
™talk about it

hile the aim of the awareness
campaign was to spark a national

conversation, this alone cannot influence
behaviour or attitudes. Children and
parents require skills and tools to engage
constructively with their attitudes and
behaviour. In order to capitalise upon and
sustain the awareness generated by the
media campaign, loveLife has initiated a
print and broadcast media programme
that aims to inform adolescents about a
range of issues. 

The use of popular and entertaining  media 
as a means of influencing health-seeking
behaviour, knowledge and attitudes is well
founded in international experiences.
Sometimes called the ‘edutainment’ or
‘enter-educate’ approach, educational or
awareness content is placed in enter-
taining formats and messages to increase
knowledge about an issue, to create
favourable attitudes, and change overt
behaviour. 

Following along these lines, loveLife has 
striven to create programming that is
entertaining and attractive, yet provides
an opportunity for information commu-
nication. Importantly, these media and
resources need to be appealing to youth
and thus draw on popular youth culture.
Key vehicles for the spread of informa-
tion have been activities such as sports,
broadcast media such as talk radio, panel
discussions on television, road shows, and
print media such as booklets and news-
paper supplements. 

Yfm, one of the most popular youth
stations, airs Cross Fire every Thursday
from 19:30 to 20:30. Rude Boy Paul, a
popular youth icon, uses a magazine style
format with special guests and invites
listeners to call in. RAMS figures indi-
cate that over 184 000 listeners hear the
show, representing an increase from late
last year of 141 000. The station is largely
youth orientated and over 50% of its
audience is between 16 and 24 years. 

5fm, another popular youth station, has
over 98 000 listeners, peaking at 250 000.
Its audience is composed of 59% male
and 41% female listeners, of whom 42%
are between the ages of 16 and 24. 5fm
broadcasts love bytes, short 30-second
inserts throughout the day that present
issues such as masturbation, HIV, preg-
nancy and sex. Currently the inserts have
been taken off air, as these were deemed
too explicit for the teenage audience. 

Thand’ impilo is broadcast for 15 minutes
on Ukhozi fm on Fridays at 16:30, to a
largely Zulu speaking audience in Kwa-
Zulu-Natal. Ukhozi’s audience base is
equally split between males (46%) and
females (54%) and 28% of its audience is
between the ages of 16 and 24. RAMS
indicate a slight increase in audience sizes
from October-November 1999 (3 529 000)
to May/June 2000 (3 950 000).

In addition, programmes have been broad-
cast on Radio Good Hope, as well as Radio
Motsweleding. 
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summaries of monitoring and evaluation

loveLife has produced a number of resource
materials for adolescents and parents.
These aim to provide information to clarify
misunderstandings about sexual health
issues and to empower youth and parents
to talk about difficult issues. Since
September, loveLife has produced the
following booklets and information
leaflets:

Tellll Me More is a magazine style publi-
cation that deals with a comprehensive
range of youth issues and topics in a
glossy format. The booklet features a
wide range of topics around reproduc-
tive health.

Two assessments were undertaken. In the
first, a postal survey of callers to the call
centre, readers (N=150) were asked to
compare the booklet to other similar
publications – Lovers’ straight talk and
Community Radio Magazine. Tell Me More
scored far lower on average than these
publications. The main criticisms were
that the magazine did not provide enough
information, the pictures were not clear
enough and were too embarrassing to
share with parents.

In contrast an assessment using focus
group discussions with adolescents
(N=10) conducted by Advocacy Initiatives
produced far more positive results.
Respondents were asked to assess the
booklet. Most felt that the booklet was
useful as it ‘speaks of issues we grapple
with every day’, and that the format and
language (English) were acceptable. They
also identified talking to their parents
using the booklet as problematic, and felt
that a letters column could facilitate

inter-generational conversations about
sexuality issues. 

Codii is a booklet aimed at parents of
young children (under 12 years) to provide
skills in answering questions and talking
to children about difficult issues. A total
of 745 letters were received from adults
(75%) and children (25%). Most requests
were for booklets to assist parents in
talking to their children, while from the
6 to 12-year-old audience came requests
for booklets and to talk to Codi. Some of
the requests were for Codi to address
particular issues such as violence and
love, and some children simply wrote in
to say Hello to Codi and Dub (the two
main characters of the programme). 

S'camto PRINT, a monthly broadsheet
magazine, is distributed free with the
Sunday Times. To date five editions have
been produced and distributed. S'camto
PRINT has not been formally evaluated.
However, in the first 2 months over 30
letters were written to the editor, and
over 70 letters to the advice column. In
addition, competitions are regularly held
for readers to win prizes. The response
to these has been phenomenal, with over
1 400 written entries in one edition and
6 000 calls to the competition lines.

love Facts are attractive glossy A5 infor-
mation and advice booklets dealing with
the following topics: 

• Condoms
• Termination of Pregnancy
• Physical and Emotional Development
• HIV and AIDS
• Contraception (including condoms)
• Emergency Contraception

The booklets have not yet been subjected
to an evaluation. 
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Love Them Ennouggh to Talk About Sex
This booklet formed part of loveLife's
parent campaign and was distributed free
with the Sunday Times. Content provides
practical information for parents about
answering difficult questions raised by
children.

The Impenndiinngg Catastrrophe is a resource
book reviewing the HIV epidemic and
its significance for the South African
economy, society and family. 

Love Them Ennouggh to Talk About Sex 
A review of the international experiences
of implementing adolescent sexuality and
media-based programmes. It explores the
relationship between adolescent sexual
behaviour and media programmes and
concludes that an open and frank approach
to adolescent sexuality will have a positive
impact on adolescent sexual behaviour.

These publications have not yet been
assessed.

Codii is the most watched children's tele-
vision show with a daily viewership of
about 4 million broadcast weekdays on
SABC 2. loveLife has created Codii Loud
annd Clearr as a weekly 2-minute insert
dealing with a wide range of children's
issues, including HIV/AIDS, with the aim
of encouraging parents to talk to their
children about them. 

The programme was evaluated by KLA
to assess recall and hear suggestions
regarding format and content among its
target audience (7 to 10 year olds). Four
children (2 males, 2 females) attended
focus group discussions selected from
populations in Thohoyandou (former
homeland area in Northern Province) and
Gauteng. 

28

Figure 15: Detail from the design of the love Facts series
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Recall of specific issues was good with
regard to HIV and AIDS. Of particular
interest were a number of respondents
who mentioned condoms as a means to
protect against AIDS. In addition respond-
ents recalled the messages concerning
rape and children's rights with respect
to their bodies. Other issues such as
drug abuse, physical abuse and violence
enjoyed recall. 

The main criticism of the programme
expressed by respondents was that
it was too short. Most seriously, the
programme had limited recall among
female respondents and boys expressed
concern for the potential negative con-
sequences of talking to their parents
about these issues.

JiikaJiika literally means to ‘go around’ and
is often used to describe the behaviour
of young people who are restless and
searching for entertainment. The JikaJika
TV show adopted the style of a fun and

frank panel discussion, often provocative
and earning both praise and criticism in
the popular press.

While the programme has not been for-
mally evaluated, it is clear that it created
a significant response. Figures obtained
from the Youth line call centre indicate a
significant increase in callers following the
broadcast of the JikaJika show. 

S’camto I (S’camto II @ Large is cur-
rently being broadcast) is a road show,
following the journeys of 16 young people
who travel the country talking to other
children about sex and sexuality issues. 

The programme is broadcast on e TV, a
relatively new public access station that
has a small footprint and hence lower
ratings overall (in comparison to the
national broadcaster, SABC). It is also
broadcast at the same time as (and thus
competes with) the popular The Bold and
the Beautiful soap opera. 

Figure 16: Scenes from S’camto I and II
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An evaluation of S’camto I was conducted
by the research company Kaufman,
Levine and Associates (KLA). The objec-
tives were to evaluate both content and
format and to thus determine the effec-
tiveness of the programme as a means of
encouraging open discussion on sexual and
other difficult topics. Eight focus group
discussions were held during July 2000. 

Youth tended to be too embarrassed to 
view the show with their parents. However,
a few (coloured females) mothers reported
that they watched the programme with
their daughters. No respondents reported
that their fathers watched the programme. 

S’camto was seen to be both entertaining
as well as credible and ‘truthful’ – largely
because of the realism and honesty in the
stories it portrayed. S’camto was also
inclusive in terms of culture and race and
language, although the music styles were
not broadly representative. 

S’camto was seen to create an increased 
sense of confidence and responsibility. It
also explored the topics of: protecting
oneself and one’s partner, forced sex,
decision making, challenging myths, preg-
nancy, condoms, contraception, rape, STIs,
HIV/AIDS, abortion and peer pressure. 

In addition to these learned outcomes,
the broader objective of encouraging
discourse about sex was partially met –
S’camto created an atmosphere in which
usually taboo subjects could be discussed. 

The Internet: loveLife
,
s websites

loveLife launched two websites:
www.lovelife.org.za and
www.scamto.lovelife.org.za 
The loveLife site provides access to all
loveLife publications, news and announce-
ments. It also provides users with an oppor-
tunity to feed back opinions regarding
loveLife and the campaign. The S’camto
site keeps up to date with the television
programme as well as with information
and facts raised in S’camto.

Both websites are monitored. The data
demonstrates a definite increase in visits
over the seven month period. An average
of 1 074.8 unique users visit lovelife.org.za
and 524.2 visit scamto.lovelife.org.za
per month. It should be noted that at
present only approximately 3% of South
African house-holds have Internet access,
but loveLife is committed to technology
promotion and includes Internet cafes in
all Y-centres.
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Television, radio, websites and printed
material have all been utilised by loveLife
to increase access to sexual health infor-
mation. Adolescents are intensely curious
about sexuality and are exposed to a
multitude of messages through the print
and electronic media. loveLife has pro-
duced programming that attracts and
sustains adolescent interest, and at the
same time imparts relevant and inform-
ative messages. A central criticism of the
information campaign is the difficulty that
parents and children experience in sharing
these resources. As was noted with many

of the programmes, the explicit nature of
the content may embarrass parents and
children and act as a barrier to using the
resources together. On the other hand, the
appealing and youthful style of the exe-
cutions feed into a sub-culture that is
distinctly youthful and may also alienate
parents. Given the deeply entrenched
cultural perspectives on talking about
sex it may not be possible to communicate
across generations with the same medium.
The parallel parent campaign launched in
October 2000 is designed to address this
problem by motivating parents to initiate
discussion about sex and HIV/AIDS with
their children.

Figure 17: The look of the loveLife websites
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Table 5: loveLife website usage, April 2000-October 2000.

CONCLUSIONSCONCLUSIONS

summaries of monitoring and evaluation


