


Community Media Trust is a 
not-for-profit company that 
specialises in communication in 
the fields of health, human rights 
and gender based violence.
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CMT is a level 2 B-BBEE 
compliant company and 
pride ourselves in training 
and skills development  of 
young black journalists 
and community-based 
facilitators.

Community Media Trust (CMT) is a not-for-profit company 
specialising in the production of interpersonal media. 

CMT’s media production and outreach work aims to empower South Africans with access to 

and understanding of their basic human rights, as well as supporting them on how to improve 

their health.

CMT aims to inform, inspire and promote transparency, accountability and democracy in all 

areas affecting the quality of life for communities in South Africa.

CMT’s media service portfolio includes television, radio, documentaries, out-of-home advertising 

such as billboards and street poles, print and digital publishing including web-based and social 

media, and on-the-ground activations. 

CMT focuses on social and behavioural change communications campaigns. Our creative team 

develops brands, campaign imagery, messaging, and information, education and communication 

(IEC) materials from scratch, ensuring that the target audience participates in the creative process 

through participatory workshops, focus-group discussions and pre-testing. 

CMT’s outreach teams work at community level, providing face-to-face communication and 

information to motivate communities and individuals to reduce their risk for HIV and to access 

health services.

With headquarters situated in Cape Town, CMT’s footprint continues to expand with teams 

based in Pietermaritzburg, Durban, Johannesburg, Tshwane, Rustenburg, Brits, Klerksdorp, 

Mahikeng and Mthatha. 

As a Level 2  B-BBEE compliant company, CMT prides itself in providing training and skills 

development for young black journalists and community-based facilitators.  In addition, CMT 

enjoys Section 18A Public Benefit Organisation status, which allows for contributions to the 

organisation to be tax-deductible.

COMMUNITY 
MEDIA TRUST’S 
MAIN PURPOSE 
OF BUSINESS
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As respected industry advisors, the CMT Board of 
Directors contribute crucial expertise in areas such as 
health, finance and media production. 

BOARD OF 
DIRECTORS
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NISHA NAIDOO (Chairperson)
Nisha Naidoo has more than 20 years’ experience in the local and 

international film and television industries. She holds an MBA Degree 

from Manchester Business School in the UK with a specialisation in 

the Business of Entertainment from USC School of Cinematic Arts 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.

DR FUNEKA BANGO
Dr Funeka Bango is a medical doctor with an extensive portfolio in 

treating and managing infectious diseases. In 2012, she received the 

hallmark of positive healthcare with a listing in the Mail & Guardian 200 

Young South Africans for her contribution towards the fight against HIV. 

She is currently working towards a PhD in Health Economics with a 

focus on public health interventions and is passionate about equity in 

access to healthcare. 

LUCILLA BLANKENBERG
Lucilla Blankenberg is currently Co-Director of Community Media 

Trust, having joined the organisation in 2000 as a transcriber. She has 

occupied many roles within the business and played an integral role in 

building CMT. After completing a Bachelor of Arts in Communication 

from the University of South Africa, Lucilla embraced her enduring 

passion for storytelling through film and has since completed a Sithengi 

masterclass in directing, as well as a course in production with Binger 

Filmlab.
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DIKELEDI MOSIME
Amid several specialised diplomas, Dikeledi Mosime holds a Bachelor 

of Arts degree in Economics and Political Science, as well as a Master’s 

in Business Administration (MBA) from the University of Stellenbosch 

Business School. As a full-time entrepreneur, and owner of promotional 

packaging business, TIN-PAC, Dikeledi contributes invaluable leadership 

and self-development skills to CMT. She is the founder of Green Coaching 

Networks, a not-for-profit life skills organisation, providing coaching and 

corporate management skills to graduates who are new to the corporate 

world. 

DEENA BOSCH
Deena does freelance work. During 2020 she was contracted by Black 

Sash as project coordinator for the Black Sash lead community based 

monitoring COVID19 SRD Grant Project.  She serves on the boards of 

Ditikeni Investment Company Limited, HWB Communications, and is a 

trustee of the Board of Social Change Assistance Trust.  Deena is also a 

coordinating committee member for Reclaim the City.

ALLEN CARELSE
Allen Carelse is a Chartered Accountant with over 20 years of experience 

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

at multi-national firms. Allen is also a passionate entrepreneur and is 

involved in several business ventures, as well as being a partner at 

an accounting practice that offers outsourced accounting services 

to businesses of all sizes, including not-for-profit organisations.

ANINE PHEIFFER
Although her core competence as a chartered accountant is focused 

on financial accounting, management accounting, taxation and auditing, 

Anine Pheiffer has spent more than a decade working in the petroleum 

industry across various departments of the fuels value chain, and is 

currently the strategy director and general manager at Astron Energy 

(Pty) Ltd. 



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

CMT’S 
CO-DIRECTORS
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DEBBIE VAN ZYL

As a public health expert with over ten years’ experience in 

prevention programming, Debbie Van Zyl has headed multiple 

PEPFAR-funded programmes implemented by CMT. She holds 

a Master of Public Health and a Bachelor of Science and has a 

strong acumen for management and governance. Her experience 

and ability to lead programme and operational staff on the 

administrative and governance requirements of PEPFAR grants 

has attracted significant funding and scaled up the organisation’s 

prevention programmes across multiple geographic sites.

Debbie’s hands-on approach includes fundraising and donor liaison, as well as adapting 

evidence-based HIV programming to suit the South African context.  She also contributes her 

public health and epidemiological skills to the communications campaigns developed by CMT. 

LUCILLA BLANKENBERG

As an award-winning film director, Lucilla Blankenberg drives all 

creative campaigns at CMT.  She is the director of CMT’s flagship 

television series, Siyayinqoba, and three drama series for the 

SABC, South Africa’s largest broadcaster.  JAB, a women’s 

boxing drama series, created and directed by Lucilla, earned CMT 

an award for best TV series at the Zanzibar Internal Film Festival in 

2018. She has also worked as an editor and producer on several 

documentaries and directed films such as A Country For My 
Daughter, which received an award for the best documentary 

at the 4th Gender and Media Awards in 2010.  In 2019, Lucilla 

produced and directed a comedy-drama called The Riviera that aired on SABC 2 in 2020. She 

continues to work on the development of two feature films, RUN and Worked Up.

Lucilla is hands-on, overseeing all aspects of development, production, post-production, and 

delivery of projects. She is also responsible for the good governance of CMT and represents the 

cutting edge, human-centred approach to communication and media material design for the 

organisation. 



MESSAGE FROM
THE CO-DIRECTORS

2020 has certainly brought many new and unexpected challenges including the spread of 

COVID-19, the resultant lockdown and fear for the health and well-being of all South Africans. 

CMT was forced to adapt in order to continue our important work, while ensuring the safety of all 

our staff and beneficiaries. We are proud to report that CMT displayed flexibility, agility and speed 

in our ability to implement new health regulations and incorporate COVID prevention messaging 

into all existing health and campaign work. Thank you to all staff who adapted, made sacrifices 

and assisted in keeping CMT going through a difficult time. Once again, the CMT team has 

shown resilience and reliability when faced with the harsh realities of a changing world. 

Regardless of the challenges, CMT continues to grow, learn and innovate. To all new staff who 

joined CMT in 2020, we welcome you and look forward to continuing to build our legacy. To 

those staff who had to leave the organisation due to changes in funding or to take up other 

opportunities, we thank you for your service and hope that our paths will cross again soon.

CMT now employs over 600 people, the majority of whom work in communities to bring 

information, encouragement and motivation to change behaviour in order to reduce the risk of 

HIV, unplanned pregnancy and gender based violence. COVID-19 and the lockdown changed the 

way we do business and we commend our teams for their willingness to try different approaches 

to engage with our beneficiaries, including setting up WhatsApp groups during lockdown. To 

our army of facilitators and mentors, we thank you for your tireless efforts to support COVID 

prevention measures in schools and communities while working to reach our ambitious targets 

– you have all climbed to the top of a steep mountain and made CMT proud! We thank our 

partners, TB HIV Care and Shout It Now, for the ongoing collaboration and look forward to the 

expansion under DREAMS funding in Gauteng and the North West. 

CMT has developed a reputation for conceptualising, creating and producing high quality prime 

time television dramas.  Our latest drama series, The Riviera, premiered on SABC 2 on the 8th 

of April 2020.  The 13-episode series broadcast every Wednesday evening at 19:30 and was 

very well received, exceeding the target audience rating set by the channel for the slot.  SABC 

has indicated that the show will be re-commissioned for a second season, which we hope will 

be in 2021.  CMT is proud to have been able to create a space for new talent and to be able to 

create a unique, nostalgic and funny representation of our history.  Congratulations to the team 

and cast for an excellent show! JAB, our women’s boxing drama series produced in 2016 was 

picked up by Netflix and Canal Plus and is now available to an international audience! 
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CMT is perfectly placed to incorporate and develop communication around COVID-19 prevention, 

recovery, reduction of stigma and many other topics that communities around the country need. 

In the Western Cape, CMT collaborated with the Knowledge Translation Unit (KTU) to develop 

and implement a campaign to reduce stigma around COVID-19. CORONAWise was developed 

in conjunction with the Western Cape Department of Health and focuses on COVID-19 hotspots 

in the province. 

CMT had the amazing opportunity to work with Tygerberg Children’s Hospital Trust on a television 

and radio public service announcement (PSA). Artwork and a voice over by Arch Bishop Desmond 

Tutu was used to create a compelling and emotive PSA. CMT approached the SABC Foundation 

who generously donated R 915 000 worth of airtime, resulting in the TV and radio PSAs being 

broadcast on SABC for 5 weeks. 

GroundUp News remains a serious player on the South African media scene with publishers 

such as News24, Daily Maverick, TimesLive and several others regularly republishing GroundUp 

articles. In 2020, GroundUp was sued for publishing articles that uncovered corruption within 

the National Lottery. United Civil Society Action (USCA), also attempted to sue GroundUp for 

publishing the names of National Lottery beneficiaries. UCSA has withdrawn its court action 

against GroundUp and committed to paying their legal costs. Following pressure from the 

Department of Trade and Industry and Parliament, it appears the NLC has backed down from 

this position and has stated on its website that it will publish its grant recipients in its next annual 

report. This is a great win for GroundUp and for freedom of the press - CMT is proud to be 

associated with GroundUp! 

In closing, we would like to acknowledge and thank our CMT board. We are grateful for your 

energy, time, guidance and support. We say a very sad farewell to Dikeledi Mosime who leaves 

the board at the end of 2020. Dikeledi - thank you for your service to CMT, we have benefitted 

from your stewardship and will miss your calm, sage, and invaluable presence. 

Bring on 2021 – we hope it will be a less challenging year than 2020. Either way, we look 

forward to continuing our work in communities, in the media space, and with all our partners and 

stakeholders. 

Lucilla & Debbie
CMT Co-Directors
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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 uses various communication formats to inform and inspire South Africans. More 

recently, CMT adapted the brand in the Eastern Cape to Siyayinqoba SHA’P!  The campaign 

aims to increase awareness of antiretroviral treatment (ART), support adherence to chronic 

medication, and encourage those who have stopped taking their treatment for any reason to 

resume use. The campaign publicises fixed-dose combination for ART, which is one pill per day, 

and also shares information on new drugs and adherence support.

2020 has been one of CMT’s most innovative years in terms of media broadcast and use of social 

media formats to reach our target audiences. The SHA’P campaign has been running in the 

Eastern Cape for 3 years, and continues to be a highly interactive, entertaining and educational 

platform. 

Prior to lockdown, SHA’P collaborated with local radio stations and hosted events, which 
included dance competitions, talent shows and the provision of HIV testing services on site. This 
campaign model was working well, but we had to adjust to accommodate social distancing and 
lockdown regulations.  CMT continues to broadcast weekly on UMhlobo Wenene FM, and also 
makes use of community radio platforms.

SHA’P continued to use social media to test new messaging, and ran WhatsApp focus groups 
to test materials and design. The success of season one of the SHA’P romantic comedy radio 
drama resulted in increased activity on the campaign WhatsApp line and social media pages. 
Building on this, CMT wrote and produced the second season which dealt with concepts of 
adherence, U=U, pregnancy while living with HIV, and many more. To ensure a broader reach, 
CMT developed illustrations depicting the radio drama, creating the story in the form of a graphic 
novel to be used as a stand-alone visual or in conjunction with the romcom radio audio.

CMT used WhatsApp-based focus group discussions to test U=U material before printing                                                 
and to measure audience response and feedback with regards to brand development and 
messaging for CCMDD (Centralised Chronic Medicines Dispensing and Distribution) for SHA’P 
in the Eastern Cape. This enabled CMT to get target audience input while negotiating COVID-19 
challenges safely, and proved to be a very successful approach. 

THE SIYAYINQOBA
HEALTH BRAND 
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TB HIV Care placed TV monitors in 24 health facilities across 3 health districts in the Eastern Cape, 
which play content developed and produced by CMT, including the radio drama illustrations, 
episodes of Siyayinqoba and other health related content. 

All CMT’s campaigns include interactive social media elements. Our social media team interact 
with clients in various languages on a one-on-one basis, allowing for confidentiality and 
anonymity. Each campaign has a unique WhatsApp number on all campaign materials, allowing 
CMT to measure the impact of messages and to collate frequently asked questions that come 
directly from the target audience. This data and information is used to adjust and tailor campaign 
messages and choose the most successful media channels. 

FACT: PEOPLE ON EFFECTIVE HIV TREATMENT 
CAN’T PASS ON THE VIRUS TO THEIR SEXUAL PARTNER.

TO GET TESTED FOR HIV OR START TREATMENT, VISIT YOUR NEAREST CLINIC 
or WhatsApp us on 079 258 7642

Effective HIV treatment 
means that the amount 
of virus in the blood is 
undetectable. 

To achieve an undetectable 
viral load you need to:

• Take your HIV treatment 
 every day, at the same 
 time.
• Be on HIV treatment for 
 at least 6 months. 

U=U
UNDETECTABLE

UNTRANSMITTABLE

Recent scientifi c research shows that people on effective HIV treatment 
cannot pass on the virus to their sexual partner. Multiple research studies have 

looked at over 100,000 sex acts where one partner was HIV positive and 
the other one was HIV negative, and condoms were not used.

Results from the study show that if the HIV positive partner was on effective 
treatment, there were zero cases of HIV transmission.

2019_Sha'p_U=U_Pamphlet_C.indd   4 2019/08/28   3:42 PM
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One pill a day stops the virus 
from multiplying in your body. 

FOR MORE INFORMATION VISIT YOUR NEAREST 

CLINIC OR WHATSAPP US ON 0 82  2 1 7  7270

HIV Treatment is 
simple, safe and free.

As'Bangene_Posters-A2_H.indd   1 2020/02/14   11:46 AM

In partnership with The Aurum Institute, CMT developed a 
new campaign, brand and messaging for young women and 
adolescent girls, and their partners, in Ekurhuleni, Gauteng.
 

AS’BANGENE is a brand new, highly interactive youth movement. This was an exciting piece of 
work for CMT because we had the privilege of starting a new interactive platform from scratch 
using participatory research, human-centred design and our signature high level of audience 
segmentation. 

AS’BANGENE encourages young people to make healthy choices every day.   It is motivational 
and supports youth to access health services, to test for HIV, to initiate ART treatment and 
adhere to chronic medication. 

In order to build a brand that appeals to the target audience and uses a participatory research 
approach, CMT held a preparatory workshop with the main target audience in Ekurhuleni. This 
included young women and girls, aged 15-25, as well as slightly older men, aged 25-35. The aim 
of the workshop was for the CMT creative team to better understand the nuances of the target 
audience as well as language, dialect, slang and what the group considered to be the most 
popular style, brands and communication. Mock images and material were created from this 
information for focus group testing, and from this process, AS’BANGENE was born. 

AS’BANGENE has since grown dramatically on Facebook, with 6000   followers since the launch 
in February 2020. As part of CMT’s growing service-offering on digital platforms, our creative 
team completed a course on live streaming resulting in a weekly AS’BANGENE live streaming 
show on Facebook. This interactive platform allows for immediate answering of questions and 
interaction with the target audience. 

AS’BANGENE’s radio campaign includes weekly talk shows on three community radio stations 
- EK, Kasie and Voice of Tembisa.  The audience are able to ask questions via the WhatsApp 
line and Facebook page and these were answered on the show. In addition, a weekly Monday 
Motivation slot on YFM provides an opportunity for audience members to tell us their healthiest 
choice for the week. 

CMT showed flexibility and agility by adapting how we interact with our audience during 
lockdown. Instead of hosting regular youth and community events as originally intended, 
AS’BANGENE WhatsApp squads were formed. Thirteen WhatsApp Squads, each operating 
in a different neighbourhood, disseminated localised information and assisted clients to access 
health services to collect chronic medication, get family planning and contraception, and any 
other health services that the clients needed. The Squad leaders also disseminated COVID-19 
prevention messaging around hand washing, using masks and social distancing.
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AS’BANGENE
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MAKE THE SMART DECISION.  GET  CIRCUMCISED.
TO BOOK A FREE CIRCUMCISION WHATSAPP US ON 081 309 2729

MAN-UP 
NAMIBIA

CMT is part of the consortium for Scaling up Access for 
Expanded Voluntary Medical Male Circumcision (SAFE) in 
Namibia, led by ABT Associates and funded by USAID. 
 

CMT’s role is to assist with demand creation and mass media to establish VMMC as a social 
norm in Namibia and encourage men aged 15 to 29 to volunteer for medical male circumcision.  

The original plan was to develop a new brand that appeals to the Namibian target audience, 
utilising CMT’s methodology of audience participation and focus group testing.  However, this 
was disrupted by the onset of COVID-19 and the consequent lockdowns. CMT improvised and 
used the existing Man-Up VMMC brand developed by CMT for South Africa, and adjusted it to 
suit the Namibian target audience.

Campaign elements include a 6-episode radio drama series in a romantic comedy format, as 
well as 4 drama-styled public service announcements for radio.  The drama series was produced 
in 4 local languages.  CMT produced, mixed and mastered the English version and then cast the 
voices to produce the series in 3 other languages. CMT also provided a studio in Namibia with 
the sound effects and music to mix and master the series in the other languages. An innovative 
component included a gif animation of each radio episode, which was re-mixed with the radio 
audio. These animations are broadcast quality, for use on TV and online platforms. This was 
CMT’s first animated drama series and we are proud of the result and the versatility of the series, 
which can be used on TV, radio, digital, cell phone and social media.

CMT now manages the VMMC Namibia Facebook Page and generates daily content for the 
page in local languages, including posters, facts, competitions, bookings and other interesting 
and engaging material relevant to the target audience. CMT is proud to have assisted in growing 
the page from 3,600 to 6,540 in a short space of time, reflecting that the campaign resonates 
with the target audience. Clients are able to book directly through social media or the WhatsApp 
line and CMT collates and shares this data with the Namibian team. 

CMT also designed and procured a range of IEC material, merchandise and branded material 
for the campaign, and continues to support the Namibian team with other design elements like 
clinic branding, newspaper ads, online ads and more. 

CMT looks forward to continue working with ABT and the Namibian VMMC team on this 
important work. 
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TYGERBERG
HOSPITAL
CHILDREN’S
TRUST 

During Lockdown, CMT produced a short public service announcement for the Tygerberg 

Hospital Children’s Trust. Using a picture taken with Arch Bishop Desmond Tutu and the 

children of Tygerberg, CMT re-created this image in the form of a drawing and an animation 

style painting along with the Arch’s narration. The audio was used to create a radio version. 

It was a privilege for our team to be part of such a great initiative. The SABC Foundation came 

on board and generously donated airtime on both radio and television. The Tygerberg Hospital 

Children’s Trust and CMT are exceptionally grateful for their contribution. The CMT team brings 

a rich creative and dedicated approach to all projects.

    

Art work by Graeme Arendse

Artwork by Graeme Arendse

Through funding from TB HIV Care, CMT started Coach Mpilo in OR Tambo in the Eastern 

Cape in October.  Coach Mpilo is a pilot programme that aims to improve HIV treatment 

linkage and retention among newly diagnosed men, men living with HIV who never initiated 

treatment, and men living with HIV who have been lost to follow-up, by providing personalized 

peer support from someone who has been there. By the end of 2020, 11 Coaches were trained 

and deployed, and an additional 6 Coaches were appointed. We look forward to rolling out this 

exciting new initiative targeting men in 2021. 

In 2018, CMT was contracted by Ilifa Labantwana to develop and write a 48-part radio drama 

series about early childhood development, called Side-by-Side. CMT developed the characters, 

the story, and the series structure. Each episode’s messaging consists of early childhood 

development information provided in the updated Road to Health booklet. CMT tested the 

material with focus groups and adjusted storylines to produce an effective educational drama 

while still maintaining entertainment value. Side-by-Side was produced by SABC Education in 

11 languages and broadcast on 9 radio stations. Based on the success of the first two seasons, 

Ilifa Labantwana is working on a third season. CMT will conduct focus group testing for Season 

2 and develop and write another 48 episodes. Season 3 of Side-by-Side will be broadcast in 

11 languages in 2021. 

CORONAWISE

CMT collaborated with the Knowledge Translation Unit (KTU) to develop and implement a 

campaign to reduce stigma around COVID-19. CORONAWise was developed in conjunction 

with the Western Cape Department of Health and focuses on COVID-19 hotspots in the province. 

The campaign uses radio and social media to communicate and interact with the audience, 

telling real stories of survival and support. The CMT team managed content and interaction on 

the Facebook Page and dedicated WhatsApp line. CORONAWise had talk shows on 7 radio 

stations amounting to 102 minutes of radio over an 8 week period.
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COACH MPILO 

SIDE-BY-SIDE 



CMT’s ability to deliver high-quality primetime drama that tells authentic South African stories 

is growing each year. 

The Riviera is a dramedy set on the Cape Flats during the State of Emergency, and told 

through the eyes of a 12 year old girl. The show is a semi-autobiographical story, based loosely 

on the life of actor and personality, Quanita Adams. 

In 2019, CMT produced its third prime time drama series, The Riviera that premiered on the 

8th of April 2020 on SABC 2. The 13-episode series, broadcast every Wednesday evening at 

19:30, was very well received and exceeded the target audience rating set by the channel for 

the slot. The SABC has indicated that the show will be re-commissioned for a second season, 

which we hope will be in 2021. CMT is proud to have been able to create a space for new talent 

and to be able to create a unique, nostalgic and funny representation of our history.

A Wing & A Prayer is CMT’s latest courtroom dramedy which was pitched as part of the SABC 

elevator pitches in 2019. CMT was short-listed and invited to submit a complete 13-part series 

synopsis and present a full pitch in November 2019. In 2020 we received a letter of intent to 

move the project into script development phase and we hope to be writing this series in 2021. 

IN DEVELOPMENT

With funding from the National Film and Video Foundation, CMT completed the script for RUN, 

a feature film displaying themes of vigilantism and morality within the context of a still violent 

post-apartheid South Africa. Despite 26 years of democracy, South Africa’s levels of violence 

remain exceptionally high, especially for women and children; national crime statistics reflect 

over 16,000 murders every year. As South African female filmmakers, CMT wants to ensure that 

these issues, particularly those of violence against women, are not overlooked or undermined, 

and instead, that they are well represented by mainstream media. 

Worked Up, a feature film set around the horse-and-cart community in Kreefgat, Athlone, 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. Worked Up’s script development is also funded by the National Film and Video 

Foundation and is ongoing.
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PRIMETIME 
TV SHOWS



CMT uses social media for direct audience interaction, to 
promote client services, and to source feedback regarding 
campaign material and messaging. 

The CMT approach to social media, especially Facebook and WhatsApp, is to create engaging 

material and interact with our audiences in many languages. This builds trust and allows for 

precise and accurate communication, as well as page growth as our campaigns have expanded.

CMT’s Siyayinqoba Facebook page, primarily dedicated to the Siyayinqoba SHA’P campaign 

in the Eastern Cape, showed a significant increase in activity when the SHA’P radio drama 

romcom aired on Umhlobo Wenene FM. 

What people are saying on our Facebook page:

“I learnt that if you get into a new relationship, you must first both of you get tested for HIV 

so that both of you know your statuses.” Bonolo Sefako.

“I hope people understand the importance of these drugs. Thanks for what you are doing. 

Knowledge is power” Priscilla Philiswa. 

“Thank you. We have to protect ourselves and our families and friends” Marcus Cholo.

“I learn if you are in relationship go and test to know about your life /status and to be 

protected.” Malibongwe Zikalala.

 

SOCIAL 
MEDIA
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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.

Globally, South Africa remains at the centre of the HIV epidemic.  
While progress is being made, we still face significant challenges—
women are disproportionally affected by HIV with close to 63% 
of those living with HIV being female.

In addition, new HIV infections among young women aged 15-24 years were more than double of those 

among young men: 69 000 reports of new infections among young women were recorded, compared 

to 25 000 among young men. There is a clear and urgent need for intervention that empowers young 

women to reduce their risk of HIV infection and violence. Given the socio-economic realities and 

structural issues at play, such interventions must be supported by initiatives to strengthen families, 

provide social protection and to challenge and change gender norms. 

This is the driving force behind CMT’s outreach HIV prevention programmes, which target priority 

populations such as adolescent girls, young women and their male sexual partners. CMT’s dynamic 

outreach teams work to spread awareness and change attitudes and behaviours, in support of 

preventative health services and promoting healthy behaviour. The evidence-based programmes at 

community level, include:

SIYAYINQOBA 
OUTREACH

DREAM IT.  
DREAM IT.  

BE IT.  BE IT.  
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Healthy Choices targeting school-goers between the ages of 10-14 and 13-17 with  

programming that encourages abstinence, delayed sexual debut and safe sex.

Stepping Stones, a series of workshops designed to promote sexual health, improve  

psychological well-being and prevent HIV.

Man2Man, targeting men and drawing on the methodology and content from the Stepping 
Stones programme, and covers HIV testing, voluntary medical male circumcision for HIV 

prevention, condom use and gender-based violence.

Families Matter! A parenting programme, targeting parents and caregivers of adolescent 

children to help them prepare their children for adolescence, and to engage with them on topics 

such as sex, family planning, pregnancy and HIV.

Safe Spaces / Girls Clubs, a girls-centred approach to empower adolescent girls and young 

women in developing social and protective assets that reduce their risk of HIV, gender-based 

violence and unwanted pregnancy.

SASA!, a ground-breaking community mobilization approach developed by Raising Voices to 

prevent violence against women and HIV through addressing a core driver: the imbalance of 

power between women and men, girls and boys.



A key component to all programming is proactive referral and linkage of beneficiaries to 

appropriate health and social support services. Condoms and information pamphlets are also 

distributed as part of this package. 

The COVID-19 pandemic and consequent lockdown posed significant challenges to our 

programme – gathering groups of people together for sessions was not an option during the 

hard lockdown. In response, CMT set up WhatsApp groups to maintain contact with beneficiaries 

who were active prior to the lockdown. Over time, we extended our reach to beneficiaries who 

had graduated in the prior year.  Participants found these groups extremely useful, as they were a 

way to get verified and accurate information about HIV and COVID-19, as well as a way to retain 

social connections and obviate the feelings of isolation that were prevalent at this time. 

Despite the impact of COVID-19 and the resultant lockdown, CMT teams have worked extremely 

hard to achieve target. While not all targets were met, we salute our teams for their innovative 

approaches, ingenuity and resilience in implementing community based programmes under 

difficult circumstances.  The graph below gives an indication of our work, with over 150 000 

participants across three provinces graduating from our multi-session and evidence-based 

behavioural programmes. 
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CMT’s outreach teams continue to run community-based Adherence Clubs in Durban and 

Pietermaritzburg, as a sub-recipient to Maternal Adolescent and Child Health (MatCH) and 

HST.  The teams have worked hard to recruit and retain participants in Clubs, and have shown 

resilience and fortitude in ensuring that people living with HIV have been able to collect their 

medication throughout the COVID-19 lockdown. 

A long history of working at a grassroots level bears testament to CMT’s effective methodology 

to gain community entry and successfully implement programmes. Despite the many challenges 

that COVID-19 has brought to South Africa, to CMT as an organisation, to the communities we 

serve, and to each of us as individuals, we remain grateful and humbled that we have been able 

to continue our work and pay salaries and thank our donors for their support. 
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GroundUp reports human rights news. South Africa’s 
Constitution gives people the rights to housing, education, 
health, safety, clean water, food and dignity. Our stories show 
what these rights mean for people in their daily lives.

GroundUp articles are published daily on our website, www.groundup.org.za, and are free 

to republish under a Creative Commons license. Most of our articles are republished in the 

country’s biggest news websites: News24, TimesLive, The Citizen and Daily Maverick but also in 

newspapers like The Witness, The Herald and Daily Dispatch.

We want our stories to make a difference. Aside from encouraging republication, we prioritise 

reporting on the activities of civil society movements. However, we are not their mouthpiece. 

GroundUp maintains its independence and has developed a reputation for fair, accurate and 

in-depth reporting.

GroundUp published over 1,500 articles in 2020, reporting from major cities like Johannesburg, 

Pretoria, Cape Town, Durban, East London, and Port Elizabeth but also smaller places like like 

Lusikisiki, Butterworth, Upington and more. We continue to expose massive corruption at top 

levels of the National Lotteries Commission and report on the consistent failures of Metrorail. Our 

reportage on COVID-19 has been praised for its quality.

In an era of shrinking newsrooms, few opportunities exist for young reporters to receive training 

and support. GroundUp’s intensive editing process produces high-quality articles for publication 

and offers our reporters’ on-the-job training. Our team of staff and freelance reporters have a 

deep understanding of the communities they report on.

In 2020, GroundUp received support from the Cameron Schrier Foundation, Open Society 

Foundation for South Africa, RAITH Foundation, Millennium Trust, Bertha Foundation, Claude 

Leon Foundation, Free Press Unlimited and Sigrid Rausing Foundation as well as from a number 

of generous individuals.

GroundUp also registered as a new company in 2020, but will continue to work closely with 

Community Media Trust. 

Read the latest human rights news on www.groundup.org.za

GROUNDUP
NEWS THAT
MATTERS
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CMT’s sister company, Off the Ground Media (OTGM), set up to 
diversify income streams and assist with the core costs for CMT, 
serviced its first client in 2017.
 

In 2020 OTGM took on the digital marketing for a local Cape Town studio, Edible Audio. This included 

the development and design of content, gifs, and social media campaigns to increase the studio’s digital 

footprint, increase traffic to its pages and generate leads. OTGM continues to grow and leverage support 

for CMT.

OTGM 
SUSTAINABILITY
PLAN
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STATEMENT OF COMPREHENSIVE INCOME

Community Media Trust - Summarised Annual Financial Statements 29 February 2020
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In 2020, CMT received PEPFAR funding through the US Centers for Disease Control and 

Prevention as a sub-recipient to the following partner organisations: 

• Health Systems Trust

• TB HIV Care

• Shout It Now!

CMT received PEPFAR funding from USAID as a sub-recipient to Maternal Child and Adolescent 

Health (MatCH) NPC and to ABT Associates. 

CMT would also like to acknowledge the contribution made by the SABC Foundation in broadcast 

airtime, for our radio and TV work with the Tygerberg Hospital Children’s Trust.

ACKNOWLEDGEMENTS CMT 
SERVICES
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• Campaign and message testing 

• Brand development 

• Media production

• Media buying and scheduling

• Evidence-based behaviour change programmes

• 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 and reducing costs. 

CMT services include everything from design and sourcing talent to negotiating usage rights.

ALL PRODUCTION SERVICES ARE AVAILABLE TO THE PRIVATE SECTOR THROUGH OFF THE GROUND MEDIA

• Radio 

• Television

• Film 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 (IEC) material development

COMMUNITY MEDIA TRUST    |    WWW.CMT.CO.ZA    |    INFO@CMT.ORG.ZA

TEL: +27 21 788 9163   |     @CMT_ZA






