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A LETTER FROM OUR CEO
Dear colleagues and partners,

In October 2019 the Nobel Prize for economics was awarded to Abhijit Banerjee, Esther Duflo and Michael Kremer for 
bringing experimental methods into development economics. Randomised controlled trials (RCTs) have been used since 
1948 to test the effectiveness of treatments in medicine but their wider use in development did not begin until the mid-
90s. The Laureates’ approach was to break down major development questions into smaller, more manageable topics 
which could then be rigorously tested by RCTs. 

DMI is proud to identify itself – alongside GiveWell, Impact Matters, and many other institutions - with that movement. DMI 
itself has conducted the only two RCTs to successfully test the impact of mass media on human behaviours. The second 
of these trials, focusing on family planning (2015-18) was evaluated by J-PAL’s Executive Director, Rachel Glennerster. DMI 
remains committed to using science to guide our work, and to rigorously testing our campaigns before taking them to 
scale. 

As COVID-19 engulfs the world, DMI is doing all it can to contribute with our science-based campaigns. The Ebola crisis 
showed that it is vital to continue with existing health campaigns, otherwise people die unnecessarily from other diseases. 
So, we are determined to follow WHO advice and continue our campaigns on topics such as malaria, diarrhoea, and 
pneumonia as well as family planning. We are also aiming to conduct COVID-19 specific campaigns in each of our nine 
countries of operation, many of which have requested our assistance. This is work that we are determined to do, and I’ve 
been humbled by the determination of our staff around the world to make a difference.

Thank you to all those who have supported us along the way to reach our audiences with messages that improve health 
and save lives. Some of you are acknowledged in this report, others prefer to remain anonymous, but we are so grateful 
to you all. 

Roy

April 2020
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WHO WE ARE

Vision: A world where people have the knowledge and motivation to lead healthier lives

Mission: DMI creates evidence-based behaviour change campaigns to improve health 
and save lives. We deliver campaigns at scale to maximise impact and cost-effectiveness. 

Approach: We use storytelling to motivate change. We use science to test the impact of our 
interventions, scaling up those with the greatest impact. We partner with governments, 
broadcasters, creative producers, academics, and highly effective NGOs to multiply and 
leverage the impact of our work.

OUR METHODOLOGY: SATURATION+

STORIESSCIENCE
Intensity is key to any 
commercial advertising 
strategy, but it has been an 
underrated element of public 
health campaigning. Our 
evidence indicates there is a 
strong correlation between 
broadcast frequency, campaign 
duration and the impact of 
the messages. For each radio 
campaign we broadcast our 
60-second spots 6-10 times a 
day, each in multiple languages 
and broadcasting up to 365 
days per year. We also ensure 
that we are using stations with 
the greatest possible audience 
reach.

The human brain responds to 
emotion more strongly than it 
responds to simple information. 
Drama utilises emotion to 
influence behaviours and 
decisions. We broadcast stories 
that reflect the lives of our 
audiences. We embed key 
messages at the moment of 
greatest emotional drama, 
so that audiences remember 
these messages as the most 
powerful takeaway. All of our 
content is performed in local 
languages, by local actors and 
pre-tested on our target groups, 
ensuring that our messages 
resonate.

We rely on scientific research 
to ensure we target the most 
important behaviours. We 
conduct in-depth formative 
research to understand the 
barriers to behaviour change 
amongst our target audience, 
and use modelling to estimate 
the impact of messages, 
allocating airtime accordingly. 
We test messages before and 
after broadcast to ensure they 
resonate with the audience 
and to iterate and improve 
them. We evaluate the impact 
of our campaigns as robustly 
as possible, using randomised 
controlled trials or quasi-
experimental designs where 
possible. 

SATURATION
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2019-2020 PROJECTS
Programme d’Appui à la Sécurité 
Alimentaire et Nutritionnelle, 
à l’Agriculture Durable et à 
la résilience au Burkina Faso 
(PASANAD)
Burkina Faso

Nutrition TV and mobile video 
campaign in partnership with 
Groupe de Recherches et d’Echanges 
Technologiques (GRET), funded by 
the EU Commission 

Programme Sectoriel Eau et 
Assainissement (PROSCEAU)
Burundi

Water, sanitation and hygiene 
(WASH) radio and mobile 
video campaign funded by 
the Deutsche Gesellschaft für 
Internationale Zusammenarbeit 
(GIZ), commissioned by the German 
Federal Ministry of Economic 
Cooperation and Development (BMZ)

Intensaude
Mozambique

Child health radio campaign funded 
by Unorthodox Philanthropy, the 
Swiss Development Cooperation, 
Fondation Botnar, GiveWell, Founders 
Pledge and the Mulago Foundation

Malezi II
Tanzania

ECD radio and mobile video 
campaign in partnership with the 
Elizabeth Glazer Paediatric Aids 
Foundation (EGPAF), funded by the 
Hilton Foundation

Mettons le Paludisme sur la Touche
Burkina Faso

Child health radio campaign 
encouraging treatment-seeking for 
malaria, funded by individual donors 
and GiveWell

Addressing Stunting in Tanzania 
Early (ASTUTE)
Tanzania

A maternal and child nutrition and 
early childhood development TV and 
radio campaign funded by DFID, with 
DMI acting as part of a consortium 
led by IMA World Health 

Enfance
Côte d’Ivoire

Early childhood development (ECD) 
radio and mobile video campaign 
funded by Grand Challenges 
Canada (GCC), the Saul Foundation 
and funders of the Transforming 
Education in Cocoa Communities 
(TRECC) initiative (the Jacobs 
Foundation, the UBS Optimus 
Foundation and the Bernard Van 
Leer Foundation) 

Sahel Women’s Empowerment and 
Demographic Dividend (SWEDD)
Burkina Faso, Chad, Côte d’Ivoire, 
Mali, Mauritania and Niger

Family planning TV, radio and social 
media campaign funded by UNFPA, 
the World Bank and WHO

Saving Lives Burkina Faso
Burkina Faso

Child health radio campaign funded 
by The Light Foundation

Women’s Integrated Sexual Health 
(WISH2ACTION)
Ethiopia, Madagascar, Malawi, 
Mozambique, Tanzania, Uganda, 
Zambia

Family planning TV, radio and mobile 
video campaign conducted by 
DMI as part of the WISH2ACTION 
consortium, led by the International 
Planned Parenthood Federation 
(IPPF) and funded by DFID

COVID-19 Rapid Response Fund 
(COVID-19 RRF)
Burkina Faso, Côte d’Ivoire, Ethiopia, 
Madagascar, Malawi, Mozambique, 
Tanzania, Uganda and Zambia

A response to the need for 
coordinated and effective 
information and behaviour change 
messaging on COVID-19 with 
funding from various donors

Zaka
Burkina Faso

Family planning radio 
campaign funded by an 
individual philanthropist

TB Reach
Mozambique

Tuberculosis radio campaign funded 
by Stop TB Partnership
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TEST: FAMILY PLANNING RCT
FIRST EVER RANDOMISED CONTROLLED TRIAL TO DEMONSTRATE 
A MASS MEDIA CAMPAIGN CAN CHANGE FAMILY 
PLANNING BEHAVIOURS

From 2015 to 2018, DMI conducted a cluster randomised controlled trial 
to test whether mass media can increase the modern contraceptive 
prevalence rate in Burkina Faso, where nearly one third of pregnancies are 
unintended (Guttmacher Institute, 2011). The project evaluation was led by 
Rachel Glennerster, formerly Executive Director of the Abdul Latif Jameel 
Poverty Action Lab (J-PAL). 

The fieldwork, based on interviews at baseline and endline with 7,000 
women in 16 clusters, was conducted by Innovations for Poverty Action 
(IPA). Funding for this ground-breaking trial was provided by the Global 
Innovation Fund, Development Innovation Ventures and an individual 
philanthropist.

TEST: FAMILY PLANNING RCT

DMI’s radio campaign included 60-second radio 
spots that were broadcast 10 times per day, each 
in five local languages. All spots were based on 
extensive formative research that investigated 
social norms and barriers to uptake, and reactions 
to the spots were tested before and after broadcast.

Additionally, interactive radio programmes were 
broadcast three times per week, allowing audiences 
to phone in and discuss their fears, beliefs and 
uncertainties with peers, and to hear accurate 
answers directly from health experts. 

8
partner 
stations

365 10 36
spots 

per day
interactive 

shows 
per week

languagesdays 
per year

THE INTERVENTION

30
months 

broadcasting

BURKINA FASO

Intervention zones

Control zones
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TEST: FAMILY PLANNING RCT
THE RESULTS

The primary outcome measure for this trial was modern 
contraceptive rate (mCPR), that is, the percentage of 
women aged 15-49 using, or whose partner is using, a 
modern contraceptive at the time of survey. DMI’s 2.5-
year campaign led to a 5.9 percentage point increase 
in mCPR in intervention zones compared to control 
zones, corresponding to a 20.0% relative increase 
(p=0.046). There was a larger impact among women 
who had access to a radio at baseline (n=3,877), with 
an increase in mCPR of 7.7 percentage points, a 26.4% 
relative increase in intervention zones compared to 
controls (p<0.01).

If we assume a constant trend it would take 2.5 years 
for the control group to catch up with the intervention 
group’s mCPR at endline. Our 2.5-year intervention 
therefore approximately doubled the speed at which 
mCPR increased. It did so at a tiny fraction of the cost 
of all other national family planning investments, 
indicating that it is a highly cost-effective add on. 

Full results will be published later this year.

20%

Increase in mCPR 
in intervention 

zones of

DOUBLED

The rate of 
mCPR increase 
approximately

TEST: FAMILY PLANNING RCT

Odile with Sienou and her youngest child

Sienou’s husband refused to let her use 
contraception after hearing rumours that it can 
make women sick and sterile. Sienou fell pregnant 
while her youngest child was still an infant and as a 
result, her health suffered. She was unable to work 
and the family fell on hard times. It wasn’t until 
Sienou heard ‘Aunt Odile’ presenting a DMI radio 
programme about family planning that Sienou 
felt empowered to convince her husband of the 
safety and benefits of modern contraception. 
Since then, she has used an implant and has been 
able to control the spacing of the births of her 
children. Her health has improved, and she has 
been able to return to work. 

SIENOU’S STORY
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TEST: ASTUTE
A still from ‘Fish’, an episode of our TV series for 
ASTUTE. In this episode, the grandfather plays 
on the proverb ‘fold the fish while it’s still fresh’ 
to demonstrate the importance of developing a 
child’s brain while they are young

DMI conducted a nutrition and 
early childhood development 
campaign in Tanzania as part of 
DFID’s Addressing Stunting in 
Tanzania Early (ASTUTE) project, 
led by IMA World Health and 
funded by UNICEF, which ran 
from August 2014 to May 2020. 

STUNTING AND EARLY 
CHILDHOOD DEVELOPMENT 

IN TANZANIA

DMI broadcast one-minute radio dramas 10 
times a day across the Lake Zone of Tanzania 
(Kagera, Kigoma, Mwanza, Geita and 
Shinyanga) and nationally via Radio Free 
Africa. 145 radio spots were complemented 
by 4 TV spots that were broadcast on 
national stations. Part way through the 
project, UNICEF supported the campaign’s 
extension to the Southern Highlands 
(Mbeya, Iringa, Songwe and Njombe).

The spots gave listeners practical advice 
on how to make their children ‘smarter, 
healthier and more successful’, focused for 
the most part on nutritional advice. Spots 
were short, realistic dramas that use emotion, 
humour and suspense to convince target 
audiences to adopt healthy behaviours. 
The spots tapped into Tanzania’s strong 
oral culture and addressed the underlying 
gender dynamics that affect stunting. 

TEST: ASTUTE

THE INTERVENTION
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TEST: ASTUTE
THE RESULTS

The campaign achieved important improvements across 
multiple breastfeeding, maternal nutrition, and early 
childhood development indicators. Some examples are 
given below, drawn from before-and-after surveys of 5,000 
households showing changes over a period of 30 months:

For many of these indicators we also saw strong evidence 
of an association with reported exposure to the campaign 
at endline, providing evidence that some of this change 
can be attributed to the intervention. The results of this 
analysis provide exciting evidence that habitual, potentially 
difficult household behaviours such as nutrition, husband 
helping with chores, or cognitively stimulating young 
children on a daily basis can be substantially impacted by 
DMI’s campaigns. 

In this episode of the ASTUTE TV series, 
‘Fence’, the grandfather catches the 

neighbours spying on his grandchildren 
as they want to know the secret to the 

child’s good health. The grandfather 
explains that the baby is strong and 

healthy because her mother is exclusively 
breastfeeding

Indicators measured Impact p-value

Child exclusively breastfed Increase from 79% to 92% 
(13 percentage points)

<0.001

Mother ate more types of 
food during last pregnancy

Increase from 7% to 20% 
(13 percentage points)

<0.001

Partner helped with chores 
frequently during pregnancy

Increase from 41% to 50% 
(9 percentage points)

<0.001

Mother’s engagement with 
young child’s learning

Increase from 47% to 79% 
(32 percentage points)

<0.001

TEST: VIRAL VIDEOS

In May 2019, DMI published the 
results of our ‘viral videos’ trial in 
Burkina Faso (Swigart et al., 2019). 
Many parts of Sub-Saharan Africa 
have limited access to TV, the 
internet, and sometimes even to 
radio. The ubiquity of mobile phones, 
in even the most remote places, 
could be part of the solution. Videos 
have the potential to “go viral” if 
shared between phones, using 
Bluetooth or SD cards. But how 
does a public health video stand out 
from the millions of other videos 
on the internet? We hypothesised 
that producing films in minority 
languages - languages in which no 
films had ever been made - would 
attract huge attention.

BREAKING DOWN BARRIERS OF 
COMMUNICATION IN 

SUB-SAHARAN AFRICA

We tested this approach in a small 
pilot in the Gaoua region of Burkina 
Faso in 2014, with funding from the 
Bill and Melinda Gates Foundation. 
We shared eight videos through a 
network of distributors - including 
mechanics, store vendors and 
other members of the business 
community who have a large client 
base in rural areas. Results showed 
that at the end of the 6-month 
trial, and following the distribution 
of 356 SD cards, nearly one third 
of the population in intervention 
zones had seen the videos. 50% of 
women who had seen the videos 
didn’t own a mobile phone. 

This was a hugely promising result. 
There are over 2,000 languages in 
Africa, most of which have never 
had professional films made in 
them. It has real potential for 
campaigns in more remote areas.
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TEST: ENFANCE
EARLY CHILDHOOD DEVELOPMENT IN CÔTE D’IVOIRE

According to UNICEF, less than 10% of 
children aged 36-59 months in Côte 
d’Ivoire are enrolled in early childhood 
education programmes. This problem is 
particularly marked for children in Côte 
d’Ivoire’s cocoa farming communities. 

Cocoa farmers usually survive on less 
than $0.50 a day, and most of them live 
in work camps, isolated from the services 
and infrastructure that urban and peri-
urban areas provide. Consequently, 
children growing up in these areas often 
lack access to early learning and care, 
with adverse consequences for their 
development.

THE COCOA CONTEXT

In Côte d’Ivoire, DMI is running an innovative campaign, 
Enfance, to improve parenting behaviours, using mass 
media and mobile technology. 

Enfance targets parents in the South-Western cocoa-
growing regions of Côte d’Ivoire with messages about 
early childhood development (ECD) over the radio and 
through mobile videos shared with caregivers through 
a network of local midwives. The videos are dubbed 
into local languages and shared on SD cards and via 
Bluetooth, so sharing does not rely on internet, which is 
often prohibitively expensive for these communities. The 
programme began in May 2019 will run for 18 months. 

The campaign is part of the investment of the TRECC 
Steering Committee (Jacobs Foundation, the Bernard 
van Leer Foundation and UBS Optimus) in cocoa farming 
communities in Côte d’Ivoire and receives additional 
support from Grand Challenges Canada and the Saul 
Foundation. 

Innovations for Poverty Action (IPA), is conducting a 
randomised controlled trial to evaluate the effect of the 
mobile videos on parental behaviours that stimulate ECD.

A still from episode 5, ‘Angelin’s 
gone mad’ where the grandmother 
finds her son, Angelin, playing with 
his daughter and thinks he has 
gone crazy! Until his brother, Jean, 
convinces her that playing with 
children helps their development
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SCALE: SAVING LIVES IN BURKINA FASO
A LIFE-SAVING, COST-EFFECTIVE INTERVENTION AT NATIONAL SCALE

From 2011-2015 DMI conducted the 
first ever randomised controlled 
trial (RCT) on the effects of a 
mass media campaign on health 
behaviours. 

The RCT evaluated a radio 
campaign targeting caregivers 
of children under 5 years old in 
Burkina Faso that covered a wide 
range of maternal and child health 
behaviours with an emphasis on 
treatment-seeking for three of the 
biggest killers of children under 5: 
malaria, diarrhoea and pneumonia. 

Year 1 of our 2011-2015 campaign 
saw the following increases in 
intervention zones compared to 
controls:

CHILD SURVIVAL RCT RESULTS

39%
56% Increase in malaria  

consultations  (p<0.001)

Increase in pneumonia 
consultations (p<0.001)

73% Increase in diarrhoea 
consultations (p<0.001)

3,000

London School of Hygiene and 
Tropical Medicine economists 
estimated that this is one of the 
most cost-effective interventions 
available for saving children’s 
lives, at just $7 - $27 for each year 
of healthy life added. 

Thanks to support from GiveWell, 
The Light Foundation and 
individual donors, DMI has been 
able to scale up the campaign 
nationally and will run it for 2 years 
until September 2021. 

Lives saved 
over 3-year 
campaign

SCALE: SAVING LIVES IN BURKINA FASO
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SCALE: SAVING LIVES IN MOZAMBIQUE

DMI also scaled its child survival 
campaign to Mozambique 
following the success of the 
randomised controlled trial in 
Burkina Faso. 

IntenSaude was a two-year 
radio campaign funded by the 
Unorthodox Philanthropy, the 
Swiss Development Corporation, 
the Botnar Foundation, 
GiveWell, Founders Pledge and 
the Mulago Foundation.

Full results are on track to be 
available by the end of 2020, but 
preliminary results have been 
positive, and we are pleased to 
announce that funding for a 
further two years’ extension of 
this project has been provided 
by The Light Foundation. 

SCALE:  ZAKA

Following DMI’s family planning 
randomised controlled trial 
(RCT) in Burkina Faso, a 
12-month scale up was funded 
by a philanthropist from January 
2019 to December 2019. 

The campaign has now been 
extended for a further 3-years 
to increase the modern 
contraceptive prevalence rate 
(mCPR) across Burkina Faso.

This new 3-year campaign 
started in January 2020 has 
been given the project name 
“Zaka”. Zaka means “family/
home” in Mooré, one of the 
most widely spoken local 
languages in Burkina Faso. 

This extension will broadcast 
radio spots promoting the 
uptake of family planning on 
33 radio stations, covering 
80% of Burkina Faso. This 
intervention will help the 
Government of Burkina 
Faso meet ambitious 
family planning targets it 
has articulated in its latest 
policy on family planning: 
to increase the number of 
contraceptive users by 36% 
over the next three years, 
from 960,000 to 1.3 million.

SCALING UP A SUCCESSFUL 
FAMILY PLANNING CAMPAIGN
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SCALE: WISH2ACTION
THE WOMEN’S INTEGRATED SEXUAL HEALTH PROGRAMME

DMI is a delivery partner in 
the DFID-funded Women’s 
Integrated Sexual Health 
(WISH) programme. This 
£200 million investment in 27 
countries aims to improve the 
lives of millions of women and 
girls though integrated and 
holistic sexual health care. 

This will empower women in 
some of the world’s poorest 
countries to plan when to 
have children, to stay in 
education and, to get better 
jobs, enabling them to 
contribute to their country’s 
economic development. 

DMI is a part of the 
WISH2ACTION consortium, 
managed by the International 
Planned Parenthood 
Federation (IPPF), in seven 
countries in East Africa: 
Ethiopia,  Madagascar, Malawi, 
Mozambique, Tanzania, 
Uganda and Zambia. 

DMI aims to improve sexual 
health by increasing demand 
for sexual health services and 
modern contraceptive uptake. 

The majority of the campaign 
will be over radio, according 
to DMI’s Saturation+ 
methodology, and this will be 
complemented by TV spots, 
mobile video content and 
social mobilisation. This three-
year programme launched in 
September 2018.

SCALE: WISH2ACTION
A CASE STUDY FROM UGANDA: SAMALIE’S STORY

“I wanted to space my children, but 
I was afraid to talk to my husband 
about contraception because I did 
not know what his reaction would 
be. 

My husband is a radio listener, and 
during the soccer match breaks, we 
used to hear adverts about family 
planning on Central Broadcasting 
Radio. One he vividly likes has a 
chairman talking to men about 
family planning and how it is their 
responsibility to ensure the health 
of their families, the other is about a 
man who is fed up with his family’s 
poor health because of too many 
children who are not well spaced.

He then informed me how he would 
like me to take up contraception to 
enable us to space our children. I 
was very excited.”

After learning Samalie (28, Uganda) 
was pregnant, her partner left her 
to raise the child alone. Samalie 
has since met her current partner 
and together they have had two 
more children. Concerned about 
becoming pregnant again while 
still breastfeeding, Samalie became 
interested in trying family planning 
methods when her partner heard 
DMI’s spots on the radio...

Somalie sharing her story with DMI 
Uganda’s Senior Campaign Manager
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SCALE: WISH2ACTION
A CASE STUDY FROM UGANDA: BIDI BIDI REFUGEE SETTLEMENT

As an adjunct to its main campaign, 
DMI is working with the International 
Rescue Committee, a WISH2ACTION 
consortium partner, to develop a radio 
campaign about family planning in 
the settlement. Building on scripts 
developed for the WISH project, 
radio spots will begin by focusing on 
messaging about birth spacing. These 
spots will predominantly be used 
as a prompt for specific community 
meetings and serve as a catalyst to 
open conversations on the topic.

A long-term goal is to help the 
camp establish a radio station with 
programmes specifically designed 
for refugees, by refugees. This will 
provide training and recruitment 
opportunities to camp members 
to act as voice actors, manage the 
station and produce and deliver the 
programmes to their fellow residents.

Home to over 270,000 refugees, 
the Bidi Bidi settlement in north-
western Uganda is the second largest 
refugee settlement in the world. 
Although there are health facilities 
within the camp, there is a distinct 
lack of information, education and 
communication materials targeted at 
the refugee communities, and little 
available in the main language they 
use, Juba Arabic.

A resident from Bidi Bidi 
refugee settlement during 
recording for one of DMI’s birth 
spacing spots in Juba Arabic

SCALE: WISH2ACTION
A CASE STUDY FROM MALAWI: THE LISTENING PROJECT

This year, our team 
in Malawi began 
producing a series of 
conversations inspired 
by BBC Radio 4’s long-
running show, The 
Listening Project. They 
are recording intimate, 
real-life conversations 
about young people’s 
experiences with 
family planning. These 
conversations are then 
broadcast with the aim 
of educating listeners 
and encouraging more 
open discussions about 
family planning.

Augustine: The problem I have is 
that one day my mum found me 
with the stuff.
Rodrick: Condoms, just mention 
them, we are two of us here.
Augustine: She found them on 
me and said she doesn’t want to 
see me with them again. I know 
they love me, but she thinks I’m 
going astray.
Rodrick: True.
Augustine: But I’m not like that. 
When she sees me nowadays, I 
think she has lost faith in me, not 
sure how I can deal with that.
Rodrick: The problem is that, our 
parents love us too much, and 
they trust us so much, it’s like 
they have expectations of what 
we can do and cannot do. What 
they forget is that we’re not with 
them always. For example, when 
you were sleeping with your 
girlfriend, were they there?

This is an excerpt from 
a conversation between 

Augustine and Rodrick (pictured 
below), two young men who 

took part in the project
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PARTNERSHIPS: PASANAD

produced in five languages: Mooré, 
Jula, Bwamu, San, and French. The 
radio spots were broadcast across 
five community radio stations over 
a period of twelve months from 
April 2019, while the mobile video 
distribution was conducted by GRET. 

The mobile videos were directed 
by award winning Burkinabé film 
director Apolline Traoré. The project 
marked our first collaboration with 
Apolline and the films produced were 
extremely well received in Burkina 
Faso. Her directing combined a strong 
understanding of the cultural context 
with excellent acting performances.

DMI collaborated with the French 
NGO, Groupe de Recherches et 
d’Echanges Technologiques (GRET), 
on the Programme d’Appui à la 
Sécurité Alimentaire, Nutritionnelle et 
à l’Agriculture Durable et à la résilience 
au Burkina Faso (PASANAD). The 
aim of this European Union funded 
initiative is to improve food security 
and nutrition in the Mouhoun and 
Nayala provinces of the Boucle du 
Mouhoun Region in Burkina Faso by 
encouraging, for example, diversified 
crops production, diversified diets 
and exclusive breastfeeding of young 
infants.

DMI conducted a mass media 
campaign over a period of 18 months 
to support PASANAD. The content 
themes included nutrition and 
agricultural messages in the forms 
of radio spots and four mobile videos

FOOD SECURITY AND NUTRITION IN BURKINA FASO

The films were directed by 
renowned director Deependra 
Gauchan based on scripts 
written by our talented DMI 
Tanzania scriptwriters. They 
were very well received by 
both the Ministry of Health 
and EGPAF, particularly by the 
way the films were embedded 
in Tanzanian culture so that 
the messaging was easily 
accepted by local audiences.

DMI has partnered with the Elizabeth Glaser Paediatric AIDS Foundation 
(EGPAF) in Tanzania on Malezi II, a project focused on improving early 
childhood development in the Tabora region of Tanzania. DMI is running a 
radio campaign and producing five short films that are to be shared with 
community health workers and caregivers via mobile phones and tablets.

PARTNERSHIPS: MALEZI II

A still from our film series 
for the Malezi II project. 
The films see a health 
worker visiting families 
and demonstrating good 
ECD practice. She shows 
how to play with, talk 
to, positively discipline 
and praise children and 
explains the benefits

EARLY CHILDHOOD DEVELOPMENT IN TANZANIA
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PARTNERSHIPS: PROSECEAU
WATER, SANITATION AND HYGIENE IN BURUNDI

DMI is working in partnership with 
the Red Cross to deliver a water, 
sanitation and hygiene campaign 
in Burundi as part of Programme 
Sectoriel Eau et Assainissement 
Burundi (ProSecEau), a Gesellschaft 
für Internationale Zusammenarbeit 
(GIZ) funded and directed project, 
commissioned by the German 
Government.

DMI’s 16-month radio and mobile 
video campaign is focused on the 
provinces of Rumonge, Bururi and 
Mwaro, and complements the wider 
ProSecEau project. Mobile videos are 
distributed through a wide network 
of Red Cross volunteers. Messages 
focus on the transportation, storing 
and handling of drinking water, 
handwashing at critical moments, 
and latrine use and maintenance. 

Two of the videos are instructional animations showing how to build and 
maintain an ecological latrine, and six are dramatic animations following 
the story of two cheeky twins. One of these animations, about the twins 
learning about handwashing at school, was selected for the prestigious 
2020 Annecy International Animated Film Festival. 

This is Bukuru, one of the cheeky twins from the WASH animation 
series. In this episode, ‘Dirty hands make you sick’, Bukuru and 
her brother, Butoyi, learn how to wash their hands properly

DMI secured funding from the Stop TB 
Partnership to conduct a tuberculosis 
(TB) radio campaign in the province 
of Zambezia in Mozambique. The 
15-month campaign, which is due 
to go on air on Radio Mozambique’s 
regional antenna as well as several 
community radio stations in late 
2020, aims to improve awareness 
of symptoms, encourage testing, 
promote treatment adherence, 
and address myths and stigma 
surrounding the disease. 

In order to ensure an effective link 
between the expected increase 
in demand for TB services and 
the availability of TB testing and 
treatment, DMI will work closely 
with the Mozambican National TB 
Programme (NTP) and (local NGO) 
Ajuda de Desenvolvimento de Povo 
para Povo (ADPP) throughout the 
campaign.

MYTH-BUSTING IN MOZAMBIQUE

TB IN MOZAMBIQUE

551 in 
100,000

22,000

Mozambique has the 4th 
highest TB incidence rate in the 

world.

50%

At

people in Mozambique die of 
tuberculosis each year.

of cases of TB in Mozambique 
remain undetected.

people,

PARTNERSHIPS: TB REACH
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COVID-19

DMI’S RESPONSE TO THE NOVEL CORONAVIRUS IN AFRICA

Given the likely impact of COVID-19 on Africa, DMI is currently mobilising all of its 
country teams to promote hygiene, social distancing and the protection of the 
vulnerable through radio, TV and mobile channels. DMI is already broadcasting COVID-19 
campaigns in Burkina Faso, Ethiopia, Madagascar, Malawi, Mozambique, and Tanzania. 
We aim to extend this to Côte d’Ivoire, Uganda, and Zambia as soon as possible. We work 
directly with Ministries of Health and receive direct guidance from Africa CDC and WHO. 
DMI is well positioned to do this work. We have offices, experienced staff and strong 
relationships with the media and Ministries of Health our nine countries of operation.

We are fortunate to have received funds already from GiveWell, the Skoll Foundation, 
UBS Optimus Foundation, and the Mulago Foundation as well as a number of private 
donors. This has allowed us to start work quickly while we seek additional funds.

DMI  has continued to deliver its existing projects as far as possible, due to the ongoing 
importance of water, sanitation and hygiene, nutrition, family planning, child survival, 
and early child development interventions. The Ebola crisis showed that it is vital to 
continue with existing health campaigns, otherwise people die unnecessarily from other 
diseases. So, we are determined to follow WHO advice and continue our campaigns on 
these topics. 
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FINANCIAL SUMMARY

The Light 
Foundation, GiveWell 

and individual 
donors

Wellcome and 
The Light 

FoundationStop TB

Saving Lives in Burkina Faso SUNRISE in Burkina Faso

TB Reach campaign in Mozambique

Individual 
philanthropist

The Light 
Foundation

Zaka in Burkina Faso

£11,996,525 NEW PROJECT FUNDING SECURED IN 2019 - 2020*

*Financial year April 2019 - March 2020

This tuberculosis radio campaign 
will begin in 2020 in the province 

of Zambezia

This is a scale up of DMI’s child 
survival campaign, which has 
been demonstrated through 
an RCT to increase life-saving 

treatment-seeking behaviours

This will be the first ever 
randomised controlled trial to test 
the effects of an early childhood 
development radio campaign on 

cognitive development 

Saving Lives in Mozambique
This intervention will increase 
life-saving treatment-seeking 

behaviours in Mozambique

This is a scale up of DMI’s family 
planning campaign, which has been 
demonstrated through a randomised 

controlled trial to increase modern 
contraceptive uptake

THANK YOU TO ALL THE FUNDERS OF OUR 2019 -2020 CAMPAIGNS
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