This Issue's Treme:
VSING THE PoweR oF THE MEDIA
FoR 4BV PREVENTION

Often, development workers are reluctant
to interact with the media because they do
not feel they have the know-how or skills for
effective engagement. As a result, there is
lost opportunity for raising public awareness,
stimulating debate and pressuring leaders to
take action to prevent and respond to GBV. The
media is a powerful tool that can be harnessed
to effectively prevent GBV. Read this issue and
learn how to make the media your ally and
even a champion for GBV prevention.

To date the Network has
registered members

since the July 2007 Activate Your Intentions!
renewal drive. We welcome all new members
and thank all renewed members that have
reaffirmed their belief in the Network’s
objectives. Please see the newly updated list

of active members and learn about their work
at www.preventgbvafrica.org

Nex4 Tssues Theme:
(RoSSING BoRDERS, PUSHING
BoUNDARIES

Our next issue will focus on learning from
innovative GBV prevention efforts of Friends
of the Network — those outside the Horn, East
and Southern Africa. If you are a Friend of the
Network and would like to connect and share
experiences with members contact us at info@
preventgbvafrica.org

STRENGTHENING THE
4BV PREVENTION NETWORK

Network asked members what most drew

t the end of 2007 the GBV Prevention
A you to the Network and what did we do

Member's News

Want -to know what our colleagues in the
region are doing? Which new programs and
publications are just off the press? Which new
energized sisters and brothers have joined the
GBV prevention fight? And what's going on
with eur'membership? Read this section and
catch up with the current news!

Kenya Female Advisory
Organization (KEFEADO)

KEFEADO will soon receive grants from Henric
Boll Foundation to hold gender forum sessions
in Nyanza province for the year 2008. KEFEADO
is also the host of the “We Can Campaign” in
the Western Kenya region and the Executive
Director has attended an orientation exercise
in New Delhi.

omplementing this newsletter theme
c of Engaging the Media, is our first
campaign for 2008: Media Watch!

The Media Watch campaign is designed to
help you be an active media ‘watch dog’ — so
you can become actively engaged in shaping
media coverage in your community or country.
So instead of staying silent and frustrated
after reading poor coverage — or relieved and
pleased with good coverage — express yourself!
Let your feelings be known!
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The Media Watch Campaign of the GBV
Prevention Network provides two types of
postcards you can use to speak your mind to
your local, national, or regional media houses.

(or could we do!) that would be most useful to
your GBV prevention efforts. Across the board,
the Action and Advocacy Kits for 16 Days of
Activism and the website came out on top. In
response, this year we are going to revamp
and re-launch the GBV Prevention Network
website, making it as members requested: a
one stop shop for GBV Prevention in the region.
We are also going to expand our materials
production to create multiple campaigns

Nhimbe Trust - Zimbabwe

The Choose Life Toolkit produced by Nhimbe
Trust as part of the Positive Women: Access
to Care and Treatment Theatre Campaign
has been nominated for the 2008 National
Arts Merit Awards for outstanding theatrical
production! This is a first for Theatre for
Development in Zimbabwe. Congratulations
Nhimbe Trust!

The Sexual Violence Research
Initiative (SVRI) — South Africa

SVRI has redesigned and re-launched their
website www.svri.org There is now an improved
look and feel, navigation is easier and more
user friendly. There are new content areas and

Red Postcards when you want to raise your
voice against insensitive and unethical
coverage of women and GBV - and to hold
them to account.

Green Postcards when you want to appreciate
compliment and encourage timely, sensitive
and ethical coverage on GBV. These green
postcards give activists an opportunity to
appreciate the positive (which sometimes
we forget to do!) and build stronger
relationships with the media — motivating
and encouraging quality reporting.

The media campaign will be carried

out simultaneously in all 15 member
countries of the Network. We call on
all member organizations to actively
monitor the media in your area and
either reward or call to account the
media houses for their coverage on
gender-based violence. If there are
multiple GBV Prevention Network
members in your area and the media
houses receive many postcards in
response to a piece — this will further
~ strengthen our collective voice.

The post cards have space for you to add
full contact details of your organizations
and a contact person whom the media
house may contact for more information. Each
member organization will receive ten post
cards of each type. If you'd like to receive
more of these cards — just write to Jean at

throughout the year — providing ideas and
materials that members can use in your own
communities to strengthen GBV prevention.

This will be complemented by the
operationalization of four thematic working
groups where members can build their
skills, share information, create projects and
meet around specific issues relevant to GBV
prevention work in the region. In addition, in

an online discussion forum. Congratulations
SVRI!

Slum Aid Project (SAP) - Uganda
SAP won an award for best grantee for the
Civil Society Capacity Building Program of the
9t EDF (European Union). SAP implements
domestic  violence  prevention programs
in the slum areas of Kampala, Uganda.
Congratulations SAP!

Rakai Health Sciences Program
(SHARE Project) — Uganda

SHARE Project has received one new staff,
Ms. Maria Nakyeyune who will -be working
as the Local Activism Program Officer. Their
Community Mobilization to Prevent Domestic
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info@preventgbvafrica.org with how many you

need and we'll get them right out to you!

We are excited about

the potential of this Media

Watch Campaign and are hopeful that it
can contribute to increased quality reporting on
GBVinthe Horn, Eastand Southern Africa. This
campaign will also strengthen our relationships
with the media and help us create strong allies
for our GBV prevention campaigns. We look
forward to hearing about your Media Watch
campaign — send us feedback and stories on
the response or impact you're having — and
we'll share them with other members. Write to
us at info@preventgbvafrica.org

Special thanks to Network member Equality
Now and the SOAWR Campaign on the
Women’s Protocol from whom we've borrowed
the idea of red and green cards!

order to facilitate more learning and exchange,
the Network is beginning a Speaker’s Bureau:
experts and resource persons from within the
region and around the world who will share
their experiences, learning and perspectives
with members. And finally, in the last quarter
of the year, the Network will bring together the
most active members for a meeting to learn
from each other, exchange ideas and skills
building. Get involved!

Violence project is moving into another phase.
‘Integrating Action.” Program activities will start
in April this year. We wish you all the best!

Women'’s Information Services and
Networks Organization (WINQ) -
Ethiopia

WINO in collaboration with four local Non-
Governmental Organizations - (EID, ~APMC,
Knowledge Ethiopia, and TCECA) has started
implementing a new project: Enhancing
the Technical and Institutional Capacity of
Indigenous CSOs/NGOs and CBOs in Ethiopia
using the award grant obtained from European
Civil -Society Fund for Ethiopia. Capacity
building will include training of CSOs in GBV.
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GETTING (REATIVE WITH MEDIA!

he media is a source of entertainment,
information and communication: it plays
I an important role in society that activists
can tap into for the prevention of GBV. The
root cause of GBV stems from women’s
subordinate status in society and justifications
of violence usually evolve from gender norms.
We now know that effective GBV prevention
strategies and interventions require creating
and sustaining a public dialogue to change
these deeply rooted societal norms attitudes
and practices. One of the powerful channels
we can use to change attitudes and practices
is the media.

There are various categories of media. The
so-called ‘old media’ uses technology that
has been with us for some time such as
radio, television, and print e.g. newspapers,
newsletters, and magazines. ‘Popular media’
are channels of communication that emerge
from a community’s cultural context and
traditions, for example storytelling, painting
and drama. ‘New media’ on the other hand
utilizes more recently developed digital
technology to transmit information, such as
websites, e-mail, web logs (or blogs), mobile
telephones, etc.

The media has a significant influence over
society and can be used to shape the opinions
and decisions of people in all spheres of
society. Yet we must ask ourselves: are we
using the media as creatively as we could?
Are we really tapping into its transformative
potential? Have we taken the time to learn
about ‘New’ media or new ways to use ‘old’
or ‘popular’ media? Are we moving beyond
providing basic information about types,
consequences and cases to asking more
critical questions and spark transformative
debate?

Positve Prevention

We know that the media can and is often
used to highlight horrific stories of violence, to
tell the important stories of women who have
experienced and survived incredible injustice.
This type of reporting has been used for many
years by activists — and certainly there is a
role for this type of coverage. Yet at this point,
could we also be using the media for positive
prevention — to engage, convince and inspire
communities to think about the benefits of
non-violence, of homes where all people
are safe, where there is justice, respect and
equality? Could this type of reporting and
coverage be a new, different and potentially
powerful way to advance not only our creative
use of media but ultimately the transformative
work of preventing violence against women?

Using New Media

Many activists argue that new media has
tremendous potential to promote positive

Women of Uganda
Networik (NOUGNET)

Using new media to Campaign
against Violence against Women
within the Horn, East and
Southern Africa

WOUGNET is an NGO initiated in May 2000
by several women’s organizations in Uganda
to develop the use of information and
communication technologies (ICTs) among
women astoolstoshareinformationand address
issues collectively. Increasingly, mobile phones
are being used in advocacy campaigns. In 2007
WOUGNET spearheaded an SMS campaign for
the 16 Days of Activism against violence against
women using the GBV Prevention Network’s
2007 regional theme: “I commit to preventing

prevention — primarily because new media
is interactive and democratic. Activists are
increasingly choosing to use new media
channels for awareness creation and other
advocacy initiatives. This is because these
channels transcend geographical boundaries
and allow for active and simultaneous
participation. New media are also able to
engage people over a long period of time at a
lower cost than if they were to use old media
channels. For example WOUGNET’s 16 Days
of Activism campaign last year sent SMS
messages at the same time to several phone
numbers in 13 countries across five continents
each day for 16 days.

New media allows activists to connect with
others despite distance or geographical borders
bringing together many voices and strength for
focused email campaigns or listserv-based
petitions. Equality Now frequently engages
their members across countries and continents
in online campaigns to push for the rights of
particular women facing injustice in the world.
Members sign petitions or write to concerned
authorities as a result of information received
through the internet.

Similarly, in remote and resource constrained
areas, new media channels may be accessed
through DVD and CD-ROMs. Videos, music,
audio files and entire websites are stored on
CDs or DVDs which can be viewed where there
is no television or radio signals or internet
connection.

Selinah Mudhanavu of Southern Africa Media
and Gender |Institute suggests that, “It is
strategic to use new media for a number of
reasons, it is faster, less expensive, has the
potential to connect geographically distant
people, and is more efficient.” While Gorretti
Amuriat of Women of Uganda Network
(WOUGNET) adds that “new media channels
are easily adaptable because the technology
[computer] is near you, it is easy to learn,
and can reach very many people, even those
across borders at the same time.”

Gorretti further observes that “a number of
women’s rights activists tend to shun away
from the use of new media technigues,
feeling that they are designed for the youth,
however it is important to keep up with the
fast changing environment and adapt to high
costs of communication by using new media
technology.”

GeH}vxg S-FM-Feg}C:
Tre vight message for
e vight medium

Different media channels can be and are
used by activists in different situations. Is your
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violence against women! What about You?
Speak out, reach out, stand out!”

The SMS campaign involved sending out
an SMS on each of the 16 Days of Activism
that provided a platform for individuals
and organizations to speak out, stand out,
and commit to preventing violence against
women.

(oNFU/SED ABoUT NEW MEDIA?

Heve ave 1o Basics!
e Websites

Collection of web pages and images
usually around one issue or theme.

e Web Logs (Blogs)
A web-based journal that provides
commentary or news on a particular
subject. Several entries are made and
displayed according to date of entry.

¢ Chat Rooms
A group of people discussing issues
online in real time through text
information.

organization flexible in adapting the medium for
the message or do you usually stick to the same
type of media? Newspaper articles with statistics

A webpage was established to announce
the campaign and emails were sent out to
members and other stakeholders outside
of Uganda for people interested in
receiving the SMS to register their phone
numbers with WOUGNET. All the text
messages received were posted online
so that even those not receiving the SMS
could still get involved. By the end of the
campaign, over 170 participants drawn
from 13 countries (Brazil, Ethiopia, India,
Kenya, Malawi, Nigeria, South Africa,
Sweden, The Netherlands, Uganda, UK,
USA, Zimbabwe) had participated in the
sharing and receiving SMS messages.

All the messages are accessible via http://www.
wougnet.org/Alerts/speakoutgenderviolence.
html. The SMS campaign was conducted in
collaboration with Womensnet, South Africa,
Oxfam and APC-Africa-Women with technical
support from Hivos through use of the BulkSMS
tool hosted by KPN in the Netherlands. For
more information contact Dorothy Okello at:
dokello@wougnet.org

Audio and video streaming
This technology enables users to
place video or audio clips on a website
where people can access it.

Online Communities

People with similar interests coming
together online to share photos, text,
video and audio clips with information.

DVD and CD-ROM media

Storage of text, audio or visual
information. Can often be interactive
and supplement web-based learning.

and charts on GBV prevalence and effects may
be used to reach out to technocrats and policy
makers whereas radio programs and drama

Souttern Afvica Media
and Gender Tnstiute
(SAMET)

Training grassroots communities’
in new media skills for advocacy
purposes

The SAMGI provides training for grassroots
organizations (mainly fwoemen) -in\ how.to
use new media for advecacy purposes. The
premise of the project was the recognition of
the existing inequalities and‘biases in access
to and use of Information and Communication
Technologies (ICTs) by women. and men
resulting in the “gender digital divide:”

SAMGI's New Media for Advocacy training
workshops have been facilitated in Namibia,




WORKING WITH JoURNALISTS?

may be used to send the same
messages to rural communities.
WOLREC in Malawi used radio
campaigns to reach their audiences
because as Maggie Banda reports
“We chose radio because it has a
wider coverage and most people
in rural areas have access to radio
rather than TV.” While MEGEN'’s
New Masculinity Campaign
selected TV because “people tend
to take people who appear on
TV seriously,” as Kennedy Otina
suggests. For urban communities
and those that are geographically
distant from each other however,
the use of new media is becoming
increasingly relevant.

No matter what media you select
for your campaigns, take time to
analyze which is most appropriate
for your setting — and be willing to
move outside your comfort zone. Try
something new in how you frame
the topic — or change the medium
itself. Old ideas presented in a new
way can spark a different level of
engagement. And don’t forget:
make it ‘newsworthy’ — something
interesting, useful, timely, and
unique.

This quarter, as you plan your
work, think about how you could
use media (old, popular or new),
discuss the idea of using a positive
prevention approach — get creative,
take some risks, learn a new media
tool — and be a media watch dog:
Join the Media Watch Campaign!

A Clecldist for Edtical
Reporting on GBv

e Be Objective

Separate the news from opinions.

e Do No Harm
consider the impact and
consequences of the story, do
nothing that will bring danger or
harm to people in your story.

e Be Accurate
Get your facts right.

¢ Maintain confidentiality
Never expose the names or any other
identifying information of ‘victims’
of violence.

Lesotho, “Botswana and Swaziland. The
trainees in these, workshops are provided
with__skills in: the internet, using email
for outreach..and’ advocacy, collaborative
discussion tools £.g. electronic discussion
lists, mailing=facilitator, open lists, closed
lists, moderated lists, search engines and
web terminology.

The overall backdrop of the training is an
introduction to gender and the gender
inequalities in relation to ICTs.

Participants have reported an increase in
their self-esteem as they feel empowered
and prepared to interact at various levels
with their new knowledge of ICTs. For more
information on these trainings contact Selina
Linda Mudavanhu at: selinah@samgi.org.za

Maintain ‘Victim’s’ Dignity
Refuse to publish photos that expose
‘victims’ in humiliating, degrading or
insulting ways.

Protect your Sources

Do not reveal the names of those you
interviewed or who gave you
information if they are not willing.

Never Sensationalize Violence
Turning violence into ‘entertainment’

is unethical and against all journalistic
principles.

Never Blame the Victim
Remember that no one is responsible
for another person’s violence. Violence
is a choice, responsibility lies with the
perpetrator.

Etivopian Women Lﬁ\wyers
Association (BIWLA)

Media Advocacy against GBV

Violence against women is one of EWLA's core
areas of concern for which it frequently uses
the electronic and print media in its advocacy
campaigns.

Among their electronic media campaign is
the use of drama on television. Tigist Zeleke
the head of the Networking and Advocacy
Department says “Drama on television is
one of the best ways to get the attention of
most Ethiopians.” EWLA uses forum cinema
programs (in which a drama is shown and
discussions are held afterward) to show the
extent of the problem of GBV in Ethiopia and
its negative consequences on the society at
large. At the end of the televised drama, a
panel of experts explains the existing law and
comments on what needs to be improved
within the law.

On the impact of these televised dramas
Tigist reports that “the issues in a particular
drama often become points of discussion for
so long within the Ethiopian public, and we
get overwhelming feedback from viewers.”
In addition to televised drama, EWLA also
sponsors talk shows on television which are
always heated and generate lots of responses as
people try to discuss the causes, justifications
and effects of VAW.

EWLA also has two regular weekly programs on
the radio, one of which is exclusively dedicated
to domestic violence, they write a column in
a weekly national paper and also publish a
quarterly magazine and annual journal. To
strengthen their relationship with the media
they invite the press to cover their events and to
attend their workshops. EWLA learned that in
order to have impact, extensive and sustained
media coverage in different outlets is essential.
For more information contact Tigist Zeleke at:
ewla@ethionet.et

Men for Gender Egrw\(}er
Now (MEGEN))

New Masculinity Campaign in
Kenya

MEGEN and Development through Media
share their innovative use of television for a
campaign to forward new masculinity. The
Project Coordinator Kennedy Odhiambo Otina
represented the face of ‘new’ masculinity on
a panel discussion that was recorded with
a studio audience and broadcast on Kenya

Women's Legal Resources Cendre
(WOLREC)

Using Popular Media to Raise
Awareness on GBV in Malawi

WOLREC uses both popular as well as old
media to raise awareness among communities
in Salima and Mzimba. Topics focus on the
consequences of GBV and how it impacts
women’s  rights. WOLREC's community
based educators perform drama, in different
villages on human rights and GBV. After the
drama communities discuss how GBV can be
addressed in their own areas.

WOLREC then linked these popular media
events to extensive radio coverage. Radio was
selected because being in the rural areas
where the districts are located; most people
have access to radio rather than TV or print
media. In addition, they did not have to pay
for the airtime because they have built a solid
relationship with the radio stations. The radio
stations see WOLREC as a resource and as
such provided opportunities for interviews,
call-in programs and also included their ideas
in the main news bulletins.

In the programs, the staff discussed the
forms of violence and their effect, the kind
of help survivors can get e.g. going to Victim
Support Units at Police stations throughout
the country and the fact that there is a law on
Prevention of Domestic Violence that they can
use.

As a result of the use of popular and old media,
more people have approached WOLREC's
office for advice. It is also creating an uptake
in services at the Mbuna the Police Victim
Support Unit. For more information contact
Maggie Banda at:wolrec@yahoo.com

Broadcasting Television (KBC) which has
nationwide coverage. The program brought
together faces of ‘new’ and ‘old” masculinity.
To represent traditional practices on the panel
was the leader of the Luo community popularly
known as Ker and leader of the traditional
leadership of the Meru community known as
“Njuri Njeke.”

The program was intended to encourage people
to take proactive steps in eliminating GBV by
illustrating an existing family’s shift from ‘old’
masculinity to ‘new’ masculinity. Kennedy
affirmed the value of his daughter and how he
together with his family was preparing her to
be a future leader, showing the value of the girl
child. In the same program the representative
of ‘new’ masculinity challenged
the socialization process that
he grew up with and sensitized
viewers on the role men can
play to prevent GBV.

To air the show on KBC,
Development through Media
acquired free airtime through
their strong relationship
with the media house. In
addition they were able to
present a new and unique
angle to gender-based
violence prevention and
women'’s rights through the
comparison of old and new
masculinity. Among the
immediate effects of the
program is the increased
public interest and
appreciation of MEGEN's
work which they get
through regular feedback.

For more information
contact Kennedy
Odhiambo Otina at:
mentomen@femnet.or.ke



2007F 16 Dd\ys
of Activisim

CAW\PA}gn

The GBV Prevention Network’s 2007
regional theme for the annual 16 Days
of Activism was “I Commit to Preventing
Violence against Women. What about you?!
Speak out! Reach out! Stand out!” this
theme was calling out to all members and
other stakeholders to take action against
violence against women starting at an
individual level.

Since 2004 the GBV Prevention Network
members have increasingly been involved in
various activities inspired by the Action and
Advocacy Kits provided by the Network.

In 2007, twenty three organizations from
Ethiopia, Kenya, Malawi, Namibia, Rwanda,
South Africa, Tanzania, Uganda, and
Zimbabwe successfully participated in this
year’s regional campaign. Each organization
received an Action and Advocacy Kit full of
ready-to-use materials.

The kits contained full color posters featuring
member’s photos and other stakeholders
committing to the prevention of violence
against women and purple ribbons reading
‘prevent violence against women’ and
wrapped with a flyer that explained the
significance of wearing a purple ribbon. It
also had 60 postcards with suggested actions
for women, men, youth and communities in
preventing violence against women, a press
release for the print and electronic media,
and a CD with a power point presentation
calling for action to prevent violence against
women.

Activities carried out by members were:
men’s conferences, roundtable discussions,
community dramas, poem reading, poster
signing in form of commitments, candle
light commitment sessions for staff, radio
shows, newspaper articles and marches. We
congratulate all members that participated
and look forward to an even bigger
campaign this year! Read the full report at
www. preventgbvafrica.org

Using e Power

ender based violence continues to

occur in many countries of the world

despite various measures taken to
stop it. It remains a complex problem that
requires interrogation from a number of entry
points. These include examining policies
and legislation to address GBV, the provision
of adequate services to survivors and public
awareness on the issue.

The media has the potential to play a lead role
in changing perceptions of GBV thatin turn can
help galvanize a movement for change. The
power of the media lays in its role; it is widely
recognized as an agenda setter, educative,
and informative. Media shapes attitudes and
perceptions of people and can be an advocate
for social change.

It is against this backdrop that the mass

media has been recognized as an important
strategy for delivering messages on GBV
campaigns. Several organizations have in the
past involved mainstream and localized media
in their anti-GBV campaigns and notable
being the 16 Days of Activism against GBV that
has received international media recognition
with different media houses carrying special
programs around this event. The Association
of Media Women in Kenya usually compiles
daily one page coverage during the 16 Days
of Activism with one of the leading dailies in
Kenya ‘The Daily Nation’ articles submitted
in this section cover human interest stories,
informative pieces and women’s stories. The
media house co-sponsors this daily page due
to their interest in the issue.

Although the media plays an important role,
it also stands as a villain. The secrecy and
silence surrounding GBV issues contributes
to lack of information among the media and a
general hesitancy to exposing important issues
of gender-based violence. The media has been
noted to be one among many influences that
contribute to gender role acquisition that lead
to gender based violence. Given that GBV is an

Thematic Working Groups

Have you selected your two thematic working
groups? This year we will have more specific
issue-based interaction, sharing and capacity
building through the Thematic Working Groups.
These groups will provide an opportunity
for members to work in small groups with
others interested in specific issue areas. Four
Thematic Working Groups will start this year;
Research and M&E, Policy Advocacy, HIV/
AIDS, and Communication Materials. These
groups’ activities and leadership will all be
member driven. Do not miss this opportunity to
team up with activists from all over the region
for action! For more details and suggestions for
the Thematic Working Groups contact: jean@
raisingvoices.org
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issue of unequal
power relations
between men
and women;
this interplay is
reflected within
our media.
The fact is that
media in Kenya
and around
the world, is
dominated by
men who bring
in the socially acquired patriarchal tendencies
and biases into newsrooms. This is of course
reflected in the stereotypical style - be it on print
or electronic - as to what makes news, which
makes the news and how gender issues such
as gender based violence are covered. Media
have also exploited violence against women as
a way to increase sales and ratings through
sensational, biased stories and projection of
women as sex objects.

As the issue of sexual violence gains more
attention in our society, there is need to
transform the mass media by putting an end to
the exploitative and negative images of women
that dominate television, newspapers, and
magazines and perpetuate social acceptance
of violence against women. Editors and
journalists require to be sensitized as a means
of eliminating stereotypical representations
of women from the media. The media
practitioners need first of all comprehensive
sensitization on gender-based violence,
which should be followed by increased
coverage of prevention of GBV in the media.
More interactive media engagement with the
public should be employed. This calls for all
organizations working in the different areas
covering GBV be it research institutions, service
providers, women’s organizations and any
stakeholder in this campaign to continuously
engage the media in their activities. This
engagement should be aimed at ensuring that
the media players adequately if not thoroughly

2008 Medico-Legal Convening
in Response to Sexual Violence

Liverpool VCT Care & Treatment, Sexual
Violence Research Initiative and The GBV
Prevention Network are convening a workshop
to strengthen the medico-legal response to
sexual violence through multi-disciplinary
collaborationamong organizations and partners
in Eastern, Central and Southern Africa. The
workshop will take place at The Safari Park
Hotel, in Nairobi, Kenya from 2nd to 5th June
2008. For more information write to jessicah@
liverpoolvct.org or visit www.svri.org

understand gender based violence, its health,
social-economic, political impacts on society,
and emphasis on the need for the media to
play its role in the campaigns against GBV. For
more information contact Jane Wambui Thuo
at: jthuo@amwik.org

New Publication

Strengthening Regional Work on
Gender-based Violence

We are happy to inform you that our publication
from the November 8" to 9", 2006 regional
meeting on GBV in Kampala is now out.
This report captures all the energy, program
innovations, activities and suggestions that
were shared by over 100 researchers, activists
and practitioners — many who are members of
the GBV Prevention Network. The publication
was compiled by the meeting organizers: PATH,
GBV Prevention Network, Interagency Gender
Working Group, USAID and Raising Voices
and is available on the www.preventgbvafrica.
org website. Hard copies have been mailed to
members as well. If by 15" April you have not
received your copy, please let us know and we
shall send you one.

@PATH ™
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Reproductive Health in
Emergencies Conference 2008

RAISE Initiative and the RHRC Consortium
are hosting a conference from June 18th
to 20th 2008 in Kampala, Uganda. The
GBV Prevention Network will host a satellite
meeting for all members who are attending the
conference here in Uganda, to strategize for
GBV prevention within the region. If you are
attending the conference please contact us at:
info@preventgbvafrica.org

The GBV Prevention Network aims to: provide member organizations with relevant information about and access to resources on violence prevention; build solidarity between
organizations working on violence; strengthen capacity of members on critical issues and methodologies; and, advocate for increased interest and investment for preventing
gender-based violence prevention in the regions. The network is currently coordinated by Raising Voices and supported by HIVOS and PATH.
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