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GIVE YOUR CHILD HALF A TUMPECO 
OF MILK EVERYDAY FOR THEM TO 
GROW WELL, STAY HEALTHY AND 

PERFORM WELL AT SCHOOL
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Introduction  

SNV Uganda implements phase 2 of The Inclusive Dairy Enterprise (TIDE) project. As part 

of TIDE phase one project, a parent-led school milk project was implemented in south western 

Uganda. The school milk project under TIDE-2 builds on the achievements of TIDE- reaching 

extra seven districts of south western Uganda (Kazo, Kamwenge, Ibanda, Mitooma, Lwengo, 

Rwampara and Rukungiri) and three districts of Kampala metropolitan area (Kampala, Mukono 

and Wakiso) to reach out to all schools (Primary and Secondary) to introduce milk and yoghurt 

as part of school meals. Reason for including secondary schools is to ensure children continue 

taking milk as part of their school meals when they cross over from primary. The milk producers 

are engaged to provide affordable milk to schools.

However, the spread COVID-19 that led to closure of schools to minimize spread affected the 

school milk project as well as children’s learning. Besides, children’s nutrition status has also 

been affected due to removal of milk in some of the families’ diet that would have otherwise 

been addressed by the school milk program. By October 2021, reopening of schools largely 

depended on vaccination of learners and teachers though coverage still remained low in some 

locations. Later, the reopening was set for January 2022. The market for milk at school that was 

destabilized due to closure of schools would be regained if children take milk at home.

As part of the SNV TIDE-2 project, a media campaign was carried out to create awareness 

about the importance of milk in children’s diet and its effect on children’s nutrition, health and 

education outcomes. The campaign also aimed at motivating parents to buy milk for children 

at home just like they provided under the school program hence boosting the domestic market. 

The campaign focused at increasing learners’ milk consumption while at home to improve 

their nutrition, health and education outcomes. The media campaign was a partnership between 

the private sector and government entities during the design and implementation to ensure 

technical guidance was provided as well as enhancing participation and ownership. Officials 

of Diary Development Association (DDA), Ministries of Health and Education & Sports and 

representatives of milk processors reviewed the messages and provided technical input to ensure 

the messages were appropriate.  

The media houses were engaged to air the messages. The messages were broadcast on five major 

radio stations (Capital FM, Simba, CBS, Radio One and KFM) and three television stations 

(NTV, NBS and Bukedde). Most of the media houses that aired the messages have a national 
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coverage. Hence, as part of the indirect effects of the campaign, people outside the Kampala 

Metropolitan area were also reached with messages about the importance of milk consumption 

among school going children.

The toll-free Hotline 0800200600 managed by CDFU was used to monitor whether the audience 

was receiving the campaign messages and their feedback. More than 300 people who were 

exposed to the messages called the toll-free call centre with concerns mostly in regard to why 

school children should be provided milk, age of children to give milk, the type of milk to give 

and quality.

CDFU worked closely with NTV Uganda as a lead media partner to design and execute the 

campaign. The 2020 National Media Audience survey by Uganda Commissions Commission 

(UCC) ranked NTV Uganda as the most favourite television (TV) station among viewers, 

followed by NBS and Bukedde. According the survey data, the viewers mentioned they preferred 

NTV mostly because of “quality programming.” TV viewership climaxes between 8 pm and 

9 pm a time when most stations aired the milk consumption messages. As the Anchor Media 

House, NTV provided mileage for the campaign through the Planet K children’s program and 

guest appearances.

Effects of the Medica Campaign

Overall, the campaign raised awareness about the importance of milk consumption among 

primary and secondary school going children. The messages reached the key decision makers 

at home who in most cases determine how much is spent on what is consumed at home. The 

awareness created has resulted in increased demand for milk hence boosting the domestic 

market. Some of the actions those exposed to the milk consumption messages on TV and radio 

took included providing children milk on a daily basis; not adding water in children’s milk; and 

some husbands (as targeted in the advert) started providing money for milk. However, some 

reported started buying milk though not a daily basis due to “economic reasons.”

The toll-free call centre agents addressed questions and concerns those exposed to the messages 

had. Some of the callers had myths and misconceptions associated with milk consumption 

which were addressed. These included: belief that children should not be given undiluted milk; 

children who take milk will “think like cows”/be like animals; assumption that milk is for 

young babies only.
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The media campaign also stimulated dialogue about milk consumption among school going 

children. The discussions occurred at household and community levels to an extent that was not 

happening before.

Conclusion and Recommendations

The channels selected (radio and TV) were effective in reaching the target audience within 

the Kampala Metropolitan area and beyond. Feedback from the audience indicated there is 

dialogue about importance of milk consumption among school going children that had not 

happened before. Besides, come parents started ensuring children were provided milk on a 

daily basis though others lacked adequate income to do so. To maximize impact and maintain 

the momentum the campaign has created, there is need to run more messages to continue 

positioning milk as a key contributor towards children’s good health and growth; and school 

retention while addressing issues raised by the audience. More interpersonal communication 

interventions through activations should also be carried out to reinforce the messages passed 

through mass media. The campaign should still be run as a partnership between the private 

sector and government to strengthen the collaboration. 
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Effects of the Media Campaign  

CDFU engaged research assistants to randomly interview parents engaged in different 

occupations to find out if they had been exposed to the message; the source and actions they 

took after. Feedback from parents who watched the spot on TV or heard it on radio showed they 

had taken actions to ensure their children consume milk on a daily basis. 

Key Achievements 

• The media campaign reached parents with messages about the importance of 

milk consumption among children in primary and secondary school.

• The campaign positioned milk as a necessary ingredient in children’s diet in the 

minds of the audience (parents).

• Parents started giving children milk as directed by the campaign for example 

by not adding water and providing the right amount.

• Some heads of households started providing money for milk on a daily basis.

• Children took a bold step of reminding their parents to provide milk.

Actions taken after exposure to the messages

CDFU randomly selected and interviewed 74 parents in Kamapala and Wakiso to establish 

whether they had seen or heard the message about milk consumption among school going 

children and actions taken.  Of the 74 interviewed, 59 had seen or heard the message on TV 

or radio. The 15 who had not been exposed to message said it was because: the message ran at 

a time they were busy with other chores so not able to listen; listening to other channels at the 

time the message aired and not having TV or radio set.  The feedback from those exposed to 

the message they had taken some actions. Majority managed to provide milk for school going 

children. Another action reported was stopping adding water in children’s milk.   In addition, 

some parents expressed they will be packing milk for children once schools reopen. However, 

there are some parents who shared they do not have adequate funds; though they provide milk, 

it is not on a daily basis – hence need to continue reinforcing messages about frequency.

After the TV Ad, I
decided to cut on other
e penditures in order to
buy her child a cup of

milk every day.
ousewife, 27

ousewife: the
advert helped me

convince my
husband I
remind him to

make sure he buys
milk for the baby

everyday

After the advert on
radio, I have decided

to cut on other
e penditures in order
to buy my child a cup

of milk everyday.
ousewife, Kampala

I will pack
packets of

milk for the
children as
they go back
to school.
ousewife,
Kampala

My advice after the TV
ad is that milk should be

part of the family
budget. ousewife 3 ,

usanja

I now make it a point of
ensuring my child takes
pure milk. No adding
water like before to
prevent running
stomach. Father,

Kampala- Security
uard.

When I forget,
my children
remind me to
buy milk for
them. Thank

you, TV advert.
uliet,

Architect.

After TV radio advert I
give my children milk
every day. Charcoal

seller mother.

I am glad now my
husband no longer
complains when I
ask milk for the

child. owever, we
need more advice on
how much to give at
different age groups.

COMMUNITY VOICES TER TV N R IO VERTS ON
MIL CONSUM TION
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Process: Development of the Campaign

Audience consultations and literature review

CDFU reviewed available literature on the 

SNV parent led School Milk programme. 

Besides the review, CDFU consulted some 

parents in the Kampala Metropolitan area 

with pupils and students (in primary and 

secondary school) who had been home due to 

school closure as a measure to control spread 

of COVID-19. The consultations helped to 

find out whether parents were providing for 

milk as part of the children’s diet at home and 

if not, reasons why and what would motivate 

them to ensure it is provided. The information 

gathered helped to determine the barriers and 

facilitators of behaviour change and adoption 

in regard to consumption of milk. Involvement 

of the key audience in the design process was 

important to ensure messages developed are 

relevant, understandable and appropriate in 

terms of addressing the gaps.

The target group for the consultations 

included: market women, boda-boda riders, 

taxi drivers, shop attendants and people at 

house hold level. 51 respondents (26 females; 

15 males) between the ages of 24- 57 years 

were randomly selected. The respondents 

were residents of Kampala and Wakiso 

districts based in areas including Kyebando 

central; Kalerwe, Kawempe, Mpererwe 

Kiira, Kasangati and Nansana. They were 

randomly selected and interviewed to 

generally understand the direction to take to 

design radio and TV messages to promote 

consumption of milk at home as an extension 

of the SNV School Milk Program.

Generally, most participants interviewed did 

not provide milk daily. Of the 51 interviewed, 

36 responded shared they do provide their 

children milk while 15 said they do not. 

Of the 36 who said they provided, only 14 

mentioned the milk is given on a daily basis. 

Others mentioned once a week, once in a 

while, twice a week, thrice a week, four times 

a week, once in four days, thrice a month 

and just over the weekend. About source of 

the milk, participants they mostly buy milk 

from people who move with milk in cans on 

boda bodas; local “Diary”/Coolers and milk 

shop. The 15 participants who said they do not 

include milk in their children’s diet shared it 

was due to “competing priorities and difficult 

economy.” Others mentioned “scarcity of 

money as a result of COVID-19.”

When asked about how we could encourage 

parents to provide milk for their children in 

their diet at home, most participants mentioned 

the need to educate them about benefits. The 
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issue of affordability – (making milk cheaper) 

was also raised. A few expressed it would be 

good to provide parents money or opportunity 

to make money so they can afford buying milk.

Most parents are aware of some benefits of 

milk in children’s diet though they may not 

be providing. The emphasis on benefits was 

mentioned as a motivating factor for those not 

providing milk daily in their children’s diet. 

The participants requested that the campaign 

addresses giving adequate amount of milk on 

a daily basis. The feedback received during 

the audience consultation was used to develop 

the concept.

Involvement of Key Stakeholders in the Design and Monitoring Processes

With SNV’s leadership, the media campaign 

was designed and run as a collaboration 

between the private sector and government. 

Key stakeholders including officials of Diary 

Development Authority (DDA), Ministries 

of Health and Education & Sports and milk 

producers participated in meetings to review 

the concept and messages produced. The 

technical input provided helped in the direction 

of the campaign. The focus of the campaign 

was to promote milk consumption among 

school going children without emphasizing 

brands.

The Design Team after a meeting with DDA officials to discuss the concept

7



Content development 

Based on the insights from the target audience representatives, a concept and Big Idea were 

developed. The Big Idea informed development of the scripts to be used for producing messages 

for radio and television. The campaign was run around “it starts with milk.” Scripts for the TV 

and radio messages were developed and reviewed by the technical team before production.

Design team after a meeting at SNV offices to review the concept

Production of radio and TV Messages

The approved scripts were used to develop the radio and TV spots in English and Luganda. The 

draft messages were reviewed by SNV and key stakeholders including milk processors, officials 

from DDA and ministries of Health and Education and Sports before they were pre- tested 

among the target audience.

Pre-testing of Messages and finalization

The messages were pre-tested in Luganda and English in two locations in Kampala and Wakiso 

districts. The radio and TV message was pre-tested among representatives of the target audience 

to determine if the message was: appropriate, acceptable, relevant and whether it had potential 

to cause expected change among the target audience. 4 Focus Group Discussions (FGDs) 

comprising of 12 female participants and 12 male participants per group were conducted. A 

total of 48 participants (24 females and 24 males) were engaged during the pre-test. 
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Focus Group Discussion with men in Kyaliwajjala-Kira 
Municipality, Wakiso district

Research Assistants engaging participants during a Focus 
Group Discussion with mothers in Kyebando, village, 

Kampala district.

Research Assistants engaging participants during a Focus Group Discussion with mothers in Kyaliwajjala village, Kira 
Municipality, Wakiso district

Generally, most participants appreciated the spot message because they felt it is a reminder 

to parents and care givers to include milk in children’s diet. It was clear some of them did not 

consider milk should be given daily or not diluted. They found the message relevant though 

some mentioned there was a challenge of affordability “due to economy.” They agreed the 

message was asking them to ensure they budget for milk on a daily basis and also encourages 

communication in a home. Participants advised the message should not sound like it is just the 

men providing but the women should also make a contribution towards buying milk for the 

children. Hence, the revised message presents a mother saying she would make adjustments in 

what she was going to buy and also add some money in order for the family to afford providing 

for milk. The pre-test respondents requested that the final message be produced using real 

people and not animations.

Based on the feedback, changes were made. The revised messages were reviewed by the 

technical team and key stakeholders before approval to air.
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Broadcast of messages on radio and TV

The messages were broadcast in Luganda and English during prime time (either before or during 

news) over a period of six weeks. All media houses engaged aired bonus spots beyond the 60 

paid for (as shown in the chart below). A copy of the broadcast logs appears in the Appendix. 

Airing bonus spots helped to increase frequency of the message; the more people are exposed 

to a message the more likely they are to take action. The messages were broadcast daily on 5 

radio stations: Capital FM, CBS, Radio One and KFM; and 3 television stations: NTV, NBS 

and Bukedde. Note: some stations aired more messages beyond the 6-week period – these are 

not captured in the logs provided. 

Broadcast of Messages by Different Media Houses

Estimated Reach

Based on data from IPSOS and UDHS (2016) surveys, the campaign reached an estimated more 

than 2,000,000 people through television and over 1,400,000 million people through radio.
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Reached by TV 2,226,485

Radio Reach in Mukono, Wakiso and Kampala

Reached by Radio: 1,474,087

As the anchor media house, NTV also utilized 

“the Planet K” and other programs to host guests 

including DDA and Ministry of Education 

officials who talked about the importance of milk 

consumption among school going children. The 

main goal was to mobilize parents to embrace milk 

provision among their school going children who 

are at home during school closure to prevent spread 

of COVID-19. The target audience for the Planet K 

program was children 2-12 years while reaching 

parents too. The program aired in English for 35 

minutes on Saturdays at 8.00 am. Prizes including 

milk products and promotional materials were given 

to winners during the quizzes run and activations in 

homes reaching parents and children.

The Planet K program focused on early childhood 

development learning, primary school learning and 

children’s school events. Young children are in their 

most important developmental stage of life. What 

they learn and what happens to them will influence 

them for the rest of their lives and earlier years are 

the most determinant of the child’s psychosocial and 

cognitive development.

The school milk campaign was prominently 

featured and promoted through the program by 

the host mentioning the sponsors and encouraging 

parents to always give their children milk to boost 

their nutrition and early childhood development. 

Furthermore, the presenters were able to activate 

milk consumption in the program through 

demonstration of children, the host and teacher on 

the show taking milk. In addition to the milk taken 

during the show, all participants were given milk to 

take home.
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The programs were filmed from schools within the City Centre and a maximum of 12 children 

were hosted in each program for purposes of social distancing and observance of COVID-19 

Standard Operating Procedures (SOPs). Participants expressed interest to appear in the show 

through NTV’s social media platforms (NTV face book page). To promote the campaign, the 

sponsors’ logos were displayed on screen. The sponsors were further promoted through three 

squeeze backs in each show which carried all the sponsors’ logos. Every program started with 

an introductory message promoting the school milk campaign with all sponsors logos. While 

positioning the importance of milk in children’s diet, the Planet K program also offered the 

children opportunity to interact, learn and play. During the “Read and Sip” segment of the 

show, children were rewarded with milk which they drank during the show.

Key Outcomes of NTV’s engagement as the Anchor Media 

The Planet K show aired on main screen TV and was also streamed online through NTV’s 

YouTube channel. The hash tag was #NTV Planet K. The show was aired nationally on NTV 

Uganda. Through the Planet K children’s sponsorship, complemented by the spot messages by 

NTV Uganda, the station was able to reach many people targeted by the messages. Below is a 

sample of feedback from the show:

• Most viewers appreciated the school milk program since it had never been heard of 
on TV. They said the program enlightened the audience about the importance of milk 
consumption.

• However, some mentioned there was need to offer free milk to children in school as most 
families in the semi urban areas cannot afford milk.

• Distribution challenges were also noted in the sub urban areas where milk is available in 
the coolers that are not everywhere.

12



Children participating in Planet K program

A cross section of children taking milk offered during the Planet K program
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 In addition to Planet K, NTV hosted policy 

makers and custodians of information on 

nutrition during interviews and talk shows; 

three interviews were offered to SNV and 

partners. Three interviews were held on 

NTV Uganda: two in the Morning at NTV 

program 7.30am – 8am and the Luganda 

TV program Mwasuze Mutya that airs at 

9am – 11am. Overall, NTV aired:

6 intro-boards

6 outro-boards

18 mentions in T-Nation program on 

NTVU

3 live dialogues about Milk 

Consumption

Key to note is that most of the results in terms of reach were achieved through the Planet K 
children’s sponsorship, complemented by the above listed spot messages by NTV Uganda.

   

Mr.  Akankiza Samson Mpiira, Ag Executive Director, Dairy Development Association  with Romeo Busiku, NTV host, 
Morning @ NTV during one of the guest appearance on milk campaign.
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Utilize the Call Centre for monitoring and feedback

The CDFU Call Centre 0800200600 was utilized to monitor whether the audience was being 

reached with the campaign messages and also receive feedback. The call centre agents also 

provided callers information about the importance of including milk in children’s diet and 

addressed the myths and misconceptions associated with milk consumption.

By the end of the six weeks, the Hotline received a total of 316 calls for SNV – Milk Consumption 

campaign. Note: the call centre agents will continue supporting callers even after the six-week 

period; usually, those who are exposed to the messages and know the number keep calling in 

case they have issues to clear.

Overall, the callers who were exposed to the message on milk consumption had concerns about 

a range of issues including: why give milk; whether milk should be diluted; frequency of giving 

milk; age of children to be given milk; and type of milk to give children. In addition, myths and 

misconceptions associated with consumption of milk were addressed. These included:

 whether if children take milk everyday, they will not think like cows; taking milk for long leads 

to weight gain; milk not to be taken during menstruation; and whether it is true that undiluted 

milk causes constipation. On the other hand, some callers asked about whether the project was 

going to distribute milk free to those who cannot afford – most callers attributed the economic 

challenges to the COVID-19 pandemic.

The Hotline helped to reach men who are key decision makers in most households; they in most 

times provide money to buy what the family consumes. Hence, this shows the messages reached 

the correct target audience. Out of the 316 calls received, 224 were from male callers and 92 

calls were registered from the females as seen in the Pie chart below.
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Pie Chart showing the sex of callers

Age of the callers

Most of the callers who called in were between the age brackets of 25-29 registering 70 calls. 

This was closely followed by callers who were between the age brackets of 20-24 with 69 calls. 

The callers were mostly parents or heads of households who provide funds for what is consumed 

at home. 65 callers were aged 15-19, some of whom where children in secondary and primary 

schools who also had questions about importance of consuming milk. The least number of calls 

were registered from callers who were those aged 45-49 with 3 calls as illustrated in the chart 

below.

Callers by Age
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Location of Callers.

Majority of the callers were registered in the district of Kampala and Wakiso districts followed 

by Mukono (85, 80 and 33 callers respectively). This shows the media houses used to broadcast 

the messages were effective in reaching the target audience. The fact that most of the media 

houses that broadcast the messages have a national coverage, callers from other districts outside 

the Kampala Metropolitan area were also supported. The least number of calls was registered 

in the districts of Butambala, Bushenyi, Kabale, Ibanda, Ntungamo, Isingiro, Kibaale, Luuka, 

Iganga, Bukedea, Gulu and Yumbe with 1 call each as illustrated in the chart below:

Callers by Location

Language used by the callers.

Most of the callers used Luganda which registered 178 calls, followed by callers who spoke 

English with 130 calls. Consistent with this, overall, most people in the area targeted by the 

media campaign use English and Luganda for communication. The least number of calls were 

registered from callers who used Runyankole (6 calls) and; Adhola, Rukiga with one call each.
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Languages Used Number of Callers

Source of information

Most callers (182) got to know about the toll-free line through e messages on the different radio 

stations while the rest (134) mentioned they got to know about the SNV milk consumption 

campaign through the adverts on TV. This shows that the stations selected were effective in 

reaching the audience. 

Pie Chart showing source of information.

Level of Education

Most callers had attained secondary education followed by those with primary education. This 

shows that there were gaps in information about the importance of milk consumption even 

among those exposed to some education. The least number of calls were registered from callers 

who had attained Vocational Training Institution with only 1 call illustrated in the chart below:
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Level of Education

Issues discussed

Most of the people who called in had concerns on the best type of milk that an individual 

can take (101 calls). For example, they wondered whether goat’s milk was also “okay;” and if 

powdered milk should be taken. They also had concerns in regard to whether they can take 

un boiled milk; and if they can also add sugar in the milk to be given to children. This was 

followed by those who asked about the importance of milk to children comprising 92 callers. 

Under importance, most callers wanted to know why children should be given milk and its 

health benefits while others wanted to know if there are alternatives where they can get similar 

benefits or food values. 50 callers had myths and misconceptions about milk consumption. 35 

callers had concerns in regard to whether there will be free distribution of milk to children 

both in school and out of school. The least number of calls were registered from those who 

called with a concern of where they can access milk from in their communities and storage as 

illustrated in the table below. Key to note is that some callers consulted on more than one issue 

in a single call.

Issues Discussed

101
92

50
35

28
25
24

19
12

1

0 20 40 60 80 100 120

Type/Best Milk
Importance

Myths and misconceptions
Free distribution

Quantity
Side effects

Affordability
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Safe storage

Issues Discussed
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Message good, but I
need more information
about how many times

to give to what age.
Mother

Vendors here in
Mutukula Kyotera
sell diluted, watery
and poor- quality
milk in jerrycans.

Can Dairy
Development

Authority sensitize
or help with quality
products of milk for

our community?
Man, 27 years

I like the TV
message. It

promotes open
communication
between parents
on welfare of

children. Man 20
years. Wakiso

Should milk be
taken during

menstruation?

Will you be distributing
milk to the poor who
cannot afford? milk?

Man, 38 Masaka

I now know the right
way, I don’t add water to
milk for my 5 and 7 year
olds: they look healthier.

I have decided to buy
a cow to ensure my

children get the right
milk. Father

COMMUNITY VOICES THROUGH THE HOTLINE

But how do we keep milk from
going bad? We don’t have fridges in

village Female, 57

Airing the SNV
Campaign on CBS radio
station, which is listened
to in our community was
a good idea. I liked it,
and it will benefit many
who are not aware of

benefits of milk. Man 22
years. Mukono. Man,

Mukono district.

Is it true that
adults find it too
hard to digest
milk compared
to children as
stated by Dr
Kasenene?

Man, Mukono
district.
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Conclusion and Recommendations 

The media campaign helped to reach parents of children in primary and secondary schools within 

Kampala Metropolitan area and beyond with messages promoting milk consumption among 

school going children. As part of the private-public partnership engagement, implementation 

of the campaign as a collaboration with the government entities and private sector helped to 

solicit their technical input and continued support for the campaign. Airing the messages during 

prime time on popular radio and TV stations was also effective in reaching the target audience. 

Feedback provided by representatives of the audience showed they had taken actions such 

as providing milk everyday and not diluting milk as a result of having been exposed to the 

campaign messages. The increased demand for milk translated into more purchases as more 

parents spared more resources to cater for milk. The calls through the toll-free help line helped 

to provide more information about the campaign and addressing myths and misconceptions 

associated with milk consumption. 

The media campaign should be extended in order to maintain the momentum created and also 

address other issues raised by those exposed to the messages in order to keep the dialogue   

going while increasing milk consumption among school going children. Other key stakeholders 

including DDA should also provide resources to run more messages to enhance synergy while 

maintaining milk consumption among school children as a sustainable behaviour. 
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Appendix: Concept and script 

Concept and script for Media campaign to promote milk consumption among school going 

children at home as an extension of the SNV parent led school milk program

Overall Objective

Increase learners’ milk consumption while at home to boost their nutritional status, health and 

education outcomes. 

Specific Objective of the media campaign 

Sensitize parents in Kampala Metropolitan area on the importance of inclusion of milk in 

children’s diet and its effect on education and health outcomes.

Expected Outcomes
• Increased public awareness on the health and nutrition benefits of milk consumption.

• Behaviour change by persuading parents to include milk in children’s diets while at home 
during school closure.

•  Boost nutritional status among children.

• Increased per capita milk consumption among primary and secondary school going 
children 

Primary Audience

Parents of primary and secondary school children, parents and guardians 

Tertiary Audience
• Policy makers

• Milk Processors

• Teachers 

• Parents 

• Religious leaders 

• Health workers 

• Government 
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Positioning
Create in the mind of parents and guardians a constant reminder about the importance of milk to 
children’s nutrition, health and education to persuade them to ensure their children are provided with 
safe and quality milk every day. The parents will cater for milk as they provide funds for other 
food since they are aware of the benefits and all aspire to have healthy children. Milk will be 
positioned to compete for space in the minds of parents as do other drinks for example soft 
drinks that most parents buy for their children without necessarily considering if they have any 
nutritional value. Aim is for every child to be given at least half a tumpeco cup of milk daily. 

The Big Idea: IT STARTS WITH MILK

Rationale: This brings out the benefits of milk in a way that positions taking milk as the 
foundation of everything…good health, good performance at school, proper growth, making it 
in life, etc.

How this big idea will be used:

o Your child’s success at school starts with giving them milk.

o Your child’s good health starts with giving them milk. 

o Your child’s dreams start with giving them milk.

o Your child’s success starts with giving them milk.

o Good health starts with milk.

o Good grades start with milk.

o Good academic grades require drinking milk daily 

Background to the message design 

The message is aimed at motivating parents to ensure milk is part of their children’s diet. The 

message emphasizes the benefits of milk to children’s nutritional status, health and education 

outcomes. To sustain the campaign, members of the audience will be provided toll free lines 

for more information. In addition, talk shows and activations will be conducted to reinforce the 

message.
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 Script  

Promotion of children’s milk consumption 

Location: Peri-urban home setting.  

VIDEO AUDIO

Start with a video shot of a happy 
healthy child taking milk in a cup. 

Home setting – children playing 
games in the compound. Baby crying 
(this is just at the beginning of the 
spot). Cock crows    

 

 FATHER: Maama Joan, mpozi you said you need 
10,000/= to use at home today?

 MOTHER: Yes. But Mwami, we need to buy milk 
for the children. 

  FATHER: Ha! Nga I don’t have more money…
embeera ya COVID ogimanyi naawe!
MOTHER: I understand, Taata Joan. But our 
children need milk to grow well and stay healthy. 
Milk helps them perform well as they study. Let me 
reduce on the other things I was going to buy and 
add some money to buy milk. 

  FATHER: That is a good suggestion. 

 Soft music bed

Reshoot the pouring milk from a jug 
into the cups. Ensure it is half- way

ANNCR:  Giving your children milk daily 
improves their health and school performance. 

Fellow Parents, give your child half a tumpeco 
of milk every day for them to grow well, stay 
healthy and strong and perform well at school.     

For more information, please call the Toll free line 
0800200600

For TV visuals, at the point of 
Government of Uganda, we put the 
court of arms and write the specific 
ministries of Health, Education and 
Sports.

ANNCR: This message is brought to you by Dairy 
Development Authority, Ministries of Health; 
Education and Sports in partnership with SNV 
with support from The Kingdom of Netherlands 
in Uganda.
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Concept and script for Media campaign to promote milk consumption among school going 

children at home as an extension of the SNV parent led school milk program

Overall Objective

Increase learners’ milk consumption while at home to boost their nutritional status, health and 

education outcomes. 

Specific Objective of the media campaign 

Sensitize parents in Kampala Metropolitan area on the importance of inclusion of milk in 

children’s diet and its effect on education and health outcomes.

Expected Outcomes
•	 Increased public awareness on the health and nutrition benefits of milk consumption.

•	 Behaviour change by persuading parents to include milk in children’s diets while at 
home during school closure.

•	  Boost nutritional status among children.

•	 Increased per capita milk consumption among primary and secondary school going 
children 

Primary Audience

Parents of primary and secondary school children, parents and guardians 

Tertiary Audience
•	 Policy makers

•	 Milk Processors

•	 Teachers 

•	 Parents 

•	 Religious leaders 

•	 Health workers 

•	 Government 

Positioning

Create in the mind of parents and guardians a constant reminder about the importance of milk to 

children’s nutrition, health and education to persuade them to ensure their children are provided 

with safe and quality milk every day. The parents will cater for milk as they provide funds for 
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other food since they are aware of the benefits and all aspire to have healthy children. Milk will 

be positioned to compete for space in the minds of parents as do other drinks for example soft 

drinks that most parents buy for their children without necessarily considering if they have any 

nutritional value. Aim is for every child to be given at least half a tumpeco cup of milk daily. 

The Big Idea: IT STARTS WITH MILK

Rationale: This brings out the benefits of milk in a way that positions taking milk as the 

foundation of everything…good health, good performance at school, proper growth, making it 

in life, etc.

How this big idea will be used:

o Your child’s success at school starts with giving them milk.

o Your child’s good health starts with giving them milk. 

o Your child’s dreams start with giving them milk.

o Your child’s success starts with giving them milk.

o Good health starts with milk.

o Good grades start with milk.

o Good academic grades require drinking milk daily 

Background to the message design 

The message is aimed at motivating parents to ensure milk is part of their children’s diet. The 

message emphasizes the benefits of milk to children’s nutritional status, health and education 

outcomes. To sustain the campaign, members of the audience will be provided toll free lines 

for more information. In addition, talk shows and activations will be conducted to reinforce the 

message.
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 Script  

Promotion of children’s milk consumption        

Location: Peri-urban home setting.  

VIDEO AUDIO

Start with a video shot of a happy 

healthy child taking milk in a cup. 

Home setting – children playing 

games in the compound. Baby 

crying (this is just at the beginning 

of the spot). Cock crows    

 

 FATHER: Maama Joan mpozzi wagambye nti no 
wetagayo omutwalo ogw’okukozesa wanno awaaka 
leero?

 MOTHER: Iyeeh  
FATHER: Eeh kale - kwatila awo 
MOTHER: Mwami, naye anti twetaga okugulira abaana 
amata.

  FATHER: Iyiiii nga sirinaawo sente ndala kati – ahaa- 
nawe embeera za COVID  ozimanyi 
MOTHER:  Mbitegeera. Naye abaana baffe betaaga 
amata okukula obulungi nga balamu. Amata gabayamba 
okusoma nga balamu. Oba wakili kansale kubilala 
byebande nina okugula nyogeleko nakasente ngule yo 
amaata 

  FATHER:   Iyiii – awonno otesseza bulungi.

 Soft music bed

Reshoot the pouring milk from a 
jug into the cups. Ensure it is half- 
way

ANNCR:  Okuwa abaana bo amaata buli lunaku 
kibayamba okuba nobulamu obulungi nokukola 
obulungi kussomero.

Bazadde banange, muwe nga abaana bamwe ekitundu 
kya tumpeco yamata buli lunaku basobole okukula 
obulungi nga balamu ate nga bakola nabulungi 
kussomero.

 Okumanya ebisingawo, tukubire ku ssimu eno 
etali yakusasulira 0800200600

For TV visuals, at the point of 
Government of Uganda, we put 
the court of arms and write the 
specific ministries of Health, 
Education and Sports.

ANNCR: Obubaka buno bukuleeteddwa Diary 
Development Authority (DDA)  Minisitule y’obulamu, 
Ministule y’e byenjigiriza ne mizanyo, nga 
bakolaganila wamu ne SNV ate nga  bayambidwako 
Embassy y’obwakabaka obwa Netherlands mu 
Uganda. 
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