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About loveLife 

loveLife promotes healthy, HIV-free living among South African teenagers. Organised under the 

auspices of the loveLife Trust, loveLife combines a sustained high-powered multi-media 

campaign with nationwide community-level outreach and support programmes for youth. 

ƭƻǾŜ[ƛŦŜΩǎ programmes are implemented by a national youth volunteer service corps known as 

groundBREAKERS in partnership with more than 800 community-based non-government 

organisations, schools and government clinics across South Africa. Major funding for loveLife is 

provided by the South African Government and the Henry J. Kaiser Family Foundation. 

Additional support is provided by Barloworld, the Bill and Melinda Gates Foundation, BMW, 

Cellsmart Technologies, Change Wright Consulting, DED (German Development Service), Dewey 

& Le Boeuf, IBM, Independent Newspapers, Jumpstart, Mondi,  Murray & Roberts, Rapport, the 

South African Broadcasting Corporation, South African Institute for Entrepreneurship, Southern 

Sun, Ster-Kinekor and the Vodacom Foundation. 

For information visit www.lovelife.org.za or call 0800 121 900. 
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Message from the CEO 
 

loveLife approached 2008 (our ninth year of implementation) with the same energy 

ŀƴŘ ΨƳŀƪŜ ƛǘ ƘŀǇǇŜƴΩ ŀǘǘƛǘǳŘŜ ǘhat we have become known for.We kicked off the 

year  by launching a new and exciting communication campaign intended to mobilise young South 

Africans to take control of their future, by identifying and seizing opportunities, which we call: ΨMake 

YOUR aƻǾŜΩ. There is strong consensus that loveLife has been a pioneer over the past ten years, 

operating at the confluence of HIV prevention and youth development in South Africa. Thus, after 

challenging South Africans for almost a decade to be aware off- and to deal with issues around sex 

and HIV/Aids ōȅ ŜƴŎƻǳǊŀƎƛƴƎ ǘƘŜƳ ǘƻ Ψ¢ŀƭƪ ŀōƻǳǘ ƛǘΩΣ ƛƴ нллу ǿŜ ŘŜŎƛŘŜŘ it was time to encourage 

and support young people to take control of their future. By identifying and seizing opportunities no 

matter how small.  You will also notice that our logo changed during 2008 to reflect our new call to 

action: 

 

loveLife Logo 1999-2007 loveLife Logo 2008- 

 
 

 

Our new approach recognises that most young South Africans know about HIV and Aids and how to 

avoid being infected, but further progress in reducing the incidence of HIV infection among young 

people is constrained by their response to pressures in their circumstances, as well as the tension 

between their dreams and aspirations and the perception of limited possibilities in the future.  This 

shift in focus came at a time when HIV rates among young people seemed to have turned the corner 

and prevalence rates for youth seemed to be declining. A significant decline in HIV prevalence rates 

among youth was confirmed by the South African National HIV Prevalence, Incidence, Behaviour and 

Communication Survey for 2008 conducted by the Human Sciences Research Council (HSRC), which 

was released in 2009.  The study found that HIV prevalence has decreased among youth from 10.3% 

in 2005 to 8.6% in 2008.  It also found that loveLife improved its reach during 2005 to 2008 and that, 

despite our focus on youth specifically, we have high reach in general.  According to the HSRC report, 

we have the highest reach to young people (15-24 years of age) (79.1%) of all the national 

communication programmes.We are, of course, encouraged and energised by these findings and are 

confident that our strategy is making a difference.   

Another exciting activity in 2008 was the launch of our goGogetter Programme in partnership with 

the Bill & Melinda Gates Foundation. This programme aims to illustrate an ideal-type HIV prevention 

strategy for teenage Orphans and Vulnerable Children (OVC) who after already being affected by the 

disease, run an increased risk of now being infected by it. Through this programme we mobilise and 

support about 500 grandmothers (goGogetters) to provide support to children around five key areas 

affecting their life chances. During 2008 we also launched MYMsta, ǘƘŜ ǿƻǊƭŘΩǎ ŦƛǊǎǘ Ƴƻbile-based 

social network dedicated to the empowerment of young people and the prevention of HIV. MYMsta 

is critical not only in providing young people with new links to opportunity but also in creating a 
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platform for interactive communication with and between them.  Another highlight of the year was 

to again be listed on the Top Brands Survey, this year running as the seventh most popular brand! 

I am very pleased to have taken on the role of Chief Executive Officer (CEO) from 1 April 2009.   Dr. 

David Harrison stepped down in March after nine years in this position.  It is with much sadness that 

we said goodbye to such a dynamic and dedicated leader, but we are looking forward to seeing his 

next venture unfold:  Dr. Harrison is in the process of establishing a leadership-with-opportunity 

programme for our ex-groundBREAKERS and Mpintshis to capitalise on the incredible youth talent 

that loveLife has discovered in marginalised communities across South Africa.   

This report includes a progress update on loveLifŜΩǎ ǇǊƻƎǊŀƳƳŜǎΣ ŀŎǘƛǾƛǘƛŜǎ ŀƴŘ ƛƳǇƭŜƳŜƴǘŀǘƛƻƴ ƛƴ 

2008.   It also includes a brief review of the current situation in terms of the epidemic in South Africa 

featuring the prevalence, incidence, and identification of priorities for behaviour change strategies, 

based on the most up to date HIV statistics.  You will find that despite the current economy, loveLife 

continues to expand its presence in South Africa and to create close working relations with other 

organisations and corporations to ensure we are delivering the most comprehensive national HIV 

programme for youth in the country.   

Lastly, we would like to sincerely thank all of our partners for your continued support. Without your 

help none of this would be possible. 

 

Sincerely, 

 

 

Grace Matlhape 

Chief Executive Officer, loveLife 
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 HIV and AIDS: An update on the South African 

Situation and Suggested Approaches for Behaviour Change 
Strategies  

Excerpts from the National and Operational Plan for HIV Prevention 2009 - 2013  

 

The HIV epidemic in South Africa has peaked, and rates of new infection have started to come down 

ς at least among younger people.  But these declines are still far too small.  There are still about half 

a million new infections a year.  The burden of HIV is massive: the death rate among young adults 

has more than doubled in the past decade and nearly two million children and teenagers have been 

orphaned.  Although more and more people have access to anti-retroviral treatment (ART), the costs 

are climbing steadily and it will be difficult to sustain the ART programme unless we can substantially 

reduce the rate of new infection.  If we can prevent 50% of new infections, we will save over R5-

billion over the next five years and R20- billion over the next decade.  Apart from economic cost, the 

damage to families affected by HIV/Aids is immeasurable, with long-term effects on the wellbeing of 

South African society.  For these reasons, preventing new HIV infection is a national priority.     

 

Based on data from three national random probability sample surveys of the entire population and 

annual sentinel surveillance of women attending public antenatal clinics, we can say that the: 

 Proportion of infections (prevalence) among children < 2yrs has decreased, but about 30000 

infections still occur every year through mother-to-child transmission; 

 Prevalence of HIV has peaked at about 11% in the general population, but has yet to show any 

significant declines overall; 

 Prevalence of HIV among 15 to 24 year olds has declined significantly over the past three 

years to 8.7%, while the rate of new HIV infection among teenagers has halved since 2002; 

 Spike of new infection still occurs in 18 to 21-year-old women (>2% p.a) and men in their early 

twenties (>1.5%); 

 High rates of new infection (>1.5%) are sustained beyond the age of thirty; 

 Prevalence of HIV is highest among marginalized people in transition, mainly those living in 

informal settlements on the edges of towns and urbanizing areas of rural districts. Here, the 

prevalence among people > 2yrs of age (20.6%) is double that in other geographical areas.   

 Prevalence of HIV is high among defined groups who are most-at-risk, including prisoners in 

correctional services, men who have sex with men, and commercial sex workers;  

 Risk of HIV is higher among the growing number of orphaned teenagers, and in high transition 

areas like development nodes and transport corridors.  

 

Based on the data from four national random probability sample surveys, we can say that there is:  

 A sustained increase in condom use across all age groups, but most marked among young 

people (nearly two thirds of people > 15 yrs and over 80% of sexually active 15 to 24 years 

olds report condom use at last sex); 

 No change in median age of first sexual intercourse (by 17 yrs, 50% have had sex); 
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 No change in the frequency of partner change, with the possible exception of men over fifty 

(30% of 15-24 yr old men and 15 % of 25-49 yr old men have >1 sexual partner per year).  

 No change in patterns of age-disparate sex (a quarter of 15-19 yr old women have a sexual 

partner five years older or more). 

From nationally representative surveys, we know that: 

 There has been a marked increase in the proportion of people 15 years and older who have 

tested for HIV and who know their status (half the adult population has now tested for HIV, 

compared with less than a third in 2005); 

 Men still lag behind women (28.7% of women say they have been tested in the past year 

and know their status, compared to 13% of men). This probably reflects the fact that women 

of reproductive age attend health services more often than men do. 

 

The full extent of behaviour change programmes is difficult to gauge, because national surveys do 

not capture the wide range of activities by local organisations.  However, is clear that: 

 Government communication about HIV/AIDS is still inadequate (with only half the 

population knowing about Khomanani); 

 Awareness of other national HIV prevention programmes like loveLife is high among young 

people (6 to 25 year olds), but lower among people over 25 years of age (Figure 2); 

 Community-level engagement is still inadequate, so that too few people get to participate in 

sustained face-to-face programmes (Figure 2) 

 There is too little focus on reaching most-at-risk groups.   

 

Figure 1: Estimated coverage gaps for HIV prevention media 

 

 
 
 
 
 
 
 
 
 
 
 

Figure 2: Estimated participation in interpersonal HIV prevention services  
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What Behaviour Change Strategies Should Focus On: 
 
At this stage in the epidemic in South Africa, the three main objectives of behaviour change 

programmes should be to: 

 Increase condom use, especially among younger women and all people older than thirty years 

of age; 

 Reduce the frequency of partner change and number of sexual partners among men and 

women in all age groups; 

 Reduce the number of young women who have partners more than five years older than they 

are. Although an age-differential between men and women is not unusual, economic 

inequalities in South Africa tend to worsen this age gap and increase HIV transmission.  

 
.ŜƘŀǾƛƻǳǊ ŎƘŀƴƎŜ ǇǊƻƎǊŀƳƳŜǎ ǎƘƻǳƭŘ Ŧƻƭƭƻǿ ŀ ΨǘǊŀƧŜŎǘƻǊȅ ƻŦ ƭƛŦŜΩ ŀǇǇǊƻŀŎƘ ŀƛƳŜŘ ŀǘ όƛύ ǇǊŜǾŜƴǘƛƴƎ 
the burst of new infection in late adolescence and young adulthood; and (ii) addressing those factors 
that make the rate of new infection among older people resistant to change.   
 

To be effective, behaviour change programmes need to combine media communication with face-

to-face programmes aimed at different age groups and levels of society. They need to reach enough 

people in an intensive and sustained way.  

 

Table 1:  Key Content Areas for Age-differentiated bBehavioural Programmes 

Age 

group 
Focus Content Activities 

6 - 11 

yrs 

 Increase 
knowledge 

 Shape norms 

 Healthy living & harm 
avoidance; healthy sexuality; 
reducing HIV, pregnancy and 
STI risks; knowledge of 
status 

 ΨtǊŜ-ŎƻƳƳƛǘƳŜƴǘΩ ǘƻ 
instrumental values (i.e 
those that protect against 
HIV infection)  

 Lifeskills programmes in schools; 

 Social support clubs/networks in and 
out-of-school (not peer education) 

 Mass media 
 

12-17 

yrs 

 Increase 
knowledge and 
risk perception 
 

 Shape norms 
and attitudes 
 

 Shape ability to 
respond to life 
circumstances 

 

 Encourage 
health-seeking 
behaviour 

 Adolescent sexuality; risk 
behaviour (inconsistent 
condom use, multiple 
concurrent partnerships and 
age - disparate sex) and 
associated factors (coercion 
and gender violence); 
reducing HIV, pregnancy and 
STI risks; knowledge of 
status 

 Pre-commitments to 
instrumental values 

 Build personal initiative, 
ability to safely navigate 
day-to-day pressures and 
expectations, and create 
new linkages to social 

 Mass media 

 Life skills programmes in schools 
(educator led) 

 Alcohol and drug prevention 

 Development of social networks (virtual 
and face-to-face) 

 Youth - leadership in social networks (in-
school/out-of-school) 

 Sustained links to sports & other 
recreational activities, and to information 
for personal growth & development 

 Youth friendly services with good referral 
from schools; tollfree helplines 
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Age 

group 
Focus Content Activities 

support, information and 
opportunities 

 Knowledge of when to seek 
health care & expectations 
of health services 

18-29 

yrs 

 Reduce risk 
tolerance 

 Promote safest 
reproduction 

 Prevention for 
positives 

 Parenting  

 New linkages to social 
support, information and 
opportunities; develop 
social intolerance of 
multiple, concurrent 
partners & gender violence 

 Alcohol & harm reduction 

  Knowledge of HIV status; 
promote condom use in 
pregnancy 

 Condom use; intolerance of 
MCP; knowledge of TB 
screening & expectations of 
good health care 

  tǊƻƳƻǘƛƻƴ ƻŦ ΨǇǊŜ-
ŎƻƳƳƛǘƳŜƴǘǎΩΤ ƻǇŜƴƴŜǎǎ 
about sexuality with 
children; knowledge of 
resources for support 

 Development of social networks (virtual 
and face-to-face) & other forms of 
connection 

 Programmes specific to institutions of 
higher learning 

 Use of mass media (daytime TV and 
radio) 

 Expanded information service at 
antenatal clinics & testing facilities 
(linked to youth friendly services) 

 Use social networks of PLWHA; expanded 
information services at ARV treatment 
clinics; expanded information services 
through home-based care & support 
(esp. for partners & others in homes); toll 
free helpline 

 Mass media ; community level dialogues; 
ŎƻƳƳǳƴƛǘȅ ΨŎŜƭƭΩ ƭŜǾŜƭ ŎƻƴǾŜǊǎŀǘƛƻƴǎΤ 
ǇŀǊŜƴǘǎΩ ǘƻƭƭ free helpline 

30 yrs + 

 Parenting 

 Prevention for 
positives 
 
 
 
 
 

 Risk reduction 
in long-term 
relationships 

 tǊƻƳƻǘƛƻƴ ƻŦ ΨǇǊŜ-
ŎƻƳƳƛǘƳŜƴǘǎΩΤ ƻǇŜƴƴŜǎǎ 
about sexuality with 
children; knowledge of 
resources for support 

 Condom use; intolerance of 
MCP; knowledge of TB 
screening & expectations of 
good health care 

 Condom use, regular 
knowledge of HIV status, 
intolerance of MCP 

 Mass media ; community level dialogues; 
ŎƻƳƳǳƴƛǘȅ ΨŎŜƭƭΩ ƭŜǾŜƭ ŎƻƴǾŜǊǎŀǘƛƻƴǎΤ 
ǇŀǊŜƴǘǎΩ ǘƻƭƭ free helpline 

 Use social networks of PLWHA; expanded 
information services at ARV treatment 
clinics; expanded information services 
through home-based care & support 
(esp. for partners & others in homes); toll 
free helpline 

 Mass media ; community level dialogues; 
ŎƻƳƳǳƴƛǘȅ ΨŎŜƭƭΩ ƭŜǾŜƭ ŎƻƴǾŜǊǎŀǘƛƻƴǎ 
(linked to parenting initiatives) 

 
For groups known to be most-at-risk (prisoners, commercial sex workers, people presenting with 

STIs and men who have sex with men), the main aim should be to reduce transmission of the virus 

by increasing condom use.  In addition to establish most-at-risk groups, there are emerging high-risk 

groups that could result in new bursts of HIV infection in the future, namely: 

 Orphaned teenagers (who have higher odds of HIV).  A concerted programme will keep them at 

school, prevent physical and sexual abuse, and ensure access to social security and food.   

 People living in new transport corridors and near areas of mining expansion and other industrial 

developments. The private sector involved in new economic developments such as the N2 

highway through the Eastern Cape and other transport corridors will be approached to ensure 

high-intensity HIV prevention in these areas. 
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Media programmes should aim to achieve at least 85% coverage (knowledge of HIV prevention 

programmes).  Among 15ς49 year olds, this target has been reached, but there is still insufficient 

coverage among ǇŜƻǇƭŜ җрл ȅŜŀǊǎΦ Inter-personal programmes implemented within communities 

should aim to achieve 67% face-to-face coverage for 6ς24 year olds, and 33% for those older than 25 

years of age by 2013. The reason for the lower targets among older people is that there have been 

relatively few HIV prevention programmes directed at them and coverage to date is very low (<10%).  

Informal settlements constitute the priority for targeting of programmes for the general population.  

The aim should be to achieve highest coverage (>80% face-to-face) in these areas through clinics, 

schools and non-government organisations. 

 

Behavioural strategies should recognise that, while anyone may contract HIV through risky 

behaviour, social and economic transition and marginalisation predispose certain group to risk-

taking behaviour (Figure 3).  Although we do not fully understand why people living in informal 

settlements are more accepting of risk, behavioural economic theory suggests that a sense of 

ƛƳƳŜŘƛŀǘŜ ŀƴŘ ǊŜŀƭ Ǉƻǎǎƛōƛƭƛǘȅ ŦƻǊ ǇŜǊǎƻƴŀƭ ƎǊƻǿǘƘ ŀƴŘ ŘŜǾŜƭƻǇƳŜƴǘ ǊŜŘǳŎŜǎ ǇŜƻǇƭŜΩǎ ǘƻƭŜǊŀƴŎŜ ƻŦ 

risk.  A social theory of risk (cultural theory) argues that risk tolerance is shaped by limited choices 

and a lack of social cohesion.  This suggests that, at this stage of the epidemic, sexual behaviour may 

ōŜ ƭŜǎǎ ǊŜǎǇƻƴǎƛǾŜ ǘƻ ΨƳŜǎǎŀƎƛƴƎΩ ǘƘŀƴ ǘƻ ƭƛŦŜ ŎƛǊŎǳƳǎǘŀƴŎŜΦ LŦ ǘƘŀǘ ƛǎ ǘƘŜ ŎŀǎŜΣ ǘƘŜ ŘƻƳƛƴŀƴǘ 

strategies for HIV prevention should be those that build a sense of real and immediate possibility, 

while strengthening systems of support so that young people (in particular) feel included.  For the 

same reasons, alcohol abuse is very prevalent in marginalised communities and it makes people 

tolerate risk even more.  Reducing alcohol abuse through the types of behaviour change 

programmes described above, is a critical strategy for HIV prevention in South Africa. 

 

Figure 3: Factors Predisposing to Risk-taking Behaviour 
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2008 Communication 
Rationale 

The MakeYourMove (MYM) communication campaign was launched in March 2008 in order to 

encourage behaviour change and ultimately prevent the spread of HIV among young people.  Its 

strength lies in the fact that is goes beyond the promotion of healthy sexuality to trying to change 

their sense of day-to-day opportunity.      

 

The new approach recognises that most young South Africans know about HIV/Aids and how to 

avoid being infected, but further progress in reducing the prevalence among young people is 

constrained by their perception of limited opportunity.  MYM intends to mobilise young South 

Africans to take control of their future, by identifying and seizing opportunities - no matter how 

small.  Young people have got the message about HIV/Aids. What impedes further progress is not 

their response to the message, but their response to their circumstances.  Young people whose life 

choices are constrained and who constantly feel isolated are at much higher risk of HIV infection. 

MYM aims to help them make decisions that will enhance their prospects day-by-day and help 

protect their future.  

 

¢ƘŜ ŎƘŀƴƎŜ ƛƴ ƭƻǾŜ[ƛŦŜΩǎ ŀǇǇǊƻŀŎƘ ǿŀǎ ƛƴŦƻǊƳŜŘ ōȅ ǘƘŜ ŦŀŎǘ ǘƘŀǘ IL± ƛƴŦŜŎǘƛƻƴ ŀƴŘ ǘŜŜƴ ǇǊŜƎƴŀƴŎȅ 

are lower among in-school youth than among same-age out-of-school youth of the same age.  

Among those who are sexually active, learners are more likely to use condoms and other forms of 

contraception.  School drop-out and school-leaving is the time of greatest risk.  Out-of-school youth 

face a new set of economic pressures and social expectations.  These include family demands that 

they contribute to household income; the need for physical protection and support; and personal 

affirmation at a time of psychological transition.  With two-fifths of 18-24 year olds living in poverty 

and two-thirds of those under 35 unemployed, prospects of achievement seem, for most, bleak for 

the foreseeable future. Often, avoiding HIV and later illness is less pressing than day-to-day 

concerns.    

 

MYM cultivates a look-for-opportunity mindset, encouraging young people to think outside the 

limits of their immediate environment, promoting personal initiative, motivation and responsibility, 

building their ability to navigate day-to-day pressures and expectations, and linking them to 

information about new prospects for further education, personal development, careers and jobs.  

 
In 2007 we defined the identity of thŜ ΨƭƻǾŜ[ƛŦŜ DŜƴŜǊŀǘƛƻƴΩŀǎ: 

 Future-focused 

 Gender-equal  

 Committed to social change  

 Entrepreneurial 

 Body-wise 

 

In 2008 we aimed to create a strong sense of opportunity through MYM.   We must cultivate the 

perception that change is possible, but that it requires small actions every day by every young 
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person ς actions that will help them achieve their goals, are within their power, and enable them to 

stay free of HIV.  

 

Figure 4:  MYM: Creating a Sense of Oppertunity 

WHAT BUILDS YOUR SENSE OF 
OPPORTUNITY? 

The loveLife 
IDENTITY 

ACTION 

Being motivated  

 Keep seeing possibilities 
Ambitious 

 Yƴƻǿ ǿƘŜǊŜ ȅƻǳΩǊŜ ƎƻƛƴƎΦ 

 Look for opportunity ς ŘƻƴΩǘ Ƨǳǎǘ ǿŀƛǘ ŦƻǊ it. 

Being in control of your own life 

 Seize opportunity  

 Make decisions 

Power to 
Decide 

 Find adventure in life: play sports, debate and challenge, 
think creatively. 

 Design your own label ς ŘƻƴΩǘ ŀŎŎŜǇǘ ōŜƛƴƎ ƭŀōŜƭƭŜŘ ƛƴ 
negative ǘŜǊƳǎ όƭƛƪŜ Ψŀǘ ǊƛǎƪΣ ƳŀǊginalised, unemployed, 
ƭƻǎǘ ƎŜƴŜǊŀǘƛƻƴΩύΦ 5ŜŎƛŘŜ Ƙƻǿ you want to be defined. 

 Deal with the day-to-Řŀȅ ǇǊŜǎǎǳǊŜǎ ŀƴŘ ƻǘƘŜǊ ǇŜƻǇƭŜΩǎ 
expectations that could damage your future. 

Making deliberate decisions  

 5ƻƴΩǘ Ƨǳǎǘ Ǝƻ ǿƛǘƘ ǘƘŜ Ŧƭƻǿ   

 Each decision, no matter how 
small, must take you forward 

5ƻƴΩǘ ²ant 
HIV 

 Plan your life ς as best you can;set goals; look at ways of 
achieving your goals, identify and find ways to avoid risk. 

 Know where you stand with HIV. 

 

Young people who feel that they can really be someone are less likely to put themselves at risk for 

HIV.  They have a sense of personal opportunity and possibility-that they can make choices for 

themselves and be part of the mainstream of society.   

ƭƻǾŜ[ƛŦŜΩǎ Ǝƻŀƭ ƛǎ ǘƻ ƘŜƭǇ ȅƻǳƴƎ ǇŜƻǇƭŜ ōǳƛƭŘ ǘƘŜƛǊ ǎŜƴǎŜ of opportunity by: 

 Motivating individuals to be the very best that can be; 

 Trying to change social pressures and expectations that make people feel ǘƘŜȅ ŎŀƴΩǘ ǊŜŀƭƭȅ 
succeed; 

 Helping create pathways for young people so that they are better able to find and seize 
opportunities ς every day. 
 

In 2008 we therefore asked youth the following questions through both media and face-to-face 

platforms: 

1. Who do you want to be?   

Where are you going in life? In terms of you, your family, your career, your commitment to your 

ŎƻƳƳǳƴƛǘȅΣ ǘƘŜ ƭŜŀŘŜǊǎƘƛǇ ǊƻƭŜǎ ȅƻǳΩŘ ƭƛƪŜ ǘƻ ǇƭŀȅΦ 

2. Who are you today?  

 Are you ambitious?   

 Do you have the power to decide? 

 IŀǾŜ ȅƻǳ ŘŜŎƛŘŜŘ ȅƻǳ ŘƻƴΩǘ ǿŀƴǘ IL±Κ 

3. ²ƘŀǘΩǎ ǎǘƻǇǇƛƴƎ ȅƻǳ ŦǊƻƳ ōŜƛƴƎ ǘƘŜ ǇŜǊǎƻƴ ȅƻǳ ǿŀƴǘ ǘƻ ōŜΚ 

 Are you short-changing yourselŦΣ ōȅ ǘƘƛƴƪƛƴƎ ǘƘŀǘ ȅƻǳ ŎŀƴΩǘ ǊŜŀƭƭȅ ŀŎƘƛŜǾŜ ǘƘƛƴƎǎ ƛƴ ƭƛŦŜΚ 

 Are you letting others decide who you can be, by giving in to their expectations and beliefs? 

 Are the day-to-day struggles for money, food and safety too overwhelming? 
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An Integrated Approach 
 

loveLife is a comprehensive national-scale HIV prevention campaign focused specifically on young 

South Africans.  It was launched in late 1999 as a joint initiative of leading South African non-

government organisations and the South African government, in partnership with several private 

foundations and with substantial South African private sector support. 

ƭƻǾŜ[ƛŦŜΩǎ ŎƻƳǇǊŜƘŜƴǎƛǾŜ ǎǘǊŀǘŜƎȅ ǿŀǎ ŘŜǎƛƎƴŜŘ ǘƻ ŀŘŘǊŜǎǎ ǘƘŜ ǎǇŜŎƛŦƛŎǎ ƻŦ ǘƘŜ ŜǇƛŘŜƳƛŎ ƛƴ {ƻǳǘƘ 

Africa, its resources and infrastructure as well as the socio-cultural context.  Our goal is to 

substantially reduce the rate of new infection in young people, in order to help reduce the overall 

prevalence of HIV in South Africa.  Given that a large proportion of the South African society is 

young, we specifically seek to achieve sustained engagement with the generations of young people 

growing up in post-apartheid South Africa who are exposed to greater benefits and opportunities 

than their parents, but still face many of the socio-economic legacies of apartheid (such as poverty, 

unemployment and a lack of social and economic opportunities).    

loveLife focuses on the primary factors driving the HIV epidemic which are as much entrenched in 

the norms and structure of South African society as they are in the rationality of individual decision-

making.  Sexual coercion, gender inequality and avoidance of family discussion about sex and 

sexuality are primary predictors of high risk behaviour-including age of first sex, condom use and 

number of sexual partners. Compounding these social determinants are inequality, poverty and low 

education.1,2,3   These are the factors, requiring fundamental change in individual behaviour and 

societal response, that loveLife seeks to address through its combination of media and community-

level service and outreach programs for young people.  

In tackling these drivers, loveLife explicitly recognises the need for a comprehensive approach that 

simultaneously focuses on individual, social and structural determinants of HIV infection.   loveLife 

has four main objectives, namely to: 

1. Get South Africa talking about HIV and its underlying sexual dynamics. 

2. Inspire in young people a sense of purpose, belonging and identity with an HIV-free future. 

3. Enable young people to understand the risk of HIV, decide that risk is not worth taking, and 

equip them with skills to avoid the risk. 

4. 9ƳōŜŘ ƭƻǾŜ[ƛŦŜΩǎ ŎƻƳƳǳƴƛŎŀǘƛƻƴ ƛƴ ƛƴǎǘƛǘǳǘƛƻƴŀƭ ǊŜǎǇƻƴǎŜǎ ǘƻ ȅƻǳƴƎ ǇŜƻǇƭŜ όƛƴŎƭǳŘƛƴƎ ȅƻǳǘƘ 

development and leadership, educational & sports development, and access to appropriate 

health servise.   

 

                                                           
1 Africa Strategic Research Corporation (2001). (National probability sample survey of 2204 12-17 yr olds, Johannesburg). Commissioned 
by the Henry J. Kaiser Family Foundation (USA). 
2 loveLife (2001).  (Hot Prospects, Cold Facts: Portrait of Young South Africa)  Kauffman, Levin & Associates, Johannesburg. Commissioned 
by the Henry J. Kaiser Family Foundation (USA). 
3 Pettifor A, Rees H, Kleinschmidt I, Steffenson A, MacPhail C, Hlongwa-Madikizela L, Vermaak, Padian N.  (¸ƻǳƴƎ ǇŜƻǇƭŜΩǎ ǎŜȄǳŀƭ ƘŜŀƭǘƘ ƛƴ 
South Africa: HIV prevalence and sexual behaviours from a nationally representative household survey).  Aids 2005, 19:1525-1534 
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PROGRAMME 

Figure 5: loveLife Construct 

 

ƭƻǾŜ[ƛŦŜΩǎ ǎǘǊŀǘŜƎƛŜǎ ŀǊŜ ŎƻƴǎƛǎǘŜƴǘ ǿƛǘƘ ǘƘŜ ǇǊƛƻǊƛǘƛŜǎ ƛŘŜƴǘƛŦƛŜŘ ŀǘ ǘƘŜ ¢ŀƭƭƻƛǊŜǎ /ƻƴǎǳƭǘŀǘƛƻƴ 

(convened by the World Health Organization (WHO) & other United Nations agencies, May 2004) to 

review the evidence for policies and programmes to achieve the global goals on young people and 

HIV and Aids established at the UN General Assembly Special Session on HIV and Aids (June 2001, 

New York).4 

 

 

                                                           
4 Global Consultation held in Talloires, France 25-28 May 2004 (http://www.who.int/child-adolescent-health/publications) 

 
 

 

CAMPAIGN 

SOCIETAL LEVEL 

INDIVIDUAL LEVEL 

Enable young  
people to: 

Å Understand risk 

Å Avoid risk 

Å Take preventive  
action 

institutional  
Strengthen  

Response: 

Å Health 

Å Education 

Å Social security,  

Å Sports 

Å NGOs 

Nurture sense of: 

Å Purpose 

Å Identity  

Å Belonging to 

an HIV - free future 

Get people  
talking about : 

Å Facing HIV/Aids 

Å Drivers of high  
risk behaviour  
Å What must  

change 

http://www.who.int/child-adolescent-health/publications


loveLife 2008: Annual Monitoring Report 

 

Page 16 

 

1.  Television PSAs
2.  Radio Programmes and PSAs
3.  Youth MagazineUNCUT
4.  MYMsta - Mobile Social Network
5.  Educational Publications
6.  Outdoor Media

Media Messaging for Youth

Parents & 
Adult

Community

1.  Media Messagesfor Parents
2.  Publication for Parents
4.  Born Free Dialogues
5.  Toll Free Helpline for Parents
6.   goGogetter Programme

Education, Motivationand 
Support of Youth

1.  Peer Motivation Programmes
2.  Toll Free Helpline
3.  Youth Mobilisation and

CapacitationProgrammes
4. Youth Festivals and Events

Strenthening
of 

Institutional 
Response

1.  goGogetterProgramme
2.  Youth Friendly Services-

ProgrammaticSupport to 
Clinics

4.  Training of Educators
5.  loveLife Games Sport and 

Recreation

 

Campaign Elements 

By 2003, the National Survey of 15-25 year olds conducted by the Reproductive 

Health Research Unit (RHRU) of WITS University revealed that loveLife had reached the scale and 

scope of a national HIV prevention programme for young people: more than 85% of 15-25-year old 

South Africans had been exposed to loveLife (defined as having heard of loveLife media and/or 

services); 65% knew of four or more loveLife products and/or services; and 34% reported face-to-

face experience of loveLife programmes and/or services.  The South African National HIV Prevalence, 

Incidence, Behaviour and Communication Survey for 2008 conducted by the HSRC found that by 

2008 we had the highest reach to young people (15-24 years of age) (79.1% of young people 

reached) of all the national communication programmes. 

loveLife reaches young people in South Africa in the following direct and indirect ways (depending 

on variables such as geographical location, access to media etc.): 

Figure 6:  loveLife Contact-points with South African Young People 

The above diagram also illustrates the key-elements of the loveLife HIV prevention campaign, which 

are described in more detail below: 

1. A countrywide community-level HIV prevention peer education and youth mobilisation 

programme led by a national corps of 18-25 year olds known as loveLife g.Ωǎ and volunteer 

ǇŜŜǊ ƳƻǘƛǾŀǘƻǊǎ όΨMpintshisΩύ ǊŜŎǊǳƛǘŜŘ ŀƴƴǳŀƭƭȅ ŦƻǊ ƻƴŜ ȅŜŀǊΦ   
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2. A comprehensive youth leadership development programme: The Ǝ.Ωǎ programme provides 

approximately 1 200 young people a year with the opportunity for personal and skills 

development through extensive training courses.  

3. Youth Friendly Services training for public clinic staff as well as provision of educational 

training and management resources. 

4. Two nationally accessible tollfree HIV/Aids telephone helplines for young people and 

parents providing specialised sexual health information, HIV prevention counselling and 

referrals. 

5. A national network of loveLife hubs where peer educators are based, including youth 

centres, franchises, youth friendly public clinics and outlets.  The Y-Centres provide 

comprehensive HIV prevention education as well as recreational and skills training 

programmes for youth. 

6. The loveLife Games, the largest school sports competition in South Africa, promoting HIV 

prevention through healthy living, self-motivation and personal achievement to school 

students annually. 

7. A sustained multi-media HIV and Aids education and awareness campaign including 

television, radio, outdoor media and print - educating young people about HIV; promoting 

dialogue about sexual health issues, and pointing them to the helplines and other face-to-

face services. 

8. Development of a new generation of young leaders is essential to loveLife and this goal is 

achieved through our groundBREAKER and Mpintshi programmes. 

ƭƻǾŜ[ƛŦŜΩǎ ƳŜŘƛŀ ǇƭŀǘŦƻǊƳǎ ŜƴƎŀƎŜ ǿƛǘƘ young people and guide them to HIV prevention outreach 

and counselling services. Face-to-face interaction is conducted principally by young people 

(groundBREAKERS and Mpintshis), supported by educators and other community volunteers.  In this 

strategy, public clinics play a pivotal role in spearheading outreach for HIV prevention, providing 

appropriate health services for adolescents and accepting referrals from other community 

organisations.  Most importantly, clinics that are part of the loveLife programme provide a local base 

for the organisation of sustained HIV prevention outreach programmes in the surrounding 

communities run by teams of loveLife groundBREAKERS attached to the clinic. These HIV prevention 

outreach activities include sustained engagement with local schools (including students and 

teachers) and youth-serving organisations, as well as mobilisation of older members of the 

community in support of HIV prevention education and services through facilitated dialogue 

between adults and teenagers about HIV and Aids, sex, gender relations and other difficult issues 

such as sexual coercion, peer pressure, crime, drug and alcohol abuse. 

ƭƻǾŜ[ƛŦŜΩǎ ǇŀŎƪŀƎŜ ƻŦ ǇǊŜǾŜntion interventions is prioritised to achieve the greatest returns among 

young people in a country experiencing a generalised epidemic and to add support to the most 

vulnerable young people, as part of this objective, loveLife has been implementing the goGogetter 

programme since 2008. This programme aims to illustrate an ideal-type HIV prevention strategy for 

teenage Orphans and Vulnerable Children (OVC), who after already being affected by the disease, 

run an increased risk of now being infected by it. This programme mobilises and supports about 500 

grandmothers (goGogetters) to provide support to OVCs around five key areas affecting their life 

chances.      
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Media Messaging 

1. Television  

In partnership with the South African Broadcasting Corporation (SABC), we continued 

to flight our messaging ƻƴ {ƻǳǘƘ !ŦǊƛŎŀΩǎ ƴŀǘƛƻƴŀƭ ǘŜƭŜǾƛǎƛƻƴ ǎǘŀǘƛƻƴǎ ό{!./ мΣ SABC 2 and SABC 3) 

during 2008.   Through our partnership with the SABC, loveLife received an average of 4 600 seconds 

airtime every month (76 minutes per month).   

Depending on strategy, the length of the Public Service Announcements (PSAs) varies.  During 2008, 

we concentrated on both high intensity, animated 15-second PSAs to assist with the launch of the 

campaign and to ensure sustained presence as well as four 1-minute storyline PSAs unpacking the 

main communication messages. 

The 1-minute PSAs concentrated on the perception that young South Africans have the tendency to 

blame others and/or their circumstances for limiting their future prospects. The PSAs were specifically 

designed to challenge the way young people in South Africa think about themselves and their 

circumstances.  It focuses on the fact that the path to opportunity requires them to take the first step 

by taking initiative and being determined.  

Figure 7:  MYM: Description of Television PSAs 

INTRODUCTION TO THE 2008 CAMPAIGN 

loveLife (Make YOUR Move) 

This PSA was animated and introduced the tagline for 

2008 as well as emphasising the shift in strategy and 

branding. 

 

MAKE YOUR MOVE ς URBAN 

Am I lazy Ψcause I sleep till 12?  
LƳƳƻǊŀƭ ΨŎŀǳǎŜ L ƪƛǎǎ Ƴȅ ƎƛǊƭŦǊƛŜƴŘΚ 
{Ƙŀƭƭƻǿ ΨŎŀǳǎŜ L ŎƘŀǘ ƻƴ Ƴȅ ŎŜƭƭΚ 
Disrespectful Ψcause I challenge you? 
 
aŀȅōŜ L ŘƻƴΩǘ ǘŀƭƪ ȅƻǳǊ ƭŀƴƎǳŀƎŜ ǎƻ ǿŜƭƭΦ ¸ƻǳ ǿŀƴǘ ǘƻ 
άōǳƛƭŘ Ƴȅ ƳƻǊŀƭǎΣ ŎƘŀƴƎŜ Ƴȅ ōŜƘŀǾƛƻuǊΣ ŜƳǇƻǿŜǊ ƳŜΦέ L 
want to Ǝƻ ǇƭŀŎŜǎΣ ǎƻ ƘŜǊŜΩǎ ǘƘŜ ŘŜŀƭΥ LΩƭƭ ƭƛǾŜ ƭƛŦŜ Ŧŀǎǘ ŀƴŘ 
ŦǳƭƭΦ  .ǳǘ LΩƭƭ ǿƻǊƪ ŘŀƳƴ ƘŀǊŘ ŀƴŘ ŦƛƴƛǎƘ ǎŎƘƻƻƭΦ  LΩƭƭ ŘƛǘŎƘ Ƴȅ 
girl if she sleeps around and make sure I stand my ground.  
LΩƭƭ ƭƛǾŜ ŀ ƭƛŦŜ ƻŦ ƛƴǘŜƎǊƛǘȅΣ ōȅ ŦƛǊǎǘ ŀƴŘ ŦƻǊŜƳƻǎǘ ōŜƛƴƎ ǘǊǳŜ ǘƻ 
ƳŜΦ  LΩƭl try to change this screwed up society with lots of 
poverty yet plenty false piety.  I am not yet in charge of 
ǘƘƛǎ ŎƻǳƴǘǊȅΣ ōǳǘ LΩm in charge of me! 
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MAKE YOUR MOVE ς KHAYELITSHA 
LΩƳ ǘƘŜ Ǝuy on the street corner looking for a piece-job on 
Sundays. When I come up to your window, you sometimes 
ƭƻƻƪ ŀƴƎǊȅ ƻǊ ŦǊƛƎƘǘŜƴŜŘΦ  aƻǎǘ ǘƛƳŜǎ ȅƻǳ ǇǊŜǘŜƴŘ LΩƳ ƴƻǘ 
ǘƘŜǊŜΦ .ȅ мл ƻΩŎƭƻŎƪΣ LΩƳ ƘǳƴƎǊȅ ŀƴŘ ǘƘƛǊǎǘȅ ƛƴ ǘƘŜ Ƙƻǘ ǎǳƴ 
ŀƴŘ ŘƻƴΩǘ ŦŜŜƭ ƭƛƪŜ ƳƻǾƛƴƎΦ  LǘΩǎ ƴƻǘ Ƨǳǎǘ ǘƘŜ ƘŜŀǘ ŀƴŘ ŘƛŜǎŜƭ 
fumes ǘƘŀǘ ƳŀƪŜ ƳŜ ŦŜŜƭ ōŀŘΤ ƛǘΩǎ ǘƘŀǘ ȅƻǳ ŘƻƴΩǘ ǎŜŜ ƳŜ ς 
ƭƛƪŜ LΩƳ ŀ ƴƻǘƘƛƴƎΦ .ǳǘ ŀŎǘǳŀƭƭȅΣ LΩƳ ǎƻƳŜōƻŘȅ ǿƘƻ ƪƴƻǿǎ 
ǿƘŜǊŜ ƘŜΩǎ ƎƻƛƴƎΦ 

When I do get a piece job, I always give some money to my 
mother for food and keep some for school. I make the 
moves I can. When I make it in life, I will always 
acknowledge the people who come up when I stop my car. 
Because they, like me, have ambition.  Slowly but surely, 
{ǳƴŘŀȅ ōȅ {ǳƴŘŀȅΦ LΩƳ ŎƘŀƴƎƛƴƎ Ƴȅ ƭƛŦŜΦ 

 

 

 

 

 

MAKE YOUR MOVE ς VENTERSDORP 

L Ƨǳǎǘ ŦƻǳƴŘ ƻǳǘ Ƴȅ ƳƻƳΩǎ ŀ ǎŜȄ ǎƭŀǾŜΦ  ²ŜƭƭΣ ǿƘŀǘ Řƻ ȅƻǳ 
call someone who earns R80 a day and some on the side 
ǎƭŜŜǇƛƴƎ ǿƛǘƘ ƳŜƴ ǎƘŜ ŘƻŜǎƴΩǘ ƪƴƻǿΚ ¢ƘŜn she drinks to 
forget it. So could you raise a family on R 2 000 a month? I 
blame her boss and those men who just use her and then 
call her a whore.  Now she tells me her mom aƴŘ ƘŜǊ ƳƻƳΩǎ 
mom did the same just to put food on the table.  She looks 
ŀǘ ƳŜ ƭƛƪŜ ƛǘΩǎ ƎƻƛƴƎ ǘƻ ƳŜ ōȅ ƭƛŦŜ, too.  Well ς iǘ ǿƻƴΩǘΗ 

LΩƳ ƛƴ ǎŎƘƻƻƭΦ bƻ ōƻƻȊŜΣ ƴƻ ŘǊǳƎǎΣ no sex, no babies for me 
ȅŜǘΦ LΩƳ ǿƻǊƪƛƴƎ ŦƻǊ ŀ ōǳǊǎŀǊȅ ŀƴŘ ƛŦ L ŘƻƴΩǘ, LΩƭƭ ǿƻǊƪ ǿƛǘƘƻǳǘ 
Ǉŀȅ Ψǘƛƭƭ ǎƻƳŜƻƴŜ ƴƻǘƛŎŜǎ ƳŜΦ  LΩǾŜ Ǝƻǘ ǘŀƭŜƴǘΣ LΩǾŜ Ǝƻǘ ŘǊƛǾŜ 
ŀƴŘ ǘƘŜ Ǝǳȅǎ ǘƘƛƴƪ LΩƳ Ƙƻǘ ǘƻƻΦ  ¢ƘŜȅ ǘǊȅ ǘƻ ƳŀƪŜ ƳƻǾŜǎ ƻƴ 
ƳŜΣ ōǳǘ LΩƳ ƳƻǾƛƴƎ ǳǇΗ 

 

MAKE YOUR MOVE ς SANDRINGHAM 

1990 Model. Used and bit dented. Second hand.  OK, 
twenty-second hand, but no ƭƻƴƎŜǊ ŦƻǊ ǎŀƭŜΦ  {ǳǊŜ LΩǾŜ ƭƛǾŜŘ ƛǘ 
ǳǇΣ ōǳǘ LΩǾŜ ŀƭǎƻ ǇŀƛŘ ǘƘŜ ǇǊƛŎŜΦ  aȅ ƴŜȄǘ ƳƻǾŜ ƛǎ ǘƻ ŎƘŀƴƎŜ 
my life.  I used to think that using men for money was OK.  
All my friends did it. Now I see that I was also being used. 
They gave me money, but one of them gave me something 
else for keeps: HIV. 

bƻǿ LΩǾŜ ŦƛƴƛǎƘŜŘ ƳŀǘǊƛŎ ŀƴŘ ŎŀƴΩǘ ŀŦŦƻǊŘ ǘƻ ǎǘǳŘȅΦ .ǳǘ LΩƳ 
not leaning on any man until I can stand up for me! My 
ŦƻǊƳŀƭ ŜŘǳŎŀǘƛƻƴ Ƴŀȅ ōŜ ƻƴ ƘƻƭŘΣ ōǳǘ LΩƳ ƭŜŀǊƴƛƴƎ ŜǾŜǊȅ Řŀȅ 
by giving of myself. Not my body, but my brain. I help out at 
!ōŜΩǎ ōŀƪŜǊȅ ŀƴŘ ƛƴ ǊŜǘǳǊƴΣ ƘŜ ƎƛǾŜǎ ƳŜ ƭǳƴŎƘ ŀƴŘ ǘŀȄƛ 
money.   LǘΩǎ ƴƻǘ ŦƻǊŜǾŜǊΣ ōǳǘ ƛǘΩǎ ŀ ƳƻǾŜ ŀǿŀȅ ŦǊƻƳ Ƴȅ Ǉŀǎǘ 
and towards my dream of who I can become. 
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2. Radio 

a) Public Service Announcements 

The MYM PSAs started broadcasting on radio in April 2008 on fifteen SABC radio stations (eleven 

public broadcasters and four commercial stations) as well as on YFM and Jacaranda FM.   Six 

different PSAs were flighted, each in all 11 official languages.  PSAs were broadcast in April (391 

broadcasts), November (312 broadcasts) and December (680 broadcasts).  There was a total 1 383 

PSAs broadcasts during 2008.    

Figure 8:  PSAs for goGogetter Programme 

 

 

 

 

 

 

 

 

 

b) Programming 

Radio programmes broadcast on eleven of the sixteen SABC radio stations from January to mid-

December.  Our programmes are broadcast in all nine provinces as well as ten of the 11 official 

languages.  Below is a table of public broadcasters flighting loveLife radio programmes.   Together 

with the stations broadcasting PSAs, a total of 10 711 000 16/24 year - old listeners are likely to be 

exposed to a loveLife message over a time period of seven days. 

Table 2:  A List of the Public Broadcasters with loveLife Radio Programmes 

Radio station Provinces Broadcasted 
Name of 

loveLife Show 
Timeslot of 

loveLife show 
Broadcast 
Language 

Average 
listeners per 
week (16-24 

yrs) 

Motsweding  
North West, Northern 
Cape, Free State & 
Gauteng 

Reabua 
Monday 

16h00-17h00 
Tswana 738 000 

Ukhozi fm 
KwaZulu-Natal, 
Mpumalanga & 
Gauteng 

Thandi Impilo 
Tuesday 

16h30-17h00 
Zulu 1 898 000 

Phalaphala  Limpopo & Gauteng Rikhoumba 
Tuesday 

17h30-18h00 
Venda 323 000 

Be in control of your own life ς able to seize opportunity 

ά²ƘŜƴ ȅƻǳ ǘƘƛƴƪ ƻŦ ǘƘŜ ΨȅƻǳǘƘ ƻŦ ǘƻŘŀȅΩΣ ǿƘŀǘ ǿƻǊŘǎ ǎǇǊƛƴƎ ǘƻ ƳƛƴŘΚ !ǘ-risk, unemployed, marginalised, 

under-ŜŘǳŎŀǘŜŘΚ  {ǳǊŜΣ ǘƘƻǎŜ ŀǊŜ ǘƘŜ ŎƘŀƭƭŜƴƎŜǎ ǿŜ ŦŀŎŜΣ ōǳǘ ǿƘȅ ǎƘƻǳƭŘ ǘƘŜȅ ŘŜŦƛƴŜ ǳǎΚ LŦ ȅƻǳΩǊŜ ƛƴǘƻ 

ƭŀōŜƭǎΣ ƘŜǊŜ ŀǊŜ ƳƛƴŜΥ LΩƳ ŀŘǾŜƴǘǳǊƻǳǎ ς willing to take risks, but not those that could damage my health.  I 

want to work ς LΩƭƭ ǾƻƭǳƴǘŜŜǊ ƛŦ ȅƻǳ ŘƻƴΩǘ ƘŀǾŜ ŀ ǾŀŎŀƴŎȅ ƴƻǿΦ  !ƭƭ L ƴŜŜŘ ƛǎ ƳƻƴŜȅ ŦƻǊ ƭǳƴŎƘ ŀƴŘ ǘǊŀƴǎǇƻǊǘΦ  

LΩƳ ŎƻƴƴŜŎǘŜŘ ŀƴŘ ǎǳǎǎŜŘ ς LΩƳ ƻƴƭȅ ƭŜŦǘ ƻǳǘ ǿƘŜƴ ȅƻǳ ǎƘǳǘ ǘƘŜ ŘƻƻǊ ƻƴ ƳŜΦ  YŜŜƴ ǘƻ ƭŜŀǊƴ ς try me out.  

LƴǎǇƛǊŜ ƳŜΣ ŘƻƴΩǘ Ǉƛǘȅ ƳŜΦ  LΩƳ ŀƴ ŀǎǎŜǘΣ ƴƻǘ ŀ ǘƘǊŜŀǘΦ  L am the change.   The love life generation: Make 

YOUR  Move 

Make deliberate decisions ς ŘƻƴΩǘ Ƨǳǎǘ Ǝƻ ǿƛǘƘ ǘƘŜ Ŧƭƻǿ 

άL ǿŀƭƪ ǘƻ ǎŎƘƻƻƭΦ ¸ƻǳ ŘǊƛǾŜ ǘƻ ǿƻǊƪΦ {ƻƳŜǘƛƳŜǎ ȅƻǳ ŜǾŜƴ ǎǘƻǇ ŦƻǊ ƳŜ ς then ask for sex.  L ŘƻƴΩǘ ƘŀǾŜ ƭǳƴŎƘΦ  

You put lunch on your expense account. My mom likes my boyfriend because he gives us food when he gets 

some money.  ̧ ƻǳ ŘƻƴΩǘ ƭƛƪŜ ƘƛƳΣ ŀƴŘ Ŏŀƭƭ ƳŜ ŀ ǘŀǊǘΦ  L ǘƘƛƴƪ ƛǘΩǎ Ŝŀǎȅ ŦƻǊ ŀ ǊƛŎƘ Ƴŀƴ ǘƻ ƧǳŘƎŜΦ  You make big 

moves.  So do I:  Like staying in school and staying out of your car. Like dumping my boyfriend and going 

ƘǳƴƎǊȅ ƛŦ ƘŜ Ƙŀǎ ŀƴƻǘƘŜǊ ƎƛǊƭ ƻǊ ǿƻƴΩǘ ǳǎŜ ŀ ŎƻƴŘƻƳΦ  They might seem likel moves to you, but they could 

ŎƘŀƴƎŜ Ƴȅ ƭƛŦŜΦέ  The love life generation:  Make YOUR Move.  
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In addition to the SABC broadcasting, we also established partnerships with YFM and Jacaranda in 

March and April 2008, respectively.   ¸CaΩǎ ǘŀǊƎŜǘs 16-34 year olds and broadcasts to the greater 

Gauteng province.  It has an audience of approximately 1.5 million people and from 2008 we 

broadcast a 30- minute programme, called ΨBackchatΩ from 19h30 ς 20h00 on Wednesday evenings.   

JacaraƴŘŀΨǎ ǘŀǊƎŜǘ ƳŀǊƪŜǘ ƛǎ нр-49 year olds and its footprint covers the areas of Gauteng, Limpopo, 

Mpumalanga and the North West Province with a weekly audience of 2.5 million listeners.  Targeting 

parents specifically on Jacaranda, we focused on the theme of positive living, asking parents and 

their children ά²Ƙȅ they lovŜ ƭƛŦŜΚέ  

Locally we worked with eleven community radio stations to produce periodic shows.  The 

community radio station partners included: 

Table 3:  Community Radio Station Partners 

A large variety of interesting topics 

are discussed during radio 

programmes throughout the year.   

Our programmes are specifically 

designed to give opportunity to the 

public to participate in the 

dialogues or debates.  Following is 

a summary of programme themes 

for 2008: 

 

Radio station Provinces Broadcasted 
Name of 

loveLife Show 
Timeslot of 

loveLife show 
Broadcast 
Language 

Average 
listeners per 
week (16-24) 

Lesedi  Free State & Gauteng Pepesa 
Wednesday 

16h30-17h00 
Sotho 801 000 

Thobela  
Limpopo, 
Mpumalanga, North 
West & Gauteng 

Are boleleng 
Wednesday 

15h30-16h00 
Pedi 147 000 

Umhlobo 
Wenene fm 

Eastern Cape, Western 
Cape, Northern Cape, 
Free State, Gauteng & 
North West 

Masidlanen 
ΨƴŘƭŜōŜ 

nabatsha 

Friday 
15h30-16h00 

Xhosa 1 488 000 

Mughanna 
Lonene fm 

Limpopo, 
Mpumalanga, North 
West & Gauteng 

Vantsha Va 
Hleva 

Sunday 
14h00-14h30 

Tsonga 407 000 

Ligwalagwala  

Mpumalanga, 
Gauteng, Limpopo, 
North West & 
KwaZulu-Natal 

Livila la basha 
Sunday 

14h00-14h30 
Swati 412 000 

Lotus fm 

KwaZulu-Natal, Greater 
Cape Town 
Metropolitan & 
Gauteng 

Youth 
Crossfire 

Monday 
15h00-16h00 

English 68 000 

Ikwekwezi  
Mpumalanga, Gauteng 
& Northern Province 

Siyapopota 
Tuesday 

16h30-17h00 
Ndebele 539 000 

Province Radio Station(s) 

Western Cape Radio Helderberg; Radio Zibonele 

Mpumalanga Buschbuck Ridge Radio Station 

KwaZulu-Natal Cora FM; Newcastle Community Radio 

Station 

Free State Lentswe Radio Station 

North West Vaaltar FM; Radio Mafisa 

Limpopo Mungana Lonene FM 

Northern Cape Ulwazi FM 

Gauteng Vaal Tech FM 
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Table 4:  Radio Programme Themes 2008 

January February March April 

 School phobia 

 Parents making 
career choices for you 

 goGogetters: You still 
can! 

 Sexually Transmitted 
Infections (STIs) 

 Baking industry 

 Affirmative action 

 The bill of 
responsibility 

 The kissing law 

 The skills gap 

 Careers in farming 

 School pledge 

 Social networking 
(MYMsta) 

 Recruitment 
Agencies 

 Character  

May June July August 

 Xenophobia 

 Working while in 
school 

 Racism on campus 

 They all wanna be 
(dis) 

 Youth used by adults to 
commit crime 

 Compulsive sexual 
disorders 

 5ŀǘƛƴƎ ȅƻǳǊ ŦǊƛŜƴŘΩǎ ŜȄ 

 Self-mutilation 

 Giving back to your 
community 

 Information 
technology 

 Friends- do we owe it 
to each other? 

 It is OK to be alone 

 aƻǎǘ ƳŜƴ ŘƻƴΩǘ Řƻ 
it 

 Pretty face, nice job 

 Young girls and 
make-up 

 Model C versus 
lokshin schools 

September October November December 

 Heritage and culture 

 Paralympic sport 

 Satanism in schools 

 Tourism industry 

 Exam pressure: Are you 
ready? 

 Dealing with dilemmas 

 Young people and 
privacy: Your right or 
privilege? 

 Careers in the Safety 
and Security industry 

 Would you date a taxi 
driver? 

 Privacy in 
relationships 

 Protective or 
possessive?  

 Emotional baggage: 
Identifying and 
dealing with it 

 Hook-ups 

 Clean fun 
 

We also have an outdoor broadcasting unit, which we use for live broadcasts during our events.  We 

did live broadcasts durate the following events in 2008: 

Table 5:  Live Radio Broadcasts 2008 

Date Place Event Type 

7-13 June  Knysna Launch of our new Y-Centre 

17-20 July  Springbok loveLife Games Event 

14-17 August Worcester Youth Festival 

13 September Vereeniging loveLife Games Event 

24-25 October Umlazi loveLife Games Event 

1 November Port Shepstone loveLife Games Event 

6-11 December Mafikeng loveLife Games All Star Event 

14-16 December Durban Beach Festival 

 

 

3. Print 

a) UNCUT 

UNCUT is a youth lifestyle magazine targeting 12-21 year olds irrespective of their race, gender, 

culture or background.  It is currently the largest youth magazine in the country with 6.5 million 

copies printed in 2008.  Through UNCUT we hope to motivate youth to shape an AIDS-free future for 

themselves by stimulating them to think differently about their circumstances (no matter what these 

may be) and to make their move. 
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In 2008, Ub/¦¢Ωǎ main objective was to unpack MYM communication.   It thus featured a number of 

challenges facing the lovelife generation today with the trademark honesty for which it has become 

known. In addition to exploring these challenges, it motivated young people to think differently 

about them and offered them information and options to help and/or inspire them to make their 

move.   

 In an effort to encourage young people to take personal initiative, we profiled people (famous and 

not) ǿƘƻΩǾŜ ǘŀƪŜƴ ŎƻƴǘǊƻƭ ƻŦ their futures and thereby serve as role models. We also tried to create 

awareness around opportunities, featuring careers and skills that are in demand as well as bursary 

opportunities to help them break into those careers.  Readers were also encouraged to contact our 

tollfree youth helpline to find out more about these careers, bursaries or to obtain contact numbers 

of study institutions, private bodies or Government departments offering scholarships, bursaries 

and/or learnerships.   

In the second half of 2008, UNCUT took another step in connecting readers to opportunities by 

creating a strong synergy with our mobile social network, MYMsta (read more about MYMsta on 

page 29).   Two pages were dedicated to MYMsta in every issue from August to encourage readers to 

register with MYMsta.   Furthermore, a number of articles in any given issue of UNCUT referred 

readers to MYMsta to continue discussions the themes featured in the magazine.  

Figure 9:  UNCUT Distribution and Themes 2008 

 

 

 

 

Dec 2007/Jan 2008:  
Make YOUR Move 

February:  Calculate your 
move 

March: Make YOUR 
Move 

April: The Next Move is 
Yours! 

May: Is it worth it? 

Distributed: 608  233 Distributed: 608  233 Distributed: 608  233 Distributed: 538  950 Distributed: 538  950 

 

 

 

 

June/July: 
Mymymsta.mobi 

August: Keep it Real 
September: With 

Rhyme and Reason 
October: Celebrate 

Independence 
bƻǾŜƳōŜǊΥ ²ƘŀǘΩǎ 

your Purpose 
Dec/Jan: Up your 

Productivity 

Distributed: 599  550 Distributed: 602 100 Distributed: 601  700 Distributed: 602  450 Distributed: 601 150 Distributed: 598 800 
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Some of the most popular regular section that formed part of UNCUT in 2008 were the following: 

Figure 10:  Popular UNCUT Features 2008 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

A number of partnerships have contributed to the success of UNCUT during 2008: 

 The South African Institute for Entrepreneurship (SAIE):  SAIE developed a youth programme to 

develop entrepreneurship among YOUTH for loveLife (called Make YOUR Move), which is locally 

implemented by our peer educators and mobilisors (groundBREAKERS and Mpintshis).  SAIE 

supported us further by providing material for articles in UNCUT on the issues affecting 

enǘǊŜǇǊŜƴŜǳǊǎƘƛǇ ŀƴŘ ȅƻǳƴƎ ǇŜƻǇƭŜΩs ability/motivation to take advantage of opportunities to 

complement the programme.   

 Brainwave: In the latter half of the year we got permission to publish material from the Discover 

Your Career handbook by Dr. Lanette Hattingh to add greater depth to our career section.  Using 

information from the handbook we linked brain and personality profiles to careers. Dr. Hattingh 

also provides quizzes tailored to the featured career of the month to assist readers to establish if 

they would indeed be suited to that particular career.  

 JumpStart: JumpStart Handbook is an innovative career and life skills guide, targeted to Grade 9 

to Grade 12 learners.   UNCUT publishes material from the JumpStart handbook on a regular 

basis, covering a range of topics from goal-setting to first-aid to give readers practical tips, advice 

and a greater understanding of a wide range of topics relevant to new adults. 

 Buwa:  CŜŀǘǳǊŜǎ ǊŜŀŘŜǊǎΩ ǇƻŜƳǎΣ ǇƻŜǘǊȅ ŎƻƳǇŜǘƛǘƛƻƴǎΣ ƻǊ ǇƻŜǘry-related topics, such as how to get 
your own poetry published.  

 ²ƘƻΩǎ ²ƘƻΥ  A celebrity section that profiles a local celebrity who has made their move and is a  
suitable role models  for young people. 

 goalGetter: Profiling someone who is going after or has achieved a goal of some kind. 

 ID Yourself: Profiling someone who is leaving their mark on society by running their own business, 
helping others, or breaking out of societal moulds to make a name for themselves. 

 Body-Ys: A health section, which covers anything from cervical cancer to bladder infections. 

 Art worx: Features an established or upcoming artist who is making their move through their art 
works.  

 Go Green: Formerly known as Enviro-Ys, this section looks at environmental issues, such as carbon 
offsetting, to encourage young people to take responsibility for preserving the planet. 

 Word on da street: This section looks at a variety of opportunities, from breaking into the film industry 
to the skills shortage in South Africa, and how readers can utilise these opportunities to make their 
move. 

 groundBREAKER profile:  Every month a current or former loveLife groundBREAKER  is profiled in the 
magazine a, looking at their life story, goals, achievements and how they have or are making their 
move.  

 Let it Out!: In the June/July Issue (Issue 58) the regular Mizz B section was changed to Let it Out!  This 
section features questions and answers about sex, relationships and life in general which are answered 
by various Counsellors working at the loveLife call centre. Readers are reminded that Mizz B 
automatically becomes your friend when you join MYMsta ς encouraging young people to register 
with MYMsta so they can send Mizz B questions on the social mobile network and get a response 
within 48 hours.  

 






























































































