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May 2021

DESCRIPTION BUDGET

Campaign R46 000 000

Media R32 000 000

Added value R33 700 000

Total media coverage R65 700 000

CAMPAIGN OVERVIEW 

The Solidarity Fund’s behaviour change and communication programme has moved through two 
distinct phases, based on the context and communication needs.  

1.	 Phase 1: 1 April 2020 – 31 October 2020
•	 Aimed to build solidarity, knowledge of COVID-19 and to promote preventative behaviour 
•	 Relied on both mass media and mobilisation of community networks
•	 Built a strong brand, goodwill and massive support from many sectors 
•	 Designed in a time of great uncertainty and fear – with high levels of restrictions  

2.	 Phase 2: 18 December 2020 – 31 January 2021
•	 Aimed to reinforce preventative behaviour in anticipation of a second wave 
•	 Focused on the festive season, back-to-work and school period 
•	 Took a lighthearted approach to alleviate COVID-19 fatigue
•	 Driven by a mass campaign – with community mobilisation in hotspots  
•	 Designed and implemented in a time of low infection rates, low restrictions and  

reduced perception of risk   
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CAMPAIGN TIMELINE02

COST AND IMPACT BREAKDOWN

Phase two of the campaign reached millions of South Africans across multiple platforms. It was 
divided into two cross-cutting campaigns in order to bolster awareness. Joe Public was responsible  
for television, radio, outdoor, activations, digital, public relations and influencers. AskAfrika measured  
the #UnityInAction campaign during phase two on both social media and outdoor components.
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Campaign launched

President Cyril Ramaphosa announced level 3
•	 Changed ‘Keep avoiding large indoor gatherings’  

to ‘Keep staying at home’

•	 Pulled the ‘Party’ and ‘Bar’ TVCs and replaced them  

with the ‘Gogo’ TVC

•	 Up-weight the spend on radio and digital for the first two 

weeks of January

Adaptive campaign management 
•	 The response to the radio, digital, OOH and social media 

initiatives was consistently and carefully monitored. 

•	 As challenges and sensitivities arose, the campaign was 

adapted to better suit the needs of its target audience.

Campaign came to an end

18 December 2020

28 December 2020

6 January 2021

31 January 2021
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Radio

Spend

Added value

Total

Total reach

Cost per person reached

R5 900 000

R8 400 000

R14 300 000

15 000 000 (40% target)

95c

Performance within budget					     Negotiated performance

Performance within budget					     Negotiated performance

BEHAVIORAL CHANGE AND COMMUNICATION CAMPAIGN BY JOE PUBLIC

Television

Spend

Added value

Total

Total reach

Cost per person reached

R10 400 000

R10 100 000

R20 500 000

17 000 000 (53% target)

89c
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Outdoor

Spend

Added value

Total

Total reach

Cost per person reached

R2 400 000

R4 100 000

R6 500 000

19 000 000

34c

Activations
Number of provinces

Total reach

9

1 800 000

-
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Digital

Reach

Impressions

Website clicks

Video views

Twitter fans

14 000 000

61 000 000

750 000

12 000 000

Doubled
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PR and influencers

Impressions

Engagement

PR positivity rating

Media items generated

PR value generated

8 000 000

R1 300 000

96%

179

R26 000 000

PR overview

Impressions reach of coverage (not unique reach)*

* Impression reach is calculated using page views for online media, circulation for print media and  
  viewership for broadcast
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RESEARCH ON THE EFFECTIVENESS OF THE CAMPAIGN

#UnityInAction 
campaign

Awareness

Motivated to change behaviour

Accurately understood intent

Positive sentiment

66% (38% lower awareness in 
KwaZulu-Natal and 30% lower 
awareness in Limpopo compared  
to the rest of the country)

87%

98%

87%

Influencer performance
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Campaign performance

Drivers of campaign effectiveness
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WHAT WORKED

1.	 FAST RESPONSIVENESS across channels as the epidemic evolved

2.	 CREATIVE impact ensured break-through

3.	 MULTIPLE MESSAGING enabled the campaign to appropriately target a diverse population

4.	 MEDIA CHANNEL STRATEGY used both broad-reach channels and carefully selected niche 

channels to create maximum presence

5.	 MULTIPLE EXECUTIONS enabled adaptive campaign implementation based on consumer response

6.	 MEDIA SYNERGY enabled the ‘what not to do’ foundation, and ensured the ‘what to do’ messaging 

was more impactful and completed the circle

7.	 A MULTIPLE PLATFORMS STRATEGY allowed for a comparison between platforms, and for budget 

to be moved to best-performing platforms 

8.	 ADVOCACY increased since the pre-campaign evaluation

9.	 LOYALTY (maintaining COVID-19 preventative practices without having to be reminded) increased, 

but only among those aware of the campaign

Highlights

The roaming activations were very successful, as the agents were able to  
take the messaging to many day-in-the life touchpoints. 

 
 

The roadshow taxis turned into roaming billboards and became the link 
between the activations, TV commercials, community radio, outdoor, PR  
and social media. 

 
 

The sanitszer wipes were gratefully received and needed by majority of the 
community members and street traders.
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CREATIVE ASSETS

TV

Press
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CONCLUSION

1.	 Earned media: 
•	 Op ed on ‘Back to Work’ featured in Cape Argus
•	 Sunday Times Q&A with Wendy Tlou
•	 YFM interview with Tebogo Malope to air on Monday 1 February
•	 Newcastle Advertiser and Ladysmith Herald featured community stories

2.	 Leveraged / paid media:
•	 DJ mentions on radio this week - Lesedi, Thobela, Ukhozi and Umhlobo Wenene

3.	 PR partnerships:
•	 Daily Vox content and Zalebs final article wrapped up.
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