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COMMUNITY
MEDIA TRUST
MAIN PURPOSE
OF BUSINESS
Community Media Trust (CMT) is a not-for-profit
company specialising in media production and
interpersonal communication.
The overarching aim of the organisation is to empower South Africans with information about
health and human rights, with a key focus on supporting people to access health and social
services.
CMT aims to inform and inspire, and does so through promoting transparency, accountability
and democracy.
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 behaviour change communication. Our creative team develops
campaign brands, imagery and messaging, as well as information, education and communication
(IEC) materials from scratch. Our methodology ensures that the target audience participates in
the creative process through participatory workshops, focus-group discussions and pre-testing.

CMT aims to
inform and inspire,
and does so
through promoting
transparency,
accountability
and democracy

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 has teams based in Pietermaritzburg, Durban,
Johannesburg, Tshwane, Rustenburg, Brits, Klerksdorp, Mahikeng and Mthatha and has a
current staff complement of 411.
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.
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BOARD OF
DIRECTORS
As respected industry advisors, the CMT Board of
Directors contribute crucial expertise in areas such as
health, finance and media production.

DR FUNEKA BANGO

LUCILLA BLANKENBERG

DEENA BOSCH

ALLEN CARELSE

ANINE PHEIFFER

Funeka 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 is currently CEO of
Community Media Trust,
having joined the organisation
in 2000 as a transcriber. She
has occupied many roles within
the organisation 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 passion for
communication through film and
has since produced and directed
many dramas, documentaries
and communication campaigns.

Deena does freelance
work. During 2021 she was
contracted by Black Sash
to manage their Western
Cape Regional Office.
Deena serves on the boards
of Ditikeni Investment
Company Limited,
HWB Communications,
and is a trustee of the
Board of Social Change
Assistance Trust. She is
also a coordinating
committee member for
Reclaim the City.

Allen 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 has spent more than
a decade working in the
petroleum industry across
various departments of the
fuels value chain and is
currently General Manager:
Strategy at Astron
Energy (Pty) Ltd.
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The
overarching
aim of the
organisation is
to empower
South Africans
with information
about health and
human rights

CMT’S CHIEF
EXECUTIVE OFFICERS
CMT is managed by two CEOs –
Lucilla Blankenberg and Debbie Van Zyl.

LUCILLA BLANKENBERG
As an award-winning film director, Lucilla Blankenberg drives all
creative campaigns at CMT. She directed and produced CMT’s most
recent production, The Riviera, a dramedy set on the Cape Flats
in 1989. The Riviera won two South African Film and Television
Awards (SAFTAs). One for best directing, which Lucilla shares with
Laddie Bosch, and the other for Best TV Comedy. Lucilla also
directed, produced and created JAB, a women’s boxing drama
series, which earned CMT an award for best TV series at the
Zanzibar International 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. Lucilla has
played a significant role in CMT’s contribution to the Zwakala campaign in 2021 and is currently
in pre-production for producing and directing CMT’s next series for SABC 2. 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.

DEBBIE VAN ZYL
As a public health expert with over ten years’ experience in HIV
programming, Debbie Van Zyl has headed multiple PEPFARfunded 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, resulting in the scale up of the
organisation’s 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.
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MESSAGE FROM
THE CEOs
In 2021, CMT focused our efforts and resources on ensuring our staff are vaccinated against
COVID-19, while also adding to the national efforts to increase vaccine confidence. CMT has
encouraged and assisted staff to get vaccinated and we are pleased to note that 91% of the
current staff quota has done so. We thank all CMT staff for their efforts to get vaccinated and
to encourage others to do the same. As in other years, the CMT team has shown resilience,
flexibility and dedication to the work that we do and we are proud to be a part of this team.
CMT has worked closely with the National Department of Health, UNICEF and UN Verified to
develop, test and produce messaging on vaccine confidence through the Zwakala campaign,
focusing mainly on South Africans aged 18 to 33. Zwakala uses a broad spectrum of real people
telling their vaccine story and creating content around vaccine confidence and COVID-19
prevention. Other partners and donors, including CHAPS, The Aurum Institute, Accenture,
Project Last Mile, and USAID, joined and expanded the Zwakala campaign, with CMT as the
central communications partner and media producer. To date, CMT has produced 54 television
and 66 radio advertisements in multiple languages for the Zwakala campaign that have been
broadcast nationally. The campaign consists of outdoor media, branded merchandise, posters,
daily content creation and social media management. We are proud to report that CMT has
produced a multitude of high quality media materials in a short period, delivering on time so that
vaccine confidence messages reach the right people, at the right time. Zwakala is an innovative,
highly segmented and effective campaign and we are proud to have contributed to the increase
in vaccine confidence in South Africa and hope that vaccine uptake grows and that many more
South Africans take up this life-saving opportunity.
CMT employed over 750 people during 2021, 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. Sadly, reduced funding and the end of
projects resulted in 260 staff being retrenched in September and October and we wish all staff
who had to leave CMT the very best.

CMT has developed a reputation for conceptualising, creating and producing high quality prime
time television dramas. Our latest drama series, The Riviera, won two South African Film and
Television Awards (SAFTAs) in 2021. One for Best Directing, which is shared between CMT’s
directing team, Lucilla Blankenberg and Laddie Bosch. And one for Best TV Comedy, which is
shared with the entire Riviera cast, crew and CMT team. It is not just TV production for us, this is
a chance to tell our own stories. The Riviera is a dramedy set on the Cape Flats in 1989, during
the State of Emergency. Although it has many parts of our lives woven into it, the narrative is told
through the eyes of a 12-year old girl. That 12-year old is Quanita Adams, and we thank her for
trusting us with this story. It holds a piece of our history.
GroundUp News remains a serious player on the South African media scene with mainstream
publishers such as News24, Daily Maverick, TimesLive and several others regularly republishing
GroundUp articles. GroundUp is also responsible for breaking the stories on the National Lottery
corruption. After 9 years as a CMT project since its inception, GroundUp became its own legal
entity in 2021. CMT is proud to have grown with GroundUp over all these years and continue to
work closely with them. We wish them well in their ongoing important work.
In closing, a big thank you to all CMT partners, funders and supporters. We also acknowledge
and thank our board. We are grateful for your energy, time, guidance and support.
Mostly, thank you CMT people! You make every year special and do-able. We are ready for 2022,
whatever it may hold.

Lucilla & Debbie
CMT Co-Directors

Despite the significant challenges of COVID-19, lock down restrictions, civil unrest and reduced
funding, the CMT teams have shown tenacity and resilience and worked hard to reach our
targets. Thank you to all for your hard work and dedication!

06 | CMT ANNUAL REPORT 2021

CMT ANNUAL REPORT 2021 | 07

ZWAKALA
TAKE YOUR SHOT
CMT made a commitment to use our expertise and
resources to assist with vaccine confidence messaging
and communication in South Africa.

While being part of many consortiums and task teams assisting the National Department of
Health (NDOH) with vaccine communication, CMT’s efforts focused on working with UN Verified
and UNICEF on the development and expansion of the Zwakala campaign.
UN Verified, using similar communication testing and development strategies as CMT, piloted
Zwakala in Khayelitsha. The original Zwakala campaign focused on youth aged 18-24 and
focused on non-pharmaceutical messages such as wearing masks, social distancing, sanitising
and ventilation. In collaboration with NDOH and UN Verified, UNICEF and CMT expanded the
Zwakala campaign to include vaccine confidence messaging and increased the target audience
to 18-33-year-olds. CMT implemented a series of focus groups with the target audience in
six languages and tested Zwakala’s look and feel and additional messaging around vaccine
confidence with a broader audience.
CMT then produced short 30-second video and radio clips with real people who represented
the target audience and who were champions in their communities. Zwakala’s format showed
potential for both reach and efficacy with the target audience and new partners and donors joined
the campaign. With the support of CHAPS, The Aurum Institute, Youth Health Africa, Accenture,
Project Last Mile and USAID, Zwakala has been able to expand to a national campaign that is
aligned with NDOH activities.
As the central communications and media production partner, CMT has produced 54 television
public service announcements (PSAs) and 66 radio PSAs in six languages, covering 4 provinces.
The casting of the community champions and the use of high segmentation and language spread
ensured that the target audience related to the TV and radio materials.The PSAs were broadcast
on SABC 1, 2 and 3, MultiChoice, Ster-Kinekor and ViacomCBS Networks Africa, covering a
wide distribution range and reach.
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Zwakala also includes outdoor media in the form of murals, information pamphlets, posters,
uniforms, brand merchandise and social media pages. The Zwakala Facebook and Instagram
pages went live on the 20th of August, the first day when over-18s could register and get
vaccinated. It has since grown to 1,182 on Facebook and 557 on Instagram. All Zwakala
materials carry a unique WhatsApp number so that our target audience can contact us or
ask questions. CMT measures the frequently asked questions and uses these to adjust and
measure the campaign’s efficacy. We also assist people to register on EVDS via Facebook and
the WhatsApp line.
It is important to note that all of these materials were produced over a period of 3.5 months
- from casting, creative conceptualisation, pre-production, production to post-production and
delivery. This was an incredible feat for the CMT production team, who have all put in significant
time, effort and dedication to get the work out.
Zwakala continues with on the ground activations and rollout of the campaign material until the
end of April 2022. Hopefully by then we will have vaccinated the entire population.
Zwakala, join us! Take your shot!

Zwakala’s format
showed potential
for both reach
and efficacy
with the target
audience
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THE SIYAYINQOBA
HEALTH BRAND
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
start again. The campaign publicises fixed-dose combination therapy for ART, which is one pill
per day, and also shares information on new drugs and adherence support.
In 2021 the SHA’P campaign focused heavily on U=U (Undetectable = Untransmittable)
messaging and started a Facebook Fridays live show to discuss the topic. We also produced
new posters and photographic material with ambassadors living openly with HIV in the Eastern
Cape. SHA’P continues to use social media to interact with our audience daily, as well as through
radio on uMhlobo Wenene.
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.
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AS’BANGENE
HEALTH BRAND
AS’BANGENE is a highly interactive youth movement,
encouraging 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.
The AS’BANGENE campaign, which was developed and launched in partnership with The
Aurum Institute in early 2020, has really grown in 2021 and continues to be an exciting piece of
work for CMT where we have 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.
This model was used to expand the AS’BANGENE offering in 2021 to include materials focusing
on new mothers, prevention of mother to child transmission (PMTCT) and early childhood
development. CMT employed Mom Squad leaders who recruited new mothers into Mom Squad
WhatsApp groups and developed materials for social media that specifically target new mothers.
AS’BANGENE’s following has grown dramatically on Facebook, with 9,551 followers since the
launch in February 2020. The AS’BANGENE Facebook Live show is still going strong and allows
for immediate answering of questions and interaction with the target audience.

AS’BANGENE
supports youth
to access health
services, to test
for HIV, to initiate
ART treatment
and adhere
to chronic
medication

AS’BANGENE’s radio campaign includes weekly talk shows on two community radio stations
- Ekurhuleni FM and Kasie FM. The audience are able to ask questions via the WhatsApp line
and Facebook page and these are answered on the show. In addition, a weekly Thursday Power
Spot on YFM provides an opportunity for audience members to tell us their healthiest choice for
the week.
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SAFE
NAMBIA
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

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 circumcision.
The original plan was to develop a new brand for 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
ManUp VMMC brand developed by CMT for South Africa, and adjusted it to suit the Namibian
target audience.

BE A CARING MAN.

1

2021/05/26

11:14

CMT 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 3,300 to 9,209 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 data with the Namibian team.

GET THE #SMARTCUT AND REDUCE THE RISK OF YOUR
FEMALE PARTNER GETTING CERVICAL CANCER.
#MANUP #SMARTCUT #THETIMEISNOW

MAN-UP_Ads_Newspaper_2021.indd 32

Wall 3_3000 x 2400_PRINT.pdf

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. 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.

2021/06/18 13:53

CMT continues to design and procure a range of IEC material, merchandise and branded
material for the campaign, and supports 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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COACH MPILO

SIDE-BY-SIDE

Through funding from TB HIV Care, CMT started Coach Mpilo in OR Tambo district in the Eastern
Cape in October 2020. 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. CMT employs 20 coaches who are living
openly with HIV, who enrolled over 1,800 men onto the programme during 2021. Coaches have
supported 800 men to remain in care for more than 6 months and this number continues to grow
as the programme rolls out. We commend the Coaches for their enthusiasm and dedication to
the programme. Watch this space as we plan for programme expansion in 2022!

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. In 2019, we developed
season 2 and in 2021, CMT was contracted to develop Side-by-Side season 3.
CMT tested the material with focus groups, added another language, and adjusted storylines to
produce an effective educational drama while still maintaining entertainment value.
Side-by-Side Season 1 & 2 was produced by SABC Education in 11 languages and broadcast
on 9 radio stations and season 3 will do the same.

CMT also produced 34 short documentary videos with Coaches in the Eastern Cape, with the
support of Matchboxology. These are used for training, social media and on Coach Mpilo’s
YouTube channel.
During 2021, CMT also supported Coach Mpilo run by The Aurum Institute in Ekurhuleni.

TYGERBERG HOSPITAL
CHILDREN’S TRUST
During 2021, CMT managed the social media pages for Tygerberg Hospital Children’s Trust,
CMT created and posted daily content, and managed audience and community interaction.
CMT also covered events, assisted with the publication of regular radio slots on their social
media pages and created 6 monthly content plans for review and implementation.
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S’KHATHI
SETHU
CMT had the privilege to develop, test and produce
an 8-part radio drama series for PEPFAR, focusing on
PEPFAR programmes in the country.

Through our human centred design and development process, CMT designed the S’khathi
Sethu (meaning “Our Time”) radio and social media campaign. The main target audience is
people aged 35-49 living with HIV, and the topics included programmes such as Coach Mpilo,
MINA for Men, new treatments for HIV, U=U, adherence to HIV medication and many more.
The series was produced in isiZulu for Ukhozi FM and isiXhosa for uMhlobo Wenene. These are
the two largest reaching regional radio stations in South Africa.
CMT held a series of focus groups with the target audience to ensure that the brand look and feel
on social media as well as the characters, world and story line developed for the series resonated
with the target audience. The script format included a high impact radio drama segment followed
by a Q&A session with various PEFPAR partners working in the programmes in communities.

CMT used a
combination
of audience
participation,
human centred
design and
entertaining
storytelling to
create a popular
but effective
series

The S’khathi Sethu Facebook page went live in September, with the radio drama broadcasted
on Ukhozi and uMhlobo Wenene in October. The Facebook page content matches the themes of
the radio drama and daily interactions were managed on the page in the relevant local language.
The Facebook page now has 2,119 followers and continues to grow. After the initial broadcast
window on the regional stations, S’khathi Sethu was broadcast on community radio stations,
including Kasie FM, Izwi Lomzansi FM and Nongoma FM in isiZulu and on UCR FM in isiXhosa.
CMT used a combination of audience participation, human centred design and entertaining
storytelling to create a popular but effective series. Both Ukhozi FM and uMhlobo Wenene stated
that the shows fit the stations well and have asked if there is going to be a season 2. Stay tuned!
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CMT’s ability
to deliver
high-quality
prime time
drama that tells
authentic South
African stories
is growing
each year

PRIMETIME
TV SHOWS
CMT’s ability to deliver high-quality prime time drama that
tells authentic South African stories is growing each year.

CMT’s latest prime time drama, The Riviera was broadcast on SABC 2 in April 2020.
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 Riviera is semi-autobiographical and loosely based
on the life of actress Quanita Adams.
We are delighted to report that The Riviera won two South African Film and Television Awards
(SAFTAs) in 2021. One for Best Directing, which is shared between CMT directing team, Lucilla
Blankenberg and Laddie Bosch. The other for Best TV Comedy, which is shared with the entire
Riviera cast and crew and the CMT team. Working on The Riviera was a learning curve, but
also one of the most rewarding projects we’ve had the privilege of working on. CMT is proud to
be able to create opportunities to tell our own stories and we thank Quanita Adams for trusting
us with hers.
CMT pitched A Wing and A Prayer, aka Brand, a courtroom dramedy to SABC in 2019. We were
awarded the scriptwriting contract in 2021 and have written the 13-part series for SABC 2. Brand
uses real South African cases and stories and dramatizes these for comedic effect. It follows the
life of Alex Brand, a lawyer who is struggling to get his life together, but is witty and endearing while
he tries. We will be in production in 2022. Watch this space!

IN DEVELOPMENT
With funding from the National Film and Video Foundation (NFVF), 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 27 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. RUN has a presales licensing agreement with SABC 2 and some funding from NFVF; the fundraising to make
the movie continues.
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 has been completed and delivered to the NFVF.
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@Bob via WhatsApp

“Thank you Zwakala for being patient
with me- Keep up the good work god
bless you”

@Leroy via WhatsApp
“Hi, I am happy to let you know that I am
done with first part of vaccine, I will take
my 2nd dose on the 2nd of December.
Thank you for your help, god bless”

SOCIAL MEDIA
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.
What people are saying on our Facebook pages:

@Dudu via WhatsApp
@Sphila via Facebook
“I’d like to thank you for motivating me
with your programmes, I feel like a normal
person. Keep up the good work”

@Amanda via Facebook
“Enkosi Siyayinqoba singayintoni
ngaphandle kwenu uThixo anisikelele
bethuna anandisele apho nithatha khona
nisinde nakule Coronavirus enkosi kakhulu.”

(Thank you Siyayinqoba what would we be
without you, may God bless you, and increase
and multiply wherever you guys work and be
safe from COVID-19 thanks again)

@Mogodi via Facebook
“When it comes to breastfeeding more
frequently you can increase milk production.
It’s very important to feed your baby
#squadmom”

“Usuphilile sister, usuyihambile lendlela
shuthi kuyaphileka. Mina ngesemusha
kulendima ngina 7 months ngizazi kodwa
nami ngiyathemba ngizoyiphila. Lemnyaka
engiyifisayo ngoba khona Unkulunkulu emuhle”

(You are living sister, you have been on this journey
for some time. Me, I’ve only just started treatment,
it’s been 7 months. I know myself but I also hope I
can survive as long as you. God is so good.)

@Thembile via Facebook

“I support you my brother what u are
doing is so wonderful keep it up bro
uyasifundisa ngesisifo”

@Ntombikayise via Facebook

“Siyabulele ku Coach Sfiso
ngoncedo lwakhe”

(Thank you Coach Sfiso for helping us.)
CMT ANNUAL REPORT 2021 | 25

SIYAYINQOBA
OUTREACH
South Africa remains the epicentre of the HIV epidemic
and, while progress is being made, we still face significant
challenges especially among youth aged 15 - 24.
In addition, new HIV infections among young women aged 15-24 years are more than double of
those among young men. There is a clear and urgent need for interventions that empower 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.

CMT’s dynamic outreach teams work
to spread awareness, change attitudes
and promote healthy behaviour

This is the driving force behind CMT’s outreach HIV prevention programmes, which target priority
populations such as adolescent girls and young women and their male sexual partners. CMT’s
dynamic outreach teams work to spread awareness, change attitudes and promote healthy
behaviour. Outreach teams refer and proactively link beneficiaries to preventative health services
provided by partner organisations such as Shout It Now and TB HIV Care.
CMT implements the following evidence-based programmes at community level:
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

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.

M IT.
DREA
.
BE IT

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. A key focus for 2021, has been a
focus on economic strengthening components such as financial literacy and providing
young women with information about career choices, CV writing, job interview skills,
and entrepreneurship.
SASA!, a ground-breaking community mobilisation 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.

CMT ANNUAL REPORT 2021 | 27

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 DREAMS programme has prioritised young women and girls and we are excited that our
programming going forward is going to increase our work with men and young boys. We have
developed a Boys Club curriculum that tackles gender norms and gender based violence, and
includes HIV prevention messaging and financial literacy.
The COVID-19 pandemic, consequent lockdowns and changes in access to learners in schools
continued to pose significant challenges to our programme in 2021. This, coupled with the civil
unrest in July in Gauteng and KwaZulu-Natal, had an impact on our teams’ morale and ability to
reach target. In spite of this, CMT teams have worked extremely hard to achieve target in most
of the districts where we work. 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.

Due to changes in funding and programming, CMT has had to reduce the size of our outreach
team and sadly, we had to retrench a large number of our staff in October 2021. We thank
everyone for their dedication to the programme and the work that CMT does and wish you the
very best. We hope that our paths will cross again in the near future.
CMT’s outreach teams continued to run community-based Adherence Clubs in Durban and
Pietermaritzburg in 2021. The teams worked extremely 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 in spite of the challenges related to COVID-19 and the civil unrest.
Unfortunately, funding for this project came to an end in September 2021 and we bid farewell to
our Adherence Club team.
A long history of working at a grassroots level bears testament to CMT’s effective methodology to
gain community entry and successfully implement programmes in spite of the many challenges
that 2021 has thrown at us. We remain grateful and humbled that we have been able to continue
our work and thank our donors and partners for their support.

The graph below gives an indication of our work in 2021, with over 280,000 participants across
three provinces graduating from our multi-session and evidence-based behavioural programmes.
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OTGM
SUSTAINABILITY
PLAN
CMT’s sister company, Off the Ground Media (OTGM),
was set up to diversify income streams and assist with
the core costs for CMT and serviced its first client in 2017.

FINANCIAL
REPORT
Community Media Trust - Summarised Annual Financial Statements 29 February 2021

Figures in Rand
Income

In 2021, CMT produced a corporate video for The Japan External Trade Organisation (JETRO).
OTGM worked closely with JETRO clients to ensure that the corporate video reached their target
audience and objectives. OTGM wrote the script and narration, did pre-production including
some casting and look-and-feel design. OTGM filmed the production and completed the postproduction of the 15-minute video. It was a pleasure to work with JETRO and we hope to do so
again in future.

Other Income
Operating Expenses

Operating Surplus / Deficit
Interest received
Surplus / Deficit for the year

2021

2020

121 453 196

89 454 200

3 187 289

1 798 797

-123 307 281

-88 130 356

1 333 204

3 122 641

742 385

648 535

2 075 589

3 771 176

2021

2020

2 855 439

2 696 374

2 726 161

2 587 401

OTGM hopes to expand our client base in 2022.

Figures in Rand

ASSET S
Property, plant and equipment
Investments in subsidiaries
Loans to related parties
Current Assets
Receivables
Project expenditure
Cash and cash equivalents
TOTAL ASSETS

100

100

129 178

108 873

28 039 223

28 075 960

1 594 637

1 377 739

943 170
25 501 416

26 698 221

30 894 662

30 772 334

16 579 062

14 503 473

RESERVES
Accummulated funds
LIABILITIES
Current liabilties

14 315 600

16 268 861

Payables

8 488 852

4 473 757

Deferred Income

5 826 748

11 795 104

14 315 600

16 268 861

30 894 662

30 772 334

TOTAL LIABILITIES

TOTAL RESERVES AND LIABILITIES
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ACKNOWLEDGEMENTS
CMT thanks and acknowledges all our donors and
partners. We are grateful for your support that enables
us to do the work we love.

In 2021, CMT received PEPFAR funding through the US Centers for Disease Control and
Prevention (CDC) through the following partner organisations:
•
•
•
•

The Aurum Institute
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
ABT Associates

CMT is proud to have been part of national communications efforts around the national COVID-19
vaccination programme and would like to acknowledge the following partners and donors for
their support and collaboration:
•
•
•
•
•
•
•
•

CMT SERVICES
•
•
•
•
•
•
•
•
•
•
•
•
•

Campaign and message testing
Brand development
Media production
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
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.

United Nations Children’s Fund (UNICEF)
The Aurum Institute
CHAPS
Youth Health Africa
Accenture
Project Last Mile
NDOH
UN Verified
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