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chapter summarizes lessons learned about the use of entertainment-edu-
on in communication campaigns dealing with family planning, gender
,lity, HIV prevention, and environmental conservation. A communication
paign (a) intends to achieve specific effects, (b) in a relatively large num-
. of individuals, (c) within a specified period of time, and (d) through an
nized set of communication activities (Rogers & Storey, 1987).

ENTERTAINMENT-EDUCATION STRATEGY

c entertainment-education strategy abrogates the needless dichotomy in
Imostall mass media content-that mass media programs must either be enter-
ining or educational (Fischer & Melnik, 1979; Singhal & Rogers, 1989).

, ntertainment-education is the process of purposely designing and implement-
. nS a media message to both entertain and educate to increase audience mem-
bors' knowledge about an educational issue, create favorable attitudes, and
ohange overt behavior (Singhal & Rogers, 1999). Entertainment-education
locks to capitalize on the popular appeal of entertainment media to show indi-
viduals how they can live safer, healthier, and happier lives (Piotrow, Kincaid,
Rimon, & Rinehart, 1997; Singhal & Brown, 1996).
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THE RISE OF ENTERTAINMENT-EDUCATION

If implemented correctly, the entertainment-education strategy can of I
important advantages to development officials of national governm nIl,
broadcasting networks, educators, commercial sponsors, and audiences. '1'1
entertainment-education strategy often provides an opportunity for an edm' .
tional message to pay for itself. Thus, commercial and social interests can boll
be met.
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NEW APPROACHES AND CURRENT CHALLEN I

The idea of combining entertainment with education goes as far back in huml
history as the timeless art of storytelling. For thousands of years, music, dram I

dance, and various folk media have been used in many countries for recreatiUl •
devotion, reformation, and instructional purposes. "Entertainment-education,"
however, is a relatively new concept in that its conscious use in radio, televisiUl,
comic books, and popular music has received attention only in the past f
decades (Singhal & Rogers, 1999; Valente, Kim, Lettenmaier, Glass, & Dibh
1994).

In radio, the earliest well-known illustration of the entertainment-educatln
strategy occurred in 1951 when the British Broadcasting Corporation be
broadcasting The Archers, a radio soap opera that carried educational m
sages about agricultural development (The Archers is still broadcast and
dresses contemporary educational issues such as HIV/AIDS prevention un
environmental conservation). The entertainment-education strategy in telcv
sion was discovered more or less by accident in Peru in 1969 when the telcv
sion soap opera Simplemente Marfa was broadcast (Singhal, Obregon, & Ro
ers, 1994). The main character, Marfa, a migrant to the capital city, work
during the day and was enrolled in adult literacy classes in the evening. I
then climbed the socioeconomic ladder of success through her hard wor •
strong motivation, and skills with a Singer sewing machine. Simplemenl
Marfa attracted very high audience ratings, and the sale of Singer sewing m •
chines boomed in Peru. So did the number of young girls enrolling in adult lit-
eracy and sewing classes. When Simplemente Marfa was broadcast in oth
Latin American nations, similar effects occurred. Audience identification witl
Marfa was very strong, especially among poor, working-class women: She rep-
resented a Cinderella role model for upward social mobility.

Inspired by the audience success and the unintentional educational effect
of Simplemente Marfa, Miguel Sabido, a television writer-producer-directo
in Mexico, developed a methodology for entertainment-education soap op.
eras. Between 1975 and 1982, Sabido produced seven entertainment.
education television soap operas that helped motivate enrollment in adult li ter.
acy classes, encourage the adoption of family planning, and promote genu
equality (Nariman, 1993). Sabido's entertainment-education soap operas wcr
also commercial hits for Televisa, the Mexican television network, earnin
audience ratings equivalent to those of Televisa's other soap operas.
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Y ELEMENTS IN AN
TERTAINMENT-EDUCATION CAMPAIGN

345u' Entertainment-Education Strategy

entertainment-education campaign includes several integrated sets of activ-
es.

he idea of combining education with entertainment in the mass media has
1 e resulted in more than 100 projects in 50 countries, spurred by the efforts
institutions such as Population Communications International, a non-

vernmental organization headquartered in New York City, and Johns
pkins University's Population Communication Services. The entertain-
nt-education strategy has been widely re-created by creative media profes-
nals in television, radio, film, print, and theater. For example, Dr. Garth
het in South Africa developed the long-running "Soul City" mass media
paign, providing an entertainment-education model for health promotion
t is advocated by the European Union and United Nations agencies such as
JCEF and UNAJDS.

Formative Evaluation Research

Formative evaluation is a type of research that is conducted while an activ-
ity, process, or system is being developed or is ongoing to improve its effec-
tiveness (Rogers, 1986, p. 193; see Chapters 6-8, this volume). Re-

reating a Moral Framework and Values Grid

Prior to launching an entertainment-education intervention, a "moral
amework" of the specific educational issues to be emphasized in an entertain-
ent-education intervention and a values grid for the educational messages are

rcated. The moral framework is usually derived from a nation's constitution,
legal statutes, or documents such as the United Nations' Declaration o/Hu-

man Rights, to which the country is a signatory. For instance, a constitutional
Ight expressed as "All citizens will have an equal opportunity for personal and
rofessional development" provides the moral basis to produce media mes-
ges about gender equality. The values grid, in turn, is derived from the moral

ramework and contains various positive and negative statements, such as "It is
ood to send a girl child to school" and "It is bad to not send a girl child to
chool." The values grid specifies the exact behavior changes that are to be en-

couraged or discouraged in the entertainment-education project such as a soap
opera. It also constitutes a formal statement signed by government, reli-
ious, and media officials pledging their support ofthe educational values pro-

moted in the intervention. For example, Sabido asked Catholic Church lead-
ers in Mexico to help develop the values grid for his telenovela about family
planning.
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search-based information about the characteristics, needs, and preferences of II

target audience can sharpen the design of entertainment-education. For exam-
ple, a formative evaluation survey in Tanzania in 1992 found that many adults,
including those using the rhythm method of contraception, did not know tho
days in the women's menstrual cycle when fertility was most likely. Correct in.
formation was then provided in a radio soap opera, Twende na Wakati (Let's Go
With the Times) (Rogers et al., 1999).

Multimedia Broadcasts and Campaign Activities

The effects of entertainment-education are greater when various supple-
mentary activities are part of an integrated communication campaign. For in-
stance, in the late 1980s, Johns Hopkins University's Population Communica-
tion Services used rock music songs to promote sexual responsibility among
teenagers in the Philippines, and the songs were accompanied by print and
broadcast advertisements, personal appearances by the two singers, label but-
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Theory-Based Message Design

The messages for the entertainment-education intervention are designed on
the basis of various theories of behavior change. For example, Bandura's
(1977, 1997) social learning theory is often used; it states that learning can oc-
cur through observing media role models, and that this vicarious learning usu-
ally is more effective than direct experiential learning.

Sabido's entertainment-education soap operas in Mexico had three types of
role models: (a) those who support the educational value (positive role mod-
els), (b) those who reject this value (negative role models), and (c) those who
change from negative to positive behavior (transitional role models) during the
soap opera's broadcasts. Transitional characters start out as negative role mod-
els or at least are unsure about adopting the desired behavior. When transi-
tional characters change their attitudes and behaviors toward the educational
value, their transformation is reinforced and explained in the epilogues (which
are brief statements by a prestigious individual who connects the episode to in-
dividuals' lives). Each time a positive role model or a transitional character
performs the socially desirable behavior (such as adopting family planning),
he or she is rewarded immediately in the storyline. Each time a negative role
model performs a socially undesirable behavior, he or she is immediately pun-
ished. For example, in the Tanzanian radio soap opera, Twende na Wakati,
Mkwaju (literally "walking stick") is a negative role model for sexual respon-
sibility; he is a truck driver who is promiscuous, sleeps with commercial sex
workers, and contracts AIDS. He is punished by losing his prestigious job, his
family, and eventually his life (Rogers et aI., 1999). When transitional charac-
ters change their behavior, audience members may be influenced to follow
their lead.



Process and Summative Evaluation

SOUL CITY:
AN ENTERTAINMENT-EDUCATION EXEMPLAR

tons urging "Say No to Sex," posters, and a telephone hotline
("Dial-a-Friend"). These messages constituted a coordinated communication
campaign rather than just a popular song featuring lyrics with an educational
message. Although the cost and effort invested in a total campaign are greater
than those for just the entertainment-education message, the synergy of the
communication campaign elements often leads to greater effects in changing
human behavior (Piotrow et al., 1997).

347The Entertainment-Education Strategy

Entertainment-education campaigns can be strengthened through such pro-
cess evaluation activities as analysis of audience individuals' letters (the epi-
logue-giver usually encourages audience members to write letters), monitor-
ing of clinic data (e.g., to track family planning adoption), and content analysis
of the entertainment-education messages (to determine if the scripts are con-
sistent with the moral framework and the values grid). Feedback can thus be
provided in a timely manner to entertainment-education producers for appro-
priate midcourse corrections. Summative evaluation research can measure the
effects of the entertainment-education campaign on audience behaviors (see
Chapter 6, this volume). Often, multimethod triangulation is employed to as-
certain effects. For example, an entertainment-education radio soap opera,
Tinka Tinka Sukh (Happiness Lies in Small Pleasures), in Hindi-speaking In-
dia was evaluated by a field experiment (using pre-post, treatment-control au-
dience surveys), content analysis of the episodes and viewers' letters, and a
case study of one village in which the program had strong effects (Papa et al., in
press).

Soul City is an exemplary, ongoing entertainment-education campaign in South
Africa. In the late 1980s, Dr. Garth Japhet, a young medical doctor, was assigned
to a rural health clinic in South Africa's Natal Province.2 While treating poor,
rural patients, Japhet realized that South Africa harbored "developing" country
health problems in a "developed" country environment: HIV prevalence among
adult South Africans was high (approximately 10%), and young children in rural
areas often died of diarrhea. This dismal health record existed despite a highly
developed mass media system in South Africa: Approximately 70% of South
Africans regularly watch television, 93% regularly listen to radio, and 50% reg-
ularly read newspapers and magazines (Community Agency for Social Enquiry
[CASE], 1995).

Japhet noted that the health promotion activities in the South African media
were inadequate and mainly slogan based. There was a Tuberculosis Day, an
AIDS Day, a Malaria Day, and so on. Such health promotion efforts lacked
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sustainability, the degree to which the effects of a program continue
intervention ends. Research did not play an important role in health prom
Although South Africa had a robust advertising industry, lessons from
tising and social marketing were not being applied in health communi
campaigns. Furthermore, institutional partnerships between the med
government, and the private sector did not exist for health promoti OJ
health ministry usually implemented programs in a top-down manner. J
also realized that despite a wealth of mass media talent and resources, II
was little indigenous drama on South African television or radio.

In 1992, Japhet established Soul City, a nongovernmental organi I
whose mission was to harness the mass media for promoting good health. II
itively, he realized that for media-based health promotion intervention In
sustainable, they had to be popular, attract the highest possible prim .1
audience, and be of top-notch quality. He also realized that the institutio
partnerships between government, media, private corporations, and don
agencies had to be designed so as to be "win-win"-that is, commercial
social interests could both be honored. Therefore, entertainment-educ[ I
was placed at the core of Soul City's health promotion strategy. Research. h
formative and summative, was to undergird this entertainment-education
cus: "It is research that distinguishes 'edu-tainment' from pure entertainm t
(Japhet & Goldstein, 1997b).

Soul City is a unique example of entertainment-education in that it r
resents a series of integrated, ongoing mass media activities, year after y
Each year, a series of mass media interventions is implemented, inc1udl
the flagship Soul City, a 13-part prime-time television drama series that run
for 3 months and promotes specific health education issues. Simultaneous I
a 60-episode radio drama series is broadcast daily (Monday through Frida)'
during prime time in eight South African languages. Although the story
the radio drama is different from that of the television program, the health i •
sues and topics addressed in it are the same. Once the television and radio s •
ries are broadcast, 2.25 million health education booklets, designed around Ih
popular TV series' characters, are distributed free of cost to select target audl.
ence groups. The booklets are serialized by 12 major newspapers.

The first Soul City television series, broadcast in 1994, focused on maternal
and child health and on HIV prevention and control. The second series, broad.
cast in 1996, focused on HIV and tuberculosis prevention, housing and urban
reform, alcohol abuse, and domestic violence. The third series, broadcast in
1997, dealt with HIV prevention and control, alcohol and tobacco abuse, and
domestic violence. Finally, the fourth series, broadcast in 1999, focused on vi.
olence against women, AIDS and youth sexuality, hypertension, and personal
finance and small business management. Issues of national priority other than
health (e.g., housing reform and entrepreneurship) are also woven into the SOil I
City storyline.
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II w popular are the Soul City mass media interventions? The Soul City
ision series emerged as the number one rated television drama series in

\II It Africa (J aphet & Goldstein, 1997b). The prime-time radio series in eight
uages also earned very high audience ratings. The Soul City year-long
Ith campaign reaches an estimated half (more than 20 million) of South
ea's population, including 8 million adults.
y using a multimedia approach, Soul City helps build a campaign atmo-

h re that is sustained throughout the year. Each medium reinforces the popu-
y of the Soul City television series while appealing to a somewhat different
t audience. For instance, television reaches urban viewers, whereas radio
dcasts reach rural listeners. Furthermore, each medium reinforces the

11theducation messages of the others in a synergistic process. For instance,
klets and newspapers provide more detailed information on a health topic

) n is possible on television or on radio. Such a multimedia strategy helps fa-
tate the brokering of media partnerships: "Print wants to be involved be-

\Use television is involved; radio wants to come aboard because print is on
rd" (Japhet & Goldstein, 1997b).
oul City recognizes that overt behavior change is facilitated when audi-

Ice members talk to one another, as has been found for other entertain-
nt-education interventions (Rogers et aI., 1999). Therefore, after the televi-
n and radio series are broadcast, several campaign activities are
plemented to keep people talking. High-quality education packets, pro-

uced cooperatively by curriculum specialists and creative designers, are tar-
ted to adult and youth populations nationwide. The adult packet includes the

I alth education booklet (mentioned previously), comic books that are based
n the story of the television series, audiotapes of the comic books, Soul City
osters, and a facilitator's guide to maximize impact. The youth packets, in
eping with audience needs, are geared toward building life skills competen-
ics and consist of a comic book based on the television series and also four
workbooks that address issues of personal responsibility, self-identity, per-
anal relationships, and so on. They also include a facilitator's guide for use in
high schools. The credibility ofthe Soul City "brand name," and the popularity
of its media programs, is harnessed in additional initiatives such as the "Soul
ity Search for Stars" (to recruit talent for the next year's television and radio

series), the "Soul City Health Care Worker ofthe Year" (to recognize outstand-
ing outreach workers), and "Soul Citizens" (recognizing outstanding youth
who engage in community development activities). In addition, Soul City has
struck a partner relationship with 12 journalists, representing the most influen-
lial South African newspapers, who regularly publish health education fea-
tures derived from Soul City's activities. By carrying out these multiple health
promotion activities, Soul City has emerged as a highly credible brand name in
South Africa, a reputation it uses to its advantage (Japhet, 1999).
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Evaluation Research

The Soul City health promotion strategy rests on producing high-qualil
media materials. The best scriptwriters, actors, cartoonists, and producers
hired and paid at market rate or better. The Soul City television series is bro I.
cast at 8 p.m., a prime-time slot during which one third of South Africa's popu-
lation is tuned in (in contrast, the non-prime-time educational slots on Soutl
African television earn ratings of only 2% or 3%). Japhet (as quoted in Japh t
& Goldstein, 1997b) explained, "So our media materials have to not just com.
pete with the best. ... They have to be the best."

The ongoing, year-by-year nature of Soul City's health promotion activiti
provides several advantages. Soul City's media interventions serve as a r •
source for various health and development groups in South Africa to piggy.
back issues of national priority without reinventing the research-production-
partnership wheel, as happens when each new health or development initiativ
is launched. More important, by broadcasting a recurrent television and radi
series, Soul City avoids the problem of audience lag, the time taken to build
sizable and dedicated audience for a new media program. A highly watchod
Soul City television series in a previous year ensures a large audience at the b -
ginning of the following season. The second, third, and fourth Soul City seri
(broadcast in 1996, 1997, and 1999, respectively) earned high audience rating
from the beginning (Japhet, 1999).

l
tl
r
r
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Formative and summative research are key to designing and evaluating Soul
City's mass media interventions. Formative research is conducted to identify
health issues of national priority and to ensure that the mass media interven.
tions can be backed up at the ground level by the needed infrastructure.
Summative research procedures include gathering ratings and viewership data
and conducting before and after national and regional sample surveys to deter.
mine the effects of the television, radio, and print interventions. Summative re-
search evaluation reports show that the Soul City mass media interventions
spur high levels of interpersonal communication among audience members,
increasing knowledge about health issues, promoting more positive attitudes
toward them, and contributing to behavior change on the part of audience
members (CASE, 1995; Japhet & Goldstein, 1997a). For instance, in 1994,
during the first year of the Soul City campaign, more than 1 million black
South African adults reported changing their high-risk behavior, inspired by
the media role models (CASE, 1995).

The total cost incurred by Soul City for 1 year of multimedia materials, in-
cluding the 13-episode Soul City television series, the 60-episode radio series
in eight local South African languages, 2.25 million booklets, plus marketing,
advertising, and public relations activities, is $3.5 million. How is this money
raised? Approximately 25% is provided by the South African government,
25% by international donor agencies such as the European Union and
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,25% by corporations such as British Petroleum and Old Mutual, and
'ning 25% by the broadcast media. The key reason for Soul City's ef-

J1 s is these partnerships with government, media, corporate, and do-
n ies: "Partnerships make this intervention possible .... The more you
ether, the more people understand the intervention, and the stronger

Nlership gets .... Also, the expertise of the technical production staff
YO " (Japhet & Goldstein, 1997b). Japhet aptly calls this process "the
( positive reinforcement" (Japhet & Goldstein, 1997b).
ICity is mostly a research and management organization. It coordinates
tivities of its various corporate, government, media, and donor partners.
ployees do not directly produce, direct, or publish its health communica-
terials. They commission them from professionals, and through re-

J they ensure high quality. Soul City owns the media messages that are
ed (and thus any aftermarket and syndication sales), and it pays the

, his role gives it the power to "veto" a product if it does not meet high
rds.
I reach of Soul City extends beyond South Africa. In partnership with
EF, which considers the Soul City experience as a "best practice," Soul

ty materials are distributed in neighboring Botswana, Zimbabwe, Lesotho,
ziland, Namibia, and Zambia. Research evaluations show that the Soul
materials are highly popular in these countries, and audiences find them to
ulturally shareable (Japhet & Goldstein, 1997b; Singhal & Svenkerud,
4). African countries such as Nigeria, Ghana, and Malawi have also re-

I sted Soul City materials for local use.

l he entertainment-education strategy involves several ethical dilemmas
rown& Singhal, 1990, 1998; Cambridge, McLaughlin, & Rota, 1995). Ethics
a branch of philosophy concerned with the principles of right or wrong in

Iuman conduct. Entertainment-education implementers are somewhat unique
nthe development community in that they question whether or not what they are
doing is ethical (see Chapter 2, this volume). Rarely do agricultural extension
'gents worry about the ethics of introducing a new breed of rice. Equally rare is
for health workers to worry about the ethics of promoting immunization of chil-
oren. Most implementers of development projects assume their work is good;
rhe ethical criticisms typically come from outsiders.

Entertainment-education implementers have taken several proactive steps
regarding ethics. For instance, Miguel Sabido establishes a moral framework
for an entertainment-education program to ensure that the values it promotes
are enshrined in the country's constitution and its legal statutes. A program's
values grid, signed by various stakeholders (government officials, commercial
sponsors, religious leaders, and broadcast media officials), provides support
for the scriptwriters concerning the program's educational content. The use of
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The Prosocial Development Dilemma

The Prosocial Content Dilemma

NEW APPROACHES AND CURRENT CHALLEN352

local writers and creative teams helps to ensure that the program is cultu I
sensitive and incorporates local language. The use of subject matter speci I
to review program scripts ensures that the technical information provid
the program is accurate. The depiction of positive and negative role mod I
and realistic consequences of their behaviors, allows the audience to draw
own conclusions rather than being preached to in a didactic manner. Furth
more, the conduct of formative and summative evaluation research helps p
titioners (a) analyze the target audiences' needs and aspirations, (b) produ
relevant and user-friendly media materials, and (c) understand the intend
and unintended effects ofthe entertainment-education intervention. Entertuh
ment-education practitioners, however, must be mindful of important ethi
dilemmas (Brown & Singhal, 1990, 1998).

The foremost ethical problem concerning the entertainment-educatio
strategy centers around a fundamental question: Is it right to use the rna
media as a persuasive tool to foster social change? It is virtually impossible t
produce "value-free" entertainment messages. Whether or not it is ethical t
produce an entertainment-education message depends on the nature of the b _
havior being promoted, who decides that a certain behavior is prosocial or not,
and what effects the promotion of a certain behavior is likely to have on an au-
dience. The educational issues promoted by past entertainment-education
have mostly been of unquestionable value, such as HIV prevention. Who
would want individuals to contract HIV/AIDS? The prosocial content is con-
structed in line with the moral and values guidelines, so this ethical question is
much ameliorated.

The prosodal content dilemma centers around the problems of distinguish-
ing between prosodal and antisocial content. What may be construed as
"prosocial" by certain audience members might be perceived as "antisocial"
by other audience individuals. For example, proabortion groups, which sup-
port a woman's choice in controlling her reproductive behavior, consider a me-
dia message about abortion to be prosocial. Antiabortion groups, which sup-
port the rights of the unborn fetus, consider such messages to be antisocial. In
fact, just such a conflict erupted in 1972 when Norman Lear's "Maude" chose
to have an abortion instead of bearing an unwanted birth (Montgomery, 1989).
Labeling an issue as prosocial versus antisocial obviously involves a value
judgment on the part of the message source. By conducting audience needs as-
sessment and designing messages in line with the moral framework, this ethi-
cal question is appropriately addressed.



The Sociocultural Equality Dilemma

How can one provide equal educational treatment to various audience seg-
ments that differ in socioeconomic status? Equality means regarding each so-
cial and cultural group with the same importance (Gudykunst & Kim, 1984,
p. 5). Achieving sociocultural equality through entertainment-education is es-
pecially important in a socioculturally diverse country such as India. The Hum
Log (We People) television soap opera, within the limits of the patriarchal
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nee Segmentation Dilemma

ther ethical issue concerning the use of entertainment-education pro-
associated with targeting educational messages to a particular audi-
ent or geographical area (Brown & Singhal, 1998). Audience seg-

I n fine-tunes messages to fit the needs of the targeted audience (see
7, this volume). For instance, media messages about family planning

I ping countries are usually targeted to fertile-aged couples. Such seg-
Ii n, however, may alienate other important audience segments, such as
nts, sexually active singles, and others who believe that they too could

l from contraceptive messages.
g treatment and control areas in the field experiment to evaluate the ef-

of Twende na Wakati in Tanzania led to blocking radio broadcasts for 2
1993 to 1995) in the Dodoma control region (comprising 3 million peo-

I ndividuals living in this control area may have had unwanted pregnan-
nd may have contracted HIV during this 2-year period-events that oth-
could have been prevented (Rogers et a1., 1999). The ethical problems

dience segmentation that occur in field experiments need to be recognized
ealt with. For instance, an interrupted time-series design, which does not

V a control, might be preferable to a field experiment. In Tanzania, Twende
Wakati was broadcast for 2 years (1995-1997) in the Dodomaregion, where

t d strong effects that were similar to those that occurred previously in the
tment area.

Oblique Persuasion Dilemma

The entertainment-education strategy takes a somewhat oblique route to au-
ence persuasion in that education is "sugarcoated" with entertainment, in
rt to break down individuals' learning defenses to the educational message.
udiences might think that they are being entertained, whereas they are being
ducated subtly about a prosocial issue. Most audiences, however, realize that
ntertainment-education messages are just that-both educational and enter-
taining (Rogers et a1., 1999; see Chapter 2, this volume, in which it is argued
that putting educational messages within a program is probably much more ef-
fective than placing them in ads or public service announcements).
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The Unintended Effects Dilemma
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social system of India, confronted viewers' traditional beliefs about w
status in Indian society. The viewers' ethnicity, linguistic backgroun ,
gender, however, were found to be important determinants of beli
gender equality (Singhal & Rogers, 1989). Subservience of women is tlll
sidered to be acceptable in many Indian households. Such is not tit
throughout all parts ofIndia, however. When an entertainment-educati n
sage does not give equal play to different voices, it presents an ethical dB
for certain groups that believe that their views are not represented.

CONCLUSIONS

Another ethical dilemma of entertainment-education is unintended
Audience members actively negotiate the meanings that they perceiv w
processing an entertainment-education text. Entertainment-education I
gram designers cannot ensure that all audience members will read the t
exactly the way that was intended (Sherry, 1997). The "Archie Bunker" t
is an example of such an oppositional reading of negative role models. U u I
only a small portion of the audience members display the Archie Bunker t
(Vidmar & Rokeach, 1974). For example, 1% of the male audience of]\V ,
na Wakati in Tanzania perceived Mkwaju, the promiscuous truck driver,
positive role model for their behavior, contrary to the intent of the progr r
designers (see also Chapter 9, this volume).

The entertainment-education approach may be a promising communicali
strategy for behavior change because much evaluation research has report
strong effects (Nariman, 1993; Piotrow et al., 1997; Singhal & Rogers, 199(
Many interventions use the entertainment-education strategy as one part (u.
ally the centerpiece) of a communication campaign. This approach has h
widely used in the nations of Latin America, Africa, and Asia. Evidence III
entertainment-education can be effective in an industrialized nation is provid
by Soul City in South Africa. To date, however, applications of the entertain.
ment-education strategy in the United States have been few. This strategy can h
used flexibly, on a local level (rather than in a nationwide intervention) or as on
component in a multimedia campaign.

Most entertainment-education projects to date have concerned health-
related education issues such as family planning or HIV/AIDS prevention.
Less frequently, the entertainment-education strategy has been used to encolll'-
age enrollment in adult literacy programs, environmental protection, and gen-
der equality, suggesting that this communication strategy can be used for 1111

even wider range of educational issues. MTV's "Rock the Vote" campaign is an
example.
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re, we argued for the potential of the entertainment-education strategy
iscussed ethical aspects concerning its use. We suggest that entertain-

t-education can be a useful component of communication campaigns.

1. This chapter is based on Singhal and Rogers (1999) .
• This case draws on an audiotape recording of a presentation given by Japhet and

I tein (1997b) on Soul City at the Second International Conference on Entertain-
t-Education and Social Change in Athens, Ohio, on May 7, 1997. This audiotape was
uced and distributed by RoSu Productions, Inc. (Columbus, OH). We thank Ms. Sue

ldstein (personal communication, September 3, 1998) for clarifying various aspects

oul City.

ndura, A. (1977). Social learning theory. Englewood Cliffs, NJ: Prentice Hall.
ndura, A. (1997). Self-efficacy: The exercise of control. New York: Freeman.
own, W. J., & Singhal, A. (1990). Ethical dilemmas of pro social television. Communi-
cation Quarterly, 38(3), 268-280.
own, W. J., & Singhal, A. (1998). Ethical guidelines for promoting prosocial messages
through the popular media. In G. Edgerton, M. T. Marsden, & 1.Nachbar (Eds.), In the
eye of the beholder: Critical perspectives in popular film and television (pp. 207 -223).
Bowling Green, OH: Bowling Green State University Popular Press.

ambridge, V., McLaughlin, E., & Rota, J. (1995, May). Entertainment-education and
the ethics of social intervention. Paper presented to the International Communication
Association, Albuquerque, NM.

ommunity Agency for Social Enquiry. (1995). Let the sky to be the limit: Soul City eval-
uation report. Johannesburg, South Africa: Jacana Education.

ischer, H., & Melnik, S. R. (Eds.). (1979). Entertainment: A cross-cultural examina-
tion. New York: Hastings House.

Gudykunst, W. B., & Kim, Y. Y. (1984). Communicating with strangers. Reading, MA:

Addison-Wesley.
Japhet, G. (1999). Edutainment: How to make edutainment work for you. Houghton,

South Africa: Soul City.
Japhet, G., & Goldstein, S. (1997a). Soul City experience. Integration, 53, 10-11.
Japhet, G., & Goldstein, S. (1997b, May 7). The Soul City experience in South Africa.

Audiotape recording of a presentation made to the Second International Conference
on Entertainment-Education and Social Change, Athens, OH. Columbus, OH: RoSu
Productions.

Montgomery, K. C. (1989). Target: Prime time. New York: Oxford University Press.
Nariman, H. (1993). Soap operas for social change. Westport, CT: Praeger.
Papa, M. J., Singhal, A., Law, S., Pant, S., Sood, S., Rogers, E. M., & Shefner-Rogers,

C. L. (in press). Entertainment-education and social change: An analysis of para social
interaction, social learning, collective efficacy, and paradoxical communication.
Journal of Communication.

ned hellilh.
prevention.
d to encour.
In, and gen.
used for .11'

npaign is 1111

nmunic II
has rcporl
1gers, I( (
ne part (II

lch has h
vidence II
I is provld
Ie enterlnl •
ategy ClIlI I
)n) or as 011



NEW APPROACHES AND CURRENT CHALL

Piotrow, P. T., Kincaid, D. L., Rimon, J., II, & Rinehart, W. (1997). Health com"
tion: Lessons from familyplanning and reproductive health. Westport, CT:

Rogers, E. M. (1986). Communication technology. New York: Free Press.
Rogers, E. M., & Storey, D. (1987). Communication campaigns. In C. Berger & S.

(Eds.), Handbook of communication sciences (pp. 817-846). Newbury Par
Sage.

Rogers, E. M., Vaughan, P. W., Swalehe, R. M. A., Rao, N., Svenkerud, P., &
(1999). Effects of an entertainment-education radio soap opera on family plan
Tanzania. Studies in Family Planning, 30(3), 193-211.

Sherry, J. (1997). Prasocial soap operas for development: A review of research a
ory. Journal of International Communication, 4(2),75-101.

Singhal, A., & Brown, W. J. (1996). The entertainment-education communication
egy: Past struggles, present status, future agenda. Jurnal Komunikasi, 12, 19. I

Singhal, A., Obregon, R., & Rogers, E. M. (1994). Reconstructing the story of II
plemente Mana," the most popular telenovela in Latin America of all time. Ga
54(1), 1-15.

Singhal, A., & Rogers, E. M. (1989). Pro-social television for development in Iodl •
R. E. Rice & C. Atkin (Eds.), Public communication campaigns (2nd ed., pp.
350). Newbury Park, CA: Sage.

Singhal, A., & Rogers, E. M. (1999). Entertainment-education: A communication I
egy for social change. Mahwah, NJ: Lawrence Erlbaum.

Singhal, A., & Svenkerud, P. (1994). Pro-socially shareable entertainment television I
grams: A programming alternative in developing countries. Journal of Develop",
Communication, 5(2), 17-30.

Valente, T. W., Kim, Y.M., Lettenmaier, C., Glass, W., & Dibba, Y. (1994). Radio prot
tion of family planning in The Gambia. International Family Planning Perspectiv
20,96-100.

Vidmar, N., &Rokeach, M. (1974). Archie Bunker's bigotry: A study in selective per'
tion and exposure. Journal of Communication, 24(1),36-47.

356


