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Introduction

This report provides the highlights of what Twaweza
achieved in 2012. Each section also provides one illustrative
example of the type of partners engaged or activitiesSidone.
The report is deliberately kept short (about 10 pages)in :
order to make it more readable for a broader audience.

A more comprehensive, detailed accounting of activities
against the Annual Plan can be found in the 2012 Matrix
Report. An accompanying audited financial report provides
an accounting of the funds received, utilized and balances
remaining.




Highlights | Programs Kenya

Some of our most creative media partnerships are in Kenya. In 2012 we supported:

e Buni Media to expand reach of its TV satire XYZ Show and to develop new products to demystify power and
enable public debate on the conduct of those who hold public office.

e Shujaaz FM (Well Told Story) to engage millions of young people and spur them to take action through monthly
comic books distributed through Safaricom outlets and newspapers, FM radio and SMS.

e Makutano Junction (Mediae) to engage millions of Kenyans with key messages on citizen agency, health,
education and water through a weekly TV soap series.

¢ Royal Media Services — Kenya’s largest media group — to ‘tweak’ the quality and diversity of its programming in
over a dozen radio and TV stations through provision of information and incentives, the greater the attainment,
the higher the payment.

e Open Institute and the Africa Media Institute (AMI) to place four Code4Kenya fellows in media organisations
to make better use of data in journalism.

Each partnership employs a particular approach to enhance access to information and citizen engagement on basic

education and other services; in combination with the Ni Sisi campaign (see Communications) the intention is to

create a mutually reinforcing ecosystem of ideas and action. However, while each partner has achieved impressive

outputs, evidence of overall impact is uncertain. Starting in 2013 Twaweza will work with Georgetown University

academics to develop a rigorous program of research and evaluation of media in Kenya, test specific hypotheses

and help generate lessons.

Example | Speaking truth through powerful puppets

Can latex puppets change the way politics works? Buni Media think so along with an ever-growing audience of
Kenyans. The XYZ show presents Kenya’s leading political protagonists as life-like latex puppets. The extremes of
absurdity that, at times, characterise the political sphere, although treated with poetic license, are all exposed and
aired on the show. No figure is too great or too good to escape the XYZ show which features a cast of international
and Kenyan political puppets.

Twaweza believes that by supporting and further inspiring a culture of openness and tolerance which is at the heart
of Buni Media’s satire, we can begin to challenge the myth of invincibility and infallibility of leadership. It is only
when we truly view our leaders as people, subject to the same rules, open to mockery and ultimately fallible that
we can truly begin to exercise our own agency and hold them to account.

And the show does just that. The idea is not just to mock, topical issues are always featured and the show brings
different perspectives to ongoing debates thus taking the idea of infotainment into a new realm.

The show is aired on Kiss TV, reaching 2.5 million viewers, broadcast on 11 radio stations, reaching 5 million people,
and shown on TV screens installed in buses. Buni has 15,000 subscribers and 2.7 million views on YouTube (200,000
monthly views while in season), 182,000 fans on Facebook, and 25,000 followers on Twitter (a 100 percent increase
from 2011). Taking into account the possibility of double counting and the lack of reliability of audience figures,
Buni estimate that the XYZ Show’s monthly viewership is approximately 8 million.

The show has generated huge debate and interest among its followers. According to an informal social media poll
conducted by Buni, vieweg ed that they discussed the issues raised with their friends, were more engaged in
politics and, perhaps mwere willing to change their voting patterns on the basis of policies.




Highlights | Programs Uganda

1In 2012 in Uganda, the youngest programming area for Twaweza, we supported the
growth of broad media framework partnerships and experimented with several
innovations. Specifically we supported:

e Vision Group to enhance coverage of citizen voices and-monitoring performance
through dozens of ongoing programs in its four newspapers, three TV and six radio
stations. Of particular interest was a program that show-cased teachers doing
extraordinary things to promote learning in their communities.

Nation Media Group through a second media framework agreement to improve
quality of multiple ongoing programs with a focus on financial transparency and
citizen monitoring.

RockPoint 256, a radio drama which reaches seven million Ugandans each week, to
increase and improve coverage of service delivery issues. In 2012 drug shortages
and consumer dissatisfaction with health services were the main focus.

e Young artists to create music videos with edgy social commentary and citizen action
to solve problems that will be distributed through communal video halls. I

In Uganda we have a great balance and mix of media partnerships with content creators

and media channels. Moving forward, we need to consider greater coordination and

synergies across these partnerships, with a greater focus on particular citizen agency
| and service delivery goals.

'Example | Singing for a change
For some time now at Twaweza, the buzz has been around popular culture. Here is
effectively a “network” that speaks directly to people, often young people, that can
' transcend geographical boundaries and whose members carry weight with huge
- amounts of people. How come it isn’t on our list? What are we going to do about it?
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’%' In Uganda, we decided to give it a try. We approached a production company instead of

~

" individual artists. This way you can work with a range of artists but also gain all the

e g

¥ advantages that the more formalised music industry has to offer including promotion of
~ any songs produced.
‘\

' -
" The artists, all popular in Uganda, were asked to work together to create a range of
.~ songs. But first we wanted to try and engage them in the kinds of ideas Twaweza works
~ "1 with and seeks to promote. They were all “immersed” in real life situations by taking
BN field tours of health centers, water points and schools. This was to focus the'mind on
B the challenges that ordinary citizens face in securing basic services. While it may not
sound like an inspiring subject, the way in which people seek, secure and navigate

4 services can cause animated debate.

% And the artists really came through. They created four passionate songs that bring
*¢' home the issue of citizen agency but with sector specific angles. The artists will be
promoting these songs throughout 2013 as well and we believe that, as part of the
wider Ni Sisi campaign, the songs will help to push Ugandans to be the change they wish
4 to seein their country. . ] :

4 ambassadors of change. We are aware that songs alone are unlikely to bring social
4 change. Combined with re-enforcing the messages through our other media partners,
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on all sides. The model of
2d success is appreciated
¥lts orientation and
g of deliverables proving to be
ypartners.

g in 2013 we will need to strengthen
toring of outputs and effects through more
structured methods.

The water ‘weak’ - a play on words for World Water Week by the Kipanya cartoonist.



ga’s Dream
aware that images and video content often have far greater impact than audio or written

ing stories and emotions, inspiring people — these are all more likely to be achieved through visual
en it comes to ownership of TVs in East Africa, the case for video increasingly becomes hazy. Are
aking to the elites of society? How are you even sure that those with access to TVs are watching what
you are transmitting?

Uwezo Uganda decided to tackle this challenge head on. The first step was to produce the thought-provoking high
quality content. So Kyosiga’s Dream was born. This is a short documentary that outlines the challenges of learning
and aims to prompt citizen action. Quality is attested to by the film’s nomination in four categories of award in the
Pearl of Africa Film Festival.

Then arises the question of distribution and viewership. How do you find a captive audience in the Iiter%se?
And how can you ensure that they are more representative of the diversity of Ugandans than viewers of traditional
i the thousands of buses that make their way around the country on a weeklysbasis. Ugandans
ce use of these buses for various travel needs, and the journeys are often many hours. In a bid
> many of these buses now also house television screens on which Hollywood action<films

ible to
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Uwezo Uganda partnered with'the bus
: distribution and Kyosiga’s Dream is no il
A 4 Uganda cross-country commuters on a range
v ') different bus companies.
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Highlights | Experimental Interventions

Responding to the need for evidence based innovation on what works, particularly for education, through
extensive research and consultation in 2012 Twaweza completed the design of an ambitious set of
randomized experiments on improving literacy and numeracy , known as KiuFunza (thirst for learning).
The evaluation focuses on implementation of current policy and innovations in education. The experiment
has three main strands:

e Employing a better way of implementing current government policy to get capitation grants
directly to primary schools on time and in full, and to measure both receipt of funds and its impact
on learning.

e Drawing on work done by the Center for Global Development and the Poverty Action Lab at MIT,
testing the impact of paying incentives to teachers for improved performance (literacy and
numeracy in Grades 1-3), payment to be made commensurate with performance.

e Combination of the first two strands.

The design allows us to compare the effects of input based payments (current policy better implanted)
with outcomes based incentives commensurate with performance (innovation). A range of preparatory
activity was undertaken in 2012 including research design; preparing for data collection; selecting district
partners; and formulating field manuals and protocols. All of these were done in collaboration with the
Commission for Science and Technology (COSTECH), the ministries responsible for education and local
government, both at central and local levels, as well as the teachers’ union and donor partners. Members
of Parliament have also been engaged from the outset in recognition of their ‘middle-up’ role in pushing
reforms, and in recognition of the fact that the incentives for them to improve education delivery may be
more acute than national or school level officials.

The interventions are being piloted in 11 districts. In each district seven schools were randomly chosen to
be part of each intervention arm, so 21 schools per district in total. Additionally 14 schools per district will
be observed as control schools. The entire design has focused on simplicity of design and administration,
so as to enable rollout at scale and sustainable implementation. Costs have been set at levels that can be
sustained should the intervention be implemented nationwide. The experiment will run for two years
until end of 2014, in part to allow us to make adjustments to design based on first year experience and in
part because absorbing, trusting and changing behavior in response to the incentive payments may take
time.

Evaluating policy is at the core of this intervention. KiuFunza could lead to traction for evidence-based
policy making in service sectors in Tanzania as well as for the idea of incentivising service providers, which
could make a powerful new contribution to stagnant education reforms in the region. Even if results were
not to be as successful, Twaweza will have contributed to deepening understanding of the effectiveness
of different policies in education.

Ili mpango ufanikiwe
unahitajika kushiriki.
Fuatilia matumizi,
yawe na manufaa kwa
watoto kusoma.

3 1

Mwanangu
hebu nisomee

Mbona hela
yenyewe kidogo?

Loo,

Was'Vava m

Pages from the popular booklets designed to explain the randomised control trial to community members.
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eofwc& ocuses on engagement

nghllghts in 2012 wer:

i pen G meRVa‘Fthers ip (OGP) globally as one of the four members
GO 2 Xecu nmittee. OGP has 58 membe3rs, including Kenya and Tanzania.

Help inform revision of OGP strategy andVvaV rking, include a shift in emphasis to delivery for citizens.
Worked on strengthening the ways in which civi play its collaborative and watchdog roles.

e Advised the Tanzania Government on development' OGP action plan. It focuses on service delivery and
initial steps to produce an access to information law. Launched an OGP competition that seeks to solicit
citizens’ views on improving service delivery in education, health and water.

e Co-funded the Open Africa summit in Zanzibar — which brought together 30 thought leaders to discuss the
future of the open agenda in Africa. The event generated a report with a series of concrete recommendations
around engaging the OGP, establishing a Code4Africa program (informed by Code4Kenya), and drafting an open
data charter for Africa.

e Twaweza helped to judge entries for competitions on innovations using technology to improve the process of
news gathering in Africa and to develop Apps for Africa.

e The Head of Twaweza contributed to strengthening citizen engagement and transparency through participation
in several advisory and governance boards.

Much of our work in this area is at the cutting-edge of the transparency agenda, and has helped establish the field.

What is important now is move efforts to gain traction in everyday life — for the promises to deliver and to have

more robust accountability.

Example/Making open data more open : \ o
Twaweza hosted a Code4Kenya fellow in our offices in Kenya. Code4Kenya aims to build the capaC|ty of its host

: organlsatrons to use open data in new ways that inspire and inform citizens. The aim is to boost demand for open

v'data Code4Kenya has embedded four fellows in three media houses and one fellow with Twaweza to achieve thls '

r?ﬁnefof the Code4Kenya projects with Twaweza is a web application called FindMySchool. Largely using'data thatii |s

“alrec y in the publrc domaln through the Kenya Open Data Portal, but under used the idea is to provide parents

By

y_the arr‘n is to inspire parents to become more involved in their children’s education ahd to supp:
ewdence based reporting on schools and the educatlon sector generally. The data will also be of |

_' ]unctlon with'media houses. FmdMySchooI has also established partnershlps W|th a rang

iént productlon organisations and education stakeholders. These partners will be engag
‘ ll be specifically trained on its use and potentlal The appquation"s s\t’l ;

-013 to make it functlon welI : _ %




Highlights | Communications

Towards the end of 2012 Twaweza began to establish a full-fledged Communications Unit to sharpen its work and

provide better support to all units. Highlights include:

e To complement the partnerships with media, the Communications Unit engaged media to encourage greater
coverage of and debate around key service delivery issues. In the last quarter of 2012, three press conferences
around three briefs were held each generating an average of twenty pieces of coverage per brief across TV,
radio and print. Support was also provided for other launches.

e The unit also started providing input and guidance to content from other units, including Programs, Uwezo and
Uwazi, to increase creativity and quality of our work.

The website was also updated with an average of two pieces of content added per week.

Managed the roll out of the major Ni Sisi campaign which focused on how citizens can make a difference on
health, education, and environmental issues. Generated valuable lessons about the use and value of different
media platforms and the benefits and costs of working with a communications agency. In the end the Twaweza
name and topline message is more firmly in the public domain than it has been until now. We need to make
sure that our content and ideas capture public imagination in an increasingly substantive way in 2013.

The establishment of the Communications Unit is a critical step in strengthening communications across Twaweza’s

work. But while tasking a single unit to ensure quality, synergy and creativity across our content will help achieve

standards, over-centralising production could generate other bottlenecks. Capacity will need to be quickly ramped
up to manage the everyday business of communications, such as keeping the website fresh, pro-actively seeking
media opportunities and engaging on social media, while keeping strategic oversight and undertaking quality
assurance of the outputs of all units.

Example | It’s me. It’s you. It’s all of us.

i

i
!
|

I am on my own. lean‘t do'anything. Can | really? | am change

-

SESE

Mtu rﬁ;nci)a anéWezé'I( anzisha mabadiliko. Sote tunaweza kUit

Ni Sisi is an idea that is at the core of Twaweza’s vision for development and our Theory of Change. It’s all of us who
can make a difference in our own lives and societies.

In 2012, Twaweza decided to trial a different model of communications interventions — a large scale intense
campaign that propagated our core message, Ni Sisi, across a range of traditional media platforms as well as some
newer more innovative mediums.

Working with market leader, J. Walter Thompson (JWT), we created a range of content including compelling TV and
radio public service announcements and light-hearted radio pieces and set to work to paint Kenya and Tanzania
orange. The campaign was implemented at large scale across Kenya and Tanzania, and to a limited extend Uganda.

The full post-campaign evaluation has been under-taken in both countries with results just beginning to come in.
Initial findings, as well as anecdotal evidence, suggest that the reach of these messages, and recall among survey
respondents, has been high. A number of Twaweza staff have been complemented on the campaign or been
present at public airings of the TV content which have generated discussion and debate.



Highlights | Uwazi

In 2012 Uwazi sought to consolidate previous work and

focus on a few key initiatives.

e The pilot Dar es Salaam mobile phone survey collected
data monthly in partnership with the World Bank and
independent experts; data and a simple report shared
with media and at times spurred animated debate. This
experience helped finalize design of the national Sauti
za Wananchi mobile phone survey.

In total Uwazi produced nine briefs over the course of
the year on Twaweza sectors and government
spending. ,
Budget visualisatio ols,were launched for Kenya and
Tanzania to genera e response. However the
tools do not allow us isitors or use and so we
are unable to accura d the utility of them. In
addition the visualisat us more on meeting t
needs of technocrati and need to be more
driven in design. ¥
Uwazi provided suk
improving the rigo
methodology.

wazi supported the
randomised cont i
Interventions).
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Highlights | Learning, Monitoring and Evaluation

Due to staff transition the LME unit went for half a year without a

manager in 2012, limiting activities and engagement, but matters picked

up at the end of the year with arrival of a new manager. Key
achievements include:

e Added a new “piece” to the evaluation puzzle by engaging
Georgetown University to closely study and test impacts of different
kinds of information on citizen agency.

e Outsourced media monitoring outsourced in the second half of 2012

( , produced a corporate log of Twaweza and a daily digest covering

education, health and water which helped track progress and keep

Twaweza staff informed of key developments in the sectors. But the

. analyses of coverage of Twaweza sectors in the media provided less

S E ) insight than we anticipated.

" o= e Theinternal learning agenda continued to grow with a new
( ) component terms ‘Feod for Thought’. These sessions offer an
1 opportunity for staff; tners and others to share work in a less

formal and structured presentation. They have also developed into
useful sounding boards for ideas and content between staff. On
average one or two of these sessions were held per month from July.
E ~In' 2012, monitoring was largely under-done. Programs often had to
shoulder much of the burden for this. Although some solid systems have
- T . been developed as part of the partnership work flow, output and
' product did not match our aspirations for this key area. Moving forward
- we will need to ensure that robust monitoring systems are developed to
support all units.

Example | Informing c
Our third and final large evalua in 2012.
eorgetown University’s Initia opment and
valuation will test the roleg itizen action in
Kenya, and possibly Uga s
To set up the evalua e the typt
nformation, define te :
d to get creative — IF
Tw wef material and

We have already define
public places 80S M
improve the
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NI NANI?

-~ Twaweza
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