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The Enter-Educate Conference was held from March 29- April 1, 1989 to exchange worldwide experiences 
and lessons learned about combining entertainment and education to promote social change The Con
ference was co-sponsored by: 

The Johns Hopkins University, Center for Communication Programs (JHU/CCP) which focusses on 
family planning, maternal and child health and AIDS prevention programs and provides a wide variety 
of services, training, and educational materials to health professionals and programs throughout the 
world; 

The Annenberg School for Communication at the University of Southern California which conducts 
research and training in communication and offers an MA degree in communication management and 
a Ph.D. degree in communication theory and research, and 

The Center for Population Options (CPO), a non-profit agcncy based in Washington, D.C., which 
seeks to educate adolescents about family planning and reproductive health, ensure adolescent access 
to services, and decrease the incidence of adolescent pregnancy through mass media protects, materials 
development, training, school-based clinics, and other channels 

Major support for the Conference was provided by the United States Agency for International De
velopment (USAID) with assistance from the L.J. Skaggs and Mary Skaggs Foundation, Population Com
munication (Pasadena, California), and the Southern California Population Crisis Committee (Los Angeles). 

This Proceedings is ioublished by the Johns Hopkins 
University Center foi Communication Programs with 
support from the United States Agency for International 
Development (USAID). 

For permission to reproduce substantial portions from 
this Proceedings write to the Johns Hopkins University, 
Center for Communication Programs, 527 St Paul Place, 
Baltimore, Maryland 21202, USA 

It 1990 by the Center for Communication Programs, 
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"Sing and the world sings with you.
 
Lecture and you lecture alone."
 

Entertainment has been used as a teaching 
tool for thousands of years. Everyone likes to 
be entertained. The airwaves, print media. 
and theatre in every nation are filled with en-
tertainment All kinds of appeals-commer-
cial entertainment, political messages, ad-
vertisements---clamor for attention. People 
select what interests them and ignore what 
does not 

What interests them is what entertains 
them 

The Enter-Educate Concept 
Today. those of us who are interested in im-
proving health and educational standards 
are just beginning to learn how to utilize mod-
ern mass media techniques that combine en-
tertainment with education to bring about a 
change in people's attitudes and behavior 

In the mid 1970s, Miguel Sabido of Mexico 
began to show that soap operas could moti-
vate Mexicans to become literate As Sabido's 
efforts became known, he was supported by 
social communication experts such as Everett 
Rogers which resulted in the spread of soap 
operas with social messages to other devel-

oping countries. By the mid-1980's, working 
with the Johns Hopkins University Population 
Communication Services project, I began us
ing what I called the "enter-educate" approach 
to encourage sexual responsibility through 
popular music in Mexico, the Philippines, and 
Nigeria Now, the same approach is being ap
plied to a variety of other media including 
comic books in Mexico 

The Enter-Educate Conference 
The first international conference on Enter
tainment for Social Change was held in Cal
ifornia from March 29 through April 1. 1989. 
Itbrought together 180 entertainment, health, 
and family planning professionals from 30 
countries to share their experiences and 
ideas about the most effective ways to link 
entertainment and educational messages. 

The conference was enormously exciting for 
those of us who took part It turned out to be a 
global showcase for enter-educate expeii
ences. It was history in thle making, a sociology 
course in the concept of enter-educate, an ex
ploration of the many aspects of using enter
tainmpnt to promote social change 
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A Hearty Welcome 
Participants were weicomed by representa- 
tives of the conference's three co-sponsors 
who set the pace with overviews of the enter-
educate concept today. 

Phyllis T. Piotrow, Director of the Center for 
Communication Programs of the Johns Hop-
kins School of Public Health, pointed out the 
connection between public health and en-
tertainment education, 

Everett M. Rogers, Walter H. Annenberg 
Professor of the Annenberg School for Coin-
munication, University of Southern California, 
summarized the recent history of entertain-
ment education. 

Judith Senderowitz, President of the Cen-
ter for Populatior Options, a non-profit 
agency in Washington, D.C., spoke about our 
personal relationships with modern mass 
media and the United States experience. 

How It Came Together 
At the core of the conference were seven 
panels that explored worldwide enter-edu-
cate activities. The panels-Music, Radio, 
Motion Pictures, Print, Research, and two 
panels on Television-featured artists, writ-
ers, producers, researchers, executives, and 
health communicators who shared their en-
ter-educate successes, near successes and 
strategies for success. 

Providing color, rhythm, and momentum 
were two video composites, "Pop Persuad-
ers" and "Moving Images." Produced by Doe 
Mayer, Associate Professor of Cinema at the 
University of Southern California in collabo-
ration with Johns Hopkins University Popu-
lation Communication Services, the videos 
illustrated the variety of media that currently 
utilize enter-educate tecnniques. 

The conference's emotional tone was rein-
forced with moving performances by Tatiana 
of Mexico, star of the 1987 number one hit 
platinum record "Cuando Estemos Juntos"; 
Lea Salonga, star of the Philippine hit song 
"I Still Believe" and the lead singer of the 

musical hit "Miss Saigon"; and a recently re
leased duet by King Sunny Ade, Nigerian 
King of Juju music, and famous Nigerian 
singer and songwriter, Onyeka Onwenu. 

The Asia Perspective was given by Dr. 
Juan Flavier of the Philippines who pointed 
out that social messages must use language 
that people understand. The Africa perspec
tive was given by Dr. Robert-Gray Choto of 
Zimbabwe who emphasized that Africans 
have always used music and story-telling to 
pass on knowledge. 

Featured talks by US actors John Astin and 
Ruth Warrick rounded out the messages by 
urging health promoters "to put heart and 
emotion" into health communication. 

This Proceedings summarizes the talks of 
some 50 panelists and featured speakers, all 
committed to making life better for people 
everywhere. Reading this Proceedings and 
what people had to say is to re-experience 
the conference. It is entertaining. It is edu
cational. And it reminds us to think about 
where we are going. 

Between Theory and Practice: 
How It Works 
The enter-educate approach relies heavily 
on the social learning theory advocated by 
Albert Bandura. This theory states that most 
behavior is learned through modeling-a 
person observes other people and uses their 
behavior as a model for future behavior. Peo
pIe do not learn new behavior unless they 
see it demonstrated. Entertainment both at
tracts attention and provides a format for 
demonstrating new, desired behavior. 

Entertainment works by creating an emo
tional arousal in the viewer-a reaction that 
is necessary for behavioral change to occur. 
In enter-education, entertainers, producers 
writers, directors, and health professionals 
work together to produce quality products 
that have commercial and audience appeal 
as well as powerful, factually correct social 
messages. The question underlying the con-

THE ENTER-EDUCATE CONFERENCE 8 



ference was this: Is it possible for popular 
entertainers and health professionals to col-
laborateharmoniously and productively? The 
opinions of the writers producers, entertain-
ers, and health and communication profes-
sionals participating in the conference some-
times conflicted, but the consensus was: 

Yes, entertainers and health professionals 
can collaborate effectively if entertainers, 
producers, directors, writers, and executives 
recognize that educational messages can 
make entertainment more powerful, more ap
pealing and more commercially valuable.Yes, they can collaborate if health ptofes-

sionals recognize that the entertainment in-
dustry must generate popular, commercially 
viable productions with social messages that 
are subtle and do not overpower the enter
tainment. The commitment of the conference 
participants to using entertainment to im
prove the conditions of human existence was 
clear. 

To Those Who Made It Possible 
The Enter-Educate Conference was made 
possible by major support from the United 
States Agency for International Development 
with assistance from the L.J. Skaggs and 
Mary Skaggs Foundation, Poy ,ation Com
munication, and the Southern California Pop
ulation Crisis Committee. 

Everett M. Rogers deserves particular rec
ognition for his guiding role as one of the 
earliest researchers and educators in the en
tertainment-education field. I am especially 
grateful to him and to the Annenberg School 
for Communication and its staff and students 
for their generous hospitality in hosting the 
Enter-Educate Conference. 

Special thanks go to Judith Senderowitz 
for her lead inworking with the media to pres
ent responsible images of life and love for 
teenage audiences. Igratefully acknowledge 
the role of Judy and the staff at the Center 
for F'pulation Options for lending their sup
port in bringing this conference about. 

On behalf of the conference co-sponsors, 
I would like to thank the entertainers, the pro
ducers, and the health professionals and 
communicators who generously shared their 
time and experiences and enriched us all in 
the process. 

Patrick J Coleman
Deputy Director, Center for Communication Programs
Director, Population Communication Services 
The Johns Hopkins University 
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Consensus for Future Action 

By acclamation, conference participants evaluated the meeting as "en
tertaining because it was emotionally arousing and educational because 
it was intellectually stimulating.' 

The 	conference approved 10 steps for future action: 
1. 	To "professionalize" the idea of Enter-Educate by providing recog

nition and enhancing the skills of practitioners. 
2. 	 To establish an Enter-Educate network 'o share information and
 

mobilize support.
 
3. 	 To develop an infomation exchange-through a newsletter, video

tape exchange or clearinghouse-to keep in touch with the Enter-
Educate network, with new developments, and with the entertain
ment industry. 

4. 	 To plan future national and regional Enter-Educate meetings. 
5. 	 To hold another international Enter-Educate conference within two 

years. 
6. 	 To include Enter-Educate sessions and performances in other inter

national health and population conferences. 
7. 	 To encourage local talent-performers, producers, writers-in
 

every country to join Enter-Educate projects.
 
8. 	 To establish international recognition or a prestigious award for the 

best Enter-Educate production every year. 
9. 	 To produce teaching and training materials to stimulate the use of 

Enter-Educate for health education worldwide. 
10. 	 To ask the conference sponsors and Enter-Educate leaders to seek 

the resources needed to make the Enter-Educate concept a reality 
in every country. 

10 	 THE ENTER-EDUCATE CONFERENCE 
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OPENING CEREMONY
 

C" M .NO.*'dmI;, 	 THE FIRST INTERNATIONAL drugs and alcohol, and teaching par-
CONFERENCE ON ENTER. ents how to take better care of their
EDUCATION Entertainment for children. These are personal matters 
Social Change that can't be cured by a doctor's pre

scription. These are private decisionsWhy Public Health? that men and women make--not in clin-
Why is ihe Center for Communication ics or hospitals, but in their own homes,

j Prograris at the Johns Hopkins School about their own personal habits. 
of Public Health coming to Hollywood 
to talk about entertainment? And on the Principles of Good 

Why is the School of Public Health Health Communication 
bringing doctors from Zambia, the Phil- This is 	 where entertainment comes in. 
ippines, Mexico, and Zimbabwe: actors To be effective today, public health 
from India and the United States: pro-cmruiainedsthonwhtI
ducers from Mexico, Brazil, Egypt, Ja- call the Rule of the Four P' persona, 

.	 maica, Kenya, Indonesia, Senegal, Tur- popular, pervasive, and persuasive.
key, and Zimbabwe; and singers from That means entertainment. 
Nigeria, the Philippines, and Mexico to Entertainment is PERSONAL. A soapIDh'vctrn: ('ih'r./i~r Los Angeles on the eve of the Academy opera can make a public hea!th prob

(omunida/tionz IoLgrt/01s. Awards? lem such as unwanted pregnancies or 
he ,lobnhs Iopkius What does all this have to do with AIDS immediate and emotional, even to 

t'nitie'rsi1schooI (f/ public health? those who have never personally ex
ll-'giene and 'ublic Ihltaih Public Health Depends perienced them 
Dr iotro)' has trorked ill on Communication... Entertainment is POPULAR. We delight
ile'-i-lk)I(m'/ 1RmIMIiola, Today, public health depends first and at hearing Tatiana and Lea, King Sunny

popudalaionpo/icy. nd foremost on reaching the public. Public Ade and Onyeka sing to us. 
collulication/flogr1)ms health today is no longer just a matter Entertainment is PERVASIVE. It brings

sincC 1965. hte ilnitiald of clean water and more sewers, or Aunt Phoebe into our living room to tell 
ithe ~lilplati si spraying mosquitoes with DDT or clos- us the things our mothers were too timid 

Con,,ittu, ;be l o / aiiw, ing dirty restaurants. Public health is no to say. 
hlfraintionProgramand longei purely an engineering problem Entertainment is PERSUASIVE. The 

thel' op dation with engineering solutions. Public stars of television, radio, film and print 
health is no longer p; rly a medical materials encourage us to follow their 

prmlVct, aind is t' author r)/' problem with purely medical soiutions. examples to change the way we dress,Jliqli'r'OIS lnlCdlt / On Private Life..,a to change the way we talk, to change
the way we think, and ever, to changeWorld Po)pl~ltion CriSiS: Today, much o public health depends the way we behave. 

Th U.S I&esponsc, a hislor , on private lire and personal lifestyles. Some of us would even add a fifth prinosiq)/)rortjrbr Good public health means preventingI -o s 	 t ))- unwanted _regnancies, controlling the ciple of good health communication: 
pprlpulatin asistnce. spread of AIDS, preventing abuse of 

\'EDNESI)X W MARCI 129, 1989 
,y'aken,
 

lvcrtt \I. 1R()gcr 
AlditIh ,SLndcrowiiz 



Entertainment is PROFITABLE. In the 
long run, public health messages are 
going to have to pay their own way, and 
the profit motive in entertainment is a 
practical way to help pay for good 
health messages. 
Getting it All Together
Thttin is AlTehs HThe 
That iswhy the Johns Hopkins School 

of Public Health Center for Communi-
cation Programs is co. )onsoring this 
conference. And that is why we have 
joined with the Annenberg School of 
Communications here at the University 
of Southern California, and with the 
Center for Population Options to invite 
you to Hollywood this week to entertain 
and to educate one another. 

With a Little Help from Our Friends
The major support 	for this conference 

Theesmarorsupporttefortthis onfeence 
comefroI theUnitedStationalDeesgenhcy 
for International Development which 
supports the Population Communica- 
tion Services project. For this we are 
most grateful. USAID recognizes that in 
many countries :apiJ population 
growth is a malor public health prob-
lem. It makes other onvironmental, eco-
nomic, social and health problems 
much worse And USAID, like many 
other international developm ent agen-

cies, is beginning to recognize that the 
mass media and the entertainment 
world can play a star role in helping 
people in the everyday world to live 
safer, healthier, happier lives. U( 

. Maria, a migrant to Lima, the capital 
city of Peru, worked as a household 
maid for a wealthy family. Through her 
expertise with a Singer sewing ma
chine, she climbed the socio-economic 
ladder of success. Simplemente Maria 
attracted very high audience ratings. 

sale of Singer sewing machines in
creased many times, as did the number 
of young girls who enrolled in sewing 
classes. 

When Simplemente Maria was 
broadcast in other Latin American na
tions, similar effects occurred. In fact, 
the Singer Sewing Machine Company 
purchased advertising on the television 
broadcasts. 

w'aI,er I1 .\;mntnhtntr Expanding the Idea to Other 
1Ior,': .Annenberg Causes 

S IhJ/Ln. In the mid 1970s, Miguel Sabido, a bril-Commuiationit, 
lir) flUflJUUCel, liant television producer and director in 

ii'lti~t'€,. Uff'.%('rll Mexico, proved that the lesson taught' 
Clifi))7tkI, i/it' / t.i' !f by Simplemente Maria could be utilized 

it'lI:',t'r-:'dcItet' to motivate enrollment in adult literacy 
CoII/'rt ce. I'r/sor,fi classes, to encourage adoption of tam-

R'oersis(I orld leader in ily planning, and to promote female 
ftuinillplian equality. Sabido's soap operas, or te

CofltltalW'Iufl.uc i enovellas, were audience rating suc
klo 	 1,lf)IhiI lit, 1./t, cesses for Televisa, the Mexican tele

" tbla "/Ul)r(is vision network, and resulted in 
vindtfi", rfilm r tion It 


hc.sguidil 111m),, 	widespread behavior change by audi
ence members

,getttratio.s f. 'tIltdent . 
i Rog.e/;.R,dt'rs dmi Expanding the Idea to Other 

ibprlaa t'i, in Countries... 
IJIiZill,' and I 01C While living in Mexico during the late/,itq 

lhnk r-l:'d 66olcfe 1970s, I observed how popular and efI(Ct, renc:. 
t' fective these telenovellas were. I ob

served the basic ccncept of combining 
THE ENTERTAINMENT. education with mass media entertain-
EDUCATION STRATEGY FOR ment, an ingenious idea that has been 

MASS MEDIA carried forward in TV and radio soap 
operas in India, Kenya, Jamaica, In-

Capitalizing on a Success Story donesia, and other nations. 
In 1975, a graduate student from Mex- And to Other Media 
ico at Stanford University analyzed the The strategy has been carried over to 
lessons learned from a Peruvian tele- rock music for adolescents in Mexico, 
vision soap opera The program, Sim- the Philippines, and other nations. In 
plemente Maria, broadcst in Peru in Nigeria, African music has been used 
1969, perked my interest ;n entertain- to carry the responsible parentnood 
ment-education strategies for mass 

message.media, 
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Meanwhile, Back in the USA 
Hollywood, independent of the pioneer
ing experiences of developing coun
tries, was pursuing its own entertain
ment-education strategy. In the late 
1970s, Norman Lear attempted to at
tack racial prejudices in the US through 
AllInThe Family, atelevision series fea
turing the character Archie Bunker as 
a negative role model. Lear also raised 
public consciousness about such is
sues as abortion and vasectomy, a dar
ing and controversial action at the time. 

In recent years, Hollywood television 
programs and films have raised such 
social issues as drunken driving, gay 
and lesbian rights, AIDS, child abuse, 
wife abuse, infant mortality, and drug 
abuse. Often these issues are incor
porated into a single episode, or sev
eral episodes, of a television series 
through the efforts of social cause 
groups, called "Hollywood Lobbyists" 
by Frofessor Kathryn C. Montgomery. 
Ore of these groups with a cause is 
CPO, tte Center for Population Op
tions, a co-sponsor of this Enter-Edu
cate Conference. 

Measuring the Effects of the 
New Strategies 
In the United States, entertainment-ed-
ucation strategies have rarely been 
evaluated, so we do not know much 
about their effects on media audiences. 
But in Third World Nations, policy-mak-
ers want to know the effects of the ed
ucational soap operas, the music, and 
other media that entertain while also 
educating about family planning, fe
male equality, AIDS, and other social 
issues. 

Along with Dr. Piotrow's staff at Johns 
Hopkins University, and with various 
scholars of mass communication in 
Third Woild Nations, I have been con-
ducting research to measure the et-
fec's of the entertainment-education 
strategy in India and other nations. Es-
sentially, our conclusion is that the en-
tertainment-education strategy does in-
deed bring about needed social 
chances. 

I'e.u,c/'c all iiu'a./ie i'/ li u/'iitir/it t It.r ,'j ilk ,it'raji Illi/'. 

./iol a/ (/' ,, l ('allp ll, m/llnll' I.1l.'('lolt iU l flr:i. icte's tiat 
/iiinfllittt'Jl11 on)te/vi ti /(i* a l irtw-a /l/tcall.%oJlsill sb 4 u' nd halime 
iilctliset'd l itlit/id (/'[)'tN iU .' llI i iiliillva'tvlt Ii i'olCp/pl llts. 1! i /int 

.ic(N. ti)ollsora/ I I /i1lI.N Hopkins I nhcusi l (qiolu 
(.um llII I t PR I'OctIlli.( (i ,rl'itU)//lltlnii tllI':l 11 u/fBrail. thie 
caml)(" n-as hllkred ilI.iolmii .\ w ib k tr tdh afirst plact' utlllt'I and (.u'l. a f 
Bl'zihal tldr/'risil! cu/nptaill/ . 

On the Verge 
I believe that we are at the dawning of 
useful applications for the entertain
ment-education strategy, both for Third 
World development arid for coping with 
social problems in nations such as the 
United States. My colleagues and stu
dents it the Annenberq School of Coin
munications are happy to join with CPO 
and Johns Hopkins University and with 
all of you in this important conference. 
We have much to learn from each other 
in the next four days. U 
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RELATING TO THE MEDIA 

Intimacy, Time, and Information 
When you think about it,our relationship 
to the media is really quite intimate. We 
snuggle up ina comfortable chair or in 
bed at night. We stay up to the wee 
hours of the morning to finish that book 
or magazine article. We spend hours at 
a time in a darkened movie theater 
peering into the lives of others, in a 
larger than life format. And we cut off 
reality and slip into another realm when 
we plug into a walkman and walk down 
a city street. 

We also spend an enormous amount 
of time with the media. Married people 
spend more time with the media than 
with their spouses or their children. 
Children, in turn, spend more time with 
the media than they do in school. The 

Confere1ce. (.'leomedia are a major source of information 
5)L'CialiZes tininfor tiott for chldren. 

and ehcation, parliculart'l' From Covert Innuendo... 
inl assuring theprov'sion f( Parents have legitimate concerns 
fatlnit'pla lin, se'rv'ices/or about the kind of sensitive information 

young people. \"hike its that the media pass on to their children. 
heatdquter r,s is il There are thousands and thousands of 

WVas hington l)C, ('lO has a sexual ieferences, innuendos, and im-
tz, h! plications of intended sexual behaviort J'ht)(rklf ftt L'/WL' 

on American television. Most of the ref-Slollru'o0d,helpilng to plit erences involve the young, the beautiful 
Ini)portant social and the unmarried, with little sugges-

inforinatm ion tion or discussion of birth control, 
ltertainmellLt ZLdia. 

To Overt Information: 
"The Times They Are a Changin"
In 1977, US television did not even per
mit the word "responsible" to be used 
by a teenager because it suggested 
birth control, The fall of 1987 was the 
breakthrough season. US television 
saw young people discussing family 
planning with their parents and with 
each other. We saw young couples ac
tually stop at the critical moment to use 
contraception. 

The Search for a Great Role Mc.et 
Parents do not usually want to talk to 
their children about birth control, and 
schools are not usually willing to go that 
far in sex education courses. Young 
people, then, look to TV for information 
and for role models. Because they have 
few sources of information or outlets to 
express sexual feelings or attitudes, 
young people borrow from TV scripts 
or programs and act them out in their
personal lives. Sometimes whole 
scenes are picked up right from tele
vision. Scripts of questionable infor
mation or intent are often the only 
models for behavior that young people 
know. 

Alles Inthe Quest
Television is beginning to respond to 
young people's need for more accurate 
information. We are at a prime time for 
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working with television as an ally. CPO, 
the Center for Population Options, 
works here in Hollywood with the tele
vision industry on research and script 
consultation. 
CPO acts as a broker between inter

ested TV creators and young people to 
ensure that reality is reflected in the 
scripts. 

We are at a point wlhere TV, movies, 
and other media are ready to be allies 
with us. We no longer have to knock on 
their doors day after day, year after year 
to make them listen. Now, they are 
seeking us out because they are inter
ested in communicating social needs, 
social development and social change, 
and because social ideas can be en
tertaining and profitable. E 

ScelesfiOmh he (,IS tel,'i tnuniorkscbolhvak ,pccial,No Meis No, in ohich) hqb 
scbool kit in te I ",are (raolaItall'-confionted vlilb tbe press'euesof teenige sexiletliti. 
Ihe pecialfialt'ed ([ionphoto .. a hft to r Ctbto) Loitghliu, lhnChad loe, Io 
Jwfhall(had lIote and Dana Ihonil. 
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MUSIC PANEL The Message Goes Pop
 

_ [] _THE ENTER-EDUCATION educate-in promoting social change 
INSPIRATION through entertainment media. 

Itseemed that everyone inEl Salvador in Music Is Everywhere 
the mid 70s was abuzz over Ven Con- Music, the topic of this panel, is one of 
migo I was living there. working for the the most important entertainment ve-
National Family Planning Program as hicles for reaching people. Music has 
communication advisor Ven Conmigo, been used to communicate for thou
the early Miguel Sabioo telenovella corn- sands of years. Music permeates peo
bining entertainment with education, was pie's lives 
a tremendous inspiration to me "Hey." I They hear it on the radio. They listen 
thought. "There's something great here to it while driving their cars. They plug 
I bet we can do even more" into waikmen on public transportation. 

And we did. We did comic books We While motorcycling While walking. 
did radio soap operas We did what- While logging. They go to concerts. 
ever prodLctions we could, combining They hear music while watching TV, or 
the two elements that are the subject moton pictures, or videos. 
of this cciference-enertainment and Music is everywhere It is important to 

Ikc'/ni'r )h'clo .'')'r educatior, understand ihe power of music and how 
(onnillli ll 'i'fl,'afl.-S. itworks to communicate iniporlant ideas. 

I)ireclol; I'pllellfoll Enter-Educate The peopic on this music panel areThe idea for this enter-educate confer- committed to using entertainment forence came about as the result of con- educational purposes I have had the 
Jobhs IHopfki s Illl eril'I, versations with Ev Rogers over the last pleasure of working with mosi of them. 

tr ('olelnill ias.Ited l' few years about the role of entertain- Now we all have the privilege of hearing 
well' ill ii.sil Ik "t' 'r ment in social programs-particularly real entertainers tell us about some of 

di(uaft'" toll')pl I)"a in the field of health since I am now on their own personal experiences in com
'ariet v (I/nedil- the staff of the Johns Hopkins School bining entertainment and education . 

pa/rIicli/arit' ij flut. (Ii of Public Health 
l'i(/t'() /l.\n. ''ll/i~r~ It was a mutual accord Ev and I sat 
pcult'i/.i' "lafia a/al down during one of my stopovers en
.Jout/'rpro/caIll Latil route to Asia, and we decided to or-


America .Ic [,/ and ganize a conference We would invite
 
everyone we knew working on enter.tk',iiu/rl educate projects. We would also try toP1011ill/t' 


lbifilli/it'Sfit. tl
, mo involve the Hollywood community Peo
ret'lll/',fM' Yill,g ,q'llilt
' pie all over the world would have a
 

Ade aild ()l1ek(a 0)n1'ellit chance to share their many and varied
 
proj/ect in\'Weria. th- enter-educate experiences. And
 

( f/k /)l'r/llal-t' through this conference we would gel
 
ol:allizer ?/'fthlltelr-. even more people interested in enter

lxhltt'i' (.'oli/ii-re.
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ACTING ON WHAT YOU 
BELIEVE 

I was 15 in 1984 when I recorded my 
first album. One of the songs in that 
album suggested that broad daylight 
was a time to be loved with all five sen-
ses I did not believe that I protested 

To my delight, the lyrics were 
changed to say that broad daylight is 
not the time to be loved with all five 
senses My happiness was complete 
when "In Broad Daylight" reached 
number one in many cities in Mexico 
without any specia! promotional efforts 
9 This meant that I could be myself in 
my songs. 

0 Itshowed me that audiences do want 
to listen to old values. 
0 It meant that the call in so many 
songs for anything forbidden-early 
sex, drugs-was not a true need of 
young people. 
A Special Project 

Nobody was sure in 1986 if the won-
derful idea of the Johns Hopkins Uni-
versity Population Communication 
Services to promote responsible par-
enthood through popular music would 
be successful It was the first project of 
its kind I knew I wanted to be a part of 
it This message was very important
4Ame 

I found out that half of all girls under 
18 in many Latin American countries 
had been pregnant at least once These
pregnancies had caused personal. 
fa ily and social upheaval. Their boy-
f lyends had only quesions for answers, 
and they ended up blaming each other 
They had to quit school. They had t 

gel married They had to get lobs be-
fore they had any lob skills Or they 
risked their lives with quick and dirty 
abortions 

.d 
-diUt 

er oI I/I 

, 

A Clear Message and a Big Hit 
The message in the songs was cledr: 
you have to wait until you are mature 
enough, physically and mentally, be
fore bringing children into this world. 

"When We are Together" ("Cuando 
Estemos Juntos") and "Wait" ("De

tente') were part of my second album. 
They gave me a chance to sing what I 
believe with simple, straightforward lyr
ics. catchy tunes, aria great dancing 
rhythms. Perfect ingredients for hit 
songs 

And hits hey were! They were or, the 
hit parade in Latin America for well over 
six weeks "When We are Together" 
was number one in Mexico for five 
months My album received five gold 
album awards and one platin Jm award. 

To those who say that young people 
never listen to lyrics, I can show you
thousands of letters sent to me, to the 
radio stations, and to the youth centers 
commenting the messages 
On Becoming a Public Figure 
The rewards from this campaign have 
been great My popularity increased 
rapidly--and even included the par
ents and grandparents of my young 
fans The campaign eased my accept

ance into Spanish-speaking commu
nities in the US as well 

have become a public figure. I was 
asked to be a spokesperson in an anti
drug campaign, first in one Mexican 
state and later in Texas, Costa Rica. 
Colombia and several other Mexican 
states 

Willing or not. success makes one a 
role model It is a responsibility that I 
gladly accept 

I continue to base my singing career 
on expressing my feelings, beliefs and 
basic princ;pals "When We are To
gether' continues to be requested in all 
my shows The audiences love to sing 
along For this and tor all the rewards I 
have received. I thank you. U 

20 THE ENTER-EDUCATE CONFERENCE 

L( 



IN11,[V9_II]k' Ik, :1*] 

•, cv r i Knoutii 
wUrldUide (isa., of 
't llsic.kiqi


.i/: 1hL'k.~ 
Vltl| ..de ;iii lL (t''l'i t
 

albuilm Inclust l/i ipa tr 

p'(111Jimulg4 1"S(UIJllIPa 
u/lIt'.he /ioh.ll/ik ns 

I'lirersilt('/firt' to P/nolnt 
.(.\'ttllI-esponst.ihiliti. 

A DREAM COME TRUE 

For 25 years I have been playing music 
I play ju-ju music African music I have 
to my credit over 100 albums, and I 
would say that almost half of them use 
social messages with the hope of mak
ing changes in society 

1 take my music around Nigeria. 
around Africa, and around the world. I 
observe and I see what is happening 
everywhere and in my country 

Music is the best medium to pass 
the message to the people quickly. You 
sing the song, it goes straight to your 
ear, and you will quickly know it My 
more than 60 platinum and gold disc 
albums show that if it is done well, it 
can also be a commercial success. 

Sing to Your Children... 
To be part of this Johns Hopkins project 
to promote family planning is like a 
dream come true In Nigeria alone we 
have over 100 million people We have 
many different cultures. We have dif-
ferent religions. And we have different 
languages. 

a People need to understand how they
became what they are today 

0 They need to understand that they 
are suffering because of some of the 
beliefs they were brought up with 
* They need to know that they must 
plan ahead for their children before 
they get married, and that they must 
plan to educate their little ones 

The message in ''Choices," the song
I lust recorded with Onyeka Onwenu is 
that it is time to take a decision, to 
choose how and what you want to 
become 

And They Will Sing to Their Own 
I love this protect, and I am sure that 
the people back home will love it I am 
glad we are sharing here and can pass 
this on to the people coming after us 
Ifwe sing to our children, they will grow 
up knowing the song and can sing it 
when their own children are born U 

Tt'kIlh'r IFilttah'Colit' ln,'
]'] nl.antcolnith hi 'c ifirmale /)Ihr 

/poputlhir.'i/hqt'l/S/(iIaltl xti ()ni-eka (fntc/u and(iarfi/l y? h.\t 
Ai'/llla/lAt/c i lt and hit lc/it i .\i 'ra 
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[,A CAREER BASED ON TAKING 
RISKS 

In 1963, the BBC asked me to write a 
song for a film about corruption in Ni-
geria. I wrote more than a song I wrote 
the script for the film, and I presented 
it as well. The film was very effective It 
was at that point that I realized how 
effective the combination of music and 
JoLrnalism could be for social criticism 

Many people were skeptical when I 
left television to devote myself to music 

.Yli,ic; \NiCr) Ia.l'tmiaA, I believ,d that through music. I could 
SiIN, 'jo),rtiO'l)I~i S talk more openly about issues that are 

I,',n[ in.s'.sfunt'/ dlpr)/ui important to me. After five successful 
mlicpri'ct./ur.!i'ica aloums, there are few skeptics lefttIl ' (Onlu'c',ai ula I have become very popular in Ni-ic,'(

.s.lt'dltl tvenu gera concerts have become spr-/it' My 
ioncerts geria.'PMy hav beom s-

u'r'kt'd/ur tleu',lupinwa,foal experiences People begin to sing
sci'erfl ; tt t,~l'utt' with me and they take over the stage. 

Aaflons, People identify with I singand asa r(' the thingsNtons,and (IStI rt', about. Women are deeply affected by 
for theT t rial 7in my songs I make no apologies for 
.ttr't'..)e isatltedr being a ,eminist. 

s/)L'cteik'? dnsoflLti't'ra'nt' 

slger ti/mui c oht Reaching Out to Women
o'oI' .'l 

to( it14 n1Usc to dl'i'd:" It is very important to me to reach 
socia ilessqq(',. women in developing countries,

Women make up more than half of the 

and cmldlbn'iI'regWi( c t can he dcraytailtl to ninle'hi: healthm nd tl'/I bei,,q,a. 
(Irtntlatiz'dlill f/i' /r'athe.il, C )i ,t'(lUt'tct b",,1 l'./itn 'ibrt' 

population, and yet they do not fully 
participate in making the decisions that 
affect them. 

Women in developing countries cut
live men. My young mother had to raise 
five children by herself. Such strength 
My cousin was widowed at age 21 with 
six children. Impressed by her dignity 
I wrote a song about her--"The African 
Woman." When I sing this song, I sing 
deeply from within. I! is always very
emotional, I see that it moves women 
and men and that it gives women 
strength. 

Toward Sexually Responsible Men 
When King Sunny Ade asked me tosing with him and write the songs for 
the Johns Hopkins music prolect, Isaid, 
. Fantastic,'' and went lo town.

Antato and exa respown 
prelect to promote sexual respon

sibifi ales! I had so much to 
say. I am so concerned about the chil
dren in my country, about malnutrition 
and poverty. I am worried about so 
many women having more children 
than they can take care of. I am very 
concerned about the many rural 
women who do not want so many cnil
dren but know of nothing else They 
have no choice because they have no 
information. 

The sublect of sex is taboo inNigeria.
In one of the songs. I wrote that making 
love is beautiful. It is a risky thing to 
say. People might say. "How come she 
knows so much about lovemaking?" 
But lovemakirg is beaitiful arid natural. 
We should not be ashamed of it. These 
are things we must talk about. We must 
talk about the reality of becoming preg
nant. We must face reality. We must 
take the risk and become involved 

And I must face the fact that I have 
become a role model. Although I am a 
very private person. I am glad that I am 
involved with this project. The self-ful
fillment I receive is very rewarding. I 

believe that by singing abouLt lovemak
ing, people will come out and talk about 
the issues That people may accept that 
there are things we can do to curb Ni
geria's population explosion. U 
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Music draws people in. It is a pow-
erful way to send messages. And music 
is so much a part of daily life in the 
Philippines. We love to sinq, 

The public appeal of this prolect w,,as 
almost guaranteed because it featured 
the very popular Menudo and ex-Men-
udo, Charlie Masso. Both songs, "That 
Situation" and "I Still Believe," are 
doing betLer in some ways than most 
songs without social messages. In fact, 
"IStill Believe" reached number one in 
Manila. 

My job was to perform in concert, in 
videos, and on several television shows 
with Menudo and Mr. Maeso-the 
dream of millions ofgirlsworldwide Bui 
my most important contribution to the 
project was my perceived credibility-
my wholesome reputation. I firmly be

puses. We toured 14 campuses in 
Metro Manila where I would sing one of 
the songs, perhaps "That Situation," 
with a staff person. Then we held com
petitions asking specific questions 
about the song and the meaning of cer
tain lines. 

The overall feedback confirmed that 
the sudents understood the messages 
fully. The messages were not lost on 
the young. 

Being a part of this very special pro
ject has enhanced the social aspect of 
my being an artist This prolect was the 
first of its kind in the Philippines. While 
we still have a long way to go to reach 
as many young people as we would 
like, I can say in all candor that our 
efforts have not been in vain. N 

leid li'ifvi .t'Liidl ill ire lieve that one must say no to premarital 
/.iis,,,'luhIkiiS I r'i,'r 'sitr sex. 
.ihi.ek'.lin' 1riaiLfutten 

Ifnifict hl tte Itli/llins 

S/r w'as 15 I't'alc olti ni run 
S/it begLan (irispirr'r,'t /1 

t/ru ll 1899l . .tis 

aIs Ni.s Saigon il t'e 

nisielil(')f/ii chl ' 

REACHING THE YOUNG 
MAJORITY WITH MUSIC 

My mom says that young people are 
not disciplined and responsible. Other 
parents agree that this generation isnot 
as responsible as earlier geneiations. 

Yet young people make up the ma
jority of the Philippine population. Sev
enty-five percent are under th2) age of 
25 That means there are a lot of young 
people who are not very resoonsible. 

Out of this context the Music for 
Young People project evolved. It was 
developed by the Population Center 
Foundation, known as PCF. and Johns 
Hopkins University to encourage re-
5ponsi bIe sex ualI behavior among 
young people throligh music, rather 
than lectures. 

It was also my lob to promote the 
songs and messages on school cam

l,,,'!.i ,l! . d , ,. /., r1, : .,. 

/Ic'tdu / af/rureltelcuridiliuris. I'/riirfpint lt'riig'sa ''r in i h rn''u%ir,' tru ur~r'rcriiit air/ tui u ~niLIep'rr'fiid 
I1/iijpiul's1 jouiniur'd bn t'fr Pou ltion ('unit'; I unthini r(!fuI' Piripril' tur1dil' 
sp/rnsur'd bt' ft' /u/i. Hoi ns O,,( ti' ' rdauo Ir nrirnrir a i ii u;' 'tt'ivi.'z' i 
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THE JOHNS HOPKINSINFLUENCE ON THE PCF 
MUSIC PROJECT 

Originally, PCF wanted to install a tele-

phone hotline for young people. Along 
came Johns Hopkins University and 
asked if PCF would like to introduce the 
hotline through popular music with 
messages that encouraged sexu,., re-
sponsibility among young people PCF 
had not really worked in the area of 
teenage entertainment education be-
fore. We realized that a music project 
would expand our experience beyond 
just the promotion of a hotline service, 
so we designed a project for teenagers 
and young adults for the city of Metro 
Manila, 

Thus evolved the four interwoven 
components of the Music for Young 
People project in the Philippines: 
* Commercial Songs and Videos to at-
tract many young people, 
* Radio and Television Advertising to 
promote hotline and messages. 
* Telephone Hotlines to provide tele-
phone counseling and refer callers to 
a network of service centers. 

0 Service Center Network offering 
counseling and health services, 

Lea's TV appearances explaining the 
messages behind the songs and her 
school tours were an important com-
plement to the campaign to make the 
most of the songs' messages. 

in the beginning, we were anxious 
about the reaction of the Catholic 
Church to the campaign Population 
means control in the Philippines. No 
freedom of choice. The project was 
launched with maximum cautiousness 
in an environment that is conservative, 
The Catholic Church has managed to 
give the population program a public 
image of being dictatorial and control-
ling freedom of choice. On the advice 
of Johns Hopkins, we decided not to 
disclose the PCF idtentity behind the 
project until we were assured of the 
project's success. 

It turned out that everybody liked the 
songs. No objections were raised. Now 
I issue press releases and include the 
names of the Population Center Foun-
dation and the Johns Hopkins Univer-

sity. 

Measuring Impact 
The project has been a real success. I 
like to measure its impact in a variety 
of ways: 
* Statistical Responses. The songs 
made number one and number four on 
MTV. Four or five months after cam
paign launch, 92 percent of those sur
veyed recalled the songs. Recall re
mained high at 85 percent several 
months later 
* Personal Responses. Calls for coun
seling came in from beyond the area 
designated for the campaign. I always 
ask teenagers I meet if they know the 
songs or have heard of Dial-A-Friend. 
The answer is always yes. Even their 
mothers know of it. 
* Professional Responses. PCF re
ceived unsc'cited requests to feature 
the project on TV and to videotape the 
hotline. 
* Cost Recovery. PCF as a foundation 
was able to multiply its funds through 

solicitation of corporate commercial 
support for TV, radio and print publicity 
A conservative estimate of 1.2 million 
dollars was saved as a result of time 
and materials donated to the project. 
What We Learned 
We did quite well in working with the 

commercial sector, We learned one 
very important lesson: You must offer 
something in return for commercial cor
porate sponsorship--an image or per
haps a tax shelter-something more 
than jus a social goal or commitment 
to the ideals of the agency. 

I would like to note in closing that 
ns Hopkins has inspired the Popu

lation Center Foundation and me 
professionally to do in the Philippines 
what Hopkins is trying to do interna
tionally-to bring the commercial en
lertainment industry and social devel
opment people together to promote 
social issues in a commercially viable 
format The Lea and Menudo project 
was a six-month pilot that left behind a 
telephone hot line operation that is still 

Ihilippinesi,qer lea Sal ni l' ont oi lto slar n I ' m1.1ca/ MisA 
S;Iigon, Ihe Cineroit .tllckjnlu.hhil Iia 'opelled il 

' ) Londoui ins.pl, eniler 1 
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SOCIAL RESPONSIBILITY AND 
THE US MUSIC INDUSTRY 

Multi-Artist Fundraiser Events 
Entertainment makes good fundraising. 
This concept has been used for some 
time in telethons and radiothons More 
recently, this concept has motivated 
multi-artist fundraising efforts-events 
with so many performing artists that the 
media and the public cannot ignore 
them.* 	 A concert in 1911 raised money to 
offset starvation in Bangladesh. 
offse star85on Banadesh.ai oIt's 
* A 1985 concert raised a lot of money 
for the Ethiopian relief- Live Aid. 
o A 1985 "We Are the World" single 

was held to benefit Ethiopian relief. 

Multi-Artist Awareness-Raising 
Activities 
When it became evident that fundrais
ers were having a neotralizing effect on 

the public-people donated their 
money, they turned off the TV set, they 
thought the problem was solved-the 
emphasis then shifted from just raising
funds to also raising public awareness. 
* AIDS awareness was behind the 
1986 hit "That's What Friends Are For" 
by Dionne Warwick and Friends-Elton 
John, Gladys Knight, and Stevie Won-
der. AIDS awareness is also the con-
cern behind a concert series being
planned for a number of cities including 
London and San Francisco 
* Apartheid in South Africa was the tar-
get of "Sun City," a single organized by
Little Steven with about 40 major artists,
including Bruce Springsfeen.o Raising awareness about drugs 
gangs and urban violence is te goal
of a movement underv.,ay in New York 
of ovemet unrs tope YarkCiat 	 y inom w
City that features some top rappers 
in "Stop the Violence," a recent 
o Educating people about the impor 
lance of preservng rainforests has 

artists such as Oivia Newton-
John to organize a gigantic multi-artist 
record fundraiser. 

Efforts by Individual Artists 
Artists who really believe in a social is-
sue will sometimes make valiant efforts 
to raise public awareness Because of 
her enormous popularity, Madonna has 
become an effective spokesperson for 
AIDS awareness. Her recent album, 
which will probably sell 10 million cop-
ies worldwide, includes fact cards with 
messages about AIDS. Lou Reed has 
also been effective in raising AIDS 
awareness. His video, "Halloween Pa-
rade," is a gripping picture of friends 
who have died of AIDS. 

An emerging trend is for individual 
artists to tackle the problem of respon
sible sexual behavior. In contrast to the 
expressly sexual imagery found inmost 
popular music today, a nurnber of art
isis have taken it upon themselves to 
record socially responsible statements 
regarding sex. 
* 	 "Let's Wait Awhile," by Janet 

Jackson. 
* 	"Don't Rush Me," by Taylor Dane. 
e 	 "We Don't Have to Take Our Clothes 

Off to Have a Good Time," Jermaine 
Stuart 

Social Issues and tie 
Artist's Career 
Association with a social issue could 
help an artist's career i1the artist is per
ceived as being sincere. Newer artists 
run the risk of being pigeon-holed asone-issue artists, but a well-established 
artist, such as Madonna, is in a good 
position to promote a cause. She isper
sonal, popular, pervasive, persuasive 
and profitable enough for her record 
company to put out the extra money for 
her AIDS awareness promotion

The popular, though truly anti-social 
group, Guns and Roses, on the other 
hand, which offered to participate in a 
large AIDS benefit concert, was vetoed
by the Gay Mens Health Coalition. Guns 
and Roses would not be perceived as 
sincere by the public anr' ,,ould prob
ably not help the cause. 
The Transnationalization 
of the Record Industry 

The rord ind incosing 
manytransnational.borders becomingoutletsand moreBroadcasting
around the world are increasing. Peo
pie have more choices inwhat they is

tnt.Mr hte nraetepsten to. More choices increase the pos
sibility of getting more information out. 

a good time to start making bonds 
with artists, management, and record
wi t i nitia e nca nre o rd 
people to initiate socially responsible 
programs. U 
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RADIO PANEL Making Waves 

.].W_*,[o]0Z I RADIO ming that can compete with soccer 
games for listeners, that can sustain a 

The Most... family planning radio soap opera formore than a decade, that is given a
Tonight, just two blocks away from this more hor o t i for a 
conference site, one of the most glam- million free hours of airplay for a pop
orous of entertainment industry events ular song on sexual responsibility. 
will be telecast live to one billion people Indeed, in many countries in the de
worldwide: the Academy Awards, the veloping world, radio serves as the piv
presentations tf the coveted Oscar. otal medium upon which other media 
Poereenttio . interventions are planned in waging so-
Powerful Medium... cial campaigns. U 
As attractive as film and TV are, they 
still reach fewer people than the me
dium that is the subject of this panel. 
Radio is still the most powerul infor
mation and entertainment medium for 
reaching rural people around the world.
 
Itmay not have as much excitement as


1)r tt r(/roect lr)irciol music videos and television, but for
 
John.s Hopkin. Olir ,i:tiI1 many people it is the primary mass
 

PlulatioI communication channel.
 
(ol lii11lict(II'),tISe ic( The powoi or i io is such that even
 

.ih Rilliol Ischief in the US, whose population has access
 
/),ply)ql-(Ils fi/1(1 p/)i (,Lh to every kind of medium, the impact of
 

troldtt'id,la / ;itll (I// a radio talk show with a relatively small
 
(LiciN. * T listenership can have strong national
(I.Tec' r r,ctol), p o/t/ policy implications because the prot portion of those listeners who vote is


,q~,?rtt)i( /h;.is ne' (jt ' disproportionately higher than that of
 
pio1LTS'fls 't (?/'9! the general public.
 

For Reaching People Everywhere
dt'/'MU/l id taqtibs Most of the members of this afternoon'si' Radio Panel are the behind-the-scenes 

Inurehan personalities who make thiugs happenonei'llidl' 
SocI(Il colnllllclattIlUl in radio. They are the men and women
 
/))rr(i., (Vld C('l0ltIt's who make culebrilies. 1hey have
 

ito leach)coltrU. ill crossed continents to be with us today
 
social cL;flI.IIlcjtallli to share their experiences making radio
 

and clian, , come alive for the people in their coun
tries. They are the creative and mar
keting talents behind radio program
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RADIO IN JAMAICA 

A New Twist on an Old Tradition 
Radio is an extension of Jamaica's oral 
tradition, Fradio is the most effective tool 
to speak to people in remote aieas, es-
pecially in a country where word-of-
mouth still carries most information from 
person to person So many of our Ira-
ditinn- are passed down orally from
generation to generation through folk 

tales, pioverbs. and rhymes. 
Geting Information 
to Remote Villages 
'7 1ular,
In 1963, the newly established govern-
ment ofJamaica wanted to explain its 
policies and programs to the people, 
many of whom were illiterate and lived 
in remote villages. It was lob asmy heard our cultfolk music program comr broadcasting otticer of the Jamaica In- ing at me frorn all sides ot the street. 

t o"Boy," 
prodhic'rs. and dircctr of/ formation Services to design appropri-
radio draniatnl.latlt .. ate radio programs Our aimnwas ore

/'orr'r/ ra ,,1(,/14 pagandistic in the best sense in that we\lrl 

begaureai't'(IgiIIA 1iti wanted to teach people th~ngs that 
rallna Se'i(s (ISt ,.r would enhance their own welfare anddria l lllessells r' 'l'S~orl influence their behavior in positive 
sociail UL.M11,1', lh', 'i) / ways. 

o/r. N~t.,schcrr ti;,ci.We did programs to teach farmers 
more advanced technology We did 

light while never losing sight of the main 
purpose, which was to educate and 
motivate. 

A Promising Start 
We tried to seduce people into under
standing that what we were teaching 
them was in their best interest. We 
would try out different formats talking 
to an ordinary person in the local dialect 
over a cup of coffee. Every week, we 
would gradually see him absorbing 
more and more. 

Soft-sell proved to be the best ap
proach. Our programs were quite pop-

Sometimes they would even sur
pass the listenership of purely
commercial programs. One night 
went out to get some feedack and 
hent ou t o usicfeedbac, and 

I thought, "I really have some
thing here.'' 

Drawing in Listeners 
with Drama and Reality 
Tu sell the government's five-year ruraldevelopment program to people in the 
:ural areas, I created a radio soap op
era, Life in Hopeful Village. Prototypes 
of typical villagers unfolded the drama 

programs to teach illiterate people he,,'.:of people's joys, sorrows. triumphs, dis
to register their children, or huw to boil 
water. We explored indigenous art 
forms, folk music, folklore, literature and 
history. 
Respecting Traditions, 
Delighting Listeners, and 
Remembering the Main Purpose 
I knew that lust reading some facts over 
a microphone would not work I had to 
take into account people's traditional 
beliefs and values, niary of which were 
based on tried and true exper'encc I 
always tried to get informe',ior to lis-

teners by way of Itheir own traditional 
beliefs. 

Whatever the program, the format we 
used had to immediately grab hold of 
the listener. To speak about things that 
interested him in a language that was 
readily understood. To amuse and de 

appointments, strengths, failures, 
loves, arid hatreds 

Once again, the approach was soft
sell. There was no preaching The mes
sages were learned from the story. It a 
baby died from gastroenteritis because 
he wasn't taken to the clinic for his 

shots, that was the message
With Life In Hopeful Villae we really 

attained a m ass listeneiship. It was the 
most popular radio show in Jamaica for 
four years, with many villages in Ja
maica named after the program. 

A Commercial Success 
with Social Implications 
My next effort was a commercially 
sponsored soap, Dulcemna, that re
tained the number one spot in Jamaica 
for 13 years. Itwas the story of acountry 
girl living in the city. The theme was 
survival, with people sometimes ex
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ploiting and killing each other, but more 
often suppoiting, caring for and feed-
ing each other, and on occasion literally 
giving up their lives for eacnother. 

Studies have suggested that the 
show was so popular because the 
characters were true to life and familiar 
to the audience who empathized with 
them One researcher said that Dul-
cernina caused people to look at them-
selves in a new way. to recognize the 
drama in their everyday lives, 

It has even been recognized that the 
level of public acceptance ot Dolcen-
ma irfluenced commercial advertise-
ment in Jamaica Before Dulcemina 
was aired, all advertisements had beenimported fran or andAmerca Britain 

contained ne local content. 


Naseberry Street: 
Fighting Despair with Optimism 
Naseberry Street is the story of a iiurse 
who tries to introduce family planning 
practices into a highly prolific area of 
Jamaica It is a very optimistic program 
Sponsored by the Jamaica Family Plan-
ning Association. Naseberry Street was 
created to enccurage women and mr-
of child bearing age to better their lives 
and their children's prospects by lim
iting the number of children they bring 
into the world 

Many people in Jamaica believe that 
their own achievements and destinies 
are beyond their own control. Die to 
superstition, mistrust, misinformation 
and despair, they are prevented from 
taking resp.mn-iblity for their own ac-
tions and I,.es. Naseberry Street takes 
all these things into consideration and 
unwinds stories of love, abandonment, 
and economics. The purpose is to fos-
for self-pride by shewing people that 
they are responsible for their own ac-
tions and lives. 

Once again, the characters and what 
happens to them are the message. The 
listener learns from knowing that a 
woman's prospects have bc.en blotted 
by teenage pregnancy, unwanted 
pregnancy, traumatic abortion, or 
abandonment. 

Family planning does not need to be 
pushed. The listeners will go and find 
contraceptives themselves 
Soft Selling the Options 
to More than a Million People 

is approach works well in attracting 
a large audience Naseberry Street is 
heard by more than a million Jamaicans 

from a total population of 23 milliun 
Survy'Ihave shown that the mes

sage has been successfully transmit
ted and has influeiced behavor. Therehas even been a marked decline in thebrhaei aactog nr e 
birthrate inJamaica, though more re
search is required to indicate what part 
of that is due to Naseberry Street. 

Working in this field for so many years
has sensitized me to the many ongoing 
problems affecting my country as it 
moves into the 21 st century I hope that 
I have contributed some small thing 
and will continue to contribute towards 
alleviating some of the problems. * 

o ,
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RADIO IN KENYA 

Trying to Reduce the World's 
Highest Birthrate 
Kenya's birthrate is the highest in the 
world. Its population of 21 million peo
pie could triple in the next ten years if 
births continue at their present levels. 
Itis not that Kenyans don't know 

about family planning Family planning 
programs have been aroLnd since 
1962 when the Kenya Family Planning 
Association was established Yet Ken
yans are plagued by fears and rumors 
about contraceptives. "ifyou use in
jectables or the pill. chances are that 
you 11get cancer." "IUDs travel through 
your hody and get lodgad in your 
heart." 
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Learning from the Mexican 
Experience 
Radio isstill "the" medium for reaching 
large parts of the population in Kenya, 
especially in rural areas where there is 
no television. The Voice of Kenya was 
convinced that a radio soap opera 
could play an important role in per-
suading people to adopt family 
planning. 

InKenya, such a soap opera had not 
been done before. But ithad in Mexico. 
So, a group of radio and TV producers 
from the Voice of Kenya traveled to 
Mexico to learn the basic concepts of 
producing soap operas with social 
messages. We visited the facilities of 
Televisa and worked with none other 
than Miguel Sabido whose commer-
cially produced soap operas were 
known to have elicited changes in peo-
pie's attitudes and behavior, 

Two weeks inMexico was not enough 
time to learn everything, but it was a 
good beginning It was also a good 
time in Kenya to tackle the population 
problem with a soap opera since the 
National Council for Population and De-
velopment had just recently been 
formed, 
Identifying a "Kenyan Culture" 
Kenya has 42 different tribes and life-
styles. We needed to appeal to a cross 
section of the population, so we ex-
plored our own country and tried to 
identify a way of life that would be rec-
ognized as Kenyan. We talked to peo-
pie anc found out what we could and 
could r Asay about family planning. 

We knew ifwe wanted to change 
people's attitudes, we could not give a 
direct family planning message. We de-
signed the script so that listeners re-
alize the need for family planning, even 
though details of specific methods are 
not given. Instead, we locus on issoes 
that are related to family plannirg such 
as land, an explosive topic in Kenya, 
and family health. 

When Given Advice, Take It 
The theme of the story is family har
mony. When Given Advice, Take Itcon
trasts two lamilies. One isthat at an old 
man with four wives who cannot un
derstand why he has so many prob
lems. His land isnot producing enough 
food to support his family. He cannot 
pay his children's school fees. His fam
ily life is out ot control. 

The other family is small, monoga
mous, harmonious, and offers better 
opportunities for its children's future. 
The two families represent a clear con
trast between two different approaches 
to life. 

The storyline also reflects the ideals 
and aspirations ot rural people. We try 
to show people that they won't find the 
answers to their problems by moving 
to the city. They can develop, grow and 
live good lives where they are, a theme 
that dovetails with government devel-
opment efforts to encourage productiv-
ity in rural areas. 
The Challenges of Producing 
Soap Operas 
There are many challenges in produc-

ing soap operas, and many obstacles 

to overcome. You have to be prepared 
for anything. Sometimes things don't 
work the way you intended. Sometimes, 
circumstances beyond the control of 
the producer or director dictate a 
change ina storyline. 

Two days before I left for this con-
ference, the character around whom 
our story is built passed away. We can-
not replace him with another actor be
cause he was such a well known figure 
and his death was given full television 
coverage We were about to conclude 
the whole series, but now we even have 
to change the storyline. 

That is the problem I will be working 
on when I return to Kenya. And this is 
an example of the kind of enter-educate 
programs that we have been working 
on in Kenya. n 
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MARKE 'ING A SUCCESSFUL 
ENTER.EDUCATE MUSIC 
PROJECT
 

There is no way to guarantee a top ten 
music hit. Sometimes it's a matter of 
chance and luck. Steps can be taken 
to make success more likely, but the 
final decision is up to the audience. It's 
up to the listening audience to call the 
radio station to ask to hear the song. 
Then, it's up to the radio station to de
cide to play the song five or six times 
a day rather than two or three. 

The marketing strategy of the Tatiana 
and Johnny project was based on FFI's 
experience in the Latin American music 
industry and on the social communi
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cation expertise of Patrick Coleman of 
Johns Hopkins University. The purpose 
of the project was to promote the idea 
of sexual responsibility among young 
people through two popular songs. It 
was essential in the early stages of the 
project to find a common ground be-
tween social communication and mass 
media promotion. 
The Music, the Messages,
the Artists 

To start with, we needed some good 
music. FFI contacted record compa-
nies in Latin America who recom-
mended 32 composers and writers, 
each of whom was asked to write two 
songs. Then we held focus group dis-
cussions among young people in Mex-
ico City to get a clear idea which songs 
among the six finalists had the most 
acceptable message. 

The message we wanted to get 
across was one of restraint and re-
sponsibility. We were not pushing sex-
ual abstinence. We wanted to say, 
"Your future is in your hands Be in-
formed. Get in touch with your local 
service agency Here is the phone 
number." 

We felt that the message and the mu-
sic could be attractive enough, com-
mercial enough and popular enough to 
attract the attention of young people. 
With this in mind we searched for the 
artists who would be key factors in the 
success of the songs. Rather than us-
ing already established musicians wit' 
preconceived images, we chose Ta-
tiana and Johnny, young upcoming art-
ists to give the songs a fresh image. 
Getting the Production Together
GettingthePrcti nce te 
We had one catchy dance tune, 
'Cuando Estemos Juntos," and one 
slow tune, "Detente." In Latin America, 
it is usually a lot easier to have a hit if 
the song is danceable or quick-tem
poed rather than slow or romantic. We 
therefore released 'Cuando Estemos 
Juntos," the quick, catchy tune first, 
and the slower, more romantic "De-
tente" several months later. 

To compete in the commercial music 
market and to have a chance at a top 
ten radio hit, we insisted on the highest 
quality production. It was truly an in-
ternational effort. The music was re-
corded in a sound studio in Spain. The 
voices were mixed in Los Angeles. 
"Cuandos Estemos Juntos" was com-
posed in Argentina. "Detente' in Mex-
ico. Johnny was from Puerto Riuo. Ta-
tiana from Mexico. And the music video 

was filmed in Mexico. 
A Bit of Premarketing Helped 
Before we even recorded themusij, we 
wrote to over 3,000 radio stations, tele-
vision stations, and newspapers and 
magazines. We told them what we were 
going to do, presented them with an 
overview of the population problem, 
and emphasized that it was a local 
problem, something we could all do 
something about. We had many re-
sponses from record companies. radio 
networks and television stations with of-
fers of free time and space. 

Commercial Release: Radio First 
Each song was released in two phases 
First was the commercial release of the 
songs. When the music peaked, or 
reached the highest position on the 
charts that we expected it to, we would 
bring out the spot campaign that 
backed up the messages and referred 
young people to the youth service 
centcrs. 

Separation of the two phases was im-
portant. We felt that if we identified the 
song with a social message right from 
the start, young people would very 
likely reject it suspecting another gov-
ernment or institutional message, We 
wanted them to feel the message was 
coming from their peers. From the rru-
sic. Young people speaking to young 
people. 

The Media Pitches In 
We organized a press conference with 
the commercial release of each song. 
The press responded positively. In fact, 
it was something of a snowball effect

it rolled and grew. We circulated early 
press clippings to other newspapers 
and magazines in Mexico and the US. 
They responded enthusiastically by 
sending us their clippings which we in 
turn sent to other publications, it was a 
continuous but gradual development. 

The TV debut of the songs was also 
a tremendous success. We were sup
ported by Mr. Raoul Velasco of Televisa 
who premiered the music video of 

"Cuando Estemos Juntos" on the Mexicon television variety show, "Siempre 
en Domingo." which is broadcast to 
er 10milon vis We er 
waed wi rees fo c ero 

the video from Latin Amercan tele
tie vio wo sathe pmere. e 
referred requests to the local youth or
ganizat ions of each country whom we 
had already sipplied ith copies of the 
video. The idea was to bring together 
vide meda w tos rg tons. 
the media with these organizations. 
Hitting the Right Keys 
Positive response to the project rrom 
the media, from government and 
church officials, from paients, teachers 
and young people exceeded our high
est expectations. Both songs were top 
ten hits. 

Key to the overall success of the pro
ject was the high quality of the music 
and the artists, and the amount of stra
tegic planning and preparation that 
went into the project. An estimated 
$300,000 and 27., years of planning 
were invested in the project along with 
$100,000 for evaluation reseach. 

In return, over one million hours of 
free radio and television broadcasting 
time was given to the songs, and sta
tions frequentiy broadcast a brief ad
vertisement foi a family planning youth 
clinic just after playing the song. U 
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- . . TnADITIONAL DRAMA, The Audience Responds
MODERN TECHNOLOGY In 1979, over 3,000 written responses 

to questions broadcast over the radio 
For hundreds of years, religion in In- were received. To stimu!ate participa
donesia has been taught with puppet tion in the evaluation, one of the letters 
shows that combine folklore with the was randomly selected to win an 
message of Islamic teaching. Puppet award. More thin 90 percent of the re
shows are still popular in Indonesia, spondents answered the questions 
and traditional folklore is now used to correctly. 
convey development messages on ra- In addition, RRI received many spon
die and television. taneous letters from the audience, 

This combination has be,,n a key to some of them seeking medical advice. 
Indonesia's successful famiy planning 
program. A small family norm is pro- Reaching Maturity 
moted through the traditional Maha- Grains of Sand in the Sea is one of the 
barata epic that tells of the conflict be- longest running radio soap operas in 
tween a small successful family and a the world. It has expanded to cover not 
very large- 100 sons--troubled family. only family planning topics, but also 

l)irc'jtrtn I1#'rel R i D health, agriculture, cooperativcs and 
Planni, \afltnal i Radio Drama Indonesian Style income generation. The episodes are

In 1976, inspired by radio drama ,n the broadcast daily by 47 radio stations.Ilaimm(l1ad Philippines, BKKBN worked with Radio More than 3,500 episodes have bee,1 
(,'oordimtiiln4 Bord Republik Indonesia (RR:), the national aired over the past 12 years 
(IB IN'), I d oesia. radio com pany, to produce Giains of 

,'lIMI(IIP'011O() 111I,5 Sand In the Sea, a radio drma series And Reaching Beyond/'flll'l 
cJiff lKKBAh'W\ to promote family planning. The script For the series, RRI received an awa:d 
hI 'in-lmaionand ano distribution of the cassettes were in 1984 from the Population Institute. 

,llotiationBhr'eau and is financed privately in exchange for a 30- The program has inspired the television 

botl (1TV and radio second commercial at the start of each network, TVRI, and BKKBN to produce 
prodhct',: It',dci t'lo)'d broadcast, and USAID helped finance a weekly 15-minute series develonand.sutaeroducer ular production. opment topics using popular charac

radio,or(1/opera, (;nins ot Dr. Syarief, the first character intro- ters from the Mahabarata story. 1here
duced in the series, is from a simple have also been several attempts in In-Sa1ndinll.tie SC, iCh h(I family who struggled to send him donesia to combine popular music with 

been boidctj'i..rtb/, l st through university to become amedical family planning messages. 
12vea,:s"cit i. ,t( doctor What Indonesia now needs is to conn Contl He pledged to devote his life to 

lhe k ,Ioncst ,0t(1) vince producers that, with professionalrilalnit serving the people in the villages after 
onanmnlrtplannin, his first patient died from complications management, family planning mes

iII t id'or during the birth of her sixth child. He sages can also become prof table com
works diligentliy with informal village modifies. There is also a need to con
leaders to keep people healthy. Hc duct rnore in-depth research on the 
works especially with poor families popularity and impact of the radio 
who are e,,erburdened with too many series. M 
children. 

The series also features another doc
tor and two nurses. All are positive role 
models who visit rural villages, help 
people to modernize their communities 
and encourage them to adopt fainiiy 
planning. 
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STIRRING THINGS UP IN THE 
US ON TALK RADIO 

Controversy generates energy Contro-
versy is the essence of talk radio. Pea-
pie call in to say what's on their minds 

Sometimes a show is built around 
guests I might invite a couple of law-
yers to argue difterent sides of a case 
that is betore the Supreme Court. 
Sometimes I willtake a controversial 
position on an issue 

There is no script. Yet talk radio is 
dramatic and entertaining. A lot of char-
acters come into my life They're anon-
ymous and exciting. They make my 
day. Even during the wildest argu-
ments, it is pure fun. 

Take Saul and Ruth... 
A Lesson inEconomics 

L67.Wesweretaingc oc tthai 
We were talking about the minimum 
wage the other day. Iwas outraged that 
we couldn't raise it higher than the Pres-

PrIPqlIn s il 1.o Jte/e'Sident called for. 
andVe' lrk, ihsted ald Saul called in. He's 77 years old. "I 

produced national don't understand why these kids should 
proatzs/r.t/fltundtia make more money. I can't buy all those 
tnd l'/ithc tBr'ducdal things they want.'ttnj 


and basetab eee cT'l r Then Ruth called She's 
82. "Saul 
Coll tils orthe 1.o,doe'., it know what he's talking about, 

Angelos Times ntliciie He's too young. I've been around longei.
\Ms. olingcliw fvf~dic',l 12 in theI started working when I was 

garment industry When I got a nickel 
silstL /'1IhSI more for my work, I went out and boughtrecipient .I'/ 

1B.AnthonY.-'tivard, '(s1l.s shoes. And the guy who made the shoes 
Atlteles' 'AW'oula f/'t went out and bought groceries." 

)en "1as ,naed I told Saul he'd have to yield to 
"Broadctastero/'r/ice )i'a'" seniority.

by,the O.?d~frniia "l)WiaEducated,Consumer-Oriented
Folks tEour 
I.aut',rs AssodialioJ, and 

n1,on!a1G0/00, ikke,.atrd 
fior oulsislndin 

tloclintlairt'..1lt'ur 
Br.aidkt' U//.u514'!.t';e 

proclai'ed.tit'5, 19)0 as 
Carole lemigu'a.rDa'. 

Folks 
That's the kind of audience we have on 
talk radio Talk radio listeners are well-
educated. Ninety-four percent of them 
vote. Very high compared to the overall 
population. They make the decisions 
for our country, state, county, city. and 
local governments

Over the radio, we talk about issues in 
ar. intelligent, lively and democratic fash-
ion. The boundaries of discussion are 
broad and attract a large audience. This 
means the ratings are high, and adver

tisers have a lot of educated consumers 
to sell to And it means I'll keep my job. 

Sometimes it's not easy to accept
that I am a vehicle for pushing prod
ucts. I get around it by dning the best 
quality programming that I can. By us
ing personal responsibility and com
passion as guiding themes 

Issues that Grab Heart and Soul 
Abortion is an issue that calls for a re
sponsible and compassionate ap
proach. Religious extremists in this coun
try want to diminish the rights that women 
inAmerica have fought for and won. 

I want to change the way women are 
viewed everywhere. I want women to 
be viewed as productive human 
beings. Not lust reproductive human 
beings Women must be able to feel 

they themselves have the power to 
decide when to reproduce,

A woman who does not have abso
lute control over her own body and over 
reproduction is not a first class citizen 
She could become a brood mare for 
the State the moment she becomes 
pregnant The State could do anything. 
Put her in jail if she smokes or drinks 
Charge her with manslaughter if she 
seeks an abortion Chain tier to a bed 
until she gives birth. 

What about the Children? 
The family planning issue at the heart 
of the decision to reproduce or not is 
how babies are treated atter they are 
born. What happens to our children? 

I often do programs on children's is
sues We are far too often not kind tochildren. And neither is our court 
system It allows room for children to 
be abused For visitation rights for fath
ers who sexually abuse their children. 
For mothers to be charged with kid
napping their own children when they 
are trying to protect them. 

I would liKe to see more emphasis in 
our society placed on nurturing or "fe
male values." To see kids brought up 
in healthier physical and psychological 
environments . 
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THE DRAMA OF PUBLIC HEALTH: Asian Perspective
 

President,Inl',ional 
hislittle ofRui;'al 

R'econstruction(li1). ])1
Fl:avier is a Ined'ce doctoricit 'aM.1rl'diL'UJ loth. ilyplanning. "I'm riot sure," she replied, 

m'"But-1 when you say sperm, I think of a 
IHopkinsla Iackgrotid field that something grows on. Some-
i)l tli P'Vsfioll thing like seeds." "Go on," I urged,cOJIlU"I;li 

I' I (/,tlf ti,tt 
lie hasbeen i''kuirk.,tittle 
grassn'utsl'ellor ahts 
.).'.c etaitiSlc'dIld 

u'itih dt'ul'iutalt .djji'ct,'t' 

rural area of the Philippines. Somehow 
the messages were not coming across 
We discovered from taping our pres-
entations that we were too technical, 
We hispanicized medical terms to 
make them more accessible to the peo-
pie. But we were confusing the people 

we were trying to teach. 
We'd say things like "sperma" forsperm.' In the local dialect "sperma"

Noerwonderthed tdation v-
means "candle. 
lagers insisted, "We swear we put out 

the candle before we did it!" 
Advice from a Village Sage 
One day I asked a 72-year-old woman 
how she would go about teaching lam-

metbodulo, ,
at,'ricttltwltrdl h,. lusingfall out one by one." 

"What about ovary?' ''Oh," she said,
"The nurse said it was a human organ
that I never see About 300 potential 
seeds that extrude every month. 
Sounded like string beans to me, the 
kind that curls, dries up and the seeds 

tc'tci~.rfo'/ltc'c I/)o 
./tnl'l'/)tttitiltL 

TEACHING FAMILY PLANNING 
IN THE PHILIPPINES 
A Case Experience 

Learning from the Job: 
When the Old Methods Don't Work 
I did not by myself develop the agri-
cultural analogy method to teach family 
planning to farmers. The methodology 
evolved in the Philippines with the farm-
ers themselves I was a worker in the 
field. 

Fifteen years ago, I was among a 
group of fieldworkers and nurses trying 
to teach family planning to farmers in a 

11 1!RSI),, %LRCI 130, 1989 

I'i'att'ed.tjt'ker: 
.*v:rn Flavier, \I). 

Evolving a New Method: 

Having the Fun of Our Lives 

I could not sleep that night. When I went 

back to the village the following day I 

said, "From now on we talk agriculture, 

no more medical terms." 

* To explain ovulation, I held up a 
string bean. "Every woman has two 
string beans," I said. "One to the right 
and one to the left. Every month one of 
the seeds gets extruded and when it 
falls on fertile ground it grows into a 
baby." 
0 ipressed on the pod and a bean fell 
out. Once, I pressed too hard and two 
beans fell out. The women said, 
"Twins!" 

I knew we were getting somewhere. 
The villagers were participating, bring-

ing in vegetables, coming up with the 
analogies. Itwas great fun. I was no 
longer lecturing. They were teaching 
me! 
Funding the Project: 
A Nod from the Wife 
We needed to systematize the anao

gies. Wt needed money to develop the 
project A man who had started a foun

invited me to fell my story to hiswife. "Piece of cake," I thought "When 
the wife gets involved, you've got the 

money'" 
Maybe not She was so serious hat 

I was afraid it was a lost cause "Can 
you prove what you are saying?" sheasked. "No, Madam," I said Arid 
quickly added, "But I will. if you give 
me the money." And she did 
A Survey Helped Set Up 

a Framework: 
We Built on What They Knew
The 
The beauty of this system is that the 
farmers taught us how to teach them 
Our framework was birth control spac 
ing, and fertility.

Why fertility? When we asked "What 
do you understand about family plan
ning?", some farmers said, "It's a con
cept against babies." When you are 
against babies in the villages, you are 
sunk. So we said, "That's not true In 
fact we have scientific ways to help in
fertile women who want to have 
babies." 

The total project follows the rural de
velopment strategy pioneered by Dr 
James Yen in China and the Philip
pines, which integrates literacy, edu
cation, livelihood, health and self
government. 
The Analogies Bloom 
and Proliferate 

We began with IUDs, pills arid con
the collection. Agrcultural identification 

on the le':.Family planning analogy on 
the right. 

Every time we talked about one anal
ogy the group would come up wit-h an. 
other one on its own. We now have ag
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the custom, used verse to teach anal
ogies, and found we were more effec
tive than when we just explaineo the 
method. Why? Because, in the Philip
pines, rhymed verse takes on the na
ture of a proverb, so people knew that 
family planning was the way to go. It 
was their own folk wisdom 

Nice Stories but... 
Do Analogies Work? 
Ina controlled study, we compared ac
ceptance and continuation rates of the
agricultural approach, the conventional 

j approach, and providing services
alone 

In every village, acceptance and 

continuation rates were higher when 
agricultural analogies were Used. When 
we stopped using all the approaches, 
rates dropped. When we resumed. 
rates increased faster with the agricul( IA (( AJ/l, 


hIA / i' i an 114i u/'/tr l/ i /r-ltl Iitm lloic,i fin- c/l/ Spa'.11 1iui, illlu iratl ill
 

' 1J)1lvlt tel lo le /lat-c 1/i (A//(lf fi/(l )lhI~lf~lU(1 0het~,ll iI i u ra l app roac h . 
t Illl 


tthe latm, 1"4'holl fi-ol Iiathtnd-.
hII -"prl., anultmeet mi1,1 tM otiml aier Extending Analogies to Otherht/ (l!/0l bet (( CthdISIA, /1(11(it U llls, t Cultures and Around the World 

We went to the mountains where the 
fishing communities did their own anal
ogies We went to Thailand, where 

ricultural analogies for every method. e Ipil Ipil Seeds for Pill. Hens that eat tribes have developed unusual analo-Here are a few the seeds of the Ipil Ipil tree stop laying gies that are hard for non-tribal people 
e Rice for Spacing. Rice is planted in eggs. We went so far as to change the to comprehend, and to Guatemala, 
a seed bed and transplanted after 21 color of oral contraceptives to choco- where potatoes and corn are used.
days to the main field with more space late to look like the Ipil Ipil seeds. Nexo, we wene to Ghana and Kenya.around each seedling Why? So thearondeaheelig hy? o Who knows, next maybe the wholeheFrom Family Planning to Folk world. [] 
seedings don t quarrel over nutrrnents 
an fertizerPineappes forWisdom:

Intertility. The farmers Analogies in Verse*oPneaplefoh feu ity. e armers We discovered a popular pastime in thefound that if they put sonie calcium cair- V lgs-dbtn nvre ebitobide on the core of a pineapple with a ges--debatg in verse. We built on 
little water, a Ilower develops, and later 
a fruit 
* Banana Leaves for IUD. Rice seeds 9 
are planted on banana leaves so that 
the principal root does not grow deep
into the soil and get severed during 
transplanting The banana leaves--
plastic sheets are now being used--are 
rolled up like a carpet to neatly trans
plant ihe whole seeuuing. The germi
nated seedling is the fertilized ovum. 
The soil is the uterus. The plastic sheet 
is the IUD 

, 

T DA 

THL DRAMA OF PUBLIC HEAL tH ASIAN t'LRSPIUCTivE 35 



'20 

14'1 

4 C4 

.4L, 

MaI~. 

ow 

job R.. bouhf hmigo iof1t~pmn elac clo ni 



,4 o1w1h:111,1 

MOTION PICTURES PANEL 

The Silver Screen: Images for Social Change 

MOTION PICTURES AND 
YOUNG PEOPLE 

The motion picture industry in the 
United States draws the line between 
children and aoults at the age of 13, at 
which time children pay adult prices 
and are permitted to view adult films 
without an adult chaperone. Since 
young people constitute a major audi
ence for commercial films, it stands to 
reason that large numbers of teenagers 
are affected by what they see on the 
sreen. 

When I was growing up, dimly lit 
movie theatres were the setting for so
cially sanctioned early sexual experi
mEntation. Movie theatres were per

FVecit'L,v Dht'c'-T MeL' haps the only place where society 
Ct'llter/br I'opuudton allowed adolescents to engage in ten-

Optio is. I . .tls. tative sexual communication without 
.Se'de'rottz is Ilk'./oundc'r condemning it. 

oJf'PO,anii olniUztion Today US teenagers are increasingly 
lehu'.epvL~~hiIr wlu t, watching videotapes played in the liv

pro lot~il~ lUl'diI St)/)WI_1 ing room-a setting which is probably 

ft,*I / more conducive to unintended preg

vtil:nancy than movie theatres.J r h 
 The motion pictures panel will give 
us an inside view on what goes into 
filrnmaking in different parts of the 
world. U 
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.filnmunrd 

"EVERY FILM HAS AN 
IDEOLOGY... 
but few filmmakers really take 
the responsibility to look at 
what their film is saying." * 

When I returned to the JS after a year 
in Kenya. I headed for Hollywood to tell 
the truth in film. I wanted to make the 
world a better place With a friend. I 
made a dramatic short about two po-
pie with Downs Syndrome and won an 
academy award This allowed rne to go 
full-force in Hollywood as a producOr. 

All Films Have an Ideology 
All tilmmakers should look at what their 
films are saying, at what the unc.~rlying 
messages are Films that spill blood and 
guts, such as Rambo. are not necessarily 
viewed as political Yet they do give a 

message to people. What bugs rne is 
that it's usually only the films with pro-
gressive messages that are viewed as 
political, ideological, or controversial 

My partner and I look carefully into 
the subject matter and examine each 
scene, character, and relationshiP. 
trying to be aware both of the nies-
sages we want to get across as well as 
those that we might inadvertently be 
getting across Our films ask questions
They seek the troth They show how 
people develop courage They are 
often based on true stories 

The Courage to Act 
Rivers Edge was based on a tr, e story 
A boy in Northern California killed his 

girlfriend and took his friends to see lie 
body The friends didn't tell anyone for 
three or four days 

Ho w Fl, c o u ld th is h a p p e n ? W h at w asgoing on with these kids? 
I found out sometime later when a 

script based on the story crossed my 

desk It was wntlen by a young man 
who was really inspired My partner and 
I were disturbed that so many teenage 
films in this country are so frivolous and 
silly. We felt that this script really dealt 

with the issues ot teenagers. Being an 
individual, an adult Getting away front 
your parents Getting trapped in your 
peer group Trying to figure Out what is 
right, what is wrong 

One girl knows the right thing to do 
She tries to make the phone call bti 
hangs up She doesnt have the cour-

age. The kid who finds the courage Is 
the most unlike!y in our minds, he hates 
authority, lie smokes dope But lie 
emerges as the hero in the end 

Did the message come across? The 
critics apprecialed it. but a lot of people 
found the film profoundly depressing 
because of what it says abouLt the ad
olescent population Ir this country. 
After a simnilar inciderl in Boston. video 
rental figures went way up The film 
conrinues to circulale through the vI
deotape market 

What Is Best? 
Our most recent ilm, Our Immediate 
Family, also deals with morality. It is 
about the relationship of an infertile 
couple with a pregnant young woman 
whose child they are planning to adopL 
The adopting parents are rich, the birth 
mother and :ather are riot What's right 
for the child? For the Dirth mother? Who 
would be the better parents' Clearly it 
doesn't boil down to rich or poor

We discovered when the film was al
most finished that the s:oryrne night 
inadvertenlly be saying that pregnar)l 
teenage gins should give iirth to their 

babies and give them tp to some rich 
whil woman Since it was not or Iinternt 
to give an anti-abortion message, we 
added a few hnes 
Birth Mother: 
You think that womnen who have
it uorlioris ar e dv 

ortino s arc had'r 
Adopting Mother: 
Well, no. we don I lhink they are bad 

Birth Mother:
 
Do you over think of having an
 
abortion'?
 

Adopting Mother: (nervously) 
Well, I In trying to qet pregnant 

My partner and I are viewed as peg
tile who do tough projects Executives 
always say. Oh. what are you going to 
do next? When we tell them. hoping 
they'll give us money they just say, 
'Oh. interesting 

It's a str iggle But we feel lucky to 
have made the filrms we've made M 

I h
 
wools oh mr UUL; tilm teachor
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FIllProducerBornt II we don't speak, we have to work very 
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' really good format for delivering social 
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FILMS FOR 
DEVELOPMENT 
Making educational films isa uxury that 
nt many developing countries can af-
ford. There is a real need in the devel-
oping world to produce good educa-
tional material for local consumption 
Most educational health-related films 
come from the US or Europe. They may 
not be culttrally appropriate, hut they 
are cheaper 

My wife. Louise, and I are complete
filmmakers. We supervise all aspects of 

9 Provide training to local emerging or 
established filmmakers. 
- Demonstrate that you can make a 
good film cheaply, ifyou know the tech-

Working with local talent can be ex
citing, and even difticult. but it is deli-
nitely rewarding. While we are teachingtechnical sknlls, we are earning from 

our colleagues how to communicate na cultural context that is foreign to in 
When we produce fhils inlanguages
Wednt searode films inlangugery 

a The dramatic approach is more flex-
ible. 

Sensitive subjects such as family 
planning that might never be talked 
about in Indian villages can be ac-
ceptable when dramatized and shown 
in cinema halls 

feature film industry in Asia isflourishing. Feature films for cinema 
can reach many more people


developing countries than TVs, videos 
or projectors which are not widely avail-
able in homes and schools 
"The" Literacy Film of Bangladesh 
In 1982, the Ministry of Education of 
Bangladesh wanted a documentary for 
mass distribution to encourage youiLg 
adults to become involved in informal 
literacy programs The film industry in 
Bangladesh was phenomenal, 
hundreds of theaters across the coun-
try with young people, often II poor 
sectors, crowding in four or five shows 
per day. 

We decided that wt, wanted to make 
a film to distribute in cinema halls. 

production. Our major oblectives are to: something that would appeal to our au
* Produce developmental material for dience, a Bombay style film. We hired 
local use a commercial producer-director who 

was able to secure big-name stars and 
a music director who would guarantee 
public interest in the film even before it 
was made. 
The Dawn of Bor Holo Dor Kholo 
Working with the commercial people 
and the Ministry of Health, we devel
oped a very dramatic script about the 
trials and tribulations faced by a com
mc, Bangladeshi in his efforts to be
come literate A simple story full of
Bombay masala gimmicks with villains,heroes, heroines, song and dance A 

story with carefully considered mesw t ill y
sagessages about ilhleracy 

We called the film Bor Ho/c Dor Kholo 
(It's Dawn, Open Your Door) It was a 
huge success. It was shown in cinema 
halls and mohile film units Itwas shownon national TV twice the first year-
which is unheard of and itis still being 
shown every international literacy day. 
I iits first two years, 10 million Bang

ladcshis saw the film Bor Hol Dor 
Kholo led to the development of two 
more sequels deal-ng with famiiy plan
ning and a third sequel on oral rehy
dration with the same character and 
location 
Maintaining the Balance 
The main challenge we face makingdevelopment films is how to combine 
or synthesize education and entertain
ment Our films are supported by na
tional or internaional development 
agencies who want educational materials At the same time, the commercial 
people with whom we make the films 
complain of too much propaganda, too 
much dialogue, not enough entertain
ment. And we are sornewhere in be
tween We want to make films that arc 
informativ? and yet hold people's at
tention The balance is tricky It is a 
challenge, and we have been fortunate. 
Our latest film, Consequences, dealing 
with teenage pregnancy, is on its way 
to becoming the most widely-distrib
ted African film ever made M 
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From Taboo to Teen Pregnancy 
Young people between the ages of 15 
and 30 represent 30 percent of Mexico's 
population of 25 million people. During 
the past 25 years, Mexico has witnessed 
a series of changes regarding attitudes 
toward sex and sexual practices The old 
taboos have given way to a dramatic rise 
in pregnancy among teenagers Young 
people are exposed to information that 
enables them to grasp the true, global
meaning of sexual relations for both in

dividuals and couples Although Mexi-
can TV has largely avoided the issue, hu-
man sexuality, the subject is dealt with 
extensively inthe movies and in home 
videos, 

Our strategy focusses on reaching 
y.tlfc
oug peolegywocusesexuallyeactive
you.ang peple hoarildens exy atem 
and able to bear children to offer them 
guidance in matters of sexua, resp 
sibility The movies and TV programs
are intended to address: 

Malened roles in the work-

place, the double standard and mach-
0 Stages of sexuality--adolescence, 

ProducedaiIcitinpictltl menopause, etc)l(tl#',' 

)iilli-Serif,rW"l(0ihlsoti) 

operas (isP'arto 
COmluinication,rtletl,t' 

O/.v.icos.filmil'r 
plaii)i rr, rfni 


MOVIES, TV, AND MEXICAN 
FAMILY PLANNERS 

The Family Planning Executive Project 
in Mexico decided to do a commercial 
movie and a TV series as part of its new 
family planning strategy. Our approach 
is holistic in that we are backing the 
high tech visual media with print ma-
terials and interpersonal communica-
tion activities. 

We especially wanted to reach young 
people. Movies and TV were the media 
chosen because they are entertaining 
and they attract large numbers of 
young people, and because they are 
known for their potential in influencing 
human behavior, 

o 	 Family building and cohesiveness. 
Unwanted pregnancies among 

young people. 
Efforts had to be made so the Mex-

ican public, which is not accustomed 
to receiving information on sexuality, 
would accept the messages. The
scripts were developed by a group
consisting of creative people- --produc-

ers and scriptwriters---and experts in 
the field of health and family planning. 

Let's Try It Again, a Comedy 
The feature-length film is a comedy that 
takes place over a two year period and 
features a young couple who are una
ble to have a baby. Called Let's Try It 
Again (Va de Nuez), the plot incorpo
rates themes on planning the right time 
to have a baby, communication be
tween partners, value systems regard
ing parenthood, unprotected sexual re
lations, and support from family 
members Real human beings waiver 
between right and wrong. Young peo

pie overcome their own conflicts, rather 
than through the imposition of adult 
standards. 

Judging by positive responses from 
critics and repeated showings of the 
movie, Let's Try It Again has not only 
been well-received and amusing but it 
also tends to promote communication 
among young couples 
Polite Society, a TV Sitcom 
Situation comedy is a good format for 
part raying touchy topics Each series of 
the 26 half-hour programs has itsown
 

t alh rogramshas its own 
characl ers and feaTure situations tha oc

cir frequently in Mexican society 
isThe main character of Polite Society 
Is a knowledgeable, sensitive and understanding physician---a perfect role 
model. The plots focus on his relation
ship with his patients, fellow physicians 
and their wives. Tre action conveys to

wiivs 
the audience a series nf positive values. 
Equality of the sexes Friendship 
Healthy relationships between part
ners Fami!y planning 
A Joint Effort 
Both the feature film and the TV series 
were joint productions. The Mexican 
Ministry of Health coordinated the proj
ect and provided technical assistance 
along with United Nations Population 
Fund (UNFPA) financial support Pri
vate producers supported 30 percent
of the feature film and 50 percent of the 
TV series. U 
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INDIA 

They say actors are born. And so I 
chose to be an actor. 

that the family planning messages were 
more subtle. We had positive and neg-
ative characters, We did not preach 
The people decided who they would 
identify with. 

The series suddenly became a suc-
cess. Immensely popular! For the first 
time, it was talked about nationally. We 
got thousands of letters I got 25 or 30 
each day. Hum Log did so well that 
another educational soap opera. Bu-
niyaad, was developed that dealt with 
changing morality and values 

Film in the Indian Context 
The film industry in India is very big 
Thousands of films in different lan-guages are produced each year -lights, the camera movement 

Then came Hum Log, the first soapqensinacare musicals with five or six song serepayTe 

cluding the main language. The lan-
guagein India changes abou every 15 

miles. Twepty stales Many languagce 
Many cullures Local levels Upper
levels. 

All films are basically social films 
Successful films are tnose that are en
fertaining, films in which planned social 
messages are put across in a very sub
tie manner People work hard all dlay 
They want to be entertained in the cin
ema halls to relieve the pressures of life.They don't want to be told, 'Look, 
you're wrong." Or. "This is what you 

need to do!" 
The majority of feature films in India 

opera in India. brought about through 
the inspiring methodology of Miguel Sa-
bido and the efforts of David Poindexter 
who was instrumental in premiering the 
soap opera in India. 

Hum Log really ref ected the Indian 
lifestyle, so much that people confused 
me with the character I portrayed, a 
happy-go-lucky boy who wanted to 
make a fast buck. People said things 
to me like, "Look. take it easy ' 'What 
is the hurry? You can take all the time 
in the world." "Why did your father drink 
so much?" 

The first 30 episodes were designed 
with family planning messages People 
said, "We don't want to be preached 
to." and the storyline was modified so 

quences in each screenplay The 
songs are usually dubbed in by profes
sional singers and often become hitsthat are frequently recquested on radio 

programs Social messages are some
times included in the songs. In fact a 
trend toward scngs about drug abuseand other social problems is Lunderway 

Actors Become Role Models 
for Society 
Actors are in the hands of the director 
or scnptwriter Actors have very little 
direct control over the decision of 
whether or not to include educational 
themes in films. Once that decision has 
been made. though, actors are crucial 
in depicting the changes in behavior 
that the viewing audience is expected 

to make. Actors also become role 
models for society whether they like it 
or not. In India. the personal lives of 
Bombay stars are reported in detail by 
the mass media, and the public thus 
discovers intimate facts about these fa
mous individuals. 

My job as an actor is to keep my eyes 
and ears open, to observe what is 
going on around me, and to understand 
the character I am portraying. I have to 
know how a character fits into society 
and how it fits with the other characters 
in the script. I have to know my lines I 

have to ne aware of everything, the 
props the technical equipment, the 

It's awonderful feeling to be an actor. 
It is a process of constant learning In 

just one ifetime I get to be so many 
people, to do things that some people 
can only dream of doing . 
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A CONTINENT UNDER 
DEVELOPMENT 

Many Needs Competing 
for Limited Resources 
Population growth is lust one of many 
problems that hinder development in 
Africa. Africa needs to become efficient 
in the 	 production and distribution of 
food. Nutrition is basic to developmentsifood Nutriion ias to eeloednt 
since people have to be well fed in or-cent audio-literate, we must keep in 
der to thrive, Yet food production, in 
Africa, must compete for limited budg-
etary resources with other develop
mental needs--manpower and indus-
trial growth, education and public 
health services. 

There is a great drama taking place 
on the African continent Its actors in-
clude malaria, sleeping sickness, su-
perstition, tradition, and tropical pol-
tics. The role of public health cannot be 
divorced from this drama. 
Public Health: 
Working Against Great Odds 
Into this scenario has beeii thrown 
AIDS, The worst possible monkey-

.tllk')'jir l-(// jl-l.\'ijl )riti wrench! A disease with enormous po-
trflinUi piL,'ra l ' 
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tential to hinder development in Africa. 
How to inlbit its spread? 

The traditional public health ap-
proach to this problem has been edu-
cation as early as possible and trainingpublic health professionals The pri-
mary health care approach is to em-
phasize community-based care, edu-
cation, and prevention. 
An African Enter-Educate Tradition 
Another approach would be to refor-

mulate an African tradition into a mod-
ern context--entertainment-education 
For thousands of years, Africans have 
passed on skills and knowledge from 

the next throughI'earhl'll,[] dti,((Ill(/ orne generation tofl'U'UiL/WU'lics ccidne gnertionto 
lI / ii'r (rt,1tiill. singing, storytelling and puppetry. 

Even political parties use this type of 
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communication in election campaigns.
Enter-education. thus, is indigenous 

to Africa. It is a tradition we can update 
not only to facilitate development but 
also to help solve modern problems 
such as the spread of AIDS. 

Popular music could be a particularly 
effective tool to pass on social messages. Although Africans are 100 per

hatanyntertainment medimind that any entertainment mediumn 
must be: 

* Appropriate 
* Affordable 
0 Sustainable 
In a continent where there are often not 
enough radios or TVs, where there are 
so many languages, where there may 
be problems of government control, a 
"We Are The World" approach to fa
mine would not be appropriate, sus
tainable or cost-effective. 

Using Humor to Encourage People 
to Care for Themselves 
One appropriate, affordable and sus
tainable approach for Africa is humor. 
Humor can be a powerful educational 
tool. It can exploit the traditions of en
tertainrnent in every culture to get pub
lic healtn messages across. This ap
proach is ,low being used in pamphletsand spots in Africa to raise awareness 
about AIDS. Here are but a few 
examples: 
* On Building Up the Immune System. 
We are all taught that to resist disease, 
we must eat well and get plenty of rest 
A ittle girl takes advantage of this 
knowledge "Ican't do the dishes.' she 
says. "I worked hard in school. I am 
very tired. I am in danger of losing my 
immunity."On Immunity from AIDS. A suave 

Ran claims he cannot have AIDS--- he 
is a star lie is a rich man. A, young 
woman bu,ieves she is too pretty to 
have AIDS 
* On Using a Condom (or "Gumboot" 
in 	the vernacular) "Ifyou love me, you

he persists. At last she says, 
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"Okay, if you get a gumboot." The fel
low returns with a brand new pair of 
gumboots on his feet. She is furious. It 
is no go. 

Leaving Behind the Prescriptive 
Approach to Listen to People's 
Real Needs 
Entertainment-education moves away, 
as I believe it should, from the medical 
doctor approach, the prescriptive ap
proach that implies, "I know exactly 
what you want, how you want it, and 
when you want it. I am going to tell you 
how to do it and when to do it." 

We need to listen: to put our ears to 
the ground and observe. We need to 
shape entertainment-education into a 
coherent technology or strategy. 

Establishing an Enter-Educate 
Methodology... 
Just a few years age computers were 
a thing of the rich Now, two-year olds 
are playing with them. A new science 
has developed which affects our every-
day lives. It is called informatics. We 
can't even fly from here back to our 
countries without computers. 

Correspondence education has 
been around for centuries, but it is now 
cont 
Why should not entertainment-edu-

cation become m "e scientific? When I 
look at the brains ar saientf assembled 

. , 

here, I feel assured that entertainment-
education can be developed into a su-
perb field of activity that can be har-
nessed to change the world 

While we have not invented the strat-
egy of entertainment-education, our 
task is to make it into a coherent body 
of knowledge, a technology, and a 
profession. 

To Improve the Quality of Life 
for All People 
How do you change people's attitudes 
toward family planning? 

One way is through entertainment-

education Johns Hopkins, the Pnilip
pines, and Mexico have done it. For 
Africans, it is something new Let's pro
fessionalize entertainment-education 
on a global scale. Let's cooperate Let's 
form a network for enterlainment-edu
cation. Perhaps through a publication 
that is accessible and affordable to all 
members. Perhaps through an asso
ciation. Such an organization would be 
a formidabie political force to change, 
to modify, to improve, to channel polit
ical will into doing the things it should 
be doing for all people. U 
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PRINT PANEL 
From SuperMacho to Doonesbury: Role Models for Social Change 
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A FEW WORDS... 

About Being a Bureaucrat 
amnot a bureaucrat. You become a 

bureaucrat when you start thinking thatthe documents you are working with are 

more important than what is happening 
out there in the field. In Spanish, it's 
called "deactualizing " But to the people whose lives are actually affected, 
"out there" is the center. It is where 
things are happeiing. 

About Where We Started 
It's inieresting to note that a number of
people at this conference started doing 
this sort of enter-educate work in the 
early 70s. At that time. I did a program 
in Turkey for wheat farmers, a comedy 
radio show with a famous voice, the 
man who dubbed Columbo for Turkish 
TV. It was the kind of effort that was 
beginning to happen in lots of places. 
Such efforts have grown over the years
and become so sophisticated and systematic that they are now bursting in 
full glory onto the airwaves and in print
media 

About Where We're Going 
One of the questions we are dealing 
with here is what is the appropriate bal
ance between entertainment and education. We have seen examples where 
education dominates, and other ex
amples where entertainment dominates 
but an important educational feature re
mains. The panelists we are about to 
hear will no doubt give us different per

spectives on balancing entertainment 
with education. We have an editor, a
cartuonist, a correspondent, and an information designer. They present a 
wide spectrum of different approachesand citterent kinds of materials [] 
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, I 	 REPORTING TH4E AIDS 
EPIDEMIC 

During the two years spent writing Cov-
ering the Plague, I explored how media 
works in America The AIDS story of-

those who were directly affected by the 
tragedy were unwilling or unable to voice 
just how important the news was. 

As a result, it stayed out of the insti
tution, a problem of subcultures but not 
of mainstream America, which was the 

fered an ideal entry info the pursuit It rnain purview of mainstream nedia 
allowed me to understand what we jouTr
nalists do right --and flow we often do 
wrong the story I tell holds important 
lessons for journalists everywhere, and 
for all Americans who depend on the 
nation's information network. 

I fried to understand how a disease 
that affects a basically disenfranchised 
groLip -.gays, or blacks becomes a 
news itemnin a major metropolitan daly, 
a national magazine or on TV These 

Fhdito)r !.dilloriallfo media, after all, see their audiences as/I'd(1, 
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largely middle class whites, and that 
group tends to be the locus Of its news 
The Perscnal Connection 
What I ciscovered was that roost of the 
news during the first years of fhe AIDS 
epidemic (1981-1985) was a direct re-
suit of the personal experiences of in-
dividual journalists who becane con-
vnced that AIDS was important Vince 
Coppola, a Newsvweek corresPondent 
in Atlanta, got interested because his
brother was dying of AIDS Laurie Garrett, formerly with National Public Radio 

c'pidemic helped lt'amuw r/;1 (NPR). now with Newsday, began 
..
uiica 
 trkn'ahou tracking AIDS because she was re

I/hdVs'u'. porting from San Francisco and knew 

people who were dying of the disease
Behind the media Institutions thattook on AIDS as a serious news ifcm 

soon after iterupted Newsweek, NPR, 
San Francisco Cthronicle -there was al
most always a journalist who was per
sonally affected by the epider ic 

Conversely, lhe New York Times, 
America's paper of record, failed to ad
equately cover the AIDS story early on 
Why, when New York was one of the vor
texes of the crisis? Likewise, why did 
CBS, located in Manhattan consistenly 
overlook the epidemic? In boltl cases, 

The Lessons of AIDS 
We are still seeking our news sources 
almost exclusively from middle and up
per mddle class populahions and gov
ernment centers. We are not looking at 
mirority communities at blacks or 
Hispanics or the poor 

For instance, there is a tuberCulOSiS 
epidemic in Los Angeles and New York 
City The Los Angeles Times ha.,done 
two stories at this point /lie Ne w York 
Tiroes has dono on(e Until thu; crisis 
touches the newspaper editors and re
porters and the broadcasters in thesecities, if will become no more important 
than the df-ly tragedies of the poor and 
disenfranuhised everywhere even 
though epidemic illness portends dis
aster for city health facilities arid entire 
communities 

This is the lesson of the AIDS epi
demic Unfortunately. it is a lessor JOLr
nalists have yet to learn U 
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COMICS 
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Hlaiti,and Plto Rico and 
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t')Iunahin,anl for Young Men 
adrrlisin1',and is Considering the importance of this me-

[res'ntltr'
'urkhiith dium in Mexico. The Johns Hopkins 
Johns I/lI.pkin. il the University Population Communication 

dertpmelnt fmnl n'ter- Services wanted to develop an enter-
'd~icaf Lufic bunk. ~,r., educate project with comic books I 

FOR ADULTS 


A Mexican Tradition 
Comic books in the United States are for
children. Comic books in Mexico are for 

everyone, adults and children. The', are 
pervasive One and a half billion comic 
books are sold every year in Mexico 

It is impossible to walk down a street 
in Mexico or fake the subway without 
seeing somebody reading a comic 
book. There are 16.000 outlets for a 
metropolitan area of 20 million people 
Itis an enormous industry with a long-
standing tradition 

Comic books aose in Mexico at 
about the turn ol the century Comics 
were novel They were an available 
form of entertainment before radio and 
TV soap operas came into their own. 
Many people achieved and maintained 
literacy through comic books 

Mexican comic books, even in the 
40s, were thick, maybe 160 pages, and 
often featured 12 or so continuous sto-
ries. Comic books even then were pri-
marily commercial entertainment ven-
tures. Most stories were full of romance, 

nadventure, and intrigue Arid som 
comics were culturally oriented featur-
ing historical adventures or adaptations 
of classics such as Treasure Island or 
The Three Musketeers. 

Comic books have a tremendous im-
pact in Mexico. They are bought, sold,traded, and even rentee I have visited 
small towns where people go to the 
plaza on Sundays to rent comic books. 
Four or five kids will cet together, read 
one and give it back Comic books 

' 
presented to the a , in Baltimore the 
general panorama of tile comic book 
trade, and the project began to roll We 
wanted to create a comic that would 
appeal to young males, ages 14-22, 
with messages of sexual responsibility
The idea was for it to be highly enter-
taming and eventually self-sustaining 
Ithad to be able to compete in the corn
mercial market and bring in funds for 
other enter-educate projects 
The Most Appealing Hero 
The next step was to determine what 
kind of comic book would appeal to 
young men and be able to sell the so-
cial message. L. wboy heros are quite 
popular i-,Mexicc, out we couldnt have 
the hero ",dinq into a town in the Old 
West showing off an IUD or pack of 
modern contraceptves. 

So we sent a questionnaire to 60 of 
the most Important distributors in Mex-
ico to find out who would be the most 
acceptable hero-reporter, policernan, 

doctor, private detective or priest. Sev
enty percent were completed and re
turned More than [O percent of those 
who answered voted for the reporter. 

We developed a 30-page pilot epi
sode with a newspaper reporter hero He 
is young. He is brave. He is daring. He 
saves children He de,;ids AIDS vic
tims. 
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Pretest Surprises 
an confirmtons 
Pretesting confrmed that the respond
ent unrtd theumessages AIDS 
Is not contracted casually and AIDS 
victims are not to be feared 

We also discovered that people 
didn't like the reporter's name. Benito 
Plata They thought the diminutive. "ito" 
belittled the character's hero status Sowe changed thle name pretested 

again, and found the new name, Marlin 
Plata,agrceable to the target audience
In Mexico, comic bouks are based 

on real charac er reo lih aniasy 
characters. There are no httleanlmals
 
talking or superheroes flying arounddoing superhuman deeds The themes 
covered by the series include AIDS, 
compulsive gambling. teenage prost
tution, drug abuse, urban teenage de
linquency, and the kidnapping of Mex
ican babies for sale in the US to falianes 
who are unable to have children 

Martin Plata will be on the stands 
soon We look forward o a long run for 
this enter-educate hero competing in 
the cornmercial market Who knows, 
maybe hell even make it to the silver 
screen U 
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ment or compensation. One woman 
mentioned that a lot of movie stars had 
done films in the area-John Wayne,
Susan Hayward, and Gary Cooper

I was encouraged by our editors to 
follow up on the story We tracked 220 
people, mostly members of various 
unions whose medical histories, treat
ments and death certificates were 
available After a year of research and 
about $13.000 in computer tine, we 
published our evidence in a splashy.
glitzy spread. The story caught the eye 
of Senator Ted Kennedy who presented 
a paper that resulted in some limited 
treatment for the people of St George 
Arab Gold, People, and 
Public Health 

collntriblilt rJf, he' During the Marcos years, His Royal 
Associat'dl'1C', 1t\\ l'rld Highness Prince Tia Ben Abdul---do-
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PUBLIC HEALTH AND THE 
POWER OF POP JOURNALISM 

A lot of people don't take People Mag-
azine very seriously. They think of it as 
pop journalism. Entertainment journal-
ism. Yet entertainment is very powerful 

Entertainment can be used to create 
important social changes. Entertain-
ment can be used to affect the outcome 
of public health arid welfare programs 

Let me give you three instances in 
which the power of journalism, backed 
by the large Time-Warner commun-
cations network, enabled People Mag-
azine and me as a journalist to use en-
tertainment for social change. 
John Wayne and 
hn ane Cnd 

the Cancer Connection 
St. George, Utah had an unusually high 
incidence of cancer due to higny toxic 
downwinds. We did a story in October 
'79 about the city's downwind residents 
who had been unable to get either treat-

nated about $13 million of his personal 
money for public health improve-
ments- innoculations, diarrhea control, 
water treatment- in the Philippines. 
The Prince was President of the Arab 
Gold Fund for UNICEF I was sent to 
cover the story

Mrs. Marcos wanted good press. She 
wanted to be associated with a good 
cause. The presence of People Maga-
zne was powerful. Not only were we able 
to make sure that the funds were used 
for their intended purpose, but we were 
also able to check up on the progress a 
year later and during subsequent rips. 

Creating Public Awareness 
through Celebrity Interviews 
Elizabeth Taylor had tremendous back 
pain and was taking daily doses of De-
moral, Percodan, Xanex, Xantac, 
Adovan, and Tylenol with Codeine She 
was off the wagon and had to return to 
the Betty Ford Clinic for treatment of 
alcoholism She talkod )penly of tier ex-
periences in People 

Through features with celebrities, Peo-
pie Magazine is able to create an aware-
ness of problems that are important to 
the public Celebrities such as Elizabeth 
Taylor can draw attention to problems of 
drug abuse and alcoholism that ordinary 
people identify with U 
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THE ART AND SCIENCE OF 
INFORMATION DESIGN 

Do Comics Work? 
When we were a fledgling company, I 
was asked to participate in a Venereal 
Disease Day at Union Square in San 
Francisco Many people were congre
gated around several tables of various 
kinds of print materials I had brought
three boxes of comics to display and 
distribute I had barely opened one box
when the comics attracted the attention 
of a few people Within minutes all 
three boxes of comics were gone and 
everyone in the square was reading, 
laughing and relating to the comic 
books The incident was picked up and 
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reported by a local columnist. Comics 
do work. 

What we can do with comics is present 
sensitive, emotionally charged inforrna-
tion ina way that is acceptable and un 
derstandable For example, information 
about impotence and infertility We cal 
use powerful imagery to get at the pain 
and isolation that at ents encounter We 
can combine feeling and erotion wi~th 
informational components 

Don't Read the Text 
We use colorful design irnages to tell a 
story The imrages, headings ano can 
tions carry the message We do not rely 
on the body copy to carry tlhe message 
If you Just read the Visual images. you 
do not have to read the text 

Read the Market 
We balance health information arid en-
tertainmenit to make health concepts 
accessible and understandable We 
areswervery careful to understand arid an-the perceied needs 	of our mar-

ket We cover many topics Contracep-ketn pregnancy diseases, sexually 
lransmted de seases,ard now AIDS 

This business requires a doctor, hos-
pital, clinic or HMO to buy the product 
and give it away At first our comic de-
signs were not P,,gh on their perceived 

9 

-

list of valued information But we went 
ahead anyway, Advertising helped. We 
are a market-driven company. We have 
tound that we must be profitable to con
tinue producing quality information 
The AIDS Market: 
In and Out of the Bedroom 

AIDS was a major challenge to our com
pany When we started our book!et AIDS 
was perceived only as a gay disease 
Heterosexuals did not 	 relate to it When 
we were ready to market the book six 
months later. AIDS had received enough 
media coverage to become an accept
able heterosexual social issue as well 
Our prinary market 	 was corporations 
rather than health care professionals We 
sold millions of copies 

What about safe sex? What about 
changing behavwor? We did another 
AIDS book to give people tools to 
change their behavior We couldn't sell 
t Corporations had 	become comfort-able with the idea of raising awareness 

about AIDS, but they were not yet com-fortable with the dua of going into the 
bedroom to show people how to avoid 

contracting or spreading it 
Women and Their Doctors 

I personally believe that women cre-
ated the industry of pathent information 

By the early 70s women were no longer 
willing to listen to doctors preaching to 
them Women insisted upon knowing 
about their bodies and literally drove 
the industry to be responsivq to their 
demand for information 

Doctors in our books do not preach.
They educate They share mystifying Ili-

formation with the public Now a woman 
who has been suffering in silence canbegin to understand what is happening 

to her body 
Helping Doctors Help Patients p 
We make the doctor's lob of commu-
nicatng with the patient easier We ed-
ucate both doctor and patent 
* Strong graphics can show doctors 
who have never actuaily seen a case 
of endometniosis a realistic picture of 
exactly what it looks like 

O 

9 We can show a database graphic oflaser physics so that opthalmologists 

can explain laser eye surgery to theirpatients, as well as understand it them
selves 

e We designed a Back Owners Manual 
that saves time for busy orthopedic sur
geons who do not have enough time toexplain in detail to their patients the key
concepts of exercising and mproving 

abdominal muscles to avoid back pain. 

A Call for Talent 
We are now producing about 50 prod
ucts a yea;. The demand is so great, 
we could be producing about 5.000 a 
year The b:ggest limitation to our
growth in this enter-educate market is 

that we do not have enough designers. 
writers, art directors, or editorial direc
tors to produce the products They 
come to us either from the informationside or from the entertainment side, and 
we have to train them in the areas they 
are missing

It is very exciting to be part of this 
enter-educate program I believe in this 
complex world we live in that all of us 
who are involved ii enter-education are 
making a difference I know that I want 
to And I believe that we are U 
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RESEARCH PANEL Is Anybody Listening?
 

zl:[.
iizil j;t =k j ,l Tt.- VALiDATING ENTERTAINMENT 7. Sustained Change. Do people
FOR SOCIAL CHANGE continue the new behavior or do theylapse back into their old ways? 

Us e i erarhhyo f way sWhat every policymaker wants to know 
is: What good is it to do all these en- Using the Hierarchy of Effects 
tertaining and educational projects? A way to measure the bottom line ef-
What good is your radio soap opera fects s through point-ot-referral moni
doing? What effect is it having? toring in which information is gathered 

We have to be able to provide the about whether clients have come to a 
answer. service facility as a result of a particular 

One way of trying to make sense out communicai:on activity such as a TV or 
of some ot our remarks is through a radio spot. Point-of-referral monitoring 
hierarchyof effects. This hierarchy, as was used, toi instance, in the Tatiana 
described by Professor William Mc- and Johnny project in Mexico Point-of-
Guire and others, consists of about reterral data v,ere also used to evaluate 
seven main effects that we measure in the communi:ation activities ot a Johns 
order. You can't get through to the sev- Hopkins-sponsored television program 
enth effect until you've gone through in Nigeria. 

"lter I.,.\tAnienhe the first six effects. This is the order Hum Log and the Hierarchy
lq'iu/,sui: .,Anller 1. Exposure. What audience are we In India, we used the hierarchy of et

.ScIin,/r reaching? TV ratings are an example of fects to evaluate the television soap op
(i'llll,elli'al'iI, ,i'1,rlta measure of exposure. era, Hum Log. We found that 90 or 95 

o)j.ilftberl (.CalI(rliia .: 2. Awareness. Do those individuals percent of those who had TV sets had 
world leader inf1ttillm who have been exposed to the topic been exposed to Hurn Log. A very large 

plwhjillitjin/ , ioilhIielrfll ij 1. understand, or at least recognize, what percent of those people--70 or 80 per-
Dr Ro, ers is knmo-'n fr /i the topic isAudience surveys are often cent-knew what the message was 
tbeolloil theit' (s1illqf, used to measure awareness about They were informed Some of 

illnolrali tltafl ,idd d 3. Knowledge. Does the audience them were persuaded, and 1 or 2 perg. 


Inlil, grdtltdnts ill understand the message that we are cent actually changed their behavior. 
COl~tillilillWtll #'oe"trying to convey? These findings are typical of most. O 1): 

hmsfrmflte'ns , h~ldi4 Persuasion. Do people form or mass communication interventions. Ofthe many people who are exposed to 
Org, ali l,and bostilH the, change their attitude as a result of ex- tem n e pew oaeep sdt' posure to the message? a message, relatively few actually
hfer-Eduicate Cfr,-elce. pueohmsechange their behavior. 

5. Intention. Do j.,"ople say they in- These are the kinds of evaluation 
tend to change fnrcr iehavior? studies we conduct in order to answer 
6. Change in Behavior. Do people the questions of policyrrakers. The 
actually change their behavior (i.e., do people on our research panel will talk 
something different as a result of our about how they try to find answers to 
messages)? This effect is often meas- these questions. N 
ured through point-of-referral data. 

FRII)A\ l\II 31, 1989 
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*hand, controversial issues can make 
advertisers nervous, 

Social Issues and Advertising
-in the early 1970s, many so-
Beginning in to a r in70sme-
cial issues began to appear in prime-
time entertainment programming to at- 

tract the young, urban audiences that 
advertisers wanted most to reach. So-
cial and political issues are often used 

to hype the ratings 
Advertisers think of programming as 

an "environment" for advertising mes-
sages Programming. therefore, cannot 
be so controversial that there is a neg-
ative rub-off on advertisers The bottom 
line is that they might lose salts 
e Advertisers recently withdrew from a 

I'nt/'s'riilFqin mid popular series, Married with Children,
T/it' ,tt',: 1m t , ,:trqin response to letters from a housewife 
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.srciali.1 t illo/ili. 
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THE PRINCIPAL STORYTELLER 
IN AMERICA 

Prime-time television is the principal 
storyteller in the US 

To tell stories, television programs 
constantly draw material from contem-
porary American life. In many ways, tel-
evision is an ideal medium for educat-
ing Americans about social issues. It is 
ingaiv n I SPOPI1persuasive and it is powerful 

Advertising and American TV 
The most important feature of Arnerican 
TV is that it is a vehicle for advertising 
messages Advertising pays for pro-
gramming. Programming has to be de-
signed to carry commercial messages 

Social issues are in a curious posi-
tion. On the one hand, social and po-
litical issues are needed to attract au-
diences for advertisers. On the other 

oiinD eto lh 
in Detroit. 

e Pressure from the religious right has

resulted in nervous advertisers with-

drawing from popular programs such 
as Saturday Night Live and Heartbeat 

There is a delicae balance inthe way 
that social and political issues are 
treated in programming They are del-
initely needed, but they have to be 
treated carefully 
Alcohol and Abortion: 
Different Treatments 

wo issues that have been incorpo-
rated into prime-time programming are 

and abortion The differentaortonalcohol alcool nd he dffeentwhere, at the time of the broadcast, 

paign istypically softsell and minimal in 
its approach to tne subject. Itdoe.;n't ask 
a great deal of the producers, on'y for a 
scene a line of dialogue, or a reference 
to designated driving The idea is that 
repetition of the message will subtly af
tect people's attitudes and behavior. 

e capain a reviona 
Te coveagn has een lauded 

T escvrg n a enlue 
as an important effort in the use of enter
tainment programming to educate the 
public, but we do not know whether it has 
been effective Ithas not been evaluated 
A representative of the Harvard School 
of Public Health informed me that a plan 
for testing the campaign's effectiveness 
is now being designed 

There is a lot of debate about how ef
fective this type of campaign is Televi

sion uses up issues very quickly What is 
trendy this year may not be next year 
The problem for the people involved in
the project is how to keep the issue alive. 

Abortion: An Explosive Issue 
The issue of abortion, unlike that of al
cohol abuse, has been highly political 
and explosive This can create a prob
lem for prime-time TV 

The first time abortion was dealt with 
in a substantive way was in a 1972 ep
isode of Maude The 47-year-old her
oine, pregnant by accident, made the 
difficult decison o have an aborthon 
The characters ived n New York 
Tecaatr ie nNwYr 

ways in which prime-time TV has dealt 
with these two issues is revealing Al-
cohol abuse is not controversial There 
aren't too many people in favor of al-
cohol abuse The subject of abortion. 
however, is highly controversial in 
American society. 
Alcohol: Dramatic, not 

Controversial 
Alcohol abuse is one of those issues 
that lends itself well to dramatic enter-
tainment television programming 

Over the years a number of efforts 
have been made to incorporate alcohol 
abuse into programming. A recent cam-
paign involved the Harvard School of 
Public Health in a high-profile "desig-
nated driver" promotion. This campaign 

at h olbe le fodast 
whi adtheySupeme Cor a not 

edeide onre s W ad 
yet decided on Roe vs Wade 

There was huge protest thea from 
Catholic Church which included pick
eting, advertising boycotts, pressure 
on TV stations and a massive letter writing carripaign The protesters also filed 

a complaint with the Federal Commu
nication Commission. As a conse
quence, when the show was re-run the 
following summer, all of the sponsors 
dropped out, arid more than 25 percent 
of the affiliated stations in the CBS net
work opted not to carry the show 

The effect was chilling For a number 
of years, the entertainment media simply 
didn't deal with abortion Now, abortion 
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is only occasionally incorporated into I,_2 . :Fj _, .4,, ;I 
programs. When it is, it is done so very 
carefully, using a policy of balance. 

Disarming Protest: 
The Policy of Balance 
The policy of "balance" has become 


The olic of"balnce"hasbecoe .ceive 

very important in the treatment of con
troversial issues in prime-time enter-
tainment television. The balance is de-
signed to protect the advertisers, the 
affiliates, and th, networks themselves 
who feel really vulnerable in the midst 
of controversy. This policy also serves 
to avoid alienating viewers who might 


get something out of tf,e program. Bal-
ance is designed to disarm and 
proempt possible protests.re t w s ishow'sThe way itworks is that no program 

on the networks can advocate a point 
of view or take a position on anything. 
If the program includes one side of a 
controversial issue, it must also give 
time to the opposing view. 

A scene from a 1985 Cagney & La
cey episode illustrates the policy of bal-
ance. While the episode favors a pro-
choice position, the network and the 
producers went out of their way to make 
sure the right-to-life point of view was 
included in the program To do this, 
they wrote in a strong character who 
was a right-tc-life advocate and gave 
her specific lines of dialogue that would 
promote her point of view 

We Still Need to Know 
Social issues will continue to be a part 
of the programming in prime-time tel-
evision There will be more groups ap-
proaching Hollywood to get their issues 
into programs Programming will con-
tinue to be shaped by the imperatives 
and constraints of our commercial sys-
tem We still need to know more about 
the process by which these issues are 
injected into programs And we need 
to further understand their impact on 
1l-,'
television viewer. * 

cs.,'v,, 0()ii't
/"I' /"ltdill 
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STORYTELLING AND THE 
AUDIENCE 

At the core of human culture is story-
telling, music, and pictorial represen-
tation to present vital information, val-
ues, and ideas. 
There Can Be No Story... 
The storytelling of Elaine Perkins has 
been an inspiration to me. I overheard 

Elaine Perkins say in an interview 
"There is no writing without the audi-
ence " If you really want to communi-
cafe to people, you must understand 
who those people are There can be no 
story without the audience 

Elaine Perkins is the author of Nase-
berry Street, a successful radio soap 
opera in Jamaica that presents proto-
types of average people who live on an 
urban street in Jamaica One indicator 
of the show's uccess is that there is a 
big audience 

Without the Audience 
Lots of people listen to the show Dr 
Carl Stone of the University of the West 
Indies found that 75 percent of the 
2,000 respondents in his survey ac-

tually listened to the show. Eighty-two 
percent of underclass urban women, 
part of the target audience, listened 
More females listened to the show than 
males It is noteworthy that the females 
were also more likely than males to per

the educational points about tam-

The 
The relative success of the show can 

be determined qualitatively as well as 
by the number of people who listen. 
Naseberry Street has received contin
uous public and private sector support. 
Since its second year of broadcast, the 

program has been self sLfficient Ad
vertisers have even taken the names of 
Naseberry Street characters. Thestars are lured to overseas produtoroueadth rgarispr
 
dcIItion houses, and the programn ispirated to Jamaicars liing in Great Brt
an, Canada, and the US People from 
other Caribbean countries are asking 
about the show, and scholars are be

ginning to look at it 

The Charm of Scattershot 
One interesting characler in the show 
from the standpoint of popular culture 
is Scattershot Scattershol moves 
around the island from one woman to 
another and has, therefore many chlI
dren, a number of baby mnotners.' 
Scattershot adds an element of c,)nflct 
and controversy and keeps the show 
interesting 

According to a survey done by a Ja
maican marketing service. Scattershot 
is the favorite character Yet he Is 
clearly a negaive character 
Should Scattershot Change? 

When Dr Stone asked audiences 
whitersh e ct ter a re 
resposble an 77 percent of mrddle 
clsonsid Yercent onlyd18 
class women said Yes Bil Only 18
 
percent of the unemployed underclass 
women said Yes The other 82 per
cent of unorclass wOrren respondents
said, "No itwi ruin the story And 
most of the male r[s1(umidemt, said they 
liked Scatershot 

Do they like Scaft crhol b(cause 
he s interesting or as someone to em-
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uia.te? In order to prevent audience 
identification with negative role models, 
the negative role models should be 
punished, according to social learning 
theory, and the positive role models 
should be rewarded. 

Making Sense Out of Our World 
We still have a lot to learn. Number one 
on my research agenda is exploring 
how people make sense of their world. 
How do people utilize the intormalion I 
we bombard them with? There are 
many complexities we need to explore I1resident, Itittitli r 
We need to look at and understand the ('ommnicao Rta'Cxrcb, 
multiplicity of channels that people get ll' r Ic:ld t'i'U/hU it(/ 
information from and how they are in- i 'theli/anel d f.to/in 
fluenced. M .lusic.fin' , ' )ith ' 

I'vcple !rliect. 

EVALUATING ENTER-EDUCATE 
PROGRAMS IN MEXICO 

Tatiana and Johnny: 
t 	 a Commercial Success 

A hit song in Mexico City is played on 
the radio five to seven times a day. 
"Cuando Estemos Juntos" was played 
13 to 15 times a day from January 
through April 1986 and averaged about 
10 plays a day for the next 10 months. 
"Detente," the campaign's second 
song, was also played six to seven 
times a day for approximately nine 
months. Both songs were continuously 
on the radio for about one year. 


Iatimnel a hAdj/r tilien' ,Mpu/ni/Mar 

StllloNrllln.l ll .lnw,'w w as/)t')p/ Ial/it'indnh' d tI'/flhflhlhil/Itt~r Ii.%/hluiI'II f)(,/'rS 

ll1111 s/'t,' tnlllbrmzl the I-,e'tll 
dllp',.ame t't illa . 

These numbers are a good measure 
of commercial success. They suggest 
that when a message and its spokes
persons are appealing to the audience, 
the media will gladly carry it. 
The Impact of the Artists... 

Tatiana and Johnny. the campaign 
spokespersons, were very popular with 
the target audience. On a seven point 
scale of different groups of males and 
ftemales, aged 13 to 15 and 16 to 19, 
Tatiara and Johnny rated a high 5.5 in 
popularity in most groups 
On the Target Audience 
In a successful project such as this. 
most 	people like the songs and even 
remember them. However, few people 

recall the social message. 
That is where audience segmenta

tion comes in. For example, in the Ta
tiana and Johnny project, the overall 
mean of a representative sample of 10 
to 19 year-olds from Mexico City, Guad
alajara, Monterrey and Juarez is not in
pressive in terms of attitude and be
havioral effects. But within the target 
audience-16 to 19 year-olds-recall 
of the songs' messages is significantly 
greater. This indicates that the songs 
have been effective. 
Immediate Responses... 
Th e res po nses 

The project's impact can also be seen 
by a content analysis of sample letters 
Several letters were receied by var
ious organizations The letters demonstated that the fans understood the 

songs' social message They wrote 
about postponing sex, waiting to be to
gether, not marrying too young, thinking about the coiisequerices of making 

love, being prepared before having 
children, and so forth A high percent
age of letter writers thought both songs 
could be used as a general guide 
And Long-Term Recall 
What happens when the project is 
over? Is it forgotten? Recall Is usually 
very high during the period the cam
paign is broadcast, and much lower 
after it is over. In the case of Tatiana 
and Johnny, recall was still high two 
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years later. In Mexico City, 85 percent 
of the people spontaneously recalled 
one or both songs. In Lima, recall was 
also high-about 75 percent. These fig-
ures verify that the songs have had a 
strong impact. 

Using National Surveys to 
Measure Behavior Changes 
The bottom line is to ascertain the im-
pact of communication campaigns at a 
societal level. Do adolescents post-
pone sex? Do people begin to use con-
traceptives? Do they seek literacy pro-
grams? Evidence of societal changes 
is what convinces policymakers to back 
programs. In developing countries, 
such evidence can usually be gathered 
only through national government 
information. 

Ver Conmigo: The Bottom Line 
To see what soc.iai changes occurred 
as a result of the soap operas of Miguel 
Sabido, which aired more than ten 
years ago. we examined Mexican gov-
ernment survey samples. We looked at 
the ratings, and we looked at what peo-
pIe did before and after the campaign 
n relation to the campaign goal. 1 

The goal of Ven Conmgo (Come With 
Me) was to encourage people to sign 
up for a national literacy program spon-
sored by the Ministry of Public EdLi-
cation Ven Connigo was broadcast in 
the time slot typical to soap operas in 
Mexico The average rating was about 
35 points, very high for Mexico. 

The bottom line is that before Ven 
Conmigo in 1975, abouf 100,090 peo-
pie had signed up for the program Dur-
ing the year the soap opera was broad-
cast, the nurnber increased to 900,000 
people, and decreased to 350,000 the 
following year. Powerful information--
the kind that persuades decisionmak-
ers that these campaigns have great 
social impact 

Acompaname: An Increase 
in Acceptors 
Acompaname, another Miguel Sabido 
soap opera, dealt with family planning. 
During fhe year ! was broadcast, the 

number of new family planning accep-
tors at the Mexican Social Security In
stitute clinics increased. 

However, these figures were not so 
easy to interpret. The increase could 
have been due to the availability of 
more health and population services.Perhaps new acceptors were simply 
ready for a change and, as a result of 
counseling, finally accepted family 
planning. But it is equally possible that 
the increase in family planning accep
tors was because of the soap operas. 
Most likely the number of family plan-
ning acceptors increased because of 
a combination of these reasons and 
others Itis methodologically difficult to 
ascertain the relative impact of each 
possible cause. 

Evaluating changes in behavior at 

the societal level is complex. As re-
searchers, we use many indicators to 
understand the impact of different pro-
grams, and we are always seeking new 
approaches to measure how well a 
campaign reaches ,,sdesignated au-
dience. 
Lessons Learned 

When the communication program is 
designed and carried out by expert 
practionrs itis more likely to achieve 
success it is mieds 
o A mass communication program 
dealing with sensitive social issues, 
such as family planning, socially vali-
dates open discussion of these Issues, 
thus making thorn part ot the everyday 
social agenda. 

0 In order for a social communication 

program to be successful (as in any
 
commercial communication efforts),
 
the relevant social services infrastruc-
ture should be prepared to satisfy the 
increased demand for services created 
by the prograrn 
QThe most crucial element in a social 

communication carripargn is an ade-

quate blend of enlertainment and social 
messages For such a campaign to be 
a social success itmust first be a com-
mercial success. 0 
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REACHING GROWING 
NUMBERS OF YOUNG PEOPLE 

In 1973, I visited the Philippines When 
I went back in 1987. I reali/ed that 4 
out of 10 people on the strels had not 

been there in1973 They f1itd iot been 
born Almost 44 percent of the Filipino 
population today ISunder tre age of 15 
And the malority of Fil)nos are! under 
age 21 
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A song becomes popular partly be
cause it reflects the way the audience 
already thinks 

In the Music for Young People Proj

ct wc tried to design Imessages that 
were relevant for younq people The lyr-

ICs deal with male feflale relationships 
and their sexual connotations n in
portan topic for young people 

What Happens When Young 
People Listen to the Songs? 
When we analyzed tiie data we wanted 
to know if people who listen to the 
songs talk about t -iern Then we wanted 
to know if the messaoies had any effect 
on whether or riot people soughlt infor 
mation. whether they were sexually ac
tive, or whether they used contracep
fives 

For the rold-term survey c."er release 
of the second song.q I Still beove 
and the crisis spots that promoted Dial 
A-Friend. we used probability sampling 
techniques instruments to il easure 
spontaneous recall 

Lea Salonga said that young people entertainment we can attract people's 0 In the sample survey of 600 young 
today don't seem as responsible and attention and achieve retention or recall people between the ages of 12 and 24 
disciptined as were older generations of the messages iniManiia 1 Still Believe was sponla 
Less responsible and less disciplined Entertainment strategies have an- neously recalled by 21 percent of the 
At a time when there are more young other advantage emotional arousal full saniple 
people than ever before Entertainment strategies can ruthze Very high'? First place Much higher 

Is Anybody Listening? emotional arousal to deiver social res- than the second place Anmrican music 

The Music for Young People campaign sages Emotional arousal is a very pow- vdeo Anything For You at 14 per
i erful compocnent it message delivery cent recall, or the third place Brish

indtfiehine knowin a tne e To achieve message relention the song. The Power of Love, with 12 per
phases product should be comprehensible cent recall Perhaps I Still Believe did 
phases simple, clear and rewarding And it so well hecausn Lea is Filipina and 
* Two popular songs and videos should fit the way the target audience young people identified with her 
* Dial-A-Friend a telephone counsel- thinks 

ing service set up to respond to young 

people s questions and problems 
* Radio and TV crisis spots that dealt 
explicitly with teenage sexuality rela
tionships and pressures to engage in . 
sex at an early age 

To find out if anybody wdS listening 
we did a pretest survey a midterm sur- ""
vey and a postlest survey 

The answer is yes They are lsteningv
 
The key elements in the evaluation
 

model are exposure attention and re
tention Through mass media we gain 
maximum message exposure Through 
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When aided recall is added to spon
taneous recall, as many as 92 percent 
recalled the song "I Still Believe." Of 
those who could recall the song and 
could remember the lyiics, some 90 
percent said that they liked the song. 
e 	 70 percent interpreted the song in 
what we considered an appropriate 

manner 
* 51 percent said that they were influ-
enced by the song 
* 44 percent said they talked about the 
song and the topic with their parents or 
with their friends. 
* 25 percent said that they did try to 
seek information about contraceptives 
as a result of hearing the song. 

We found a slight increase in recall 
of the song and the lyrics among 16
19 year-olds, ne sub-segment target 
group. We also found that young girls 
responded more readil, iothe whole 
campaign and to the songs than did 
boys Girls tended to identify more with 
the singing they remembered it more, 
and they liked it more 

Dial-A-Friend and the Crisis SootsAfter the songs and videos w 
Aftr tesngsandvidoswere

launched and their popularity was es-
tablished, we set up the counseling hot-
line, Dial-A-Friend. Then we introducedLea's c sis spots with the songs play-
ing in
the background 


At the midterm, a random survey of 
6C0 showed that: 
e 73 percent awareness of Dial-A-
Friend had been reached. 
e 60 percent of those aware of Dial-A-
Friend said they would ise it. 

* Sample of Appropriate Interpre-
tations of the Song, "IStill Be-
lieve" 
• 	Real love car wait. 

" Wait for the right time to get 
married 

o 	 Theres a right time for love 
o 	Don't decide hastily. 
"Stuoy first before getting mar-

ned 
* Don't rush into love. 
" Love can be proven without 

premarital sex.
 
" Gives a moral lesson,
 
JHUCCP& PCF Midterm Evaluation
 
(N 311)
 

171 

* 10 percent said they had called or 
tried to call. 
* 	 2 percent had gotten through 


The postlest survey showed that: 

* 87 percent were aware of Dial-A-
Friend. 
e 1 percent of those who tried to call 

got through.
We est,mated that about 149,000 

young people tried to call Dial-A-
Friend. The phones rang non-stop. We 
realized that we would not be able tosatisfy all the people who called in. Thepost-survey showed that about 13,000 

or only one percent of those who said 
they tried to call were successful inget-
ting through. 

That shows how a good campaign 
can really mobilize people to action. But 
it also shows that the information-pro
viding and service sectors may have to 
be beefed up to meet that new demand 
for help. 

One way of measuring behavioral ef
fects of communication campaigns is 
to count the number of people who re
sponded to a message. In the Lea andMenudo campaign, we can count thenumber of people who called Dial-A-
Friend. From counselor records, we 
can see that many young people re
sponded to the message because they 
had a problem related to the message 
inthe songs.
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Keeping up the Good Work 
We are trying to do a big job with one 
or two little songs and maybe a little 
counseling service We are trying to 
change culture. We tend to think that 
what we are doing is a small or tran
sitory thing. But the alternative is to give 

up. To turn it over to the competition.And the competition is all the other 

messages in entertainment media that 
emphasize what some of us may con
sider negative values. Drugs nnd sexat an early age.If we don't do anything, the compe

tition will do something. The initial cost 
of these projects may be high, but the 
effects could last a long time. A good 
song could last forever. M 
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MOVING IMAGES
 

JOHN S. I 	 PASSING ON SOCIAL 
MESSAGES 

Whether We Like it or Not... 
Everything we do in the theater has a 
social message. 

We don't always know how a social 
message isgoing to come out. Directors 
don't often know until a movie is com-
pleted what it isabout. Sometimes, mes-
sages don't come out the way we 
planned. We may be talking about family 
planning and show acouple that likes to 
have sex a lot. Arid the result might be 
that we encourage people to have kids, 
whether they want them or not. 
The Hardest Part... 

Actor I 'S 111Atin has I originally went into the theater be
uw'orked 1orldidei, cause I cared about social change, and
(I&
rllnl, andvideo. I wanted to influence society. I'm reallylie was (1)i1ted(foU happy when I'm working in a film that 

Oscar has a message with which I concur. In 
Oscarfir ihle i'lleach role, I look for the most important 

IPrlude as atlk'ar d('(IlIu1 (" human values in the character and try 
on B'oadu'a', il /ie 
movies,oilTVilt [he 

Adams F'amily, and most 
recent/ inl AtNight CourL. 

Ih Il:'tr-l:'dcwate 
Con/l'reLnc, 3ir Astin, nbo 

is a gr'duat' rlohns 
Hopkins V'niv'ersil', hosted 

the t'il,i.,' Of/Movig 
11ages,a collpos,itei'idco 

to bring them out. Even if the work itself 
does not seem to convey any social 
message, the viewer should be able to 
see what I was trying to do. 
Is Playing the Game... 
I have tried to get lots of works on the 
air that I thought conveyed important 
social messages, and I've met with lots 
of resistance. TV, especially, wants to 
sell soap, cigars, depilatory, or beer. I 

o/L'tlter-€,dllC(h'.Stf''
used to blame the system.. or the net
fe/el IsandI *1eoClips. or the studios... or materialwork ...


ism...or the government.. .or life itself.
 
Then I began to understand that there
 
was no one to blame but myself.
 

SATURDAY, AI/I.I, 1989 
F'eaturedl,ylx'aker. 

Johlln
Astin 
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And Facing up to Oneself 
As soon as I took personal responsi
bility for my work.. .for where I was inlife...for what I had done or not done in 
my career, I began to move forward in 
a constructive way. I became happier, 
and I began to improve my work. 

I recommend to anybody who is 
struggling with these forces to realize 
that it's not the other guy, it's us. Ifwe 
change ourselves to bring about some
thing of value, we will win. Otherwise, 
change is left up to fate, and that may 
not be so reliable. M 



.5AA
 

777-7

4p f g i , ' 

of i ,.&O . Vovin it e 

I Do f~ Ij Uw'O of a a 
ulberI 

CaforilI I I''j Ma/aft . 

Nbtsiin I ~ i~ Pplto 

Xfmha.o,.cs;Mtn higP 

'md diot& p II, 
Pop Persuader ~' 

jo theI Ene IIaeCnfrne r 

-~wesoporm coPWie o 

fro ar'.-; thol._on ee r t 

.1 kyVPtcmg~pn 

ndd6n'.1tm 4 gwf 



.4~ 

PUAW I' set0j, 
"t (Pi m mi. 4 * e al'Ib p s fi 

.. ,ur inatsages 



S'cre'.tal~i (k'er/. I',iuul 1 
\?ltioal fadio and 

TIle'isonU Otl4UJUiatimls 4 
LAji'ic(I'A"I:\:). fir 

l)eieahas 1o year,, (?/ 
Cavel'it'llc ill l.'h'lvisioi 

pronhuct l and /)(S eenL 
inttoh'ed ti'itb tbejlobns 

Ill)ki)s I nti' rsittr in 
planning radir) al
 
tlet' ision? pronlotion? 

tbl(igbot4fA.'ica. 

SATIRDAY, AP11. 1, 1989 

TELEVISION PANEL Instigator or Reflector?
 

A MOMENT TO REFLECT AND 
TO APPRECIATE... 

We have had the opportuniy over the 
last several beautiful days to hear many 
creatively talented individuals speak 
about their enter-educate experiences. 
It has been v( ry worthwhile for all of us. 
The ideas that have been presented in 
this conference will be very helpful to 
URTNA in planning radio and television 
programs throughout Africa 

I would like to take this opportunity 
to thank the Johns Hopkins University 
staff for taking the initiative in organiz
ing this conference The individuals on 
today's television paiel, entitled "lnsti
gator or Reflector," are in various ways
responsible for directly promoting tal
ent in the world of entertainment for so
cial change and will give us many en
lightening insights into that world. U 

Ktsave t)emcna (C., Africin Ridi -'\'Orpnizati in.S'rcg, .thuhlr 
Jcffrco :\ucrhach (l1roIuccr. t ,A) 
Elizileth Okiro (lr ducr, Nig ri;I) 
Lirrv Stew,,rt IWrdul:cr. I S\ I 
\Winifred \Whitc I V of"I TV Fmnil' IProgr;iii,. I S.\) 
Girl W'icl! (irodut.r, Egypt) 
Y,,ar Y'i,r (tn tlucer, Turkev) 
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TELEVISION AND TEENAGE 

SEXUALITY 

People often ask why I deal with teen
age sexual issues. 

Sexuality was a big part of my teen
age and college years. I grew up inFort 
Lauderdale, Florida Kids came from all 
over the country during school and col
lege breaks and jumped quickly into 
sexual situations.

Iworked at a teen disco. Every night 
at least one person would tell me, "1lust 
went to the car to fool around, and one 
thing led to another, and before I knew 
it I was undressed. I couldn't stop it." 

Those years really affected me. I de-
veloped these films as a way of doing 
something about the problem of teen 
sexuality. 
Dilemmas that Kids Handle 
Themselves 
No Means No is CBS's most recent 
school break special. The protagonist 
is a high school student who had to deal 
with his younger sister's crisis. One 
day, while their mother was away on a 
business trip, his sister came home and 
said she had been date raped by a 
senior classmate of his. It's a double 
dilemma for the brother because he 
had been pressuring his own girlfriend 
to have sex 

The live action drama format of after-
school television specials lets us deal 
with issues in a very entertaining and 
provocative way The problems are 
real. Kids can relate to them. Children 
spend a lot of time with their peers in 
and out of school. In both dramas, No 
Means No and Babies Having Babies, 
it's chiidren dealing with children. I spe-
cifically try to keep the parents out of 
the drama until the right moment when 
they can approach the situation in a 
non-preachy way. 

Kids I meet around t ' ie country seem 
to know the dramas and like to talk 
about how they were affected by them. 
The response has been fascinating and 

gratifying to me 

W n 

,tktmn lrol')',rliit'.s 
.t*Viitia "lev'islol 

-luth rill .\ ). I:lilil, 
Alambra Sita, it[t'ria 

Mrs. Okaro lrtuced I.n . 
Lighter Mit.i]. a pupu(i • 

t/rauilt st'r, in .\NIeri( 
t/a rt1/oloto's/ flill' 

/plalllit,. ('s7/ ll' has 
been distribldkIotb)/' 

Afi-ka cutlriesand asn 
bad a 's 1111i 
Aeii't aid /nihante 

THE DRAMA OF TEACHING 

* As a student inEngland, I taught my 
colleagues about Nigeria through dra
matic sketches 
• From 1964-1966. I produced edu
cational TV programs for school chI

dren using drama sketches and songs 
to summarize and reinfoice the leach
ing points. 
* As a Refugee Camp Director during 
the war, I had play sessions with chil
dren who followed me around after 
morning rounds. We learned as we 
played. 

Throughout my career, I have always
used entertainment and education to
gether 
Breaking an Old Taboo with Humor 
In A Lighter Mood was born in 1981 
when the Chief Eecutive of 

dii telb;:'2. oton in Enugu asked 

me to find a program to relieve some 
of the tension that surrounded political 
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discussions on television. The format 
consisted of a drama sketch, a weekly 
talent search, and jokes. 

The use of jokes and humor was very 
helpful four years later when In A 
Lighter Mood became a pioneer in pro-
mating family planning. Fan,:iv plan-
ning was a very sensitive issu,3. The 
subject had been taboo in Nigerian 
broadcasting 

The Johns Hopkins staff, particularly 
Jose Rimon, gave us a lot of help We 
set up an advisory committee that in
cluded medical personnel to check the 
content from a health and cultural an-
gie We held focus gr,.up discussionsand asehed fuesios abutdisc ngs
and asked questions about the things 
that concerned people about family 
planning. 
o Infidelity People feared that those 
who used family planning had license 
to do as they pleased, 
* Desire for male children Peoplethought that family planning would in-
hibit the birth of male chldren. 
h Rumors and fears Peoplelhought 
contraceptives could impair their 
health, 
h Religious beliefs People thought that 
famiy planning went against relhgous
laws 

Solid Scripts Reflecting People's 
Concerns 
The first family planning scripts we 
wrote addressed the focus group re-
sponses to these issues We pretested 
the scripts to check that the messages 
were coming across, and we took off 

BB was our key character In Pidgin 
English BB stands for Busy Body He 
was vocal in an entertaining way Not 

married, he was always into people's 
private lives making comments like, 
"Oh dear, if I werc you, I wouldn't have 
so many children. That's why you are 
always in trouble." 

We tried to contrast ideal situations 
with those that were not so good. "No 
Boy, No Show" dealt with Nigerians' 
preference for boy babies. We con
trasted one family who only wanted a 
boy with another which was quite 
happy about their firstborn baby girl. 

Messages that Work 
People watched the show. They liked 
it The mess3ges got across. 
e Of those surveyed, 61 percentwatched TV on a particular night. 
e Of those who watched TV, 51 per-

etswI ihe odcent saw In a Lighter Mood. dlIn 
a 43 percent of those who watched In 
a Lighter Mood understoud the family 
- 73 percent of those who saw In a
97pecnoftsewoawna 
Lighter Mood remembered the location 
of the family planning service clinic 

Through In A Lighter Mood. I have 
been able to reach a very wide audi-
ence I hope that range can be ex-
tended even further through enter-ed-
ucatc programs in bo. Yoruba, andHausa languages, and in Pidgin Eng-

lish for distribution in both Nigeria and 
other West African countries N 
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HOLLYWOOD GLAMOUR, 
ALCOHOL ABUSE, AND SOCIAL 
CONSCIENCE 
Hollywood has always glamorized al
cohol Gloria Swanson aways had a 

w n a d 
glass in her hand John Wayne chug
a-luggeo with the best of them MASH, 
one of the most popular TV shows of all 
time, was obsessed with drinking On 
every show a tent full of doctors was 
always drinking on 24-hour call in life 
and death situations 

Nobody Thought about 
Bad Messages until... 
A curious thing happened Complaints 
came in from the black cormunitly that 
the excessive drinking of the leading 
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character of the TV show, The Jeffer-
sons, was sending bad I'essages to 
young blacks who watched the show. 

Producer Norman Lear listened care-
fully and got some advice and guide-
lines from Drs. Breed and Defoe, two 
psychologists who had studied the ef-
fects of the media's portrayal of alcohol 
Other producers, including the pro-
ducer of MASH, heard about the guide-
lines anJ adopted them for their shows 
as well 

In 1982, several major moton picture 
stars were involved in alcohol-relaied 
accidents. Mary Martin was seriously 
injured in a car crash in which her hus- 
band and actress Janet Gainor were 
killed. Two months later Bill Holden and 

relaed icidets.The 

People Began to Wonder... 
A lot of people began to wonder if we 
weren't sending out some pretty bad 
messages to the 140 million Americans 
who watch television every week and 
to those who flock to our motion pic-
tures The Caucus of Producers, Writ-
ers, and Directors, to which I belonged, 
formulated a white paper and sent it to 
10,000 of our peers along with the 
Breed and Defoe guidelines 

We didn't say to them, "Do this!" We 
said, "If you think we're on the right 
track, join us and follow some of these 
guidelines. They may help." Peers talk-
ing to peers. 

So We Cut Back Alcohol Portrayal 
Within two years we had made an im-
pact. The Brewery Association which 
had been monitoring alcohol portrayal 
during prime time informed us that the 
use of alcohol on TV had been cut back 
by 22 hours. Dallas alone cut back al-
cohol portrayal by 70 percent.

Unites 
The Entertainment Industry UField 
to Fight Drugs and Alcohol 
In 1983, a couple of hundred produc-
ers, writers, directors, actors, musi-
clans, and some sports people banded 
together to address alcohol and drug 
addiction problems. We called our

selves the Entertainment Industry 
Council. We produced mostly PSAs for 
kids that featured celebrities with whom 
kids could identify positively 
a Stop the Madness is a rock video 
with about 60 stars. From it was spun 
a prime time CBS campaign that has 
run every night for the last three years. 
The first two years spotlighted drugs, 
now AIDS 
* Buckle Up is a seat belt program with 

a seat belt lesson plan that we distrib-

ute for free to 163 school districts 

around the country. 

0 Strive for Excellence is a literacy 

campaign that focusses on the lack of 

self-esteem that causes people to turn 

to drugs and alcohol. 


kind of message we want to get to 

writers and producers is that If you are 
going to deal with difficult issues--al-
cohol, drugs--do it in a responsible 
way. In 1982 we wrote about the diffi
culties of recovering from alcoholism 
There are no miraculous recoveries 

We're trying now to raise awareness 
about the consequences of excess. To 
encourage producers to include conse
quences for drug and alcohol abuse, 
we'd like to attach an SA to film ratings 
that points out that alcohol or drug use 
does have consequences If you have 
kids driving down the street, drinking 
beer and screaming, let them have an 
accident, give them a ticket, let them get 
grounded. Give them a consequence.


It's not that hard to do. In 1985 in the

film, The Initiation, I added a scene with 
a c 

a drunken sorority fraternity party to un
derscore the consequence of exces

sie drinking 
Entertainment and Health: 
Working with the Experts in the 

It took a few years to get the entertain
ment industry together to make inroads 
in promoting social awareness, but fi-
n w se nt 
natty we got smart Now, we tuirn to 
health professionals to advise us. We 

developed a white paper called "Let's 
Have None for the Road" to promote 
the responsible host and the desig
nated driver at Christmastime, and 
we're doing a Prom Night alcohol abuse 
campaign In June We also work with 
the National Institute of Drug Abuse. the 
Office of Substance Abuse Prevention 
and the US Highway and fraffic Safely 
Commission through grants 
The Hollywood Community: 
Just Down Home Folks 
Hollywood is a bedroom community 
in the best sense of the word Itb iade 
uP of mothers, fathers, grandparents 
We care about the audiences we servt 
and entertain I think we are beginning 
to prove t everyday through the workopoei vrdytr~htewr 
tainrnent Industry Council are doing 

and through the responses that we are 
getting from the industry II 
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* 	 T:. message that the families can talk Dropping in Non-Controversial 
about. Issues 

A number of these programs have Non-controversial social issues are
received positive critical acclaim, but much easier for commercial networks 
the ratings showed that the audiences to deal with. One of our drop-in pro
did not watch them grams, called One ioGrow On, is a 90
e The Place at the Table was about second message repeated five times 
poor children in America and the throughout Saturday morning chil
shame associated with being poor The dren's programming The format is dramessage 'asthat poverty is every- matic---kids with a problem Just as 
body's responsibility. The show re- they get to the problem, a celebrity
ceived a lot of critical acclaim. It won a comes on to stop the action. One drop-

Via, President(/'lilr. lot of awards. But the ratings weren't so in is about a four year-old girl lost in a 
IPriau ,A .\'1 . i*t, great.C" shopping center, crying The celebrity* Donahue and Kids was an upliftingisre.s/puu.isib',/ur 	 comes on and tells her what to do 'Go.%tn'' program about children with terminal to a salesperson, find a policeman who 
lr))';/jjIq c('f)r01l, (l'o-tl cancer who overcame the odds We got will help you find your mother." 
1ao[4vwntnuu cY)i lNti4lots of letters from people who were Shortly after the program was aired 

q/'o totu itillu'tpleased that the program was uplifting we gut a letter from a rUral woman 
'dowltcmtiuualms~oo's.,ad and not depressing and asked when whose four year-old son had known 
/fl'flcli/amd./tl!' .\pe/,/s we would put it on again We didn't The what to do when he got lost in an un

fl'dt audience had not been large enough(10'li''(//ifrl" familiar shopping center while visiting
c'lillieS
ti)''ll'the first time. city relatives because he had seen One 

Sneaking Social Messages to Grow On 
PULLING IN THE NUMBERS into Good Story-Telling We know we can reach children withFamily programs don't usually compete these kinds of non-controversial mes

well against programs such as Miami sages Our problem is communicatingTV Programming for a 
Culturally 	 Vice, or Dynasty. or Growing Pains controversial messages, such as teenEven though parents and teachers ask pregnancy and 	 drugs, particularly toThe goal of commercial television is to for more programming for families, children as young as five or six. What
get the largest possible audience something in the American mind click, message can you give that will not con-There is a continual conflict between and says, "If this is a family program, flict with the many cultural groups in ourwhat will attract a mass audience and it must be good for me Therefore, I am (rodntry? How do you tell a kid not towhat we think is responsible, enlight- not sure that I want to watch it " take drugs without showing hin how toening programming The biggest prob- One program that did succeed in take drugs? And how do we get adlem is that so mar.y social issues clash 
 sneaking in a social message was not vertisers to support shows that have sowith the value system of particular farn- a children's program A few years ago. cial or controversial programming? fl
flies or particular groups that are part NBC produced An Early Frost. aspecial
of the mass audiences. about a young man with AIDS. The ad-
Trying to Educate vertisers balked NBC had to mount a 
Without Scaring Pecple Away major effort to convince advertisers that 
Children may learn from television, but the show was worth putting on The cast 
they primarily turn to television for en- was well-respected and star-laden 
tertainment It is difficult to hold a chil- Gina Rowlands, Ben Gazzard, Aidan 
dren's audience above the age of five Quinn The movie was well done, and 
if they even suspect that you are trying a great deal of tirne arid research had 
to teach them something. gone into the production.

About four or five times a year NBC Commercial TV is not able to pro
airs primetime Family Specials that are gram such controversial movies that
intended for parents and children to often The time, effort and money that 
watch together The emphasis is on en- goes into them is too great
tertainment, but there is usually a social 

' I1('limlllll fil(Ill", HIC '41111c olil.vqt' t'lJ.()/lhA, ic. 	 111 iItlo.'.Jli \ lo' l dil!lltma \ Il,lt h.11/1101 slin'rdw 	 A i u1(s1t,11 Ilic 1.1c,~ lI)tllt 
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INSPIRING CH3LDREN IN THE 
MIDDLE EAST 

My background is in commercial fele-
vision. I became involved with the Ar-
abic Children's Series as part of a cre-
ative team that wanted to have a 
positive influence on Middle Eastern 
society Our goal is to produce a pro-
gram that excites children. 

We decided to create an ongoing tel-
evision series that could deal with is-
sues that are important in the Middle 

and which would involve the 
child's whole life social skills, interac-
tion within families, the impact and con-
sequences of family size, and health 
issues We wanted as well to encour-
age creativity in music and the other 
arts We wanted to deal with such is-
sues as what it is like to be hand-
icapped, how society relates to the 
handicapped, and 11he career oppor-
tunities available to the handicapped 

Tapping Top-Quality 
Commercial Resources 
One of our challenges was to create a 

storyline that would work in Egypt and 
be acceptable among the diverse cul-
tures and lifestyles that encompass 
Gulf countries and some North African 
countrie, as well We felt V-at puppets 
would allow the storyline to work across 
the ditferent Arab cultures 

A fop-quality commercial crew was a 
must, so we tapped some of the leading 
Arab artists to write and perform the 

programs and songs As we finalize the 
production of four pilot programs forpretesting, the initial response from ed-

ucators and the commercial industry in 
the Middle East has been quite positive 
Commercial Practices vs 
Social Messages 
Generally, commercial people are 
more interested in the popularity of a 
program and consequently the money 
that the program will bring in The social 
communicators, on the other hand. are 
mostly interested in getting the right so-
cial message across to cause changes 
in behavior The scenario goes some-
thing like this 
Writer/Director Team: 
Okay, ve ve got a great script It looks 
like it's going to work and be popular 
Let s shoot 
Social Communicator: 
Hold it Hold it It looks very good I really
like it but first we have to take itto our 

'le,.u lupl.a.m 1.0,,1 l-hrst'duct ln the 
6i'6cint, THEENTEErtllvllon sriFERi 
cl4entl E:irnm
0)[)rcarii 

review committee We have to get it trans
lated and sent back to the tunding or
ganizaton in the States (or wherever) to 
gel their input We'll get back to you in a 
few weeks 

By the time the script comes back, 
it's really a few months. The creative 
people are now frustrated Then, these 
professionals in their industry are usu
ally asked to change their script to lit 
the message 

At times, maybe the message would 
get across better their wa Sometimes 
creative people have a better pulse on 
society 

We need to be careful, however, to
listen to both sides and to integrate so
cial and development communication 
with entertainment 
The Three Potential Stumbling 
Blocks of Social Programming 
We found that at the start of developing 
a program, you need to expect and 
plan for at least three potential slum

bling blocks 
e More Time for Production. For example, ihe Music for Young People 

Project in Latin America took three and 
a half years from beginning to end 
From a commercial standpoint, that's a 
long time. 
* More Money. If the production is to 
compete with local and international 
productions 'hat come into our coun
tries, it must be top quality. 
* Frustrations of Creative People. A 
plan should be imade to deal with the 
frustrations inherent in the process of 
making productions socially relevant 

We are finding, however, that these 
are challenges which can be overcome 
as we continue to produce programs 
that have a positive impact on Middle 
Eastern society. II 
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MANY CHILDREN 

If there is no moral, religious or cultural 
opposition to family planning in Turkey,
why do couples who want only two chil-
dren end up having six? Couples do 
not know about modern contraceptives 
nor do they know where to go for them 

According to a 1983 survey, the av-
erage number of children desired by
Turkish couples is 2 5 The population 
of Turkey grows by one million every 
year At this rate Turkey will double its 
population in33 years putting an even 
greater strain on the country's ability to 
provide health, housing and education 
for its people 

The Turkish 'Mr. Rockefeller' 
Takes Action 
I returned to Turkey, after an eight-year 
stay in London at the request of Mr 
Vehbi Koc, Turkey's "Mr. Rockefelier." 
At age 85. Mr. Ko: decided to move 

ahead with population programs, and 
in 1985, he established the Turkish 
Family Health and Planning Foundation 
(TFHPF).

We contacted Johns Hopkins Uni

versity for technical assistance in car
rying out a multi-media communication 
campaign to promote family planning 
and male responsibility It was the first 
campaign ot its kind in Turkey. 
We Started with a Research Base... 
The project was very much research-
oriented from the start. From baseline 
surveys with about 35 focus groups, we 
were able to figure out what direction 
to go inand what audience to address. 

Wherever possible we used well
knolir(clu: toattaclpe plesn sar terst

Iknown stars to attract people's interest 
And Entertained with TV Spots... 
When we found out that TV spots would 
reach lots of people we produced five 
educational spots and five promotional 
spots and broadcast them 145 times 
over a three month period 


"What are you doing?" asks a girl

of a man who has inherited thou-

sands of acres of land from hisgrandfather. "Iam distributing the 

land that isleft to my six children," 
he responds. In six flower pots! 

This universal message which cm-
phasizes land fragmentation due to 
high population growth received the 
approval of most viewers 
TV Dramas... 
We learned that people responded to 
drama and proouced two for TV: 
o Sparrows Don't Migrate isa three ep-
isode mini-drama about a family that 
seeks work in the city, only to return to 
the village when city life proves too diffl-
cult It was viewed by 20 million people. 
e A Child is Crying There, a 42-minute 

TV drama that addresses the economi-. 
and social issues facing growing lam
lies, was seen by 25 million people 
Radio Programs... 
We discovered that villagers love to li3
ten to their transistors, especially dur
ing harvest time So we produced Key

ser's Trial, a radio theatre drama heard 
by 10 million villagers inOctober 1988, 
and eight radio spots for daily broad
cast during December 1988
And Backup Educational Materials 

The campaign was launched with a 
symposium on population awarenesstocumtentprpuatinatas 

We also produced posters, brochures,calendars, and a photo exhibit The 
Ministry of Health is reproducing a 
tnousand copies of a Hopkins-sup
ported training movie. 
We Reached Many People...

os Rvey hoe t h 
Post surveys showed that both the 
drama epxsoeel and the TV spos had
excellent ratings 

More than half of Turkey's adult pop
ulation saw Sparrows Don't Migrate. 
Eighty-three percent of 18 million view
ers described the stories correctly and 
understood the messages. 
e The TV spots were recognized by 80 
percent of viewers of which 90 percent 
approved of the messages 
* The preliminary evaluation showed 
that almost 90 percent of the target audience had been reached. 

Saved Several Million Dollars... 
We estimated that newspaper space
and airtime donated to the project
would have cost 2 million dollars. To 
broadcast the TV spots alone would 
have cost 1.2 million dollars-about six 
times more than the Hopkins budget.
And Increased Clinic Attendance 
and User Rates 
The most important indicator of the 
project's success is that clinic records 
showed an increase in clinic attend
ance and contraceptive acceptance at 
the end of the three-month intensive 
campaign period. 0 

TELEVISION PANEL I 67 



ART AND COMMUNICATION
 

RUTH WARRICW - SOAP OPERAS: THE BEST 
TEACHING TOOL 

- Breaking the AIDS BarrierB n twas 

Two years ago, my son called and said, 
"Mom,I'm working on AIDS education
with the Surgeon General. Could you gelan AIDS storyline on All My Children. 

"You're not asking much!" responded 


AIDS was not an easy thing to sell 
two years ago. Everybody was still 

, trying to pretend itwasn't here. I wrote 
loads of letters to anyone I thought 
could help. I predicted that everyone
would say no, but also that the first AIDS 
storyline would be on the air in six 
months. 


"I can't give AIDS to any of our char-
ic'lre,,I .%.'l. . "'A','d '" acters," said our writer. "It would be too,. 

c 'Itl'nl'l~t#' . awful. Then's no cure.'Nrce7iJ ':.\rot 
11hoc'e" i th h'epop/ll" But she did. And insuch a poignant 
Americ'an s(l) opJ(a. fAllway! The character had been a former 
.Mv(hiklrcn "/11'11-ololt drug abuser who was trying to get back 
Iicwr c,'U)'c'c: sb/k hi , with his wife. She finally said okay, but 

L'r)UmfiUt'd In ncuda/tUhe had to say "hold on." He had juslCo'mmi tS cial'ilt'u bc3n told he had AIDS. 

S /e cLater, sle introduced a new char-


mOr'elUilet U tr)l'Wkul nab acter, Cindy, who had been infected byi 'ihctildireher ex-husband, an intra-venous drug 

S.) 'rec'tC1j.l'a/tcda(Il/I' user. She and Stuart had fallen in love. 
inrm'll'ilcilQhe.r tle'lsiolI Some people wanted her driven out of 

prothcers to inc r/purte
town. After counseling. they decided to 
th' sutbect J'.Al). into All marry despite her terminal illness and 

\ll.,Children. they had a full and happy lifefor the 
time she had left. 

The Thing About Soaps 
Unlike movies and most nighttime tel-
evision, soap operas tell peopie that we 
do pay a price for our indulgences, and 
that's something we should think about. 

And soaps do deal with the issues. 
Each story has some characters who 
disapprove of a particular issue and 
others who approve of it. We have had 
storylines on abortion. And storylines 
on alcoholism. My character, Phoebe 

6 
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Tyler, becme an alcoholic when her 
husband was having an affair and she 

lonely and lull of self pity 

The Thing About Being an Actress 
You have to love the work. Acting is
hard, the hours are long, 14 hours,sometimes 18 hours a day. And I do 
love it.
One of the best things ismeeting
 

people who tell me how "my" character 
has saved or changed their lives. 
0 "You're responsible for my whole 
life," proclaimed a woman inEgypt. "As 
Hannah Cord on Peyton Place, you 
were an unmarried mother making your 
own living,You had spunk, spirit, spine. 
I wanted to oe like you. So I left my 
husband, went to the university, and 
now I'm an archaeological guide." 

f"Ihave to thank you for saving my 
life," said an older gentleman who gave 
me his Concord airline tickel to auto
graph. I was recuperating from a mas
sive heart attack and was forced to lie 
on my back for 18 months. Iwanted to 
die--until I discovered Phoebe. So 
many terrible things happened to you,
and somehow you survived them all. Itold myself, 'If she can do it,I can do 

it.'You gave me hope and made me 
well through your example." 
e "I've known you longer and better 
than anybody," said a young man ,t 
Princeton. I think he probably did know 
me better than he knew his own motner 
who would try to hide her vulnerabilities
from him. He saw my character dead 
drunk, raving, and Iaving fantasies. 

The Artist's Mentor: Orson Welles 
How lucky Iwas that my first acting ex
perience was with Orson Welles inCit
izen Kane. Citizen Kane is about the 
people that we tend to make our heroes 
inAmerica, those who are really its des
poilers, "Greed," he said, "will even
tually destroy America. We must get rid 
of our greed and we must learn to be 
honest." 

Orson Welles had joy. Joy in every
thing he did. He gave me a wonderful
gift: permission to be an artist "If you
have talent," he said, "that must be your 
number one priority. Be a husband, a 

/(



wife, a parent, but don't put down your 
talent. Art is communication, and with-
out communication we are lost." 

I knew I would have to work twice as 
hard, but he made me realize that I 
didn't have to feel guilty about being a 

The Discipline of Art 
Carries Over.. 

tI have always had o work in a social 
context. If there is no message in the 
work itself, I carry one into my personal 
life, to the children in Watts or in Harlem 
through such programs as "Learning to 
Read Through the Arts.cl 

Art is the vehicle. Discipline is the 
key.Anchidin fworl cnc succeeds
in some form of art. Once he succeeds 
in that, he gives himself permission totackle math. or reading, or anything 
else. 

To the Commitment of Life.., 
I was totally committed to the Civil 
Rights Movement. I would give talks on 
the nature of prejudice. Prejudice is 
really fear, a need to feel more impor-
tant than the fellow next to you. Preju-
dice shows lack of self esteem. But you 
are not going to get more self esteem 
by putting someone else down, only by 
putting yourself up, and bringing those 

against whom you are prejudiced up to 
your level. 
To Learning to Trust One Another... 
Sometimes, the comfortable group ot 
people I worked with in Watts on O-
eration Bootstrap would say, "You can't 
trust Whitey, you can never trust Whi-
tey." And one day while we were sing-
ing "We Shall Overcome," I said to one 
friend, "You trust me, don't you?" He 
said, "Sure, but I know you." Commu-
nication and association... that's the 
key. 
To Solving the Problems of 

Our Planet 
The getting to be at one is what will save 
our planet. What will save humanity.What will save our lives. I want to raise 

consciousness through my wcrk I 
bless you all and I thank all of You atthis conference because you are on the 
track of what is going to get us together, 
make us one people. I have learned 
much at this conference. Through your 
research and working with people the 
world over, you found that we need sci-
ence. but in order for it to be accessible 
and acceptable to people who must 
change centuries old cultural habits, 
this science must be presented through 
the arts, A pamphlet, a commercial, a 

lecture, even a doctor's advice can be 
ignored or not acted upon But incor
porate that message in very clear 
comic book type characters and ex
plicit drawings and colloquial text and 
a patient can 'get the picture' that would 
require a doctorthehours to explain.of family Or embody concept 
planning in a soap opera where the 

viewers become emotionally involved
wh tecae andithey ilfo 
it caract ivs, arefllynto clinics for contrareptves. Carefully

constructed lyrics to a pop song can 
pesuade L y o s to po p on e can 

ual acivity until a more appropriate 

age. Art is the vehicle for success. I 
salute you for giving us the formula for 
attacking the myriad problems that beset our world. I am given new hope that 
we can indeed succeed 

In the words of William Faulkner, "I 
am convinced that man will not only en
dure. he will prevail. He is a mortal, not 
because he alone among creatures has 
an inexhaustible voice, but because he 
has a soul, a spirit, capable of com
passion and saurifice and endurance." 

It is the writer's and actor's ,rivilege 
to help man endure by remino,.ig him 
of the courage and honor and hope that 
is his heritage. U 

Ruih 1iiick h' nriqhern ' buldh tg .tlic4, r .lous, ()tl 
ia/lk at ib' ELihrl:uc'ate ('o i'1'0(11 (Ind iru ") oi 
the w (hildrc itith some (fthbe cast / \tI \t " 

ART AND COMMUNICAtIION 69 

/.
 

http:remino,.ig
http:explain.of


."fmn !..Ar;-W 

%L 

ml.aI 

~A'AP 
'Nit-

Zi& 

~U 
i"-'4* 



TELEVISION PANEL Sex and the Soaps
 

Vice President.te..cadelir 
/Jrl'ducatioial 

I)relop/tlIttlhealtb and 
Polmtlatiol, pJrro)ams). Ir 

Le'dirii'rI haIs more,tla1 ( 
decadeqf(C'perien e III 

health e(hicaionald 

trahilil/Qrotraln
'U ' 

delop/n)lot dll Att' 
applicationj? Sltflc 

Commuicationstrategies. 

/praIh hca re,,,. 
r i ffricci~oitha.. /i lic 

illI4;ialCouns 
rand &is f~ astead was a big lesson in broadcast 

A ZESTY SOAP, A YOUTHFUL 
LESSON 

Many of us came to this Enter-Educate 
Conference as educators who see en-
tertainment as a supercharged arrow in 
our quiver. I was one of those who came 
from the other direction, from entertain-
ment. This event gives me the oppor-
tunity to let the cat out of the bag.
Twenty years ago, I was producing 
Love of Life and Secret Storm. 

In my early 20s, I was recruited to 
give the soap operas a more youthful, 
modern look. The shows were stodgier 
then. My first contribution was n "er
iatric romance on Love of Lii he 
grandmother had been widowed a 
number of years, and I thought it would 
be fun to give her a little zest. She ran 
a little potting shed. One day, an elderly 
widower, complete with billowy mus
tache and nice turn of phrase, marched 
in and kind of came on to Grandma. It 
turned out to be a hit. EvL:,,bcdy loved 
it. Lots of press attention. I was really 
proud. My first story. A young kid, I was 
really hot. 
Hot or Not, Look at 
the Right Numbers 
The sponsor wanted to have lunch with 
me. I was sure it was to annoint me as, 
you know, young knight. What I got in

COMfIlliC(ltiOll C(.lls''ltl'It 
to the \V6oru Bank, I/). 
and tbe Institate.fir l'o/ic, 

Sittlaies oil popu/atiot 
prri ects Il l.ast .. ica 

(nd I)akistan. 
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demographics. ''Congratulations 
Mark," he said, "for getting people old 
enough to be able to turn the dial to 
CBS, but much too old to buy. Get that 

Claiucl zahit Villich )(Ikcl lilr Ptin nin()rgllllzalllln, I1r:0za) 

bloody story off the air immediately. I 
don't care about number one in the rat
ings. The numbers we want are 19-49, 
the people who buy!" 

That was my first lesson. It has car
tied over into my present work in health 
education in developing countries. 

Soap operas, the subject of this tel
evision panel, have played a crucial 
role in bringing entertainment and ed
ucation together to promote social 
change. The panelists presenting here 
have diverse experiences and unique 
perspectives on the use of soap operas 
in their countries. E 



,;j 	 ily planning, the husband practically 
beats up his wife in the clinic, 

In a subsequent scene, the doctor, 
whose tragedy is that she herself is un-
able to bear children, is back home la-
menting to her husband that she had 
to advise a couple not to have another 
child. 

These are sequences that could 
scarcely be called "motivational"! 
* Embarrassed Characters that Em-

barrass the Public. Equally, there are 
lost opportunities for providing explicit 
information, as for example in the Lalu 
episodes. Lalu-an Indian term of en-
dearment for oaf in the family--is the 
eldes' son who blunders thiough his life 

Ac/ti.dvr on/lledfi and and eventually gets married. Instead of
using his blundering nature as a vehicle

Comunatlo 1(t. 	 difficult for/W/I~l to say things that are more 
"t1inisti' qflkalth(Iul 

luuiiir\\"./cftic.I!1. 
cbhabra is a./ormur 

Journalihs! andsocialcitic 
knot'nftrher colv'Urc,[ '/( 

(el-'edq),llomt, )po)lf/U(io, 
and it-ol' H /' .,iss 

SOAP OPERAS, FAMILY 
PLANNING, AND TV IN INDIA 

A Family Planning Soap that 
Never Was 
Hum Log is the Indian family planning 
soap opera that never was. Hum Log 
was designed to be a family planning 
soea oe. um g tupednde g 
being the classic "Bombay formula" 
with a few desperate attempts to throw 

in some family planning sequences. 
That is not what we are talking about 

when we say we want to use the tele-
vision medium and soap opera tech-
niques to put social messages across. 
Let me give some examples of the so-
called family planning motivation 
scenes: 

0 Turning the Message on its Head. In 
one scene where a doctor is trying to 
advise one of the characters about fan-

other people to say, we have Lalu so 
embarassed about talk of contracep-
tives he dives under a table at the family 
planning clinic. Thus you have not only 
a lost opportunity for providing an ef-
fective plug, but a negative message 
delivered for the sake of cheap humor. 
e A Family So Lovable that the Public 
Couldn't Reject Large Families. A basic 
point about the theme which had five 
adorable children featured in the main 
family: No matter how mad their esca-
pades, people could not reject the idea 
of a large family when the children were 
basically so lovable, 

Explicit Messages that 
People are Accepting 
Since Hum Log, we have put very di-
rect, explicit family planning messages 
on Indian television. The Indian Ministry 

of Health and Social Welfare produced 
60 primetime TV spots which include a 
numetht p re s e n o 
ceptive methods. Theresse to
major reservation expressed to their 
screening. To the contrary, surveys
have provided positive feedback and 
many expressed a need for more and 
regular information. Here we have two 
of the spots-one each of the two 
streams of the communication cam-

paign which had a twin thrust-on the 
one hand broadening the family plan
ning message to highlight the "beyond 
family planning" areas and on the other, 
an open promotion of the various con
traceptive methods. 
1. This is one of seven spots dealing 
with the age of marriage. Here, a boy 
tells a family who is arranging the mar
riage of their young daughter that it is 
a crime to marry under age 18, and he 

explains the penalty. 
2. This other is on contraceptive meth
ods-in this case the pill which is being 
made available by the Government free 
or at subsidized rates under the brand 
name Mala which means garland. The 

spot has a catchy tune which 	has a 
young girl praying for an eligible bride
groom-someone as fine as one of the 
mythological characters. The ex
change of garland, shows her dreams 
have been realized and the marriage is 
taking place, at which point her friend 
whispers, "Alongside this garland, re
member that other," and a voiceover 
cautions "After consulting your doctor 
or health worker." 
Messages that Expand the Concept 
of Family Planning 
The greatest demographic advantage 
for India at this time would come from 
postponing the age of marriage. That 
concept has become as integral a part 
of the family planning campaign as 

pushing contraceptives and address
ing the fears that surround contracep
tion in a straightforward manner, as do 
some of the spots dealing with vasec
tomy, tubectomy, IUDs and condons. 

The Limitations of TV in India 
However, devising a campaign is the 
lesser part of the problem. In devel
oping countries. the key issue is that of 
access to the media. In India, television 
ol ece 0o 1preto h 
only reaches 10 or 11 percent of the 
total population of the country, More
over, practically 90 percent of the tel
evision viewing population are not the 
people we really need to address for 
either family planning or primary health 
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care messages as these are the uiLan 
educated elites who can afford the cost 
of a television set. Although the TV sig-
nal now cover- 70 percent of the pop-
ulation, access to television remains 
limited beca ise of lack of purchasing 
puwer. There are only about 30,000 
community TV sets in India. As we try 
to irncrease the number of community 
sets, we are also dealing with the prob-
lem of where to house them and who 
can maintain them in remote villages 
where electricity is non-existent or very 
eratic and alternative sources of en-
ergy remain expensive. 

Remote Regions Pose Special 
Problems for Message Delivery 
The size of the country, most particu-
larly the remote areas, also poses prob-
lems for the penetration of film media, 
Apart from the cinemas, the Ministry of 
Health and Family Welfare has an audi
ovisual van in every district that shoulc 
do 20 film shows a month in rural areas 
each drawing 1,000 to 3,000 people.
But, there are 500,000 villages in India. 
That means that each village is only 
reached about once in five years. 

Under such conditions, what do we 
do to make an impact, to bring about 
behavioral changes when it is so diffi
cult lo repeat messages? 

Placing More Emphasis on
 
Personal Resources
 
When we talk about behavioral change, 
we must recognize that change can 
only occur ifthere ;s strong interper
sonal support. The great challenge to
day is to motivate the workers in the 
field. They are the real agents c. 
change. Mass media can only create 
an enabling environment. We have to 
place equal emphasis on human re
source development. 

Emphasizing Social Responsibility 
o ver P ro fitability 
It is a very persuasive, pervasive ar-
gument that the commercial world can 
profit and, at the same time, deliver a 
social message. But, we have heard 
much about the compulsions of the 

marketplace. How they are distoiting 
forces, even at their best when social 
responsibilities are recognized. 

Our fiistallegiance must be to the 
essential message that we have to get 
across. In Hum Log the essential mes-
sage turned out not to be family plan-
ning. In the United States, there are 
even more consumer forces at play. 
Fighting in front of that almost becomes 
a lost cause Social responsibility is 
what we must stress over profitability, 
Building Momentum for 
Social Change 

In the last couple of years, Indian tel-
evision, radio and cinema have agreed 
to absorb the "notional* costs" for time 
to air important social messages in rec-
ognition of the primary responsibility of 
the media to project these messages. 

t, 

If Iwere to pay for the primetime com
mercial cost of airing just one spot 
every night, as Indian TV is now doing, 
my annual budget, which covers the 
entire health and family welfare mass 
media program for the whole country, 
would be outstripped in just that one 
minute. 

There is a momentum building up as 
more and more people recognize that 
there is an important message to be 
gotten out and they have an important 
part to play. When we can internalize 
and institutionalize that sense of social 

responsibility, then we will really be 
making progress. U 

"notional" because, being government, 
media payments from one ministry to an
other are only book transfers 

l t on y a'm/l/).ill.I a I idC 
uiicu' Ic'cl'ill))/ I' , unit' a .ian/I ilw" u/'lic' i'/ / a inn. 
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PIroduct': I(N Ah Rabin is 
lbtpmdht',r f/)a.'s ut Our( 

t.ivs. a l1a/01'.. t,ic(',/u 
soap o/pra itbii has 
beg n to inc irporait 

sciali' r,ipoUd)Ihlt, 
int's.a,14t' jl Iis cript.. 

It's your favorite telewvsion soap opera. 

The scene is acandle-lit restaurant. 

The couple is young. 

Close up of him. Close up of her. 

They don't speak. 

He pours her wine. She sips. Slowly. 

Close up of him Close up of her. 

He reaches out to touch her on the cheek. 

She grabs his hand Kisses Itand says, 

"Okay, your condom or mine?" 


RESPONSIBLE SEX IN 
AMERICAN SOAPS 

How Far Have We Come?Ht as far as "Your condom or mine." but 
two years ago American soap operas 
never touched the subiect of responsible 
sexual behavior, 

Itwas two years ago that Marlene Go-
land from the Center for Population Op-
tions called me to talk about the issue of 
teenage pregnancy and encouraged me 
to think about adding social messages 

to our entertainment format. 
After some initial iesistance-'Mar-

lene," I said "I'm in the entertainment 
business. I don't do documentaries' --I 
found that it was not only easy for us to 

add these messages, but that it helped 
us tremendously. 

What We've Done 
For the first time on our show, a young 

couple in love discussed birth control. 
One scere showed the nervous young 
man in the drugstore. At that time, we 
couldn't ever say "condom." But when 
the couple arrived at an isolated cabin, 
they decided not to make love anyway. 

Is Sex Overrated? 
Sex in soap operas is kind of boring. It is 
definitely overrated In the last seven 
weeks, out of 875 scenes, only 14 had 
lovemaking-1 1 of them between mar
red couples and 3 between engaged 
couples. Not what we call illicit love. 

The Popularity of Soaps: 
Never Lie to the Audience 
There are 13 soap operas broadcast 
everyday in the United States. 

I believe the audiences are so dedi-
cated, so loyal because !he characters 
never lie to the audience. They can lie to 
other characters, and they do constantly. 
They can even lie to themselves, but 
never to the audience. 

We direct the show so that the camera 
always sees two eyes. The other char
acter might not see an expression that 
the camera sees. The other character 
might only hear the words, "I love you." 
But the camera focussing on the eyes of 
the speaker can show the audience, 
"Ugh, I really can't stand you."

The true feelings are not hidden from 
the audience. 
Experiencing Feelings 
Most of us grew up being told, "Don't feel 
that way." We have no choice, however, 
about how we feel. Feeling is as neces-

sary as breathing and eating. People 
come back day after day to watch day-
time drama because the soaps give 
them license to feel-to feel angry,
lonely, joyful, sensual, or warm. 

I would like to close with a challenge 
to the academic community. I wonder if 
the soap opera audience is in a better 
mental state than others because they 
get to feel their feelings every day? 0 

Ml _ 
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DRAMATIZING EGYPTIAN 
SOCIAL AND ECONOMIC 
ISSUES 

Cairo and its People:
The First 84 Episodes 
I have always tried to handle Egyptian 
social and economic issues inmy work. 

Twenty five years ago, my career be
gan with Cairo and Its People, a series 
that focussed on the social and eco

nomic conditions of middle-class Egyp
ian families We exposed bureaucratic 

behavior, unequal distribution of re
sources between urban and rural 
areas, and lack of health services. After 

threatened to empty the scripts of their 
sociatent, eedy the s eir 
social content, we ended the series. 

Audiences still remember that first 
soap opera, even though I have since 
directed more than 20. Actors and ac
tresses who appeared in the series are 
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now among the best-known film stars 
in Egypt. 

The Palm Tree Climber: 
Shocking Decislonmakers, Forcing 
Discussions
The Palm Tree Climber addresses a 
major health problem in Egypt-schis-
tosomiasis, a condition that drains the 
energies of millions of people and 
causes other health complications. Thecassselves 
Palm Tree Climber is my most recent 
film for television. It also addresses the 
gap between the theory and practice 
of scientific research and exposes the 
iv,-ry towers to which scientists escape 
trom thn real problems of their people. 

The Palm Tree Climber shocked de-
cisionmakers and forced discussion of 
the issues in Parliament. The Ministers 
of Health and Information were ques-

tioned and the film resulted ina TV cam-
paign about schistosomiasis. 

The Nile is Still Running: 

A Family Planning Drama Based on 

Research 
Up to this time all of my films have been 
individual efforts. My next endeaver is 
backed by The Egyptian State Infor-
mation Service/IEC Center and the 
Johns Hopkins University. It is a family 

planning social drama called The Nile [ 
is Still Running. 

We began the project by studying a 
summary of much of the family planning 
research done in Egypt. The writer and 
I then traveled to rural at areas to gettheafirst-hand look the clinics and 

cien We ar twoimprtant 
clients. We learncd two important 
things: 
* That familytoplanningbe workersconvincedthem-of.i,["need more 
the meto famore nvincd o 
the merits of family planning, and 
a That the bureaucracy does not make 
it easy for family planning services to 
be offared. 

These are some of the points that we 
are incorporating into the scripts along 
with modern and traditional themes as 
we attempt to balance entertainment 
and educational messages. 

I would like to close by saying that it 
is not always easy to arrive at a correct 
formula for messages that are both very
entertaining and very educational. It 
deserves the greatest attention of those 
who are on both sides, both educators 
and entertainers. The success of the 
new approach depends on identifying 
those who have both the talent and the 
commitment. N 
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A BRAZILIAN SOAP OPERA 

Rede Globo is the largest national level 
Brazilian television channel broadcast
ing news, entertainment and soap op
eras. The soap opera audience at its 
peak is large-60 to 70 million people 
out of Brazil's population of 140 million. 
Messages carried by soap opera often 
have a large impact, dictating such 
things as fashions and hairstyles.

Through soap operas such as High 
Stakes (Vale Tudo), broadcast between 
July 1988 and February 1989, TV Globo 
has demonstrated its interest in social 
issues. 

High Stakes is the story of a young 
woman's battle with alcohol. So that this 
experience could be as realistic as 
possible, the scriptwriter worked 
closely with Alcoholics Anonymous in 
Brazil. 
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The impact was enormous. Alcohol-
ics Anonymous inBrazil had to greatly 
expand the number of its meeting sites. 
To honor TV Globe's service to the Bra-
zilian people, Alcoholics Anonymous 
presented an award to the President of 
TV Globe. 

Crossing ideology and culture, TV 
Globe soap operas have been ex-
ported to the Soviet Union, China. Por-
tugal, Italy, the US and other Latin 
American countries. 
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I also realized, after writing two more 
historical soap operas, Los Caudlllos 
and La Constitucion, that soap operas 
could deal with social issues wilhout 
losing ratings or sales 

Entertainment for Social Change: 
Developing the Methodology 
Sixteen years ago eveybody in Mexico 
thought that commercial television and 
education were worlds apart 

My siste Irene and I worked for three 
years to establish a methodology on 
which to base commercial soap operas 
for social purposes Our aim was to 
present social messages without losing 

the ' 'l lcr- '1 h tt 1tl l illcs ra t in g s 
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THE EVOLUTION OF SOAP 
OPERAS FOR SOCIAL CHANGE 

In 1966. the historical soap opera. La 
Tormenta, co-written by poet Eduardo 
Lizalde and me, made its place in the 
television history of Mexico La Tor-
menta proved that soap operas did not 
have to be superficial tear-erkers 

It became clear to me then that soap 
operas could have an enormous social 
use. The stories basically are a con-

frontation of what someone considers 
good against what someone considers 
bad, and people follow the stories daily 
for months on end. 

il )U/hdo.tli~c sa.' /''/fc't' .thd'oii ' cX'Ji'nlt r'iU/(iorv11i4scL tl I1IlU.% iirllt,/ 
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are still produced We never attempted 
to use an "educational communication 

code Nor did we ever intend to make 
an ''intellectualized'' soap opera 

We used the dramatic theory of Eric 
Bentley and the social learning theory 
of social psychologist Albert Bandura 
to develop the framework We also 
used my theory of tones which explains 
how the actors, scenery, or music can 
be arranged to elicit emotional, intel
lectual or personal responses from the 
audience. 
The Essenc' of Melodrama: 
Two Systems of Conduct in Confict 
The te ms format c on dsi t 
The telenovella format corresponds to 
the melodrama genre in which there are 
two systems of conduct in conflct 
Through this genre, important changes 
occur around which we can establish 

dotes can last for years. hishac
teristic longevity of the telerovella per
mits the discussion of what is good and 

to be prolonged over a period of 
time 

Three Types of Characters 
The conflict is expressed and person
alized by three types of characters who 
represent different attitudes toward the 
value or message the soap opera is 
promoting. There are 
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0 Characters in favor of the value being
promoted, 
0 Characters against the value being 
promoted, and 
• Characters who are doubtful about 
the value being promoted 

Doubtful Characters Change 

as the Story Grows 

The doubting characters are crucial in 
promoting the desired value The anec-
dotes develop and grow as positive 
and negative characters defend or at-
tack the value in front of the doubting 
characters The doubting characters 
gradually begin to accept and even-
tually to exercise the proposed values 

Rewards for Positive Behavior 
The evolution of the doubting charac-
ters behavior is carefully mapped 
When the doubting character exercises 
a positive behavior, tie or she is re-warded Because these characters areclosely der!,fied wcth the audience we 

are trying to influence the audience will 
vicariously experience the rewards that 
the doubting chaiacters receive for ex- 
ercising the promoted behavor 

Providirig Appropriate 

Infrastructures to Exercise 

Behavioral Change 

The framework assumes that the story 
must also encourage audience mem-
bers to talk each other into practicing 
the desirable behaviors they see por-
rayed The framework also assumes an 


appropriate infrastructure is provided 

so tha t people can implement the val-

ues r the soap opera in their lives If
the program is to promote literacy, lit-
eracy books or courses must be avail- 
able If the program is to promote family 
planning, then service centers and con-
traceptives must be available 

Ven Conmigo: 
The First Soap Based on the 
New Methodology 
Once the framework was worked out, we 
developed Ven Conmigo to promote en-
rollment in adult literacy classes estab-
lished by the National Adult Education 
Plans. Broadcast in 1975 and 1976, Ven 

Conmigo achieved higher audience rat-
ings than the commercial telenovella that 
preceded it The Mexican Ministry of Ed-
ucation certified that almost 600 thou-
sand more people enrolled in adult liler-
acy classes than had before Yen 

Conmigo was broadcast 
The first evaluation. supported by Tel 

evisa and carried out by Dr Ana Cristina 
Covarrubias. began to prove the hypoth-
esis of our theoretical framework 
Expanding the Framework: 
Three Family Planning Soaps 
Encouraged by the success of Veti 
Conrmigo, we used the same method-
ology to promote family planning serv-

ices ,, Mexico Acompaname (Accom-
pany Me) was aired in 1976 and 1977, 
followed by Vamos Juntos (Let's Go To-
gether), arid Caniinemos (Walk With 
Me) in 1982 We tried to establish atoneof joy and confidence with plots thatIncluded improvement of the quality of 

hfe for family planning acceptors 
One of the evaluations was based on 

personal interviews with 35 women to 
observe the process of change in theirattitudes, opinions, and behavior Once 

again the ratings were high, sales were 
satisfactory and there was some indi
cation of positive social impact 
Crossing Borders: 
Using the Framework in an 
International Context 
Most important to Irene and me were 
research findings that proved our orig
inal thesis was right We have found 

th 
that similar procedures can be estab
lished to create similar types of sociallyrsosbesa prsi te on 
responsible soap operassn other cou
tres. dependtig on the socal circum
stances and the produchon factes 

Though our methodology was barely 
recognized inour own nation, thanks to
the efforts of David Poindexter and Ev
erett Rogers, our results have slowly 
become known around the world Our 
approach has apparently encouraged 
the production of commercial soap op
eras for the benefit of society in India 
and Kenya 

Joint Efforts: 
Bringing Together Different Media 
to Promote Social Change 
We have recently formed a non-profil
organization called Humanitas Pater to 
energize family planning infrastructures 

in six Latin American nations This joint 
communication effort will bring together 
commercial soap operas, a design for 
interpersonal communication, and the 
support of news and other television 
programs The first soap in this effort 
will promote family planning and the 
prevention of AIDS and teenage preg
nancy in six Latin American nations and 
Spanish speaking audiences in the US 

A Feeling of Pride 
During these last 15 years, we Iave 
sometimes felt discouraged But today, 
after years of producing work and get
ting positive results, we feel extremelyproud For the first time. we feel that weare among people who speak the same 

language, among frierds, colleagues 
and soldiers fighting for the same 
value-enter-education Congratula
tions to all of us. 
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THE HUGH MOORE AWARD 

,. THE HUGH MOORE AWARD 

The Fiist International Enter-Educate 
Conference concluded on Saturday 
evening April 1. 1989 with the presen-
tation of the Hugh Moore Award to an 
outstanding international leader in the 
field of family planning. The award is 
given by the Population Crisis Com-
mittee in consultation with the Associ-
ation for Voluntary Surgical Contracep-
tion and the International Planned 
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Parenthood Federation. Hugh Moore 
was one of the first people in the world 
to take family planning out of the closet 
and discuss it openly, provocatively, 
and in all mass media available 

The seventh Hugh Moore Award was 
presented to Mechai Viravaidya of Thai
land by Dr Fred 0 Pinkham, formerly 
President of the Population Crisis Com
mittee and now a consultant to the 
Packard Foundation, and Marilyn Brant 
Stuart, Chairman of the Southern Cali
fornia Population Crisis Committee 

Mechal Showed That... 
Mechai Viravadya is the founder and 
Secretary-General of the Population 
and Community Development Associ

7 1
 



ation of Thailand and anational Senator 
and Board member of numerous Thai 
and international organizations con-
cernea with development family plan-
ning environmental preservation and 
AIDS He is an economist by training 
and has held several high-level gov-
eminent positions in economic and so-
cial development 

Family Planning Can Be Fun 
Through his flair for marketing Mechai 
became known as the Condom King.'
H~s igithearted approach helped do-
mestrcate te condom which had pre-
vously been associateo only with pros-
titutes anc the prevention of venereal 
dsease The common condom has 

many uses, he pointed out The ring at 
the top end can be torn off and used 
as a rubber band to tie up parcels or 
childrens hair Or it can be used as a 
tourniquet for snake bite, or as a stor-
age vessel for clean water Condoms 
can create i party-like atmosphere. 
Like balloons, they come in colors. In 
fact, through Mechai, condom blowing 
contests became popular in Thailand. 
Buying Condoms Can Be Like 
Buying Cigarettes... 
Mechai showed that when villagers 
think of a condom as just another item 
to buy in a shop, such as cigarettes or 
beer, they lose their inhibitions about 
using it, and become more open to ac-
cepting other family planning meth-
ods-the pill, the IUD, or sterilization. 
He even set up birth control supermar-
kets at bus terminals, from which cus-
tomers could be referred to clinics for 
IUD insertions, tubal ligation, or vasec-tomies. 

Banks and Family Planners Can 
Work Well Together... 
Recognizing the power of the purse,
Mechai set up incentive programs for 
rural farm families in which the interest 
rate on bank loans could be cut in half 
if the wife would not become pregnant 
during the term of the loan. The loan 
amount doubled if the wife were steri
lized, and quadrupled if the husband 
were vasectomized. 
To Bring About Results 
Mechai's innovations contributed to the 
drop in Thailand's birthrate from 3.3 to 
1.6 in just 20 years. In one r, onth alone, 
a provincial sterilizaLion drive resulted 
in 717 vasectomies, up from 60 a year. 
In Acceptance 

Inis acep ta esech ia 
praised the United States for its strong 
support of family planning. 

"Long after the guns and tanks haverusted in the jungles, the people ofThailand will be grateful for the help the 
United States has provided in family
planning," he declared. 

Mechai exprc ,sozj hope that this as
sistance would cntinue, since many 
countries ar now mobilized to expand 
family planning programs. Communi
cation, Mechai believes is an integral 
part of family pl.nning promotion. 

"There are many different ways to 
communicate," he said. "We need to 
use imagination to reach people with 
many different messages." g 

The Hugh Aloore Auw-d &presented to ilechaiby Pr Fred 0. 
Pihklian andMarilyn Brant Sltt-'. 
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