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ABSTRACT

This study intended to evaluate HIV/AIDS Campaigessages only focusing dpango Wa
Kando Campaign in Nairobi county. This study had foujechives to achieve: To establish
the extent to which th&lpango Wa KanddiIV/AIDS campaign messages were understood
by the target audiences. To determine the extentioh theMpango Wa KanddiIV/AIDS
campaign messages were appreciated by the targetnaas. To evaluate the diction of
messages used in tpango Wa KanddlIV/AIDS Campaign. To investigate the impact of
the HIV/AIDS messages as packaged and conveyaddgango Wa Kandd@ampaign. Both
guantitative and qualitative designs were usedhe dtudy. The study population was the
people from Nairobi County and 188 was the samjde ef the population comprising of
male and female, married and unmarried, betweenages of 18-40 years as they were
considered to be sexually active. The method af daliection used was use of questionnaires
which was distributed to the respondents. Durirggdtudy, data analysis was done by using
the Statistical Package for the Social SciencesS§Rand Microsoft ExcelThe data was
presented in form of tables and diagrams like ggaphe key findings of the study were: the
Mpango Wa Kand@€ampaign was understood because it was cleaharddsons learnt from
the message included stopping concurrent sexuwalaes, using a condom in case one is not
able to keep off the relationships. TM@ango Wa Kand&@€ampaign message was appreciated
as the respondents found the message worthy bechiitseeducative nature. The respondents
were able to identify the words used in the campaigd it was clear that the slogaifacha
Mpango Wa Kando(Stop concurrent sexual relationships) used stunt& the audience’
mind. In addition, there were different interpreias of the campaign: The message was
about stopping concurrent relationships, usingralom, being faithful to sexual partners. The
campaign yielded positive behavior change in thesgeal life of respondents because the
words used by the designers caused behaviour ch&gmmmendations of the study
included: Women characters should be more involaeitie campaign to show the audience
that HIV/AIDS not only affects men but also womémllow up campaign should be run to
clarify any misinformation the audience may have fram previous campaign. A different
strategy that addresses tangible positive behawvlange rather than focusing on knowledge
should be used. Future studies could be on semdyriamics by the campaign designers so as
to understand how the audience extends meaningatNegbehaviour catalyst should be
researched on to establish the relationship betwewmwledge and behaviour change.
Characters in campaign should be analyzed so@svil their role in message interpretation
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CHAPTER ONE
EVALUATION OF HIV/AIDS CAMPAIGN MESSAGES: AN OVERVI EW

1.0. Introduction

This chapter focuses on HIV/AIDS public media caimgpsa at different levels. There is global
overview of HIV/AIDS public campaigns which pointgit on the campaigns as one of the
major steps taken to control the HIV/AIDS menagetHe case of Kenya, campaigns were
carried out but under great challenge form the gowent because of fear of encouraging the
masses to engage in irresponsible sexual beha#8ifenya is the focal point of most major
HIV/AIDS public campaigns in Kenya. The campaignsrevrun at different times with the
central message as HIV/AIDS prevention through bemachange. Communication as a

process is also analyzed so as to understand tbgagiag of the HIV/AIDS campaigns.

1.1. Background of study

HIV/AIDS continues to pose a great challenge totituadles of people in the world. More than
33 million people are currently living with HIV/AIB, in 2007 alone, 2.5 million people
became newly infected with HIV and 2.1 million Idkeir lives to AIDS (UNAIDS, 2007 as
cited in Noar et al, 2009). Although recent dawidate that HIV incidence may be beginning
to decline in many parts of the world, the preva&eof AIDS continues to grow. In fact, the
number of people living with AIDS worldwide has gno steadily each year for the past 2
decades (UNAIDS, 2007 as cited in Noar et al, 2008ese data demonstrate the urgency
with which coordinated large-scale efforts that dutcast effective prevention messages
globally are needed. A strategy that has been widglized to fulfill such a purpose in the
HIV/AIDS area is the mass communication campaigeridnd, O’Reilly, Denison, Anhang,
& Sweat, 2006; The Henry J. Kaiser Family Foundat006; Liskin, 1990; Maibach, Kreps,
& Bonaguro, 1993; Palmgreen, Noar, & Zimmerman,8Q cited in Noar et al (2009).

Campaigns aim to produce effects that are specifig large group of individuals within a

specified period of time, and through a coordinaetdof communication activities (Rogers &
Storey, 1987 as cited in Noar, 2009). They emplagle or multiple media at the national,

regional, and local levels, either as stand-alofferte or as part of multi-component

programs. This is done working under the assumptiat the public health impact of a
program is a function of both its efficacy and te§@sbrams et al., 1996 as cited in Noar et al,
2009).



Campaigns that achieve even small effects couldainpIV/AIDS in a meaningful and cost-
effective manner (see Cohen, Wu, & Farley, 2005,d8n et al., 2004 as cited in Noar et al,
2009). It is presumably this rationale that hasdadhpaigns to have become such an integral
part of HIV prevention efforts since the beginniofythe epidemic (Freimuth, Hammond,
Edgar, & Monahan, 1990; Holtgrave, 1997; Johnsdaral & Rimal, 1997; Liskin, 1990;
Markova & Power, 1992; Myhre & Flora, 2000 as citedNoar et al, 2009).

1.1.1. HIV /Aids Campaigns in Kenya: A Historical Overview

According to NASCOP (1998), in 1983, the governnmrKenya created AIDS Programmes
Secretariat (APS) to organize the nation’s effagainst AIDS. The first phase when the first
case of HIV/AIDS was diagnosed (1984 to around 198&re was an official perception “that
HIV/AIDS was not a serious problem” for Kenya (Retual., 1996: 3) as it was believed to be
for the homosexual lifestyle which was illegal asvas not acknowledged in the country. As
much as the National AIDS Control Council was folated in 1986, it had not been fully
operational until 1987 when it was renamed to NeticAIDS/STD Control Programme
(NASCOP), and it did its HIV/AIDS campaigns on maswdia through interpersonal

channels.

The AIDS Programmes Secretariat (APS) developededitvin Term Plan (MTPI) for the
period between 1987-1991 focused on the public emems campaigns, strengthening
laboratory services and training of health workdise plan took a multi-sectoral approach
where the different sectors of the economy weresetqal to participate in the fight against
HIV/AIDS. The plan called for the prevention of tisexual transmission of HIV through
dissemination of information to the youths on hawbe protected from being infected by
HIV. The youths in school and family education pdad sufficient information on
HIV/AIDS. Community based AIDS education, includipgovision of community counseling
and public sex campaigns provided young adults wiflormation on how to protect
themselves against AIDS. Planned community effares often ignored, and the human and
technical resources not allowed in the planning dedelopment of projects (Agungal990,
Aznar, 1992).

The next government phase of response (from 198&8)1@as characterized by the reality
that HIV/AIDS is a health issue “realistic appraisé HIV/AIDS as a potentially harmful

2



health issue although the perception still perdigiat AIDS was no more harmful than other
diseases” (Rau et. al., 1996: 4). Ministry of Healtcampaigns on the effects of HIV/AIDS
met skeptical audience because of the low-key aeatficampaigns. The implementation of
the Information, Education and Communication (IBgXhe government centers on the use of
the mass media, interpersonal and advocacy wagjale@rnment’s steps to have HIV/AIDS
under control. The role of the IEC creates awaremmésknowledge for behavior change in
prevention of AIDS (Juma, 2001).

The media campaigns on condom use were criticigeetlgious leaders who suggested that
condoms were a “western solution” to the spreadHdf/AIDS. They claimed that it was
inappropriate for the Kenyan population. The thitthse of the government’s intervention
(1992-1995) was the release of an official suraaike data and a national conference held on
HIV/AIDS in 1993. This led to the Ministry of Healdeclaring AIDS a national crisis (Africa
Confidential, 1993).

The opposition to the campaigns towards the rednaf the spread of HIV/AIDS claimed to
be on the basis of ‘ethical, legal and culturafuiss. “Variety of legal, ethical, and cultural
issues related to HIV/AIDS prevention and the vireling of families affected by HIV/AIDS
remain to be actively debated and acted upon” @aal., 1996: 7) Most of these debates are
conducted on the media. Underscoring the importaricabtaining accuracy of information
from the media there are several facts put acrdhs: Demographic and Health Survey
(NCPD and CBS, 1994) collected baseline data owladge and the attitude of a national
sample of women and men regarding HIV transmisaiwh prevention. The survey indicated
that 99 per cent of males and 98 per cent of fesnr@gorted having heard about AIDS; 96 per
cent and 90 per cent of males and females respbctbaid they knew that HIV could be
transmitted through sexual intercourse; 35 per oéfémales knew that the HIV virus could
be transmitted through injections. But there wdresé with much less knowledge about
mother to child transmission with only 5 per cehimales and 7 per cent of females citing this
mode. The possibility of HIV transmission in thegess of circumcision was hardly known

by females and 5 per cent of males.

This means that Kenya was aware about the exis@n&éDS but was least informed about
the mode of transmission of the HIV virus. In 1998 Kenya Demographic and Health

Survey (KDHS) data shows that “there were widegpmeasconceptions about AIDS. For

3



instance many believed that HIV virus was beingdnaitted through mosquito bites, one out
of three respondents thought it was spread thréigging, over one in four through touching
the dead or via eating utensils, 24 per cent thabghHIV virus could be passed through
sharing clothes.” (NCPD and CBS, 1994)

It is very serious that although vast majority bé respondents believed that the spread of
HIV could be prevented (about 86% males and 79%akes), only about 36 per cent of the
male respondents and 21 per cent of the femalésvbdl that condom use could prevent its
transmission. It is no wonder that of the 32 pertad the men who were reported to having
had two or more sexual partners during the six hmpreceding the study, only 20 per cent
used the condoms with those partners. This meansthie knowledge of AIDS and the mode
of transmission did not translate into appropriaggavior change such as condom use. Could
this be related to the way matters concerning HIW& pandemic were reported in the mass

media?

People indicated that they mostly received inforamagbout HIV/AIDS from the mass media
sources (television, radio, newspapers, postetbBerahan interpersonal sources including
friends, family, health workers (Rose & Carson,1988 cited in Myhre & Flora, 2000).
According to Nduati & Kiai (1996), the common soeiiaf information on HIV/AIDS was the
radio (16.4 per cent), followed by newspapers (Ikb cent), school (14 per cent), family/
relatives (12.9 percent), friends/ schoolmates8Ji&r cent), clinics and hospitals (10.1 per
cent), churches and others. Most pupils in urbaasacould afford radio and newspaper unlike

the in rural areas because their parents were ngrki

The use of the mainstream media has been found todst effective at the awareness raising
level as its crucial in introduction of certainuss to the public forum for discussion hence in
turn affect the policy and decision making lev&sice the onset of the HIV/AIDS pandemic,

media has really played a major role in creatingarawess and providing information on

HIV/AIDS. This includes giving the latest medicalvances in the fight against the disease.
After fifteen years into the pandemic, there wal sb cure, and major advances in the

treatment only benefited the countries that arbrtelogically advanced. This made the main
thrust in HIV/AIDS to be prevention by behavior adga (Nduati & Kiai 1996).

According to Juma (2001), intensive sensitizatiampaigns are ways of coping with the
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HIV/AIDS especially in urban areas to warn peopfi¢he dangers of careless sexual life that
led to the contraction of HIV. This was mostly ddme the local and church leaders. Other
leaders were involved in preventive activities sashtrainers of trainers (ToTs) in advocacy
campaigns. The emphases of the campaigns wereomdtiray unprotected sex and the dangers
of immorality. Although the sensitization campaigpgpear effective among adults, more still
has to be done for the people’s behavior and déguThis is from the summary of views of a
Focus Group Discussion that indicates:

‘Of late sensitization campaigns have tried to tHie message to the people’s doors

and have been trying to wrestle with deep seatdéefdeabout the disease...

Furthermore, many of the youths have frustratedpeagm efforts and need more

attention due to the influence of the media, filnd &ideos...’(Juma,2011 )

The media was used to send out information on radaste and faithfulness, promote the use
of condoms Tumia Trust Condom). The government’s effort on the caigp against AIDS
was implemented througBessional Paper on AIDS in Kenylaat committed to protect
vulnerable youths from HIV infection by equippirtietm with adequate knowledge and skills.
As a matter of policy the government stated itshpla integrate AIDS in the education

Programmes into the existing curriculum (NASCOR9)9

Other interventions and intensive mass educaticer@paigns have succeeded considerably in
offering a window of hope for those suffering fraime disease and those managing and
preventing it (Pivot, 1997). The mass media has@td great interest because of the
perception of its role as a powerful and influenta@ol. Many organizations decided to use

mass media and alternative media which has atttacienuch attention because of the large
audience it addresses. The media’s role is to rélaehaudience who are suffering from

HIV/AIDS and empower them with knowledge on howptevent and manage the pandemic

by focusing on sexual behavior and practices.

There has been so much debate questioning thetiedieess of the mass media public
campaigns especially on behavior changes. It is that mass media has been the forum
widely used in the dissemination of information abeerious issues like HIV/AIDS (Agha,
2003; Bolton & Singer, 1992; Freimuth & Tyalor 1998yhre &Flora, 2000; Noar, 2006;
Wallack 1990; Witte et al., 1998 as cited in Mabha2B08).



There has been great discontent on how the mediarcalevelopment issues including
HIV/AIDS. This has attributed to lack of awarene&ss how media operates and constraints
within their working operations. According to PahiSprowl (1998), communication has
been the last resort hence hasn't been as effeasiviesired because it has not been involved
in the primary level of conceptualization. Somestoaints cited in the media was the limited
coverage of the radio Programme and structurakdiffes in coping with issues raised by the
adolescents during radio Programme.

Most organizations that deal with campaigns aga#iBIS have concentration in the rural
districts. These organizations are either NGOsrsIwith organized religion. Government
institutions seem not to be heavily involved in theti-HIV/AIDS campaigns. The most
frequently mentioned organizations in the Mukurur®lof Nairobi included, AMREF which
started campaigns and training ToTs in1990 butiteated the training in 1992/1993, and the
Catholic Church, elated to the Mukuru promotion @&nwhich trains ToTs and community
health workers as well as carrying out door — ttber campaigns.

Doctors without borders (Medicins Sans Frontieqgsisonnel also brought films in 1998

which were shown to the residents for a week. Tiheaouncil health personnel were also

involved in the campaigns and sensitization PrognamlLocally based organizations such as
Kayaba Unity Development Group also assisted indém@paigns. In Baba Dogo slum in

Nairobi some key organizations included Crescendibé Aid, Action Aid (Kenya), World

Vision, Redeemed Gospel Church.

NASCOP (2001), says that mass media campaigns draatly reduced the stigma and the
misconceptions associated with the condom henceedsed its availability. A generic
‘condom efficacy’ has increased the Kenyans' faiththe effectiveness of condoms in
preventing disease from 50% to over 80, althougtiabanarketing contributes only to a
relatively smaller share of the total condom supjitypromotion of condoms has resulted in a
more active role by commercial-sector participaats,is evident by the fact that eight new

brands appeared on the market in 2004.

It was reported that Kenya was among the counimiéise sub Saharan Africa that had noted a

decline in new infections as a proportion to preglyg uninfected persons. Indications of
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significant behavior change have been noted indesfrincreased condom use, fewer sexual
partners and delayed sexual activity. This favaratsend in behavior change has been

attributed to the mass media public campaigns (UD&I2006).

In Kenya a project was initiated based on a 19%2ls@ssessment by the National Population
& Development (NCPD) and the Family Planning Asation of Kenya (FPAK) with support
from John Hopkins University Population Communieati Services (JHU/PCS), which
targeted adolescents. The project was funded bylD®Ad it featured media activities such
as radio programmes, print media and a letter amsgvservice. Radio Programmes included
a talk and the provision of a forum for the youth question HIV/AIDS experts on the
programme. The Programme was designed as a vaietyw with the requisite musical
background (Nduati & Kiai, 1996).

Straight Talk Newslettewas a media project that originated from Ugandaveasl adopted in
Kenya. It began in 1993, initially laid emphasiss@mxuality and was issued once every month
as an insert ofThe Vision Newspapef.his broadened information on how to deal with the

physiological and health issues (Nduati & Kiai, 829

Large numbers of public health prevention campaiggge been launched by international
agencies (E.g. United Nations), the government, rtbe-governmental organizations and
religious institutions in the quest to deal witle thHlIV/AIDS pandemic. Majority of these

campaigns have focused on behavior change in tefr@ndom use, abstinence, reduction of

sexual partners, and monogamy (Akwara, Madise &lklir2003; Witte et al., 1998).

Most public health campaigns promote social andateln change by the way they are
designed and are fashioned upon the best pracd@edoped by the commercial advertising
and the marketing industry. For countries like Kaentyis difficult to evaluate whether the
interventions are working for the audience or ngttiacking the sales using a variety of
techniques. It is also difficult to evaluate a liealampaign designed to change social norms
or behaviors because of insufficient infrastructanel resources to do so (Bertrand et al., 2006
as cited in Mabachi, 2008).

1.1.2. The PSI HIV/Aids Campaigns

In Kenya Population Service International (PSI) iarfollows the organization’s social
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marketing formula of products such as condom useyices like HIV/AIDS testing that are
similar across all countries (Parker et al.200¢igs] in Mabachi, 2008). They are an example
of organizations that use formative research toeamp with branded and generic media
campaigns (Agha, 2003) leading to what Parker etaiin is nuanced branding that utilizes
local language that address the local audiencecattdrally appropriate visual treatment .
This is to ensure that the audience identify wliga tampaign hence motivated to participate in
the implementation of the message conveyed in dmepaigns. PSI has been at the core of
prominent HIV/AIDS campaigns including Trust condowoluntary HIV/AIDS Counseling
and Testing (VCT), and abstinence promotion. Accmydio Agha (2003), PSI (Kenya)
develops branded and generic mass media campdgasd advertising conveys positive
lifestyle message. This is a powerful tool whicld@e by repeating advertisement, positive
image becomes associated with a brand. This isitd tbhrand equity” so that the brand itself

becomes a symbol of positive lifestyle.

Social marketing interventions are the mainstay tfog global AIDS prevention efforts

(UNAIDS, 2002). The interventions use mass medid srterpersonal communication to
promote the use of condoms to prevent HIV and niakeailable through the commercial

section. It has not been known whether mass mealie ln effect on safer sex intentions
independent of the effects of interpersonal comeation (Agha & Van Rossem, 2002).
Quasi-experiments have been used in studies omibect of social marketing interventions
on adolescent risky behavior (Agha, 2002; Van Ros&eMeekers, 2001) but the study has

not yet examined if mass media messages on theiresluce sexual risk.

In 1998 a national survey by the National Counaeil Population & Development, showed
16% of the married males reported extramaritalasek that 30% of the single males reported
to their sexual partners in the last 12 monthsy@db men reported to have used a condom in
the last sex; 8% reported the use of condom inasiemarital sex and 43% in the last non-
marital sex (National Council for Population andvBlepment, 1999).

In spite of the high rate of HIV/AIDS prevalencelii87, there was little being written about
HIV/AIDS indicated by the decline in newspaper des disseminating AIDS messages. The
available articles were not talking about AIDS ieriga but other countries (Tassew, 1987).
Pressure groups were formulated to regulate theSAtizssages being disseminated because

the Catholic Church did not advocate for the use@idoms and discouraged sex out of
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marriage as it was immoral. These had consequéhMmst Kenyans lacked the self-efficacy
to manage their sex life by practicing safe sexn{@an et al., 1999; Kumah et al., 1993).
Following the above challenges encountered in ighat fagainst AIDS, there has been
insufficiency of information by the public. In adidin, promotion of condom use and its
effectiveness has been difficult (Kumah, et al93)9 which encouraged misconceptions about
AIDS and condoms considered unreliable (Kekovolalet1997). The formative research by
PSI Kenya found out that the condom use was dfbeaiated with immoral behavior which
was consistent with the message being dissemiratethe church and other community
groups concerning condoms not being appropriateefQnhdigenous beliefs of condom being

associated to immoral behavior in Rwanda may haea bhe case in Kenya (Taylor, 1990).

According to Agha (2003) Trust condom mass medmapzagn was begun by PSIin 1997 as a
result of reluctance on the part of Kenyans tolfrekscuss condom use with their sexual
partners because of fear of losing trust and baswysed of infidelity. As a result, a brand
mass media communication was developed to addredsdue of trust and encourage the use
of condoms, resulting to aggressive campaignsdiorand television spots.

The low level of condom use attributed to the fefasexual partners to lose trust and being
accused of infidelity compelled the PSI Kenya tonleh a branded HIV/AIDS campaign to

address the trust issue. The campaign was givenahmeTrust for the social marketing of

condom. The name has a double meaning of Trustdanncondom as the condoms were
called “Trust Condom” and the second meaning waaddress the issue of trust between
partners. People were encouraged to talk aboutorosdvith openness on television and radio
spots during 1997 and 1998. The double meaningarcampaign was to attain the maximum

impact for the HIV/AIDS message on condom use.

A second campaign was aired in 1999 and continbheough 2000 (Agha, 2003). Trust
Condom campaign promoted the use of condoms asitwvpdifestyle and promoted condom
use which was marketed as ‘cool’ and contempoifewy.example, in one of the radio spots, a
man repeatedly calls a lady for a date and the wasiadamant to speak with him on several
occasions. When she agrees to speak to him, helsebe length he has gone to organize for
the date. It included transport to and from the motde finally gets her attention when he
mentions that he will bring 20 packets of (Trusthdom for her birthday party. This makes

her to say that the guy is cool and agrees to gavitkh him.
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The branded campaign encouraged openness in thassien about condom use with a
partner so as to develop an image that condom ssceded with trusting one’s partner.
According to Agha et al. (2001), similar lifestybeiented approaches have been appropriate
and successful in other marketing interaction ib-Saharan Africa. Other advertisements
include wall branding which increased and enhangsdal presence of Trust condoms.
Concerts were also used as part of brand adveytsitivities. Brand advertising is not used to
relay fear- inducing messages because of thehitetl that they may damage brand equity.

Generic HIV/AIDS campaigns developed fear-induangssages on the consequences of not
using condoms consistently. For example in onehefdeneric campaigns several men and
women introduce themselves by saying “Hi, I'm Fred'Hi, I'm Mary”, etc. The listener is
asked to guess the one who has HIV. This is to fessessage that it's impossible to tell if
one has HIV and that condoms should be consisteistyl (Agha, 2003). Between January
and December 20000, 324 Trust television and 17288t radio spots lasting between 30 and
60 s were aired on all major television and radiammels. This amounted to approximately 20
h of branded advertising message over 12 monthsei@ecampaign had 556 televisions spots
and 2, 128 radio spots lasting 60s were aired duhia same year. This amounted to about 45
h of generic advertising messages. The advertsiggneric campaigns was made possible of
the free air time granted to the PSI by the Keng@aBcasting Corporation.

A household survey was used and data collected #@h3 sexually experienced men and
women aged 15-39 to determine if HIV prevention snagedia campaigns influenced risk
perception, self-efficacy and other behavioral mteds as condom use, effectiveness,
condom availability and the embarrassment of obtgincondoms. Logistic regression
analysis was used to determine the impact of expogu mass media on these behavior
change predictors. The population that was exptsdlde campaigns considered themselves
to be at risk of acquiring the HIV virus and hetatieved on the severity of AIDS pandemic
(Agha, 2003). The lower level of embarrassmentsndigtaining condoms was attributed to
the exposure of the audience to mass media cangaldore positive outcomes were
associated with higher intensity of exposure hemc®se-response relationship. Exposure to
generic advertising was less frequently associatéitl health beliefs and these relationships
were also weaker. Branded mass media advertisirgppdom use is more likely to create a

perception that accommodates condom use (Agha)2003
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Since 2002, PSI has been dealing with campaigng@h promotion and general prevention
of HIV/AIDS via mass media. It has created an atiwith churches to reduce stigmatization
and pass HIV/AIDS message. The campaign on VCT aa#led “Onyesha Mapenzi Yako”
(Show your love). This was an extension(Ghanukeni Pamojget smarter together), this
campaign encouraged the Kenyans to get tested ao@ kheir HIV status. It ran from
January to April 2005 and from March to Septeml#6&2 When the antiretroviral treatment
came in Kenya in the late 2004, there was increasedss in hospitals, VCT centers and
clinics in the rural areas. This spearheaded fifahmulation of another campaign by the PSI
on behalf of the government. The mass media campgage hope to the Kenyan audience
that even if one was infected with HIV/AIDS, thei® treatment. This was to increase
discussion on the intention to get tested.

According to Morgan (2006), PSI Kenya encounter@@rmnt challenges including difficulty

to reach the 35% of the population that could rmoeas the mass media. There was no well-
established quality assurance system at the natmrel set that would ensure quality service
delivery in the VCT centers hence a threat to ttand as people could lose their confidence
in these centers. Lack of National Information Mgeraent posed a challenge to collecting
nationwide data so as to tell the impact of the maigns. However an evaluation indicated
that the campaign achieved most of its goals (Mgay@007). The VCT campaign materials
that were analyzed consisted of specific lengthiroé: TV spots (M length =1.02 minutes),
one radio spot (M spot=1.00 minute). For print mate used a mixture of English and
Kiswabhili (Mabachi, 2008).

1.1.3. The Nimechill Campaign

In 2004, PSI launched a campaign called “Nimectiiliswahili slang for “I have chilled” or

“I have abstained”) Ni Poa Kuchill! (It's Cool to Abstain). The youth-oriented campaig
used a cartoon logo of a yellow hand giving a "Y'adpeace” sign as its brand and the phrase
"Nimechill". According to the Reproductive Healtteport (2013), the campaign was
conducted in two rounds from 2004 to 2010 by Pdpmra Service International in
collaboration with DRH, NASCOP and Pathfinder Intgronal with funding from USAID.
First it was run from September 2004 to April 20G5aimed at changing three perceptions
correlated with abstinence: Social norms, selfeaffy and behavioral intentions to remain

abstinent. The campaigns persuasion strategy wesllzm positive affect (the messages were
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positive and encouraging rather than risk based) @ositive deviance as the youths were

portrayed to be defying early sexual norms.

The campaign was to create stigma on irresponsiénteal behavior while peer pressure and
abstinence regarded as ‘cool’ (PSI/Kenya,2005) Mhilecampaign in its formative sought to
answer the question why youths are engaging inasen early age. “Why do many youth
engage in sexual activities at an early age?” (R8Hya, 2006). A focus group discussion
indicated that sex was served as a rite of passagechildhood to adulthood. The research
concluded that more focus should be on the corakxgsues that lead to early sexual
activities in the prevention interventions. Thid ® the PSI/Kenya to look for creative ways
of making the Kenyan youths to embrace romantiatieiships without sex and to increase
the acceptance of the adults that associate witlwvgh adulthood (PSI/Kenya, 2006).

The campaign was targeting the ten to fifteen y¢@drteenagers in urban areas to encourage
them to abstain or even delay their sexual aatwit{Parker, Rau & Peppa, 2007). The
campaign reflected the government’'s emphasis otingbse for the youths in Kenya (Agha
2003) to reduce the level of new infections. Falewision spots, eight radio spots and four
print materials like newspapers, bill boards, pasteere developed to bring out the issues
affecting the youth like strong peer pressure, enblsexual activity and transactional
sex(PSl/Kenya, 2006).

There was an attempt to reach as many young pespfeossible, this was done by putting
articles on youth and "chilling" regularly in thatironal newspapers, and weekly discussions
about "chilling" took place both formally and infoally on the radio. Teenagers aged 14-16 in
the TV commercials were used with the goal to eréspirational and realistic role models.
The youths were depicted to be opposing early demativities. For example one
advertisement showed one of the youths leaningpbatmini-bus with text stating: "Sex? No
way, tumechill

[We're chilling]"; and "We won't be taken for a gd Ni poa kuchill [It's cool to chill]."

(PSI/Kenya, 2005) PSI/Kenya sponsored "The Beataily music video Programme on
Nation TV. The use of branded T-shirts showingNimechill brand and the message "young,
beautiful, and chilling” or "handsome, intelligeatd chilling”, were given away to the young

people at Nimechill sponsored youth events (PSheA005).
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The campaign of HIV/AIDS in dissemination of thefdammation to the adolescents
experienced opposition from policy makers who lvegethat informing the young people on
the prevention of the HIV virus would promote sdximmorality (William et al., 1997).
Religious leaders in the early 1990s condemnedetivath HIV/AIDS as immoral hence
ignored the messages (Black, 1997). After the destnation of the Catholic Church and the
anti-abortion groups, the government shelved thecudision on integrating HIV/AIDS
education in the curriculum (Kigotho, 1997).

The campaign was seen by 80 percent of the youthargeted after the President’s
Emergency Plan for AISDS Relief (PREPFAR) througk tJ.S Agency for International

Development (USAID) and implemented by PSI. Thissvea success with regard to the
number of target audience (Mabachi, 2008). There wasurvey that was carried out to
measure and evaluate the impact of the ‘Nimechdmpaign. The evaluation based cross-
sectional survey from randomly selected householtirteen of Kenya’s largest towns found
that there was increase in youths reporting vitgifiom 88 to 92 percent during the seven

months of the campaign.

After the campaigns, approximately 85 per centhef youth recalled ‘Nimechill’ and 45 per
cent indicated that they watched the campaign tiraiaree or more channels (television,
radio etc.). Perhaps with other contributing fastdPSl/Kenya (2006) acknowledged and
believed that the youth were able to have confidendhem being able to abstain. According
to PSI/Kenya the campaign increased self-efficamyck the campaign was rated a success as
it was able to fulfill the initial criteria:

“For targets to: (a) be able to recall key elemefthe campaign, (b) have an increased sense
of self- efficacy, ¢) modify perceived relationshiprms, and (d) demonstrate increased focus
on future goals”’(Mabachi, 2008).

IRIN (2006) collected information about the impattabstinence campaigns. Plus News was
informed by students from a government school imd@about them receiving sex education
since the age of 10 and now were used to it. Euiiemo one of the learners said that “it has
become like a song to us now; it's common to eveeyand not embarrassing”. But an

overload of sex education could have mixed restiltsnakes one want to know what it (sex)

13



is, want to experience it, "said Nelson Lomolo. tiles enjoy sex-they enjoy it more than
anything and being told to abstain only reduces rthmber of times we have sex, added

Mumao.

The misconception that surrounded the campaignbstireence was the interpretation of the
symbols used. According to European Scientific dauiNovember edition vol. 8, No.27
ISSN: 1857 — 7881 (Print) e - ISSN 1857- 7431 1éagk were asked what the word means,
two said it is a form of greeting while the remamihree said it is what one says when you do
not want a person of the opposite sex to talk 1. yet the symbol of the two finger salute

and the word ‘chill was a symbol of abstinence.

1.1.4. The Voluntary Medical Male Circumcision Camgign (VMMC)

In 2007, the World Health Organization (WHO) en@akrsnale circumcision as an effective
strategy of HIV/AIDS prevention. In response to tt@nsistent research findings and the
WHO/UNAIDS policy statement, in 2008, the governmehKenya launched the Voluntary

Medical Male Circumcision (VMMC) Programme in Nyangrovince (the region with largest

non-circumcising ethnic group in Kenya) This is éiese there was low male circumcision but
high prevalence of HIV/AIDS rate as heterosexual isethe primary mode of transmission.

The 2007 Kenya AIDS Indicator Survey reported aleat 85% of Kenyan men were

circumcised and 7.4% of the population was HIV pes) the 2009 Kenya Demographic and
Health Survey reported that 86% of Kenyan men weoeimcised and 6.3% of the population

was HIV positive (Herman-Roloff et al.,2011).

The main objectives for the campaign were:
a) To increase the level of awareness of male circsimtias a safe and voluntary HIV
prevention strategy
b) To promote male circumcision as part of a comprsiverH|V prevention strategy
c) To create and maintain demand for comprehensive piaumcision services for HIV
prevention
d) To improve the attitudes and communication skiflb@alth workers and other players

in the sector to deliver quality male circumcisgevices.

The primary target audience was males aged 18-46s\mecause they are sexually active.

Other audiences were males aged 12-17 who aresadols and could be undergoing peer
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pressure, opinion leaders, parents of young bogsem. The key messages to be conveyed
were on HIV prevention-partial protection and raiat to avoid misconception that one could
engage in irresponsible sexual behaviors afteumuision. The circumcision was not meant
to replace other preventive measures like abstaefaithfulness among others. Cultural
neutrality was emphasized: Circumcision was a nadstrategy and nothing to do with
identity and culture. It was safer as it was carraut in a sterile condition and it was
affordable. According to C-Change (2011), there wae of posters; radio spots leaflets,
handbooks, and flipcharts. For example the messagpost card was “It's a question of
Health. Help Reduce HIV by getting Circumcised pt8A message to the Faith Leaders in
Nyanza: Help reduce HIV by encouraging Voluntarydidal Male Circumcision (VMMC)
Today” The campaign materials were also availableuio, Teso and Turkana languages.

According to Kenya National Strategy for Voluntaviedical Male Circumcision (2009) the
campaign was covered through print media or sixthwifrom late 2008 to early 2009. The
political leaders were used to appeal to the Lummanity to embrace male circumcision.
This was because of the resistance encountered tirencouncil of elders who viewed the
intervention to be contrary to their belief and giige of not circumcising. In the Nyanza
region, the target was to increase the proportfomen circumcised from 47% to 80%—or to
perform 426,500 circumcisions over a four -yeaiquerKenya had notable success with scale
up, with male circumcision prevalence in Nyanzareasing from 48% in 2007 to 66% in
2012; this is according to National AIDS and STIn@ol Programme, Ministry of Health
(2013).

Since October 2008, more than 290,000 males hage becumcised in Nyanza with the
support of Rapid Response Initiative (RRI) in 2@0@l 2010 that boosted the overall number
of VMMCs allover Kenya. The proportion of men ageslyears or older undergoing VMMC
has increased over time from approximately 55%&2009 VMMC RRI to 84% in the 2010
RRI (personal communication, A. Ochieng, NASCORpnk 2010 to 2012, Kenya’'s Rapid
Results Initiatives (RRIs), the periodic, intenseféorts to provide VMMC services, increased
the numbers of males coming for VMMC patrticulathg tadolescents; however, the number of
adult men who have been circumcised remains lohen tesired (Mwandi Z, Murphy A,
Reed J, Chesang K, Njeuhmeli E, et al., 2011). s age group’s high risk of acquiring
HIV, increasing VMMC uptake in this age group isely to have the most immediate impact

on population-level HIV incidence in Nyanza. In erdo increase the rate of men being cut,

15



there has to be the identification of barriers &elking VMMC and evidence-informed
interventions to address those barriers neededk{fa, Forsythe S, Njeuhmeli E, 2011)

The key message in the VMMC Campaign was to engeurthe uncircumcised male
population to embrace circumcision so as to reddidé infection. According to 1Q4 News
(2014) there were misconceptions about the VMMGCenbgers were made to believe that
once one is cut; he may practise unprotected sthout being infected by HIV. One of the
respondents called Jack Otieno narrated to theN€@#s how he was almost misled by friends
who were already circumcised into indulging in wtpcted sex with girls in their village. The
20 year old Kenya Medical College student said #fietr realizing that he was not for the cut,
his friends told him that if he undergoes the tt,will be a star in bed. “They hoodwinked
me that | would be a star in bed.” They continuadnting him that those who were
circumcised never use condoms during sex and teggm better in bed. Another case was
that of a motorbike rider who was assured of ngetting infected when he gets circumcised.
The VMMC was blamed to be the cause of loss of glegleasure. “Male circumcision has
killed my sexual pleasure. | no longer perform éethan before and quite often | have tried to
stop using the condom with the hope of improvinbiie misconceptions are blamed on the
Ministry of Health who left the role of informatiogissemination to young men and women
who had no background in health matters and wehg going around telling people that
“once you are cut you will never get infected byp&.” (1Q4 News, 2014)

1.1.5. TheMpango Wa Kando Campaign

According to PSl/Impact (2013), in 2009 PSl/Kengaeloped th&vacha Mpango wa Kando

— Epuka Ukimwia Swabhili phrase that meant ‘Stop concurrent sepadnerships — avoid
HIV infection’ campaign that aimed to highlight thekressociated with the sexual networks
created by concurrent sexual partnédse. umeolewa? Kwa hivo umeketi na bwana wako saa
hizi nyumbani? ... Nikuulize, unajua kama huyo Bwanakonakmpenzi nje? Kuna njia moja
ya kuzuia ukimwi kumaliza ndoa yenu, wanaume tuaeh® mpango wa kando. Epuka

ukimwi.”

There was another version that addressed the waftenthere was uproar from the male
audience of being blamed to be the key playersontuarrent sexual partnerdvia@ma habari
yako, ati uko kwa outing ya chama? Kwa hivo huyoanaume amesimama hapo sio

bwanako...? Unajua utafiti unaonyesha kuwa karibuunwsnaoambukizwa ukimwi wako
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katika ndoa kama hio yakdarhe campaign won the Marketing Society of Kenyagésnpaign
of theYear in 2009.

The 2010 — 201Mpango Wa Kandeampaign had the taglif@nya Hesabicount the cost).
This was to make the audience to visualize theamuences (financial, emotional and social)
of the concurrent sexual partners. The idea wakigblight the cost of having this extra
partner and hopefully compel the target audiencedrap them. The male and female
characters were created to bring out a scenareorofin and a woman in a concurrent sexual
relationship....Ushawahikufanya hesabu ya gharama yeye huwa anakuachia@ tieisabu
kwa kila mwezi...kukula raha thao tano...mpango wad¢éaCDF...hio hesabu yote inakuja

34,000 kila mwezi... Boss fanya hio hesabu ,wachagmpaa kando.”

There have been two phases of the concurrent psinipse campaign callepango wa
Kandoaccording to PSI/Kenya (2012). Both campaigns wséxtal, well known personality
Jimmy Gathu as the face of the campaign to appeahén and women to reduce their
concurrent partners. The campaign gained nationwigareness and a side or concurrent
partner is now generally known adpango Wa KandoThe otherMpango wa Kando
campaign was developed by PSI and NASCOP whichlgtiao women who discuss and one
reveals about her sexual partner. Prisca tells Makthighelle “Habari ya baba
Michelle?...nimechoka. Habari ya yulawingine. Mzee anaweza kuwa hayuko lakini sio
kumaanisha sina raha. Na huwa mnatumia condom? aNajnapendana...Chunga familia
yako...Usisahau kueka condom kwenye hio mpahge.concluding message isChochote

umeamua, wakinge unaowapenda. Weka condom mpangoni.

According to Kenya Forum (2015), the advertisenvess developed and produced by PSI and
NASCOP entails two women having a dialogue in tlegk®t. One inquires from the other, a
‘mama Mitchelle’, how her husband is fairing, amn she proceeds to inquire about ‘the
lover as well, popularly known agvipango wa Kando”. “Najua mnapendana, lakini lazima
mtumiecondom” | know you love each other, but you mus#t a condom”, the lady responds.
Then a voice over sums up the advert with the wtiirdda uwapendao, wekacondom
Mpangoni (regardless of your choice, tag a condom along @uadect your loved ones)”
(Kenya Forum, 2015)

Moraro (2015) reveals that some people noticedatheert in the supermarkets but they said
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that it was not as clear as the one aired on wtavibecause they were busy attending to the
tills. Citizen, KTN and NTV, the mainstream commialctelevision were mentioned as
leading in airingMpango wa Kandadverts. This shows that the choice of televigipi®SI to
communicate théVipango wa Kandacampaign has been successful. When the partisipant
were asked to define whitpango Wa Kandavas, most of them defined it as a practice of
having an affair outside marriage that leads toexual relationship. A 31 year old male
discussant said, “All the single people argued tthaspite the campaign message being
positive, it did not touch them because they ateypbmarried. Three single men in the group
said that the message in the campaign is verynrdtive and it helps people to avoid having
extramarital affairs when one gets married. A twesix year old single female discussant said
that; “Mpango wa Kandacampaign broke the monotony of single people bé&iamed as
immoral. PSI did a good job by coming up with a pamn that exposes the married folk
easing moral pressure on young people that has laeeomulated over the years”
(Moraro,2015)

1.1.6. The communication process and HIV/AIDS Campgn Messaging

Communication is the exchange and flow of inform@tiand ideas from one person to
another; it involves a sender transmitting an idefmrmation, or feeling to a receiver (U.S.
Army, 1983). Craig (1999) commented on the distinatlition within communication theory
of conceptualizing communication as a process ofdisg and receiving messages. The
conception of communication views communicationaameans of sending and receiving
information (Shannon & Weaver, 1949). Shannon’s ehadf communication consisted of
source-encoder-message-decoder-destination. LamgR001) called this ‘Arrow
communication’ that is communication going in omection. Narula (2006) indicates that, in
early models (representations) or theories, thenconmication process was thought to be linear
where the speaker spoke and the listener list&d@thmunication was seen as proceeding in a
relatively straight line. According to Kincaid (19)7the limitation of the linear was a one way

act and not a cyclic-two-way process over time.

In 1960, David Berlo expanded on Shannon and Weavd949) linear model of
communication and created The Sender-Message-CHaeneiver Model of communication
which separated the model into clear parts andbeas expanded upon by other scholars.
According to Schramm, W. (1954) Communication isally described in terms of: Message

(what type of things are communicated), source isem sender /encoder (by whom), form
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(in which form), channel (through which medium) tieetion / receiver / target / decoder (to
whom), and Receiver. Wilbur Schramm (1954) alsaciaetd that one should also look at the
impact of the message (either desired or undesoedhe audience. He also introduced the

notions of feedback in relation to the social rielas and social cultural environment.

The current view which is satisfactory views thenoaunication process as interactive where
each person serves as both speaker and listendmgend receiving messages (Watzlawick,
Beavin, & Jackson, 1967; Watzlawick, 1977, 1978 nBand, 1970). The transactional view
also sees the elements of communication as intendigmt (never independent). This means
that each element exists in relation to the oth&rshange in any one element of the process
affects the other elements. All at once we are isgndnd receiving messages, giving and
receiving feedback, encoding and decoding idead, grappling to varying degrees with
noise, among other things (Butland, 2012).

Communication process has also been expanded hygaddntext and the aspect of noise.
This is to mean that all human communication ocevitBin a context, is transmitted via one
or more channels, is distorted by noise, and haseseffect. There is also an aspect of co-
orientation in the communication process. "An iegting manifestation of the attention paid
to the receiver in the study of the communicatioocpss is the concept of 'co-orientation,’
which has become popular in the United States ticérhe idea behind this concept is that
two persons can have similar perceptions and irg&fons of the same object, and the
greater the similarity (co-orientation), the moféceent will be the flow of communication

between the persons.

Conversely, an intense flow of communication magreéase co-orientation.” Bordenave
(2006) According to Clark (2013), the communicatiprocess is made up of encoding,
transmission, decoding and feedback. In additiathédour components, the other factors that
are important in the communication process areeyesuad the receiver.

The term ‘encoding’ and ‘decoding’ have been faaniBince Claude Shannon’s (1949) essay,
‘Mathematical Theory of Communication’ in which Sim@n sort to enhance the integrity of
the communication process (Scannell,2007). Encowirtge first step in the communication
process. Peter Lang (2008) says that in interpatsmommunication the sender is the source

who initiates communication process because allnsonication begins with the sender. The
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sender is an individual, group, or organization asdhe source the initial responsibility for
the success of the message. One sends a messagehenespeak, smile, write or gesture.
The sender's experiences, attitudes, knowledg#, g&rceptions, and culture influence the
message. "The written words, spoken words, and erbaV language selected are paramount
in ensuring the receiver interprets the messagetasded by the sender” (Burnett & Dollar,

1989). All communication begins with the sender.

Clark (2013) talks about ‘thought’ that is before tprocess of encoding. Thought is the
information that exists in the mind before it isrrfmulated. It can be a concept, idea,
information, or feelings. The sender has to begirdéciding what he/she wants to transmit
based on the belief about the shared knowledgeassuimptions, along with what additional
information he/she wants the receiver to have. ‘94gses are the content or information being

exchanged as well as accompanying relational fgekmd attitudes” (Butland, 2012).

Encoding is a communication process where the sepdts ideas into speech or code.
Speakers or writers are usually referred to as aerso(Scannell, 2007) According to Clark
(2013) encoding is where information is sent toeaeiver in words or symbols. When
encoding an idea is put into a code that the receimderstands like English, Kiswabhili
considering the common knowledge shared betweerettedver and the sender. “A code is a
system of meaning shared by a group” (Hargie & Back 2004). In other cases the speaker
may want to exclude others by speaking in a langubgt the listener understands or even
decide to use jargon. In text messaging the useodke is demonstrated by is use of

abbreviation and jargon (Butland, 2012).

Hargie & Dickson (2004) says transmission of thessage begins with a channel (also called
a medium). The channel is what ‘connects’ commuaisaand accommodates the medium.
DeVito (1998:16) adds that it is also the meansl tiseconvey the message. The channels that
are used in face-to face communication can be mbam one which may be used
simultaneously. In the process of communicatiomettmuld be vocal-auditory channel that
carries speech, gestural-visual which facilitatesuwerbal communication, chemical-olfactory
channel accommodates smell and cutaneous-tactileneh enables to make interpersonal use
of touch (Hargie & Dickson, 2004).

According to Fiske (1990), medium is the particutaans of conveying the message. There
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are three types of media: Presentational- whichudes the voice, face and body. Secondly
we have representational medium that includes hop&itings, architecture, photographs.
Lastly, there is technological/mechanical media ttanprises of television, radio, compact
disk, telephone. The choice of media depends ort wigacommunicator wants to achieve
(Westmyer and Rubin, 1998; Harwood, 2000; O’Sufiiv2000).

The effectiveness of the various channels flucaiakepending on the characteristics of the
communication. For example, when immediate feedbackecessary, oral communication

channels are more effective because any uncedsican be cleared up on the spot. In a
situation where the message must be delivered te than a small group of people, written

channels are often more effective. Rice (1993) ntepothat face-to-face communication was
regarded as more appropriate than telephone, ngegtite mail and e-mail.

Hargie & Dickson (2004) indicate that all communioca must take place in a context.
Context refers to the surrounding where commuroocatakes place. According to Dimbleby
& Burton (1998), there is physical or geographisafting that is the actual place of
communication. E.g. house. Social context refeithégpeople involved in the communication
and the occasion. Lastly, the cultural contextr@ler as it's about the beliefs and norms that
affect how people communicate. “How we talk, what talk about, what music we listen to,
has a lot to do with the influence of the culturahtext of the media." (Dimbleby & Burton,
1998).

Heath & Bryant (2000) regard communication prodesbe an interactive process between
the sender and the receiver hence believe in &king in sending and receiving. For instance
in mass media, an entertainment programme is cgategrammed and aired for the purpose
of making the audiences enjoy. If the audiencdaaged then it continues but if the audience
is not amused then it is cancelled. "Interactiomnsethat both parties--persons or entities--can
affect the other. In this way, both parties aredses and receivers. Senders and receivers are
co-persuaders as they may take turns trying tociaféme another by sharing words or
symbols" (Heath & Bryant, 2000).

“Decoding is making sense of words and symbolsreteend us” (Butland, 2012). When you
translate the sound waves (the speech signalsjntipaitge on your ears or read the words on

a screen, into ideas, you take them out of the ¢bdgre in; hence you're decoding. The
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receivers who may be listeners or readers arereeféo as decoders. Decoding is “where the
receiver translates or interprets the message adswvor symbols sent by the sender,
translating the message into their own experiemae ancept or information that he /she can
understand (Clark, 2013) Decoding depends on tkedsd meaning but the receiver is not
obliged to accept or decode messages as encodedutbess of communication occurs when
the receiver correctly interprets the sent mesg¢&gannell, 2007). The linked term encoding—
decoding emphasizes the fact that you perform tHiesetions simultaneously. (Butland,
2012).

Feedback is the final stage in the chain of the manication process. It is the continuous
back channeling of information from others as wengwnicate with them. It can be
immediate when we are talking to someone or delagedn an email (Butland, 2012). After
receiving a message, the receiver responds in seayeand signals that response to the
sender. The signal may take the form of a spokemuent, a long sigh, a written message, a
smile, or some other action. "Even a lack of respons in a sense, a form of response”
(Bovee & Thill, 1992). Without feedback, the sendannot confirm that the receiver has
interpreted the message correctly (Debasish & Bbeaga2009). When sending a message like
in speaking to another person, you also hear ytiureace feedback in your own message.
There can be self-feedback and feedback from othéasgie & Dickson (2004) say that
feedback enables the sender to judge the extemhich the message has been successfully

received and its impact.

Debasish & Bhagaban (2009) discuss feedback asy adm@ponent in the communication
process because it allows the sender to evaluateftactiveness of the message. Feedback
ultimately provides an opportunity for the sendertake corrective action to clarify a
misunderstood message. Feedback tells the spdekeiffect of the message to the listeners.
Feedback makes the speaker modify the messagetgeasure the listener understands. The
speaker may even decide not to relay a messape idgative feedback. "Feedback plays an
important role by indicating significant communicat barriers: differences in background,

different interpretations of words, and differing@tional reactions” (Bovee & Thill, 1992).

Developing and disseminating key messages is deftrapublic relations campaigns
(Hallahan, 1999; Mahoney, 2008; Pfau & Parrott, 399n effective message can be

formulated once the audience segment is identihedce message targeting. (Kreuter,
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Strecher, & Glassman, 1999 as cited in Noar eR@D9). The role of key messages can be
seen to have assumed an almost common-sense siigus public relations (Moloney,
2006). Messages have been defined in a publicioetatcontext as the information that
organizations want their target publics to know (idiaey, 2008). Courtright and Smudde
(2010, p. 66) say that a key message has the tbheslegan or the thesis and the copy point
that support the theme.

Public relations practitioners work within a domaihpractice that seems to accept that key
messages have the power to do certain things. MgldA006) states that “attitudes and
behaviors only change after many rounds of mesgag@mn 131) and Wilson (2001) states that
messages “are useless if they are not deliversygeaific message to a target public so that the
public will act to help us meet our objectives aeotomplish our organizations’ missions” (p.
217). The basic purpose of messaging in Health camwation is to gain the audience
attention and convince the audience to change liediavior according to the communicator’s
point of view. The messaging elements that assigaining attention of the audience includes
proximity or immediacy, concreteness, suspensegtitep, familiarity, simplicity, novelty,
conflict, activity, visual and vivid contents, @ipersonalities, messages with effective content
and humor (Ferguson, 1999, p.149).

When looking at messaging of HIV/AIDS campaigns bias to look at several factors that
make effective messages: Supporting materials nfakemessage credible and acceptable.
They also provide the details that were not covamatie campaign. In HIV/AIDS supporting
materials can be supplied include leaflets, bosklatidio, text messages to target audiences.
Others will be more effective than the rest (Koball986, pp. 437-449). The use of two-sided
arguments to capture the attention of the audiergéds increase their judgement. Use of
visuals makes the messages more attractive ancciropanted. It overcomes the barrier of

illiteracy. This includes pictures, television angasthers.

The use of positive emotional appeal is used isoesed by the use of attractive spokesperson,
beautiful art, popular songs, memorable words doghs to draw the audience attention. For
example HIV/AIDS campaigns use celebrities as tpiy an important role in positive
emotional appeal for by removing social stigmas disgelling ignorance of the public related
to the disease. President Clinton said, “In 1987emwso many still believed that AIDS could

be contracted through casual contact, PrincessalDsahon the sickbed of a man with AIDS
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and held his hand. She showed the world that pewjite AIDS deserve no isolation, but

compassion and kindness. It helped change the \waniinion, and gave hope to people with
AIDS” (Abrahams, 2007, Para, 4). In Kenya, the tcdi personality used to convince the
public to embrace VMMC was Raila Odinga.

Fear appeal has also been used in the messagesdéqeople about the consequences if they
don’t do what the message says (Witte, 1992, pp-3®). According to WHO it stresses on
the horrors, uncontrollable nature, incurabilityassive spread etc. of HIV/AIDS. For
example: “AIDS KILL!” accompanied by pictures ofudk shattered faces, use of red among
other aspects. Repetition of the message is anotmarept that helps in the retention of the

message as it acts as reinforcement (Ferguson, £9293).

1.2. Statement of the problem

The Office of Cancer Communications (1989) saysdaal public health campaign should
have a goal with objectives clearly stated. Claaibput the scope and the health issue that it
intends to address and determining the key audisngaramount. According to IRIN (2006),
Nimechill campaign was meant to reduce peer pressure ambag youths aged between 10
and 15 to have sex at an early age. PSI (2012nestthe other objectives of the campaign
whose aim was to make abstinence “cool” and inersaff-esteem and confidence among 10-
15 year old youth in regards to delayed sexual defu effective campaign has the various
interpersonal and media channels to increase balvagihange through multiple channels, one

of which must be mass media, to provide multiplparfunities for exposure.

According to The Communication Initiative networR0Q6), the campaign invested into
efforts that would maximize audience exposure t® Hiealth campaign. Awareness was
through television, radio, print media, billboardshirts, and posters. For example, articles
on youth and "chilling" regularly appeared in thational newspapers, and weekly
discussions about "chilling" took place both forlpahnd informally on the radio. The

campaign also used mini-buses decorated with gistaf international music and sports stars.
Programmes loved by the youths were used to captlaeger number of the target group.
For instance PSI/Kenya also sponsored "The Beatlaily music video programme on

Nation TV. T-shirts showing the Nimechill brand atite message "young, beautiful, and
chilling" or "handsome, intelligent, and chillingivere given away at Nimechill sponsored

youth events.
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A health advert that establishes partnerships waitfanizations and people that will provide
credibility for your messages and access to theeauad you want to reach yields positive
result. Nimechill campaign used politicians and ragekrsonalities to act as role models to
the youth in promoting abstinence. President MwibiaKi has been photographed giving the
two-fingered V' Nime Chill salute (IRIN, 2006). &tampaign also involved using teenagers
aged 14-16 in the TV commercials with an aim ofatireg inspirational and realistic role
models (The Communication Initiative network, 2Q08h effective campaign that appeals to
the aspect of audience personalities can be eféectipromoting attention to and recall of the
message and in affecting factors such as behaviot@htion and attitudes. The message
"young, beautiful, and chilling" or "handsome, ihgent, and chilling” makes the young
people to chill so as to consider themselves asitib@laor handsome. The campaign on
abstinence used Sheng (slang) a language thataihsy identify with. It was done by
combining“Nime” from Swabhili meaning “I” and “Chill” which is anrglish word to form

“Nimechill .

A campaign has to have a persuasion strategy thlaéngure majority of the audience are
convinced by the message conveyed. According to Gtmunication Initiative network
(2006) Nimechill campaign's persuasion strategy besed on positive affect and positive
deviance. PSI describes both strategies as efégcpusitive messaging explicitly avoids
creating denial or fear, a possible unintended egmsnce of risk messaging. The messages
were optimistic and encouraging, rather than riskeal. For exampléNi Poa Kuchill”.
Positive deviance strategies identify individuadsaicommunity whose behaviors reduce risk.
The chill campaign messages featured older youdbd d4-16, defying early teenage sex
norms as it was to create stigmatization towandsponsible sexual behavior, peer pressure

and abstinence regarded as ‘cool’ (PSl/Kenya,2005).

According to Scannell (2007), the success of a comoation message occurs when the
receiver correctly interprets the sent message.méssage should consistently tell the society
the truth about its actual norms of health, pravectand the avoidance of risk behaviors.
When the audience is repeatedly exposed to a yafgtositive, data-based messages in the
campaign, the misperceptions that help to sustahbl@m behavior are reduced, and a greater
proportion of the population begins to act in adcaith the more accurately perceived norms

of health, protection, and safety (Haines et @04). The message should also have a clear
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call for action and be appealing. A campaign thas lunique, credible and sustainable
messages, a slogan, logo, colors, characters, paigitage or packaging to “brand” your
campaign makes it distinct from other campaighsv{i®&000; Kotler and Lee, 2007 as cited
in Lagarde, F. and Banks, P. (2007). Nimechill athhad a logo used a cartoon logo of a
yellow hand giving a "V" or a "peace" sign as iteard and the phrase "Nimechill"

(PSl/Kenya, 2005).

However, sometimes based on the phraseology atidrdigsed in HIV messages, messages
may at times be misunderstood as in the case of WMKvens E, Lanham M, Hart C,
Loolpapit M, Oguma 1, et al. (2014) reveal that6®2.of n=797) the male respondents who
had heard about VMMC believed that a circumcised @h@es not need to use a condom to
prevent HIV acquisition and 55.7% believed that Hidsitive individuals should be
circumcised. The Communication Strategy for VoluptdMedical Male Circumcision in
Kenya (2010), states that VMMC communications stiarphasize (p. 18), “... that male
circumcision reduces the risk of men acquiring Hiiection by 60 percent and that this
protective effect is only partial as well as thetfthat the procedure is additional but not a
substitute for other proven HIV prevention methd@Republic of Kenya Ministry of Public
Health and Sanitation, 2010). However, it is natac] whether the uncircumcised men
currently undergoing medical circumcision underdtéme meaning of partial protection and
intend to practice other HIV protective behavidite@VMMC.

In 1Q4 News (2014), while the number of those gdmgthe cut increased since the campaign
began more than three years ago, 1Q4 News recditsEdteenagers did not capture the
campaign concept well. As a result, young peopheHzeen flocking to the government-set
Voluntary Male Circumcision centers with the majarm of enhancing their sexual
performance. Teenagers were made to believe ttemtthéy get circumcised they could not be
infected by HIV/AIDS. Jack Otieno a resident of &y, Kisumu County narrated to the 1Q4
News how his friends who were already circumciskdoat misled him into indulging in
unprotected sex with girls in their village. The€ar old Kenya Medical College student said
that after realizing that he was not for the cig,fiends told him that if he undergoes the cut,
he will be a star in bed. “They hoodwinked me thatould be a star in bed.” “The y were
telling me that those who are circumcised have w#Rkout using condoms and that they
perform better in bed. | first resisted becausis not a traditional practice in my tribe, but

later gave in with their continued taunting,” hadsarhe teenage blamed the Ministry of
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Health for leaving the role of information disseation to young men and women who had no
background in health matters and were only goiograd to tell people that “once you are cut
you will never get infected by AIDS.” (IQ4 News, 29 Another respondent, Eric Wangura
from Kajulu area said he only visited Jaramogi @gif©Ddinga Referral Hospital, one of the
centers of circumcision because he knew that gfmng cut will prevent him from getting
infected even without using a condom. “Male circision has killed my sexual pleasure. | no
longer perform better than before and quite oftéxave tried to stop using the condom with
the hope of improving.” He said adding that theisutesponsible for the increased prevalence
rate among teenagers in Kenya (1Q4 News, 2014)angzption, he perceives himself to no
longer be at risk of HIV infection after VMMC heneagage in risky or compensatory sexual
behavior. There is apprehension that medicallyuon@sed men will engage in riskier sexual
behaviors because they erroneously believe thatiracision completely reduces their risk of
HIV infection—a phenomenon termed risk compensatiomehavioral disinhibition Cassell
M, Halperin D, Shelton J, et al (2006).

Riess TH, Achieng MM, Otieno S, et al (2010) revbait “interviews conducted with men in

western Kenya documented no changes in behaviancoeased HIV protective behaviors,
including condom use and partner reduction, folfgyvcircumcision.” This is against the
initial objective of the campaign to influence go& behaviour change that will reduce the
prevalence rate of HIV/AIDS. VMMC was to reduce threevalence of HIV from 2008 but

according to the report released by the Ministrideglth on 2% August, 2004 there has been
a heart rendering statistics on the prevalence am®ng Kenya’'s youth. It indicated

prevalence at the age of 15 and 22 is the highdsiel country at 21%. 1.6 million People live
with virus hence detrimental to Kenya as it was ithest affected in the world even with
HIV/AIDS campaigns running (IQ4 News, 2014).

Few studies have endeavored to establish the redsshind the audience misconception of
HIV/AIDS campaign messages or campaigners use pfusmg phrases. With respect to
Mpango Wa KanddCampaign, it was intended to attain various obyestiwith different
taglines: Epuka Ukimwi(Stop concurrent sexual partnerships — avoid Hifédtion) was
intended to highlight the risk associated with sb&ual networks created by concurrent sexual
partners. The concept dfanya Hesabu(count the cost) tagline was to have the target
audience consider and tally the implications —rimal, emotional and social - of having a

concurrent sexual partner. The idea was to highligé cost of having this extra partner and
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hopefully compel the target audience to drop the@lfKenya, 2012). The other one tagged
Weka Condom Mpangoni was meant to promote condanbysnforming the population that
even with many partners one should use a condgonotect their loved ones (Forum Kenya
2015)

The Weka Condom Mpangoni Campaign faced challengésthe message being
misinterpreted by the audience. BBC News"(®@arch, 2013) reported that Kenya's Muslim
religious body, the Council of Imams and Preaclérgenya (CIPK) condemned television

stations for showing

Mpango Wa Kandadvert. "The advertisement depicts this nationa8 and Gomorra and
not one that values the institution of marriage dachily,” Sheikh Mohammed Khalifa,
CIPK's organizing secretary, told Kenya's BusinBafly newspaper. According to Richard
Dawkins Foundation for Reason and science (201Bgadth official Peter Cherutich said the
television advert that promoted condom use was dxhrivecause of the outcry about the
campaign from religious leaders. Christian and Magllerics claimed that the campaign was
promoting infidelity rather than safe sex to curb/FAIDS. Julius Kalu a Kenyan Anglican
Bishop said “There are better ways of passing ligefarmation to society. This one has
certainly failed”. It openly propagates immoraligspecially when all family members are

gathered before television sets, waiting to waths1”

Kenya Forum (2013) catches a few social mesdiatiments about tihdpango Wa Kando
Campaign. These were people’s comments: “Samuele¥éeK| have no problem with the
AD, but the conversation among the ladies shoulet eeen scripted to show that it was not
okay to have aMpango Wa Kandoegardless”. Mourice Seretta: “The Ad promadigsango
wa Kandoand promiscuity in a relationship provided you aseondom! It should be stopped
from running!! PeriodWatu Waache Mpango wa Kando ama WalRdeiod!” Ann Trizah:
“The Ad is telling people that it's okay to hasempango wa kandgnwk) as long as you use

protection” according to one .......

The essence of this study therefore is to estaltishactual reasons for the failure of this
campaign to achieve the purpose for which it wésnided. Moraro (2015), in his journal says
it is necessary that the messageMplango wa KanddCampaign appeals to the married and

those with stable relationships so as to estahbliséther the mass media has been successful
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in arresting the problem of concurrent sexual Eagn
1.3.Study Objectives
a) To establish the extent to which thdpango Wa KandoHIV/AIDS campaign
messages were understood by the target audiences.
b) To determine the extent to which tidpango Wa KandoHIV/AIDS campaign
messages were appreciated by the target audiences.
c) To evaluate the diction of messages used in Mpango Wa KandoHIV/AIDS
Campaign.
d) To investigate the impact of the HIV/AIDS messagepackaged and conveyed by
Mpango Wa Kand@€ampaign.

1.4.Research Questions

a) To what extent were th®lpango Wa KandddIV/AIDS campaign messages
understood by the target audiences?

b) To what extent were thBlpango Wa KanddlIV/AIDS campaign messages
appreciated by the target audiences?

c) What diction of messages was used in pango Wa KanddHIV/AIDS
Campaign?

d) What is the impact of the HIV/AIDS message as pgeklaand conveyed by
Mpango Wa Kand€ampaign?

1.5.Study Justification

The study was important because it highlighted ék&ent to whichMpango Wa Kando
messages on HIV/AIDS were understood by the taagdience. Understanding a message is
about interpretation which focuses on how easytmaight forward theMpango Wa Kando
campaign message was. This is because individpatseptual filter and linguistic category
system and the message may be misunderstood orteldstor completely changed as the
listener's meaning is assigned (Lundsteen, 197%yas to look at the impression created by
the campaign and explain the imagery and symbayg f#aw. The study was to inform on
whether the message of discouraging concurrenngranvas easily understood and the

audience for the message that they need to leav@dh sex partners.

The appreciation of thelpango Wan Kand@ampaign was one of the benefits of the study. It

has to do with the reaction of the public with nebeo the message in the campaign. It looked
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at whether the message was accepted basing oratiieels/ social cultural background of the

audience. This is because different people intermed react to particular messages
advocating behaviour change differently for cultusasons. While some people see certain
messages as culturally acceptable, others seeamnepulsive and react to them accordingly.
This was to widen the understanding on what coelthle reasons for the lack of appreciation.
This was to assist the advertisers to reconsider thematic concerns, packaging, channels of

mass media and actors in these advertisements.

How the Mpango Wa KandoCampaign messages were encoded helped one umdersta
whether it was a contributing factor to understagdand the appreciation of the campaign by
the target audiences. Encoding is the processttihgudeas into symbols. The messages put
into symbols for the target audience was to helpnderstand if the desired message was
passed across using the language that the audiandesstand. It was to reveal the various
languages that were used to encodeMpango Wa Kand&ampaign hence be feedback to

the researchers, designers and media on the géress of the message used.

The diction of the messages used has to do witiceraf words to convey thiklpango Wa
Kando Campaign message. The study was to establish pre@mateness of the words and
expressions being used to warn people againstgky behaviors to help people understand
the areas that affect the outcomes of the campaign.

The evidence on the impact dfpango Wa Kandotampaign was to help the sponsors and
designers to establish its influence on behaviowds to show how the use of thdpango
WaKando’ branded advertising to construct the image of hgditestyle choices can exert a
significant influence on behavior. This was to itiignthe effects that the advertisement has
had on the social fabric. This is to widen the scopthe researchers, designers and sponsors

of the campaigns to also look at the possible meganhpacts of the advertisements.

1.6. Definition of Key Concepts Used in the Study

Brand equity- It a level that a brand itself becomes a symlbglasitive lifestyle.

Branded mass media advertising-This is the repetition of advertisement until piosi
imageis associated with a brand.

Communication process It refers to the steps that are followed in comioation.

Communication messaging- It entails the HIV/AIDS campaign messages ane trarious
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aspects that affect the message.

Decoding-This refers to the interpretation of the messagthbyeceiver.

Diction -Is the choice of words in a form of communicatierhaalth campaign.

Encoding- This is a process that the sender puts ideasp#ech or code.

Feedback It is the response that the receiver gives inroomication.

Generic advertising It is the use of fear-induced messages on theemprences of not using
a condom consistently.

Logistic regressionr Analysis used to determine the impact of exposarenass media on
behavior change predictors like condom use, iescéffeness among others.

Mpango Wa Kando- It is a Kiswahili word meaning side arrangeméntKenya, it is used to
refer to Concurrent sexual partners and commorigrsdo the married people.

Nimechill — It is a ‘sheng’ word (a language that combines Bhghnd Kiswabhili or any other
Kenyan languages) It is a slogan commonly usedhbyybuth to show abstinence visually
illustrated by a two finger salute. The word isra@a from the Kiswahili morpheme ‘nime-
‘which stands for | have and the English word CHillis commonly used in the campaign
against premarital sex targeting the Kenyan youth.

Phraseologyilt is the way words are used by a particular persogroup in this case the use
of words in a campaign. It focuses on the manner ge sif verbal expression or the
characteristics of language.

Quasi-experiment — It is a method used to study on the impact ofiadomarketing
interventionson adolescent risky behavior.

Risk perceptiont This is concerned with the audience considerisglfi to be at risk of
acquiringHIV virus hence believe on the severity of AIDS damic.

Self efficacy It is about people believing that they can charmgéehaviour hence it
determinegheir course of action, the period of informatia@tention amidst challenges and
his/her effort not to return to the previous bebavi

Social marketing- It is an intervention that uses the media andrpgrsonal communication
to send out messages that promote the use of conaoprevent HIV and make it available
through the commercial section.

Trust- It is a brand name referring to a condom. Trusi edfers to a feeling one has by using
the condom

Voluntary Medical Male Circumcision- This is a surgical procedure that involves the

completeremoval of the foreskin by a trained medical prsies.
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1.7. Conclusion

Communication process of encoding, transmissionearmbding in relation to the messaging
of HIV/AIDS campaigns in Kenya highlights the megsaconveyed by the sender and the
message received by the audience. The three majgpaigns: Nimechill, Voluntary Medical
Male Circumcision andMpango Wa KanddCampaigns is to help one have knowledge the
HIV/AIDS public campaigns messages and outcome® fbicus on the communications
process of the campaigns is to enable one unddrdtaw the audience understand and
appreciate the messages. This was to help thercbses, campaign designers, media to better
understand the audience with regard to the HIV/ADB&ssaging hence the realization of the
expected results. The focus on the contents offfactie message includes the use of fear,
positive emotional appeal, repetition, supportingtenials and use of visuals. This was to
ensure the target audience was reached with them@gte message that would compel them

to change their behaviour to the better.
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CHAPTER TWO
LITERATURE REVIEW AND THEORETICAL FRAMEWORK

2.0. Introduction

Translational global Health (2013) says that HIMA& communication like campaigns and
public messaging are very key to the success ofatiendas regarding prevention and
treatment of HIV/AIDS but are surrounded by so mahgllenges that have to be recognized
and overcome. This chapter intends to look at vatla¢r scholars say about the HIV/AIDS
campaigns with regard to how the audience undetstard appreciate the messages. The
diction used in HIV/AIDS campaign is explored so tasunderstand its effects on the
audience. The impact of the campaigns packagingcangteyance on behaviour change is
also extensively discussed.

2.1. Audience Understanding Of Campaign Messages

Moraro (2015) in his study looks at the level obltedge derived fronMpango wa Kando
campaign by married people and those in stabléioathips and, whether people in marriage
and those in stable relationships pay attentidgheédpango Wa Kandadverts in the Kenyan
mass media. This specifically assessed unders@nofinvhat amounted tdMpango Wa
Kanda It was established that all respondents undedstio® meaning oMpango Wa Kando
as having an extra marital affair among marriedppeor other sexual partners apart from the
one who is deemed serious among single people.p€bple who were asked about their
understanding of wha#flpango Wa Kandeoneant and most of them defined it as a practice of
having an affair outside marriage that leads t@xaual relationship. In 2009, the PSI/Kenya
Wacha Mpango WKando— Epuka Ukimw{Stop concurrent sexual partnerships — avoid HIV
infection) campaigmimed at highlighting the risk associated with sk&ual networks created
concurrent sexual partners (PSI, 2012). Howevex,stindy did not look at the relationship
between the increase in concurrent affairs after ¢Ampaign and the knowledge the
interviewees claim to have about tipango Wa Kand@€ampaign.

Briesen (2010) as cited in Ondimu (2012) carrietdatesearch in Kenya and it demonstrated
that rumors as opposed to correct information feadjy prevented people from accessing
proper healthcare. For this reason alternative cggbres to effective healthcare
communication are needed for correct informatiorrdach many individuals who may be

misinformed, lack access to printed information h@ve a poor reading culture. Health
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communicators should develop materials that stiteutaought and behaviour change among
these audience. In understanding of messages, faprarthe verbal communication, Ondimu
(2012) looks at how visual communication also dbaotes to comprehension of messages.
She explores how visual elements can modify, radedir re-contextualize what is verbally
communicated. Visual material help people learrséging. Visual literacy is described as an
ability to comprehend, discriminate and interprefeots and symbols in the environment,
integrate them and use them to creatively commtmieodth others (Debes, 1969). “To be
visually literate can be looked at as having skilsich enable one to understand and use
visuals for communication with others” (Ausburn aldsburn, 1978) and also the ability to
understand and use images and to think and ledemnrs of images (Hortin, 1983). There is a
gap between misinformation and the way to convey ¢brrect information because the
campaign designers have not studied how the ausliegnt differently understand a campaign
message away from the intended message objectivas the case oMpango Wa Kando

Campaign.

Contrary to the idea that visuals contribute tchkeigunderstanding of messages, Psychologist
Jerome Bruner of New York has done research thategrthat people remember; 10% of
what they hear, 20% of what they read, 70% of whaly see and do hence contradicts
suggestions that meaning is transparent in viswedsages. This is because interpretation of
visual messages may be complex and more demanditigeaviewer because of the inferential
dimensions of visual interpretation. Eco (1979) grsis that a viewer goes through the
process of synthetic inference which involves bd#motative (realism, representation) and
connotative (associations, attitudes, emotionsggsses. An involved audience extends and
fills in meaning, as well as decodes the meaningi@a (2012). In agreement with this
argument about inference of meaning, there is heedsearch on the factors that could have
contributed to the audience extending and fillingmeaning. It has to do with the issue of

understanding the message in the advertisement.

Visuals have persuasion in advertisement as Jamaesy@ Communication educator says
‘Communication is fundamentally and essentially atter of persuasion, attitude change,
behaviour modification and socialization througle tihansmission of information.’ (Lester
2000, p. 63)

According to Ondimu (2012), thelpango Wa Kand@ampaign was easy to be interpreted
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because the characters (a man and a woman) cléepigted a couple and what an ideal
family looks like, clearly showing that no homesiafe from HIV/AIDS. The use of a room
with a couch, table and a television makes theemod assume it was a living room. The
advert can be said to have visual persuasion sirecargument presented is logical making it
a reality to married couples that they are not faf@m HIV infection their home if they are not
faithful to each other. If the campaign was easjinterpret then we wouldn’'t have different
versions of messages on the same campaign ans wWiat'this study delved into the extent to
which the audience interpreted the messagéMpango Wa KandoCampaign by their

understanding.

Forum Kenya (2015) brings out the issue of intagiien of Mpango Wa Kand&ampaign
tagged Walinde Uwapendao’Despite the aim of advocating for condom use lyuske
partners in concurrent sexual relationship, peoptelerstood the message differently.
According to Bishop Julius Kalu of the Anglican CGblu of Kenya, Mombasa Diocese, the
advert openly agitated for extra-marital affairsdasex among school-going children. “It

openly propagates immorality...”

A letter from Lucy Simiyu sent to PSI/NASCOP waspiotest about the message conveyed
by Mpango Wa Kand&€ampaign. “The advert sends a message thMgidngo Wa Kandois
okay so long as one uses protection.” She thought thatatlvert contradicts the previous
campaign dubbedWacha Mpango Wa Kantdavhich pointed out the cost of cheating on
one's spouse, including financial and psycho-sooists, apart from the risk of infection
(Change.org, 2015)

The campaign objective of encouraging the use afdoms was countered by other
interpretations from the audience. Simiyu stillists that the advert must be stopped as: “It is
sending the message that when one's sexual needstibeing met in the partnership or
marriage, it is okay to look out for someone elsdang as this cheating is protected. The
campaign violates the rights of people who are cdatachto having relationships based on
trust, open communication and growth. The adveth&r passes on a wrong message to the
general public by capitalizing on stereotypes tahtl men as being drunkards who do not
fulfill their partners' or spouses' sexual needsilevproviding the woman a short-lived

solution.” (Change.org, 2015)
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Maroncha (2015), says that the campaign sponsoyetthéb Ministry of Public Health and
USAID tailored to educate millions of married orhediting couples on the importance of
using condoms to avoid getting infected or infegtineir sexual partners should they engage
in extra-marital affairs was misinterpreted to erpoting extra-marital affairs by advocating
for the use of condoms. The religious outcry frdra imams and the preachers of Kenya has
resulted in the health aspect of HIV preventiombedvershadowed by sexual morality as a
topic embraced, thereby completely derailing thalthecampaign. This is because the HIV
prevention was married to the moral issues henstrting the health message. Although
there has been interpretation issue, abipango Wa Kandaeampaign, little had been done to
seek the reason why the audience misinterpreteantssages that the campaign had to be

stopped.

Various studies point out that the elements that essential in gaining attention of the
audiences include: Proximity or immediacy, conaress, suspense, repetition, familiarity,
simplicity, novelty, conflict, activity, visual andivid contents, elite personalities, messages
with effective contents and humor (Ferguson, 190949 as cited in Hanan, 2009). Monroe,
1945 as cited in Hanan, 2009) gives a patterngdruirzing persuasive messages: (a) Audience
attention should be captured; (b) Make the audidreceonvinced about a need or problem
that exists, (c) Help the audience to visualizefthiare with or without solutions (d) Outline
specific steps of action (Monroe, 1945 & Fergus@f99, p. 168). This psychological

ordering of information plays a vital role in bel@vwchange.

Hanan (2009) describes the different elementsrtiadte up an effective message that can be
understood by the audience according to the campdasgigner’s intention. First, for a

message to be effective there has to be suppoartatgrials which enhance the credibility and

acceptability of the message, it makes the medsigidy understandable for target audience,
provides details that are not focused in the messawd helps both the services providers and
the patients. Secondly, two-sided argument predeintea message increases the reliability
and effectiveness of the message. It increasegidgenent of the audiences which is a more
effective way of convincing the individuals or gmto change their behavior according to the
message contents. Although humorous content shioelldh the message, it becomes so
difficult to convey such serious issues of HIV/AID&nce it is mostly not preferred.

Sometimes the audience may get offended when tim@ihis repeated.
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Positive emotional appeal makes an effective messdmch draws the attention of the target
audience which is the reason why communication eagmpdesigners usually use an attractive
spokesperson, visual images, beautiful art, popsdaigs, memorable words and slogans to
draw the attention of target audience. For examplé]IV/AIDS communication campaigns

celebrities play an important role in creating aipee emotional appeal for dispelling the

ignorance of the public and removing social stigmelated to this disease. To enhance
message understanding, there is need for considegfierence group. This refer to a group
which a person aspires to associate himself wigimch, it is a very effective technique to

convey message by giving representation to thaicpéar group or a person belonging to that

group.

“It has been observed that community based and eomtynwide programs on
HIV/AIDS initiated against traditional communicaticcampaigns have proved more
effective in long run as they involved active commiby participation” (UNAIDS,
2005, paras, 8-16).

According to Canadian Journal of Media Studies,.\3¢1) it helps in overcoming the socio-
cultural barriers. Socio-cultural and religious @S must be considered for effective message
construction. Similarly, the communicator must ¢das cross-cultural implications in the

choice of certain symbols and colors for particetdmic group (Hanan, 2009)

Repetition of message plays a vital role in enhanthe power of audience message retention
that leads to attitude or behavior change. Repgaimessage yields the following benefits:
(1) Increasing the understanding of the audiencautathe contents of the message. (2)
Enhancing the chances of availability of informatio(3) As a motivational force (4)
Enhancing the importance of the issue/problem (HaR@09). Geographical and demographic
factors such as education, profession, age and@gig profiles of the target audience must
be considered for an effective communication cagrpaihe construction of a message and
selection of media is highly depended upon the g@ragentification of the target audience so
as to address their preferences. However repetitice message doesn’t obviously result to
understanding of a message by the audience. M@¢2aib) tends to contradict the issue of
revealing how the mainstream televisions-Citized,VINand KTN aired theMpango Wa
KandoCampaign during prime time just before news anbi repeated severally but still the

audience from filling in their meanings. Maroncl2815) says the religious divide thought the
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advertisement was promoting extra-marital affaysabflvocating for the use of condoms.

Understanding a message has to do with languagedewation. Messages or slogans and
information material must be developed in officieégional/local or in national languages
depending upon the diversity of audience-spokeguages in the communication campaign’s
target area. The communicators must use very sifapguage without medical terminology
that may become barrier in effective communicatikanguage consideration helps in
eliminating the alienation of the message, and make message culturally, geographically

and educationally more understandable and acceptabl

Hanan (2009) highlights that campaign duration ematin the success of a campaign. He
considers longer campaigns as successful becaegeldhve impact on innovators, early
adopters as well as laggards. Long campaigns lmeveoliowing advantages. (1) They cover
all segments of audiences on the basis of educaender, socioeconomic status, religion and
culture. (2) They mobilize media organizations tat plIV/AIDS related issues on media
agenda and also encourage community and NGOs twipate in debate. However, long
campaigns are usually expensive in nature. Messagient should be useful to provoke and
enhance the knowledge of the target audience oitberthey would not be interested in
information they already have. Canadian JournaMetlia Studies, Vol. 5(1) 150 lists the
advantages of the usefulness of the contentst fapfivates people to bring change in their
existing behavior regarding the adoption of nevagdpractice or method. (b) It also boosts the
knowledge and retention ability of the audiendpango Wa Kand&€ampaign had the above
factors that makes an effective campaign. The fisel® model Jimmy Gathu was met with

different sentiments.

The respondents that were over 40 years felt thatds too young as he represented the age
group that is below 40 years hence could not iflemtith him (Moraro, 2015). Thépango
Wa Kando Campaign comprises of most factors that an effeatampaign should have but

themessage about discouraging concurrent sexual partrees interpreted differently.

2.2. Appreciation of Campaign Messages by the Targ@udience
Moraro (2015) says that tidpango Wa Kanda@ampaign was appreciated to some extent by
the audience. The single people acknowledged teintessage in thielpango Wa Kando

Campaign was positive but it didn’t affect them dngse they were not married. Three single
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men confessed that the message was very informativié helps one avoid extra marital
affairs once married. One of the interviewees $aad Mpango Wa Kandd&ampaign broke

the monotony of the unmarried people being depie@edmmoral. According to Moraro
(2015), the respondent said:

“PSI did a good job by coming up with a campaigattbexposes the married folk
easing moral pressure on young people that has dmmmulated over the years. She
added that; many parents picked on young peopleugiir adverts like the ‘chill’
campaign that has been running in the mass meadéa €003 by exposing them as
trouble seekers. Wheneviipango wa Kandadvert is aired, | look at my parents and
wonder whether they pay attention or whether theeddcommunicates anything to
them.”

Ndonye (2015) in his study looks at the attituded siews of Kenyans towards Extramarital
affairs campaign in the media. He reports that {f®eeslents expressed a lot of satisfaction on
the efforts that are being made through the medieradicate HIV and AIDS (38), but also
challenged that “The media contradicts itself byngi soap operas and movies that go against

the principles that help prevent the spread of Hiid AIDS”.

The mass media was established to have been stutcesking theMpango Wa Kando
advert visible to the targeted audience. This isoaling to discussants in the study who
admitted that they heard about the advert throhghntass media. A Muslim Sheikh argued
that the message dflpango Wa Kandavas considered as insufficient because when the
advert pops up those that are cheating feel gaiity that is the end because the ad promotes
extra marital affairs as the lead character offec®ndom to those who are cheating but don’t

want to contract STIs.

A Christian pastor considered the advert to haveday airing dirty content and that very
few adverts and documentaries speak of the damgdisV and AIDS (Moraro, 2015). The
lead character Jimmy Gathu had a role to play i iessage oMpango Wa Kando
Campaign. Participants in the study considered dsna moral agent and a role model to the
people. Mrs. Pauline Chola (a marriage counsekg that he only appealed to people aged
below 40 years. This is because they could rel@tetive character as a person they have seen

in the media since the mid 1990’s. Some responaagdd 40 years and above did not seem to
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be in touch with Jimmy Gathu because they refetoedim as a young man (Moraro, 2015).
Although theMpango Wa Kandd&ampaign was appreciated by majority of the redpots

according to (Moraro, 2015), the study did not edesother the factors that made the not to
be appreciated. This study will sought to search risasons why the audience did not

appreciate the message.

2.3. Diction of messages used in HIV/AIDS campaigns

Mpofu (2013, pp: 19-27) points out that dictionsispposed to be clear and unambiguous.
Mission Frontiers (2014) in “Spreading the wordkimow the Truth Article” say that the
language and words used should matched the dialettdiction of the region. Diction is
related to language. This paper argues that lamguesan be realized if modes of
communication utilize the linguistic and socio-cuétl repertoire understood by the audience.

“Linguistic repertoire refers to the linguistic cesces local to a society which
enhances communication between members; it incliobsd language and the right
choice of language elements which result in aceunateaning and minimizes
ambiguities. Socio-cultural repertoire refers te thbjects and practices, or simply
cultural products which serve particular socioatdt purposes in a society” Mpofu
(2013, pp: 19-27).

Advertisements with traditional features of comnmdradvertising with aspects of ambiguity,
neologisms, hyperbole and weasel words which domstthe persuasive discourse are not
ideal for HIV/AIDS pandemic which is highly delieat Media advertisements should not
leave people guessing on the intended messagéhdyushould aim for accuracy and reduce
ambiguity by constructing advertisements basedherlihguistic and socio-cultural resources
familiar to the target to enhance the meaning ntpkiocess. However, “there is a far more to
language and its comprehension than is immediafgharent to the eye or ear at the shallower
levels of print or sound” (Smith, 2006: 80). Theypical aspects of language contain
insufficient information to convey meaning complgteand unambiguously. There are
utterances which can be interpreted in a diffevea which might result in loss of meaning in
the HIV/AIDS advertisements. In this research tespondents gave deep meanings of the
advertisements by looking at diction used inMgango Wa Kand@€ampaign.
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The communication process in the communication rnedghasizes on the need to have a
common ground between the speaker and the recaiteh is the advertiser and the target
audience. One of the basic obstacles of publicméion campaigns is “lack of congruence
between the sender/speaker and the receiver/liste(dpofu, 2013, pp: 19-27).
Communication begins with the source or sender ¥ammulates the idea and puts it in
appropriate words symbols or pictures (encoding) \@hen the message is send the receiver
derives meaning from it through decoding (Aren9)420). In addition, Harnish (1997:347)
says that the speaker encodes the message anccgsoshunds which are decoded by the
listener. For instance, the language used in HIR&ladvertisements achieves its role of
communicative purpose when the intended audienceives the advertisers point with the
same meaning that the author of the advertisemashtwhen the advertisement was crafted.
This means that language can either be both efteetnd ineffective depending on how the

advertiser uses it.

When the audience is unable to fully understandahguage used in the advertisement then
the communication fails since Belch defines commaton as “the passing of information,
the exchange of ideas, for the purpose of estabfjsh commonness or oneness of thoughts
between sender and receiver” (Belch et al, 2004:138s means that language is a social and
cultural fixation which is used to construct regliand in the communication process the
receiver comprehends reality in a similar manndreifor she can draw on the linguistic and
cultural resources possessed by the sender. Raetson, the study analyzed Mpango Wa
Kandoadvertisement from the context from which it wasduced and received with regard
to the choice of words (Fairclough, 1995: 131)

In Zimbabwe, PSI Zimbabwe was very keen to obseimee cultural factors affecting that
society. It had to with choice of words which ategender perception in the campaigns
against HIV/AIDS. PSI advertisements are poetionature and they have connecting words
which Kenworthy (1992:92) says serve to signaltietship between the clauses and the
listener, for exampledsi’ (but) ties the clauses together to enable tharattent of meaning
after pointing out what a real man does not do,dtner side of the connecting word shows
the responsibility expected of him. The phrasasikadzi chaiye’{real woman) andrfiurume
chaiye” (real man) imply that men and women who do ngbeestheir partnefrssexuality are

not ,real”.
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The advertiser may employ vocabulary chains whieh faatures of cohesion. Brigid et al

(2006:8) describes vocabulary as the associatibnee® words from which the meaning of
advertisements is derived without the influencetlod reader or listener. It enables the
advertisements to achieve the informative and peiga intent. This reflects that language
can be properly manipulated to become a perfeciumedf communication making people

realize meaning. Advertisements can use closedsfarfrtexts that strongly encourage and
prefer a particular meaning which allows little spaor the readers to deduce their own,
which would certainly be differentWeka Condom Mpangonihas been interpreted to mean
that concurrent sexual affairs are encouraged |bwaig the use of a condom which is not the
case with the campaign designer whose aim wasadmqgte condom use. The choice of the
words, their intended meaning and the assigned imgarere studied to really understand the
underlying factors that contributed to the meanireg®ived by the audience.

In societies where issues touching on taboos iswalt received there is need to use
euphemism in the indigenous language instead optadp the borrowing strategy. For
example in Zimbabwe, the termmakhondomuycondoms) which is the focal term in the
advertisement and the details on how it should beduis not easily received in the
Zimbabwean society where it is a taboo to sucgmtitcuss sexual matters in public. In this
society, such things are better not said. Baraf@2889) points out that advertising has also
had a negative impact on the audience especiallgreh for some advertisements are not age
conscious. According to Media Handbook on HIV/AIDSE Nigeria: (2004), when writing
about HIV/AIDS, it is important to use straightsfieard and non-judgmental language. This is
because the terms and language that are used meamn with HIV and AIDS can promote
stigmatization and discrimination hence there igdne@o be careful in the selection of
language. In Kenya (Cameron et al., 1999; Kumalalet1993), reveal that the Catholic
Church did not advocate for the use of condoms disdouraged sex out of marriage and
considered both as immoral hence the discussionsitatondoms are not comfortably
accepted.

2.4. Impact of the HIV/AIDS Message Packaging and @veyance in the Campaigns

Most public campaigns designed to promote socidll@@havioral change has been fashioned
upon the best practices borrowed from the commleacdigertisement and marketing industry.
Although “social marketing intervention is the matay of global HIV prevention efforts”
(UNAIDS, 2002 as cited in Agha, 2003.p.750) it didlt to apply this to evaluate health
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campaigns designed to advocate for behavior andlst@ange (Bertrand, et al. 2006).

A study was done on the relationship between th&ehireg HIV/AIDS Programmes and
behaviour change in young girls. 78.3% alone daad they can change behavior by watching
TV programs on HIV/AIDS alone 78.3% while 21.7%dsdihey cannot. In addition to the
HIV/AIDS programmes, 40% said that there was needrfore counseling to empower the
girls to say no to unprotected sex. Others, (1084 that there should be open forums where
girls can speak openly about circumstances thactthem and make them vulnerable to
HIV/AIDS. Another 10% said that girls should avdiding idle because that leads them into
temptation. It therefore means that TV viewershigl @ersonal behavior change cannot be
achieved or there is no direct correlation betwdentwo variables because majority of the
respondents said that there was more that need® tdone up and above watching TV
programs with messages on HIV/AIDS in order to echipositive behavior change (Journal
of Research in Humanities and Social Science Vol@melssue 12 (2014) pp: 33-43 ISSN
(Online): 2321-9467).

Awareness on HIV and AIDS through TV messaging W% because many of the
programs they watched had a message on HIV/AIDSrbuaried proportions. However, it
shows that TV viewership and behavior change wetemdirect correlation; implying that
TV viewership did not necessarily translate intdvdgor change. Change behavior through
watching TV messaging created awareness on HIV/ADISon the ground girls still engaged

in risky behavior and new HIV infections continwelte reported.

As pointed out by Wyss (2001), mass media messagean important source of knowledge
regarding HIV and AIDS but this knowledge alone slowt translate to behavior change.
Other issues underlying HIV and AIDS infection am taken into account and new infections
continue to be reported (UNAIDS 2007). Wyss (200dints out that mass media is a source
of knowledge regarding HIV and AIDS but positivehbgior change cannot be realized by
this knowledge alone. New infections continue tadxmrded because other issues underlying
HIV and AIDS infection among vulnerable groups hae¢ been addressed (UNAIDS 2007 as
cited in Journal of Research in Humanities and @@&xience Volume 2 ~ Issue 12 (2014) pp:
33-43 ISSN (Online): 2321-9467). As much as thelysays knowledge doesn't translate to
behaviour change, there was necessity to dig degefhe behavior change catalyst in relation

to how theMpango Wa Kand®lessages were conveyed and packaged.
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2.5. Theoretical Framework

2.5.1. Introduction

A communication strategy that is effective is veritical to the global efforts in HIV/AIDS
Prevention and education and should be grounde@ @ound theory that will enhance
flexibility in application of the strategy in diffent regions and cultural context. Evaluating
and redefining the approaches to communicatiorelefzant messages to different audience is
very paramount to HIV/AIDS Prevention and care (#ienbuwa, 2000, pp5-15). This paper
looks at the theories that deal with individuali@e$ and behaviour in relation to HIV/AIDS
prevention and education. It will also discussdbkénitions and the conceptions of the various
theories in communicating HIV/AIDS messages, tBgengths and weaknesses. This research
attempted to examine whether the efforts of fightidlV/AIDS through the mass media
public health campaigns has been effective thubyagstablishing the relationships between
exposure to specific messages designed for a ncadipaign dubbed Yvacha Mpango Wa

Kandd and behaviour of the target population toward$tAIDS.

2.5.2. Social Learning Theory

The theory most frequently borrowed from the Cagdob is Bandura's Social Cognitive
Theory, also referred to as the Social Learningoihéwhich is an earlier version). Social
learning Theory in Bandura (1986 as cited in Aidmbuwa, pp 5-15, 2000) an individual
behavior is the result of the interaction among ntibgn, behaviour, environment, and
psychology. It is an individual psychological mod#l behaviour change (Yoder, Hornik,
&Chirwa,1996 as cited in Airhihenbuwa, pp 5-15, @PQ posits that providing information
alone is not enough to change behaviour (Avant &&tddia, 2008). Sustained behaviour and
self efficacy (one’s perceived ability to adopteeammended behaviour) change requires the
skills to engage in behaviour change and the wbibt use these skills consistently. In
HIV/AIDS Campaigns, the two primary domains widelged are modeling (Imitation of a
role model) The theory suggests that people leewm feach other through observation,
imitation and modeling; and four components araiiregl for behaviour change.

Avant Garde Media (2008) outlines the four compasehat are required for behaviour
change: Awareness is the first component usedde eavareness and the knowledge of health
risk. This stage is to convince people that they daange their behaviour. In the case of HIV,
this component is where you educate people abauvittus and show them that they can

change. In this research work abdppango Wa Kandd&ampaign, the aspect of awareness
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was taken into account so as to get evidence ofthevaudience understood and appreciated
the Mpango WaKandomessages by the awareness created by the camBaigmdly, Self-
Control is used talevelop the self-control and risk-reduction skillseded to prevent the
behaviour. Within this component, you show peopleatvmakes their behaviour risky and
how they can change it. The Kenyan audience that exg@osed to th®pango Wa Kando
campaign that talked about the increase in HIV/AIB®valence among concurrent sexual
partners also advertised that if being faithful wwazhallenge, then one should use a condom to
protect their loved ones.

Thirdly, self-efficacx is used to increase an indial’'s self-efficacy in implementing the
necessary or safe behaviors or habits. This mdydecspecific efforts to show people how to
use condoms, how to negotiate safer sex and hosayd'no”. This research attempted to
reveal the impact of th®lpango Wa KanddCampaign by looking at the individual’s self-
efficacy in engaging in safe behaviors. Lastly, i8lo8upport is to build social support for the
individual as s/he engages in new behaviors. Toiddcbe in the form of support groups or
appropriate peer groups (Bandura, 1973).

2.5.3. Input/output Persuasion Model

McGuire (1989) as cited in Darteh (2011) develogiex hierarchy of communication effects
and considered how various aspects of communicasiach as message design, source, and
channel, as well as audience characteristics infle@ the behavioral outcome of
communication. The model suits the communicatidrad target a larger population with an

intention of changing change of behaviour, attisudied beliefs.

McGuire (1989) outlines two sets of componentsiagut/output” matrix to be manipulated
and measured when planning and evaluating commionicaampaigns. The list of input
variables helps the communication planner whengdésy the campaign. The inputs are
usually manipulated to achieve certain outputs bsedhe input components are independent
variables. The inputs include: Sources, messadesinels, receivers and intent. The source
variable refers to the characteristics of the peratno presents the message to the public.
Sources vary from number, demographics, and ciagibihe message may have type of
appeal, information presented, organization, apetrgons. In this study the message is the
central point of discovery aboMipango Wa Kandaampaign impact on the audience. It

sought to find out the level of appeal to the andéein terms of how the information was
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presented (diction) and how it was received.

The channel variable refers to the mass mediunugjtravhich the message is transmitted to
the public. It can also refer to delivery style awhtext. Receivers are the target audience.
Sources, receivers can vary in number, demographitg lifestyles. The campaign intent
reflects beliefs, attitudes and/or behaviour thenpér desire to change and is the goal of the
communication campaign (McGuire, 1989 as cited mrt€h, 2011).Mpango Wa Kando
campaign was conveyed through mass media. The geessth the tagline Wacha Mpango
Wa Kando” had an intention of encouraging the use of a condo concurrent sexual
relationships. The audience dynamics came into pllagn the religious leaders complained
about the campaign promoting promiscuity which gaiast the Catholic Church doctrines.
This has encouraged the research about the chbwerds used in the campaign and how it

was understood and understood by the audiencéfefedit social cultural orientation.

According to McGuire (1989), output can be usedetednine the success of a campaign.
Twelve output variables are measured by evaludhiageactions of the public to the sources,
messages, channels, receivers, and intent witkicdhtext of the model. These variables are
similar to those in the diffusion model. The outpatiables are endpoint in communication
campaigns and can be used to determine the canspkagel of success by measuring the
output level of effectiveness. McGuire (1989) gitles twelve variables: exposure, attention,
liking, comprehending the message in the commupicatampaign. They refer to getting the
messages out to a wide audience, with clarity, @apped understanding. Acquiring skills,
changing behaviour, remembering, and retrievingrimgtion are the bases for long-term
changes in beliefs, attitudes, and behaviors. Dagit act, change behaviour, and reinforce a
decision are the long-term changes communicatiompeggns often seek. Consolidating the
results is essential to any communication campamly through evaluating results can a
campaign planner determine the success of comntigniceampaigns (McGuire, 1989). The
output variables helped in this study to measueesticcess dfipango Wa Kand@ampaign

by looking at the extent at which the audience can@nded and appreciated the messages.

Some of the input/output variables outlined by Mo€@&was considered in this paper. They
include receiver (young and the old generation)ssagesWacha Mpango Wa Kanjicand
behavioral outcomes (use of condoms in concurrertia relationships). Evidence on the

perception created by the messages were collenottdetated to the impact thitpango Wa
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Kando Campaign had on the audience based on how it wasagad. However, this theory
doesn’t give information about message descriptmmtent and the expected behavioral

outcomes of the campaign messages.

Avant Garde Media (2008) the study helped polickens to structure future campaigns and
awareness messages so that they are more apptaling audience and as a result, more
likely to bring about the desired change in behav@mong that leads to safer sexual habits
and practices.

2.5.4. Theory of Reasoned Action (TRA)

The Theory of Reasoned Action (TRA) (Fishbein & égz 1975 as cited in Airhihenbuwa,
2000, pp5-15) predicts a variety of human behavinge 1967 by examining attitudes,
beliefs, behavioral intentions, and observed exga@scts. It brings out a linear progression
from attitude to action in which a given behavioitll be determined by an individual's
intention. TRA assumes that humans are rationedeir decision making process and that the
behaviors being explored are under volitional aantfhe theory provides a construct that
links individual beliefs, attitudes, intentions arwkhaviour (Fishbein, Middlestadt &
Hitchcock 1994). According to (Yoder, 1997 as citeed Airhihenbuwa, 2000, pp5-15),
individual evaluate information that may resuliaiction within external constraints, which are

influenced by power relations in the society.

Fishbein et. al (1994) discusses the variables RA Bnd their definitions: BehaviourA
specific behaviour is defined by a combination@mfrfcomponents: Action, target context and
time. For example, the action is implementing ausidIV risk reduction strategy like putting
up MpangoWa KandoCampaign, target is the use of condoms by thosernicurrent sexual
partners. Thecontext is both private and public places and the trefers to all the time.
Intention: The intent to perform behaviour best predicts thdesired behaviour will actually
occur. For accuracy and effective measurementtehinit should be defined using the four
components that define behavior: Action, targeptext and time. Both attitude and norms
also influence one’s intention to perform behaviour

Attitude: This is a person’s positive or negativelings toward performing the defined
behaviour. It includes behavioral beliefs. Behaaidyeliefs are a combination of a person’s
beliefs regarding the outcomes of a defined behanand the person’s evaluation of potential

outcomes. The beliefs will differ from population population. For example, married
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heterosexuals may consider introducing condoms th&r relationship an admission of
infidelity, while for homosexual males in high pedence areas it may be viewed as a sign of
trust and caring (Fishbein, et.al, 1994 as citedwant Garde Media, 2008). In the case of
Mpango Wa Kand@€ampaign, those in concurrent sexual relationslay oconsider the use of
acondom as a way of preventing HIV infection whit@se in single stable relationships may
view condom use as a way of encouraging unfaitefsgnand promiscuity in their sexual

partners.

Norms: They have to do with a person’s perceptibotber people’s opinions regarding the
defined behaviour. Normative beliefs are a comipmabf a person’s beliefs regarding other
people’s views of behaviour and the person’s wgliess to conform to those views. Other
people’s opinions and the evaluation of those opisiwill vary from population to population
with behavioral beliefs, and normative beliefs. &aling to Avant Garde Media (2008),
theory of Reasoned Action purports that behaviarad normative belief, referred to as
cognitive structures, influence individual attitsd@nd subjective norms respectively. In turn,
attitudes and norms shape a person’s intentioetimmn behaviour.

Finally, even with the authors of the TRA’s arguipenperson’s intention remains the best
indicator that the desired behaviour will occuishfiein et. al. (1994) says that it is important
to recognize which of the two (norm and attitudegrés greatest influence on the population
so as to use the right population strategy. Howewethe individualistic approach of the
Theory of Reasoned Action means that it does notasmot consider the role of the
environmental and structural issues (Kippax andw@ral, 1993). Individuals may first
change their behaviour and then their beliefsiatés about it. For example, studies on the
impact of seatbelt laws in the United States reagtdhat people often changed their negative
attitudes about the use of seatbelts as they gcewstomed to the new behaviour (Ajen and
Fishbien, 1980).
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CHAPTER THREE
RESEARCH METHODOLOGY

3.0. Introduction

Chapter three comprises of all the methods thaéwsed in this study so as to fully respond
to all the questions in the research. It is madeolghe following components: Research
design, study population, sampling methods and gohaie, data collection methods, data
presentation methods and data analysis methods.

3.1. The Research Design

Research designs can be based on their functi@maateristics or disciplinary perspective.
According to Yin (1989:29, research design "death @ logical problem and not a logistical
problem'. He further says in Yin (2003) that a e@sk design deals with four issues: research
guestions, relevant data, data to be collecteddatal analysis method. Selection of a research
method is determined by how well it allows full @stigation of a particular research question
(Hanrock and Algozzine, 2006). The approach magummtitative or qualitative. Qualitative
research is mostly science-based where the findinggisually expressed in numerical form.
On the other hand a qualitative research is chetiaet by ethnographic and historical studies
where the findings are usually expressed in wands in numbers. Merriam (2001) suggests
that case study may be founded in ethnographi¢origal, psychological, or sociological

orientations (Anderson and Poole, 1970).

This study combined both quantitative and qualiatiesearch methods so as to maximize the
theoretical implications of research findings. Tled to greater understanding of tdg@ango

Wa KandoCampaign with regard to how the audience understaod appreciated the
messages. The diction Mpango Wa Kandavas analyzed so as to get evidence about its
impact on the audience. Descriptive research des@s applied in this study. Descriptive
survey was used in this study because Bickman agd F098) it could answer questions such
as “what is” or “what was” The purpose of a dedorg research was to examine a
phenomenon that was occurring at a specific plaea(@ time and elicit recommendations for
change. The phenomenon that was under investigegion reception of HIV/AIDS message
from Mpango WaKando and get evidence on whether the messages were tdebe

understood and to cause #ngdience to desist from concurrent sexual partners.
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This study used descriptive research method bedtestensively looked at how the audience
perceived théipango Wa Kand&ampaign so as to understand why there is stitease in
HIV/AIDS prevalence yet the campaign existed. lmliadn, the study brought to light the
relationship between behaviour change and awardrexssuse survey is a direct source of
knowledge about human behaviour according to SamghBajpai (2008). This was to help the
campaign designers to not only depend upon camgdaynbehaviour change but also other
related factors that came into play. Informatioattivas gathered advised on the decision
process of the policy makers on HIV/AIDS preventfmocess so that funds would only be

used on strategies that yields positive resulteddicing the HIV infection rate.

3.2. The Study Population

Korb (2012) defines population as the total of #ie individuals who have certain
characteristics and are of interest to a resear8tady population is the group of individuals
to which we can legitimately apply our conclusioliss a group of people that the researcher
wants to draw a conclusion about once the researéimished. Identifying the population
requires specification of the criteria that detemesi which individuals are included and which
individuals are not included. The research wasiegmut in Nairobi which has a population
of 3,138,369 according to Kenya 2009 Population Hodsing Census (2010). Nairobi was
the best place for the study to be carried out izaesidents being urbanites are more likely
to have come across tiMpango Wa Kand&ampaign. This was because the population is

more exposed to the media as radio, televisionspapers, and social media among others.

3.3. The Sampling Procedures

The sample should provide the answer and the dizbeosample needed to answer the
research questions. According to Lindlof and Tay{@011) sample is a subset of the
population. We use samples because it is imposwldéudy all the members of a population
for a research project as its too costly and tim@saming. Instead a few are chosen to be a
representation of the whole population therefoeeresults can be inferred to the population.
The sampling method to be used is the stratifiedioen sampling where the population is
partitioned into groups called strata and the samgpk done separately within each stratum
(Ahmed, 2009) to increase the estimation of eacmrFor example the classification of the
population in males and females will gave estinmatad how many have understood or
appreciatedthe Mpango WaKando Campaign message. The population was grouped as

follows: Males and females, married and unmarrgzpérated and singles) between the age
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18-50 years those who were sexually activeMpango Wa KanddCampaign study, the

sample size was 188 individuals which represeni@d8¥o of the Nairobi Population.

3.4. The Data Collection Methods

For the selection of data collection to be effextithe researcher has to consider several
factors: The value of the types of data, the netatscientific rigor of the data, basic,
underlying philosophies of evaluation, credibilioy findings, staff skills, costs and time
constraints. When selecting any method, emphaseneuaring accurate and honest collection
remains the same. Data collection is usually carolat with an intention of all data collection
to capture quality evidence that can be depended apd then translates to rich data analysis
and allows the building of a convincing and creeliahswer to questions that have been posed
(Sapsford and Jupp, 1996). This study used questices to collect information about how

many respondents understood the messagdpamgo Wa Kand@€ampaign.

Questionnaires were distributed to each of the wneth and single individual to get

information about those respondents who stoppethaoncurrent sexual partners. Evidence
about those who were encouraged to have concyragtiters was also be provided. This was
the best method of collecting data because a questire is the most accurate method for a
large sample as it gives valid results. It was ulgtoit that quantitative data was obtained to
give the percentage of the respondents who unaetsio misunderstooipango Wa Kando

Campaign. It also gave the level of impact of Mgango Wa Kande@ampaign. Potter (2006)

says questionnaires are good because they enquerdidble and reliable results in cases of a
large sample. Semi-structured or open-ended queesties were utilized in the study because
it gave the respondents freedom to contribute hgnteomprehensive responses. In this case,
to analyze the diction dflpango Wa KanddCampaign a respondent needed to give more

information about what words were used and thepaiat.

| specifically intended to extract information elation to:

a) Whether the audience saw or heard aldpéango Wa Kand&€ampaign messages.
b) Whether the audience remembered the messalyipango Wa Kando.

c) What they understood the message to mean.

d) Whether they appreciated the message.

e) If they didn’t understand the message, why.
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f) If they did not understand, why.

g) The kind of impact the message had on them.

3.5. The Data Presentation Methods

This study presented data through diagrammatictabdlation forms. According to Minter
and Michaud (2003) Diagrammatic forms as graphs giemparisons between different
variable, data can be used universally, and malkea tb be easily interpreted as it is
condensed into diagrams.

Bar graph presents data by drawing the X-Axis i vertical line is marked of to scale to
show frequencies of each variable. Alabi (1999)xdhe variables names should occupy the
horizontals scale and the bars should be of theesaith. In this research bar and column
graphs showed the preliminary data (age, gendet,p@ncentage) of the individuals who
understood and appreciated the campaign messalypango Wa Kandand vice versa.
Evaluation Briefs (2008) adds that bar graph isdusecompare the variables. In the case of
Mpango Wa KanddCampaign, bar graph was be used to compare themage of the
elements that caused the audience to like the dgmpla will also compare the respondents
who are between the age groups. For example, &g24 and 25-49. Below is an example of
bar graph that shows the percentage of those wHerstood and appreciated the message in
Mpango Wa Kand@€ampaign with those who did not.

Liked the message -
| | Single
m Married
Understood '

Singh and Bajpai (2009, pg.26) says that data ptedein tables are arranged in some
properly selected classes and the arrangementsizilbed in titles and subtitles. The
tables included the frequency and percentage afegy@ondents that identified the various

phrases used in MWK campaign to analyze the diatiotihe campaign. This is because
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Alabi (2007) suggests that comparison could edmlynade among the variables.

3.6. The Data Analysis Methods

3.6.1. Descriptive Analysis

The descriptive analysis deals with both qualiatwnd quantitative analytical techniques
used in a single research study. This research drads-cultural and normative
investigations so that the data in each are coantisuinterchangeable, and mutually
interrelated (Bijou, et al,1968, p175-191). Deswoip of how the diction used iMpango

Wa Kandocampaign deeply looked into by giving a thorougplanation of the meaning

of the words used. Word choice Mpango Wa Kandavas under investigation as the
phrase“Wacha Mpango Wa Kando’Respondent were asked about the meaning of the
words this was to understand how the audiencepratyd the campaign in comparison

with the intended meaning from PSI.

3.6.2. Percentages

Taylor-Powell (1996) says that percentages are comyrused in statistics as they express the
information as a proportion of a whole. A perceetags easier to interpret as it was easier to
say that 24 percent of the respondents apprecibedpango Wa Kand&ampaign than to
say 36 out of 60 appreciated. Percentages shoveetklationships and comparisons —either
between categories of respondents of responsesexample we said 60 percent of the
respondents clearly understood Mpango Wa Kandeampaign as compared to 37 percent of
the participants who did not understand the messBgecentages were useful when we
wanted to show a frequency distribution of grougath classified into categories arranges in
order of agree or magnitude. In the case of whdtieaudience understood thipango Wa
Kando Campaign, the ratings can be presented by the &fvmagnitude so as to see the

frequency of the respondents who totally agreet thié clarity of the message.

3.7. Conclusion

As discussed above, the data analysis method bkghe mixed approach that involved both
guantitative and qualitative data analysis whichueed that the findings from the field were
depicted in a simple way that was easily understdbdavas clearly important for every
researcher to have knowledge on research methodolog
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CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS OF FINDINGS

4.0. Introduction
This chapter consists of all the data that respdodbe key research questions. These are in
form of the diagrams and tables which are usedrégsgmt the data and the analyses of the

findings.

4.1. Demographic Data of the Respondents

The demographic data captured from the respondealisded gender, age, marital status,
education level and the religion. It helps one knibwhe respondents were also the target
audience for the campaign.

4.1.0. Gender of the respondents
The table 4.1 below reflects the frequency andpéreentage of males and females that were
involved in the survey. It was important to captahe gender so as to conclude on the

exposure of campaign.

Table 4.1 Gender of Respondents

Gender Frequency|Percent | Valid Cumulative
Percent Percent
Male 93 49.5 49.5 49.5
Valid Female] 95 50.5 50.5 100.0
Total 188 100.0 100.0

Source: Research 2015
Out of 188 individuals, 93 were male while 95 whkmmale. There was need to capture gender

because PSI targeted both male and female as aeddrMWK Campaign. The figure 4.1
below shows the percentage of the male and fematdvied in the survey.
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Figure 4.1 Gender of Respondents

Percent

remate | ) a percen
vore |

48.5 49.0 49.5 50.0 50.5 51.0

Source: Research 2015

50.5 percent were female, 49.5 males. This coulddmause women were easily found at
home or business as compared to men. It meaniftthet respondents represented the entire
population of Nairobi, then the gender demograpiata may be used to generate other
conclusions such as: The males that were exposethetocampaign, the females that

understood the campaign messages.
4.1.1. Age of the Respondents

The age of the respondents was important so asdigejthe validity of the responses. The

figure 4.2 below shows the variation of the agethefrespondents involved in the survey.
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Figure 4.2. Age of the Respondents

No Response }1
i M Frequency
Percent
T T T 1
0 50 100 150

Source: Research 2015

The age categories of people who were questioned agfollows: 18-24, 25-40 and above
40 years. 18-24 were the majority at 43.1%, 25d&rs were 42.0%, above 40 years were
13.8% and 1.1 did not reveal their age. The redpots who participated were from age 18-
40 years an age that PSI targeted when it wasngutip the campaign. 43.1% being 18-24
years, 25-40 at 42 percent implies that the agekbta were actively involved in sexual
activities. The ages that were involved enhancedvtlidity of data because it was the age
that was targeted by the campaign. The willingrnafsthe individuals to contribute to the
research on MWK Campaign reflected the interedt i@ young people have in matters of
HIV/AIDS. This means that the target audience asmegshe campaign hence a success for
PSI and other stakeholders.

4.1.2. Marital Status of the Respondents
To understand the respondents better, the resptendenre asked to reveal their marital status;
the figure 4.3 below reflects the percentage ofsihgle, married and the separated (were once

married but separated from their partners).
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Figure 4.3. Marital Status

No Response ' 11

o
Separated &
M Frequency
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Married -

Single

T T 1
0 50 100 150

Source: Research 2015

50.5 percent of the respondents were single witilé percent were married and 8.5 percent
were separated (they were once married but nowseparated from their partners). This
implied that the individuals that were affecteddmycurrent sexual relationships: The singles,
married and separated were equally open to giveitiput in the study. It also meant that the
responses were based on their personal experibecesise they were sexually active hence
affected by concurrent relationships in one watherother.

4.1.3. Education Level of the Respondents
The respondents were asked of their education lswels to gauge on their level of
understanding the questions asked in the studyfifibee 4.4 below shows the different level

of education attained by the respondents.

Figure 4.4. Level of Education

Noresponse

University

Mid-level college = Percent

W Frequency

Secondary

Primary

0.0 20.0 40.0 60.0 80.0 100.0

Source: Research 2015
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Though one would assume that having carried outrésearch in Nairobi, most of the
respondents would fall in the category of Universsivel, 31.4 percent of the respondents had
attained the mid-level education, 27.7 percenteabsdary level and 22.9 percent at primary
level. 1.6 percent did not reveal their educatideskl. This means that the campaign was
accessed by the four categories of the audiencehwimplies that still the target Kenyan
audience was reached. Additionally, the level aicadion was not a barrier to access of the
campaign as long as one could access the mediaoramanication used. Most of the
respondents falling in the mid-level colleges pobvimat they were able to give their

interpretation of the campaign messages.
4.1.4. Religion of the Respondents
The respondents’ religion was also asked for S0 aslate their responses to their beliefs. See

the figure 4.5 below:

Figure 4.5 Religion of the Respondents

Percent

No Resonse '32

Atheism '43
Hinduism '5
Islam -6,9
Christianity | (RR Y <5 1

0.0 20.0 40.0 60.0 80.0 100.0

M Percent

Source: Research 2015

Majority of the respondents were Christians at 8detcent, 6.9 were Muslims, 4.3 were
atheists, 0.5 were Hindus, 3.2 did not reveal tfedigious affiliation. Most of the respondents
were Christians because according to 2009 cengadtdaas the largest religion in Kenya at
82.5 percent followed by Islam at 11.2 percentsTimplies that at least the common religions
were represented in terms of accessing the campaigs reflects that there is need for

specifically making other religions a sample popala so as to understand their take on
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MWK campaign. If most of the respondents understtie message, this could mean that

most Christians understood the message conveytbe itampaign.
4.2. How the Mpango Wa Kando Campaign was understaloby the audience
To know how the message was understood, the resptsdiere asked whether they heard or

saw the MWK Campaign. The figure 4.6 below cleatipws the outcome from the question.

Figure 4.6 Those who heard about the campaign

No Response 1’
No ' M Series2
Yes —

0.0 20.0 40.0 60.0 80.0 100.0

Source: Research 2015

From the figure 4.6 above, 92.0 percent heard wrtba advert as opposed to 6.4 percent who
never saw the advert. 1.6 never replied to thastiue This implies that those who heard

about the campaign were able to access the differedia used to run the campaign. It means
that the aim of PSI for the campaign to reach gelgsercent was achieved. According to

Moraro (2015), it is clear that the role of the maeidh make the campaign visible to the target

audience was done.

The 6.4 percent who did not see or heard aboutdah®gaign shows that they did not access a
television, radio, and even did get updated byigetherefore was not aware about the MWK
Campaign. It may also imply that the 6.4 percenenaccessed the media used during prime

time (before7p.m and 9p.m news) the advert wasgoaned.

The study also sought to find out the media that spondents saw or heard about the

campaign and the findings are shown in the talddédlow.
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Table 4.2. Media channels accessed by the audience

Channels accessed Frequency Percent
Television | 111 59.0
Radio 29 154
Newspapel 12 6.4
Friends 23 12.2
Others 4 2.1
No 9 4.8
Response
Total 188 100.0

Source: Research 2015

59.0 percent of the respondents watched the campaidelevision, followed by radio at15.4
percent. 12.2 percent got information about theeddyrom friends, 6.4 read on the
newspaper. 2.1 percent accessed the campaign thotlngr means like social media. 4.8 did
not respond to the question. This implies that npesiple accessed television because they
could afford in addition to Nairobi being an urbarea it was the most popular media people
have. Radio came second at 15.4 percent though peogtie have mobile phones that have
radios. This means that although cell phones ataley@people did not use their radios as we
would expect. This means that the choice of theianed communication by stakeholders was
successful. 12.2 percent getting information fromends means that through normal
conversations, those who did not hear about thepaan were informed. This means that
face to face communication played an important pathe dissemination of the campaign.
Face to face communication came third because mase effective than other forms of

communication like telephone, email among otheisgRL993)

PSI's use of the television to air the campaignckewas a success. PSI wanted to visually
display how concurrent sexual relationship works thg use of both male and female
characters. Television was used to bring out theedtic setting with married couples to
create a mental picture of families being affedigdthe concurrent relationships. This is in
line with (Westmyer and Rubin, 1998; Harwood, 2000Sullivan, 2000) who said that the
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choice of media depends on the communicator's tbgdn terms of what they want to

achieve.

4.2.1 Clarity of the message
The clarity of the MWK message was crucial to andeeunderstanding the message hence

the respondents were asked if the MWK message Veas enough to pass the intended

meaning. The outcomes are in the table 4.3 below:

Table 4.3 Audience that thought the campaign was &r

Response Frequencyercent

Valid | Yes 154 81.9
No 20 10.6
Total 174 92.6
No 14 7.4
Response

Total 188 100.0

Source: Research 2015

The figure 4.7 below clearly shows the percentdgie audience who still thought that the

message was clear enough to be understood.

Figure 4.7 Audience that thought the campaign wadear

No Response .7'4
No .0'6 M Series2
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Source:Research 2015
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In the figures above, 81.9 percent of the resposdérought that thdvipango Wa Kando
Campaign message was clear enough. This could thatthe language (Kiswahili) used was
familiar to the respondents, they also got the warsled in a straightforward manner, 20%
said that the message was not clear. This imphas the phrases used in the campaign
provoked more than one meaning or we could sayrédspondents did were not well
conversant with Kiswahili. The respondents who dal respond to that question were 7.4
percent were not sure if the message was cleaotoiOmn the other hand the respondents did
not hear or see the campaign. Therefore, the iotewf the campaign designer of ensuring,
message was conveyed in a clear way was achievededns that campaign attained the
requirements for a successful message of clariyi€) 2000; Kotler and Lee, 2007 as cited in
Lagarde, F. and Banks, P. (2007).

4.2.2 What the audience learnt from Mpango Wa Kandd&ampaign
To further understand the extent to which the MW&n(aign message was understood, the
respondents were asked to give the lessons theyt leat of the campaign as indicated in the

figure 4.8 below.

Figure 4.8 What the audience learnt from Mpango Wa&ando Campaign
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Different messages came out from the audience basedhat they individually learnt from
the campaign. “Being faithful” at 51.1 percent, éus condom” at 19.7 percent, dangers of
unfaithfulness” at 12.8 percent were the majordaesslearnt as identified by most of the
respondents. What was learnt was according to thectives of PSI. Using a condom,
bringing out the dangers of unfaithfulness was agnitve objectives of PSI for the campaign
(PSl/impact, 2013).

1.6 percent of the respondents learnt that havorgwrent sexual relationships was good.
This was not one of the intended meanings by thie P8nplies that the meaning of the
campaign message was misinterpreted leading tanfoisiation by the respondents. This
could also have come about by the information gofitem friends leading to communication
breakdown. The least percentage of the lessontleas that women were also involved in
extra-marital affairs at 0.5 percent. This implilat the use of female characters in the MWK
campaign was an opener to other people who onkgusal that only men get involved in

concurrent affairs.

4.2.3 The audience that understood the message
As much as the respondents said that the campageage was clear, it was important for the
audience to be asked whether they personally uttdersvhat the campaign was all about, the

responses were presented in the figure 4.9 below.

Figure 4.9 Those who understood the Mpango Wa KandGampaign

Percent

10D0.0 A
90.0 A
80.0
70.0 A
60.0
50.0 o
40.0 A
30.0 -
20.0 -

D.O

M Percent

Yes No No Response

SourceiResearch 2015

63



81.9 percent admitted that they understood the agesshis means that they understood the
language used and even the words that the campagph This means that intention of the
campaign designers was achieved. 9.5 percent didnuerstand the message. This could be
because the conversations in the campaign wereteednal and the audience could not
understand what the characters were saying andgaciit. This would sum up to the
respondents not even getting the entire meaninigeo€ampaign. The 8.5 percent that did not

respond to the question could be because they heaed or saw the campaign.

4.2.4 Personal Interpretation of the MWK Campaign nessages

After the most respondents claimed to have undedstioe message, they were asked to give
their personla interpretation of the Mpango Wa Kar@ampgin messages. This was to

compare the respondents’ interpretation and P&itentedned meabing. The responses are
shown below.

Figure 4.10 Personal Interpretation of MWK Campaign
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The respondents had different meanings attach#dtetoampaign. 25.5 percent interpreted the
message to mean, they should cease from haWipgrigo Wa Kandgconcurrent sexual
relationships)’, 23.4 percent interpreted the mgsda mean they were being warned against
the dangers of MWK like contacting HIV/AID, causirfgmily conflict. The following

messages interpretation from the audience condurR®I’'s intention: Stop concurrent sexual
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affairs, unfaithfulness in marriage, dangers of MWikch as being expensive, condom use,
being faithful to your couple. The interpretatiomere from most of the respondents meaning

that the audience understood the campaign message.

The findings imply that the PSI's aim of advocatiiog faithfulness in relationships, dangers
of having concurrent sexual partners was achie&edording to Scannell (2007), the success
of a communication message occurs when the receoreectly interprets the sent message.
This was important because an involved audiencenest and fills in meaning and decodes
the meaning (Ondimu, 2012).

PSI's underlying meaning was to portray that woralso get involved in concurrent sexual
relationship. This was well perceived by 0.5 peteeterpreted the message to mean “women

are inMpango Wa Kandgconcurrent relationships).

There were contradicting interpretations of the gaign message: 2.1 of the respondents said
that the campaign meant “sex” and 1.1 said the esnpencouraged people to have
concurrent sexual affairs. This was not in linelvttie intention of PSI when coming up with
the campaign. This was according to Bishop Juliatukof the Anglican Church of Kenya,
Mombasa Diocese, who said the advert openly agditateextra-marital affairs and sex. This
implies that the campaign was misinterpreted wicmhld lead to negative behaviour change.
It also proved that “there is a far more to languagd its comprehension than is immediately

apparent to the eye or ear at the shallower lefgisint or sound” (Smith, 2006: 80).

4.3 Appreciation of the Mpango Wa Kando HIV/AIDS campaign messages by the target
audience

To determine the extent to which tMpango Wa Kandavas appreciated, the respondents
were asked whether they liked the campaign or mbe figure 4.11 below shows their

responses.
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Figure 4.11 Those who liked the advertisement
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80.9 percent of the respondents liked the adveid;dould be because of the medium used to
run the campaign, the slogan used, the characadsthe message of the campaign. 14.4
percent did not like it. 4.3 percent did not resgphoi¥.4 percent did not like it because of the
message perception, may be they did not find timepesgn interesting. 4.3 percent did not
respond because they did not see or hear the campathey did not have a reason just like

the campaign.

4.3.0. What the liked/did not like in the Campaign
To say whether they liked the campaign or not waienough to reflect the extent of message
appreciation, so the respondents were further askitgntify what they liked in the campaign

as shown below:
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Figure 4.12 What the audience liked in MWK Campaign
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The message stood out to be what was mostly likethe respondents. The message on
“faithfulness” was said to be helpful at 64.4 petcehe message: warning of the dangers of
having concurrent relationships was at 22.9 perddassage of trust was liked by 2.1 percent.
Female characters in the campaign were liked byp2rtent of the respondents; this was
because the respondents appreciated the fact tmemcould be involved in the concurrent

sexual affairs.

On the other hand, 1.1 percent liked the fact thatvas okay for one to have concurrent
sexual partners as long as one is cautious.” Thdied that the message about use of a
condom as an alternative was clearly conveyededaatidience. This was according to PSI’s
objective that allowed people to use condoms if tiwere forced to have concurrent sexual
affairs. ‘Women characters’ appealed to a few bgeatihad been initially thought that men
were the one involved in concurrent relationshiplsis agrees with what Abrahams (2007,
Para, 4) who says that positive emotional appeadl us exercised by the use of attractive
spokesperson, beautiful art, popular songs, mernevatrds and slogan to draw the audience

attention.
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4.3.1. The reasons why they liked the campaign

It was important to know the reasons why the redpats liked the campaign and the findings
are displayed in the figure 4.13 below:

Figure 4.13 Reason for liking MWK Campaign
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In the above diagram, the message was mainly thgeorewhy the respondents liked the
campaign. There were different interpretations tleak to the message being liked. The
message that warned the audience against hdaWipgngo Wa Kandd had 31.4 percent,
followed by the message of advocating for faithésls in marriage at 27.7. It meant that the
message portrayed by the campaign was considergdulh@s it was educative. This
emphasizes on the fact that message was the kegtdbpt appealed to the respondents. Good
looking characters was one of the reasons why #mepaign was liked at 4.3 percent this
means that the positive appeal intended by the ammnmesigners worked by using attractive

characters and use of memorable slogans.

4.3.2. Those who thought the message was worthy
To further understand whether the message was @pi@e, the respondents were asked if
they found theMipango Wa Kandonessagevorthy or not. The figure 4.14 below reflects the

percentages.
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Figure 4.14 Those who appreciated the message: Whrbf the message
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After the campaign was run through different me@rpercent of the respondents found that
it was worth it of the advert to reach them whil@ 11 percent did not find the campaign
worthy. This could be because the message thatcamageyed through he campaign was
causing behaviour change. It was also worthy bec#us message was considered educated
and so important for the sexually active age briscke access so as to achieve positive
behaviour change. The worth of the message was usigeiled because the message was
trying to address the issues that increase the AD& like concurrent sexual relationships.

Then the PSI’s goal of making the campaign wortlag wartly achieved.

For the 10.1 percent of the respondents who didiindtthe message worthy may not have
been involved in the concurrent sexual relatiorshipmay also imply that the message about
HIV/AIDS was already obvious and well known henaame respondents did not find

anything new and helpful to them.
4.3.3. How the message was worthy

The respondents were asked to explain how theydfdine message worthy and their

responses were in presented in the figure 4.15\belo
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Figure 4.15 How the message was worthy
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The figure above reveals that the following how ¢henpaign was considered as worthy: The
campaign promoted the behaviour change in the goaiid couples, it was educative,
encouraged true love, exposed secret things, and fs audience a choice to make.
According to respondents the messages conveyedaebgaimpaign was valuable, 36.7 percent
said that campaign the message caused behaviongecha the youth and couples, 34.6
percent thought that it was educative on differieaties of HIV/AIDS, use of condoms for
safety. What came out clearly is that the adveatlyehelped to have positive behaviour

change as well as educate the audience on isstH¥/@#IDS.

7.4 percent of the respondents did not find thesags worthy because it never influenced
their behaviour change. This could be attributethefact that they were never interested in
the message or they were already knowledgeablbeotvays HIV/AIDS infect people. The
2.1 percent thought that the message was targ#isgvrong audience hence should have
been taught to the married. This was because ttiagsportrayed a married couple. In the
conversations the characters acted out as maitieduld have implied that the 2.1 percent
were unmarried hence felt left out from the campaitherefore if the message is not useful
enough to provoke and enhance knowledge in theettargdience then they would not be
interested in the information they already haven@ta 2009)
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4.4 Diction of messages used in tiMpango Wa Kando HIV/AIDS Campaign

4.4.0. The exact words used in MWK Campaign

For analysis of the word choice used in Mpango Wa Kandd&ampaign, the respondents

were asked to recall the exact words and phrased umsthe campaign, they are cleared

presented in the table 4.4 below.

Table 4.4 The exact words used in MWK Campaign

Exact Wacha| Baba | Epuka | No Weka Fanya | MWK | Can't Operation
Words MWK | Sukari| Ukimwi | Response Condom | Hesabu remember Ondoa
used Mpangoni MWK
Frequency 87 2 42 12 14 13 5 9 1
Percent 46.3 1.1 22.3 6.4 7.4 6.9 2.7 5

SourceiResearch 2015

Although the exact words used in the campaign Heeen outlined in the table above, there

was need to also portray the percentage of theeaadiversus the exact words recalled in the

figure 4.16 below.

Figure 4.16 The exact words used in MWK Campaign
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46.3 percent of the respondents said that the exaads used in thé&lpango Wa Kando
campaign was'Wacha Mpango wa Kando 22.3 percent identifiedEpuka Ukimwi” as
words used. 7.4 saltWeka condom Mpangoras the words used. According to the trends of
the responses, 6 out of the 9 phrases identifiethéyespondents were used in Mpango
Wa Kandocampaign. It implied that information was sent he treceiver in words and the
code used by the campaign designers were in Kisiwahianguage that the respondents
understood. This agrees with what Hargie & Dickéd004) refer to as a code-“a system of
meaning shared by a group”. The findings showetttlteacampaign used memorable slogan
“Mpango Wa Kandothat the audience remembered considering thatdnepaign was aired

in 2009-2011 and the research done in 2015.

6.4 people did not respond to the question bec#lusg never saw or heard about the
campaign, while 4.8 percent could not rememberettact words used in the campaign. On
the other hand other respondents recalled somegsrahich were not used in thMpango
Wa KandoCampaigns: Baba sukari”, “Mbugua wake kama hayuko ye huturoeadom”,
“Bossunadod. It could be because the respondents confusedadngs with those used in the
MWK Campaign. Another reason was because the pébddeen when the campaign was
run 2009-2011 and 2015 when this research wasedaouit was long hence the respondents

forgot the exact words used.

4.4.1. The meaning of the exact words used in MpaogVa Kando Campaign

For the study to analyse the diction used in thepzagn the ,meaning of the wors identified
was paramount, therefore the respondents were &slgpde the meaning of the words used in
the campaign. The figure 4.17 below presents theugameanings and the percentages of the

respondents.
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Figure 4.17 Meaning of the words used in MWK
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45.2 percent interpreted theWacha Mpango Wa Kantlo(stop concurrent sexual
relationships) to mean those with extra maritahiesfto stop, Use of condom to be safe from
HIV/AIDS at 32.4 percent was one of the meaningsvad from the campaign. The following
meanings interpreted by the respondents were sinaléhe PSI intended meaning to meet
their objectives: Stop concurrent relationshipse @ a condom, concurrent relationships
being expensive (Do the math), and being true ttnpes hence the objectives of PSI were

achieved.

3.7 percent thought that the words used meantahatshould look out fofMpango Wa
Kandd (concurrent sexual partner) if not satisfied hg thusband. This could be because of
the tagline Weka Condom Mpangdnwhich other respondents thought encouraged extra
marital sex by the campaign encouraging peopleséoaondoms. 8.0 percent did not respond
to this question. This implies that as much thetmbshe respondents interpreted the words in
line with the PSI aims to encourage condom use ke®ping off concurrent affairs, the
campaign did not fully achieve its role of commuatice purpose. It proves that the audience
did not receive the advertiser’'s point with the sameaning as that of the author of the advert
when the advert was being crafted hence languageeither be effective and ineffective

depending on how the advertiser uses it (Harni8871347)
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According to Smith (2006: 80), there are utteranebgh can be interpreted in a different
way which might result in loss of meaning in the/¥RIDS advertisements. For example the
meaning “embrace your heart” at 0.5 percent andtiiabnce” at 2.7 percent was not one of
the objectives of the advert laid down by PSI. Ehare different meanings attached to the
phrases used in the MWK Campaign because accai@tark (2013), the receiver translates
messages into their own experiences and isn’'t ethligp accept or decode messages as
encoded by the sender. 5 out of the 8 meaningshatiato MWK were correct interpretation
according to the aims of PSI hence consideringcipaign as a form of communication a

success (Scannell, 2007).

4.5. Impact of the HIV/AIDS messages as packaged @ronveyed byMpango Wa Kando
Campaign.

To understand the impact of the MWK Campaign, #spondents were asked whether the
words used in the campaign would cause them togehsmbehaviour. Find their responses in

the figure 4.18 below.

Figure 4.18 If the words used in MWK could encourag behaviour change
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As for 76.1 of the respondents the words used éencimpaign could impact one’s life by
encouraging behaviour change. This implies thatwedge from the campaign translated to
behaviour change. It was not clear whether theesuegi actually changed their behaviour after

being educated by the campaign. This means thaslR&ild carry out a study to know the
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extent of behaviour change as a result ofipango Wa Kand&ampaign. 15.4 percent said
otherwise because they did not feel obligated tangk or the message was not persuasive

enough to change their behaviour. 8.5 percent didespond to the question.
4.5.0. How the words caused behaviour change
The figure 4.19 below shows why the respondentsvesked how the words used in the

campaign would cause behaviour change

Figure 4.19 Explain how the words caused behaviowhange
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Majority of the respondents at 29.3 percent saat the message could cause behavioral
change because it caused fear in the audience pgécént thought there would be change in
behaviour because the campaign encouraged peopde ttondoms for safety. The fear as the
stimulant to cause behaviour change indicatedgaple only change when they are scared of
the consequences of not doing what the campaigradsn The fear appeal has also worked
for majority of the respondents because it was ueescare people who don’t do what the
message says (Witte, 1992, pp. 329-349). 17.6 pesav the message as educative hence
could compel one to change their behaviour. 1.6grgrthought that the campaign made them
to spend carefully, which was similar to the ohijezd of the campaign taglinéghya hesabu

(Do the math)
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However, the 8.5 percent of the respondents thotgte words used could not make them
change their behaviour. 4.3 percent thought thepa#gn encouraged sexual immorality. It

implies that they were not persuaded by the wos#siun the campaign. Additionally, the

respondents may have misinterpreted the messageeém that people should engage in
concurrent sexual behaviors which translated to omafity. These meant that the basic
purpose of messaging in health communication tdtgetudience attention and convince the
audience to change their behavior according tactimmunicators point of view according to

Ferguson (1999, p.149) was partly not achieved.

4.5.1. Effect of the campaign on personal behaviour
After knowing that the campaign would cause behavehange, the figure 4.20 portrays the
respondents’ response after they were asked whetberampaign caused them to personally

change their behaviour or not.

Figure 4.20 Effect of the words on own behaviour
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53.7 percent of the respondents agreed that thdswmed in the campaign caused them to
change at a personal level. This implied that thewdedge on concurrent affairs persuaded
them to stop having a network of sexual partneds9 percent thought otherwise. This could
imply that the message was not persuasive enoughuse behaviour change. There was no
response from 15.4 percent of the respondents. ifripies that the goal of the campaign

could be met if the audience makes a personalidadis actually change in behaviour.

76



4.5.2. How the words changed personal behaviour
The respondents were asked to identify they charigeot behaviour as a result of the

message in the campaign. The figure 4.21 cleddstriates the responses in percentage.

Figure 4.21 How the words changed personal behaviou
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The graph shows the personal behaviour outcoméefcampaign: Led to faithfulness in
marriage, caused the respondents to advice othmplep@as the campaign was educative,
planning was improved especially financial, pogitchange of attitude, and some respondents
became more cautious. All the above behaviour ahavas anticipated by the PSI when it

initially put up the advert.

According to the findings of this study, 27.7 percagreed that the words used in the
campaign made them be faithful to their marriagek2 percent changed their attitude
positively. This could be because of their persatglision to actually become faithful as the
message persuaded them. This implies that mespagitiwely impacted the audience as they
were able to practice what was conveyed in the aeanp The influence the message had on
the audience was that some respondent decidedsserdinate the information they got to
other people persuading them to change their bebapbositively. 43.6 percent did not reveal

if their behaviour changed as a result of the cagmpa
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4.5.3. Why the respondents thought words would nathange their behaviour

To understand more about the impact of the campaigesages in the respondents, the
respondents were asked why they would not charegegbrsonal behaviour as a result of the
campaign. The figure 4.22 below clearly shows thesponse.

Figure 4.22 Why the respondents thought words wouldot change their behaviour
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11.7 percent of the respondent said they havee®r bmpacted by the campaign because they
initially have been well behaved and have not nhalved. This was because the respondents
were not affected by the unfaithfulness in marrgagence there was no need to change. 2.7
percent said they had been single; this implies tte& unmarried perceived the campaign to
only target the married. This was not the caseSidd?geted all the sexually active males and
females. 2.7 also thought it was hard to changabét.h73.9 did not respond because they had
already said that the message impacted their Tiiee reasons were thought to be hindrances
to the full success of the campaign. This showg tistening or watching a campaign
advocating for behaviour change does not autonilgtitzad to behaviour change because
Wyss (2001) says that mass media messages arepartamt source of knowledge regarding

HIV and AIDS but this knowledge alone does not $tate to behavior change.
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CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.0. Introduction
The chapter is out to discuss the summary, cormmiusind the recommendations. The
contribution of the study to literature, theory gmufessional practice is exploited so as to
understand the importance of the study. The ardatofe researchers is also paramount in
this chapter to help future researchers find péssdpic to study. It also concludes the entire

research by giving the summary of the key findiobthe study.

5.1. Summary of the Key Findings

It was established that most respondents understo®dneaning olWachaMpango Wa
Kandoas to cease having an extra marital affair amoagied people. The respondents learnt
to be faithful, use a condom, be cautious, the dengf having concurrent sexual relationship,
women were also involved in the concurrent relaiops and being responsible. The
interpretations by the respondent were similarht® ¢ampaign objectives of the campaign
stakeholders, they included: stopping concurrenétiomship as they were expensive,

dangerous, use a condom, unfaithfulness in marriage

In determining the extent to which the campaign sage was appreciated, the message was
liked by the respondents because of the simplmitthe message, it warned against having
concurrent affair. The choice presented to theemadi of avoiding concurrent relationships or
using a condom if one is forced to have one appealesome of the respondents. Characters
also appealed to the respondents: Female charaoésng involved was an eye opener that
women get involved in the concurrent sexual affdimsaddition the message was considered
worthy as it was educative on the issues of HIV/&l&nd its promotion of positive behaviour

change in the youth and couples.

The diction of used iMpango Wa Kandd&Campaign was analyzed and the meaning of the
words also collected from the respondents. Thetexards used identified by the respondents
were ‘Mpango Wa Kando(concurrent sexual relationship hence retentibmimrmation was
successful through repeating of the messages slest@ablished that the respondents identified
the exact Swahili words used in the various vessimiMpango Wa Kand@ampaignWacha
Mpango Wa Kando, Fanya hesabu, Epuka Ukimwi, Wekad@m Mpangonamong others.

The meanings of the words according to the resptadeere: Stop concurrent relationships,
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count the cost of having side relationship by ddimg math, avoid AIDS, use a condom in

your concurrent relationships respectively. Howether respondents interpreted the meaning
of the words to mean: concurrent relationship isdyaunfaithfulness was encouraged in case
one is not satisfied with a sexual partner. Thisanse that the message was partly
misinterpreted because the audience could haveedf¢he meaning if the words. This means

that the words used were ambiguous.

The study established that the words used in theaggn yielded positive behaviour change.
Fear appeal caused the respondents to changeb#tavior, the message was considered to
be persuasive and straight to the point. The refgms became faithful, be careful on
expenditure, change their attitude positively. Basethe reason for behaviour change the
objectives of the campaign were achieved by the RBECOP and the Ministry of Health.
On the other hand other respondents thought theydamt change behaviour because of the
campaign as they were never affected by concuretationships. Other respondents felt that
the message was not targeting them as they wegkesimack of interest was another reason
why other respondents did not change their behavlbwas clear that the campaign did not

yield a hundred percent positive behaviour changetd the reasons given above.

5.2. Conclusion of Study

In conclusion, the understanding of a message &aglubhge considerations as the campaign
used Swahili which is an official language undesgtthy most Kenyans. This means that the
language used was very simple without technicahseor jargon. This helped to reduce
controversy that arises from misinterpretation bé tcampaign messages. Most of the
respondents agreed to have understood the campaigng interpreted the message in the
same way as the campaign designer. This meansthbabbjectives of using a condom,
warning against concurrent sexual behaviour, ergpng of faithfulness by PSI were
achieved. It was also thought that the message wathy to be communicated to the
audience because of the educative nature of theagesThe issues of HIV/AIDS addressed
in the campaign were important especially addrgssoncurrent sexual affairs as the ways
HIV/AIDS is spreading faster, encouraging peopleuse condoms if they cannot keep off
MWK.

Behaviour change is a personal decision after @ingpaign designer gets the message out to a

wide audience, with clarity, appeal and understagdiThis is because skill acquisition,
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changing behaviour, remembering, and retrievingrmftion are the bases of changes in
beliefs, attitudes, and behaviors. It is the mestder behaviour that the campaign designer
would like to get because only through evaluatiesuits can a campaign planners determine
the success of communication campaigns (McGuir@@L19Vhen behaviour does not change,
the messages from preceding campaign could haveended the audience before the

campaign was aired which does not equate to fadlfitee campaign.

5.3. Recommendations

5.3.0. Involve women characters

There is need for PSI and other campaign desigondrs/olve women characters more in the
upcoming campaigns so that the audience gets adbé fact that women are also affected by
HIV/AIDS. In HIV/AIDS communication campaigns celiiiies play an important role in
creating a positive emotional appeal for dispellihg ignorance of the public and removing
social stigmas related to this disease (UNAIDS,%0faras, 8-16). To enhance message
understanding, there is need for considering rete&egroup. This refer to a group which a
person aspires to associate himself with, hences, & very effective technique to convey

message by giving representation to that partigraup or a person belonging to that group.

5.3.1. Follow up Campaign

A follow up campaign should be designed so asadfglthe rumors or misinformation about
a particular HIV/AIDS campaign. This is to avoid ntimuous damage in terms of
misconceptions and misinterpretation of the campaigssages. Media advertisements should
not leave people guessing on the intended messagehey should aim for accuracy and
reduce ambiguity by constructing advertisementsdam the linguistic and socio-cultural
resources familiar to the target to enhance theninganaking process. However, “there is a
far more to language and its comprehension thamnsediately apparent to the eye or ear at

the shallower levels of print or sound” (Smith, 8080).

5.3.2. Change strategy of campaign

HIV/AIDS campaign designers as the government, &8l other organizations should focus
more on dealing with tangible behaviour changemmsed to knowledge and awareness. This
is meant to compare the impact of behavioral chatga individual level and knowledge so
as to get root cause of HIV/AIDS infections. Tmdine with Avant Garde Media (2008) who

says policy makers can structure future campadgnsawareness messages so that they are
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more appealing to the audience and as a resulg hkedy to bring about the desired change

in behaviour among that will lead to safer sexwdlits and practices.

5.3.3. Meaning of Words

Campaign designers should seek to find out fromathiels that don’t provoke more than one
meaning. This is to understand what makes the acéiénference and fill in their own
meaning different from the original author’s intent thereby affecting the interpretation of
messages. This is because the advertiser may empdaypulary chains which are features of
cohesion. Brigid et al (2006:8) describes vocalyubs the association between words from
which the meaning of advertisements is derived auittihe influence of the reader or listener.
It enables the advertisements to achieve the irdowa and persuasive intent. This reflects
that language can be properly manipulated to becamperfect medium of communication
making people realize meaning. Advertisements @ alosed forms of texts that strongly
encourage and prefer a particular meaning whiadwalllittle space for the readers to deduce

their own, which would certainly be different.

5.3.4. Consulting other key stakeholders

They should also consult with other stakeholdeks the religious leaders to deliberate on
their doctrines, beliefs and practices. This iggure that key organizations speak one voice
concerning HIV/AIDS. This will call for consensusalilidling among the various players
towards fighting HIV/AIDS. This is because theyyarfluential and hold key positions in the
society. Fishbein et. al. (1994) says that it ipantant to recognize which of the two (norm
and attitude) exerts greatest influence on the jadipn so as to use the right population
strategy. According to Canadian Journal of Mediadi&ts, Vol. 5(1), socio-cultural and
religious aspects must be considered for effeatmessage construction. The communicator
must consider cross-cultural implications in thevich of certain symbols and colors for

particular ethnic group (Hanan, 2009)

5.3.5. Relate knowledge and behaviour change

The campaign designers should find out why peoplenat change their behaviour despite
being equipped in knowledge about HIV/AIDS. Thigasassist the government use the most
appropriate way of fighting HIV/AIDS. Feedback fraime audience on what will help them
change their behaviour could be more helpful. Rliog information alone is not enough to
change behaviour (Avant Garde Media, 2008).
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5.4. Areas for Future Research

A study should be done by the campaign designausderstand the semantic dynamics of the
audience. This is in terms of how the audience wvaderstand HIV/AIDS campaign
differently from the intended meaning of the designThis is because, Eco (1979) suggests
that a viewer goes through the process of synthefiicence which involves both denotative
(realism, representation) and connotative (assoomt attitudes, emotions) processes. An
involved audience extends and fills in meaningwad as decodes the meaning (Ondimu,
2012). Semantics as the study of meaning will ddep into the different meanings attached
to a word and the implications of the different mieg of words. This will help the campaign

designers to use phrases that do not have douttlarahiguous meaning.

Studying the negative behaviour change catalystmash as there has been different
HIV/AIDS campaigns. The study should look at théatienship between knowledge and
personal initiative to change. Theory of Reasonetioh assumes that humans are rational in
their decision making process and that the behavibming explored are under volitional
control. The theory provides a construct that limdividual beliefs, attitudes, intentions and
behaviour (Fishbein et al., 1994). Wyss (2001) fsoiout that mass media is a source of
knowledge regarding HIV and AIDS but positive bebachange cannot be realized by this
knowledge alone. This will enable the governmentres of the major health stakeholders to

use different strategies that will encourage pesibiehaviour change.

A research about the characters used in the Mpa&dgoKando and their effect on the

campaign outcomes should be another area of exiglord his is to understand the position

and the role of women in HIV/AIDS campaigns. Thesk PSI and the government to focus

on the aspects of gender stereotypes in the figguinat HIV/AIDS. Reference groups should

be involved to enhance message understanding rdfieisto a group which a person aspires to
associate himself with, hence, it is a very effectiechnique to convey message by giving
representation to that particular group or a petsglonging to that group. (UNAIDS, 2005,

paras, 8-16).
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5.5. Contribution of Study

5.5.1. Contribution to literature

This study of how messages were appreciated, uodersn Mpango Wa Kando campaign

has enriched the principle of message translaioording to Clark (2013), who says that the
receiver translates messages into their own expmgeand isn’t obliged to accept or decode
messages as encoded by the sender. It has giveraladt the different meanings that were
derived from the Mpango Wa Kando despite the dlgantion of the advertisement designer.

It has shade light on the major aspects of the esgnpthat led to the audience not

appreciating the message.

5.5.2. Contribution to theory

The research about the exact words used, meantaghatl, understanding , liking and
possibility of behaviour change after exposure t&/Kisupports the Input/output Persuasion
Model when majority of the respondents interpretdthcha Mpango wa Kando” to mean
“stop having concurrent sexual affairs”. This meahs input (message) was correctly
manipulated by the campaign designers to give el@sautput. It's in support of McGuire
(1989) as cited in Darteh (2011) who advocates ihaut/output” matrix to be manipulated
and measured when planning and evaluating comntioriceampaigns. The inputs (sources,
messages, channels, receivers and intent) arelysoahipulated to achieve certain outputs
because the input components are independent \ewidabwelve output (exposure, attention,
liking, comprehending, Acquiring skills, changingHhaviour, remembering, and retrieving
information of the message in the communicatiompmaign are the bases for long-term
changes in beliefs, attitudes, and behaviors. €hetion of the respondents showed that there
was low level of misconception hence a bit of faglltas McGuire (1989) variables are
measured by evaluating the reactions of the putdidhe sources, messages, channels,

receivers, and intent within the context of the elod

The finding that respondents would change theirabielur is not predictable because TRA
assumes that humans are rational in their decis@king process and that the behaviors being
explored are under volitional control. The theorpyides a construct that links individual
beliefs, attitudes, intentions and behaviour (Feshp Middlestadt & Hitchcock 1994).
According to (Yoder, 1997 as cited in Airhihenbuvw200, pp5-15), individual evaluate
information that may result in action within extatrconstraints, which are influenced by

power relations in the society.
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A specific behaviour is defined by a combinationfmir components: Action, target context
and time. This study has supported this tenet henltéelp the advertisers to explore other

ways of increasing tangible behavioral change.

The study contributes to the professional pradtiadifferent ways. If the relationship between
knowledge and behaviour is established it will make campaign expertise to craft
campaigns in the ways that intended outcomes wilhthieved they find out the best way to
positive behaviour. The recommendations will hdle tmedia practitioners to be able to
predict the outcome of a campaign as a result oadning formation. Researchers in
HIV/AIDS will increase in their knowledge throughi$ study hence helping them explore
areas they have not been focusing on.
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APPENDIX I: QUESTIONNAIRE

| am a student of Master of Arts (Communicationdstg) at The University of Nairobi. As
part of my coursework, | am carrying out a studyAenevaluation of HIV/AIDS Campaign
messages, and in particular thé case study of Mpango Wa Kando Campaign in Nairobi
County. | kindly request you to assist me in completingftiilowing questions.

Please complete the details below

Gender: Male Female

Marital Status: Single Married Separated
Age 18-24 25-40 above 40

Education Level Primary Certificate Secondary Certificate

Mid-Level College University

Occupation

Monthly Income Below 10,000/= 10,001-30,000/=  30,001-50,000/=
Above 50,000/5

Religion

1. Did you see or hear about Mpango Wa Kando Campaggsage?
Yes No

2. How did you know the Mpango Wa Kando Campaigii?ck the appropriate
response)

Television
Radio
Newspaper
Friends

Others
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3. Do you remember the message on Mpango Wa Kando &gnip
Yes No

4. When you heard about Mpango Wa Kando, what caneeymir mind?

5. Did you like the advertisement?
Yes No

a. If YES in (6) above, what did you like in the cang#

b. Why?

c. If NOin (6) above, what did you like in the camga?

d. Why?
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6. Was the message clear?
Yes No

a. If YES, what did you learn from it?

b. If NO, what was not clear?

7. Did you understand the message?
Yes No

8. What did you understand the message to mean?

9. If you didn’t understand the message, why?

10. Did you find the message worthy?
Yes No

a. How?
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11. What words were used in Mpango wa Kando Campaign?

12. What was the meaning of the words?

13.Do you think the words used could encourage pashiehaviour change?
Yes No

a. Explain

14.Did the campaign change your behaviour?
Yes No

a. If yes, explain how?

b. If No, why?
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