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Aim

The aim of the advertising campaign is to motivate parents (and caregivers) 

to tell stories and read regularly to children from a very early age.

Purpose

Storytelling and reading are crucial for language and literacy development, 

supporting emotional wellbeing, stimulating the imagination and 

encouraging critical thinking. Their foundation – critical neural pathways – 

is formed from birth. Children exposed to rich, complex language, through 

regular storytelling and reading, are at a great advantage when they start 

school.  They can learn better than their peers.

How we can motivate parents

As parents, we can’t easily be told what to think or do. But we can be 

motivated when our desire to connect with our children, our own aspirations 

and those we have for our children are appealed to.  These are fundamental 

human motivations that are as much about the child as they are about 

parents.  As parents, we feel personally affi  rmed when we are able to 

nurture our children. Our own sense of identity and belonging is enhanced. 

These are the triggers that can lead to behaviour change.

How we can use advertising to motivate behaviour change  

Empirical research has clearly shown that didactic message-driven 

communication does not lead to behaviour change. Rather, advertising is useful 

to stimulate an interaction among people that helps shape its meaning and 

enables people to ‘take ownership’ of the ultimate message. This message does 

not need to be overt, but is mediated through the process of social interaction.

 It assumes meaning through people connection emotionally, talking about 

it, criticising it, challenging its assumptions and choosing to associate with 

it or not. In order to achieve this level of discussion and interaction, social 

advertising can use a range of techniques – including direct appeals to 

individual motivations or aspirations, use of paradox or tropes (a fi gure of 

speech used in a non-literal way).

Critically, parents must be able to ‘co-create’ the meaning of the advert. 

The Nal’ibali advertising strategy

Target audience
By defi nition, those who read Nal’ibali’s print ads are already readers. 

Because of the language situation in South Africa, it is likely they read in 

English and chances are they read to their children.  What they may not 

realise is the value of reading regularly to their children, starting right from 

birth.  They may not have easy access to new reading material and here, the 

reading-for-enjoyment supplements developed by PRAESA in partnership 

Avusa Media will be very helpful. But it is true that the primary target 

audience for Nal’ibali extends far beyond newspaper readers.  

Purpose
The purpose of the newspaper advertising is therefore to:

Position the campaign in the public arena;

Promote discussion, debate and interaction on all media platforms; 

Point to resources that will assist parents. 

Phases of campaign
In order to achieve this, the campaign will start with a teaser campaign that 

is intended to provoke debate. It must open doors to radio interviews, letters 

to the newspaper and other ‘below-the-line’ media exposure. It will address 

the key motivations that drive parental behaviour, namely a desire to:

Help their child achieve;

Feel that they are competent and ‘complete’ parents; 

Connect to their children in ways that affi  rm both them and their 

children.

The process of interaction that ensues provides the opportunity to unpack 

the key messages of the campaign, namely that reading:

Sparks the imagination, giving rise to the curiosity that is vital for 

learning;

Enables children to use ideas for critical thinking that is crucial for both 

personal and societal development; and

Gives parents and caregivers the power to shape their child’s life, even 

if they don’t have much money or access to other resources. 

[The campaign’s tagline ‘It starts with a story…’ constantly reiterates the 

message that language development and creativity emerges through 

stories that can be told, mimed or read. Nobody is excluded.]

As the campaign evolves, we will help parents maximise the interaction as 

reading role models with their children, developing an understanding that:

Storytelling and reading should start from birth (some say before 

birth!);

Children should be actively engaged in the stories, asking questions, 

telling them back to parents, commenting, drawing pictures and 

writing about them;

Books don’t necessarily need words – picture books stimulate 

imagination and discussion;

Language and numerical development go hand-in-hand, and stories 

that encourage counting and use of numbers are great.

Media on its own rarely changes behaviour. Rather, it is the interaction 

between people that does.  For that reason, the media campaign will work 

closely in support of the extensive network of reading clubs in communities 

and on social networks.

Rationale for the Nal’ibali Advertising Campaign




