
some components were
substantial in compari-
son sites (Figure 1). Tw o
f requent problems for
experimental re s e a rc h
designs in mass media
campaigns may explain
this finding. First, the
posters, radio pro g r a m
and leaflets were avail-
able in comparison sites
and had some impact on
young people there. Sec-
ond, if respondents were
unable to distinguish be-
tween campaign and
similar noncampaign ac-
tivities, the follow-up
survey may have mea-
s u red exposure to dra-
mas and peer educators
s p o n s o red by pro g r a m s
other than the youth
campaign. The inclusion
of noncampaign activi-
ties presumably boosted
e x p o s u re levels by
roughly equal amounts
in campaign and com-
parison areas. Because
of the considerable ex-
p o s u re levels in some
comparison sites, all
analyses include the
comparison as well as
campaign sites.

Ninety-seven perc e n t
of respondents in cam-
paign areas were ex-
posed to the campaign.
Posters and launch day
events reached the
l a rgest proportions of
young people (92% and
87%, respectively), fol-
lowed by the leafle t s
(70%) and dramas (46%).
The hot line reached the
smallest share of the tar-
get audience (7%). How-
e v e r, the likelihood of re-
spondents’ exposure to
each component varied
a c c o rding to the youths’
c h a r a c t e r i s t i c s .

Students were ex-
posed to signific a n t l y
m o re campaign compo-
nents than out-of-school
youths (on average, 3.4
vs. 3.0), presumably be-
cause much of the cam-
paign was school-based.

Some diff e rences emerged between the
baseline and follow-up samples and be-
tween campaign and comparison sites. At
baseline, respondents in campaign sites
w e re younger, less well educated, less like-
ly to be married and less likely to be sex-
ually experienced than those in compar-
ison sites (Table 1). In campaign sites,
respondents to the follow-up survey were
significantly older, better educated and
m o re likely to be sexually experienced
than participants in the baseline survey.
The rural-urban composition of the cam-
paign and comparison samples also dif-
f e red: Four of five respondents at cam-
paign sites lived in rural areas, compare d
with half at comparison sites. Given these
d i ff e rences, we performed multivariate lo-
gistic re g ression analyses to control for
age, sex, education, sexual experience,
marital status and urban-rural re s i d e n c e .

Campaign Exposure
S i g n i ficantly higher proportions of youths
in campaign than in comparison sites
w e re exposed to each campaign compo-
nent; nevertheless, exposure levels to

When background characteristics are taken
into account, students were twice as like-
ly as other young people to have seen a
p o s t e r, read a pamphlet, watched a youth
drama, read the Straight Ta l k newsletter or
talked to a peer educator. Respondents
aged 10–14 were exposed to fewer cam-
paign components than older re s p o n d e n t s
(3.0 vs. 3.3) and were significantly less like-
ly to have been exposed to posters, cam-
paign launches, Straight Ta l k, the radio pro-
gram and peer educators. Sexually
experienced youths were exposed to the
same number of components (3.3) as sex-
ually inexperienced respondents (3.2), but
w e re more likely to have been exposed to
the four components with the least re a c h :
the newsletter, radio program, peer edu-
cators and hot line. 

While gender and urban-rural re s i d e n c e
also were related to campaign exposure ,
the direction of the association varied for
d i ff e rent materials and activities. Some
components reached a greater pro p o r t i o n
of women than men (posters, pamphlets
and the radio program), while others
reached a higher fraction of men (dramas,
newsletter and peer educators ). Similar-
ly, launch events, youth dramas, Straight
Ta l k and the peer educators had their
g reatest reach in rural campaign sites,
while leaflets, the radio program and the
hot line reached a higher proportion of
urban than rural youth.

The six-city survey provides a fuller pic-
t u re of listenership to Youth for Real. Na-
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Ta ble 1. Pe rc e n t age distribution of respondents to baseline and
fo l l ow-up surv eys, by selected characteristics, according to study
site, Zimbabwe, 1997–1998

Characteristic Campaign Comparison

Baseline Follow-up Baseline Follow-up
(N=973) (N=1,000) (N=453) (N=400)

Sex
Female 50.1 49.8 50.0 49.5
Male 49.9 50.2 50.0 50.5

Age†,‡ 
10–14 33.0 21.9 19.7 23.8
15–19 45.3 54.3 49.8 54.0
20–24 21.7 23.8 30.5 22.3

Residence
Urban 20.4 20.0 50.8 50.0
Rural 79.6 80.0 49.2 50.0

Education‡,§
None   0.2 0.0 0.0 0.8
Primary 39.2 28.3 31.5 28.5
Secondary 60.5 71.5 68.1 70.5
University 0.1 0.2 0.4 0.3

School attendance
Student 64.7 58.4 48.6 57.3
Working/unemployed 35.3 41.6 51.4 42.7

Marital status†
Single 93.1 90.9 81.6 88.5
Married/other 6.9 9.1 18.4 11.5

Sexual experience†,‡,††
No 79.2 65.6 70.4 69.8
Yes 20.8 34.4 29.6 30.2

Total 100.0 100.0 100.0 100.0

†Difference  between campaign and comparison data at baseline is statistically significant at
p < . 0 0 1 . ‡ D i f ference  between baseline and fo l l ow-up data in campaign area is statistically sig-
nificant at p<.001. §Difference between campaign and comparison data at baseline is statis-
tically significant at p<.05. ††Difference between baseline and follow-up data in comparison
area is statistically significant at p<.05.

Figure 1. Pe rc e n t age of respondents in campaign and compari-
son sites who were exposed to each campaign component

N o t e : For each component, the difference between the campaign and comparison sites is 
statistically significant at p≤.001 (calculated by multiple regression analysis controlling for 
respondents’ age, sex, education, sexual ex p e ri e n c e, marital status and urban-ru ral residence).

100

90

80

70

60

50

40

30

20

10

0
Posters Launch Leaflets Dramas News- Radio Peer Hot

events letter program educators line

Campaign

Comparison

%


