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INTRODUCTION
This report, the State of the Newsroom in Tanzania, offers an upstream view of the newsroom in the
country. It looks at the newsroom environment and operations. Specifically, it looks at the newsroom
staffing, revenue sources, specialisations, in-house training, and quality assurance, as well as the
impact of the Covid-19 pandemic on newsroom operations. Whenever media stakeholders meet
to discuss the state of the newsroom in the country, the typical conversation revolves around these
issues―as they have the potential of bettering or worsening the newsroom operations―and how they
have shredded the newsroom operations in the country.
The report applies a survey research method to assess the state of the newsroom in Tanzania using a
standardised questionnaire also applicable in other countries where similar studies are undertaken.
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BACKGROUND
Studying the state of the newsroom is invaluable
in understanding the media and the environment
in which journalists work. Indeed, understanding
the newsroom environment is essential because
it not only helps people to grasp the realities
within the country’s newsrooms but also, more
significantly, how these realities have either
a positive or negative bearing on media
performance or the journalists’ work. This section
provides an overview of the media landscape in
the country.

Media overview in Tanzania

The United Republic of Tanzania (URT) was
established on 26th April 1964 when Tanganyika
(now Tanzania Mainland) and Zanzibar1 united.
However, the media does not feature in the
Articles of the Union, which established the URT,
as one of the Union matters. As a result, Tanzania
Mainland and Zanzibar have separate mass
media regulatory frameworks. Whereas the
broadcasting and online services on the Mainland
are regulated by the Tanzania Communications
Regulatory Authority (TCRA), in Zanzibar they
are governed by the Zanzibar Broadcasting
Commission (ZBC). On Tanzania Mainland, the
Tanzania Information Services (TIS) regulates the
print media and the Zanzibar Information Services
(ZIS) plays a similar regulatory role in Zanzibar.
The media industry growth in the country has
been unprecedented in the last two decades.
According to the minister of information 2022/2023
budget speech2, by April 2022, there were 210
radio stations, 56 broadcasting services, and
1

2843 newspapers and magazines on Tanzania
Mainland. The number of online content licences
stood at 575 by August 2020, according to
Tanzania Communications Regulatory Authority
(TCRA) statistics4. Online content providers
include online blogs, online forums, online
radio, simulcasting radio, online TV, simulcasting
television, and other online services. Ownership
of such online content is diverse.
Apart from media organisations, other owners
include
government
institutions,
NGOs,
companies, training and research institutions,
and religious institutions. Non-journalism entities
primarily dominate the online media landscape.
In Zanzibar, there are more than 50 registered
broadcasting and online media services,
according to the broadcasting commission5.
Apart from the four government-owned
newspapers―Zanzibar Leo, Zaspoti, Zanzibar
Mail, and Zanzibar Leo Wanawake, there is only
one private newspaper, an e-paper, Fumba
Times.
There are several laws governing journalism on
Tanzania Mainland, with the Media Services Act
(MSA) of 2016 as the most dominant. In Zanzibar,
the Registration of News Agents, Newspapers
and Books Act No.5 of 1988 and the Zanzibar
Broadcasting Commission Act No. 7 of 1997 are
the primary laws governing the media industry in
the archipelago.

Tanganyika gained independence on 9th December 1961 and Zanzibar on 12th January 1964.

2022/2023 ministerial budget speech, available at: https://www.mawasiliano.go.tz/uploads/documents/sw-1653033707-Hotuba-WaziriWHMTH%20bajeti%202022-23.pdf
2

The number includes all registered newspapers and magazines owned by media houses, government institutions, religious institutions, training
institutions, NGOs etc
3

Online content licenses, accessed from:
https://www.tcra.go.tz/uploads/documents/en-1619022420-LICENSED%20ONLINE%20CONTENT%20SERVICES%20PROVIDERS%20AS%20AT%2025th%20AUGUST,%202020.pdf
4

5

The information is available on the commission’s website: https://tuz.go.tz/aboutus_link.php
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BIG MEDIA OWNERS IN TANZANIA
1. Government of Tanzania
2. Revolutionary Government of Zanzibar
3. Aga Khan
4. Dr. Anthony Diallo
5. IPP & Guardian Limited
6. Bakhresa Family
7. Chama Cha Mapinduzi
8. Joseph Kusaga

An eye on a newsroom in Tanzania

Like its counterparts in the region, the Tanzania
media business model is largely based on
advertising. Other models include on-ground
activities such as Clouds FM’s Fiesta, Muziki
Mnene and Funga Mtaa; subscriptions-based,
for example, Azam TV; online content like Ayo
TV, where revenue is generated from views of
content on YouTube; donor support―smaller
and local radios, particularly community based,
heavily rely on this funding stream; and circulation
for newspapers. Recently, some media houses
have ventured into other income generation
activities.
However, the media business environment in
the country has, generally, been sluggish. The
past five years have witnessed a downward
spiral in advertising revenue attributable to the

Government’s decision to slash its advertising
budget as a cost-cutting measure, coupled with
the private sector’s shrinking advertising and
publicity budget and, lately, the effects of the
Covid-19 pandemic. Competition for advertising
revenue between legacy and online media has
also emerged as a contributory factor6.
Although there is no empirical data on how much
the Government and private sector had slashed
from their advertising budgets, the revenue loss
the media houses have incurred is estimated to
range from 50 to 70%. The challenging business
environment has forced some media houses to
restructure their operations by reducing salaries,
downsizing the workforce, shutting their regional
offices down and, in some financially unbearable
conditions, media houses suspended their
operations7.

Katunzi, A., Spurk, C. (2020). Yearbook On Media Quality in Tanzania 2019, Dar es Salaam: University of Dar es Salaam School of
Journalism and Mass Communication (UDSM-SJMC)
6

Katunzi, A., Spurk, C. (2020). Yearbook On Media Quality in Tanzania 2019, Dar es Salaam: University of Dar es Salaam School of
Journalism and Mass Communication (UDSM-SJMC)
7
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In 2019, the broadcast regulator, TCRA,
suspended Lake FM―a local radio station―for
failing to pay accumulated regulatory and
frequency user fees amounting to Tsh 13,983,450
(USD 6,270)8. A year later, the New Habari 2006
Ltd—the publisher of Mtanzania, Rai, Bingwa,
and Dimba—suspended its print editions, citing
a poor business environment9. The company’s
flagship newspaper, Mtanzania, has since been
operating under a digital platform—Mtanzania
Digital.
Challenges to media operations and survival
notwithstanding, some media houses have
reverted to various strategies aimed to improve
their businesses and revenues. These strategies
include producing ‘popular’ content that appeals
to larger audiences, rebranding programmes
to attract more audiences, establishing digital
platforms, and diversifying income sources.
For instance, Mwananchi Communications
Limited (MCL), the publisher of Mwananchi, The
Citizen, Mwanaspoti, and Mwananchi Digital,
is now offering courier services. Whether these
strategies have generated the much-needed
additional revenue remains unclear and requires
an independent study.

Facing regulators and media ban

Both legacy and online media have been
summoned by regulators or asked to explain
why they should not be punished for allegedly
contravening regulations or professional ethics.
Between 2018 and 2020, the TCRA Broadcasting
Content Committee summoned more than 30
content licensees―radio, TV and online, with three
radio stations appearing before the committee
8

more than once. The Committee’s verdicts on
the cases ranged from a warning, placing an
outlet under supervision, fine10, issuance of an
apology, and outright suspension.
Unlike the broadcasting regulator’s decisions,
the print media regulator’s decisions were more
severe. For instance, between 2016 and 2020, six
newspapers―The Citizen, Mseto, Raia Mwema,
Tanzania Daima11, Mawio and Mwanahalisi—
were banned for varied reasons. Whereas seven
days was the shortest penalty period for The
Citizen, the three-year ban imposed on Mseto
was the longest. In 2020, Tanzania Daima’s
licence was suspended12. However, in February
2022, the government reinstated it and the paper
has been running since. This fearful environment
created an atmosphere of self-censorship within
newsrooms, and inevitably affected the quality
of journalism in the country’s newsrooms.
On 5th September 2021, Raia Mwema newspaper
was banned for a month for what the government
termed as recurring violations of the law and
professional journalism standards through
misleading reporting and incitement.13.

The president’s story that went wrong

In August 2021, the government suspended
Uhuru newspaper, an outlet owned by the ruling
political party, Chama Cha Mapinduzi (CCM)
or Revolutionary Party, for 14 days for publishing
what it labelled as a false story claiming that
President Samia Suluhu Hassan would not
contest for office in the next 2025 elections. The
newspaper, in circulation since 1961, was also
suspended by its owner, CCM, for seven days.

TCRA (29th October 2019). [Letter from TCRA to Managing Director Lake FM Radio, 2019]

Mwandishi wetu (2020). Kampuni ya New Habari yasitisha uzalishaji, retrieved 28th August, 2022, from https://www.mwananchi.
co.tz/mw/habari/kitaifa/kampu ni-ya-new-habari-yasitisha-uzalishaji--3218412
9

10

The fine range from Tsh 1,000,000 to 5,000,000 (USD 435 to 2,390)

11

The newspaper was banned twice, in 2017 and 2020.

Katunzi, A., Spurk, C. (2020). Yearbook On Media Quality in Tanzania 2019, Dar es Salaam: University of Dar es Salaam School of
Journalism and Mass Communication (UDSM-SJMC)
12

Leseni ya Gazeti la Raia Mwema yasitishwa kwa siku 30, https://twitter.com/MsigwaGerson/status/1434513147025571848, retrieved on 18th August 2022
13
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The newspaper’s top editorial team was suspended, and the party established a committee to
investigate the matter. No report has been issued to-date.

Research questions
tions
The following ques
:
guided this study

1
What is the state of
newsroom staffing in
Tanzania?
2
How are newsrooms
financed in Tanzania?
3
What is the state
of specialisation
in Tanzania’s
newsrooms?
4
What
s
news kill sets do
room
s con
to be
sid
im
Tanza portant in er
nia?

6

5
What is the state
of digital platforms
in Tanzania’s
newsrooms?

How has the Covid-19
pandemic affected
newsroom operation
in Tanzania?
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METHODS
The study used a triangulation of methodological
approaches with geographical and media
genre considerations. Specifically, the study used
desk reviews and surveys. The study used a crosssectional survey to collect data.
It adopted and adapted in the context of
Tanzania a survey tool that ACME had prepared
and originally used in a similar study in Uganda.
To ensure a reasonably high response rate, the
study used a combination of survey methods:
Self-administered and phone surveys. The survey
was administered from 21st June to 22nd August
2022.

(Dar es Salaam, Lindi, Morogoro, Mtwara and
Pwani); Lake (Geita, Kagera, Mara, Mwanza,
Shinyanga and Simiyu); Northern (Arusha,
Kilimanjaro,
Manyara,
Tanga);
Southern
Highlands (Iringa, Mbeya, Njombe, Rukwa,
Ruvuma and Songwe); Western (Katavi and
Kigoma); and Zanzibar (Unguja and Pemba).
Secondly, from each zone, a list of media
houses based on media genres (print, radio, TV
and online) and ownership (government and
private) was developed. Third, from this list of
media houses in each zone, media houses were
randomly sampled for inclusion in the study.
Fourth, respondents who are managers of
these media houses were purposively selected
from the sampled media houses. As Tanzania
is a Union between Tanzania Mainland and
Zanzibar, the study ensured representation of
the two sides based on the number of outlets.
Out of 60 questionnaires distributed, 40 were
returned, hence a 67% return rate.

Sampling

The sampling process followed a four-pronged
process. First, the 31 regions in Tanzania
were grouped into six zones, namely Central
(Dodoma, Singida, and Tabora); Coastal

Each zone, a list of
media houses based
on media genres and
ownership developed
31 regions in
Tanzania were
grouped into six
zones

SAMP

LING

A list of media houses in
each zone, media houses
were randomly sampled

Respondents who are
managers of media houses
randomly selected

6
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FINDINGS
This section explores critical issues in a typical Tanzanian newsroom. Specifically, it looks at staffing
within the newsroom, revenue sources, specialisation, in-house newsroom training, critical skills in a
newsroom, digital platforms, ethical and court cases, and the impact of Covid-19.

Newsroom Overview

The study surveyed 40 media houses across the country. Out of the 40 media houses, radio constituted
55% whereas newspaper and online outlets made up 17.5% and 15%, respectively. Television
accounted for 12.5% of the total. Dar es Salaam-based media houses constituted a more significant
share (47.5%) as most of the media houses are in the city, followed by Zanzibar media houses (15%)
found in Mjini Magharibi (Urban West), Kusini Pemba (South Pemba) and Kaskazini Pemba (North
Pemba).

55%
RADIO

40

17.5%
NEWSPAPER

HOUSES

15%

ONLINE OUTLETS

12%
TELEVISION
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Table 1: Location of media houses surveyed
Location

Frequency

Percent

Dar es Salaam

19

47.5

Mjini Magharibi

4

10.0

Morogoro

2

5.0

Tanga

2

5.0

Arusha

2

5.0

Mtwara

1

2.5

Kagera

1

2.5

Tabora

1

2.5

Kusini Pemba

1

2.5

Kaskazini Pemba

1

2.5

Dodoma

1

2.5

Mwanza

1

2.5

Manyara

1

2.5

Kigoma

1

2.5

Mbeya

1

2.5

Lindi

1

2.5

Total

40

100.0

Ownership of media house

Most of the media surveyed (70%) were privately-owned, followed by community-owned and the
fewest were state-owned media houses. This sequence also reflects the registration status of media
houses in Tanzania. Quantitatively, most of the registered media houses are private-owned, followed
by community-owned, and state-owned. Although some editors working with state-owned media
houses prefer a label of ‘public media’ as some respondents in this survey indicated, the media are
wholly owned and operated by the state (government), hence falling short of functioning as public
entities.

Figure 1: Media houses surveyed
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Designation

As the study focuses on the state of the newsroom in Tanzania, the survey respondents were journalists
from managerial positions who provided well-informed, authentic and accurate insights into both
the state and operations of their respective newsrooms. Most of the respondents (90%) were station
managers and editors.

18
16
14
12
10
8
6
4
2
0

Respondents designa�on

16

10
5
3

Sta�on
Manager

Editor

Managing
Editor

Editor in
chief

2

2

Chief Sub
editor

Director

1

1

Content
Editor

Marke�ng &
Public
Rela�ons
Oﬃcer

Figure 2: Designation of respondents

Newsroom operations
Staffing

Newsroom staffing is one of the critical issues in newsroom operations. In this regard, the survey wanted
to establish the number of full-time and part-time employees present in the following departments:
Editorial, advertising, circulation, sales and marketing, finance and administration, human resources
and legal. On average, the editorial department had the highest share of full-time and part-time
staff, followed at a distance by advertising as well as circulation, sales and marketing, and the legal
department’s share was almost non-existent.
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Table 2: Newsroom staffing by department
Department

Full-time employees

Part-time employees

Newsroom/Editorial

13

5

Advertising

2

1

Circulation, Sales & Marketing

3

3

Finance & Administration

2

0

Human Resources

2

0

Legal

0

1

The numbers listed in the table are average
computations from all the newsrooms surveyed
The data in Table 2 is based on the computation
of averages for all the newsrooms. However,
in specific terms there are evidentially stark
differences from one newsroom to another.
These variations also depended on ownership.
Very few newsrooms, for example, notably stateowned and very few private media, have all
these departments fully-fledged and functioning
as they should. Most newsrooms have editorial
as a fully-fledged department, but the rest have
been combined into either two departments,
and largely operated as units, or managed
single-handedly.
In terms of personnel categorisation, media
houses on average employed 17 full-time workers,
six (6) full-time retainers, and 13 freelancers.
This number shows retainers and freelancers
outnumber full-time staff, 19 against 17. Ordinarily,
the actual difference between full-time staff, on
the one hand, and retainers and freelancers, on
the other, is enormous. The marginal difference
between the two in this survey is attributable to
two reasons. First, the survey was conducted
in Tanzania’s newsrooms, accessing mainly
journalists within newsrooms and not freelancers
stationed outside these newsrooms. Secondly,

10
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the inclusion of radio stations with district and
regional frequencies reduced the number of
freelancers as they usually do not have many
freelancers.

Vacancies within newsroom
The survey further examined the vacancies
available in Tanzania’s newsroom when
determining staffing levels. Eighteen (18) out of
the 40 media houses (45%) had vacancies. The
average number of vacancies at these media
houses was nine (9), with the median being eight
(8). Most of the job openings were evident in the
editorial department (48.5%), followed by the
departments of circulation, sales and marketing
(27.3%), and advertising (15.2%).

IN EDITORIAL

Vacancies
Editorial

3(%)
3(%)

3(%)

Circulation, Sales &
Marketing

15.2(%)
48.5(%)
27.3(%)

Advertising
Finance &
Administration
Legal

Figure 3: Newsroom vacancies
Newsroom managers noted that besides the
editorial department, there were also vacancies
in the two other departments: Circulation,
sales and marketing; and advertising. The two
departments are crucial business arms of any
media house that support the editorial functions.
In fact, neglecting filling vacancies in these
departments can compromise the bottom line.
However, most of these vacancies largely went
begging in local and privately-owned media.
State-owned media are somehow better off since
many of them tend to fill the crucial vacancies.
Of all the departments, the results show that most
of the local media houses surveyed did not have
a fully-fledged advertising department due to

financial constraints. As a result, station managers
and journalists doubled as advertising personnel
as well.

Newsroom revenue sources

Findings reveal that advertising was the most
significant source of revenue for media houses
regardless of ownership, followed by the sale of
airtime and events. Thirty-six (36) out of the 40
media houses surveyed, representing 90%, rated
advertising as the top revenue source, followed
at a distance by the sale of airtime/programme
(58%), and events (30%).

A SURVEY REPORT 2022
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Table 3: Revenue sources
Key revenue sources

Frequency

% (out of 93)

% (out of 40
newsrooms)

Advertising

36

38.7

90

Sale of airtime/Programme sales

23

24.7

58

Events

12

12.9

30

Circulation

10

10.8

25

Donations

5

5.4

13

YouTube

2

2.2

5

Printing

2

2.2

5

Government

1

1.1

3

Subscription

1

1.1

3

Rent from part of the centre building

1

1.1

3

Total

93

100.0

Revenue sources and revenue generation are
at the core of “media viability”. Schiffrin et al.
(2022:1)14 define media viability as “the ability
of [media] institutions to balance income and
expenses so that their output of journalism
can be sustained.” Indeed, the viability of a
media house depends mainly on how a media
can generate sufficient income to sustain its
operations by employing various business models
and diversifying revenue streams.
Overall, advertising—the traditional revenue
model—is the primary source of revenue for the
newsroom in Tanzania. Paradoxically, advertising
remained as a key source of revenue for media
houses despite having been deeply eroded
globally and locally by a drastic shift in advertising
revenues to online platforms. If this over-reliance
on advertising continues, the viability of media
houses in the country may seriously suffer, which
can in turn significantly affect the quality of
journalism.
On a positive note, media houses have started
diversifying their revenue streams, with all the

media houses surveyed using ‘events’ or ‘onground activities’ as an independent revenue
stream. Although creativity in organising these
financial spinning ‘events’ vary from one media
house to another depending on the financial
resources at their disposal, it has proved to be
a media house’s favourite revenue stream. The
only challenge with these ‘events’ is that they
take time and resources to gain popularity.
Therefore, media houses must be patient when
experimenting with such a financial option.
Media viability is a pivotal media industry affair
that those in the media can ignore at their peril.
Looking at a broader perspective, the impacts
of media houses’ inability to operate sustainably
transcend beyond media houses, media
managers, editors, and journalists to society at
large. The failure of the media houses or their
struggle to run tends to create an aftershock for
the public. After all, they rely on the media as the
fourth estate. In the absence of a strong media
presence, the public may not get reliable news,
thereby weakening efforts aimed at navigating
challenges such as fake news, pandemics,

Schiffrin, A. Bell, E. & Posetti, J. (2022). Finding the funds for journalism to thrive: Policy options to support media viability, in the series: World Trends in Freedom of Expression and Media Development, https://www.icfj.org/, https://unesdoc.unesco.org/ark:/48223/
pf0000381146/PDF/381146eng.pdf.multi
14
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insecurity, and climate change. Similarly, the weakening of the media arises out of financial hardships
that make them vulnerable to politicians and other powerful people capturing them and turning
them into tools to serve their own interests. Inevitably, such a scenario would allow these distractors
to dictate the narrative at the expense of public interest. The casualty of such ‘capture’ would be
coverage of critical areas such as organised crime, human rights violations, and corruption, which
will no doubt be compromised, and the media’s credibility tarnished. Media houses, therefore, must
intensify efforts aimed at developing alternative business models and diversify their revenue streams.

Specialisation within newsroom

The survey also wanted to establish how many special desks are available in Tanzania’s newsrooms.
News, sports, and digital desks topped the list of specialist desks at media houses. Media houses
with the news desk comprised 82.5% (33 out of 40) of the total media surveyed, with the sports desk
accounting for three-quarters (30 out of 40) of these specialisms.
Table 4: Specialist desks
Specialist desks

Frequency

% (out of 166) % (out of 40 newsrooms)

News

33

19.9

82.5

Sports

30

18.1

75.0

Digital

17

10.2

42.5

Features

14

8.4

35.0

Photo/Visuals

12

7.2

30.0

Business & Economy

8

4.8

20.0

Arts & Culture

7

4.2

17.5

Environment

7

4.2

17.5

Health& Science

7

4.2

17.5

Politics

7

4.2

17.5

Investigations

6

3.6

15.0

Gender

6

3.6

15.0

Education

5

3.0

12.5

Opinion

4

2.4

10.0

Religion

2

1.2

5.0

Oil & Gas

1

0.6

2.5

Total

166

100.0

Data shows that the digital desk came in third with 42.5%. This is both an encouraging sign and
a challenging one. On the one hand, it is an encouraging sign as having digital desks affirm that
newsrooms in Tanzania have increasingly embraced digital technology. On the other hand, it is
challenging as less than half of the newsrooms surveyed have yet to set up a digital desk when
that is now the trend in contemporary media houses globally. Critical desks such as business and
economy (20%), health and science (17.5%), and politics (17.5%) are also uncommon, even though
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the opposite ought to be true. The absence of these desks tends to compromise the reporting quality
of topical issues that these specialised desks are supposed to cover. Even though politics is one of the
favourite information diets on the front pages and screens, only a few newsrooms have bothered to
devote a special desk for it. For many others, it remains a generalist domain for journalists. The lack
specialised desks in newsrooms corroborates with what we found in the portrait of journalists study
where we noted that majority journalists are generalists.

Effect of the Covid-19 pandemic on media organisation

The onset of Covid-19 in 2020 disrupted the global economy, including the media. To understand
how newsrooms in Tanzania suffered because of the pandemic and its effects, the respondents were
presented with answer options for the question “How has the Covid-19 pandemic affected your
media organisation?” A drop in advertising revenue, staff layoffs, and salary cuts emerged to be the
top three effects of the Covid-19 pandemic on newsrooms in Tanzania.

Effect of Covid-19

1.7(%)
10(%)
25(%)

Drop in advertising revenue
Laid off some staff

16.7(%)

Cut salaries of staff
Reduced circulation
Sent staff home on unpaid leave

23.3(%)

23.3(%)

Stopped print editions

Figure 4: Covid-19 impact on newsrooms in Tanzania
The drop in advertising revenue had its own ripple effect of forcing media houses to prune staff, cut
salaries, and send some staff on unpaid leave. This decline and its associated effects accounted for
81.6% of the impact of Covid-19 on newsrooms in the country. The finding does not significantly differ
from the Global Forum on Media Development, which reported a 70% decline in global advertising
revenue for its members.15

UNESCO (2020). Journalism, press freedom and COVID-19, issue brief in the UNESCO series: World Trends in Freedom of Expression and Media Development, https://en.unesco.org/sites/default/files/unesco_covid_brief_en.pdf
15
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Newsroom training for editorial staff

More than half of the newsrooms (58%) under review did not conduct newsroom training, let alone
offer on-the-job training to their editorial employees.

For the 43% newsrooms that did, the training sessions focused on the following areas:
o

Data journalism

o

Code of ethics

o

Video reporting

o

Gender reporting

o

Storytelling and pitching

o

o

News writing

Interview skills and
documentary production

o

Social media management

o

Editorial values

o

Outside broadcasting

o

Election reporting

o

Investigative journalism

o

o

Podcast production

Resource mobilisation
training.

o

Content creation and
production

Many of the respondents (41.7%) reported that the newsroom trainings were
conducted on quarterly basis. Slightly more than half (53%) of the media houses
did not have a training editor.
Table 5: Frequency of newsrooms training
Newsroom training

Frequency

Percent

Bi-monthly

2

16.7

Monthly

3

25.0

Quarterly

5

41.7

Bi-annually

1

8.3

Annually

1

8.3

Total

12

100.0
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Journalists’ skills

Journalists require professional skills to excel in their work. To determine which skills are essential for
Tanzanian journalists, media managers and editors answered the following question: “How important
do you think each of the following skills is for journalists in your organisation today?” The ability to
conduct audience/consumer research, leadership and team management, audio recording and
storytelling skills, marketing content in new ways, and aptitude in processing data and numbers
emerged as the respondents’ top five skills (rated as very important or somewhat important).

MEDIA
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Table 6: Important journalists’ skills
% saying
very important or
somewhat
important

% saying nei- % saying
ther important not very
nor unimpor- important
tant

% saying
not at all
Important

Ability to conduct audience/consumer research

100.0

0.0

0.0

0.0

Leadership and team management

97.4

2.6

0.0

0.0

Audio recording and storytelling skills

97.4

2.6

0.0

0.0

Marketing content in new ways

97.4

0.0

2.6

0.0

Aptitude in processing data and numbers

94.7

2.6

2.6

0.0

Camera and production skills for video

92.3

5.1

0.0

2.6

Social media skills

89.7

10.3

0.0

0.0

Camera and production skills for still photography

87.2

10.3

0.0

2.6

Knowledge and fluency with the business of
the media

87.2

7.7

2.6

2.6

Data visualisation and chart-making skills

86.8

10.5

0.0

2.6

Investigative reporting skills

86.8

10.5

0.0

2.6

Writing skills

86.8

10.5

2.6

0.0

Media law

84.2

13.2

0.0

2.6

Subject matter expertise

83.8

10.8

2.7

2.7

Ethics

82.1

15.4

0.0

2.6

Understanding the best practices of other
organisations

74.4

23.1

2.6

0.0

News gathering/reporting/interviewing skills

73.7

23.7

0.0

2.6

Entrepreneurial skills

66.7

28.2

2.6

2.6

Graphics and web design skills

65.8

23.7

2.6

7.9

Of the top five rated critical skills in Table 5, two are skills related to daily journalism practice, that
is, ‘audio recording and storytelling skills’ and ‘aptitude in processing data and numbers’ (data
journalism). The remaining three are non-reporting skills: ‘ability to conduct audience/consumer
research’, ‘leadership and team management’, and ‘marketing content in new ways.’ Implicitly,
media managers and editors appear keen on having their staffers acquire additional skills beyond
the ones they traditionally apply in their day-to-today’s work. The ‘ability to conduct audience/
consumer research’ was rated as a vital skill by all (100%) the respondents partly because audience
data is critical in the media business. Yet, accessing audience data has proven to be costly as they
are sold to corporate and advertising agencies that use the data to identify with which media to
advertise.
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Skills gaps in newsrooms

Apart from the essential skills for journalists, the survey further explored skills in which the journalists need
improvement. According to media managers and editors, the top five skills in which the journalists
needed to improve were ‘ability to conduct audience/consumer research’, ‘data visualisation and
chart-making skills’, ‘leadership and team management’, ‘aptitude in processing data and numbers’,
and ‘investigative reporting.’
Table 7: Skills that need improvement
Skills

Frequency

Percent

Ability to conduct audience/consumer research

32

12.7

Data visualisation and chart-making skills

21

8.4

Leadership and team management

21

8.4

Aptitude in processing data and numbers

20

8.0

Investigative reporting skills

19

7.6

Marketing content in new ways

18

7.2

Social media skills

15

6.0

Audio recording and storytelling skills

14

5.6

Subject matter expertise

13

5.2

Camera and production skills for video

11

4.4

Knowledge and fluency with the business of the media

11

4.4

Camera and production skills for still photography

10

4.0

Ethics

8

3.2

Writing skills

8

3.2

Entrepreneurial skills

7

2.8

Graphics and web design skills

7

2.8

Media law

7

2.8

Understanding the best practices of other organisations

5

2.0

News gathering/reporting/interviewing skills

4

1.6

Total

251

100.0

Out of the top five rated essential skills for which journalists require improvement, three also happen
to be skills that media managers and editors had described as important for journalists (see Table
5): ‘ability to conduct audience/consumer research’, ‘leadership and team management’,
and ‘aptitude in processing data and numbers’. Investigative reporting is also a skill that needs
improvement among journalists, particularly now when investigative journalism is in short supply. Any
training intervention must, therefore, focus on these critical areas.
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Quality control in newsroom: Are there editors in charge of quality and
standards?

Media houses, like other institutions producing products, need quality control. It helps
to ensure that the resultant products meet required standards. Failure to do so might
eventually cost a given media house both money and time. As such, this study sought to
establish how many newsrooms have editors in charge of quality and standards. Only 28%
of the newsrooms surveyed employ an editor in charge of quality and standards. These
are few national and state-owned media. Local radio stations and online media do not
have such quality control editors.

28%

No
72%

Yes

Figure 5: Editor in charge of quality standards

Public editor or Ombudsman

A public editor or ombudsman is a person who receives and investigates audience
complaints about professional standards in news coverage and recommends appropriate
remedies or responses to rectify the situation. Regarding the presence of an ombudsman,
data shows that almost all (97%) newsrooms lack a public editor. Only one media house
had employed such an editor. The presence of a public editor saves time for media houses,
managers, or editors by channelling inquiries to one individual responsible for handling
such matters within the newsroom. It also helps to resolve some complaints that might
otherwise be sent to the courts and become costly lawsuits.
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3%

No
Yes

97%

Figure 6: Presence of public editor

Online or digital news platform

Most newsrooms (63%) maintained an online presence or digital news platform.
However, a significant proportion did not. A considerable majority of the media
houses (80%) maintained an online presence through a website, whereas the rest
(20%) did so via YouTube. Regarding whether the content produced was exclusively
for digital platforms, most newsrooms (63%) reported producing content specifically
for the digital platforms whereas a quarter copied content from the legacy media
for reproduction on the web platforms. About 12% said they blended the two, that
is, having exclusively online content and also carrying legacy media content on their
online platform.

25%
63%

12%

Copied from the legacy
platform
Mix
Produced primarily for
online platforms

Figure 7: Presence of online or digital news platform
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Monetisation of online content

Content monetisation is significant for online
content production and sustainability. It helps to
leverage content for the media to earn money
when users consume it. Media can earn money
from the audience or a third party that markets
products through its content. In this regard,
the survey wanted to establish whether media
managers and editors believe their audience
(readers, listeners, and viewers) can pay for the
content or rely on the free distribution model.
Most of the respondents (62%) said that readers
had grown to accept the “open distribution
model, and media organisations” as the only
way they could access online content; as media
houses would be “better off exploring other
revenue generation models”. On the other hand,
a minority (38%) insisted on readers “paying a fee
for the content they consume.” The view of the
majority appears to be linked to the scepticism
attached to making those accessing online
content pay for something they are used to
access free-of-charge.

62%
Open distribution model,
and media organisations

38%
Paying a fee for the
content they consume

Newsroom convergence

Salaverría and Negredo (2009)16 see newsroom
convergence as a multidimensional process
involving four levels of operations―technological,
management, professional and editorial spheres
of the mass media. They further reported that the
implementation of digital telecommunication
technologies facilitated this process to enable
journalists to produce content distributed through
multiple platforms. The survey found that most
of the newsrooms (64%) had yet to embrace
any form of convergence. Those who had
kick-started convergence described the state
of convergence in two ways: Content is being
created for all platforms, radio, TV, and digital,
and journalists can report for the three mediums.

Social media usage
Furthermore, the survey explored ideas on
monetising online and digital content. The
respondents offered four main ideas: Media
houses should invest money in online platforms to
reach many people; produce targeted content
that will attract different viewers; convert online
audience into money; and produce quality and
popular content that will attract an audience.

Nine out of every ten media houses reported
having active Facebook pages. Another 62.5%
reported having active Twitter handles whereas
55% said they had active YouTube channels. Two
media houses (5%) reported having no active
social media presence. The high social media
usage within newsrooms closely relates to what
we found in the journalists survey, where nine out
of every 10 journalists reported to be using social
media.

Salaverría, R., Negredo, S. (2009). Integrated Journalism: Media convergence and newsroom organisation, Barcelona: Artes Graficas
Vila, S.L.
16

A SURVEY REPORT 2022

21

Table 8: Active social media presence

Social media presence

Frequency

% (out of
104)

% (out of 40
newsrooms)

Active Facebook page

38

95.0

Active Twitter handle

25

Active YouTube Channel

22

Active WhatsApp profile

17

No, it does not have an active social
media presence

2

36.5
24.0
21.2
16.3
1.9

Total

104

100

62.5
55.0
42.5
5.0

Most media houses had social media-dedicated persons and IT officers/personnel responsible for
managing their social media platforms. Others had online editors for this job whereas the rest had
staff journalists that double as digital/social media editors. The average number of people directly
responsible for managing and maintaining social media profiles was three (3), with the median being
two (2).

Arbitration and Adjudication

Media houses contend with ethical and legal issues. Some of these issues are either taken to regulatory
bodies or the courts of law for settlement. The survey established that most of the media houses
(91%) had not appeared before the Media Council of Tanzania (MCT) or the Tanzania Information
Services-TIS (Maelezo17) in the last one to three years. Only 9% had appeared before such bodies
during the same period; publishing unbalanced stories being the primary reason for such summons.
3%

6%

Last two years
Last three years
No, it has not
91%

Figure 8: Appearance before MCT and TIS
For radio, TV, and online media, only one out every 10 confirmed to have been summoned by
the broadcast regulators―the Tanzania Communications Regulatory Authority (TCRA)/Zanzibar
Broadcasting Commission (ZBC) in the last one to three years for the Mainland and Zanzibar,
respectively. These outlets were summoned for posting wrong information on the social media
platform, broadcasting inappropriate content, and failing to publish editorial policy and user
guidelines on their platform.
17

Regulatory body for print media
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11%

Last three years
No, it has not
been summoned

89%

Figure 9: Appearance before TCRA and ZBC

Apart from ethical cases, the survey further explored how many media houses had been sued in the
last one to three years. Only 5% of the media houses reported having been sued during that period,
with labour disputes and defamation emerging as prominent cases. Most of the media houses had
not had any court case.

2%

3%

Last one year
Last three years

95%

No, it has not
been sued

Figure 10: Appearance before TCRA and MCT

Code of ethics and or editorial policy guidelines

The survey probed whether newsrooms in Tanzania have professional guidelines. Nine of every ten
media houses reported having a code of ethics and editorial policy guidelines.

Do media cover media?

The survey also sought to find out whether the media is interest in issues pertaining to its sector by
asking respondents this question: “Does your media organisation have a media correspondent/desk
that reports on developments on the media scene?” The finding was quite revealing. Three-quarters
(75%) of the newsrooms surveyed did not have a media correspondent/desk that specifically report
on developments in the media. Additionally, more than half of the newsrooms reported that they did
not run regular programming or content on the media industry in Tanzania. A common programme
on the media was a weekly newspaper review on the coverage of major national issues.
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CONCLUSION
The survey reveals that a typical newsroom
in Tanzania does not have fully-fledged
departments of editorial, advertising, circulation,
sales and marketing, finance and administration,
human resources, and legal. Only state-owned
and rarely private media have all these
departments. Meanwhile, the legal department
was almost non-existent despite the media being
liable to libel and slander for erring, producing
unsubstantiated stories, or for mudslinging, for
example.
Regarding unfilled positions in newsrooms, the
editorial department has the most vacant slots,
followed by departments of circulation, sales,
and marketing, and in third was advertising. The
last two are the pillars of newsroom business, and
thus failure to staff these departments is likely to
compromise core business operations of media
houses. Presently, newsrooms in Tanzania rely
on advertising as the most significant source
of revenue, followed by the sale of airtime/
programmes. The survey found that, although
the traditional revenue model remained
dominant in the country, different media houses
experimented with new revenue sources to
address existing revenue gaps and strengthen
newsroom viability.
Like their counterparts around the globe,
newsrooms in Tanzania also suffered from
the impacts of Covid-19. Advertising revenue
slumped during the pandemic, with the decline
having knock-on effects. As consequence,
media houses had to lay staff off, cut salaries,
and furloughed staff.
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On journalists’ skills, an overwhelming majority
of Tanzanian media managers and editors toprated audience/consumer research, leadership
and team management, audio recording and
storytelling, marketing content in new ways, and
aptitude in processing data and numbers as either
very important or somewhat essential skills for
Tanzanian journalists. Impliedly, these attributes
constitute new ways of media managers and
editors looking at journalists’ skills. Respondents
no longer consider day-to-day journalistic skills,
such as reporting skills, as dominant, since they
are keen on having journalists with multiple skills
that transcend normal or routine ones.
An interesting finding is that most Tanzanian
managers and editors treat their audience as too
accustomed to an “open distribution model” for
them to pay for the news content they accessed
online. Thus, they deemed it necessary for media
houses to explore other ways of generating
revenues instead of hoping against hope that
the audience would pay for the online content.
Social media usage in the newsroom has gained
traction as evidenced by an overwhelming
number of newsrooms using social media and
messaging apps, with Facebook being their
most favourite application.
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Appendix 1: List of media houses surveyed
Media House
1

Arusha One FM

21

ORS FM

2

AYO TV

22

Pambazuko FM

3

AZAM MEDIA

23

Pangani FM

4

CG FM

24

Plus FM

5

DAR 24 MEDIA

25

Radio Kwizera

6

Dira Makini

26

Raia Mwema

7

Dodoma FM

27

Sengerema FM

8

EFM and TVE

28

Tanga Kunani FM (TK FM)

9

Global Publishers

29

Tanzania Broadcasting Corporation (Radio)

10

Hali halisi Publishers

30

Tanzania Broadcasting Corporation
(Television)

11

HITS FM

31

Tanzania Standard Newspapers (TSN)

12

IMAAN MEDIA

32

The Guardian Limited

13

Jamhuri Newspaper

33

Times FM Radio

14

Jamii FM

34

Tumaini

15

Loliondo FM

35

Uhuru FM

16

Mashujaa FM

36

Uvinza FM

17

Mbeya Highlands FM

37

Zanzibar Broadcasting Corporation

18

Micheweni FM

38

Zanzibar Leo

19

Michuzi blog

39

Zenji FM

20

Mwananchi Communications Limited

40

Mkoani FM
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