Centre for Film and
Media Studies at the University

of Cape Town, said “I don’t think
including April Fools’ jokes in
news publications should be
considered unethical, provided
they are recognisable as such and
do not run the risk of providing
incorrect information that could
put people in harm’s way.”
“Usually these jokes include
veiled references to April the 1st
or April Fools’ Day so that readers
can see through them, and regular
news consumers are by now
used to these jokes and they can
anticipate them.“It is, however,
quite an art to be able to write a
good satirical or April Fools’ story
and it demands an up-to-date
knowledge of current news topics,
a healthy imagination, and good
writing skills to make it work,”
Wasserman added.
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Wat is jou graad werd?
Is ’n graad in joernalistiek die tyd, geld en moeite werd, of is daar ander
maniere om die joernalistieke leer uit te klim? Eugenie Gregan het met
rolspelers in die mediabedryf gesels om uit te vind wat joernaliste vandag
agter hul naam moet hê.

D

ie vermoë om onder druk
te werk, ’n nuuskierige
geaardheid, goeie
algemene kennis en
goeie taalvaardighede is van die
belangrikste eienskappe wat vir
’n suksesvolle loopbaan in die
joernalistiek vereis word.
Daar word dikwels vergeet dat
joernaliste ook kwalifikasies agter
hul name het – telkens selfs meer
as een graad in die sakkie.
Vroeër jare het ’n formele
media-opleiding nie bestaan nie
en jong joernaliste is by die diep
kant ingegooi waar hulle self
vaardighede moes aanleer.
Bekende joernaliste soos Piet
Cillié en Rykie van Reenen se
joernalistieke opleiding het in die
nuuskantore plaasgevind.
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Toe Cillié die Universiteit
Stellenbosch (US) se
joernalistiekdepartement in
1978 gestig het, was een van die
doelwitte juis om die joernalistiek
in Suid-Afrika as ’n professionele
en gerespekteerde beroep te help
vestig.
Tog is daar baie joernaliste in
die bedryf wat die leer suksesvol
geklim het, ten spyte daarvan
dat hulle nie die geskikte
kwalifikasies het nie.
Adriaan Basson, redakteur van
News24, is só ’n geval.
Basson het politieke
wetenskappe en sosiologie aan
die US studeer, voordat hy sy
joernalistieke loopbaan by Beeld
begin het.

Sedertien was hy adjunkredakteur van City Press, die jongste
redakteur van Beeld nóg en tans is
hy die redakteur van Suid-Afrika
se grootste nuuswebwerf.
Dit alles sonder ’n graad in die
joernalistiek.
Volgens Basson is ’n graad in die
joernalistiek of mediastudies nie
noodsaaklik om in die bedryf te
werk nie.
“ ’n Suksesvolle nuuskantoor
bestaan uit ’n verskeidenheid
mense met verskillende ervarings
en kwalifikasies. Uiteraard gaan
daar ’n klomp joernaliste met
joernalistieke kwalifikasies wees
en dis goed so. Dis gewoonlik
mense wat etiek verstaan en die
stand van die bedryf ken.
“Maar soms is dit goed om
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absolute buitestanders te hê.
“Sommige van die suksesvolste
joernaliste in Suid-Afrika was
prokureurs, verpleegsters of selfs
polisiebeamptes,” verduidelik hy.
Basson is ná sy studies as junior
verslaggewer by Beeld aangestel.
As student het hy vir die
Stellenbosse studentekoerant, Die
Matie, gewerk en vakansies by Die
Burger en Beeld ingeval. Hy sê dié
ervaring het hom aan die bedryf
en sy rolspelers blootgestel.
“Ons het onsself [by Die Matie]
baie ernstig opgeneem en onsself
teen die hoogste joernalistieke
standaarde gemeet.
“Jy hoef nie vir ’n graad te
studeer om te weet jy moet altyd
die ander party om kommentaar
vra of hoe om gebalanseerd verslag te doen nie.
“Ek vind soms dat verslaggewers
met joernalistieke kwalifikasies
eerder versigtiger skryf,” sê hy.
Basson sê hoewel hy baie respek
het vir mense wat kies om in
die akademie van joernalistiek

Sy beweer joernaliste se kwalifikasie bemagtig en help hulle
juis om moeilike situasies reg te
hanteer.
“Behalwe vir die skryf- en
onderhoudvaardighede wat jy leer,
leer jy ook wat jou regte en pligte
as joernalis is.
“Jy val dikwels in die praktyk
in moeilike situasies hierop terug
en as dit nie goed vasgelê is nie,
sal jy onseker wees van wat jou in
sommige situasies te doen staan.
“Dít kan veroorsaak dat jy nie
jou werk reg doen nie,” sê Janse
van Rensburg.
“Byvoorbeeld, as jy aan ’n
regeringsverteenwoordiger of
polisiebeampte ’n moeilike vraag
vra en hy antwoord dat hy jou nie
hoef te antwoord nie, moet jy weet
of jy op ’n antwoord mag aandring
of nie.”
Volgens Janse van Rensburg gee
haar kwalifikasies in joernalistiek
haar selfvertroue om haar werk te
doen.
“Ek weet ek ken die belangrike

vaardighede asook ’n goeie basiese
kennis van media-etiek en mediareg,” verduidelik Cooke.
Volgens hom verander die
vaardighede wat ’n joernalis
benodig aanhoudend en hulle kyk
dus ook na kandidate wat vaardig
in die joernalistiek én digitale
media is.
“Hierdie kandidate moet die
basiese van joernalistiek verstaan,
maar hulle hoef nie noodwendig
die geesteswetenskappeagtergrond te hê nie.
“Hulle kan vanaf ’n meer
prakties-georiënteerde omgewing
kom wat in televisie of films
spesialiseer.”
Johanna van Eeden, redakteur
van Netwerk24, beklemtoon egter
dit is vir hulle ’n voorvereiste dat
aansoekers ’n kwalifikasie in die
joernalistiek of mediastudies moet
hê.
“Dis die veld waarin ons werk
en dis die opleiding wat ons van
mense verwag.

Van die suksesvolste joernaliste in Suid-Afrika was eers prokureurs, verpleegsters
of selfs polisiebeamptes.
te studeer, beteken dit nie
noodwendig hulle goeie joernaliste
gaan word nie.
“Afgelei van my ervaring is
werkservaring die ware toets.
“Teksboekkennis is belangrik,
maar niks kan jou voorberei om ’n
onderhoud te voer met die ma van
’n kind wat pas doodgeskiet is nie.
“Baie studente is dikwels
ontnugter in hulle eerste jaar en
verlaat die beroep.”
Aan die ander kant, glo Alet
Janse van Rensburg, ’n
joernalis by Netwerk24, die media
is vandag ’n mededingende,
professionele bedryf en joernaliste
moet tog, net soos prokureurs en
argitekte, grade en diplomas hê
om hulle werk te kan doen.
Janse van Rensburg het
haar honneursgraad in die
joernalistiek by die US verwerf,
voordat sy ook ’n meestersgraad
en ’n doktorsgraad in politieke
kommunikasie by die Universiteit
van Kaapstad voltooi het.

etiese en praktiese beginsels van
my werk en daarom hoef ek nooit
aan my vermoëns te twyfel nie.
“As jy begin werk, word jy in
die diep kant ingegooi en dan help
jou kennis jou kop bo water hou,”
verduidelik sy.
“Ek dink ook my kwalifikasies
het my meer perspektief en insig
in die beroep self gegee en hoe
dit binne die groter samelewing
geposisioneer is.
“Joernaliste sukkel soms om die
swakplekke in hul eie bedryf raak
te sien en kan soms naïef oor die
rol van joernaliste wees.”
Volgens Adam Cooke, hoof van
die Media24 Akademie, oorweeg
Media24 wel kandidate wat
nie joernalistieke kwalifikasies
het nie, maar verkies wel dat
aansoekers ’n toepaslike graad
het.
“Die mediabedryf is ’n hoogs
professionele werksomgewing
en kandidate met die toepaslike
kwalifikasies het sterk praktiese

“Dit wissel natuurlik wanneer
jy na afdelings soos redigering
of grafiese ontwerp kyk, wat
taalpraktyk-kwalifikasies of
grafiese kwalifikasies vereis,”
verduidelik Van Eeden.
Volgens Van Eeden is die
joernalistieke kwalifikasie van
baie verslaggewers van Netwerk24
’n nagraadse kwalifikasie.
“Van my kollegas het regs- of
BCom-grade, en daar is selfs hier
en daar ’n BSc-gegradueerde wat
dan ’n nagraadse kwalifikasie in
die joernalistiek behaal het.
“Só ’n kwalifikasie by ’n
gere- spekteerde instelling wat
die uitdagings van die beroep
verstaan en ’n uitstekende brug
tussen akademie en praktyk
kan bou, plaas jou beslis aan die
voorpunt wanneer jy om ’n pos
aansoek doen,” sê sy.
Behalwe vir ’n kwalifikasie, is
daar ander aspekte wat volgens
Cooke en Van Eeden ook belangrik
is.
“Die vermoë om aan te pas, ’n
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Cooke die belangrike vaardighede in die bedryf op.
Van Eeden beaam dit dat joernaliste by verandering moet kan
byhou.

FOTO: Burger
Terblanche
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“Die
wêreld
waarin ons
werk en leef
verander teen
’n verskriklike
spoed – wees
bereid om aan te
pas en aanhoudend nuwe dinge te
leer.”
Sy lig geesdriftigheid en nuuskierigheid as belangrike eienskappe
uit en sê daar is baie vrae wat
iemand aan hulself moet vra
om te bepaal of hulle die werk sal
kan doen.
“Ons soek mense wat vrae kan
vra, nie iemand wat reeds al die
antwoorde het nie.
“In ons digitale omgewing is enige digitale ervaring of vaardigheid
iets wat jou aansoek sal versterk.
“Kan jy ’n video maak?
“Kan jy dit redigeer?
“Is jy taai genoeg om moeilike
vrae te vra en kritiek te verduur?
“As iemand nie met jou wil

praat nie, kan jy inligting op ’n
ander plek gaan soek?
“Het jy ’n volronde begrip van
die joernalistiek sodat jy nie ’n
enkelbron-storie aanbied nie?
“Is jy ’n vaardige skrywer wat ’n
berig met struktuur én logika kan
aanbied?
“Kan jy vinnig en deeglik werk?”
Haar raad aan iemand
wat as ’n joernalis wil
werk, is om nie tot
eendag te wag nie.
“Sosiale media
maak dit vir almal
moontlik om verslaggewers te wees.
“Begin vandag
aan jou CV werk.
“Skryf ’n blog.
“Gaan vra vir jou
dominee of jy die
kerkblad kan uitgee.
“Gaan skryf vir
jou universiteit se
koerant.
“Meld vakansies aan
by enige titel of koerant
waar jy enige vorm van
ervaring kan kry.
“As jy aansoek doen om
werk en jou CV wys jy het al
een of ander vorm van internskap gedoen of ten minste ’n po-

Sosiale media maak dit
vir almal moontlik om
verslaggewers te wees.
ging aangewend om joernalistiek
te bedryf, versterk dit jou aansoek.
“Dit help nie jy sê skryf is jou
passie, maar jy het nog nooit iets
meer geskryf as jou werkopdragte
nie.”
Basson glo steeds ’n nagraadse
kwalifikasie in die joernalistiek is
’n wonderlike luukse, maar dat dit
nie ’n loopbaan in die joernalistiek
maak of breek nie.
“Doen dit as jy kan.
“As jy nie kan nie, is dit ook
oukei.
“Doen vakansiewerk, begin ’n
blog, neem video’s en twiet.
“Kom so gou as moontlik in die
game. Dis só maklik en goedkoop
deesdae. Selfs tydens jou studentejare is daar geen verskoning
om nie aktief as joernalis te werk
nie.”

The Cape Getaway Show
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Brand extensions in
a changing media
landscape
Brand extensions have become vitally important in increasing revenue for
media brands as well as expanding brand awareness. In a world where
print revenue is steadily declining, Sarah Chapman explores how important
brand extensions are in increasing the longevity of a brand and ensuring that
alternative revenue streams are tapped into.

B

rand extensions are most
commonly introduced to
increase the lifespan of
a brand and, in turn, to
create more revenue for the brand
by producing related content in
line with the needs of the market.
Brand extensions do not only serve
as an additional form of revenue,
but also as a brand-building and
awareness initiative.
The brand extension, The
Getaway Show - a travel, outdoor
and adventure event - relates

to the parent product, namely
Getaway magazine, in that it
offers members of the public an
opportunity to experience the
brand in a more interactive way.
Tyson Jopson, deputy editor
of Getaway magazine, says
that “photography and outdoor
activities, as well as wildlife,
urban escapes and 4x4ing are
core pillars of the magazine.
Thus, when deciding on a brand
extension that’s a good fit for
the magazine, we have to ask

ourselves whether it’s something
that fits into our world and
something that our readers would
get value from.
“Without the correct type of
extension, it does not matter how
well you execute it, it will be a
failure. Once the correct extension
has been selected, factors such as
the correct marketing strategy,
timing and event organisation
are important. The correct brand
extensions foster brand loyalty
and accessibility which, in turn,
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may result in increased sales over
time,” says Jopson.
However, events and separate
print publications are not the
only brand extensions that media
brands are using to boost revenue.
Weg! magazine, for example,
has Vrydag 4 Uur and Weg!
Agterpaaie under its belt, two
successful television shows on
DSTV’s Via, channel 147.
Nerisa Coetzee, publisher of
Media24’s travel and motoring
portfolio, says that the success of
a brand extension is determined
by many factors, but most
importantly by one that appeals to
the audience of the original brand.
Also, they should be published
sparingly so as not to overcrowd
the market.

“Product line extension strategy
is successful if there are less
titles being published under the
same brand. For example, Weg!/
go! publishes three stand-alone
magazines per year – Weg!/go!
Namibia, Weg!/go! Botswana and
Weg! Kuierkos.” Coetzee’s advice is
to aim for high profits with fewer
titles.
“In order to understand sales
patterns, considering the impact
of the printed brand extensions
will ultimately be based on the
financial feasibility of the model
to the publisher. Publishing
too many titles causes a lack
of build-up to the launch of a
particular extension and can
dilute advertising revenue,” says
Coetzee.

go! Botswana Map Guide 2016
PHOTO: Supplied

Glamour Hair Edition 07 Winter 2016
PHOTO: Supplied
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Furthermore, she notes that
too many titles may compete for
limited shelf space in a store.
“The secret to success lies in
the extension’s extended period
on shelf and in a large retail
footprint.
“It is most important that
these extensions make a positive
contribution to the bottom line
by leveraging content, one of our
most important assets,” says Thys
de Beer, a senior brand strategy
lecturer at Vega School of Brand
Leadership. De Beer agrees that
brand extensions are an important
source of income in a changing
media landscape.
“Brand extensions allow the
brand to broaden its positioning
and appeal, if done right.
They also afford the brand the
opportunity to create brand
experiences. We are very much
in the experience economy and
brand experiences help to build
emotional bonds with consumers.
It is a clever way of attracting
more people to the brand,” says De
Beer.
According to De Beer, when
considering which brand
extensions to choose for media
brands it is important for
everything to be ‘on-brand’, i.e.
brands should develop relevant
offerings so that their brand
extensions do not stray too far
from the original product.
“Brand extensions must be
true to the brand’s purpose
and positioning in the market
to ensure one can leverage the
brand’s equity and loyalty in the
market. It is therefore important
to have an outside-in view, i.e.
from the customer’s point of view.
Media brands should take an
honest look at the perception of
the brand through the eyes of its
consumers to determine how far
the brand can be stretched.”
De Beer believes that reader
loyalty cements the brand
extensions’ positioning in the
market. “This works the other
way around too. It is essentially a
virtuous circle.”
Theuns Venter, who is the
publisher of Landbouweekblad
and has published several
highly successful and profitable

The Cape Getaway Show 							
brand extensions, including
Boerekos, Boereplanne and
Landbouweekblad Vee, says that
they have created specific niches
within the agricultural sector and
that it seems as if the market has
responded really well to all of the
products.
For example, Boerekos is
currently the most successful paidfor food magazine in South Africa,
surpassing Woolworths Taste, Pick
n Pay Fresh Living and Sarie Kos
magazines.
“Boerekos is unique
because we don’t only target
Landbouweekblad readers; we
cater for the consumer market –
the nostalgic person [who] still
remembers the boerekos that
was cooked by their grandma.
Who can deny that a nice plate of
boerekos, cooked by your mother
or grandmother on a Sunday
afternoon, wasn’t the highlight of
your week?” says Venter.
According to Venter, “the secret
to any brand extension is to make
sure you make use of re-packaged
content. We looked at popular
sections within the magazine
which we had enough content
on and then we re-packaged the
content in a new publication.”
Venter believes that the
success of Landbouweekblad’s
brand extensions contributes
to Landbouweekblad’s revenue
significantly. “We make a healthy
profit of about R2 million from our
four brand extensions per year.”
Melanie Olivier, the marketing

and promotion co-ordinator of
Woman & Home magazine, has
worked on numerous brand
extensions for Woman & Home,
including the Woman & Home
Feel Good Food and the Woman &
Home Dot to Dot booklets.
Olivier says that whether a
brand extension will increase
revenue depends on various
factors.
“If the product is something that
adds value to our readers’ lives as
well as something that is practical
– that they are able to use every
day – then the brand extension is
successful,” says Olivier.

Brand ex tensions
reinforce the brand’s
presence in the market,
provide readers with
additional at tractions
and ex tend the reach
for adver tisers.
Pnina Fenster, editor of
Glamour South Africa, says that
Glamour magazine’s ideology
is borne in mind when choosing
an appropriate brand extension.
Glamour Hair, which is published
twice annually, is one of the most
popular Glamour magazine brand
extensions.
“Beauty is a key area for
Glamour, and research as well as
international trends indicated that
hair would be a topic of particular
interest to our readers,” says
Fenster.
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According to Fenster, media
brand extensions serve the parent
brand in various ways, not least
of all in building awareness of
the media brand, which in turn
increases revenue for the parent
brand as well.
“Brand extensions reinforce the
brand’s presence in the market,
provide readers with additional
attractions and extend the reach
for advertisers,” says Fenster.
Edwina Lyners, publishing
manager of You, Drum and
Huisgenoot, has worked on
numerous brand extensions,
including cookbooks, DIY books,
diet books, wedding magazines,
crossword/blockbuster magazines
and even education-related
magazines.
“All of our brand extensions are
extensions of the core pillars of
our magazines. They are aimed at
helping the reader by providing
advice and tips to better their
lives,” says Lyners.
There can be detrimental effects
to the media brand if its brand
extensions are not in line with the
ideology of the parent brand – this
could include quality, pricing and
the concept of the core publication
itself.
However, brand extensions
can serve the core brand by
boosting profits, increasing brand
awareness and enforcing brand
ideology, which are all important
factors when considering
the decline in sales of print
publications.
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Resensies aan die verdwyn:

Minder kritiek of
swakker verkope?

Die Engelse spreekwoord waarsku: ‘Don’t judge a book by its cover’. In die
werklikheid heg verbruikers veel groter waarde aan die voorkoms van ’n boek
as aan resensies. Resensies het klaarblyklik meer invloed op skrywers se ego’s
as op hul boekverkope. Al sterf boekresensies uit, sal boeke waarskynlik bly
voortleef, skryf Christiaan du Plessis.

I

n Suid-Afrika bestaan daar
nog al die jare ’n draaideur
tussen die gedrukte media en
die boekuitgewersbedryf. Só
was verskeie bekroonde skrywers
soos DJ Opperman, André P.
Brink, Ingrid Winterbach en vele
ander eens joernaliste.
Dié twee woordbedrywe smelt
saam in ’n tasbare vorm, naamlik
die boekeblad – ’n afdeling in die
koerant waar daar resensies oor
nuwe boeke verskyn.
Daar blyk egter nie ruimte vir
sentimentaliteit te wees nie.
Die eens gereelde boekresensies
op koerante se boekeblaaie is
aan die opdroog, hoewel die
uitgewers uiteenlopende opinies
het oor of dit wel ’n impak op die
uitgewersbedryf het.
Die meeste uitgewers maak
hul geld met opvoedkundige
boeke, eerder as fiksie-boeke,
terwyl sommige uitgewers ook
akademiese boeke publiseer.
Resensies verskyn gewoonlik
slegs oor boeke wat algemeen in
die handel beskikbaar is, beide
fiksie- en nie-fiksie-boeke.
“Ek weet nooit hoekom skrywers
kopkrap oor boekresensies
nie, want dit maak of breek
nie ’n boek nie,” sê Basil van
Rooyen, voormalige uitgewer
van Troupant-uitgewers en
voormalige kursuskoördineerder
van Uitgewerstudies aan
die Universiteit van die
Witwatersrand, in sy boek Get
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Your Book Published in 30
(Relatively) Easy Steps.
Hoe dit ook al sy, dit is
alombekend dat koerante se
sirkulasie in Suid-Afrika aan
die kwyn is, en boekeblaaie bly
dikwels weens koste-besnoeiings
in die slag.
“Minder beskikbare geld noop
mediamaatskappye om hul
boekeblaaie te verklein. Ander
produkte soos die kunsblad
loop dieselfde pad,” sê Jo Prins,
nasionale boekeredakteur van
Netwerk24.

Prins sê mense stel
steeds daarin belang om
boekresensies te lees,
maar dit hang af van wie die
resensie skr y f en wie se
boek geresenseer word.
“Deon Meyer se resensies is baie
gewild. Sannie van der Spuy word
skaars gelees. Maar kombineer ’n
interessante, bekende resensent
met ’n redelike onbekende boek en
meer mense lees dit. Dis maar ’n
mix wat ’n mens probeer regkry,”
verduidelik Prins.
Prins sê die eenwording van
Media24 se dagblaaie onder
die Netwerk24-sambreel het
boekresensies laat afneem.
Media24 se Afrikaanse dagblaaie
volg sedert April vanjaar ’n beleid
dat die koerante hul berigte eerste
onder die vaandel van Netwerk24

moet publiseer.
“Dis ’n situasie van: of ’n produk
(die boekeblad) kos minder óf daar
is geen produk nie,” sê Prins. Dít
blyk die onrusbarende dilemma
van die boekeblad se oorlewing te
wees.
“Sekere publikasies
het reeds met hul boekeafdeling weggedoen,” vertel
Amanda van Rhyn, nasionale
bemarkingsbestuurder van
Penguin Random House SuidAfrika.
Van Rhyn sê fiksie-boeke
sukkel, nes koerante, met
verkope. “Die huidige ekonomiese
omstandighede noop mense om
meer kieskeurig te wees oor die
boeke wat hulle koop,” verduidelik
Van Rhyn.
Volgens Louise Grantham,
Troupant-uitgewers se besturende
direkteur, bly internasionale
boekgiere soos Twilight, Harry
Potter en The Da Vinci Code
gewild.
“Die probleem is dat mense
nie soveel plaaslik-geskrewe
boeke koop nie,” sê Grantham.
Dit is daarom belangrik dat
plaaslike boeke in gedrukte media
blootstelling ontvang, meen sy.
“Die boek moet op die een of
ander manier ’n voet in die deur
kry,” verklaar Grantham.
Charlene Hougaard, fiksieuitgewer by Lapa-uitgewers,
sê dat boekresensies nie veel
vir boekverkope doen nie.
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Die bekende boekwinkel, Bikini Books, in Gordonsbaai.
“Boekjoernaliste ontvang pakke
boeke van uitgewers af. Teen die
tyd dat die boekresensie verskyn,
is die boek in baie gevalle reeds
uitverkoop.”
Hougaard meen dat aanlynboekresensies deesdae resensies in
gedrukte media vervang. “Lesers
kan onmiddellik resensies op
webtuistes soos Goodreads en
Amazon gaan lees en daarom is dit
gerieflik,” verduidelik sy.
Grantham stem nie hiermee
saam nie. Sy voer aan dat
internasionale resensies in die
aanlyn-ruimte dikwels “verwater”
en “generies” is.
“Lesers sukkel om deur die
aanlyn-warboel te sif om plaaslikgeskrewe resensies te vind, terwyl
koerante meer blootstelling aan
plaaslike boeke gee. Lesers in
Suid-Afrika lees dalk ’n resensie
wat in Washington oor ’n
Amerikaanse boek geskryf is en
daarom kry plaaslike boeke nie
blootstelling nie,” sê Grantham.
Maneesha Govender, IOL se
aanlyn-en boekeredakteur, sê dit
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is moeilik om aanlyn-resensies
met resensies in gedrukte media
te vergelyk.
“Die aanlyn-ruimte is ’n
ontsaglike groot put van inligting
terwyl koerante deur faktore soos
advertensies en drukkoste beperk
word,” sê Van Rhyn. “’n Aanlynresensie sal goed vaar as dit goed
geskryf is, by die leser vassteek
en regoor sosiale media-platforms
bemark word.”
Prins glo ’n mens kan nie meer
van gedrukte media in isolasie
praat nie, want daar is ’n sterk
aanlyn-segment. “Die lewe van
die resensie in aanlyn- en sosiale
media het langer geword. Ons
lewe nie meer in silo’s nie.”
Dit is duidelik dat boekresensies
nie ’n deurslaggewende faktor vir
’n boek se sukses is nie.
“As meer mense boekresensies
gelees het, sou dit miskien die
geval gewees het, maar die
getal mense wat boekresensies
lees is baie beperk,” sê Van
Rooyen. “Dit is nietemin lekker
om boekresensies te hê, maar

Die persentasie
tantième wat ’n skrywer op
’n boek verdien.

Soveel kopieë verkoop die
gemiddelde boek in
Suid-Afrika.

redaksionele dekking is manna vir
publisiteit.”
Van Rhyn stem saam dat
boekverkope eerder deur
redaksionele dekking beïnvloed
word.
“Onderhoude met skrywers
is steeds ’n goeie manier om
blootstelling aan die boek te
verleen,” sê Van Rhyn. “As jy
nuuswaardige stories vir die
media stuur, is hulle geneig om dit
te dek.”
Die gehalte van die groot SuidAfrikaanse nuuswebtuistes se
aanlyn-resensies blyk op gelyke
voet met gedrukte resensies te
wees.
Volgens Prins publiseer
Netwerk24 meestal die resensies
wat reeds in die Afrikaanse
dagblaaie verskyn het op hul
webtuiste.
“Netwerk24 plaas resensies
wat Maandae en Sondae in die
boekeblaaie van Rapport en
in die dagblaaie verskyn het,”
verduidelik Prins. “Dan kry die
resensies ’n tweede lewe.”
Volgens Van Rooyen bly
bekende skrywers die grootste
trekpleister vir boekverkope.
“Verbale bemarking bly die beste
bemarking vir boekverkope,” voeg
hy by.
Hougaard vertel dat sosiale
media ook ’n goeie manier is om
boeke te bemark. “Ons lesers
kyk gereeld na ander lesers se
kommentaar en besluit dan self of
hulle die boek wil koop.”
Grantham sê dat dit altyd
moeilik is om te voorspel watter
bemarkingskanaal vir ’n boek
gaan werk. “’n Boek is nie nét
’n gewone kommersiële produk
nie, en daarom kry dit ’n eie lewe
wanneer dit die mark betree.”

10 000
27%

Die getal kopieë wat ’n boek
moet verkoop om as ’n
bitsverkoper
gereken te word.

Die persentasie wat fiksie van
die boekmark in
algemene handel uitmaak.

Uit: Basil van Rooyen, 2010: Get Your Book Published in 30 (Relatively) Easy Steps.
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Be a ‘Blogtrepreneur’:
Make your passion
your career

80 SMF
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Katelyn Williams, award-winning blogger of The Kate Tin, turned her hobby into
a full-time job. She went from being an editor of a food magazine to the owner
of South Africa’s most popular food blog. Today’s bloggers are new-world
entrepreneurs, and their trade is accessible to everyone who wants to run their
own business on their own time. Williams explains to Janie du Plessis how you
can do what you love and make money from it.

T

o run a blog in 2016 is
not something out of the
ordinary. Many people
these days have blogs –
from students to teachers, and
even mothers.
However, making money out
of a blog is a completely different
story.
Every day, the number of blogs
created on the blogger site Blogger
is rapidly on the rise.
So what exactly is keeping these
bloggers from making money out
of it? Well, there are some skills
that go along with running a
successful, income-generating blog
that can eventually turn into a
full-time job.

The blog allowed me
to create whatever I
wanted and find my
own st yle.
The Kate Tin, run and created
by Katelyn Williams, is one of the
blogs that got it right. The blog
has successfully walked away
with the award for Best Food Blog
at the South African Blogging
Awards in both 2015 and 2016.
In the blogging world, The Kate
Tin is a force to be reckoned with.
The blog originally started as a
platform for Williams to flex her
creativity and grow as a writer
and food stylist.
“I started it while I was working
as a food stylist’s assistant at
Top Billing. Although I loved my
job, I felt stunted and frustrated
executing styles and briefs that
were not my own.
“The blog allowed me to create
whatever I wanted and find my
own style.
“The more I posted, the more the
blog grew. I had a very popular

‘cronut’ recipe that went viral. It
increased my web traffic, until I
had almost 30 000 views in one
month,” Williams says.
The two keys to blogging
success
Like with most things, if this
was easy, everyone would do it.
Williams says there are two main
things that contributed to the
success of The Kate Tin.
“Firstly, I’d say the most
important move was deciding to
focus on what I love and listening
to what readers wanted – and
often, the two are one and the
same.
“Secondly, I stopped calling it a
blog. The word blog has
developed such a terrible
connotation, partly because
today it seems like everyone and
their aunt has one. I refer to
TheKateTin.com as a website
because it is a business.
It’s how I generate my
income and I want
people to take it as
seriously as I do,”
she says.
Since blogs
are so
accessible,
it is
important
to
differentiate
yourself from those who
do it as a fun pastime or use a
blog as an online diary.

up my own plan so I could have
clarity on where I was going and
how I was going to get there.
“My company does not just
consist of the website – I offer food
styling, food photography, recipe
development and social media
services,” says Williams.
She set up a standard business
plan to find out whether what
she wanted to do was viable.
She wanted to learn what the
strengths and weaknesses of the
business were, and how many
followers she would need to
gain before she could charge for
content.

Katelyn
Williams, owner
of SA’s top
foodblog, The
Kate Tin.

Setting up a business plan
As with all businesses, it is
important to set up a business
plan, to help you plan and
control where your blog is
going.
“The business plan is
very important. I set
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LEFT: One of Katelyn’s expenses
is to hire studios to take photos of
her beautiful bakes such as this
5-ingredient Christmas cake.

BELOW: Get ting the right name for
your blog is very important. The
name “Kate Tin” has meaning to
Wlliams. PHOTOS: The Kate Tin

“Starting a brand and website
is just like starting any other
service-related business.
“At the end of the day, while
it is a website, you are investing
time and money so you need to
make sure your concept is a good
return on investment before you
even begin.”

It’s damn scar y to
leave a permanent job
to pursue something
that frankly might not
work!
Williams would advise other
bloggers to set up a business plan,
because “it is the fastest way
to figure out what you need to
achieve and what your weaknesses are, so you can avoid making
mistakes.”
Take the risk
Williams’s previous work
experience equipped her in part to
write about food. After working as
the food stylist’s assistant at Top
Billing, she moved up the ranks
to become the food editor of their
magazine.
She then joined the Expresso
breakfast show as its creative food
director.
“My blog grew the most while I
was working in TV for Expresso.
As a food stylist I craved to create
images and recipes that lasted
longer than the two minutes they
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were broadcast on a TV screen,”
she says.
She does, however, admit that
it was a terrifying thought to
leave her stable job and income at
Expresso.
“It’s damn scary to leave
a permanent job to pursue
something that frankly might not
work out!”
Williams considers herself very
fortunate to be able to have a
stable monthly income and has
recently hired a full-time food
assistant.
How blogs make money
Many people have no idea how
a blog can generate an income
large enough to cover two people’s
monthly salaries.
Williams decided not to allow
Google ads on her website.
Instead, she focuses on sponsored
posts with products or services
that she incorporates into her
recipes.
“My income is generated from
sponsored posts on the blog. I
am what is referred to as an
‘influencer’.
“I have built up an audience
that trusts and listens to me, so
brands pay me to create my usual
content but include their brands
in a fun and exciting way.
“I also generate income from
paid social media posts. Brands
will pay me to tweet, Instagram or
Facebook their content,” Williams
explains.

For Williams, the hard work
paid off, as she now earns double
what she earned in the television
and magazine industry.
“Thankfully, brands have
started to realise the value in
aligning themselves with bloggers
and not dictating what should be
said.
“It’s all about incorporating
the product into the website as
naturally as possible,” she says.
Beginner bloggers
For new bloggers, Williams
emphasises that money is not the
most important thing.
“If you’re trying to start a blog
to make money, you’re probably
not doing it for the right reasons.
It takes a lot of hard work and
weekends spent to build an
audience, style and tone of voice.
“My advice would be to start
a blog about something you’re
passionate about, then stick to it.
If your content is good, people will
find it!” she says.
Beginner bloggers can save
some valuable time (and money)
by knowing what to save and
what to splurge on. Williams has
tried to figure out what she can
encourage newcomers to spend
more on and she ended up with …
well, nothing!
“I would not suggest splurging
on anything unless your blog is
actually making money, otherwise
it can easily become a bad
investment. If you’re starting to

Tips from SA’s top food bloggers:

“Choose your blogging plat form wisely. Everybody uses
Wordpress.com these days. It is the best!”

Nina Timm
(my-easy-cooking.com)

Katelyn Williams
(TheKateTin.com)

“Joining a blogging community helps a lot – the majority of food
bloggers in South Africa are all incredibly supportive of each other.”

Hein van Tonder
(heinstirred.com)

Teresa Ulyate
(cupcakesandcouscous.com)
generate money, draw up a budget
and spend according to it.
“Grow as your blog grows,” she
suggests.
Wordpress and Blogger are
platforms where blogs can be set
up for free. Starting a blog does
not have to cost much. Purchasing
your own domain can cost as little
as R60 per month.
“When I started doing my blog
full-time, I set some money aside
for a website and logo redesign
and that was about it,” Williams
says.
Her other expenses include
ingredients for her recipes, prop
hiring, studio rental, photographic
equipment, internet, cleaning
services, electricity, photo-editing
software and a laptop.
Something new bloggers should
rather save time and money on,
according to Williams, is search
engine optimisation (SEO).
Some online businesses regard
SEO as crucial, but Williams
disagrees.
“SEO is something I spent
hours trying to understand. It is
so technical that there are entire
companies that you can hire to do
it for you (at a hefty price tag).
“Instead of stuffing your
paragraphs with keywords that

“Be consistent, set a blogging
schedule and blog regularly.”
“Work to improve your skills, by doing a writing or
photography course, and always be yourself.”

Google is going to love, rather
focus on creating great content
that your readers will love,” she
says.
Getting the name of your blog
right is one of the most important
parts of a blog.

What I love most about
blogging is that it
empowers creative minds
to build their own brands
and businesses.
Your name sets you apart from
everybody else. The Kate Tin
was previously called Katelyn’s
Corner, but Williams felt it was
not catchy enough.
“I realised Katelyn’s Corner did
not have any personality. It did
not show people who I was and
what the blog was about.
Kate Tin is my nickname with
many of my friends and family,
so it was something that meant a
lot to me, but it also immediately
gives away what I’m about,”
Williams says.
She encourages new bloggers
to blog about things that they are
passionate about.
Whether you are doing a paid
or unpaid article on the blog, you

always have to align yourself with
your brand.
“I learned the hard way when
I first started out, that aligning
yourself with a brand that doesn’t
fit yours isn’t worth it,” she says.
“In the weeks that I ran
campaigns for certain brands, the
blog statistics were terrible and in
the end I lost readers.
It took me months to regain
the readership. It was a hard
lesson that sometimes accepting
sponsorships for posts is just not
worth it. Now I only align myself
with brands that I use myself and
that I think are awesome,” she
says.
If you can get your brand right,
and stick to the plan, you are
halfway there. And what lies
ahead is definitely worth the hard
work and the risk.
“What I love most about
blogging is that it empowers
creative minds to build their own
brands and businesses.
If you had to ask me eight
years ago if I would own my
own business one day, I would
have laughed out loud. I would
definitely encourage people to go
for it.
It is possible to turn your
passion into a living!”
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Transformation in the media:

how much progress
have we made?

South Africa’s media industry still lacks diversity, despite some strides towards
transformation. By grasping who owns the media, who works for the media
and what the media publish, we are able to better understand how far we
have actually come. Hayley Grammer investigates.

T

ransformation activists
have spearheaded a
number of movements
over the past couple of
years, with initiatives such as
Fees Must Fall and End Rape
Culture putting racial and societal
transformation on the public
agenda.
The media have a social
responsibility to promote
democracy through representing
a diverse range of views and
perspectives. Due to past
censorship of the media during
apartheid, the need for a
more inclusive and equally
representative media is more
important than ever.
Who is responsible for
monitoring transformation?
In a 2013 report, titled State of the
Newsroom South Africa, media
analyst and senior journalism
lecturer at the University of the
Witwatersrand (Wits), Dr Glenda
Daniels, looked at why the African
National Congress (ANC) insisted
on increased regulation of the
media.
“The ANC criticises print media
for being a highly concentrated
sector that lacks diversity through
the entire value chain, including
ownership and control, race,
language, gender and content.
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“In a nutshell, the party says
there is a lack of transformation in
the print sector. To this end, the
ANC wants to see more regulation
and accountability,” she said.
The report found that the print
media “did not reflect a diversity
of voices, marginalised the rural
and poor, was white-dominated
not just in ownership, but also
in issues covered, and they took
part in ‘cartel-like behaviour
where emergent community and
small privately-owned media were
smothered through a variety of
anti-competitive behaviour”.
The Print and Digital Media
Transformation Task Team
(PDMTTT) was formed by Print
and Digital Media South Africa
(PDMSA) to investigate the state
of transformation in the media
industry and to recommend new
mechanisms for advancing change.
The task team was formed in
order to address challenges media
companies faced when trying to
represent the embodiment of a
new South Africa.
According to the report,
newsrooms previously dominated
by white editors have started
to feel the presence of black
journalists and editors more
strongly. This focus on the
transformation of newsrooms
and content is seen as a positive

influence on journalists.
“There has been important
progress in some areas, such as
senior appointments of editorial
staff, but the perception is still
that the print media had not
transformed on all levels.
“What this team needs to do
is to get the print industry to
a point where transformation
is accepted as being done. The
print and digital media have to
do everything possible to show
South Africans that they are part
of where we are going as a country
– we need a media that is truly
South African.”
The PDMTTT concentrated
on key pillars of transformation,
according to the Broad-Based
Black Economic Empowerment
(BBBEE) Act, which includes
equity ownership, management
control, employment equity,
skills development, preferential
procurement, enterprise
development and socioeconomic
development. These elements also
make up what is known as the
Black Economic Empowerment
(BEE) scorecard.
Its findings suggest that,
although “the industry has
committed itself to fulfilling the
BBBEE codes of good practice,
it has failed to transform itself
sufficiently in a number of these

MEDIA INFLUX
key areas.”
The PDMTTT found that “the
position of blacks generally and
black women in particular in
the management and control
of companies as well as in the
boardrooms is dismal.” As a result,
the task team recommended
“that companies should commit
to having 50% of their board
participants as black people and
50% of these should be women,
within three years.”
In addition to their
recommendation, the PDMTTT
stated that all major print media
groups “must individually reach
a scorecard ownership target of
25% plus 1 or the full points of
20 within three years”, as well as
“score no less than 12 out of 15 on
skills development, with the goal
of improving employment equity,
management control and gender
equity scores.”
Transformation in terms of
ownership
In July this year, Intellidex,
a South African research and
media company, released a media
ownership report that summarised
the media’s black ownership
percentage on the BEE scorecard,
based on the key transformation
pillars.
Out of the five main media
houses (Media24, Times Media
Group, Caxton Publishing,
SABC and Independent Media),
Times Media Group had the
highest percentage of black
ownership, with 58.47%. Next was
Independent Media, with 55%, and
Media24 with 45.82%. The SABC’s
black ownership percentage was
stated as not applicable.
Caxton Publishing still had
the lowest percentage of black
ownership in 2016, with only
18.9%, suggesting that it failed
to apply the recommendations
as stipulated by the PDMTTT in
2013.
When contacted for comment
regarding the state of
transformation at the company,
Caxton responded as follows: “It
is Caxton policy not to participate
in informal research. Our BEE
certificate is available on our
website, along with information

Moshoeshoe Monare.
PHOTO: Tanya de Vente-Bijker
on our transformation which is
contained in each Annual Report,
which is also available on our
website.”
According to its 2015 Annual
Report, Caxton assembled a
committee of senior managers,
chaired by the group managing
director, that was tasked with
addressing transformation issues
across all divisions and companies.
The committee was developed
seven years ago and meets each
month to review progress and
ensure that the company is on
track.

Our greatest challenge
is not to lose sight of our
transformative mission as
we grapple with dif ficult
economic issues facing the
industr y.
“Despite various initiatives
to attract a more diversified
workforce into the company, such
as apprenticeships, learnerships,
and bursaries for employees,
the retention of African females
continues to be a challenge.
“In the period 2011 to 2014, the
group has increased the number
of black employees from 66% to
71% but there was little change
to the number of overall black
employees in the management
categories. This continues to be a
challenge in the group to recruit
and specifically retain black
employees.”
Tawana Kupe, media analyst
and Dean of the Faculty of
Humanities at Wits, agreed

Dr Iqbal Survé.
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that the representation of black
people and women in ownership
is still low within the industry,
highlighting Caxton as an
example.
“I think Caxton has the lowest
ownership by women and black
people. It is important to realise
that we have to transform media
inequality because it is also a
proxy for economic inequality,” he
said.
Iqbal Survé, founder of
Sekunjalo Holdings and CEO
of Independent Media, said
that, for Independent Media,
transformation was not about
numbers or keeping score.
“Transformation is reflected
in everything we do, it’s in the
way we tell our readers’ stories
and how we give a voice to the
voiceless. While it may mean
different things to different people,
transformation is embedded in our
purpose.
“Other media houses started
changing their people, processes
and operations a few years
ahead of Independent Media,
significantly investing in training
and community development
initiatives, but it does not mean
that they’ve truly transformed.
“Our company was slow in
transforming its workforce profile
and the demographics of its
senior management, with editors
and business leaders comprising
mainly of white males. Today,
Independent Media is a modern
multimedia company owned by a
black South African consortium,”
said Survé.
Managing Deputy Editor of
the Sunday Times and Times
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Media24 building, Cape Town CBD. PHOTO: Andre Wessels (via Youtube)
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Newspapers, Moshoeshoe Monare,
said that Times Media Group
focused on transformation at three
levels: equity, employment and
content.
“We have consistently been
the leading major media house
on all levels and this is reflected
in the racial make-up of our
editorial teams and management,
and in the continued success of
our products in the market as it
transforms.
“Our values are reflected
through recruitment policies,
ownership structure and, of
course, content. Ownership and
employment are closely measured,
and are reflected in our Level 3
BBBEE rating.”
He added that, similarly
to Independent Media,
transformation at the company
was not based on numbers and
quotas, but rather on values,
people, philosophy and ethics that
reflect the South African society as
a whole.
“Our major contribution
to transformation is through
training and development of our
staff, through our company’s
ownership structure and
corporate identity and through
diverse products and content
that mirror the cosmopolitan and
rich multicultural nature of our
society.
“Our greatest challenge is not
to lose sight of our transformative
mission as we grapple with
difficult economic issues facing the
industry,” said Monare.
Neo Momodu, Head of Corporate
Affairs at Media24, said that the
company concentrates on what
makes business sense. According
to Momodu, transformation is key
to business growth.
“We see transformation as
something valuable and worth
committing to because it allows
us to repair the social economic
standing of our country.
Media24’s black ownership
comes from Welkom Yizani, a
black empowerment scheme, and
Naspers.
“Transformation transcends a
whole range of things; it isn’t only
based on ownership. Ownership
plays a role because black

Anton Harber.
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people in this country need to
participate in the economy, but it
also involves skills and training,
offerings and management.
“Close to about 92 000 black
South Africans own shares in
Welkom Yizani, so it is broadbased black empowerment, it
doesn’t only benefit a few South
Africans,” she said.
In an open letter published by
the Mail & Guardian, Media24’s
CEO Esmaré Weideman admitted
that Welkom Yizani wasn’t as
profitable as expected.
“An investment in the Media24
Welkom Yizani BEE share
scheme was less profitable than
an investment in Naspers shares
on the JSE would have been.
“In South Africa, Naspers
has two group subsidiaries:
MultiChoice and Media24. Both
companies launched BEE share
schemes in 2006. MultiChoice’s
Phuthuma Nathi scheme is in
fact very successful.
“When Welkom Yizani launched,
it was oversubscribed five-fold,
and in 2008 we were hit by the
global financial crisis, which
slowed economic growth.
“In light of the headwinds
Media24 is facing and the effect
this has had on Welkom Yizani
shareholders, Naspers has
forgiven a total of R762 million
debt in the scheme.”
Serving South Africa’s
democracy
According to Anton Harber,
Editor-in-Chief of eNCA and
former Head of Journalism at
Wits, transformation in the media
is about ensuring the industry

Glenda Daniels.
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serves the constitution.
“The industry as a whole must
give a voice to the full range of
citizens and divergent views in our
society, provide citizens with the
information they need to be active
within their communities, and
hold the powerful to account.
“There are elements of this that
we can measure, such as how
demographically representative
the media are, its managers and
owners, and the range of voices
these media carry, but these are
only partly useful indicators,” he
said.

The print and digital
media have to do ever y thing
possible to show South
Africans that they are par t
of where we are going as a
countr y – we need a media
that is truly South African.
Harber added that, although
certain aspects of transformation
can be measured easily, other
measures, such as accuracy,
quality, fairness and competing
narratives, are not as easily
measurable, but equally vital for
transformation in society.
“Our media have certainly
come a long way from where [they
were] in 1990 and [bear] little
resemblance to the media then.
However, only in part do we
have media that best [serve] our
democracy today.
“We have some strong,
independent and outspoken
media that are committed to
transformation, but our media are
too battered by adverse economic

Tawana Kupe.
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conditions, too constrained by
myopic owners and short-term
managers, and too burdened by
history to produce the kind of
critical, diverse and informative
journalism that we need. There
are pockets of excellence, but these
are few and far between,” he said.
Kupe listed a number of things
that need to change for the South
African media industry to reach
its goal of transformation.
“We need more development of
quality local content that satisfies
and attracts local audiences,
we need a review of ownership
rules in broadcasting to allow
for foreign ownership that can
bring in capital and technology
without displacing South African
ownership, and we need an
enabling environment to be
created to ensure that community
media are sustainable,” said Kupe.
He concluded that, although
community media are important
in promoting transformation,
change also needs to come from
other areas within the media
landscape.
“Community media alone cannot
do everything that media ought to
do at the national, continental and
global level, which is to inform,
provide a platform for debates and
deliberation, and entertain.
“Transformation should be
measured holistically, although
some people just focus on
ownership.
“It should be transformation
of media policy and regulation to
enable pluralism and diversity
[of] ownership, management and
employment, as well as content
and audiences served.”
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Generasie Y-ntlik
nie so sleg nie
Met die vinnige ontwikkeling van digitale media skud
millennials die stereotipe as aandagafleibare internetbeheptes af. Nou is hul tegnologiese vernuf juis ’n
voordeel. Beteken dit dat hierdie gonsgenerasie ’n
reddingsboot vir die media kan wees? Bea Lingenfelder
het gaan uitvind oor die rol van millennials in die
media-bedryf.
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W

atter beeld roep die
woord “millennial”
(sommige praat ook
van Generasie Y)
by jou op? Dalk ’n lui, bedorwe,
tegnologie-behepte beterweter
wat tussen 1980 en 2000 gebore
is? Wat ook al jou gevoel jeens
millennials is, moet jy aanvaar dat
hulle gedrag nie uit die lug geval
het nie. Is millennials nie dalk
die slagoffers van ’n vorige era
waaraan daar ook ’n kenmerkende
term gehang word nie? Kan die
infiltrering van millennials in die
media tot voordeel van digitale
media gebruik word?
Daar is talle begrippe wat
saam met dié generasie gegroei
het en ’n negatiewe konnotasie
aan die term Generasie Y gee.
Die televisieprogram The Great
Indoors, wat oor millennials in die
mediaveld handel, is onder meer
een van dié wat op die tipiese
beeld van Generasie Y inspeel
deur die karakters as bedorwe, lui
en behep met sosiale media uit te
beeld.
Wat sê die kenners?
Universum*, ’n navorsingsgroep
wat op werkgewersidentiteit fokus,
het in 2014 die navorsingstudie
“Understanding a misunderstood
generation” gepubliseer, waarin
onder meer die uitdagings en rolle
van millennials in die samelewing
ondersoek is. In dié studie is
16 000 millennials in 42 lande oor
die stereotipering van Generasie
Y ondervra. Universum voorspel
dat millennials in 2020 tot 50%
van die werksmag wêreldwyd kan
uitmaak.
Volgens die navorsingsresultate
word stereotipes soos luiheid
met millennials verbind
weens ’n gebrek aan begrip vir
hul werkswyse – hulle werk
slimmer in plaas van harder.
Die navorsing wys verder dat
millennials ’n menslike eienskap
na die werksplek bring deur
na hulle vriende, kollegas en
familie te draai vir raad. Dit is
belangriker vir die millennial om
’n verhouding met kollegas te hê
as om bloot net werk te lewer.
Met die voorspelling wat

MEDIA IN FLUX
Universum oor 2020 se werksmag
maak, stel die redaktrise van
Women’s Health, Danielle Weakley
voor dat publikasies wat nie
reeds vir millennial-lesers en
-joernaliste voorsiening maak nie,
vinnig ’n plan maak.
Weakley verwys na Alex de
Groote, ’n media-ontleder van die
beleggingsadviseur-maatskappy
Peel Hunt, wat gesê het: “Die
generasie wat gedrukte media
verkies, sal nog vir ’n verdere
40 jaar bestaan en dit aanhou
koop. Maar daardie mense gaan
uiteindelik oud raak en afneem, en
dan gaan die volgende generasie
oorneem.”

Die generasie wat
gedruk te media
verkies, sal nog vir
’n verdere 40 jaar
bestaan en aanhou
koop. Maar hulle gaan
uiteindelik oud raak
en afneem, en dan
gaan die volgende
generasie oorneem.

Millennials, die media en
digitale platforms
Francois Malan, publikasie
bestuurder van Women’s Health,
beskryf ’n millennial as ’n digitale
boorling wat die meeste van sy
of haar inligting deur middel
van sosiale media kry. Hy sê dat
die joernaliste in dié tydskrif se
aanlynafdeling jonger raak en lede
van Generasie Y is.
“Publikasies verskuif hulle fokus
al hoe meer na digitale platforms,
veral met die gebruik van sosiale
media,” verduidelik hy. “Dié
platforms word meer deur lesers
van ’n jonger ouderdom gebruik.
Dit is egter nie nodig om die tema
of stem van ’n publikasie aan te
pas of te verander nie, maar wel
die inhoud.”
Mieke Vlok, joernalis
by Huisgenoot en deel van
Generasie Y, beskou millennials

as die moeilikste lesers omdat
hulle nie lank aandag gee nie en
gewoond is aan ’n gejaagde en
vinnige lewe. Terselfdertyd glo
Vlok dat hierdie eienskap juis ten
voordeel van die publikasie benut
moet word.
“Vanweë hul digitale kennis sorg
millennials in die media eerder vir
’n interaksie tussen die lesers en
joernaliste. ’n Millennial hoef dus
nie eers die platform, byvoorbeeld
Instagram of Facebook, baas te
raak voordat jy jou handelsmerk
daarheen kan neem nie, want ons
weet reeds presies hoe dit werk,”
verduidelik Vlok.
Sy glo ook dat dit voordelig
is om ’n joernalis van dieselfde
ouderdom as die leser te hê, want
die leser en die joernalis het
telkens gedeelde belangstellings.
“Ons is bevoorreg in die sin dat
ons die lesers se klik-, lees- en
kykgewoontes maklik kan monitor
deur na ons eie gewoontes en dié
van mense rondom ons te kyk. Jy
is self deel van die mark, en die
mark is baie toeganklik,” sê Vlok.
Vlok beklemtoon egter dat
’n diverse redaksie steeds die
wenresep van ’n suksesvolle
publikasie is omdat dit
gevaarlik maklik kan wees
om eendimensionele werk te
produseer.
Lance Witten, adjunknuusredakteur van die Cape
Argus, sê wanneer ’n jong
joernalis en ’n meer ervare
joernalis dieselfde storie dek, kom
hulle telkens met verskillende
invalshoeke terug.
Hy meen dis juis dié voordeel
wat publikasies in die toekoms
aan die lewe gaan hou.
Vlok stem saam: “Hoe meer
mense jy uit verskillende
agtergronde en ouderdomme
het, hoe meer insig het jy en hoe
wyer is jou netwerk waaruit jy
idees kan put. Veelsydigheid is ’n
groot bate en dis waar millennials
meestal ’n voorsprong het.
“As jy kan foto’s neem, stories
skryf, dit self op die webtuiste
laai en dan die Facebook-post
kan skeduleer, maak jy jouself
aanloklik vir werkgewers omdat
jy onafhanklik is en meer as een

*Mededeelnemers aan hierdie studie was: INSEAD (The Business School of the World en The HEAD Foundation.)
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persoon se werk kan doen.”
Ten spyte van die feit dat
millennial-lesers nuus en inhoud
oor die algemeen hoofsaaklik in
digitale formaat inneem, is daar
steeds ’n plek vir tradisionele
gedrukte produkte omdat alle
ouderdomme in die media sal
voortbestaan.
Witten voeg by: “Digitale en
gedrukte media het lesers van
verskillende ouderdomme en
dit sal dom wees om digitaal
as direkte kompetisie te sien.
Digitaal is wêreldwyd, waar
gedrukte media plaaslik en
nasionaal is.
“Dus moet publikasies hul
strategieë en tegnieke só beplan
dat die leser op elke platform
bedien word – daarom is ’n
verskeidenheid in ouderdom onder
die joernaliste belangrik.”
Die Cape Argus het byvoorbeeld
begin om stories uit lesers se
perspektiewe te skryf, en nie uit ’n
joernalistieke oogpunt nie, vertel
Witten. Hierdeur is voorsiening
gemaak vir geloofwaardige
stemme sodat lesers die stories
eerstehands kan lees, eerder as om
dit deur ’n joernalistieke oogpunt
te ervaar.
Met dié benadering glo Witten
dat die media ’n interaktiewe
narratief vir die leser bied –
soortgelyk aan digitale platforms.
Hoewel drukmedia nie digitale
platforms naboots nie, het
die aktiewe interaksie wat
jonger joernaliste op platforms
soos sosiale media bewys het,
publikasies soos die Cape Argus
hulle benadering laat heroorweeg
en aanpas.
Volgens Witten het die jonger
joernaliste bewys dat die mediastem nie net aan die joernaliste
gegee moet word nie, maar dat
lesers ook deel daarvan moet
vorm. Hy glo dat millennials die
grootste rol in hierdie interaksie
speel as gevolg van hulle
tegnologiese en digitale vernuf,
asook hulle teenwoordigheid op
sosiale media.
“Dit is die jonger generasie wat
die media gaan bedryf en deur die
fondamentele riglyne van goeie
joernalistiek te behou en selfs
daarop voort te bou, lyk media se
toekoms belowend.”
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Dink jy soos ’n
millennial? Toets
jouself!
Alhoewel die standaard-definisie
van millennial aan ’n ouderdom
gekoppel is, beteken dit nie dat
jou denkw yse ook is nie.

Dit kan wees dat jy in die spesifieke
ouderdomsgroep is, maar glad nie
die millennial-lewensbenadering
het nie. Óf jy is heelwat ouer, maar
danksy tegnologie, jou beroep of
jou kinders, dink jy tog soos ’n
millennial. Dit maak dus nie saak
of jy 16 of 76 is nie, jy het dalk ’n
‘millennial mindset’.
Beantwoord die diagram op die
volgende bladsy en kyk of jy tog
“Y-ntlik nie so sleg” is nie.

Wat doen jy eerste as jy by ’n
geleentheid aankom?
Soek
vir mense
wat ek ken.

Wat ter
eienskap is
belangriker in die
werksomgewing?

Kry
’n drankie en
begin netwerk.

Samewerking.

Leierskap.

Saam
met vriende.

Moet jou
werk eerder
interessant
wees of ’n hoë
salaris bied?

Hoë
salaris.

By
my ouers.

Ek
weet meeste
van die tyd nie
waar my foon is
nie.

Interessant.

Eerder Generasie X

Jy val buite Generasie Y.
Beroepstatus en salaris vorm
’n groot deel van jou lewe
en jy speel dikwels veilig in
die besigheidswêreld. Jy is
hardwerkend, het gespaar vir ’n
huis, jou kinders en jou af trede.
Die generasie word dikwels as
sinies beskou, omdat hulle moeilik
by die nuwe tegnologiese en
moderne ontwikkelinge aanpas.

Wat is die ideale
ouderdom om te
trou?

Tussen
20 en vroeë
30’s.

As ek
opstaan...

Maak
ek kof fie.

Ek woon...

Alleen
in ’n huis.

Snap
’n foto.

Blaai ek deur
Facebook.

Kan jy jouself
sonder jou
slimfoon
voorstel?

Ja,
maar dit sal
’n aanpassing
wees.

Beste uit beide

Trou
het geen ouder
domsbeperking nie.

Pap is...

vir
ontby t.

Ek en my
foon is onaf
skeidbaar.

Hoewel jy meer na die
konserwatiewe kant neig, pas jy
maklik by nuwe ontwikkelinge aan.
Jy is by voorbeeld op sosiale media
teenwoordig, maar jou wêreld
draai nie daarom nie. Hoewel jy
nie altyd saamstem met hulle
lewensbenadering nie, glo jy dat
millennials ’n rol in die media het
as gevolg van hulle alternatiewe
leefstyl in die besigheidswêreld.

Whatsapp en
Facebook.

wanneer
jou bat tery nie
meer werk nie.
Op hoeveel
sosiale mediaplatforms is jy
aktief?

Almal!
’n Mens moet
netwerk.

Millennial-denker

Generasie Y het saam met die
vinnige groei van tegnologie
grootgeword en het ’n meer
liberale uitkyk op die lewe en het.
Jy steur jou nie aan die negatiewe
stereotipes oor dié generasie nie.
Dit is belangriker om gelukkig in
jou beroep te wees as om ’n groot
salaris te hê. Jy is aktief op die
meeste sosiale plat forms en lees
grotendeels die nuus aanlyn.
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Juliet McGuire:
Leading the way
in a man’s world
After a boyfriend sparked her interest in cars, Juliet McGuire discovered she
could write about cars for a living. Now heading up South Africa’s leading
female motoring title, the Women on Wheels (WOW) editor chats to
Laykin Rudolph about her unique job and why she won’t give it up.
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PROFILE
You completed your BPhil
Honours in journalism at
Stellenbosch University (SU) in
2007. Did you always know you
wanted to do motoring journalism?
I studied film and television,
thinking I wanted to go into the
film industry. I left South Africa
for a while and when I came back,
I met a guy who loved cars.
When I applied to SU, my cousin
was a publisher at Car Magazine,
and that’s where I ended up doing
my internship. Motoring was the
only type of journalism I ever
wanted to do.

writing for women is more relaxed
and not so tech heavy.
What makes a good motoring
article?
If an article is easy and enjoyable
to read, but informs you at the
same time, it’s a good article. It
should be well written and inform
people in an entertaining way.
What is the biggest misconception
about the industry?
The biggest misconception is
that we drive sports cars every
day. We drive sports cars once in a
blue moon; the rest of the time it’s
everyday cars from your Polo to
a Passat, to a Honda Brio to your
Ford Fiesta and Opel Astra.
It’s not all about fast sports cars
on a sports track.

by everybody. You learn to develop
a very thick skin.
Someone asked me a while ago
why I don’t write about travel
and food. As much as I think
it would be amazing to write
about those things, I wouldn’t be
unique anymore; I would be one of
thousands of girls.
Today, I’m maybe one of ten
female motoring journalists,
focusing on lifestyle motoring.

How important do you think
motoring journalists are? Is there
a decline in their importance?
The manufacturers would say
we are very important because
How has the course helped you in
we get their brands out there in
your career today?
a way other than advertising,
The course provided me with the
and over the years people have
tools and a platform where people
tended to trust the opinions of
take me seriously. SU has such
motoring journalists. However, at
a good name. People know that
the moment it is tricky.
you really want to be a
with a phone
journalist if you do the
Do’s: Be objective. Make sure you are Anybody
can become a filmmaker
course at Stellenbosch.
doing ever y thing as fair as possible.
and anyone can take a
Is there a winning recipe
Dont’s: Don’t drive like an idiot! Don’t test a car, review it and put
to writing motoring
car like you’re on a track when you’re on a their review online. You
content for women?
now have bloggers to
public road.
I worked at Car
contend with but the
Magazine, where I wrote
pure, true motoring
mostly for men, before
journalists still have a
What are the biggest mistakes
becoming the editor of Women on
place in the industry.
people make when writing about
Wheels (WOW). Coming to WOW,
motoring?
I was firm about the fact that I
How do motoring journalists avoid
didn’t want it to be women-centric. People rely on press releases too
being biased?
much, don’t do their homework or
I didn’t want to write differently
Being a motoring journalist is
enough research and use PR and
because it’s for women. I speak to
really hard because you have
marketing jargon in their articles.
our women readers like I speak to
grown up around cars and people
my friends. When speaking about
who love cars and brands. It’s
When doing vehicle evaluations,
cars I use simple language. I’d
tricky to try to remain completely
what are the do’s and don’ts?
normally get friends of mine to
objective and unbiased, but I think
Do’s: Be objective. Make sure you
read my articles and if there were
if you are professional enough it’s
are doing everything as fair as
things they didn’t understand, I
really easy to look at something
possible.
would write it in a different way. I
and take yourself out of it.
would say something like, “If a car
In my reviews I’ve given my
Don’ts: Don’t drive like an idiot!
has 140 kilowatts of power, that
personal opinion, but that’s only
Don’t test a car like you’re on a
means you won’t have a problem
because I have a different reader.
track when you’re on a public
overtaking on an incline”.
road.
What does the future of motoring
Are there any differences in
journalism look like?
What is it like being a female
writing for women and men about
The future of journalism is
motoring journalist in a malemotoring?
debatable, unsettling and unsure.
dominated field?
Women and men buy cars
I don’t believe that in the near
It’s both incredible and tough. It’s
differently. They look for different
future it’s going to change
an incredible thing to be unique
things; research has proven
dramatically. I think the shift has
within the industry, but to be
this. Women look for things like
begun already, where we’re going
taken seriously is the hardest
comfort and safety, whereas men
more digital. I believe there will
part. I have thankfully worked
are more drawn to the look and
still be magazines for a while. I
hard enough that I’m taken
performance.
believe the motoring journalism
somewhat seriously but still not
From my personal experience,
industry has already shifted and
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Motoring
was the only
t ype of
journalism I
ever wanted
to do.

The WOW editor enjoys test driving the ‘proper’ super cars. 				

Juliet’s top three favourite test drives

Audi R8
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Ferrari 458 Italia
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Porsche 911

motoring journalists themselves
need to adapt.
If you’re not online and on social
media, you have to get on both
and stop fighting the new ways of
being a journalist. Embrace them
all. Otherwise you will be left
behind.
What would you like to see
improve in the motoring
journalism industry?
I would like to see the treatment
of women in general improve.
It is not a hugely terrible thing,
but we are very much underrated
and not taken as seriously as we
should be.
I would like to see the hierarchy
of publications changing a bit.
Car Magazine has been at the top
of the helm for years – it’s riding
on a name. Yes, they are good
but there are other publications
that are as good, if not better, in
certain avenues like digital.
I would also like to see the politics
leave the industry.
Best and worst parts of your job?
Obviously the best part is getting
to drive all the time. I get to drive
those bucket list cars, as well as
travel and see amazing places, all
at a five-star level. Travel is both
the best and worst part, it’s very
taxing.
It can get mundane when you’re
writing about the same thing all
the time. You have your everyday
cars that you’re testing and
writing about but you can get a
bit bored. Then the Audi R8 comes
out and you’re reminded of why
you love doing this!
Sometimes it slips your mind that
you have to go back and write an
article on this car.
As the editor of WOW, describe
your weekly routine.
It’s different each week. Mondays
are generally more admin-filled
days. I’ll be in the office ensuring
that everything will run smoothly
for the week – that we have
content on the site, meetings we
need to have and reporting from
the week before.
I usually do car-swapping on
Mondays so I get a new car every
week. On Tuesday and for the

Juliet receives a new car to test drive every week.
rest of the week, I’m probably at a
launch. At some point in the week
I’m filming for one of the cars.
Your publication is online and
you release an annual hard copy.
Would you want more print
versions of your magazine?
I love the online part of things.
I’m very digitally focused and
have been since I started at Car
Magazine. I would like to see
WOW come out in print more
often, only because it would mean
we get more attraction; people
would get to know WOW a little
better.
Top three cars that you have test
driven?
That changes all the time, but of
late, the new Audi R8, Porsche 911
and the Ferrari 458 Italia - going
with all the proper super cars.
Current and dream car?
I don’t own a car! I get a new car
every week so I haven’t owned a
car for four or five years. That’s
another perk of the job; you don’t
have to pay for petrol or car
payments.
Probably because I’m practical I’d
go for something rather mundane
like the Audi RS Q3.
What advice would you give to
students who want to become
motoring journalists?
My best advice is to focus on your
writing. You should have a passion
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for writing.
People who are petrol heads and
want to be motoring journalists
often don’t work out, because they
don’t know how to write. People
forget that motoring journalists
are journalists - you still have to
have that skillset behind you.
Do research about cars and learn
as much as you can. Know what is
in the current market.
Know what models are being
launched and know the “who’s
who” within the industry.
Juliet’s five most influential
female and male motoring
journalists (and their
publications) in South Africa:
Juliet McGuire (Women on
Wheels) not to blow my own
horn, but because we are
so few.
Lindsay Vine-Smy th (Ignition
TV)
Liana Reiners (Wheels
Motoring Annual)
Mabuyane Kekana
(Motormania)
Vuyi Jabavu (Driving in
Heels)
Steve Smith (Car)
Ian McLaren (Car)
Hannes Oosthuizen (Cars.
co.za)
Calvin Fisher (TopCar)
Ray Leathern (TopCar)
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CLASS OF 2016

Amy
Gibbings

Dane
Hansen

Eugenie
Gregan

Denique
Smith

Isabelle
Coetzee

Karin
Hammond

Nation
Nyoka

Bea
Lingenfelder

Anina
Visser

Lauren
Klaasen

Tanya
Steenkamp
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Hayley
Grammer

Janie
Du Plessis

Saarah
Survé

Sarah
Chapman

Tarryn
Josephs

Boipelo
Mokgothu

Christiaan
Du Plessis

Ellen
Agnew

Jay-Dee
Cyster

Laykin
Rudolph

Joan
Van Dyk

Lisa
Lottering

Stéfan
Piek

Walter
Hayward-Botha

Storm
Mudde

