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Community Media Trust (CMT) is a not-for-profit company 
that specialises in communication in the fields of health and 
human rights.

CMT produces all forms of media and is skilled in interpersonal communication. Our media 

production ranges from television to radio, documentaries to print and includes outdoor, web-

based and social media, and IEC material development. CMT employs community mobilisers 

and trainers who work to inform, educate and inspire people and communities about how they 

can take an active part in managing and improving their own health.

CMT aims to always inform and inspire. We believe in promoting transparency, accountability 

and democracy in all areas affecting the quality of life of communities in South Africa.

CMT’s work can be broadly divided into two categories – the production of media and outreach 

work in communities.

We are a Level 3, 100% BBBEE compliant company and pride ourselves in training and skills 

development of young black media Journalists and community-based facilitators.

In addition, CMT enjoys Section 18A Public Benefit Organisation status, which allows contributions 

to the organisation to be tax deductible.

CMT is a Level 3,

100% BEE

compliant

company and we 

pride ourselves in 

training and skills 

development of 

young black

media journalists 

and community-

based facilitators.

COMMUNITY 
MEDIA TRUST
MAIN PURPOSE 
OF BUSINESS
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The CMT Board of Directors is comprised of respected, 
seasoned advisers with a wealth of experience.
They represent key areas of expertise such as health, 
finance and media production.

BOARD OF 
DIRECTORS

LUCILLA BLANKENBERG

Lucilla is the Co-Director of Community Media Trust. She joined the 

organisation in 2001 as a transcriber and worked her way to her 

current role. She is the Executive Producer of CMT’s flagship television 

series, Siyayinqoba and produces and directs most of CMT’s media, 

including two drama series for SABC1. She has worked as an editor 

and producer on several documentaries and directed her own films and 

drama series such as A Country For My Daughter and JAB. Her films 

have been screened on the SABC, BBC and at numerous festivals in 

South Africa and internationally.

DEENA BOSCH

Deena is currently with OpenUp. She was Project Manager at Black 

Sash from 2014 until 2017 and has previously worked as a senior staff 

member at the Treatment Action Campaign (TAC). Deena has also 

served as a Director of Ditikeni Investment Company Limited since 

February 2013. She is representing the firm on the Board of HWB 

Communications. She serves as a Member of the Board of Social 

Change Assistance.

ALLEN CARELSE

Allen is a Chartered Accountant who has 18 years’ experience in a 

broad range of finance functions. He has held senior financial roles at 

several multinational corporates. He is also a passionate entrepreneur 

and is involved in a number of business ventures, including being a 

partner in an accounting practice offering outsourced accounting 

services to businesses of all sizes as well as non-profit organisations.

DR FUNEKA BANGO

Dr Funeka Bango is a medical doctor with extensive experience in 

primary healthcare. She was the Managing Director of Aid for AIDS, a 

managed care HIV programme. Dr Bango is passionate about equity in 

access to healthcare with a particular focus on infectious diseases.

In 2012, she was recognised as one of the top 200 young South Africans 

for her contribution towards the fight against HIV. Dr Bango is currently 

working towards a PhD in Health Economics.

ANINE PHEIFFER

Anine is a Chartered Accountant and has 10 years of Petroleum industry 

experience. Although her core technical competence is focused on 

Financial Accounting, Management Accounting, Taxation and Auditing/

Compliance, she has worked across various departments throughout 

the fuels value chain and now holds the position of General Manager 

Sales and Marketing Support at Chevron South Africa.

NISHA NAIDOO

Nisha has more than 20 years’ experience in the local and international 

film and television industries. Nisha has a MBA Degree from Manchester 

Business School in the UK, with a specialisation in the Business of 

Entertainment from the School of Cinematic Arts and Marshall School 

of Business, University of Southern California in Los Angeles, where she 

studied film financing, distribution, marketing, new technologies and 

agenting with Hollywood studio and industry professionals. She also has 

a Masters of Fine Arts Degree in Film and Video Production from York 

University in Toronto, Canada.

DIKELEDI MOSIME

Dikeledi is an experienced businesswoman and entrepreneur who runs 

her own company. She has a degree in Economics and Political Science, 

and a MBA. Dikeledi is passionate about inspirational leadership and 

teaching self-development. She is the founder of Green Coaching 

Networks, a not-for-profit organisation focusing on coaching and 

teaching life skills to graduates who are new to the corporate world. She 

sees this as the opportunity to reinvest in society.
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“We can all be 
proud of our 

work over the 
past year, in 

particular
the setup of
new teams

and projects,
and we look 

forward to an 
exciting 2018.”

CMT is managed by its two Directors – 
Lucilla Blankenberg and Debbie Van Zyl.

CMT’S 
CO-DIRECTORS

LUCILLA BLANKENBERG

Lucilla received her BA in Communications in 1999 from UNISA. 

She has been working at CMT since 2001 and was appointed 

Director in 2012. She has developed and worked on multiple 

health educational media campaigns about HIV and AIDS, TB, 

gender based violence, non-communicable diseases, voluntary 

medical male circumcision, breastfeeding and teenage pregnancy. 

She is the Co-Director of Amaza, a drama series which aired on 

SABC 1 in 2014 and creator and Co-Director of JAB, a drama 

series filmed in 2015. Lucilla is responsible for good governance, 

strategic planning, fundraising, day to day management and 

building of partnerships.

DEBBIE VAN ZYL

Debbie holds a Master of Public Health and a Bachelor of Science. 

She joined CMT in 2008, contributing her epidemiological 

and public health skills to the media and outreach campaigns 

developed and implemented by the organisation. Debbie heads 

up CMT’s outreach programmes and was appointed Co-Director 

in 2014. She is responsible for the oversight and implementation 

of all CMT’s outreach programmes, strategic planning, ensuring 

good governance, donor liaison and fundraising.
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MESSAGE FROM
THE CO-DIRECTORS

Another year has passed and CMT is still thriving, growing and developing. 2017 has been a 

year of substantial expansion and growth for the organisation and we salute and acknowledge 

the amazing CMT team who have worked with dedication and determination to ensure that we 

achieve our goals and deliver on our commitments. We can all be proud of our work over the 

past year, in particular the setup of new teams and projects, and we look forward to building on 

the achievements of 2017 as we move into the next funding period.

CMT welcomes many new staff members to the team and we look forward to your input. Our 

rapid expansion sees CMT growing to an organisation of 215 people with CMT’s head office 

in Cape Town supporting 7 outreach teams based in Pietermaritzburg, Durban, Ekurhuleni, 

Johannesburg CBD, Orange Farm and Tshwane. These teams are the stalwarts of our programmes 

at community level, working with determination to make a difference to the communities they 

serve. We commend you!

Our longstanding, trusted health brand Siyayinqoba has received an upgrade. The new 

Siyayinqoba logo and website represents the expansion of the brand beyond HIV, allowing the 

incorporation of broader health and social issues. We are delighted to have secured funding for 

the Siyayinqoba television show from multiple sources. CMT has developed and produced 13 

episodes, and the season was aired on SABC1 every Friday over October and November 2017.

Siyayinqoba season 9 focuses on social and health related issues affecting young women and 

girls in South Africa, reflecting CMT’s alignment with the national DREAMS and She Conquers 

campaigns which focus on adolescent girls and young women who are at high risk of HIV 

infection, gender based violence and unwanted pregnancy. We are proud to have provided 

hands-on, accredited training and skills development for eight young women and two young 

men who were trained as community journalists as part of making the show.

In 2016, CMT’s second drama series JAB was broadcast on SABC on Friday’s at 20:30 and 

reached 4.5 million people. Sadly JAB’s co-creator and script writer, Paul Ian Johnson passed 

away towards the end of 2016. This was a great loss to all who worked with him. His work 

has been recognised by the film and television industry and JAB was nominated in the best 

achievement in screenwriting category for the SAFTA (South African Film and Television Awards) 

in 2017, as well as shortlisted in the representing disability category of the Media and Diversity 

Awards at MIPCOM 2017.

GroundUp, the community news website continues to grow, develop and expand, with many 

of their stories being picked up by mainstream media outlets. Congratulations to Nathan Geffen 

and his team!

CMT has diversified the communication, media production and design work we develop and 

produce and our service offering now includes campaign management, social media strategy 

development and implementation, media buying and television and radio production.

Design and implementation of a mass media campaign promoting the uptake of voluntary medical 

male circumcision has been a core focus of CMT’s 2016/17 funding period. Building on the pilot 

of the SOKA campaign in KZN in 2016, CMT has rolled out the Man Up / SOKA campaign 

to the Western Cape, Eastern Cape, Free State, Mpumalanga and KwaZulu-Natal. This is the 

largest campaign CMT has developed and managed, and the success reflects CMT’s ability to 

manage and implement national communication strategies. We believe that our in-house media 

and production capacity coupled with our public health background and experience in health 

messaging, offers significant value-add to donors and partners alike. Well done to the Man Up 

team who have developed and tested innovative ideas with passion, creativity and dedication!

2017 has also seen CMT take on other exciting media projects – Counter Culture is a 48 minutes 

x 13 part documentary series on the sub-cultures in South Africa which airs on SABC 3 on 

Sunday. Our creative team continues to work on two feature film script development processes 

and another local drama series.

CMT’s Board has also seen some changes. Long-standing board members Lihle Mntambo (nee 

Dlamini), Jill Pointer, Dr Nombulelo Madala-Witbooi and Associate Prof. David Coetzee who have 

all been with CMT for many, many years have resigned from the board. CMT would like to thank 

you all for your years of support, advice and good governance - it has been an honour to build 

CMT with you. We also look forward to working with our four newly appointed board members, 

Allen Carelse, Anine Pheiffer, Dikeledi Mosime and Dr Funeka Bango – your input, time and 

guidance is greatly appreciated.

At a time of rapid growth, CMT took the opportunity to complete a successful and energetic 

strategic planning process at the end of 2016 which will help inform and guide our work over the 

next 5 years – we look forward to working together with everyone at CMT and our partners to 

achieve our ambitious goals!

Lucilla & Debbie
CMT Co-Directors
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WHERE WE WORK
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Community Media Trust is a not-for-profit company that 
specialises in communication in the fields of health and 
human rights. 

The Siyayinqoba health brand has changed and developed over the years and remains a trusted 

and respected source of health information in South Africa. Siyayinqoba started with a strong 

focus on living openly and positively with HIV and created a space for communities to fight for 

access to ARV treatment in the public health sector. Siyayinqoba has grown to include broader 

health issues, such as maternal and child health, gender based violence, non-communicable 

diseases, sexuality, identity and many more.

In 2016, Siyayinqoba branched into working with young women and girls in KZN through 

the DREAMS programme. DREAMS stands for Determined, Resilient, Empowered, Aids-free, 

Mentored and Safe. DREAMS aims to implement high impact, evidence based interventions 

in five districts in South Africa using a comprehensive package of social, economic and bio-

medical interventions. CMT has aligned its face-to-face outreach work with the mass media 

content in Siyayinqoba season 9 and four young mentors who run the Clubs were trained to 

research, develop and produce the content for their stories through CMT’s community journalism 

programme. This allowed the young women to help choose the documentary topics, voice their 

opinion and gain skills in journalism and media production, providing a platform for them to tell 

their own stories which are often not covered by the mainstream media. Naturally, the “realness” 

of the Siyayinqoba stories shines through and the voices of the young women involved ring 

clear and true.

The 2016/17 series of Siyayinqoba tells the stories of real South African young women who 

are at high risk for HIV infection and shows how they deal with growing up in South Africa, 

highlighting positive interventions and ways to change gender norms, increase self-esteem and 

decrease risk of exposure to HIV and violence. This season also included topics such as access 

to sanitary towels, gender based violence and financial literacy.

Since its inception in 2001, the Siyayinqoba brand has touched the lives of many and continues 

to instil a culture of positive and responsible living. Through our long-standing partnership with 

SABC Education, we are delighted to be back on SABC1 from 6 October 2017, continuing to 

work together to inform and inspire!

Siyayinqoba

has a wide 

reach and is 

an established 

platform to invite 

debate and 

discussion as well 

as disseminate 

vital health 

information.

THE SIYAYINQOBA
HEALTH BRAND 
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Community Media Trust has been working in the field of 
demand creation for voluntary medical male circumcision 
(VMMC) for many years through our Siyayinqoba health 
brand. This work has expanded and grown into a new 
national campaign called Man Up.

As part of a consortium of partners led by TB HIV Care and funded by The Presidents Emergency 

Plan for AIDS Relief (PEPFAR) through the Centers for Disease Control and Prevention (CDC), 

Community Media Trust developed and implemented a communications campaign promoting 

the uptake of VMMC as an HIV prevention strategy. The funding forms part of PEPFAR’s ongoing 

efforts working towards an AIDS-free generation in South Africa through doing the right things, 

in the right places at the right time. The ambitious task of circumcising 162,358 men between 

October 2016 and September 2017 relied on innovative demand creation strategies and mass 

communications to reach target.

Man Up is an above the line and below the line communications campaign which targets men 

aged 15-34 to increase the demand for VMMC which reduces a man’s risk of contracting HIV 

and other sexually transmitted infections. VMMC has been adopted by the National Department 

of Health and PEPFAR as one of the most effective ways to curtail the incidence of HIV in South 

Africa. CMT is proud to be a part of this initiative and hopes to make a significant impact over 

the next 5 years.

Man Up is an aspirational campaign with a call to action for men in South Africa to get circumcised, 

take control of their lives and take responsibility for their health. It deals with issues of women’s 

perceptions of circumcision, the pain that many fear of the procedure, and the many benefits of 

circumcision.

South Africa has diverse cultures, languages and demographics across the different target 

districts. Man Up uses segmentation at district level - changing images, accents, tag lines and 

logos to best relate to the target audience in a specific area. The campaign has a consistent 

look and feel, but is adaptable to audiences anywhere in South Africa. This makes the Man 

Up campaign dynamic and responsive, with a trusted brand identity and highly segmented 

messaging across demographics. For example, a pilot was done in KZN and it was decided 

that the Man Up campaign will be called Soka in the province in order to speak directly to the 

isiZulu men at district level. All brand guidelines, look and feel remain the same. Similarly, different 

images were used for the Western Cape campaign and messaging focused more on cleanliness 

and hygiene than HIV reduction because the evidence showed that this was a more compelling 

reason for this target audience.

Man Up is an 

aspirational 

campaign with 

a call to action 

for men in South 

Africa to get 

circumcised, take 

control of their 

lives, and take 

responsibility for 

their health. 

MAN-UP

CMT ANNUAL REPORT 2017     |  13



Man Up resonates across the continuum of the South African man’s journey - from relating to

VMMC, to making the decision to have the procedure done, and finally to advocating for VMMC

and encouraging his peers. Man Up uses consistent messaging, and the brand guidelines and

look and feel of the campaign is adaptable to any district, for any demographic and is able to

incorporate and collaborate with other Department of Health campaigns.

Man Up includes media elements such as radio, television, social media, outdoor, print, video, 

standardised branding and IEC material development and social mobilisation. 

Man Up enlisted the help of 28 celebrity ambassadors, including musicians, local soap opera

stars and radio personalities. This has been a key element of the campaign and we thank all the

celebrities who have put their names and support behind the initiative on radio, television and

social media platforms as well as live activations. Campaign content was produced in various

languages, appealing to a wide range of target audiences. Messaging was aspirational and

highlighted the benefits of VMMC. A significant feature was that many celebrities went through

the VMMC procedure themselves, providing audiences with the opportunity to follow them

through their journey - starting from relating to the benefits of VMMC through to their decision

making process, dealing with their fear and overcoming barriers such as pain and the healing

period. CMT made use of social media and live radio crossings to follow celebrities through the

procedure and secured exclusive articles in popular newspapers. Celebrities also supported

activations at community level, encouraging men to be circumcised.

This has been CMT’s largest communications campaign and although it has been challenging

implementing in so many languages at a large scale, we welcome the challenge and believe in

the campaign’s success and impact.

Make the right decision. Man Up. 

Man Up

has been

CMT’s largest

communications

campaign and

we believe in

the campaign’s

success and

impact.

CIRCUMCISE AND CONDOMISE

CIRCUMCISE AND CONDOMISE

PROTECT YOURSELF. PROTECT OTHERS. GET CIRCUMCISED.
SMS YOUR NAME TO 35255 TO BOOK A FREE CIRCUMCISION

CIRCUMCISE AND CONDOMISE

MAKE 
THE 
RIGHT 
DECISION.
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Counter Culture is an edgy and entertaining 13-part documentary series exploring society’s 

counter cultures. These fascinating groups of people open up about their lifestyle choices while 

simultaneously giving us a peek into their normal daily lives.   
    

Counter Culture introduces the public to naturists, drag queens, bodybuilders and more. 

All ordinary people with some extraordinary passions. Counter Culture takes its audience on a 

journey of exploration of different South African counter cultures. It explores our differences in ways 

that allow the audience to better understand each character and the path they have chosen.
    

JAB is a gritty, uplifting coming-of-age drama set in the world of competetive women’s boxing. 

It tells the story of a young black woman from Langa, a township in Cape Town.

JAB was originally conceptualised by Producer / Director Lucilla Blankenberg and Screenwriter 

Paul Ian Johnson in 2008. Lucilla felt that the world of women’s boxing and the diverse and 

interesting characters it held made for good television. JAB was broadcast in 2016 every Friday 

at 20:30, another CMT prime time drama. JAB is dedicated to Blankenberg’s late boxing coach, 

Conference Johnson and the character of the coach in JAB shares the same name as a memorial 

to the real Conference Johnson.
    

“ This is not a story about boxing or winning.
   It’s about the courage to fight – in life and in the ring.”

IN DEVELOPMENT

The Riviera is a semi-autobiographical story set in the late 1980s and created by Quanita 

Adams, who grew up in the suburb of Lotus River. We have recently signed the script writing 

contract with SABC and work on Riviera starts early in 2018.

RUN, a feature film, deals with the themes of vigilantism and morality within the context of a 

still violent post-apartheid South Africa. Despite 20 years of democracy, South Africa’s levels of 

violence are exceptionally high - especially for women and children. Our crime statistics reflect 

this with over 16,000 murders happening every year. As South African female filmmakers we want 

to ensure that these issues, particularly those of violence against women, are not overlooked or 

undermined and rather that they are well represented in the mainstream media.

Worked Up, a feature film, is set around the horse and cart community in Kreefgat, Athlone and is 

loosely based on the Italian classic Bicycle Thieves. Worked Up is a hyper-realistic story of a father 

and son, who through desperate circumstances, rediscover their respect and love for each other.

Television is

one of the 

most powerful 

representations

of our society

and probably the 

most influential 

medium when 

it comes to 

behaviour, 

opinions, 

discussion and 

lifestyle.

PRIMETIME 
TV SHOWS
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CMT has significantly expanded our social media
communication and campaign work. The social media hub 
generates content in English, isiZulu, Sesotho and isiXhosa, 
specifically tailored for our current target audiences.

This use of local languages has increased trust amongst our social media audience and we are 

able to answer questions and convey important health information effectively. CMT has a 100% 

response rate on Facebook which means the team responds to every comment or question on 

the page.

Between February and September 2017, the Siyayinqoba page was dedicated to posting only 

VMMC material through the Man Up campaign. The page increased followers by 10 250 people 

in that timeframe. Of these followers, 61% are male and 46% of them aged 18-34 which shows 

that CMT has managed to accurately reach and interact with our target audience of men aged 

15-34 in South Africa.

Man Up posts received 3 012 604 clicks from 12 February to 13 September. The best performing 

month was June which coincided with the celebrity ambassador campaign.

What people are saying on our Facebook page:

‘Thank you Siyayinqoba for encouraging me to get circumcised. I’ve circumcised and I use a 
condom. I am proud of my manhood!’

‘We’ve learnt a lot and we are happy for a programme like this one that educates our nation 
about its many ways (media platforms) that we can reach them through.’

‘Again I am saying thank you Siyayinqoba, I’ve received the help I needed for a very long 
time. I had been wanting to get circumcised, eventually I’ve been helped. I hope those who 
are not yet circumcised would use this opportunity. It’s not painful if you are scared. You will 
be the one to benefit.‘

‘Forward with circumcision guys, forward. My brothers it is the right decision to make. I know 
doing it in such a private area, makes to think of a number of things. My brothers I am telling 
you it is not painful and it’s done by trained professionals. When I went for circumcision I 
was really scared, almost turned away. But today I don’t regret it because now I haven’t had 
any sexually transmitted infections. Go and get circumcised my brothers so that you can be 
sharp.’

CMT has offered this expertise and ability to deliver quality social media management to partner 

organisations. 

SOCIAL MEDIA

‘Thank you 

Siyayinqoba for 

encouraging me to 

get circumcised. 

I’ve circumcised 

and I use a 

condom. 

I am proud of 

my manhood!’
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The Siyayinqoba Outreach programme recruits, trains and 
deploys people to work in communities to improve health 
outcomes through the implementation of evidence-based 
programmes which work to build knowledge and awareness.
All programmes take into account the socio-economic 
context and many structural drivers of the HIV epidemic.

This work is complemented by social mobilisation activities such as door-to-door campaigns, 

large awareness events, community dialogues and the distribution of informational materials 

and condoms. Key elements of the programme focus is on creating demand for preventative 

health services, to promote healthy behaviours, and to proactively refer and link beneficiaries to 

appropriate health and social support services.  

The current focus of CMT’s outreach programme is on adolescent girls and young women 

who are at high risk of HIV infection, gender based violence and unwanted pregnancy. We also 

target their male sex partners, community leaders, parents and healthcare providers to change 

community norms in order to support young women to reach their full potential. Our target 

audiences include foreign national young women and girls and disabled young women and girls 

living in Johannesburg and Durban.

CMT’s outreach work includes face-to-face communication at community level through evidence-

based programmes such as the Families Matter! Parenting programme and Stepping Stones, 

a series of workshops designed to help promote sexual health, improve psychological well-

being and prevent HIV. CMT implements these multi-session programmes at community level 

in eThekwini, uMgungundlovu, City of Johannesburg, City of Tshwane and Ekurhuleni. This is 

supported by PEPFAR funding, through the Centers for Disease Control and Prevention (CDC), 

where CMT is a sub-recipient and works in partnerships with TB HIV Care, Maternal Child and 

Adolescent Health, and Society for Family Health.

SIYAYINQOBA 
OUTREACH

The current

focus of CMT’s 

outreach 

programme is 

on adolescent 

girls and young 

women who are 

at high risk of HIV 

infection, gender 

based violence 

and unwanted 

pregnancy.

DREAM IT.  
DREAM IT.  

BE IT.  BE IT.  
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The following table shows our achievements against target.

CMT is a DREAMS partner in uMgungundlovu and eThekwini. DREAMS is an ambitious 

partnership, committed to help girls develop into Determined, Resilient, Empowered, AIDS-Free, 

Mentored, and Safe women. DREAMS offers a Core Package of evidence-informed approaches 

that go beyond the health sector, addressing the structural drivers that directly or indirectly 

increase girls’ HIV risk, including poverty, gender inequality, sexual violence, and lack of education.

One of the DREAMS-funded initiatives that CMT is implementing is Social Asset Building 

amongst in school and out of school adolescent girls and women aged 10 to 14, and 15 to 

19. This approach entails that formation of Girls Clubs which run at community level to help 

empower adolescent girls and young women to develop social and protective assets to reduce 

their risk for HIV, gender based violence and unwanted pregnancy. Referrals to health and social 

services, including post violence care, ensures that the young women attending the Girls Clubs 

can access the services they need.

Vulnerable adolescent girls and young women meet weekly with a local mentor who is employed 

and trained by CMT. The Club sessions follow an interactive curriculum developed by CMT that 

covers a wide range of topics including HIV, sexual and reproductive health, how to access 

services in your community, life skills, relationships and financial literacy. The Girls Clubs are 

intended to be a female-only safe space which is not only physically safe, but also an emotionally 

safe space to share and build social networks and support.

Through the Girls Club programming, CMT has reached and exceeded the target of working with 

4 670 adolescent girls and young women in uMgungundlovu district and 2 810 in eThekwini.

MATERNAL CHILD AND ADOLESCENT HEALTH

eThekwini

Target Actual %

Stepping Stones 2830 4049 143%

Families Matter! Parenting Programme
1500

921
141%

Man2Man 1188

Community Mobilisation 17109 20062 117%

Total 21439 26220 122%

SOCIETY FOR FAMILY HEALTH

Ekurhuleni  

Target Actual %

Stepping Stones 2830 3780 134%

Families Matter! Parenting Programme 1500 12098 1%

Total 4330 4989 115%

TB HIV Care

uMgungundlovu

Target Actual %

Stepping Stones 10809 54 88%

Families Matter! Parenting Programme
1020

1017
141%

Man2Man 165

Community Mobilisation 9891 9953 101%

Total 11991 12089 101%

City of Johannesburg

Target Actual %

Stepping Stones 1080 1285 119%

Families Matter! Parenting Programme
1020

666
98%

Man2Man 332

Community Mobilisation 2840 4760 168%

Total 4940 7043 143%

City Of Tshwane

Target Actual %

Stepping Stones 1080 2579 239%

Families Matter! Parenting Programme
1020

559
102%

Man2Man 483

Community Mobilisation 6234 6278 101%

Total 8334 9899 119%

Total 

Target Actual %

Stepping Stones 3240 4818 149%

Families Matter! Parenting Programme
3060

2242
105%

Man2Man 980

Community Mobilisation 19071 20991 110%

Total 25371 29031 114%
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CMT has also received funding under the DREAMS INNOVATION CHALLENGE to roll out Girls 

Clubs in for Migrant Girls and Disabled Girls in Ethekwini and the City of Johannesburg using the 

Protective Assets Model. Implementation started later than the original Girls Club work and we 

are pleased to report that we have made good progress to date.

CMT’s long history as grassroots activists for HIV has resulted in significant institutional knowledge 

and training expertise, and how to take this information to communities. The 2016/17 year has 

been one of significant growth of our Outreach teams with new teams set up in Gauteng and 

additional teams expanding our existing KZN teams. We are delighted to report that we have 

met all the ambitious targets set, across districts and salute and thank our teams on the ground 

for making this happen.

SUPPORTING IMPROVED MATERNAL
AND CHILD HEALTH OUTCOMES
   

Through an ongoing partnership with UNICEF, CMT has continued working to engage 

communities and health workers to improve maternal and child health outcomes. Current 

funding has enabled CMT to run workshops at 35 health facilities in Nelson Mandela Metro in 

and around Port Elizabeth. The workshops bring together the clinic committee who are elected 

by their community, and the health facility staff, including the Ward Based Outreach Teams who 

provide primary health care services at household level.

The interactive workshop provides a platform to discuss clinic targets and performance around 

key maternal and child health indicators such as early antenatal booking, breastfeeding and 

immunisation and includes a discussion about the local challenges to changing and improving 

the indicators. An action plan is developed with delegation of responsibilities to key role-players. 

We believe that this innovative approach provides a much-needed link between communities and 

health facilities, with the aim of increasing collaboration and co-ordination towards the common 

goal of improving the lives and the health of women and children.

Complementing this work is the ongoing training of Early Childhood Development workers and 

key Department of Health and Department of Social Development staff on The First Thousand 

Days Initiative. The first thousand days is the time from when a woman becomes pregnant up 

until her child’s second birthday. Good nutrition (for the mother and for her baby) during the 

first thousand days is critical to the future health, wellbeing and success of her child. The right 

nutrition and hygiene practices during this time can have a deep impact on a child’s ability to 

grow, learn and rise out of poverty.

DREAMS Enrolled Graduated

uMgungundlovu

Girls Club Year 1 2704 1973

Girls Club Year 2 2875 2711

Stepping Stones Year 1 2033 1775

Stepping Stones Year 2 2495 2377

eThekwini

Girls Club Year 1 2011 1464

Girls Club Year 2 1852 1503

Stepping Stones Year 1 865 661

Stepping Stones Year 2 1382 1080

JSI RESEARCH AND TRAINING INC. Enrolled Graduated

eThekwini Girls Clubs with Migrant 
and Disabled Girls

1204 In progress

ELMA FOUNDATION Enrolled Graduated

eThekwini Girls Clubs with Migrant 
and Disabled Girls

1244 In progress
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To this end, CMT has developed and implemented 4 training packages which cover the first

thousand days:

 • Pregnancy - the time from when a woman first finds out she is pregnant until she

  gives birth providing information on the importance of antenatal care, handwashing

  with soap and preparing for exclusive breastfeeding

 •  Infancy - the first phase of a child’s life (0-6 months) providing information on exclusive

  breastfeeding, immunisation, danger signs and handwashing with soap

 • Toddlerhood - the next phase of a child’s life (6 months to 2 years). 

  This is separated into 2 packages:

           Complementary Feeding

           Growth Monitoring and Promotion

The Girls Clubs

are intended

to be a female 

only safe space

which is not

only physically

safe, but also an

emotionally safe

space to share

and build social

networks

and support.

“In each house that I visit I make sure I teach 
them about handwashing - such as washing your 
hands before and after changing a nappy and 
before touching food. Even at home and with my 
neighbours I preach the same message”

Community Health Worker.
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ANYTHING

ANYTHING



Marle Mukamu, Girls Club Facilitator at Community Media Trust’s Durban office

Marle is from the Democratic Republic of Congo and arrived in 

South Africa as a very young girl, together with her mother and four 

siblings. She joined a Girls Club for migrant young women in Durban 

and is now one of the mentors, running Clubs. Motivated by her 

experience, Marle has redone her matric and has been accepted 

to study social work. Marle is thrilled that she will finally be able to 

do what she has always loved which is helping other people. When 

asked about what the programme did for her, Marle answered:

“The sky is not even the limit now...being a ‘Determined, Resilient, 
Empowered, AIDS-Free, Mentored and Safe Ambassador’ has given 
me light to my darkness.”

Queen Mhkize from Vulindela CBO (pictured on the right with her mentors)
notes the positive impact of the programme on her mentors and her organisation.

“The mentors gained self-esteem - they even got bursaries 
at UNISA and FET colleges and two of the Mentors 
attended Mentoring and Coaching Training which is 
accredited… Through this partnership our organisation 
also gained trust from the community and from the 
families of the Girls in the Clubs and even from our local 
municipality who recognised the work that we do.”

Thandi Phoswa from the Richmond Caregivers Organisation who CMT have partnered 
with to implement Stepping Stones and Girls Clubs, notes,

“We have been empowered…We have gained more knowledge on how to win the fight against HIV/
AIDS…Our area is deep rural, so people in our community do not want to teach their girls about sex. 
The project has brought a change to the people’s mindset, has brought transformation and brought 
hope. We are so grateful to DREAMS for giving us this life changing opportunity.”

“It has been a great experience working on the Siyayinqoba programme. I have gained a lot 

of experience on lot of things. I have to say I really loved the programme coz it helped a lot of 

communities and people about bringing more information to them. There is a lot that I have learnt 

that helped me to have a better future. I have gained 

knowledge on how to work with the community - 

on Media, how to deal with different people with 

different backgrounds. I have also gained lot of 

opportunities like working as the junior community 

journalist and as a mentor of the girls and young 

women. Now I am able to help others as well as 

myself with all the knowledge that I have gained 

from Siyayinqoba”.

Siphindile Ziyanda Ngubane, Girls Club Mentor 
and  journalism learner.

“As a mentor in my community, parents started to entrust their girl 

children with me. They saw that the programme brought such a positive 

impact in their lives. I also gained a lot of insight from my interactions 

with the young women I was working with. I took initiative and tried 

new things that would make their lives different. When I was still a 

mentor, I heard of an opportunity to become a Girls Club Facilitator – 

someone who would be supporting 6 mentors. My supervisor asked if 

I was interested and I applied. I was too excited that I was finally going 

to do something that I had studied for. I had a lot of ideas that were 

to improve the Girls Clubs… I have (also) been given opportunities 

to improve my facilitation skills, and other skills to build me as an 

individual. As a person who likes taking initiative, I believe that I still 

have a lot to learn and I am looking forward to many more other opportunities that may arise.”

Sanelisiwe Mbatha, Girls Club Facilitator at Community Media Trust’s Pietermaritzburg office.

“Working on Siyayinqoba has been a great learning experience, it has 

made me to be more outspoken and I gained a lot information - not 

only theory but I also got to be in the field and do it all practically. 

Seeing everything come together was amazing and I just want to do it 

over and over again”.

Siphindile Ziyanda Ngubane, Girls Club Mentor and 
journalism learner.

IMPACT

Muriel Madondo, 24, Umlazi, DREAMS ambassador who became a CMT mentor.

Muriel is an orphan. Her mother died in 2003 and her father in 2014. 

She encountered the DREAMS programme when she signed up as 

a Stepping Stones participant in 2016. She wanted to learn more 

about HIV and she wanted to take what she learned and share it with 

her community. Reflecting on the impact of the DREAMS programme 

in her life, Madondo says,

“Being an ambassador made me more confident. I had to break out of 
my shell and educate girls and young women about what I had learned.”
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GroundUp News has blossomed into a serious player on 
the South African media scene. In 2016 and 2017 News24, 
Daily Maverick, TimesLive and several other publishers 
republished GroundUp articles regularly.

Traffic to the Ground Up website has doubled. GroundUp’s mission to amplify the voice of 

vulnerable people is being realised. GroundUp’s coverage of the student protests, the social 

grants crisis, illegal mining and the war on dagga in the Eastern Cape has been praised. Well 

known political analyst Judith February wrote:

“GroundUp fulfils a crucial role in the South African landscape. Although small and young, it 

has played an important role in giving voice to ordinary citizens whose stories are often not 

told in the mainstream media. Last year it also covered the ‘Fees must fall’ protests at UCT 

with due regard to the nuance and complexity of the issues at stake.

In a global environment which is not friendly towards media expansion or new entrants, 

GroundUp has stood firm and has carved a niche for itself. Anyone wanting inside stories 

on what is happening within communities would do well to subscribe to GroundUp. It has 

shown tenacity and spiritedness in an often hostile environment. It is about real people and 

real stories.”

GroundUp’s reporting has increased the profile of many civil society struggles, for example 

Reclaim The City’s campaign for social housing in Sea Point, Equal Education’s campaign 

for norms and standards, Social Justice Coalition’s campaign for better sanitation, SWEAT’s 

campaign for the decriminalisation of sex work, and Sonke Gender Justice’s campaign for better 

conditions for prisoners.

Besides publishing, GroundUp is also a training environment for aspiring reporters, mostly from 

working class backgrounds. On most Fridays GroundUp conducts formal training, and every day 

we do on-the-job training with our journalists.

GroundUp has been funded in 2016 and 2017 by:

•  South Africa Development Fund  •  Raith Foundation

•  Cameron Schrier Foundation  •  Indigo Trust

•  Millennium Trust  •  Open Society Foundation

•  Bertha Foundation  •   Claude Leon Foundation

GROUNDUP
NEWS THAT
MATTERS

“GroundUp fulfils 

a crucial role in 

the South African 

landscape. 

Although small 

and young, it 

has played an 

important role in 

giving voice to 

ordinary citizens.”
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Off the Ground Media, CMT’s sister company which has been 
set up specifically to diversify income streams and assist with 
the core costs for CMT, serviced its first client in 2017.

OTGM managed to secure small contracts with Pharma Dynamics to do social media videos 

about mental health and wellness. OTGM continues to grow and find ways to support CMT’s 

work.

OTGM is not just another media production company, or marketing agency. The business 

brought to us is generating income for CMT. The organisation in turn utilises these resources to 

support its work promoting health information, transparency and democracy as well as to train 

young people to create thought-provoking, accurate and fair media and reporting.

Over the past 20 years, CMT has built up a wealth of media experience, production capacity 

and a network of industry professionals and this resource and service is now available to private 

sector clients.

In line with CMT’s mandate, OTGM will not produce advertising on behalf of the alcohol, tobacco 

or junk food industries.

OTGM specialises in television, radio, print and web-based media and is able to run media 

campaigns from inception to completion or slot in at any point in marketing strategies.

OTGM 
SUSTAINABILITY
PLAN

Over the past few 

years traditional 

funding sources 

have become more 

scarce and far less 

funding has been 

made available to 

the NGO sector in 

South Africa.

CMT ANNUAL REPORT 2017     |  33



FINANCIAL
REPORT

FUNDERS
AND PARTNERS

FUNDERS

PARTNERS

Summarised Annual Financial Statements 28 February 2017

Figures in Rand 2017 2016

Income 39 076 405 23 556 420

Other Income 1 497 5408 65 798

Operating Expenses -38 616 501- 23 308 798

Operating Surplus / Deficit 1 957 444  1 113 420

Interest received 214 582 89 594

Finance costs -40 715 -59 884

Surplus / Deficit for the year 2 131 311  1 143 130

Figures in Rand 2017 2016

ASSET S

Non-Current Assets1  903 714 1 075 804

Property, plant and equipment 1 903 4941  075 584

Investments in subsidiaries 220 220

Current Assets 12 172 972 4 210 654

Receivables 2 161 578 404 504

Cash and cash equivalents 10 011 394 3 806 150

TOTAL ASSETS 14 076 686  5 286 458

RESERVES

Accummulated funds 5 107 602 2 976 291

LIABILITIES

Non-Current Liabilities 44 647 269 252

Finance lease obligation 44 647 269 252

Current liabilities 8 924 437 2 040 915

Finance lease obligation 224 608 209 811

Payables 881 321 366 488

Deferred Income 7 818 508 1 464 616

TOTAL LIABILITIES 8 969 084  2 310 167

TOTAL RESERVES AND LIABILITIES 14 076 686 5 286 458
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CMT PRODUCTION 
SERVICES INCLUDE

• Brand development
•  Campaign and message testing
•  Media production capacity:

  - Radio – radio shows, radio drama and public service announcements
  - Television – Siyayinqoba series, drama and public service announcements
  - Feature films and documentaries
  - Social media management in all local languages
  - Print media and media engagement
  - Outdoor media – branded taxis and vehicles, billboards
  - Information, education and communication material development – print materials

•  Media buying and scheduling
•  Outreach events, community mobilisation and training.

All media is produced at CMT and delivered directly to the broadcaster or user, thereby
eliminating the need to outsource media production, reducing costs.
CMT does everything from design to sourcing of talent and negotiating usage rights.

ALL PRODUCTION SERVICES ARE AVAILABLE TO THE

PRIVATE SECTOR THROUGH OFF THE GROUND MEDIA

COMMUNITY MEDIA TRUST    |    WWW.CMT.CO.ZA    |    @CMT_ZA

Siyayinqoba      @Siyayinqoba     @Siyayinqoba    0648779051


