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Executive summary 

This study was commissioned with the aim of providing the Regional Hunger and Vulnerability 

Programme (RHVP) with current, incisive information about media opportunities to support 

delivery of the RHVP Communication Strategy. 

Media arrangements, use and impact at regional level 

There is a general lack of detailed media audience research in the countries of the region, but 

broad-stroke information has been gathered from a range of surveys. Notable amongst these 

are the Gender Links Southern African Gender and Media Audience Study conducted in 2004 

and 2005 and the regular Afrobarometer survey on attitudes to democracy conducted in fifteen 

African countries.   

Radio is by far the most accessible and most used medium in the region and remains the most 

important source of news for 51% of southern Africans. Radio is also most likely to reach 

audiences in their own language. Television comes second, with 34% relying on it as their 

primary news source. Only 14% of southern Africans turn to newspapers first for news and 

information, while Internet use is negligible except among elites (1%). 

The media sector in the region is undergoing change. The power of television is growing, and 

in recent years there has been a rapid increase in the number of television sets in several 

countries. However television is still the medium most likely to be subject to strict government 

controls. Digital satellite television has gained widespread currency among elites. The past 

decade has seen community radio take on increasing importance. Community radio stations, 

while often under-resourced, have the advantage of being close to their audiences both 

physically and culturally, and broadcast in local languages and dialects. There are notable 

differences between urban and rural dwellers. While rural folk are overwhelmingly dependant 

on radio and often only have access to the state broadcaster, urban dwellers have access to, 

and use, a wider variety of media. 

Guidelines for developing or implementing media activity 

There are essentially two options facing any organisation seeking media exposure – gaining 

free coverage by strategically engaging the news media on the one hand, or paying for content 

in the form of advertising and advertorials - sponsorship of tailor-made 

educational/entertainment programming on radio and television - on the other. 

The generation of free publicity and exposure requires a modest budget, while paying for 

media space is far more expensive. Free publicity carries an additional advantage besides 

being relatively inexpensive – it often carries far greater credibility as it is perceived to come 

from neutral or objective sources.  
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In order to gain free media exposure, it is necessary for an organisation to understand how the 

news media operate and how issues move through the media.  Key techniques are: 

 making press calls, 

 distributing press releases,  

 holding press conferences, 

 staging newsworthy events,  

 participating in radio and TV talk shows,  

 placing opinion articles in newspapers, and  

 providing background information and briefings to journalists.  

Regular events and annual dates can be used effectively as ‘hooks’ for gaining media attention. 

It is important to think carefully about the best medium and outlet to target, depending on the 

desired audience, as well as the aim of the communication. It is also important to bear in mind 

that each type of medium has different characteristics. Radio is immediate and interactive, 

television has great visual and emotional impact, and print is the medium of record and can be 

kept as reference material. 

It is important to bear in mind that the media should not be utilised simply to convey 

information or persuasion from the RHVP to ‘target audiences’, in a one-way process. The 

media can be effectively used in order to stimulate debate and discussion, and to gather 

information and opinions from key stakeholders.  

Practical proposals for RHVP activity 

Based on the existing Communication and Advocacy (C&A) strategy, the following initial 

objectives are suggested: 

 Establish awareness of RHVP and its objectives, 

 Create awareness of the problem: that traditional humanitarian responses to hunger 

have not addressed the underlying causes of vulnerability,  

 Increase the quality and quantity of journalism with respect to issues of hunger and 

vulnerability, and begin to build public ‘literacy’ with respect to these issues, 

 Begin to stimulate and facilitate public debate and deliberation (in the media) around 

the issues of hunger and vulnerability, food aid and its alternatives (such as cash 

transfers), 
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 Begin to get the voices, perspectives and concerns of vulnerable groups into the 

media, and thus into debates/deliberations on the issues. 

Key messages should be linked directly with the communication objectives. Messaging 

suggestions are provided based on the objectives proposed above. These are: 

Create awareness: 

 Media launches to introduce the programme in each country.  

 A conference or one-day workshop with high profile guests/speakers.   

 Persuade sympathetic government officials/ministers to address the issue in their 

speeches and public appearances. 

 Hold small media briefings for selected groups of influential journalists.  

 Issue press releases linking your issues to key events and issues already in the news. 

 Use thematic days to begin to draw attention to RHVP’s concerns. 

Increase the quality and quantity of journalism: 

Through interpersonal interaction, emails and short seminars/panel discussions, RHVP staff 

should aim to persuade editors why:  

 Hunger and vulnerability deserve increased coverage, when so much else is competing 

for attention. 

 Hunger and vulnerability are likely to be of interest to their target audiences (along 

with some ideas on how to make these topics interesting). 

Journalists can be educated on the issues through briefings, seminars and workshops, and 

plain language ‘toolkits’. 

Stimulate and facilitate public debate and deliberation: 

Here the aim is to create the ‘space’ in the media for public discussion. There are a number of 

techniques that could be used to achieve this objective: 

 Submit articles to editorial pages of newspapers. 

 Write letters to the editor drawing attention to the issue, in response to news reports. 

 Call in to discussion programmes on radio and television and raise key issues where 

relevant.  
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 Persuade radio and television stations to hold discussion programmes on issues of 

hunger and vulnerability and the best way to address these.  

 Work with one or two community radio stations in each country to hold a series of 

deliberative discussion/call-in programmes. This can be done in conjunction with the 

use of listener groups guided by discussion booklets. 

It is important to monitor whether communication objectives are being met. This can be done 

in a variety of ways: 

 Subscribe to a range of media, and monitor available websites of newspapers and 

broadcasters. Keep cuttings or print-outs of articles relating to your key issues, or 

quoting RHVP spokespeople and documentation. 

 Request copies of radio and television interviews and programmes where RHVP is 

covered or represented, or make recordings of these when aware of them ahead of 

time. 

 Hold focus group discussions with listeners of local radio stations to assess their levels 

of information and attitudes. 

 Commission an organisation such as the Media Monitoring Project (MMP) to monitor 

media coverage of your issue or to help you set up your own media monitoring 

capability. 

Case studies and contact lists 

 The study provides several brief case study examples organised under the following themes:  

 setting the agenda and getting into the news, 

 edutainment, 

 educating audiences and building media capacity,   

 educating journalists. 

Links to sources of further information are provided. The study also provides several 

recommendations for potential partner organisations and a detailed list of key media contacts 

is appended. 
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1 Introduction 

This study was commissioned with the aim of providing the Regional Hunger and Vulnerability 

Programme (RHVP) with current, incisive information about media opportunities that will 

support the delivery of the RHVP Communication Strategy.  

Specifically, the aim was to provide the following:  

 An overview of media arrangements, use and impact at a Southern African 

Development Community (SADC) regional level including infrastructure and 

organisation and indications of key media players/organisations. 

 An overview of media use and impact in each of the six RHVP countries including 

infrastructure/organisation and indications of key media players and stakeholders at 

local/regional/national levels. 

 Practical proposals for RHVP media activity, bearing in mind the context in which the 

media operates regionally and in each country, including: 

 appropriateness of media mechanism for the target market and specific groups,  

 potential avenues for free access to media through regular news, feature and 

editorial coverage, and 

 estimated cost/benefit analyses, ie value for money to assist in decision making re 

media mechanisms. 

 Recommendations of possible media savvy partner organizations at a regional level 

and in any of the six RHVP countries. 

 Up to date details for media contacts (written and electronic) at a regional level and in 

each of the six RHVP countries including journalists, media organizations and 

production companies as well as any independently owned and operated media groups 

or agencies. 

 Case study examples to demonstrate how media components are utilised, to which 

target audiences and to what effect. 

 A way forward/strategic plan for RHVP to implement communication, consultation and 

advocacy through different media. This will include specifications on media kits, 

recommendations regarding specific initiatives and how to bring these to fruition. 
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The research was desk-based, and relied heavily on information gleaned from a range of online 

resources. Occasionally, existing contacts within the media in Southern Africa provided helpful 

advice. Practical tips and guidelines on getting media publicity come from one or two online 

and printed resources, as well as from personal experience in working within the media and 

NGO worlds. There are some limitations to the report. There is a general lack of detailed 

research around media audiences and uses in the region. The studies that have been done, 

offer useful general insights, but have been limited in themselves. Nevertheless, it is possible 

to draw a number of helpful conclusions. An attempt has been made to provide some practical 

proposals for RHVP media activity, but much more specific messages and plans would need to 

be developed, perhaps in discussions or a workshop with relevant RHVP role-players. It would 

also be useful to undertake some kind of initial scan of existing media coverage, levels of 

awareness, and attitudes with respect to the key issues of concern to RHVP. It is difficult to 

provide specific figures regarding costs of various activities, as these could vary greatly across 

countries and media organisations. However, a brief outline of the relative costs and benefits 

of some of the practical suggestions has been provided.  

Where available, website addresses of resources have been provided in the text, while a few 

additional resources are listed at the end of the report. 



 

  Media Study | Page 3 

 July 2006 | Final 

2 Media arrangements, use and 
impact at regional level 

There is a general lack of detailed media audience research in the countries of the region 

(aside from South Africa), and almost nothing that takes a regional perspective. In 2004 and 

2005, Gender Links undertook what they claim is the first ever major regional study on media 

consumption patterns generally in Southern Africa – the Gender and Media Audience Study1. 

The Afrobarometer survey, conducted regularly in 15 African countries, gathers some 

information on attitudes to democracy and key social issues, and does collect limited 

information on media use. Both of these studies provide only broad-stroke insights into 

audience behaviour.  

2.1  General trends 

Radio is generally still the most accessible and most used medium in the region, and remains 

the most important source of news. Radio is most likely to reach audiences in their own 

language.  

According to the Gender Links (2005) Gender and Media Audience Study, radio is the 

preferred source of news for 51% of Southern Africans. 37% of women and 31% of men say 

television is their most important source of news, while 11% of women and 16% of men get 

their news primarily from newspapers. Only 1% of women and 2% of men get their news 

mainly from the Internet. Overall the preference is for short news reports (55% of women 

and 53% of men) over in-depth features (28% of women and 32% of men).  

Across the countries studied by the Afrobarometer in 2003, 70% or seven out of 10 people 

expressed some measure of interest in public affairs, and six out of 10 said they discussed 

public affairs with others at least sometimes. The Afrobarometer research revealed that 54% 

of respondents listened to a radio news bulletin every day.  Broken down by country, the 

Afrobarometer research shows the following levels of daily radio news exposure: SA: 71%; 

Namibia: 67%, Malawi: 61%, Zimbabwe: 60%, Tanzania: 59%, Botswana: 57%, Uganda 

52%, Zambia 46%, Lesotho 37%2. Overall, according to the Afrobarometer, 66 percent of 

Africans get their news from radio vs 13 percent for TV and 14 percent for newspapers.  

                                           

1 Although the Gender Links study does seem to be the only general study of media use in the region at present, it 
does seem to have significant limitations. The study was undertaken with reputable partners in each country, but 
looked only at very broad questions (eg: type of media preferred for information as opposed to specific 
channels/publications), and interviewed small samples of people, in two or three locations, often urban areas. This 
should be borne in mind when looking at the country-by-country figures presented in the next section. 

2 www.afrobarometer.org  
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The past decade has seen community radio take on increasing importance. Community 

radio stations, while often under-resourced, have the advantage of being close to their 

audiences both physically and culturally, and broadcast in local languages and dialects. In 

general, community radio stations concentrate on providing educational and developmental 

programming and aim to engage members of the community in programme production and 

on-air discussions. 

In recent years there has been rapid growth in the number of TV sets in several countries. 

There are about 37.5 million radio receivers in the Southern African region and over 15 million 

TV sets. Sutton (2005) says that according to estimates, there are six or seven viewers for 

every TV set – meaning nearly half the region’s population can watch TV. Across the region, 

the Gender Links study found that television seems to be making inroads, with more women 

relying on television than men.  

Table 1: Estimated number of radio and TV sets 

Country Population 

(m) 

Radio sets TV sets 

Lesotho 1.8 1 100 000    300 000 

Malawi 11.9 1 060 000    200 000 

Mozambique 18.5 2 000 000    600 000 

Swaziland 1.1    500 000      35 000 

Zambia 10.7 1 300 000    700 000 

Zimbabwe 12.8 4 035 000 2 118 000 

(Source: Sutton 1995 based on estimates from Southern African Broadcasting Association and Talent Consortium) 

In many countries, print media lag in importance, but often play a key role in the public 

sphere when it comes to setting or influencing the political agenda. Print media, and 

newspapers in particular, are important among the elite, as are Digital Satellite TV (DSTV) 

and the Internet. 

There are notable differences between urban and rural dwellers. While rural folk are 

overwhelmingly dependant on radio (and often only have access to the state broadcaster), 

urban dwellers have access to, and use, a wider variety of media. In some countries, there are 

strong differences in media use, depending on level of education. The Gender Links study, 

however, found this not to be the case in Lesotho and Malawi. According to the Afrobarometer 

(2003) urban dwellers are four times more likely than rural residents to read a daily 

newspaper and five times more likely to watch television daily. The Afrobarometer 

researchers (2003) also speculate that much key political information diffuses informally in 

many African countries, with people who are exposed to the media passing on information and 

opinions to others in inter-personal discussions. These informal discussions play an important 

role in influencing attitudes and opinions. The Afrobarometer survey also found that while 

radio is primary in disseminating information, exposure to the print press plays a key role in 
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the cultivation of democratic attitudes and practices.  

2.2  Media players and organisations 

There are several media organisations and projects that operate regionally, continentally or 

internationally – several of which are based in, or have large offices in, South Africa. Also, in 

certain instances, domestic South African media is accessible in neighbouring countries. The 

relevant organisations can be broken down into: broadcasters, news agencies, internet-

networks and associations.  

2.2.1  Broadcasters and Print Media 

BBC World Service:  Broadcasts internationally on Short Wave, with local FM re-broadcasting 

in several countries (In Malawi, in Blantyre, Lilongwe and Mzuzu). The BBC World Service has 

a weekly audience of 66 million throughout Africa and the Middle East. In the Southern African 

region it broadcasts in English and Portuguese. 

Other international broadcasters: There is a range of international broadcasters with a 

fairly strong presence in Southern Africa. Besides the BBC World Service, the Voice of America 

(VOA) and Deutche Welle are key players.  

SABC Channel Africa: Broadcasts on Short Wave, via Satellite and the Internet in several 

languages. Of relevance to the region are: English, Chinyanja, Shilozi and Portuguese.  

Multi-choice: Provider of DSTV in the region. It calls itself the pioneer of multi-channel digital 

satellite television on the African continent. Its DSTV bouquet provides access to over 50 

television channels, 8 data channels, 8 interactive channels, 40 CD-quality audio channels and 

20 radio channels. Excluding South Africa, Multi-choice has 355,756 subscribers in the 

Southern African region.  

SABC Africa is a channel available on Multichoice’s DSTV package. From its studios in 

Johannesburg, it broadcasts a range of documentary, news and current affairs programming 

daily, covering key issues from across the continent.  

First Voice International: Based in Washington DC, First Voice International Provides an 

information and education service on development-related issues to African radio audiences via 

a combination of satellite, community radio and multi-media services. A major focus is its 

Africa Learning Channel, distributed to, and rebroadcast on, a range of community radio 

stations via satellite. The organisation works with partner organisations, which provide content 

for distribution. It has partnerships with organisations such as United Nations High 

Commissioner for Refugees (UNHCR), United Nations Children’s Fund (UNICEF), Save the 

Children-UK and Africare (www.firstvoiceint.org)  

Mail & Guardian: The Mail & Guardian, a weekly South African newspaper, is available in 

countries of the region. It often covers issues related to development, and devotes extensive 
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space to exchanges of opinion around policy and social issues. 

Magazines: There is a range of news and current-affairs magazines that are either produced 

in the region, or focus on the region. Examples are: Business in Africa, and the BBC’s Focus on 

Africa magazine. 

2.2.2  News agencies 

African Eye News Service: News Agency based in Nelspruit, South Africa, with 

representation in Lesotho, Malawi, Mozambique,  Swaziland, Zambia and Zimbabwe. 

(www.africanpress.com)  

Allafrica.com: Allafrica.com claims it is the largest electronic distributor of African news and 

information worldwide. It is registered in Mauritius, with offices in Johannesburg, Dakar, Lagos 

and Washington, D.C. On its website, it posts over 1000 stories daily in English and French, 

and offers a diversity of multi-lingual streaming programming. (www.allafrica.com)     

IRIN: Irin news is a project of the United Nations Office for the Co-ordination of Humanitarian 

Affairs (OCHA). It operates as a news agency, providing news and analysis for the 

humanitarian community, as well as the media. (www.irinnews.org)  

IPS Africa:  IPS Africa coordinates a network of correspondents and stringers in more than 30 

African countries. Some of the major theme areas for coverage include Human rights and 

governance, Health and HIV/AIDS, Environment, Population and Migration, Education, Politics, 

Culture, Energy, Economics-Finance and Culture. IPS Africa consists of the English network, 

which is coordinated from Johannesburg, and a Francophone service, which is based in 

Cotonou, Benin. IPS Africa runs an established radio product (available in rip and read format). 

At least six independent stories are available on a daily basis to radio audiences in Africa and 

worldwide. These stories are also available in audio format. 

Panapress:  In 1997 the ailing Panafrican News Agency was rejuvenated and renamed 

Panapress. With headquarters in Dakar, Senegal, it has correspondents in 51 countries and 

partnerships with numerous national news agencies. It provides regular reports on 

environmental, economic and development, science and health, and political issues. It also 

produces a weekly summary of major news stories from across the continent. It regularly 

covers SADC issues. (www.panapress.com)  

Simbani-Africa: The news agency of Amarc-Africa, based in Johannesburg.  Simbani-Africa 

provides daily ready-to-read news items to community radio stations across Africa. It also 

provides a weekly selection of audio material. News and information is sourced from 

community-based journalists as well as from non-governmental organisations (NGOs). It has 

several specific focus areas, including food security and agriculture. (http://simbani.amarc.org)  

2.2.3  Internet-based media networks 

Africa News Dimension (AND): AND calls itself Africa’s answer to Cable News Network 
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(CNN). It acts as a news agency, providing mainstream news media across the world with 

access to African news, in the form of video, images, pictures and text produced and submitted 

by a network of freelance journalists. AND claims that it is close to serving its one millionth 

visitor, after being in operation for under a year. (www.andnetwork.com)  

One World Radio: Provides a facility for sharing of audio content and radio programming via 

its website. Broadcasters and NGOs across the continent can register as members, free of 

charge, and upload content for sharing, or download material for broadcast. Content is 

searchable across a range of key development-related topics. (http://radio.oneworld.net)  

Interworld Radio (Panos): Interworld Radio, based in London, commissions radio reports 

from a network of journalists around the world. It makes these available to broadcasters, free, 

via the Internet. Interworld Radio also distributes a daily compilation of ready-to-read news 

items.  (www.interworldradio.org)  

2.2.4  Media-related NGOs and associations 

Amarc Africa: The African arm of Amarc, the World Association of Community Radio 

Broadcasters. Amarc has several member individuals, stations and organisations in a range of 

Southern African countries (1 in Lesotho, 3 in Malawi, around 20 in Mozambique, 1 in 

Swaziland, 1 in Zambia and 3 in Zimbabwe) and offers training, networking and other services 

to its members. Amarc-Africa also runs the Simbani news agency. It often organises 

international broadcast link-ups on key dates (such as Human Rights Day, on March 21st).  

Media Institute of Southern Africa (MISA): MISA’s headquarters are in Windhoek, and it 

has chapters in each country. MISA’s primary aim is to promote media freedom but it also 

deals with a range of related issues. 

Institute for the Advancement of Journalism (IAJ): The IAJ offers regular training course 

and workshops for journalists from across Southern Africa. They are open to cooperating with 

like-minded organisations in offering courses.  

Idasa Democracy Radio Unit: Idasa’s Demcracy Radio unit provides training to journalists 

and community media, and is equipped to produce educational radio programming as well as 

public service announcements. (www.idasa.org)  

Institute for War and Peace Reporting (IWPR): The IWPR aims to assist journalists to 

cover issues related to human rights and justice. It provides hands-on training, reporting and 

publishing, and aims to build the capacity of local media. (www.iwpr.net)  

Freeplay Foundation:  Distributes wind-up and solar-powered radios to poor and vulnerable 

communities in Africa. It works with a range of humanitarian organisations on communication 

campaigns centred around listening groups. (www.freeplayfoundation.org)  

The internet in southern Africa: Although most ordinary citizens hardly use the Internet (or 

even know about it), it is an important source of news and communication for elites and 
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decision-makers. Journalists in the region make increasing, but still erratic, use of the Internet 

as a source of stories and background information. Journalists in general have poor knowledge 

of how to undertake Internet-based research, and tend to rely on a small selection of news 

sites, chiefly those belonging to major international news organisations (Berger 2005).   
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3 Media use and impact in target 
countries 

3.1  Lesotho 

According to the Gender Media and Audience study (Gender Links 2005), radio is by far the 

most important source of news in Lesotho, with 88% of women and 77% of men saying radio 

is their primary news source. Television comes a distant second (23% of men and 14% of 

women). About 3% of women and almost no men rely on newspapers for news. The low 

figures for newspaper readership are due to the fact that there are no daily newspapers in 

Lesotho – although there are several weekly papers. Women tend to prefer short news reports, 

while men show a preference for in-depth features.  

There is a range of media operated by the government, and several South African radio and TV 

stations can be received in Lesotho. The most important South African station in this regard is 

probably the South African Broadcasting Corporation (SABC)’s South-Sotho station, Lesedi. 

Listeners from Lesotho call the station regularly, and the station undertakes regular visits to 

Lesotho. The station’s core target market is age 16-49. 

According to the BBC World Service, the private press often carries opposition views, but 

publications and journalists are regularly targeted by defamation lawsuits.  

The following list of Lesotho-based media is taken partly from the Lesotho country briefing, on 

the BBC World Service’s website 

(http://news.bbc.co.uk/2/hi/africa/country_profiles/1063291.stm).  

The press: 

 Makatolle - weekly, in Sesotho  

 MoAfrica - weekly, in Sesotho  

 Mohlanka - weekly, in Sesotho  

 Mopheme-The Survivor - weekly, in Sesotho and English  

 The Mirror - weekly, in English  

 Public Eye - weekly  
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Television: 

 Lesotho Television - national, state-run  

Radio: 

 Radio Lesotho - national, state-run  

 MoAfrika FM - private, Maseru-based (97.0 MHz FM Stereo) 

 Covers: Maseru, Berea, Leribe, Butha-Buthe, Mohaleshoek Qachasnek & Quthing 

 Audience: 16-50+  

 Languages: Sesoto (95%) and English  

 Format: 40% Music and 60% Talk 

 People’s Choice FM (www.pcfm.co.ls) - private  

 Joy Radio FM - private  

 Catholic Radio FM - private  

 Khotso FM - private  

News agency: 

 Lesotho News Agency (www.lena.gov.ls) - state-run 

3.2  Malawi 

Radio is by far the major source of information for Malawians. According to Gender Links 

(2005), 94% of women and 98% of men in Malawi rely primarily on radio for their news and 

information. Only 6% of women and 1% of men rely mainly on TV. According to the Gender 

Links study (2005), almost no women and only 1% of men get their news mainly from 

newspapers. There is a range of privately-owned publications in Malawi, however, which offer 

a range of opinions – these are probably more influential in the urban areas, and among elites. 

As in many countries in the region, the government uses a range of methods to put pressure 

on newspaper journalists. The main broadcaster is the state-run MBC. There are a few 

privately-owned radio stations, many of which seem to be run by Christian organisations, and 

focus on religion. The BBC World Service is available on FM in Blantyre, Lilongwe and Mzuzu. 

The following list of Malawian media is taken from the Malawi country briefing, on the BBC 

World Service’s website  (http://news.bbc.co.uk/2/hi/africa/country_profiles/1068913.stm), 
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with additional information from media organisations’ websites.  

The press: 

 The Nation (www.nationmalawi.com) – daily (also Weekend Nation and  Sunday 

Nation)  

 The Daily Times – independent daily (also Sunday Times)  

 The Guardian – (3 times a week) 

 The Courier – (weekly)  

 The Chrononical (twice a week) 

 Democratus – (twice a week) 

 Malawi News – weekly  

 Boma Lathu – monthly, Chichewa-language  

Television: 

 Television Malawi (TVM) - state-run  

Radio: 

 Malawi Broadcasting Corporation - state-run, operates national networks Radio One 

and Radio Two  

 Capital Radio (www.capitalradiomalawi.com) - privately-owned  

Capital Radio is a privately owned commercial radio station, covering the whole of Malawi, but 

in particular, the main urban centres: Blantyre, Lilongwe, Mangochi and Mzuzu. It claims to 

have over 4 million listeners. Capital FM broadcasts news, information and entertainment 

programming focusing in particular on assisting people to speak out for better services and 

good governance. The station says it seeks to produce news and information that is accessible 

by the people in order to promote an engaged and participative democracy. Capital FM also 

carries news and programming from the BBC World Service, and Voice of America.  

TARGET AUDIENCE: 18-64 

LISTENERSHIP PROFILE: Primary Profile: -Decision Makers in the Private and Public sector-

Middle to high- income earners. Secondary Profile: -Disadvantaged rural communities that do 

not have access to newspapers and television - Youth  



 

  Media Study | Page 12 

 July 2006 | Final 

 MIJ FM - Blantyre-based, operated by Malawi Institute of Journalism  

 FM 101 Power - privately-owned 

 Radio ABC (Christian/mostly central region) 

 Radio Islam (Islamic/nationwide) 

 Joy Radio (non Christian, covers mostly southern region)  

 Zodiac Broadcasting Station (ZBS) – private 

 Transworld Radio (Christian/nationwide)  

 Radio Maria (www.radiomaria.mw)  - Catholic station 

Broadcasts religious and social programmes. It can be heard on FM, on 88.5 Mhz around 

Mangochi area, 99.4Mhz around Zomba area extending to most parts of the southern region, 

99.7Mhz around Dedza area extending throughout most of the central region, 99.2Mhz around 

the Blantyre area and 94.0Mhz around the Dowa area extending up to some parts of the 

northern region. The station covers most parts of the southern and central region and a small 

part of the northern region, covering approximately 80% of Malawi.  

News agency: 

 Malawi News Agency (Mana) 

3.3  Mozambique 

Media use in Mozambique seems to differ somewhat from many other countries in the region. 

According to the Gender Links (2005) study, television is the most important source of news 

for a majority of women (56%), with 29% of women citing radio as their primary source. The 

picture is slightly different for men, with radio still the most important (42%), but television 

coming a close second (39%). Around 13% of women and 16% of men view newspapers as 

their most important news source. Only 2% of both men and women say they rely mainly on 

the Internet. The Gender Links study was undertaken only in the capital, Maputo, and the 

Matola district, however, and it is highly likely that radio is much more important in other 

areas of the country. High levels of illiteracy mean that print media are likely to have very little 

impact in rural areas.  

According to the BBC World Service, the state-run Radio Mozambique is the main source of 

news and information for many Mozambicans. There are several private radio stations 

operating in most urban areas, however, and there are some 40 community radio and TV 

stations that operate with funding from the government and Unesco.  
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Portuguese state TV's African service, RTP Africa, is available in the parts of the country that 

can receive the domestic state-run TV. The BBC World Service broadcasts on FM in Maputo, 

Beira, Xai Xai, Nampula and Quelimane. 

The following list of Mozambican media is taken partly from the Mozambique country briefing, 

on the BBC World Service’s website   

(http://news.bbc.co.uk/2/hi/africa/country_profiles/1063120.stm), supplemented with 

information from Stent (2005) 

The press: 

 Noticias - main daily, privately owned, with government shareholding (Portuguese). 

National circulation of 20 000.  

 Diario de Mocambique - private, daily  

 Demos - private, weekly  

 Zambeze - private, weekly (Portuguese), national circulation of 10 000. 

 Domingo - private, weekly  

 Savana - private, weekly tabloid (Portuguese). Circulation 15 000-20 000 nationally  

 Fim de Semana (www.findesemana.co.mz) - private, weekly 

 Mediafax – daily news sheet, 1500 sent daily (Portuguese). 

Television: 

 Televisao de Mozambique (TVM) (www.tvm.co.mz) - state-run  

 Radio-Televisao Klint (RTK) - privately-run  

Radio: 

 Radio Mozambique (www.rm.co.mz) - state-run, operates four channels: Maputo 

Corridor (English) with in-depth current affairs and news on the hour; Radio Cidade, a 

youth-oriented FM network focusing on light entertainment; Maputo Province 

(Shangaan), and Antenna Nacionale (Portuguese). 

 Maputo Corridor Radio, the English Service of Radio Mozambique, broadcasts news, 

current affairs, and music. It is on air daily from 12 to midnight, on 105.9 FM. It covers 

the city, its suburbs and the segment of Maputo Development Corridor Project inside 

Mozambique. News bulletins, on the hour every hour, focus mainly on domestic events 
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and on the Southern African region. There is a 30-minute-long  current affairs 

magazine from Monday to Friday at 7pm. The station’s target audience is mainly “the 

executive entrepreneurial classes, both Mozambican and foreign resident business 

people”.  

 Radio Terra Verde - linked to main opposition group Renamo  

 Radio-Televisao Klint (RTK) - privately-run  

 Radio Maria Mozambique - Roman Catholic 

News agency: 

 Agencia Informacao Mocambique (AIM) (www.poptel.org.uk/mozambique-news)  - 

(English-and Portuguese) 

3.4  Swaziland 

According to the Gender Links (2005) study, radio is by far the most important source of news 

in Swaziland, with 53% of women and 63 percent of men citing it as their primary news 

medium. Television is making strong inroads among women, however, with 31% seeing it as 

their main source of news, as opposed to 17% of men. There is a very strong preference for 

short news items. The Gender Links survey also found a strong correlation between levels of 

education and the main source of news. People with primary level education tended to favour 

radio as a news source, while people with secondary and tertiary education constituted the 

highest proportion of those choosing television as their main source of news. Respondents 

with tertiary level education made up the highest proportion of those using newspapers as 

their primary news source. 

Swaziland is still an absolute monarchy, and there are serious restrictions on freedom of 

speech and of the press. State control of the media is strong. The government controls all 

radio and TV stations with the exception of a Christian radio station. Some SABC channels are 

accessible in parts of Swaziland, however. The most important of these is the SABC’s Siswati 

language channel, Ligwalagwala. Ligwalagwala spills over into Swaziland, and even to Maputo. 

Ligwalagwala Fm provides a mixture of news, music, current affairs, talk shows, education, 

sport, weather and traffic. The primary target market is 25-49 year olds, and the secondary 

market 16-24 year olds.   

The following list of media in Swaziland is taken partly from the Swaziland country briefing, on 

the BBC World Service’s website    

(http://news.bbc.co.uk/2/hi/africa/country_profiles/1069035.stm): 

The press: 



 

  Media Study | Page 15 

 July 2006 | Final 

 The Times of Swaziland (www.times.co.sz) - privately-owned daily  

 The Swazi Observer  (www.observer.org.sz) - pro-government daily 

 The Nation – monthly, privately-owned  

Television: 

 Swazi TV – operated by state-run Swaziland Television Authority 

 Channel Swazi – private, but with strong links to royalty.  

Radio: 

 Swaziland Broadcasting and Information Service - state-run operator of three 

channels: The Siswati Channel, The English Channel and The Information Service  

 Trans World Radio - US-based evangelistic broadcaster uses transmitters in Swaziland 

for regional broadcasts 

 Lubombo Community Radio – private  

3.5  Zambia 

In Zambia, the Gender Links (2005) study found that radio is far and away the most 

important news source (58% of women and 63% of men), followed by television (34% of 

women and 26% of men). When it comes to print media, 8% of women and 11% of men name 

newspapers as their main source of news. The researchers say the correlation between levels 

of education and main source of news is blurred in Zambia, because of low income levels, even 

among the better-educated. In the Zambian study, a relatively high proportion of respondents 

(19% of women and 15% of men) said they preferred interactive news sources (talk shows, 

letters to the editor), in comparison to other countries. Generally, though, short news reports 

were favoured (44% of women and 50 percent of men), followed by in-depth features (32% of 

women and 30% of men). 

Broadcasting in Zambia is dominated by state-run radio and television. There are several 

private stations, but these offer little political reporting. Breeze FM, a privately owned radio 

station in Chipata, focuses on community and development issues. The government uses a 

range of laws to intimidate journalists, though the private newspaper, The Post, has something 

of a reputation for independent reporting and criticism of the authorities. There are FM relays 

of the BBC World Service and Radio France Internationale in Lusaka and Kitwe.  

The following list of Zambian media is taken partly from the Zambia country briefing, on the 

BBC World Service’s website   

(http://news.bbc.co.uk/2/hi/africa/country_profiles/1069294.stm), with additional information 
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from individual media websites:  

The press: 

 Zambia Daily Mail (www.daily-mail.co.zm) - state-owned  

 Times of Zambia - state-owned  

 The Post (www.postzambia.com) – private  

 Sunday Times of Zambia - state-owned  

Television: 

 Zambia National Broadcasting Corporation (ZNBC) (www.znbc.co.zm) - single-channel 

state-run TV  

Radio: 

 Zambia National Broadcasting Corporation (ZNBC) (www.znbc.co.zm) - state-run radio 

operates three services; multilingual Radio 1 and English-language Radio 2 and Radio 

4  

 QFM - private Lusaka music station  

 Radio Phoenix – private  

 Radio Icengelo - church-owned  

 Breeze FM (www.breezefm.com) - private station in Chipata: The station’s website 

claims that 70% of respondents in a recent survey named Breeze FM as their favourite 

radio station. It broadcasts across the Eastern Province of Zambia in Nyanja and 

English. The Station has a radius of 120 kilometers covering Chipata, Chadiza and 

extending to parts of Katete, Sinda, Petauke and Mambwe districts. The coverage area 

covers a total population of about 600,000 people, which is 45 per cent of the 

estimated regional population of 1,373,000.  The target audience includes villagers, 

small-scale farmers, members of the public, businessmen, small-scale businessmen, 

commercial farmers, civil society employees and managers. The station is highly 

regarded in media and development circles. 

 Yatsani Radio (www.yatsani.org) - Catholic station: Yatsani’s signal covers a radius of 

approximately 120km around Lusaka. The station operates as a community radio 

station, with over 90% of programming produced by parish radio groups. The station 

claims its listeners include thousands of ordinary people living in informal settlements, 

in addition to the Vice President, the Inspector General of Police, at least one Supreme 

Court Judge, Members of Parliament, the writer of the current Zambian Constitution 



 

  Media Study | Page 17 

 July 2006 | Final 

and other prominent members of Zambian society. Listeners include many non-

Catholics as well as Catholics. The station gives special emphasis in programming to 

themes that will help and support the poor, marginalised and voiceless members of the 

local community. 

 Radio Choice - private station in Lusaka  

News agency: 

 Zambia News Agency (Zana) (www.zana.gov.zm)  

 

3.6  Zimbabwe 

In Zimbabwe, television is the most important source of news (46% of women, and 34% of 

men), according to Gender Links (2005)3. Radio is a fairly close second (36% of women and 

33% of men). Newspaper readership is relatively high, compared with other countries in the 

region – especially among men (15% of women and 30% of men said they get their news 

mainly from newspapers). Small numbers rely mainly on the Internet for news (2% of 

women, and 3% of men). Short news reports are favoured, but significant numbers enjoy in-

depth features. Interactive types of news – such as talk shows or letters to the editor) are also 

fairly popular (21% of women and 17% of men). 

There appears to be more audience research available for Zimbabwe than for the other five 

countries targeted by the RHVP, thanks to surveys undertaken by the Zimbabwe Advertising 

Research Foundation (ZARF). Because of international publicity around increasing political 

repression in Zimbabwe, in recent years there has been a good deal of academic analysis of 

the news media in that country, as well as of international news coverage of Zimbabwe4.   

According to the BBC World Service, all broadcasters transmitting from Zimbabwean soil and 

the main newspapers are state-controlled. Although the private press has been fairly vigorous 

in criticising the government, it has come under intense pressure in recent years. For example, 

in 2003, police stormed the offices of the independent newspaper, The Daily News, and shut it 

down. Presently, journalists are legally obliged to register with a government body. Many 

international news organisations have removed their correspondents from Zimbabwe, or have 

been expelled from the country.  

Audience figures for three Zimbabwean newspapers up to 2004 are available from ZARF. 

According to those figures, in 2004, The Herald was the largest, read by 31.2% of the 

population (2 114 600). The Chronicle was second in size, with just over 1 million readers, 

                                           

3 This study was based on a sample of 179 people from Harare, Bulawayo and Rusape, so these figures may not reflect 
the country as a whole. 

4 An example is The Westminster Papers in Communication and Culture (2005), a collection of papers focusing on 
aspects of media within, and international coverage of, Zimbabwe. 
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representing 16% of the population. The privately-owned Daily Mirror had 121 475 readers, 

representing around 2% of the population.  

The state-run Zimbabwe Broadcasting Corporation (ZBC) operates the country's only TV and 

radio stations. At present there is only one TV station, accessible to around a third of the 

population. Around 2-3% of Zimbabweans watch DSTV. SABC TV stations are not available on 

DSTV in Zimbabwe. They are aired on ‘free to air’ decoders, but the SABC has apparently 

threatened to cut off access to its channels through these decoders within the next few 

months.   

Of the four ZBC radio stations, Radio Zimbabwe and Power FM have the highest listenership. 

SFM and National FM have the smallest listenership. Generally, radio enjoys its biggest 

audiences in the mornings, between around 6:30 and 9:00am. From the morning peak, radio 

listenership falls steadily until midnight. According to ZARF, Radio Zimbabwe appeals mostly to 

rural adults aged 30 years and above, but also has a large audience in urban areas. The 

majority of its audience belongs to the lower to middle income groups. National FM has a 

similar listenership profile, but with almost all its listeners living in rural areas. A large 

proporation of Power FM’s audience is made up of adults under 34 years of age, in the middle 

to upper income brackets. The majority of Power FM’s listeners are urban dwellers. SFM 

listeners are also mainly urban, but tend to be a little older and from the higher income 

groups. Most people listen to radio in their homes, with very few listening from other people's 

homes or other places. (www.zarf.co.zw – latest figures are for 2004)  

There are no private radio stations, but there are several overseas-based broadcasters 

targeting the country. The Voice of the People, set up by former ZBC staff with donor funding, 

operates using a leased shortwave transmitter in Madagascar.  

SW Radio Africa broadcasts to Zimbabwe from London on AM (medium wave), and aims to 

give listeners in Zimbabwe what it calls "unbiased information". The station's signal was 

jammed in March 2005, in the run-up to parliamentary elections.  From the US, the 

government-funded VOA operates Studio 7, a twice-daily service for listeners in Zimbabwe. 

A weekly newspaper, The Zimbabwean, is produced in London and is distributed in Zimbabwe 

as an international publication, and among Zimbabweans living abroad.  

The following list of Zimbabwean media is taken partly from the Zimbabwe country briefing, on 

the BBC World Service’s website  

(http://news.bbc.co.uk/2/hi/africa/country_profiles/1064589.stm), with additional information 

from organisation websites:  

The press: 

 The Herald (www.herald.co.zw)  - government-owned daily  

 The Chronicle (www.chronicle.co.zw)  - Bulawayo-based, government-owned daily  
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 The Financial Gazette (www.fingaz.co.zw) - private, business weekly: The Financial 

Gazette had a weekly print run of 40 000 in 2000, but surveys show the readership is 

around ten times this, at 400 000. The publication claims its online editin is the most 

widely read Zimbabwean newspaper, recording more than one million hits every 

month.  

 The Standard (www.thestandard.co.zw) - private, weekly  

 Zimbabwe Independent (www.theindependent.co.zw) - private weekly  

 The Daily Mirror (www.zimmirror.co.zw) - private  

 The Zimbabwean (www.thezimbabwean.co.uk): The Zimbabwean is produced in 

London with strong following among Zimbabwean exiles – it is estimated there are 

around 1 million Zimbabwean exiles living in the UK. Also printed in Johannesburg, 

with 15 000 copies sold in Zimbabwe every week. A further 12 000 copies are 

distributed in South Africa, and 1000 in Botswana, Swaziland and Mozambique. 

Television: 

 Zimbabwe Broadcasting Corporation (ZBC) (www.zbc.co.zw/television.htm) - state-run  

Radio: 

 Zimbabwe Broadcasting Corporation (ZBC) (www.zbc.co.zw/radio.htm) - state-run, 

operates four networks  

 SW Radio Africa (www.swradioafrica.com) - studio in London, broadcasts via medium 

wave (AM) transmitter based outside Zimbabwe  

 Voice of the People (www.vopradio.co.zw)  - studio in Harare, broadcasts to Zimbabwe 

from hired shortwave transmitter on Madagascar. Radio Voice of the People (VOP) 

lobbies and advocates for political, economic, cultural and social development through 

alternative broadcasting. VOP recently won the One World Special Award, sponsored 

by the BBC World Service Trust, for an overseas media project that has made a unique 

contribution to human rights. VOP also has a network of stringers who report from 

Masvingo, Mutare, Gweru, Hwange and Gwanda.  

 Studio 7 (www.voanews.com/english/africa/zimbabwe/) - based in Washington DC, 

operated by VOA. Studio 7 reaches listeners every Monday through Friday evening in 

Shona, Ndebele and English from 7-8:30 pm local time. Studio 7 says it broadcasts up-

to-the-minute reports on politics, economics, health, society and more, as well as 

sports, cultural features and Zimbabwean music. Studio 7 in Shona, English and 

Ndebele can be heard each Monday to Friday in Zimbabwe and other parts of Southern 

Africa from 7 pm to 8:30 pm Studio 7 broadcasts at 909 on the AM or medium wave 

band, and on short wave. English and Shona can be heard at the 4,930, 11,975 and 
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17,895 short wave frequencies; Ndebele is available at the 4,930, 12,110 and 15,730 

kilohertz short wave frequencies. 

News agency/internet: 

 Zimbabwe Inter-Africa News Agency - state-owned  

 ZimOnline (www.zimonline.co.za) - private, online news 

 New Zimbabwe (www.newzimbabwe.com). New Zimbabwe.com claims is Zimbabwe''s 

first and only rolling news site updated 24/7 with all the latest news, sports and 

commentary. It is also a platform for debate and intellectual release with vibrant live 

discussion forums.  
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4 Guidelines for developing or 
implementing media activity 

There are essentially two options facing any organisation seeking media exposure – gaining 

free coverage by strategically engaging the news media, and paying for content in the form of 

advertising and advertorial, and sponsorship of tailor-made educational/entertainment 

programming on radio and TV.  

There are pros and cons to both types of content. It does not require a huge budget to 

generate free publicity and exposure (though some money and resources do have to be 

invested – there are costs such as the payment of publicity staff, production of press releases 

and so forth). In addition, such content can often carry greater credibility (particularly when it 

conveys a particular point of view) as it is perceived to come from an objective or neutral 

source (the journalist). The downside, however, is that the organisation exerts very little 

control over the content of such publicity, the time and space devoted to it, and the timing and 

placing of stories, news items or programming.  

Paid-for content can require enormous budgets in order to be effective (in the hundreds of 

thousands to millions), but the advantage is that it can be precisely tailored, and even 

extensively pre-tested to ensure maximum impact. The organisation paying for the content 

can exert a great deal of control over placing, timing and format. Paid-for content allows the 

organisation to move beyond the news, to formats such as edutainment programming on radio 

and television. Bear in mind that radio material is much, much cheaper to produce than 

television.  

4.1  Free access: engaging the news media 

Generation of free media exposure can take the form of news, or op-ed material. In order to 

gain free media exposure, it is necessary for an organisation to understand how the news 

media operate and how issues move through the media. Silver (2003) outlines several 

principles to bear in mind: 

 Media follow other media: Journalists often pick up stories from other media, such 

as specialist journals and in-house magazines, or their competitors. Often the media 

take their cue from the leaders in the sector – for example, if the country’s most 

respected newspaper carries a prominent story, there is a good chance other 

publications will pick it up and try to run with the issue. National media might pick up 

stories from the local media, and vice-versa. Weekly publications will try to carry in-

depth or analytical reporting on the main news stories of the week. Radio and 

television reporters – and radio reporters in particular—often rely heavily on the print 

media for their story ideas.  
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 The news must be new and topical: Journalists have a notoriously short span of 

attention. If something happened yesterday, or a week ago, it is forgotten. When 

trying to persuade journalists to cover your issue it is important to show them how the 

story is new, of topical interest, or a new ‘angle’ on an issue currently in the news.  

 Local interest: Journalists and editors love stories that are of significance to their 

station’s or paper’s audience. After the tsunami hit Thailand, South African media 

immediately tried to locate South Africans who had been affected. Localise the story by 

citing local residents as examples, tell the story of a local organisation to illustrate a 

point, or quote locally-based experts.  

 Human interest: As a rule, journalists like to tell stories about people. Most media, 

and broadcast media in particularly, prefer stories that have some sort of emotional 

impact. Research has shown that it is also these kinds of stories that audiences 

remember the longest. A story about a particular woman and her family, and their 

struggle against hunger and poverty is more likely to generate interest than a story 

merely listing statistics about the extent of hunger and poverty.  

 Conflict: Conflict sells. This need not be physical conflict or violence, but any situation 

in which two or more forces are opposed.  

 Celebrity: The media loves celebrity. If you can get a well known local or international 

figure to appear at your press conference, to speak on your issue, or to provide a 

photo-opportunity at one of your events, you are more likely to attract media 

attention. 

 Uniqueness: Try to emphasise aspects of your story that make it stand out as special 

or extra-ordinary, or a fresh and interesting take on an ongoing issue.  

4.1.1  Techniques for getting media attention 

Make press calls: It is important to maintain regular contact with key journalists. Telephone 

conversations can be very effective in promoting a story, or responding to an event or previous 

news coverage. Be sure to find out what the various deadlines are and to call journalists when 

they are not under immediate deadline pressure (this varies greatly across medium and 

outlet). You can greatly increase the likelihood of getting exposure if you follow up an email or 

fax with a telephone call to ensure the journalist or editor has received or taken note of your 

message.  

Distribute press releases: There are no hard and fast rules about how often press releases 

should be issued – but it is important to issue one only when you have something new to say.  

Certainly, they shouldn’t be sent out so often that journalists begin to see them a mere clutter. 

There is an art to writing press releases, and they should be written more or less as you would 

like to see the story reported – bear in mind that newsrooms in the region are usually under-

resourced, and that the media often use press releases ‘as is’, in unaltered form. You should 

include a good mix of facts and figures, as well as ready-made quotes. 
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Hold press conferences when called for: According to Silver (2005), there are only two 

reasons to have a press conference: when you are communicating information that is so 

complex that you need to interact with journalists in order to ensure clarity; and when you 

intentionally want to dramatise your announcement. When holding a press conference, timing 

and location are everything. A senior newspaper editor in Cape Town recently told a group of 

Police Service communications officers that he is far more likely to send a journalist to a press 

conference if it is in walking or short driving distance of their offices. Also, press conferences 

should be held at times when most journalists are not on, or nearing, deadline (unless it is 

breaking news that just cannot wait).  

Stage events: Journalists tend to report on events, not issues. Journalists in Southern Africa 

have often been criticised for their tendency to report on conferences – but this can be used to 

advantage by an organisation seeking to get an issue onto the media agenda: invite journalists 

to conferences on key issues, and line up interesting people to be interviewed. Marches, 

protests, exhibitions, festivals, parades, competitions and the like are all good ways to 

generate media attention. It is important that events provide plenty of visual interest. 

Participate in talk shows: Talk shows on radio, and increasingly on TV are an excellent way 

to generate and influence discussion of your issue. Talk show producers are constantly looking 

for new and interesting ideas, and it can be a good idea to make contact and suggest talk 

show topics to producers, and offer one or two people as studio guests – or call in during 

existing live programmes to get a point across.  

Write letters to the editor: Letters to the editor can be a very effective way of getting a 

point across, particularly in response to articles or opinion pieces that have recently appeared 

in a particular publication. Some political parties make a regular practice of getting staff 

members to write letters to newspapers, under the pretext of being ordinary members of the 

public. 

Contribute Op-Ed articles: Many newspapers regularly publish opinion articles contributed 

by non staff members such as academics and members of NGOs. It is important to understand 

the audience and style of each publication and to communicate with opinion page editors well 

before the desired date of publication, as most papers receive many more contributions than 

they could ever publish. 

Provide background information and briefings: It can be a good idea to hold informal 

media briefings (such as a breakfast or lunch, where a small group of journalists is invited to 

meet and talk with one or two experts on an issue). Such meetings have the two-fold benefit 

of helping journalists become more informed about an issue, as well as building personal 

relationships between journalists and an organisation.  

A number of organisations also seek to promote improved coverage of specific issues by 

developing background material such as issue summaries, toolkits, and answers to frequently-

asked questions. For example, Idasa is developing a site named Word on the Street, which 

provides background material to journalists covering local government in South Africa. Panos, 

based in London, has a site called i-Witness, which contains toolkits to help journalists 
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understand issues related to the Information Society.  

Be a good source:  

 Be available: Establishing a relationship with journalists is a two-way street. If you 

expect them to pay attention to you, and to cover your issue, you need to be available 

when they need you. If you are helpful and available when a journalist needs a quick 

quote just before deadline, or needs some complex matter explained, they will be more 

likely to lend you a sympathetic ear when you need a favour. One of the secrets of the 

Treatment Action Campaign (TAC) in getting extensive media coverage in South Africa 

has been a decision taken early on, to always be available to journalists. Because the 

TAC wanted the media to devote serious coverage to issues of anti-retroviral 

treatment, its media staff made an effort to be available to journalists at any time, and 

for any length of time, should they want to have the science and politics of HIV 

explained to them. 

 Be credible: Journalists need to be able to trust their sources. It is important to be sure 

that everything provided to the media is accurate. Often, it can be helpful to tell 

reporters where they can go to get the story substantiated. Don’t speak on issues you 

don’t know enough about, even if pressured to do so. 

 Don’t become an annoyance: Don’t harass journalists, or call them too often. They will 

start to find ways to avoid you. Be as persuasive as you like, but if a journalist turns 

you down, learn to take no for an answer, and don’t become rude or nasty. There are 

many stories competing for attention, and many reasons why a newspaper or radio 

station might not be able to carry your news or perspective on any particular day. 

Come up with interesting angles for regular events or calendar dates: There are many 

‘days’ – national public holidays, as well as internationally recognised days, such as women’s 

day, International AIDS day, Human Rights Day, and so on. Journalists are often looking for 

new angles for stories on or around such regular days. Bear in mind that coverage related to 

regular dates tends to be planned well in advance so communicate with potential outlets far 

ahead of the desired publication date.  

4.2  Paid-for content 

Edutainment: Educational entertainment has become a widely-used means of bringing about 

social change through informing people, and attempting to change attitudes and ultimately, 

behaviour. This usually takes the form of television dramas or soap operas, with social and 

educational messages woven into the storyline. ‘Edutainment’, as it has become known, is 

predominantly used on television, but also occurs on radio, and sometimes in the form of 

comics in the print media. The most well known regional example of this kind of programming 

is Soul City, (www.soulcity.org.za), a popular television soap opera with educational (primarily 

health-related) messages. There are also Soul City radio dramas on certain stations, and 

educational booklets and supplements. The project is promoted through an extensive 
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advertising and publicity campaign.  

Soul City also runs a progamme for children, called Soul Buddyz. Another example is Takalani 

Sesame – an educational programme for children, a local adaptation of the internationally-

renowned ‘Sesame Street’ 

Edutainment programming requires very large budgets, not only for scripting, production and 

air-time, but also for the research that accompanies each production, in order to ensure 

maximum impact. Soul City, for example, as undertaken extensive research, and has been 

able to illustrate its effectiveness in many instances.  

Fortunately, it is not always necessary for an organisation to go it alone, and start its own 

educational programming along similar lines. Organisations such as Soul City, for example, are 

often willing and eager to cooperate with like-minded organisations, and to script-in messages 

of concern to them.  

The Soul City Institute for Health and Development Communication also has a 5-year project 

to replicate the programming in the SADC region. It is working with local partners in Lesotho, 

Swaziland, Namibia, Botswana, Zambia and Malawi, and is in the process of finding partners in 

Zimbabwe and Mozambique. 

Advertising and public service announcements: Advertising is the most common form of 

paid-for publicity. This can take the form of ‘spots’ on radio and television, and advertisements 

in the print media. Because space and time come at a premium, advertising is not very useful 

in getting across very complex messages, but can be effective in drawing attention to a new 

project or programme, or to publicise other content – such as an educational radio drama. The 

costs of advertising can vary greatly, depending on the medium used, and the size of the 

audience. It is sometimes possible to negotiate free airtime for advertisements dedicated to an 

issue in the public interest (known as public service announcements), as well as to persuade 

advertising agencies and production companies to do pro-bono work on public interest 

campaigns. Community radio stations, however, will generally want payment in order to air 

even public service announcements, as they depend on the income for their sustainability. 

Particularly when dealing with community stations, it is generally important to find some way 

of monitoring whether paid-for spots have indeed been broadcast.  

4.3  Working with community and small commercial 

media 

The community media sector, and community radio in particular, is growing in stature and 

importance in the region. In some countries there is some blurring between strictly community 

stations, and small privately owned radio stations that operate on socially responsible 

principles. Audiences for local/community radio stations can be relatively small, but they are 

also intensely loyal, and particularly interested in content that is of local interest. Discussion 

and talk-back or call-in shows on such stations are often very popular, and provide an 

excellent way of stimulating thinking and debate around key social issues.  
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Many community or local stations will also accept and broadcast pre-produced programming, 

or will be open to partnerships in which programming relating to key developmental or social 

issues is produced in cooperation with an NGO or humanitarian organisation.  

Whether or not a community or local station charges outside organisations wishing to 

broadcast specific content, varies from station to station, and this is usually open to 

negotiation. It is important to bear in mind, however, that most small stations struggle to 

survive financially, and so some kind of investment in the station’s sustainability is advisable.  

Slots for public service announcements or advertisements generally have to be paid for.  

4.4  Matching the medium to audience and purpose 

It is important to think carefully about the best medium and outlet to target, depending on the 

desired audience, as well as the aim of the communication. While radio may be the most 

widely-accessible medium in the region, it is important not to forget about newspapers, as 

papers are a good way of reaching the elite – policy-makers, business leaders and decision-

makers in the NGO world. Because mass media often do not have a direct impact, content of 

elite-oriented media can actually have a wide-spread impact over the longer term, as opinion 

leaders ensure that information and opinions contained in elite media gets filtered down to 

other groups, by means of interpersonal interaction.   

It is also important to bear in mind that each type of medium has different characteristics. 

Radio, for example, is immediate and can be used for rapid dissemination of information. It 

can also be very interactive and so can be useful to enable complex issues to be weighed and 

discussed, or clarified, through back-and-forth conversation. A downside of radio is that it is 

fleeting – if something is missed, it is gone. Listeners cannot go back to hear it again – thus 

radio is not suitable if the aim is to convey a lot of very detailed information. On the other 

hand again, radio can be very effectively used to persuade people towards a specific course of 

action – studies have shown that people can be effectively urged to action through personal 

appeals made by radio announcers.  

The visual nature of television gives it great emotional impact. Television can take people to 

places and show them things directly, instead of telling them. Some disadvantages of 

television are potentially very high production costs, and the fact that individual news items 

are generally much shorter than on radio (thus containing less detail). Television is generally 

the medium most strictly controlled by governments.  

Print has the disadvantage of requiring literate audiences. Print media can also be expensive 

for poor people: many people can ill afford to spend money on a newspaper every day, 

whereas once they have a radio, access to content is free. However, print has permanence, 

and can be very useful in providing people with long-lasting reference materials, in order to set 

out complex arguments and statistics, or in order to set the record straight.  

Be innovative: Aside from the standard mass media there is a wide range of publications 
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available, as well as an ever-expanding range of media types. Technological convergence 

means that it is increasingly difficult to differentiate media types from one another. Television 

can be watched over the Internet, radio can be heard on many cell phones, and so forth. Text 

and even multi-media messages can be passed on from cell phone to cell phone. The Internet 

can be used to reach journalists and radio presenters, who then convey information from the 

Web to their audiences. Community media are gaining increasing importance in the form of 

community radio stations as well as a wide range of small locally-produced newspapers. These 

can be utilised to good effect. More traditional forms of communication can also be employed 

very effectively: for example, community-based drama is an example (very effective when 

performances are followed by well-facilitated community discussions or deliberative forums). 

Popular songs could also be used within radio programming to convey messages or initiate 

discussion.  Events in popular culture can be used as a ‘hook’ for gaining media interest in 

serous topics – for example, the release of the film, The Constant Gardener, could be an be 

used as an occasion to focus attention on issues relating to foreign aid and trade. Specialist 

publications could be targeted for human interest or specialist stories that focus attention on 

your issue – and reach specific audiences in surprising ways: for example, a motoring 

magazine might be interested in an article on the difficulties aid agencies face in driving over 

difficult terrain to reach vulnerable communities (how drivers are trained, the best vehicles for 

the job, etc). Games and competitions could also be used as educational tools. 

4.5  General guidelines 

4.5.1  Guidelines for press releases 

Press releases should appear on the organisation’s stationery. They should try to cover all the 

classic questions that journalists are taught to ask in relation to the topic being addressed: 

who, what, when, where, how and why.  

Press releases should be given a suitable, informative heading, and should be written so as to 

immediately grab the reader’s attention. It can be very effective to compose press releases 

according to the so-called ‘inverted triangle’ format – the most important information in the 

initial paragraph/s, tailing down to the least important information lower down (such as 

background about the organisation, and more in-depth details).  

For example, below are two possible opening paragraphs to a press release, issued outlining 

the results of a research survey. The second is likely to have more impact than the first: 

 “The Regional Hunger and Vulnerability Programme has published the results of an 

extensive survey into the impact of food aid on vulnerable communities. The survey 

was carried out in six Southern African countries, involving interviews with over 2000 

respondents in each country. It reveals several problems with respect to traditional 

food aid programmes…”  

 “New research by the Regional Hunger and Vulnerability programme shows that 2 

million people in Southern Africa are still going hungry, despite years of food aid. The 
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research reveals that most food aid sent to the region is not reaching the people most 

in need. When it does reach the most needy, it provides only very temporary relief.  

Provide pithy and interesting quotes within the body of the press release, and attribute them 

to organisational spokespeople. For example: “The regional head of the RHVP says, “we hope 

this report leads to a dramatic change in the way food aid is handled.” 

Standard information about the organisation should be included at the end of the press release 

(such as the organisation’s mission, and key background details). 

Once a press release is distributed (by fax, email or other means), it is important to follow up 

with a phone call to key journalists and editors, to make sure the release has been received 

and that it is noticed. 

It is important to include a release date (and embargo details if applicable), along with the 

name/s of a contact person/people, and associated telephone and email details to enable 

journalists to follow up, if they want further information.   

4.5.2  Guidelines for press conferences 

As mentioned above, press conferences should be held when issues are complex and provide 

detailed explanation as well as interaction to ensure all questions are dealt with; or to 

intentionally dramatise an announcement.  

Press conferences should be held as close to most media organisations’ offices as possible, and 

at times that take into account the deadlines of the key media you wish to appear in. 

At the press conference, take a register of journalists who attend. This will help you track 

which reporters and media outlets are actually interested in your issue, as well as provide you 

with useful contact names and numbers. The register can also be used to identify which media 

should be monitored afterwards, in order to track coverage. 

Press kits should be prepared before-hand and handed out to reporters. These should contain 

hard copies of all statements or speeches to be made at the press conference, as well as any 

useful background information. This should come in the form of press-friendly briefing sheets 

rather than long academic papers. Photographs are also a good idea. It can be a good idea to 

provide a CD or DVD containing photographs, background material, and short audio and video 

clips. However, it is important to investigate before-hand, what technology invited media have 

access to in order to ensure you provide material in the most useful format. This is particularly 

important in a region where there can be wide discrepancies between media organisations in 

terms of access to technology. 

It is a good idea to have two or three speakers, so that journalists can gain a variety of quotes 

and perspectives – but not too many, so that journalists feel their time is being wasted for the 

sake of letting organisational office-bearers feel important. Be sure to allow enough time for 

questions from the floor. 
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It can be a good idea to provide opportunities for media to interview individuals who are 

affected in some way. For example, at a press conference to announce the results of research 

into the number of gun-related deaths, Gun Free South Africa arranged for some people who 

had lost family members to gun violence to be present, to tell their stories. This provided 

powerful emotional content and gave a human face to the statistics presented in the research. 

4.5.3  Guidelines for interviews 

Ahead of any interview, it is important to be sure of the purpose of the interview. If the 

interview was requested by a journalist, it is important to find out the purpose of the interview, 

when and where it will appear, the length (size of story, number of words, time in minutes), 

when and where the interview will be held, and the name of the interviewer.  

For television and radio, it is important to know whether the interview will appear live, or be 

pre-recorded (and probably edited before-hand). 

It is advisable to settle on no more than three key points that you wish to get across during 

any specific interview, and to stick to these. For television and radio news and current affairs, 

answers to questions should generally be short and to the point – around 20 to 40 seconds. 

Answers should definitely never exceed a minute.  

Again, it is very important to prepare key quotes or ‘sound-bites’ that are catchy and effective.  

Language should be kept clear and simple. Steer away from excessively complex arguments, 

and too many facts and figures. Two or three well-chosen statistics can be used very 

effectively, however. It is important, though, to think about the simplest ways of getting 

figures across (for example, say ‘five out of every ten people’, rather than ‘fifty percent of the 

population.’). Similarly, it is a good idea to use descriptive language, and images and 

metaphors that will resonate with the audience. It is always a good idea to provide one or two 

concrete examples to illustrate each key point being made – particularly if the points being 

made are relatively abstract issues of process or policy.  

It is important never to become irritated or aggressive. When faced with a negative question, 

deal with it truthfully, and then go on to emphasise a positive point. During live interviews it is 

generally possible to steer the focus back to one of your pre-determined key points, even if the 

interviewer begins to focus on areas you do not wish to discuss. For example, in response to a 

negative or critical question, you might say: ‘well, our critics do say that, but that is not the 

real issue. The real issue is...”  

Practice and preparation are key. It is a good idea to rehearse with a colleague beforehand, 

and to anticipate possible negative questions and pitfalls. It is also a good idea to have 

someone record all interviews and to listen back to them in order to identify mistakes or areas 

for improvement. 
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5 Practical proposals for RHVP 
activity  

The following suggestions are offered, based on very limited insight and knowledge of the 

RHVP, gained from the existing Communications and Advocacy strategy, the ‘Working paper on 

the advocacy process’, and the Wahenga website. They could possibly be fleshed out and 

developed/changed in a workshop involving relevant RHVP role-players.  

Based on the ‘Working paper on the advocacy process’ it seems that there are many questions 

that need to be answered through research. As research findings emerge, these will serve as 

ongoing sources of new communication objectives and messages.  

While the points below talk in terms of audiences and messages, it is important to bear in mind 

that the media should not be utilised simply to convey information or persuasion from the 

RHVP to ‘target audiences’, in a one-way process. The media can be effectively used in order 

to stimulate debate and discussion, and to gather information and opinions from key 

stakeholders.  

5.1  Decide issues of policy 

Before beginning it is important to develop ground-rules or policy around how communication 

will take place. For example:  

 Who will be designated to speak to the media? 

 What kind of consultation or approval process will be followed in developing key 

messages 

 In some countries journalists expect payment to ensure publication of stories – what is 

the organisation’s policy on this? 

5.2  Determine key objectives 

Based on the existing C&A strategy, the following initial objectives are suggested: 

 Establish awareness of RHVP and its objectives; 

 Create awareness of the problem: that traditional humanitarian responses to hunger 

have not addressed the underlying causes of vulnerability;  
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 Increase the quality and quantity of journalism with respect to issues of hunger and 

vulnerability, and begin to build public ‘literacy’ with respect to these issues; 

 Begin to stimulate and facilitate public debate and deliberation (in the media) around 

the issues of hunger and vulnerability, food aid and its alternatives (such as cash 

transfers); 

 Begin to get the voices, perspectives and concerns of vulnerable groups into the 

media, and thus into debates/deliberations on the issues. 

5.3  Undertake initial research 

It is important to undertake some type of research into existing levels of information and 

knowledge and understanding, and existing attitudes with respect to hunger and vulnerability 

and the issues outlined in the previous section. It is not necessary to undertake scientifically 

rigorous surveys – all that is needed is to gain a broad impression or ‘feel’ of the current 

situation. Here are some suggestions: 

 Monitor media reporting on the issues. This can be done by having a few people (such 

as staff members or partners in each country) keep press cuttings, and monitor radio 

and television over a week or two. It might also be useful to interview a few editors 

about their coverage of the issues. There may be existing research that could be 

accessed. 

 Canvas staff/volunteers/partner organisations for their insights into the state of media 

coverage, as well as information levels and attitudes among key audiences.  

 Hold a few focus groups with groups representing key audience sectors.   

5.4  Identify key audiences and channels to reach 

them 

Looking at the target audiences identified in the C&A Strategy, some suggestions for media 

selections are as follows: 

Civil society organisations (CSOs) and community-based organisations (CBOs): 

Specialist publications (such as agricultural publications, church newsletters), newspapers, 

radio and television. 

Secondary and tertiary education establishments: Educational booklets, comic books, 

student publications. 

Policy makers: Newspapers, op-ed articles, mainstream radio current affairs shows, 

television news and documentaries, research briefs, email and Internet. DSTV channels such 
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as SABC Africa. 

General public: Radio, particularly community radio. Talk or call-in shows on community 

radio and possibly on television. Radio drama could be utilised effectively, as well as 

community theatre – possibly in combination. Educational posters and comic books. 

Practitioners, advocacy based organisations, donors, implementing agencies, 

regional economic bodies:  Internet and email, academic papers, conference presentations, 

research briefs, specialist journals and in-house newsletters, newspapers, and in-depth 

programming on radio and television.   

Bear in mind that the media often does not have a direct influence – and that a lot of the 

media’s impact happens as people discuss media messages with others. In this process, so-

called ‘opinion-leaders’ are of key importance. Opinion leaders in each audience group should 

be identified, and specifically targeted.  

5.5  Plan messages 

The Communication and Advocacy Strategy outlines some key principles that will guide 

communication, but specific messages need to be developed. These will differ, depending on 

the stage that the C&A programme has reached. It is generally a good idea to work out no 

more than three to four key points that you wish to make in any communication with the 

media. These points may be fleshed out in varying degrees of detail, depending on the 

communication objectives, audience and medium used. 

Before some messaging suggestions are provided, it might be useful to bear the following 

points in mind: 

Framing: Framing refers to the perspective from which an issue or problem is viewed. 

Framing is often used in persuasive messages to link an issue with people’s key beliefs or 

values. For example: current advertisements in cinemas frame the buying of pirate DVDs as a 

serious crime. In the US a few years ago, a series of advertisements on TV framed drug use as 

support of terrorists, instead of as a health risk. Instead of saying to teenagers that drugs will 

ruin their health, or that they could be put in jail for using drugs, the message was that if you 

buy drugs, that money goes to fund terrorism.  

It is important to decide how you wish to frame your issue and your arguments, in order to 

ensure it finds resonance with existing values, beliefs and attitudes of your target audiences. 

Symbols and language: Linked to framing, the kind of language you will use will have an 

impact on how your organisation and message is perceived. How formal or informal will you 

be? What symbols and metaphors will you use in your persuasive arguments? What images 

and examples are likely to make most impact. It is important to understand cultural contexts 

and to be sure that messages translate effectively into other languages – an effective image or 

symbol in English, might  be perceived very differently when translated.  
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Quotes and sound bites: Develop several quotes that best capture the essence of the 

message that you are trying to get across, and use these in press releases and interviews. The 

concept of the ‘sound-bite’ is important – a catchy, memorable quote that is likely to be used 

in short radio news bulletins, or even as a between-paragraph filler in print media. It could be 

helpful to develop two or three soundbite quotes of different lengths, suitable for various radio 

or TV news and current affairs formats – one of 5 seconds, one of 10 seconds and one of 30 

seconds.  

5.5.1  Messaging suggestions 

Key messages should be linked directly with the communication objectives. Here are some 

suggestions based on the objectives proposed above:  

Establish awareness of RHVP and its objectives 

 RHVP is a programme run by a network of organisations 

 RHVP’s aim is to gather research on the most effective means of combating chronic 

vulnerability; 

 RHVP is not anti-food aid but believes hunger and vulnerability need to be tackled 

using a wider range of interventions; 

 RHVP aims to help role-players such NGOs, policy makers, and donors to understand 

and tackle the underlying causes of hunger and vulnerability 

 RHVP aims to support the adoption of social protection as a way of tackling chronic 

vulnerability. 

Framing: It is important to position RHVP as a credible source of information, and as non-

threatening to people and organisations who have vested interests in food aid. 

Language: The last point provides an example of the need for clear language. In 

communicating with the general public, it would be important to explain the concept of 

‘social protection’ more specifically. Members of the policy and development community 

might know exactly what is meant, but most journalists and ordinary people would not. 

Even ‘cash transfer’ should be explained with an example or two (eg: “cash transfers, such 

as giving every household a small amount of money each month”) 

Create awareness of the problem: that traditional humanitarian responses to hunger 

have not addressed the underlying causes of vulnerability 

 Despite years of food aid, it continues to be needed year after year; 

 Food aid has helped in many situations, but there are also problems with it; 
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 Food aid can be particularly important in emergencies, to deal with an immediate 

crisis, but it is not a long-term solution to ongoing hunger and vulnerability; 

 There are several shortcomings in the tools that have been used to assess hunger and 

vulnerability and there is a need for more and better information – we need better 

assessment and analysis tools, and better warning systems; 

 X number of people in the country/region will need some form of assistance in the next 

year/ x years, because they are hungry and vulnerable; 

 Social protection plans, such as cash transfers are an option well worth considering;  

 We need ongoing research and discussion to discover and decide on other/better ways 

to combat long-term hunger and vulnerability. 

Framing: It seems clear from existing documents that while the RHVP believes food aid has 

been harmful in some cases, it does not want to be too critical of food aid – at least initially. 

So messages should frame food aid as useful but not enough, and not a long-term solution.  

Messages should frame development, and combating hunger and vulnerability not as a matter 

of providing hand-outs, but of empowering people and providing them with choices.   

Messages and language should talk about vulnerable people not as victims to be helped, but as 

actors. Vulnerable people should be framed as knowledgeable about their own situations, and 

as rational actors who know best what they need and, given choices and resources, are likely 

to use them to improve their lives, in ways that make sense to them.  

Language and sound-bites: When it comes to metaphors, the ‘give a man a fish..’ proverb is 

effective (and effectively used already in existing briefs), but it should be possible to come up 

with other images along similar lines. Plain language is important – existing briefs on the 

Wahenga website already provide good examples.     

Ideas for creating awareness around RHVP and the issues: 

 Since the media tends to pay attention to events rather than issues, hold a media 

launch/launches to introduce the programme in each country; 

 A conference or one-day workshop with high profile guests/speakers is also a good way 

of generating attention. Try to gain initial attention in influential media that tend to set 

the agenda for others, and in regional media; 

 The media tend to rely on official sources for stories and quotes. Try to work with 

sympathetic government officials/ministers and similar figures, to persuade them to 

address the issue in their speeches and public appearances; 

 Hold small media briefings for selected groups of influential journalists – a breakfast or 
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lunch with an interesting speaker can work well; 

 Begin to issue press releases linking your issues to key events and issues already in 

the news. For example, if newspaper headlines report on warnings of looming food 

shortages, send out press releases commenting on the issue and offering RHVP’s 

perspective;  

 Use thematic days to begin to draw attention to RHVP’s concerns. International Human 

Rights Day can be the occasion for raising the issue of rights in relation to food and 

shelter. International Women’s Day can be used to focus attention on the benefits of 

social protection mechanisms as a way of empowering women.  

Increase the quality and quantity of journalism with respect to issues of hunger and 

vulnerability, and begin to build public ‘literacy’ with respect to these issues; 

Here, messages would be directed directly at editors and journalists.  

The first aim would be to persuade editors to give more space/time to coverage of issues 

relating to hunger and vulnerability. This is done indirectly through using some of the 

techniques outlined in Section 4.1 above, in order to gain media attention. It can also be done 

directly, through conversations, emails and short seminars/panel discussions. Messages should 

aim to persuade editors why:  

 Hunger and vulnerability deserve increased coverage, when so much else is competing 

for attention; 

 Hunger and vulnerability are likely to be of interest to their target audiences (along 

with some ideas of how to make these topics interesting). 

A second aim would be to educate journalists so that they can ask more informed questions, 

and write better articles/ produce better reports. This can be done through briefings, seminars 

and workshops, as well as by providing a range of ‘toolkits’ explaining key issues and concepts 

in plain language. 

Begin to stimulate and facilitate public debate and deliberation (in the media) 

around the issues of hunger and vulnerability, food aid and its alternatives (such as 

cash transfers) 

Here the aim is not so much to convey messages from RHVP, as to create the ‘space’ in the 

media for public discussion. There are a number of techniques that could be used to achieve 

this objective: 

 Submit articles to editorial pages of newspapers (again, thematic days and other news 

events provide good ‘hooks’ for gaining attention); 

 Write letters to the editor drawing attention to the issue, in response to news reports; 
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 Call in to discussion programmes on radio and television and raise key issues where 

relevant;  

 Persuade several radio and television stations to hold discussion programmes on the 

issue of hunger and vulnerability and the best way to address these. Try for 

international stations such as BBC World Service, VOA and SABC Africa, as well as one 

or two radio stations in each country;  

 Work with one or two community radio stations in each country to hold a series of 

deliberative discussion/call-in programmes. In this case it would be a good idea to do 

something more structured. Discussion booklets could be produced, outlining the 

problem and possible approaches to tackling it. These can be used to create a more 

productive discussion. Listener groups could be organised to hold related discussions in 

homes or community halls. At the end of the project, a paper could be written, 

reporting on the discussions and on the ideas and issues raised by participants. A press 

conference or launch could be used to gain attention for the report, and to get 

mainstream and elite media to bring ordinary people’s views to the attention of 

decision-makers.  

5.6  Draw up a detailed plan including timelines and 

budgets 

As with any project, it is important to draw up detailed implementation plans, outlining 

objectives, steps for achieving each objective, timelines and budgets, and staff responsibilities.   

Gaining free media publicity and attention is generally much more cost effective than paying 

for advertising or specially-produced educational programming. There is the added advantage 

that non paid-for content has more credibility, as it is perceived to be coming from 

independent sources. There are costs involved in successfully getting free media coverage – 

such as salary costs for media staff, stationery and communications costs for press releases, 

subscriptions to publications, and so forth. Staging of events, such as conferences or seminars, 

can involve fairly large expenses – but they can have large benefits too. In these cases, it is 

important to try and get a ‘multiplier’ effect going – for example, inviting a local celebrity in 

order to attract as many media organisations as possible, or getting on to the front page of a 

major national newspaper, to maximise the chances that other media will pick up the story and 

run with it, as a result.  It is sometimes possible to gain added buy-in and exposure by staging 

an event in cooperation with a key media organisation. For example, Idasa recently held 

several public debates on HIV/AIDS, in collaboration with Fair Lady magazine. Both 

organisations put resources into the event, thus cutting costs for each, and both benefited in 

some way from the association. Extensive coverage in the magazine was guaranteed.  

In general, the costs of securing free media exposure are, much, much lower than the costs of 

producing and paying for advertising or educational programming. Certainly, in the early 

stages of creating awareness and stimulating debate, paid-for content should not be 

necessary. Later on, it might be desirable to produce more tailored media content, but in many 
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instances costs could be reduced by cooperating with existing initiatives – such as Soul City, or 

projects of the Freeplay Foundation.  

Table 2: Relative costs and benefits of possible media activities  

Activity Resources Costs Pros Cons 

Press 
Releases 

Staff, 
communications 
(fax, email,  
internet, telephone 
calls), stationery 

Inexpensive Can use 
frequently, wide 
reach, free 
exposure if used. 

May not be 
noticed, no 
guarantee of 
coverage, or 
content/tone of 
story 

Press 
conferences 

Staff, 
communications, 
venue, stationery, 
catering, printing 

inexpensive Can dramatise an 
announcement 
and interact with 
media 

No guarantee of 
attendance or 
coverage 

Events such 
as 
workshops/ 

conferences 

Training 
workshops 

Staff, facilitation, 
communications, 
venue, catering, 
printing, transport 

Moderately 
expensive to 
expensive 

Can capture 
media attention 
and get 
widespread 
coverage. Can 
educate 
journalists 

No guarantee of 
impact or that 
journalists will 
make use of 
training 

Training 
materials 
and briefs/ 

Toolkits for 
journalists 

Writing, editing, 
printing 

Moderately 
expensive 

Flexibility of use, 
lasting reference 
resource.  

No guarantee 
learning will be 
implemented, or 
journalists will 
read them 

Public 

Service  

Anns. 

(PSAs) 

Writing, production, 
voice talent, sound 
effects, recording 
materials, 
translation, 

distribution, 
airtime. 

Moderately to 
very expensive. 
Can get good 
value for money 
on radio, 
especially 
community radio. 
TV very 
expensive 

Can only convey 
brief, simple 
messages. Need 
high frequency for 
impact.  

Total control over 
message 
content, time 
and frequency of 
broadcast 

Educational 
dramas 

Extensive writing, 
production, voice 
talent, sound 
effects, studio time,  

Translation, 

distribution, 
airtime, pre-and 
post-research 

Extremely 
expensive 

Time-consuming 
and costly. Need 
sophisticated 
undertanding of 
social change 
theories. 

Total control over 
message, 
content, time 
and frequency. 
Can capture a 
loyal audience.  

 

5.7  Evaluate 

It is important to monitor whether communication objectives are being met. This can be done 
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in a variety of ways: 

 Subscribe to a range of media, and monitor available websites of newspapers and 

broadcasters. Keep cuttings or print-outs of articles relating to your key issues, or 

quoting RHVP spokespeople and documentation; 

 Request copies of radio and television interviews and programmes where RHVP is 

covered or represented, or make recordings of these when aware of them ahead of 

time; 

 Hold focus group discussions with listeners of local radio stations, to assess their levels 

of information and attitudes; 

 Commission an organisation such as the Media Monitoring Project to monitor media 

coverage of your issue, or to help you set up your own media monitoring capability. 
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6 Case study examples 

This section presents very brief case-studies, with links to further information where possible.  

6.1  Setting the agenda and getting into the news: 

the Treatment Action Campaign 

The Treatment Action Campaign (TAC) in South Africa has succeeded in becoming one of the 

most widely-known and reported-on social movements in South Africa – both nationally and 

internationally. Key to this is the TAC’s very effective communication and advocacy strategy. 

From the outset, the TAC decided to be available to journalists whenever necessary, in order to 

explain the politics, economics and science related to treatment for HIV/Aids. The TAC has a 

strong grassroots membership network, and makes effective use of community mobilisation 

and organisation of news-worthy events in order to gain attention. For example, the 

organisation from time to time stages large protest marches (most notably at the International 

Aids Conference in Durban in 2000, and at the opening of Parliament in February 2003 – 

involving 15 000- 20 000 people), has engaged in civil disobedience campaigns, and has 

initiated or participated in several court cases. The TAC makes extensive use of posters, T-

shirts, pamphlets and letter writing. It uses its website and email network effectively as a 

means of building and maintaining an international support network. A detailed analysis of the 

TAC and its campaigns can be found at http://www.tac.org.za/Documents/AnalysisOfTAC.pdf. 

The organisation’s website is at www.tac.org.za. While the TAC’s approach might be too 

controversial and confrontational for the RHVP to emulate, there are nevertheless valuable 

lessons to be gained from its skill in gaining media attention and disseminating information on 

complex issues. 

Here is an extract from interviews conducted with the TAC’s Deena Bosch and Nathan Geffen 

in 2001, for an Idasa Democracy Radio programme on Advocacy: 

Deena Bosch : “Since December 1998, TAC’s voice has been consistently heard in the public 

arena. And with treatment that’s new to this country, this is a disease that’s new to the 

country, that it can be treated, and can be treated like a disease like diabetes. To bring that to 

public attention. Then also to do literacy work on how it can happen. To give that kind of 

popular education I think has made it quite a successful campaign. An important thing I think 

with advocacy, lobbying and campaigning is to make it simple so that people understand.” 

The Treatment Action Campaign has used more than one strategy for achieving its aims… 

Nathan Geffen: “Basically TAC’s approach has been multi-pronged. I would say there are three 

core aspects to it. The one is building up support or public mobilisation. In order to do that 

we’ve made use of unions, and as I said before, building up support at the grassroots level. 
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That’s one of the three aspects. The second aspect is legal action. Having a good knowledge of 

the law and building up strong legal cases. Using the threat of legal action more than the 

execution of it in order to get what we need. The third aspect of our programme is research. 

We place a very large emphasis on doing good quality research and distributing it. That helps 

us in a number of respects. It means first of all that people respect us. We didn’t just produce 

nonsense, the press statements and pamphlets we put out are well thought out and properly 

researched. Secondly it means that the media relies on us as a source of information. That’s 

another thing by the way, a fourth aspect. We make a point of always trying to be available to 

the media and trying to answer their questions, no matter how long it requires, no matter 

whether we have to spend hours discussing a particular issue with a journalist. That’s worth it 

because journalists are the key to disseminating accurate information to the public.”  

We know that it’s important to get the attention of the media. But lots of people say this is 

difficult. How did TAC do it?  

Nathan Geffen: “I don’t think that was particularly difficult, because the media from the 

beginning realised the urgency of the HIV/Aids epidemic. I think the way in which we captured 

the media’s attention was by showing that we were well organised, organising many protest, 

many demonstrations. The global march in Durban on 9 July 2000 was a decisive factor in 

bringing TAC to the forefront of the struggle. We mobilised 5 to 6000 people and it was an 

enormous event which was coupled with a conference which was open to everyone, on access 

to medicine. That event and the weeks preceding that event, captured the media’s imagination 

and demonstrated that we were a genuine organisation at the forefront of fighting for the 

rights of people with HIV and Aids.” 

6.2  Edutainment: the Soul City Institute for Health 

and Development Communication 

As outlined in an earlier section, the Soul City Institute for, has for many years run an 

acclaimed educational campaign on health and related social issues, in the form of entertaining 

television and radio dramas, along with educational booklets. Each campaign is constructed 

making use of detailed formative research, and extensive impact assessments are undertaken 

after each series. A paper on Soul City Series 4 is attached as an appendix, and there is 

extensive information available on the Soul City website (www.soulcity.org.za).  

6.3  Educating audiences and building media 

capacity: Idasa, MTC and Health-e 

During 2004-2005, Idasa’s Democracy Radio Unit worked as part of a consortium with the 

news agency, Health-e and the Media Training Centre for Health (MTC), on a project aimed at 

boosting the quality of programming on HIV/Aids produced by community radio stations in 

South Africa. The project was funded by the Open Society Foundation. The aim of the project 

was to provide community stations with a series of 12 ready-made ‘backbone’ programmes on 
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various aspects of HIV/Aids. These would be broadcast by six participating stations, as a pilot 

study. In addition, the stations would be assisted to form working relationships with relevant 

community groups (Iocal NGOs and CBOs, including groups of children). They would listen to 

the programmes along with these groups, and use the backbone programmes as guidelines for 

producing their own programmes on the same theme, using local voices and content. Health-e 

provided background information and lists of key questions to be covered. Idasa then identified 

characters and subjects to interview, and produced a 20-minute backbone programme on each 

of 12 themes. Programmes for each theme were produced in four languages: Afrikaans, 

SeSotho, isiXhosa and isiZulu, making a total of 48 programmes (each language’s programme 

was produced separately – not simply translated). In addition to the programme, Idasa 

produced a one-minute promotional ‘spot’, summarising the programme’s key point and acting 

as a teaser for the main programme.  

The stations were required to broadcast each theme over a four week period. In the first week, 

the teaser went on air. The main backbone programme followed in the second week. In the 

third week they again played the teaser. And the last week of the month they broadcast a 

programme produced locally by them, covering the same issues raised in the backbone 

programme.   

Evaluation was a key part of the project. Baseline studies were done before the programming 

began, and an extensive evaluation was undertaken once all the themes had been covered. 

The evaluation found that the programmes had strong impact among listeners with respect to 

knowledge and understanding and empowerment to act and change behaviour.  All six stations 

increased the number of partner organisations they worked with, and partnerships were 

strengthened. All the health reporters who completed the pilot project benefited in terms of 

HIV/AIDS knowledge and understanding, but to a lesser degree with respect to broadcast and 

production skills.  

HIV/AIDS programming improved at all six stations.    

6.4  Educating journalists: Panos, Idasa, Internews 

6.4.1  Panos I-Witness 

Panos is a London-based organisation focused on media development, and communication for 

development. According to its website, Panos works with journalists and other communicators 

to “ensure that everyone - especially poor and marginalised people - has their voice heard on 

key development issues.” Panos focuses on several themes, including globalisation, HIV/Aids 

and the environment. It provides background briefing papers on these issues for journalists 

and others involved in working with the media. It also provides ready-made audio reports and 

news bulletins through its Interworld Radio news service. Its RELAY project aims to facilitate 

dialogue between academic researchers and journalists. In order to facilitate better reporting 

of Information Society issues in the run-up to, and during, the World Summit on the 

Information Society, Panos set up a website entitled i-witness 

(http://www.panos.org.uk/iwitness/). The site contains reports on the WSIS, toolkits and 



 

  Media Study | Page 42 

 July 2006 | Final 

opinion pieces. More information is available on the Panos website at www.panos.org.uk. 

Panos Southern Africa has offices in Zambia and works to provide platforms for debate around 

development issues in the Southern African sub-region (www.panos.org.zm) 

6.4.2  Idasa: Word on the Street 

Idasa has recently begun a project aimed at improving the extent and quality of reporting on 

municipal issues in South Africa. The project is multi-faceted. It began with a needs 

assessment, involving interviews with municipal officials, media representatives and members 

of civil society in three pilot municipalities. This was followed by 14-day training workshops for 

local journalists in each of the municipalities. Journalists received training on such topics as 

‘understanding how local government works’, ‘reporting on local government budgets’, and 

‘community mapping’. To encourage journalists to implement their learning, a competition was 

held, with prizes for the best radio and print report in each of the municipal areas. In order to 

provide ongoing support to the trained journalists, as well as to anyone reporting on local 

government, a website, called Word on the Street, has been set up 

(www.wordonthestreet.org.za). The site contains toolkits and background briefings on issues 

related to local government, as well as contact details for experts and a glossary of key terms. 

A fortnightly newsletter is distributed via email and fax to journalists and media organisations 

country-wide – each time, dealing with a specific aspect of local government and providing 

story ideas. The newsletters are also made available on the site.   

6.4.3  Internews: "Local Voices" - Reporting on HIV/AIDS 

Internews runs a programme called' "Local Voices", with offices in Kenya and Nigeria. The aim 

of the project is to support local broadcasters in producing excellent news and programming 

relating to HIV/Aids. The  Internews offices in Abuja, Nigeria and Nairobi, Kenya, serve as 

resource centers for local journalists and provide training, on-site support, and modest 

equipment grants to encourage HIV/AIDS coverage. For more detail, see 

http://www.internews.org/regions/africa.htm.   
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7 Recommendations for partner 
organisations 

Simbani: 

Tel:   +27 11 339-6025 

Fax:: +27 11 403-7514 

Email: newsac@amarcafrica.org 

Web: http://simbani.amarc.org 

Regional Chief Editor: Yoro Sangaré  

Editor: Chris Kgadima 

Web, Simbani: (http://simbani.amarc.org)  

 

Community Media for Development 

Community Media For Development/ CMFD Productions provides assistance to communities, 

non-profit radio stations and media organisations to strengthen the use of media for 

development. CMFD aims to provide technical assistance and training, to enable individuals, 

organisations and communities to address social problems through media. CMFD engages in 

training in the following areas: communications, audio production, studio and field recording, 

equipment maintenance, recording and broadcasting techniques, program development, news 

writing and spoken word, photography and web design/ internet training. CMFD also provides 

technical assistance to non-profit organisations, such as assistance in building a media studio. 

Program production is an important part of the organisational activities. This includes 

educational programming on issues such as women’s rights, health, environment, etc. 

Contact: Dan Walter: dan@cmfd.org; Deborah Walter: deb@cmfd.org  

Web: www.cmfd.org  

 

Freeplay Foundation  
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Distributes wind-up and solar-powered radios to poor and vulnerable communities in Africa. It 

works with a range of humanitarian organisations on communication campaigns centred 

around listening groups. 

Web: www.freeplayfoundation.org  

 

Idasa’s All Media Group 

Idasa’s All Media Group (AMG) has expertise in publishing, writing, editing and layout. AMG’s 

Democracy Radio Unit has extensive experience working with community media, and 

community radio stations in particular. The unit is able to produce pre-recorded programming 

and public service announcements for broadcast and distribution, as well as audio-based 

learning tools (such as for use in listener groups). The unit also has extensive experience in 

training community-based journalists in production and research skills. 

Contact: 

Programme Manager: Brett Davidson (brett@idasact.org.za)  

Publishing: Moira Levy (moira@idasact.org.za)  

Radio: Shepi Mati (shepi@idasact.org.za)  

Web: www.idasa.org and www.wordonthestreet.org.za  

 

IPS (news agency focusing on development-related news) 

Tel:  +27 11 482-7530/1/2/4/5/6 

Fax: +27 11 482-7526  

Editor: Jacklynne Hobbs 

Email: jhobbs@ips.org  

 

Media Monitoring Project (MMP) 

South African organisation that monitors media content, and has developed a unique media 

monitoring tool that organisations can use.  
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Contact: William Bird (director) 

22 Art Centre, 4th Avenue, Suite 2 & 4, Parkhurst 2193, South Africa 

Tel:  +27 11 788-1278 

Fax: +27 11 788-1289 

Web:  www.sn.apc.org/mmp  

 

Media Monitoring Project Zimbabwe 

Media Monitoring Project of Zimbabwe is an independent Trust that works to promote 

responsible journalism in Zimbabwe. This is achieved through monitoring and analysis of news 

and current affairs on radio, television and the print media. 

15 Duthie Avenue (Off Sam Nujoma Street) 

Alexandra Park, Harare, Zimbabwe 

Tel /Fax: +263 4 703702 

E-mail:monitors@mmpz.org.zw  

Web: www.mmpz.org.zw 

 

NSJ (Southern African Media Training Trust) 

Trains journalists in Southern Africa on a range of issues 

Contact: John A. Mukela (Executive Director) 

PO Box 4537, Maputo, Mozambique 

Tel:  +258 21 493-400 

Fax: +258 21 490-880 

Cell: +258 82 301-9930 

Email: mukela@nsjtraining.org 
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Web: www.nsjtraining.org  

 

Panos Southern Africa www.panos.org.zm Lusaka (regional centre) 

Panos is an organisation focusing on using media for development, and development of media. 

It has headquarters in London and regional offices. 

Postal Address: 

P.O. Box 39163, Plot 5982, Benakale Road, Northmead, Lusaka, Zambia 

Street Address: 

Leopards Hill Road, Plot 32A, Woodlands, Lusaka, Zambia 

Tel:  +260 1 263258 

Fax: +260 1 261039 

Email: general@panos.org.zm 

Web: www.panos.org.zm  

 

Talent Consortium Tee Vee 

Talent Consortium is a media production house based in Zimbabwe, with experience in 

television productions, commercials, company profiles, public relations and public information 

campaigns, media training, research and consultancy. The company was co-founded in Harare, 

Zimbabwe by Mirriam Patsanza and Bekitemba Hove, both highly experienced audio-visual 

personnel with vast radio and television experience. 

31 Fleetwood Road, Alexandra Park, Harare, Zimbabwe 

Tel:  +263 4 745772 

Fax: +263 4 745773 

 

The Soul City Institute for Health and Development Communication 

Soul City produces educational dramas for radio and television. From time to time they work 
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with like-minded organisations in order to incorporate key social messages.  

Soul City Institute for Health & Development Communication 

P.O Box 1290, Houghton, 2041, South Africa 

Tel:  +27 11 643 5852 

Fax: +27 11 643 6253 

Executive Director: Garth Japhet 

Senior manager, advocacy and education: Shereen Usdin 

Email:soulcity@soulcity.org.za  

Web: www.soulcity.org.za  
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9 List of media organisations 

The following list of media organisations has been obtained from a variety of sources, including 

the media directory of the Media Institute of Southern Africa (MISA: www.misa.org/) for 2004-

2005, a list of media organisations available on the website of the International Journalists’ 

Network (www.ijnet.org), Amarc-Africa (http://africa.amarc.org), and personal lists of 

contacts.  Wherever possible, these have been checked for up-to-date accuracy – and in every 

case where organisations have current websites, these have been checked and the latest 

details obtained from the sites. Where available, email addresses and website URLs have been 

provided. 

9.1  Lesotho 

Catholic Radio FM 

Our Lady of Victories Cathedral 

Catholic Centre 

Maseru 

PO Box 200 Maseru 100, Lesotho 

Tel:  +266 22 32-2714 

Fax: +266 22 32-2714 

 

Joy Radio FM (private radio station) 106.9 FM 

Lesotho Sun Hotel 

Suites :204, 206, and 208 

Private Bag A68, Maseru 100, Lesotho 

Tel:  +266 22 31-0920 

Cell: +266 886-1350, 886-1748 

Fax: +266 22 31-0104/7330 
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The Lesotho Monitor 

Maqalika Dam Area 

Opposite National University of Lesotho Faculty of Agriculture 

PO Box 1287, Maseru 100, Lesotho 

Tel:  +266 22 31-4712 

Fax: +266 22 31-1165 

 

Lesotho News Agency (government owned) 

Lerotholi Street  

Maseru  

Postal address P.O. Box 36, Maseru 100, Lesotho  

Tel:  +266 22 32-5317  

Fax: +266 22 32-6408 

Web: www.lena.gov.ls  

Director: Mr N Thakali 

Editor: Ms V Maraisane 

 

Lesotho Television 

Lerotholi Street, 

Opposite Royal Palace, Maseru, Lesotho  

P.O. Box 552, Maseru 100, Lesotho  
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Moafrika FM (independent radio station) and Moafrika  (weekly newspaper) 

CR Communications 

3rd Floor, Carlton Centre Building 

Maseru 

PO Box 7234, Maseru 100, Lesotho 

Tel:  +266 22 32-1956/1854 

Fax: +266 22 32-1956 

Owner/editor: Candi Ratabane Ramainoane 

Email: moafrika@iles.com 

 

Mopheme – The Survivor (independent weekly) 

Newsshare Foundation 

1st Floor, Allied Building 

Manonyane Centre 

Maseru 

PO Box 14184, Maseru 100, Lesotho 

Tel:  +266 22 31-1670 

Fax: +266 22 31-1670 

Owner/editor: Lawrence Keketso 

Email: lawrence@mophene.co.ls  

Cell:  +266 5879 5394 

 

People’s Choice FM (private radio station) 
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Block F, Level 9, Development House 

Maseru 

PO Box 8800, Maseru 100, Lesotho 

Tel: +266 22 32-2122 

Fax: +266 22 31-0888 

Email: pcfm@pcfm.co.ls 

Web: www.pcfm.co.ls 

Head of News: Miss Falla Lisanyane 

Email: pcfmnews@yahoo.com  

 

Public Eye (weekly) 

Web: www.publiceye.co.ls  

 

Radio Lesotho (state broadcaster) 

Lerotholi Street, 

Opposite Royal Palace, Maseru, Lesotho  

P.O. Box 552, Maseru 100, Lesotho  

Tel :  +266 22 32-3371   

Fax:  +266 22 32-3371   

Web: www.radiolesotho.co.ls  

Head of news: Mr. Mcebisi Tyhali 

Editor Current Affairs: Ms N Mpopo 

 



 

  Media Study | Page 53 

 July 2006 | Final 

Media Institute of Lesotho (MILES), soon to change to Media Institute of Southern Africa 

(MISA) - Lesotho Chapter 

P.O..Box 14130, 

Maseru 100. 

Tel: +266 22 320941 

Fax:+266 22 320941 

e-mail: medinles@leo.co.ls 

www.misa.org 

Director: Thomas Mapesela 

 

Moeletsi oa Basotho (weekly) 

P. O. Box 18, Mazenod 160 

Tel:+266 22 350010 

Fax:+266 22 350465 

e-mail: mzprwrks@lesoff.co.za 

Editor:Tseko Makara 

 

Leselinyana (weekly) 

P.O.Box 7, Morija 190 

Tel:+266 22 360205 

Fax:+266 22 36005 

Editor:Motlatsi Mohlalisi 
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9.2  Malawi 

Blantyre FM 94.7 (Christian station linked to Transworld Radio) 

PO Box 1983, Blantyre, Malawi 

Tel:  +265 1 623365/166 

 

Capital FM (private radio station) 

1st Floor Kapeni House, opposite New Malawi Savings Bank Building, (cnr Victoria Avenue and 

Chilembwe Road), Private Bag 437, Chichiri, Blantyre 3, Malawi 

Tel:  +(265) 1 620858 

Fax: +(265) 1 623382 

Web: www.capitalradiomalawi.com/  

News Hotline: +(265) 1 620498 

E-Mail: stationmanager@capitalradiomalawi.com 

Capital Fm Newsroom 

Tel: +(265) 1 620858 

E-Mail: newsroom@capitalradiomalawi.com 

Programming 

Tel: +(265) 1 620858 

E-Mail: stationmanager@capitalradiomalawi.com 

 

The Chronicle (daily newspaper) 

Private Bag 77. Lilongwe, Malawi 

Tel:  +265 1 756530 
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Email: thechronicle@africa-online.net  

 

The Daily Times (Daily newspaper) 

Private Bag 39, Blantyre, Malawi 

Tel:  +265 1 670115 

 

Dzimwe Community Radio (Community station) 

Private Bag 4, Monkey-bay, Malawi 

Tel:  +265 1 587435 

Fax: +265 1 623630 

Contact: Jean Kingstone 

 

Joy Radio 89.6 FM 

Private Bag 17, Blantyre, Malawi 

Tel:  +265 1 621827 

Fax: +265 1 621616 

E-mail: joyradio@globemalawi.net  

 

Malawi Broadcasting Corporation (MBC) (State run radio: two stations) 

P.O. Box 30133, Chichiri, Blantyre 3, Malawi 

Tel :  +265 1 671222  

Fax:  +265 1 671257 

E-mail : dgmbc@malawi.net  
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Malawi Daily (website) 

www.malawidaily.com  

 

Malawi News (weekly newspaper) 

Private Bag 39, Blantyre, Malawi 

Tel:  +265 1 67-1566 

Email: malawinews@sndp.org.mw 

 

Malawi News Agency (MANA) 

PO Box 28, Blantyre, Malawi 

Tel:  +265 1 634618 

 

MIJ FM (run by Malawi Institute of Journalism) 

P.O. Box 30165, Blantyre 3, Malawi 

Tel :  +265 1 675087 

Fax:  +265 1 675649 

E-mail: mij@eo.wn.apc.org  

 

The Nation (daily newspaper) 

PO Box 30408, Chichiri, Blantyre 3, Malawi 

Tel:  +265 1 67-3611/ 67-3703/ 67-5180/ 67-4419 

Fax: +265 1 67-4343 
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Journalist: George Ntonya recently wrote a feature story on the record of the last 3 presidents 

in fighting poverty. 

Email: nation@nationmalawi.com 

Web: www.nationmalawi.com  

 

Power 101 FM (private radio station) 

P.O. Box 761, Blantyre, Malawi 

Tel:  +265 1 641582 

Fax: +265 1 644 101 

E-mail: fm101@malawi.net  

 

Radio Maria FM (Catholic radio station) 

The General Manager, Radio Maria Malawi, P.O. Box 408, Mangochi, Malawi. 

Tel:  +265 01 594 217/270 

Fax: +265 01 594 552 

E-mail: radiomaria@malawi.net  

Web: www.radiomaria.mw/  

 

Television Malawi (TVM) (State-run television) 

Private Bag 268, Blantyre, Malawi 

Tel : +265 1 675 033 Fax: +265 1 762 627 

E-mail: tvmalawi@sdnp.org.mw  
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9.3  Mozambique 

AIM (state funded news agency) 

Rua da Radio Mozambique 6-6 Andar 

Caixa Postal 986 Maputo, Mozambique  

Tel:  +258 1 313225 

Fax: +258 1 313196 

Director: Gustavo Mavie 

English desk editor: Paul Fauvet 

Email: aim@tvcabo.co.mz 

Email: mozambique-news@geo2.poptel.org.uk  

Web: www.poptel.org.uk/mozambique-news/  

www.sortmoz/aimnews  

 

Demos (private weekly) 

Rua Eng Vasconcelos e Sa, 81, Maputo 

Caixa Postal 2457, Maputo, Mozambique 

Tel:  +258 1 401420 

Fax: +258 1 401420 

Email: semanario-demos@tvcabo.co.mz  

  

Mediafax (daily news sheet distributed by fax) 

Av. Amilcar Cabral, 1049, Maputo, Mozambique 

Caixa Postal 15, Maputo, Mozambique  
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Tel:  +258 1 430106/ 301737 

Fax: +258 1 302402 

Cell: +258 82 317102/ 10 

Email: mediafax@tvcabo.co.mz 

 

Noticias  (main daily, privately owned, with government shareholding) 

Rua Joaquim Lapa, 55, Maputo 

Caixa Postal 327, Maputo, Mozambique 

Tel:  +258 1 320119/ 320120 

Fax: +258 1 320575 

Email: noticias@teledata.mz 

Director: Rogerio Sitoe 

Journalist: Gil Filipe 

 

Radio Maria Mozambique (Catholic radio station) 

Rua da Igreja, 156A, Machava, Maputo, Mozambique 

Tel:  +258 1 750505/ 750116 

Fax: +258 1 750483 

Email: ramamo@virconn.com 

 

Radio Mozambique (state radio, runs 4 channels) 

Rua da Rádio n°2, Maputo, Moçambique, Caixa Postal 2000, Maputo, Mozambique 

Tel:  +258 21 431687/88 
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Fax  +258 21 321816 

Email: newsdesk@zebra.uem.mz 

Radio Cidade (Maputo city station) email: cidadefm@zebra.uem.mz   

 

Radio Terra Verde (radio station linked to opposition party, Renamo) 

Av. Eduardo Mondlane, 2623- 5o Andar no 65, Maputo, Mozambique 

Tel:  +258 1 302083 

Fax: +258 1 302083  

 

RTP Africa (Portuguese public broadcaster) 

Rua Pero de Anaia, 248, Maputo, Mozambique 

Tel:  +258 1 497344/ 497351/ 497343/ 497349 

Fax: +258 1 487347/ 487348 

Email: rtp.a.moc@teledata.mz  

 

Savana (private weekly tabloid) 

Av. Amilcar Cabral 1049, Maputo 

Caixa Postal 73, Maputo, Mozambique 

Tel:  +258 1 430106 

Fax: +258 1 302402 

Email: savana@mediacoop.co.mz 

Editor: Fernando Goncalves 
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Televisao de Mozambique (state-run television) 

Av 25 de Setembro, Nº 154, Maputo 

Caixa Postal 2675, Maputo, Moçambique 

Tel: +258 1 308117/9 

Fax: +2581 308122 

Contacts: 

Editorial: redaccao@tvm.co.mz   

Programme director: mcmassingue@tvm.co.mz   

Director of Production: bande@tvm.co.mz   

Bureaux:    

Nampula: tvmnampula@teledata.mz   

Beira: tvmbeira@teledata.mz   

Quelimane: tvmquelimane@teledata.mz  

Web:  www.tvm.co.mz  

 

Zambeze (Private weekly tabloid) 

Rua Jose Sidumo 64 

Caixa Postal 599, Maputo, Mozambique 

Tel:  +258 1 307345/ 301718 

Fax: +258 1 302019 

Email: zambeze@tvcabo.co.mz  

Director: Salomão Moyana moyana@netcabo.co.mz  

Web: www.zambeze.co.mz/zambeze/  
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Online editor: Lourenço Jossias 

Editorial Coordinator: Nelo Cossa 

Journalist: Rafinaldo Correno da Manha 

 

9.4  Swaziland 

Lubombo Community Radio (private radio station) 

Tel: +268 343 5059 

lubombomultimedia@swazi.net 

 

Swazi Observer (pro-government daily) 

Observer House, West Street, P.O.Box A385, Swazi Plaza, Mbabane, Swaziland 

Tel:  +268 404 9600/1/ 404 9797 

Fax: +268 404 6463/ 404 5503 

Chief Editor: Musa Ndlangamandla 

Cell: +268 623 0416 

Email: chiefeditor@observer.org.sz 

Daily Editor: Sifiso Dhlamini 

Cell: +268 621 6086 

Email: editor@observer.org.sz  

Weekend Editor: Wilton Mamba 

Cell: +268 615 3933 

Email: weekendeditor@observer.org.sz 

News Editor: Ackel Zwane  
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Cell: +268 621 55696 

Email: newseditor@observer.org.sz 

Web: www.observer.org.sz/  

 

Swaziland Broadcasting and Information Service (SBIS – state run radio) 

PO Box 33, Mbabane, Swaziland 

Tel:  +268 404 2760/1/2/3/4/5 

 

Swaziland Television Authority (STVA Television – state run) 

PO Box A146, Mbabane Plaza, Swaziland 

Tel:  +268 404 3036/7 

Fax: +268 404 2438 

Email: swazitv@swazitv.co.sz  

News: news@swazitv.co.sz  

 

Swaziland Today 

PO Box 338, Mbabane, Swaziland 

Tel:  +268 404 2761 

Email: swazitoday@realnet.co.sz 

Web: www.gov.sz  

 

Times of Swaziland (Private daily) 

PO Box 156, Mbabane, Swaziland 
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Tel:  +268 404 1550/ 404 2212 

Fax: +268 404 2438 

Managing Editor: Martin Dlamini  editor@times.co.sz  

News editor: Phepisa Khoza news@times.co.sz 

Sunday Times: Mbongeni Mbingo sundayeditor@times.co.sz  

Swazi News: Thulani Thwala swazinews@times.co.sz  

Web: http://www.times.co.sz/  

 

Transworld Radio (Christian radio station) 

PO Box 64, Manzini, Swaziland 

Tel:  +268 505 2781-5 

Fax: +268 505 5333 

 

The Voice (fortnightly newspaper) 

PO Box 5498, Manzini, Swaziland 

Tel:  +268 505 9590 

9.5  Zambia 

Breeze 99.6 FM (private radio station) 

866 Parirenyatwa Road, P O Box 511178, Chipata, Zambia 

Tel:  +260 6 221175 

Fax: +260 6 221823 

E-mail: breezefm@zamtel.zm 

Managing Director: Mike Daka  
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Radio Journalist: Thandizo Banda 

Radio Journalist: Mirriam Mwale 

Part-time Producers: Mary Kapenda and Daniel Banda 

Web: www.breezefm.com  

 

Business Week 

PO Box 37664, Lusaka, Zambia 

Tel:  +260 95 913338/ 97 810088 

Fax: +260 1 224549 

Email:  bizweek@zamnet.zm 

 

Development Monthly 

PO Box 81, Fringilla, Chisamba, Zambia 

Tel:  +260 1 233939 

Email: gillian@langmead.com  

 

The Post (private newspaper) 

36 Bwinjimfumu Road, Rhodespark, P/Bag E352, Lusaka, Zambia 

Tel:  +260 1 231092/ 226027 

Fax: +260 1 229271 

Email: post@post.co.zm 

Other email contacts: 

Editorial: editorial@post.co.zm  
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Business Post: businesspost@post.co.zm 

Weekend Post: weekendpost@post.co.zm 

Web: www.postzambia.com/  

 

Radio Choice Fm 

FINDECO House, 22nd Floor 

PO Box 35681, Lusaka, Zambia 

Tel:  +260 1 224060/ 224066 

Fax: +260 1 236558 

E-mail: rchoice@microlink.zm  

E-mail: choicenewsroom@yahoo.com  

 

Radio Icengelo 

Plot 5282 Mwandi Crescent, Riverside, Kitwe 

PO Box 20694, Kitwe, Zambia 

Tel:  +260 2 220478/ 229305/ 223772 

Fax: +260 2 229305  

Mobile: +260 96 903497/ 95-753200 

 

Radio Phoenix  

12th floor, ZIMCO House, Lusaka  

Private Bag E702, Lusaka, Zambia 

Tel:  +260 1 226292/ 231798 

Fax: +260 1 226839 



 

  Media Study | Page 67 

 July 2006 | Final 

E-mail: rphoenix@zamnet.zm  

 

Sky-Fm Limited 

PO Box 31165, Lusaka, Zambia 

Tel:  +260 1 295521/ 032 50775  

Fax: +260 1 294640 

E-mail: skyfmbcast@zamtel.zm  

 

Times of Zambia (state-owned newspaper) 

Kabelenga Avenue, P.O. Box 70069 Ndola, Zambia 

Tel:  +260 2 614469/ 617096/ 612865  

Fax: +260 2 614469/ 617096 

Email: times@zamtel.zm 

Web: www.times.co.zm  

 

Yatsani Radio 99.1 FM (Catholic radio station) 

Leopard’s Hill Road, Bauleni Catholic Church, Lusaka 

PO Box 320147, Lusaka, Zambia 

Tel:  +260 1 265842 

Fax: +260 1 261082 

Email: yatsani@coppernet.zim  

Web: www.yatsani.org 

 

Zambia Daily Mail (state-owned newspaper) 
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Longolongo Road, Lusaka 

PO Box 31421, Lusaka, Zambia 

Tel:  +260 1 227793 

Fax: +260 1 227795 

Email: zadama@zamnet.zm  

Web: www.daily-mail.co.zm/ 

 

Zambia News Agency 

The headquarters of the agency is in Lusaka while regional offices are at Kabwe (Central 

Province): Ndola (Copperbelt Province): Mansa (Luapula Province): Kasama (Northern 

Province): Chipata (Eastern Province); Livingstone (Southern Province); Mongu (Western 

Province) and Solwezi (North-Western Province) 

Mass Media Complex, second floor, Alick Nkhata road, Lusaka 

P.O Box 30007, Lusaka, Zambia. 

Tel:  +260 1 251240 (newsroom) 

Fax: +260 1 251631 

Telex: 42130 

E-mail: zana@zamnet.zm  

Editor-In-Chief: (Villie Lombanya) Tel: +260 1 252338 

Principal Editor: (Lewis Mwanangombe) Tel: +260 1 252131 

News Editors: (Rosemary Katamba and Rose Nyanga) Tel: +260 1 251240 

Technical Officer: (Joel Chipungu) Telephone number Tel: +260 1 251931 

Newsroom telephone number Tel: +260 1 251240  

Web: www.zana.gov.zm/  
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Zambia National Broadcasting Corporation (ZNBC) 

The state broadcaster operates one TV channel and three radio services 

Mass Media Complex, Alick Nkhata Road, P.O. Box 50015, Lusaka, Zambia 

Tel: +260 1 251983 (news room) 

Fax: +260 1 251983 

9.6  Zimbabwe 

The Chronicle (government-owned daily based in Bulawayo) 

PO Box 585, Bulawayo, Zimbabwe 

Tel:  +263 9 888871-9 

Fax: +263 9 888884 

Email: editor@chronicle.co.zw  

Web: www.chronicle.co.zw  

 

The Daily  Mirror (private newspaper – also Sunday Mirror) 

Charter House, 70 Samora Machel Avenue, Harare, Zimbabwe 

Tel:  +263 4 725 251/  796 066/  792 154/  726 404/ 725 601 

Fax: +263 4 729607  

Email: webmaster@zimmirror.co.zw 

Web: www.zimmirror.co.zw/index.cfm  

 

The Financial Gazette (private business weekly dealing with regional issues) 

Coal House, Cnr Nelson Mandela Ave/ Leopold Takawira Street 

Harare 
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Zimbabwe 

Tel:  +263 4 781571-9 

Fax: +263 4 781578 

Email: newsroom@fingaz.co.zw  

Web: www.fingaz.co.zw/  

 

The Herald (Government-owned daily) 

PO Box 396, Harare, Zimbabwe 

Tel:  +263 4 790020 

Fax: +263 4 791311 

Email: theherald@zimpapers.co.zw  

Web: www.herald.co.zw/  

 

New Zimbabwe (news website) 

Editor:  

Mduduzi Mathuthu mathuthu@newzimbabwe.com  

Tel:  +44 798 457-0744  

News Desk: 

Email: news@newzimbabwe.com  

Tel:  +44 292 062-8815  

Debate/Letters to the Editor: debate@newzimbabwe.com  

Discussion Forums Lot Mate:   host@newzimbabwe.com 

Web: http://www.newzimbabwe.com 
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The Standard (private weekly) 

Editorial & Admin: 

1 Kwame Nkrumah Ave 

1st Block, 3rd Floor Ernest & Young Building 

Harare 

Bulawayo Regional Office: 

3rd Floor , West Wing Forestry Commission Building 

71 A Fife Street/L Takawira 

Bulawayo 

Tel:  +263 4 773930-8, 755123-4, 75135 

Fax: +263 4 798897  

Web: www.thezimbabwestandard.com/  

 

SW Radio Africa (London-based radio operation, broadcasting into Zimbabwe on AM) 

To leave a message: Tel:  +44  0 20 8387 1441  

Request an interview by phone: +44  0 20 8387 1441 

In Zimbabwe leave a number:  +263 023 275030 

Email:   

News:  

news@swradioafrica.com  

Request and interview: 

phone@swradioafrica.com  
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Respond to program questions:  

views@swradioafrica.com  

Web: www.swradioafrica.com/  

 

VOA Studio 7 for Zimbabwe (radio station based in Washington, DC and operated by 

the Voice of America. 

Studio7 

Voice of America- Africa Division  

330 Independence Avenue SW, Washington, D.C. 20237  , USA 

Listener line:  +1 202 205-8842 (select #11) 

Fax:  +1 202 203-4230 

Email: Studio7@voanews.com   

Web: www.voanews.com/english/africa/zimbabwe/  

 

Voice of the People (independent radio station) 

Radio Voice of the People,  

P.O. Box 5750 Harare, Zimbabwe 

Tel:   +263 4 707123  

Cell : +263 9 191-3560 

Executive Director: John Masuku 

Producer/Presenters: Shorai Kariwa, Thabo Kunene, Maria Nyanyiwa, Martin Chimenya, and 

Davison Mudzingwa  

E-Mail: voxpopzim@yahoo.co.uk  OR voxpop@ecoweb.co.zw  

Web: www.vopradio.co.zw  
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The Zimbabwean (London-based newspaper popular among exiles and in Zim) 

The Zimbabwean, P O Box 248, Hythe, SO45 4WX, United Kingdom 

Tel:  +44 023 80 879 675  

Editor: Wilf Mbanga 

Web: www.thezimbabwean.co.uk/   

 

The Zimbabwe Independent (private business weekly) 

Editorial & Admin: 

1 Kwame Nkrumah Ave, 1st Block, 3rd Floor Ernest & Young Building, Harare 

Bulawayo Regional Office: 

3rd Floor , West Wing Forestry Commission Building, 71 A Fife Street/L Takawira, Bulawayo 

Tel:  +263 4 773930-8/ 755123-4/ 751351 

Fax: +263 4 798897 

Web: www.thezimbabweindependent.com/  

 

ZWNews.COM (Zimbabwe news website) 

Calls itself the world’s leading website on Zimbabwe 

Email: ironhorse@zimnews.net 

Web: www.zwnews.com/  

9.7  General 

African Eye News Service (News agency based in Nelspruit, South Africa, with 

representation in Lesotho, Malawi, Mozambique,  Swaziland, Zambia and Zimbabwe) 
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Tel:   +27 13 755-4118 

Fax:  +27 13 755-4119 

Cell: +27 82 374-0812 

Editor: Justin Arenstein 

Email: editor@africanpress.com 

Web: www.africanpress.com  

 

Africa Woman (magazine) 

Monthly newspaper published in Kenya as result of collaboration of 80 female journalists from 

Ghana, Kenya, Zimbabwe, Uganda, Malawi, Tanzania, Zambia and Nigeria.  

3rd floor, Rm 324, Hurlingham Medicare Plaza, Argwings Kodhek Road, Nairobi, Kenya 

Tel : +254 20 2721429 

Fax: +254 20 2721439 

General Email: info@africawoman.net 

Regional Co-ordinator- Florence Machio: info@africawoman.net 

Editor- Lucy Oriang: loriang@nation.co.ke  

Associate Director- Lesley Riddoch: lesley@feisty.fm 

Web: www.africawoman.net/  

 

IPS (News agency) 

Media Mill, 7 Quince Rd, Milpark 2092, Johannesburg 

P.O. Box 1062, Auckland Park, 2006 

Tel:  +27 11 482-7530/1/2/4/5/6 

Fax: +27 11 482-7526  
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Editor: Jacklynne Hobbs 

Email: jhobbs@ips.org  

Web: www.ipsnews.net/africa/index.asp  

 

IRIN News: (UN news agency) 

Nairobi Tel:  +254 20 762-2147 

Geneva Tel: +41 22 917-1135 

Johannesburg text service: info@irinnews.org (Obi or Kanya) 

Email: irin@ocha.unon.org  

Web: (www.irinnews.org) 

 

Simbani News Agency (community radio agency linked to Amarc-Africa) 

9th Floor Braamfontein Centre, 23 Jorissen Street, Bramfontein, Johannesburg, South Africa 

Postal Address: Suite 22, Private Bag X42, Braamfontein 2017, Johannesburg, South Africa 

Tel:  +27 11 339-6025 

Fax: +27 11 403-7514 

Email: newsac@amarcafrica.org 

Web: http://simbani.amarc.org 

Regional Chief Editor: Yoro Sangaré  

Editor: Chris Kgadima 

Web: http://simbani.amarc.org 

 

Transworld Radio (Christian Radio Station) 
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Broadcasts in a range of African countries and in a range of languages, with head office in 

South Africa. 

San Croy Business Park , Die Agora Road, Croydon 

Trans World Radio-Africa, P.O. Box 4232, Kempton Park, 1620, South Africa 

Tel:  +27 11 974 2885 

Fax: +27 11 974 9960  

SMS/Cell: +27 72 6414475 

Web:  www.twrafrica.org/  
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Appendix: Soul City 4 - case study 
of a media campaign 

Brett Davidson 

The aim of this paper is to provide a discussion of a media campaign that involves specific 

kinds of influence, as a case study to illustrate the application of communication theory in the 

field of audience studies, media effects, persuasion and social change. The campaign in this 

instance is Soul City 4 – a series of educational dramas on radio and television, aired in South 

Africa from mid-1999 to mid-2000. The series is studied by means of secondary sources such 

as evaluation studies and background material, obtained from the Web site of the organisation 

behind the campaign: the Soul City Institute for Health and Development Communication. 

Additional material on the campaign was obtained from the Web site of the US-based 

development communication portal, The Communication Initiative. In this paper, a short 

discussion of relevant theories of media effects and behaviour change processes, is followed by 

a description of key elements of the Soul City 4 campaign. Finally, the campaign is discussed 

and analysed with reference to the Soul City evaluation reports, and conclusions are drawn 

about the campaign in the light of key communication theories.   

There are several theories of social and behaviour change which have a bearing on the 

campaign analysed in this paper. Firstly, it is necessary to look broadly at theories of media 

effects in general, and secondly it is important to examine more closely, some specific theories 

of behaviour change. These two sets of theories are important, as it is through use of the 

media that many campaigns seek to achieve their social impact or effects. Although there are 

many links and correspondences between the two types of theories, it is worth separating 

them in this discussion, for the purposes of clarity. 

Media effects 

Early theories of media effects ascribed to the media a powerful and all-encompassing 

influence. These theories, known as the “silver-bullet” or “magic-bullet” theories, posit that 

media messages have direct and powerful effects on the individual audience members (Perse 

2001; McQuail and Windahl 1981).  

These theories of powerful media effects soon came under a range of criticism, however. This 

included criticism of the narrow, laboratory-based experiments which led to observations of 
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powerful media effects, as well as observations that factors such as social groups and social 

context played a significant role in moderating the effects of media messages (Perse 2001, p. 

17; Gauntlett 1998). Researchers also began to think of the audience as active in selecting 

messages, and interpreting them in ways that often ran counter to the intended meanings 

(Perse 2001a).  The Uses and Gratifications theory, for example, emphasises that audience 

members use media in order to achieve their own, specific gratifications – and that these may 

or may not fit with the intent of the message creators (McQuail & Windahl 1981; Carlsson 

1997). 

More recently, however, theories of media effects have once again begun to return to models 

ascribing more power to the media. An example is the cumulative effects model, which asserts 

that the “ubiquitous nature of certain media content…overrides any potential of the audience to 

limit exposure to certain messages” (Perse 2001a, p.42). 

Other theories concede that the media do have the power to influence audience members, but 

that this influence does not necessarily occur directly. Such theories suggest that there may be 

a two- or multiple-step process by which the media influence opinion-leaders, who in turn 

influence those around them (McQuail and Windahl 1981) 

In addition, media are believed to have kinds of effects that were not considered under the 

early all-powerful models, or the later ‘limited effects’ perspectives. One example is the 

concept of agenda setting. In a nutshell, this theory suggests that the media “may not be 

successful much of the time in telling people what to think, but it is stunningly successful in 

telling its readers [or viewers and listeners] what to think about” (Cohen in Severin and 

Tankard 1992a, p. 209). Severin and Tankard (1992a) cite a range of experiments and 

research projects which confirm the agenda setting hypothesis in a range of settings. 

Theories of behaviour change 

Psychologists, sociologists and communications theorists are among the scholars who have 

devoted a good deal of attention to the study of persuasive communication and the process of 

behaviour change. As a result there are a great number of theories and approaches which have 

a bearing on this field, but it is necessary here to select a few which have specific bearing on 

the case under discussion.  

Although the ultimate aim of many media campaigns is the achievement of behaviour change, 

the literature on behaviour change acknowledges that there are three core elements of 

individuals and audiences that need to be taken into account: cognitive processes, affective 

processes, and behaviour. Cognitive processes refer to the rational aspect of knowledge 
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acquisition – learning of facts and the acquisition of information. Affective processes refer to 

the emotional element. The key concept here, used first in a scientific study in 1918 (Severin 

and Tankard 1992), is that of attitude. This refers to “an enduring system of positive or 

negative evaluations, emotional feelings and pro or con action tendencies with respect to a 

social object” (Krech, et al in Severin and Tankard 1992, p.148).  

Combining these elements, a number of theories of behaviour change are based on the so-

called KAP model (Soul City 2001). KAP stands for knowledge, attitude, practice (behaviour). 

The assumption is that in achieving behaviour change, it is first necessary to provide 

knowledge, which will lead to attitude change, which in turn will translate into behaviour. 

Researchers and workers in the field of social change have discovered, however, that this 

process is by no means guaranteed. Cognition does not necessarily influence attitude, and 

attitude change by no means guarantees behavioural change (Severin and Tankard 1992). 

A key example of this became apparent in the study of the effectiveness of fear-based appeals. 

It was discovered that messages illustrating the negative consequences of specific behaviour 

(such as smoking, or not brushing one’s teeth) did not necessarily cause those exposed to the 

messages to change their behaviour – even in the presence of positive attitudes and intentions 

with respect to the desired behaviour (Severin and Tankard 1992, p.159). Based on the 

findings of other researchers, Rogers developed what is known as the protection motivation 

theory. This states that there are three key elements in the operation of a fear appeal: a) the 

degree of noxiousness of a depicted event, b) the probability that the event will occur and c) 

the degree to which the protective response will prove effective. If audiences do not believe 

the depicted event is really as bad as is depicted, or they feel the event is unlikely to occur, 

they will not be swayed. In addition, even if they do perceive the depicted event as ‘noxious’ 

enough and believe it is likely to occur, they may not be convinced that the suggested 

response will fend off the negative consequence of their behaviour (Severin and Tankard 1992, 

p.159). 

Another theory which seeks to explain the complex interaction of attitude and behaviour is the 

theory of reasoned action, developed by Fishbein. This states that “a person’s intention to 

perform a given behavior is a function of (1) the person’s attitude toward performing that 

behavior and (2) the person’s perception of the norms governing that behavior and the 

individual’s motivation to comply with those norms” (Severin and Tankard 1992, p.169). This 

model introduces the important element of the social context in which audience members find 

themselves, in moderating and influencing possible behaviour change. 

When it comes to the role of social context, it is important to take note of Rogers’ theory on 
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the Diffusion of Innovations (Rogers 1983). This theory places people into categories according 

to their readiness to adopt innovations. According to this theory, it is important for 

communicators to win over influential community members fairly early on in a campaign (but 

not too early, for fear that these members come to be seen as out of touch with community 

norms). These influential community members then act as change agents: because they 

already occupy positions of high status and influence, they are able to persuade the large 

majority of community members to adopt the desired behaviour.  

Two other theories of behaviour change must be mentioned, as they are explicitly taken into 

account by the campaign under discussion. Bandura (1986) emphasises the importance of a 

sense of ‘self efficacy’ in the process of behaviour change. This refers to an individual’s belief 

that he or she is capable of taking the action required to deal with a specific situation. Finally, 

the ‘Stages of Change’ model describes five steps in the process of behaviour change: “pre-

contemplation, contemplation, decision/determination, action and maintenance” (Soul City 

2001, p.18) It is important to note that change is seen here as an iterative process, and that 

the stages are not necessarily achieved in a linear progression.  

The campaign 

The Soul City 4 campaign was the fourth campaign in the ongoing Soul City series, which as a 

whole seeks to bring about change in the field of health and development in South Africa, 

through the use of edutainment – educational entertainment. The Soul City 4 campaign dealt 

with the following topics: 

 Violence against women (domestic violence and sexual harassment) 

 Aids (including youth sexuality and date rape). 

 Small business development and personal savings 

 Hypertension 

In terms of these topics, Soul City 4 sought to:  

“…decrease individual barriers to change and to empower people to make healthy choices by: 

 incresasing awareness 

 increasing accurate knowledge and access to information 

 shifting beliefs/attitudes towards those that would sustain healthy behaviour 
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 increasing self-efficacy 

 increasing attention to change behaviour and to take individual action 

 increasing interpersonal dialogue and debate at a personal level (within social 

networks) 

 shifting social norms towards those that would sustain healthy behaviour 

 increasing support-giving behaviour 

 increasing positive/healthy intermediate behaviour (i.e. support-seeking behaviour) 

 increasing positive/healthy action and actual behaviour change”. (Soul City 2001, p. 

19) 

Creative strategy 

The Soul City creative strategy as a whole is based on the model of ‘edutainment’. This is 

defined as a combination of education and entertainment. The campaign takes the form of a 

soap-opera-like television drama series, set in a fictional South African township5 named Soul 

City. The characters in Soul City deal with various situations that allow them to confront 

problems and solutions connected to the social and health-related topics highlighted above. 

The characters in the television drama also appear in radio dramas, newspaper cartoon strips, 

and information booklets. Tufte (2000) quotes an extract from one of the television episodes: 

“Matlakala is home late and her family is already sitting at the dinner table having finished the 

meal. Thabang, her husband, yells at her and tells the children to go to their room. Then he 

loses his temper and starts beating her up. She breaks down, battered and unhappy. What is 

she to do?” (Tufte 2000, p.1) 

The Soul City dramas are scripted around the recognition that the problems and issues the 

campaign is dealing with are complex ones, without easy solutions. Through the various 

characters, the dramas seek to reflect the kinds of moral dilemmas and doubts that confront 

ordinary people in many everyday situations. However, in addition to being ‘realistic’, the 

creators of the dramas also wish to offer positive solutions to the problems and dilemmas they 

present. The dramas thus adopt a rather melodramatic style where each episode usually has a 

happy ending.  

                                           

5 A township is the term for a residential area which was reserved for black South Africans under apartheid. Most 
urban black South Africans still live in townships such as Soweto, near Johannesburg. 
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Soul City’s creators wished to do more than simply use words to persuade and inform. They 

wished to model the desired norms and behaviour, and drama was eminently suitable for this 

purpose. Dramas also enabled them to present characters in interaction with others – thus the 

persuasive message was not directed at individuals alone, but at people within their social 

contexts. 

Media strategy 

The Soul City 4 campaign ran during 1999/2000. It consisted of a 13-part prime time 

television drama, a 45 part radio drama in 9 languages, and three full colour information 

booklets (one million of each distributed nationally). 

The media strategy was based on the fact that at the time, 65 percent of South Africans had 

access to television, 45 percent to newspapers and 95 percent to radio. The emotive and visual 

power of television was thus supplemented by the reach and imaginative power of radio. Radio 

also allowed the use of multiple languages, since the South African Broadcasting Corporation 

operates a range of channels, serving each of the country’s 11 official languages.  

The television and radio channels chosen were those with the desired target audiences – 

primarily African and coloured6 South Africans. The use of multiple media was also decided 

upon, in order to achieve a high degree of media saturation and maximise the chance of 

reaching the desired audience. 

While the series was on air, it consistently rated among the three most popular television 

programmes for both adult and child audiences. According to the Soul City 4 evaluation, the 

series reached 79% of its target audience, including the rural segment – considered 

particularly difficult to reach. This translates into an audience of more than 16.2 million South 

Africans, youth and adults (Soul City 2001). 

Figures for Soul City 4’s media spend were not obtained, but the campaign’s total annual 

budget is R100 million – or about US$10 million. The organisation estimates that its cost per 

person reached by television is R0.44 ($0.04), and by radio and print is R0.05 ($0.005) (Soul 

City 2003).  

The timing of the media campaign is also worthy of mention. In December 1998 Parliament 

passed a ground-breaking Domestic Violence Act. The series was timed to coincide with the 

implementation of that legislation six months later. When the implementation date was 

                                           

6 “Coloured” is used in South Africa to refer to people of mixed race. 
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postponed at short notice, the Soul City 4 manager insisted the series go ahead. Because of 

Soul City’s close interaction with government, and its widespread publicity, this served as a 

spur to implementation of the law, which eventually occurred a month after the series had 

begun (Tufte 2000).  

Research strategy 

The Soul City campaign has been extensively researched, and according to the organisation’s 

Web site, the campaign has been subject to five separate independent evaluations. A base-line 

study was conducted prior to the start of the Soul City 4 campaign, which also benefited from 

the insights gleaned from evaluations of the previous three series. The series was also subject 

to an extensive post campaign evaluation conducted by a range of independent organisations 

and researchers, along with an international advisory panel. Use was made of multiple 

methodologies, and special emphasis was given to integration of the evaluation with behaviour 

change and health education theory (Soul City 2001). The results of the evaluation and all 

summary reports were posted for public access on the Soul City Web site. This was 

supplemented by a secondary dissemination strategy, whereby researchers and Soul City 

managers published a series of articles in various peer reviewed academic journals. 

Analysis 

The Soul City 4 campaign is a particularly useful one for use as a case study, as it illustrates a 

campaign conducted very deliberately in close interaction with behaviour change and health 

education theory. The Soul City evaluation documents make frequent mention of prominent 

theories such as Fishbein’s theory of reasoned action, Rogers’ protection motivation theory and 

others. 

Aware of the limitations of the knowledge-attitude-behaviour model, the campaign managers 

consciously aimed to build a campaign that shifted away from individual behaviour change 

towards an interpersonal and social approach. Thus, the aim was to shift social norms for 

example, which in turn would make it easier for individuals to change attitudes and crucially, 

behaviour. This approach also resonates well with the collectivist ethic that runs through much 

of African culture – illustrated by what is known as ‘ubuntu’ – a word which describes the belief 

and attitude that ‘a person is only a person through other people.’ 

In the same vein, aware that knowledge does not necessarily lead to behaviour change, Soul 

City aimed to close what they call the ‘power gap’ as well as the ‘knowledge gap.’ This 

increased target audience members’ perceived and actual efficacy. Soul City aimed to shift the 

‘power gap’ through an advocacy component. In addition to the edutainment dramas, this 
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involved a deliberate process of community mobilisation, media advocacy, and engagement 

with Parliament and government departments. It is apparent in this context that the Soul City 

planners were aware of, and made use of, theories of agenda setting – as evidenced by this 

passage from the evaluation report: “Advocacy focuses on helping communities to access 

media, thereby putting their issues on the national agenda, and shaping public debate” (Soul 

City 2001, p.10). 

It seems that this approach has borne fruit. According to the Soul City 4 evaluation, the series 

was indeed successful in meeting the majority of its objectives. These include: increasing 

knowledge and awareness of violence against women, improvement in personal attitudes and 

beliefs around domestic violence and maintenance of positive attitudes with regard to 

HIV/AIDS and youth sexuality, and shifting social norms toward ones that sustain healthy 

behaviour. 

As a whole, the entire Soul City endeavour has been remarkably successful as a source of 

information on HIV/AIDS. According to the project’s Web site, researchers found that Soul City 

was spontaneously quoted as the leading source of information on HIV/Aids (Soul City 2003). 

An interesting element of the Soul City evaluation research is the extent to which observable 

impacts can be directly attributed to one intervention or campaign. This is often very difficult 

to show, as audience members are not placed into a strict laboratory-based experimental 

situation, and are subject to a multitude of messages, campaigns and influences. An argument 

can be made that the population surveyed could have been influenced by any number of 

events that occurred simultaneously with the Soul City 4 series. However, many of the Soul 

City evaluation sections report that survey respondents spontaneously mentioned Soul City as 

the source of their knowledge. In addition to this, there is the behaviour of pot-banging. In one 

Soul City episode, women gathered at the house of a wife-basher and banged their pots in 

protest, and to publicly shame him. Following this, a number of actual pot-banging incidents 

were recorded in townships in South Africa – something that was not known in South Africa 

previously, and can be attributed directly to Soul City. 

Theoretical observations that media may be more effective in maintaining or reinforcing 

attitudes and behaviour than in changing them, seem to be borne out by the Soul City 

experience. The evaluators note that “exposure to Soul City 4 is demonstrably associated with 

maintaining positive behaviour more so than with changing domestic violence and AIDS 

behaviour”  (Soul City 2001, p.27).  

Conclusion 
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The Soul City 4 campaign illustrates and illuminates many of the theoretical debates around 

media effects, persuasion, and behaviour change. It is an exemplary campaign for social 

change, as is illustrated by the evaluation, which reports strong impacts on a number of fronts. 

The success of Soul City is further illustrated by the fact that the organisation is viewed as a 

world leader, and discussed extensively in the social change field. For example, it is 

consistently featured prominently on the influential development communication Web site, The 

Communication Initiative. Soul City has also been requested to advise countries such as New 

Zealand, Surinam, Columbia, India and Vietnam, on setting up their own campaigns using the 

same methodology (Soul City 2003). 

At the same time, Soul City is an illustration of the limits of media as a vehicle for social 

change. While the campaign has reached a very high proportion of its target audience and has 

achieved measurable results in terms of behavioural intention; reinforcing positive norms, 

attitudes and behaviour; and in informing audience members, it has not been as successful in 

achieving behavioural and even attitudinal change.  

However, the Soul City evaluators speculate that the observation of significant change in 

behaviour and attitudes may well require far longer than the nine months that elapsed 

between the end of Soul City 4 and the evaluation research. Cumulative models of media 

effects theorise that the media may indeed be powerful when certain types of media content 

become ubiquitous, and it may take fairly long periods of time for this to take effect (Perse 

2001a). An example is the significant changes in personal attitudes, social norms and 

behaviour with respect to smoking that have taken place in the United States as media 

messages and campaigns combined with various forms of social action and advocacy in a slow-

building snowball effect over several decades.  
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