Nze N'owange: A Community & Radlo Game Show for Family Planning

‘It’s Good To Talk To Each Other’

The fertility rate in Uganda is 6.9%,
one of the highest in the world. Yet, the
2001 Uganda Demographic Health
Survey (DHS) shows that 34.7% of
Ugandan women do not want to have
children in the next two years and
36.4% do not want to have any more
children at all.

Research suggests that one of the
primary reasons why more Ugandan
couples do not use modern family
planning methods is because husbands
and wives do not discuss family
planning, HIV/AIDS, or other health
issues with one another. Some
Ugandan men and women believe that
their sexual partners do not approve of
family planning so they are fearful of
initiating a discussion. Communication
is a “gateway” behaviour for many
positive health practices — HIV/AIDS
prevention, infant nutrition, etc. To
encourage men and women to discuss
such issues together, it is important to
motivate them to converse about other
things as well.

In late 2000, the Delivery of Improved
Services for Health (DISH) I Project
created a community and radio game
show as part of the male involvement
family planning communication
campaign. The game show was called
‘Nze N’owange’ which means “Me and
My Beloved One.” This interactive,
entertaining game show was
constructed to encourage husbands and
wives to discuss family health issues
openly with one another, and to

persuade husbands and wives to interact
and communicate with each other more
frequently.

A total of 52 community game shows in
26 communities of Kampala, Luwero
and Masaka districts were conducted.
Half of the game shows were recorded
and edited for broadcast in a 15-minute

% program each week on Central

Broadcasting Service (CBS), a popular

- FM station in Uganda. The community

game show and the subsequent radio
programs were co-sponsored by
Injectaplan, injectabble contraceptive
and Commercial Market Strategies

(CMS).

One to two weeks before a game show,
the District Health Educator (DHE) and
other local leaders distributed flyers and
displayed posters inviting couples in the
area to audition for the show. During
the auditions, the game show producer
selected four to five couples from the
local community who maintained long-
standing relationships and had good
stage presence.

On the day of the game show, Group
Africa, an experiential marketing
company, set up in a pre-determined
location of the community, often a large
open field. This self-contained truck
converted into a stage with a sound
system, banners and other props needed
for the show. The interior of the truck
housed the necessary equipment to pre-
record the game show for the radio
program.



