
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  

 

 

       

            

  

DESCRIPTION BUDGET 

Media Budget R 78 000 000 

Added Value R 210 000 000 

Total media coverage R 288 000 000 

February 2022 

BEHAVIOUR CHANGE PILLAR 

VACCINE DEMAND CREATION CAMPAIGN 

#RollUpYourSleeves Campaign 

01 CAMPAIGN OVERVIEW 

The Fund’s Behavioural Change Pillar has produced several campaigns to provide 
information about COVID-19, protecting yourself and your loved ones, behavioural 
maintenance, vaccine awareness, etc. The next phase in behavioural change focuses on 
vaccine demand creation. We unfortunately find ourselves in a time of unprecedented 
levels of miss/diss-information. Many people find themselves trapped in social media 
echo chambers, which can reinforce and entrench harmful attitudes and beliefs about 
the vaccine options available to South Africans. 

1 400 pieces of content were generated across a variety of channels, including TV, radio, 
PR, Activations, Taxi TV, social media, etc. Above and beyond the incredible media reach 
the campaign had, around 950 community mobilisers were on the ground interacting 
with their communities to encourage, support and convince people to vaccinate.  

 



02 THE ROAD SO FAR 

December 2020 - January 2021 

Behavioural Change 

May – July 2021 

Behavioural Maintenance 

Vaccine Awareness 

September 2021 - Present 

Vaccine Demand Creation 

The context surrounding vaccinations is very important to the implementation of the 
campaign. Understanding these contextual headwinds informs the direction and 
effectiveness of the campaign methods and allows for maximum positive reach. 

We find ourselves in a time with unprecedented levels of miss/diss-information, dubbed 
the “ínfodemic” by the WHO. Social media provides echo-chambers which reinforce and 
entrench harmful attitudes and beliefs around the vaccine. Along with high levels of 
misinformation, we find ourselves with very high levels of scrutiny of the subject matter. 
This is seen not only at a national level, but a global one. What we can see because of this,  
high levels of mistrust and apathy towards government’s national vaccine roll-out are 
observed. 



  

COST AND IMPACT BREAKDOWN 

The campaign managed to reach millions of South Africans. Using various platforms 
and media mechanisms, the Fund, with its partners, were able to provide access to 
relevant content and information quickly and effectively. Joe Public was responsible 
for the campaign management and media generation. 
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Total vaccinations per day 
8 Sep – 25 Nov 2021 

Launch 
Radio 

Launch 
TV/PR 

Local 
Election 

Short term campaign contributions 



 

 

 

 

 

 

 

 

 

  

  

Medium Spend Added Value Total Value 

TV R29m R108m R137m 

Radio R34m R87m R121m 

PR Partnerships (incl. fee) R4.5m R5m R10m 

Activations R30m - - 

Outdoor and Taxi Ranks R2m R4m R6m 

Digital/Influencer R10m R4m R14m 

CABC + other research R1.5m - - 

Production/Fees/NDoH Hub R25m - - 

Total (Media & Production) R136m - - 

Media Only R78m R210m R288m 

 Spend R 29 217 000 

Added Value R 108 000 000 

Total R137 200 000 

Total Reach 23 300 000 (65% target) 

Number of Times 
Reached 

% 
Total people 
reached (18+) 

1 71 25.4M 
2 65 23.2M 
3 60 21.4M 
4 52 18.6M 
5 47 16.8M 
6 43 15.4M 
7 39 14M 
8 36 12.8M 
9 32 11.4M 
10 26 9.3M 

   

Number of Times 
Reached 

% 
Total people 
reached (18+) 

1 91 32.6M 
2 87 31.1M 
3 84 30.1M 
4 80 28.6M 
5 77 27.5M 
6 71 25.4M 
7 67 24.0M 
8 64 22.9M 
9 59 21.1M 
10 53 19.0M 

   

VACCINE DEMAND CREATION CAMPAIGN BY JOE PUBLIC 

Broad Budget and Value per channel 

Television 

Medium Budget Breakdown 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  

 

 

  

 

 

  

 Spend R 34 100 000 

Added Value R 87 000 000 

Total R121 100 000 

Total Reach 25 400 000 (71% target) 

Number of Times 
Reached 

% Total people 
reached (18+) 

1 69 24.7M 
2 63 22.5M 
3 60 21.4M 
4 57 20.4M 
5 52 18.6M 
6 50 17.9M 
7 48 17.1M 
8 50 17.9M 
9 48 17.1M 
10 40 14.3M 

   

Number of Times 
Reached 

% 
Total people 
reached (18+) 

1 85 30.4M 
2 80 28.6M 
3 74 26.5M 
4 71 25.4M 
5 68 24.3M 
6 65 23.3M 
7 61 21.8M 
8 58 20.7M 
9 55 19.7M 
10 53 18.9M 

   

 Spend R 2 000 000 

Added Value R 3 900 000 

Total R 5 900 000 

 Static Boards Digital Boards Ranks Screens Total 

Taxi/Bus/Train  167 (Bus Stations) 16 (Ranks) 1019 (in taxi) 1202 

Urban sites  64   64 

Total 0 231 16 1019  

Total Sites Excl Taxis 247   

Total Sites Incl Taxis 1266  

Radio 

Outdoor 



 

 

 

 

 

 

 

  

 

 

 

 

 

 

 

 

 

  

 

 

 

 

 

 

 

 

 

 

  

 

  

 Reach 25 000 000 

Impressions 225 000 000 

Vaccination Site Clicks 604 000 

Video Views 33 000 000 

Completed Videos 26 000 000 

1 400 pieces of content were generated and distributed, including medical expert 
videos, SA’s Asking, Facts and Stats, content around and during the Vooma Weekends. 
The campaign also utilised well-placed TikTok content creators to spread positive and 
truthful vaccine messaging. Content went live across Twitter, Facebook, Instagram, 
TikTok and other prominent social media platforms. 

Digital 



  

 
PR positivity rating 100% 

Media items generated 538 

PR value generated R 35 000 000 

Key Content Examples 

 

Medical Expert Videos 

3 x 45 sec videos 

Flighted on TV and YouTube 

YouTube Achievement: 

2.8m people reached 

600 000 completed views 

19c per completed view 

 

SA’s Asking 

17 x 20 sec videos 

Medical Expert videos were 
adapted for social. 

Flighted across Facebook, 
Instagram, YouTube and 

Twitter 

28m impressions 

10m reached 

14.6m video views 

8.7m completed video views 

Vooma Weekends 

3 day “blitz” 

3 weekends 

Oct/Nov/Dec 

31m impressions 

13m reached 

72 000 clicks to vaccination 
site 

TikTok Content 

25 content creators 

25m impressions 

842 000 video views 

PR 



 

 

 

 

  

 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  

 

 

 

  

 

 

 

 

  

  

PR OVERVIEW 

RESULTS OVERVIEW 

Broadcast 

R3.5m 

Print 

R211K 

Online 

R1.4m 

Total Ave 

R5.2m 

Total PR 
Value 

R15.3m 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  

 

 

 

 

 

 

 

 

 

 

 

 

Impressions reach of coverage (not unique reach) * 

KEY OPINION LEADER HIGHLIGHTS 

Across all categories, audiences were encouraged to play their part by rolling up 
their sleeves and getting vaccinated. Audiences were also encouraged to sign up 
and be #VaxChamps at a later stage of the campaign. 

Overall impressions were 1 413 540, with a potential reach of over 5 million. 

 

Key Opinion leaders were split into 3 categories: 

#RollUpYourSleevesSA 

Execution: Weekly long form conversations 
delivered in IG Llives, video content and 

twitter space.  

• Graeme Condrington – Author, 
Futurist, Strategist and Consultant  

• Tumi Sole – Creator, Founder of 
#CountryDuty  

• Songezo Zibi – Former Editor Business 
Day, Former Head of Comms at ABSA  

• Relebogile Mabotja – TV Presenter 
 

Crown Gospel Awards Influencer 
Content Partnership 

Execution: Gospel stars creating content 
to encourage vaccination among their 
fans, most of whom hold strong beliefs 

against the vaccine.  

• To performers were Sniezey Msomi 
• Winnie Mashaba 
• Hlengiwe Mhlaba 



 

 

  

Vax Champ Influencer 

Execution: 3 strong vocal vernac influencers 
to target communities which were identified 
as resistant to vaccination messaging. Key 
messages were to inspire communities to 
take the mantle and be vaccination champs 
by spearheading initiatives that would 
ensure that the most vulnerable and those 
who lack information in their communities 
are exposed to it from a factual POV. The 
influencers were: 

• Florence Masebe for the isiPedi and 
TshiVenda communities 

• Penny Lebyane for the Mpumalanga 
communities 

• Nurse Nelly Mohlomi for the seSotho 
and isiXhosa communities 



Strategic Partnerships that drove Conversation 

•  Partnership with the NDoH was driven through 
collaboration on several initiatives that included: the 
Vooma Vaccination weekends, launch of Vooma 
VaxChamps 

• Exposure was generated using all the available media 
channels, including medical expert interviews across 
various radio and television stations. 

•  When it became evident that there was a major 
vaccine hesitancy amongst men, a partnership with 
the CCF enabled us to address the concerns of men 
in the form of a round table with male 
representatives from various NGOs, CBOs and 
community structures. 

• Views from these discussions informed the direction 
of the content and interviews that followed 

•  A series of webinars and informative articles were 
created in partnership with SAHPRA 

• This included the launch of the Medhelp App – a 
platform created to address adverse side effects of 
the vaccine 

• SAHPRA CEO Dr Boitumelo Semete-Makokotlela 
spoke on efficacy vs. the effectiveness of the vaccine 

•  ABInBev created the #SleevesUpSA campaign, a 
spinoff of #RollUpYourSleevesSA. 

• This campaign was activated at Rugby and Soccer 
matches, with athletes playing the games with one 
sleeve up.  

• This was leveraged through a series of interviews 
across various media platforms 

•  PR identified the Gospel fraternity as a vehicle to drive 
vaccine demand in that sector, with a focus on driving 
awareness and addressing hesitancy 

• Worked with influential gospel stars, with the intention of 
reaching their audiences through tailored social media 
posts driving vaccine literacy and encouragement to get 
vaccinated. 

• This included a speaking opportunity at the filming of the 
awards, the broadcasting of the awards and a speaking slot 
at the Izoko Gospel awards in Dec 2021 



  

• Activations teams positioned community mobilisers 
on the ground in the Free State to reach holiday 
makers at Engen 1 Stop Forecourts  

• The intention was to drive vaccine uptake and 
debunk myths  

• PR supported these efforts with media exposure and 
live crossings with eNCA & Newzroom Africa. 

• A PR activation was created at the Methodist Church 
in Soweto 

• Broadcast media were invited to stream the slot 
within the church service that was allocated to 
vaccines  

• Post interviews were conducted with all media in 
attendance – this became rolling coverage on eNCA 
& Newzroom Africa on 5 Dec 2021 

• It was picked up that there was negative social 
commentary on blood donation and vaccinations 

• Working with Dr Karin van den Berg from the SANBS, 
a joint article was drafted with Dr Saul Johnson and 
syndicated to the media, resulting in media exposure. 



 

 

  Content Drivers 

As South Africa emerged from the third wave of the pandemic, all efforts were 
directed toward encouraging more people to take advantage of the vaccine 
opportunity 

Content was generated from articles, interviews, as well as own recorded and 
packaged stories that were pitched to media. Messaging was supported by using 
an array of medical experts. 



 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  

COMMUNITY MOBILISATION 

950 

T O T A L  
C O M M U N I T Y  
M O B I L I S E R S  

O N  T H E  
G R O U N D  

3 1  O C T O B E R  2 0 2 1  –  3 1  
J a n u a r y  2 0 2 2  

Roll of community mobilisers 



 

 

 

  

324 

A V E R A G E  
M O B I L I S E R S  
D I R E C T  A N D  

I N D I R E C T  
E N G A G E M E N T  

670 

000 

A V E R A G E  
M O N T H L Y  

S L I D I N G  S C A L E  
O F  C O M M U N I T Y  

M E M N E R S  
E N G A G E D  I N  A  

M O N T H  



 

  

 

 

 

  

 

 

 

 

 

 

 

 

 

  

Province 
Surge Sites 
Supported 

Demand Acceleration 
Team (DGMT 
Coordinated) 

Community & 
Corporate 

Partnerships 

COJ 4 surge sites  

• Vooma Weekend 
• IEC Voting Stations 
• Social Worker Support 
• School vaccination 

drive support 
• Pop-up vaccination 

support 
• Sub-district focused 

area vaccine drive 

• SACC 
• SANTCO 
• Local Clinics 
• Engen 1Stops 
• Community Radio 
• TV with local CMs at 

Churches 

EKURHULENI 8 surge sites 

• IEC voting stations 
• Social Worker Support 
• School vaccination 

drive support 
• Sub-district focused 

area vaccine drive 

• SACC 
• SANTCO 
• Engen 1Stops 

TSHWANE 5 surge sites 
• IEC Voting stations 
• Sub-district focused 

area vaccine drive 

• SACC 
• SANTCO 
• Engen 1Stops 

NORTH WEST 14 surge sites 
• Vooma Weekend 
• MEC Madoda 

Vaccination Drive 
•  NHTL 

KWAZULU 
NATAL 12 surge sites • Vooma Weekends 

(Nov & Dec 2021) 

•  NHTL 
• Local Clinics 
• Community Imbizo’s 

with CMs addressing 
crowds 

MPUMALANGA 19 surge sites 

• Vooma Weekends 
(Nov & Dec 2021) 

• Home vaccination with 
door-to-door 
integration 

• IEC Voting Stations 

• NHTL 
• Community Imbizo’s 

with CM’s addressing 
crowds 

• Community radio with 
local CM’s 

EASTERN CAPE 15 surge sites •  Vooma Weekend (Dec 
2021) 

•  NHTL 
• Community Imbizo’s 

with CM’s addressing 
crowds 

NORTHERN 
CAPE 4 surge sites 

• IEC Voting Stations 
• Northern Cape Theatre 

Vooma Weekend 
• Clinic EVDS 

registration support 

• Northern Cape Theatre 
Performances 

FREE STATE 7 surge sites   

WESTERN CAPE 10 surge sites 

• Vooma Weekend 
• Old age door-to-

vaccination site 
mobilisation 

• Clinic EVDS 
registration support 

• Engen 1Stops 

SUPPORT | ENCOURAGE | VACCINATE 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  

 

 

 

  

WHAT WORKED 

1. A SIGNIFICANT FOCUS WAS PUT ON INTERPERSONAL ENGAGEMENTS 
WITHIN DOOR TO DOOR AND CONGREGATE ENVIRONMENTS, WITH 
THE AIM TO: 

• Share facts from reliable sources 
• Address fears and hesitancy  
• Encourage Vaccination  
• Drive to Surge Sites and local vaccination partners 

 
2. SURGE VACCINATION SITE 

• The deployment of community mobilisers at over 90 surge sites 
across the provinces, driving surge site awareness, and creating 
demand at surrounding touchpoints 

• Planned engagements: Address the audience and encourage 
immediate vaccination 
 

3. COLLABORATION WITH THE DEMAND CREATION TASK TEAM (CO-
ORDINATED BY THE DGMT) 

• The collaboration with the district co-ordinators enabled tactical 
community opportunities and support at district and ward level 
 

4. FAITH LEADERS | TRADITIONAL LEADERS | RETAIL PARTNERS 
• Community engagements facilitated by key faith leaders (SACC) and 

traditional leaders (NTHL), have created environments whereby the 
community mobilisers address the congregation with a respected 
leadership reinforcement of messaging and encouragement  

• The Engen 1Stops partnership enables high footfall infrastructure 
during calendar travel periods 
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INSIGHTS 05 



 

 

06 CONCLUSION 

To date the vaccine demand creation campaign has played a significant role 
in helping to promote the national vaccination programme and encourage 
South Africans to get vaccinated against COVID-19. The extensive volume of 
high visibility consistent messaging has helped to increase awareness on the 
importance and value of getting vaccinated, helped to dispel myths and 
misinformation surrounding vaccines, and motivated citizens to do their 
part to enable all of us to get back to normal. 


