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Organisational status 

NGO -1992 
 

To promote health 
and well-being 
 

Mass media, 
advocacy and 
social mobilisation 
 

Multi- media and 
multi-language 
 
 



Health Promotion Framework 
(Ottawa Charter)  

Building healthy public policy 
 

Developing personal skills  
 

Creating supportive environments 
 

Promoting community action 
 

Re-orientating health services 



Phuza Wize Campaign 

 
 alcohol reduction and violence 

prevention campaign with 
several objectives 

 
 

 focus on the advocacy campaign 
to ban alcohol advertising 
(marketing) in South Africa from 
December 2010 

 



Alcohol Advertising Ban  

Supportive stakeholders 
Research institutions 
Public Health sector 
Academic institutions 
Civil society 
Government Departments: 

Health, Social 
Development , Basic 
Education, Transport 

General public 
 
 

Opponents 
Media 
Department of Trade 

and Industry 
  Alcohol industry 
Advertising industry 
Free Market Foundation 
General public 

 
 



Industry arguments  

 
 
 

Brand choice 
Job losses 
Black economic empowerment 
Illegal outlets and home-brews 
Nanny state wanting to control personal choices 
Used business stakeholders, journalists and black 

commentators   



Coverage against ban 



Coverage against the 
ban 



Public health perspective 

High levels of male-on-male interpersonal 
violence  

High financial cost of alcohol-related harm 
 Hazardous drinking pattern 
Increased alcohol consumption among young 

people 
Long-term damage caused by alcohol to the 

under 25s 
      
 



Public Health Perspective 

Increasing prevalence of non-communicable 
diseases  

Voices from communities – not just big business 
and alcohol industry 

Linked to violence against women and children  
Drinking and driving  
Africa targeted as a market 

 
 



Media Advocacy  

• Editor’s forum – alcohol marketing booklet for 
journalists (media only event) 

• Alcohol advertising panel discussion with the 
advertising industry, Departments of Trade and 
Industry, Social Development and public health 
specialist (media only event) 

• Alcohol advertising panel discussion with 4-page 
supplement on alcohol advertising in the M&G 
(with general public) 
 



Media Advocacy 

• Newspaper articles 
• Radio interviews (5-10 minutes) 
• Radio debates (30 mins – 1.5 hours) 
• Television interviews (SABC, Soweto TV)  
• Focused on higher LSM and those that set the 

national agenda and had the ear of 
policymakers – 702, Khaya Fm, Safm, Sunday 
Times, Times, Mail & Guardian, Sowetan 
 



Coverage supporting ban 



Coverage supporting ban  



Alcohol Advertising 
Advocacy Training 

• Northern Cape and North West provinces  
• Community training – 18-30 year olds 
• Conduct surveys on perceptions and impact of alcohol advertising 
• Be media advocates for alcohol advertising ban 
• Understand legislative process 
• Make submissions on alcohol advertising legislation 
• Work in community-based structures 

 
 



Stakeholder – Message  

Department of Health:   
Reduce health harm  and cost to the health system 
 
 
Department of Social Development:  
Reduce social harm (and help them fulfil their mandate as chair of the Inter 

Ministerial Committee on Substance Abuse) 
 
Treasury:  
Reduce alcohol-related costs to government  
 
Department of Trade and Industry: 
There are other ways to create jobs – campaign suggested many options  

 
 



Stakeholder-Message  

Media 
• Find linkages between stories of violence, social 

breakdown and alcohol, financial loss 
• Other job/ economic possibilities within the alcohol 

trading environment 
• Other industries will fill the advertising gap 
• Not an assault on personal freedom given the high 

violence, HIV and social breakdown statistics linked to 
alcohol 

• Local research shows that South Africans want 
government support to address the issue 

 
 
 
 



Stakeholder-Message  

General public 
• Advertising increases consumption  
• Causes permanent changes to certain parts of the 

brain in under 24.5 
• Costs the taxpayer more than we earn in tax from 

the industry 
• Job losses exaggerated by the industry  
• Linked to range of social harms: violence, unsafe 

sex, HIV, illness, road traffic death and disability, 
family life 

Avoided: morality, religion, gender, social class,  
 

 
 
 



Conclusion  
 
• Framed the debate around public health 
 
• Use of community voices to support the ban at local level, 

but also get their voices to a national platform  
 
• Not just about alcohol advertising, but a multi-pronged 

response to alcohol-related violence (harm) 
 
• Extensive use of current local and international research 

 
• Credibility of Soul City brand 
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