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 Glossary 

             

Abbreviation   Description 

             

 

ASISA    Association for Savings and Investment South Africa 

DAC    Development Assistance Committee 

FSCA    Financial Sector Conduct Authority 

FPI    Financial Planning Institute of Southern Africa 

GMW    Global Money Week 

INFE    International Network on Financial Education 

M&E    Monitoring and Evaluation 

MSWSA    Money Smart Week South Africa 

NCR    National Credit Regulator 

NEF    National Empowerment Fund 

NCFEC   National Consumer Financial Education Committee 

NGO    Non - Government Organisation 

NPO    Non - Profit Organisation 

NT    National Treasury 

OECD    Organisation for Economic Cooperation and Development 

PATMT   Pan Africa TMT 

PR    Public Relations 

SABRIC   South African Banking Risk Information Centre 

 

 

 

Definition of Terms  

 

Term  Definition 

Consumer Targeted financial education recipients 

Participant Financial Institutions providing financial education and other 

interventions 

Stakeholder Members of the MSWSA steering committee drawn from different 

financial services industry bodies 

Steering Committee Responsible for driving the implementation of the MSWSA 
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1. EXECUTIVE SUMMARY 

 

Project background 

 

The planning and implementation of the Money Smart Week South Africa (MSWSA) 2021 

campaign was executed against the backdrop of the national lockdown due to the COVID-19 

pandemic. This resulted in the cancellation of the 2020 iteration of the project and the 

subsequent pivot from face-to-face events to a primary focus on digital platforms as a means 

of engagement. The 2021 campaign took place from the 22nd to the 28th of March 2021.  

 

The objective of MSWSA 2021 

 

The principal objective of the Money Smart Week campaign remains that of promoting 

general financial awareness through independent activations by participants under a 

commonly branded platform.  

 

The bulleted points below apply to the objective as mentioned above. 

 

• To provide a national collaborative platform to enable expanded dissemination of 

financial education by participants. 

• To promote a common value of nation-building through providing various financial 

education activations to all South Africans across the country.  

As a result of the postponement of the original 2020 evaluation to 2021, a transitory plan was 

put in place to keep the MSWSA brand active during this period. The transitory 

implementation ran from March to December 2020, with the main aim being to help maintain 

the relevance of the MSWSA brand with consumers and participants. This was done to 

ensure a smooth transition into the 2021 MSWSA campaign.  

A transitory phase evaluation report was produced, thus enabling a much-needed launch pad 

in terms of lessons learned. Some of the recommendations of the transitory report were 

considered and became vital in the planning and implementation strategy for the 2021 

campaign.  

These summarily included: 

• The lack of a comprehensive project plan that was articulating and directing planning and 

project timelines created uncertainty and confusion among all stakeholders.  

• The consumer survey approach was ineffective in terms of reach, dissemination of the 

questionnaire, and there was a lack of visibility regarding what the participants did with 

the questionnaire/newsletter. For instance, redistribution from participants to consumers 

could not be verified to ascertain if the consumers had access to the newsletter and, 

ultimately, the questionnaire. 
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• Digital channels were identified as a convenient way to reach out to different 

communities; however, they excluded under-resourced people. (i.e., those with limited 

skills, gadgets, and data). 

Building the 2021 Campaign from the transitory phase 

As highlighted below, a set of indicators was agreed upon to measure what success would 

look like post-implementation. The report therefore provides an analysis of how well the 

campaign was delivered against the agreed measurements.  

Measures to indicate success as defined by the objectives of MSWSA 

 

• Fluidity in planning and execution of the MSWSA Project - Stakeholders & Participants 

(Committees and the whole execution value chain- communication, collaboration, vision, 

unity, effectiveness). 

• Growth/Increase - In the number of participants coming onto the platform from 2018 (to 

note 2018 was only implemented in Gauteng and had 44 participants). 

• Diverse financial topics/content disseminated across multiple platforms- Variety of 

educational topics. 

• Access – National reach and engagement with South Africans country-wide. 

PATMT produced the report following the data collected through Key Informant Interviews 

(KII) with relevant stakeholders and participants. The evaluation also conducted a beneficiary 

survey to establish the responsiveness on the MSWSA platform by consumers and further 

undertook the interpretation of data from social media, website channel, traditional media 

(broadcast, articles etc.) received from the PR and Marketing team.  

The report, therefore, focuses on the activities during the 2021 period in pursuit of the 

objectives of MSWSA. These included the following main activities: 

• Planning and implementation focused on the initiatives undertaken by the Steering 

committee (Steerco) to facilitate the activities and implementation of the platform as a 

whole. It further focused on the efforts undertaken by the participants to disseminate 

financial education and finally highlight the response of the beneficiaries from the 

financial education inventions. 

•  Channels used to publicize the platform as well as disseminate financial education to the 

beneficiaries. The various channels included digital channels in the form of a website, 

which was used as the leading platform and central point for financial education, 

utilization of social media channels (Facebook, Instagram, etc.) and traditional media 

channels (radio, TV, and print). There was limited use of face-to-face activation because 

of COVID-19.  
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MSWSA 2021 Summary 

Stakeholders  

The planning and implementation of the MSWSA 2021 was done by a Steerco (Steering 

committee) comprising of members from the NCFEC (National Consumer Financial 

Education Committee). The Steerco then appointed two subcommittees, the M&E and PR& 

Marketing subcommittees, to drive the monitoring, evaluation, and the marketing functions 

of the campaign, respectively. These subcommittees then worked through a joint project 

committee for workflow management and reported their progress to the Steerco.  

The implementation of MSWSA 2021 included the procurement of studio facilities to enable 

the interested participants to record their financial education interventions. It further 

incorporated facilitation of the website as a primary digital channel, as well as sourcing of 

funds for the zero-rating access of the website amongst many other planning activities.  

Stakeholder interviews were conducted with ten members of the Steerco, including those 

sitting in the various subcommittees, to get their perception on the planning and 

implementation of MSWSA 2021. The overall engagement indicated that the efforts 

undertaken were in the most a success considering the challenges posed by COVID-19 and 

the national lockdown. Some areas of improvement were highlighted and are further noted in 

the report below. 

Participants 

The implementation of MSWSA 2021 saw 79 participants taking part in the MSWSA 

platform through various activations, including taking advantage of the free studio and 

website channel provided by the organizing committee, whereas some participants 

implemented their own activations. These included face-to-face initiatives (very limited), 

webinars, radio campaigns and print media. Some participants implemented a combination of 

channels. Private companies, as well as educational institutions, government, regulatory and 

oversight bodies, were represented in MSWSA 2021. A broad mix of financial education 

topics was delivered to beneficiaries in different languages to reach South Africans 

throughout the country. 

The participants' interviews and survey were mainly engaged to determine the responsiveness 

of the participants providing financial education activations. Most participants indicated that 

the provided platform worked well in showcasing their initiatives, and the implementation 

was efficient and professional. Social Media (Facebook) and communication by industry 

bodies were cited as the primary response of how most participants got involved in the 

MSWSA initiative. Most participants indicated that they would not hesitate to recommend 

the MSWSA initiative to other participants.  
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On the publicity of the platform, most participants were of the view that the promotion and 

marketing of the MSWSA targeted at beneficiaries was well done, but there needs to be an 

improvement on participant-oriented publicity initiatives. The established participants 

indicated that future funding of their initiatives would not be a challenge, whereas smaller 

players in the sector relied on collaborative partnerships and support and indicated that they 

would be disadvantaged if they were to undertake implementation on their own without some 

level of support. There were 44 participants in 2018 from pilot project in Gauteng province, 

in 2021, the project was implemented nationally, with 79 participants taking part. The 2021 

return of participation could have been better since the implementation was national, but the 

COVID-19 lockdown regulations and restriction could have impacted on the participation 

rate.   

Beneficiaries 

MSWSA 2021 saw beneficiaries from across the country engaging with activations delivered 

by participants as well as the PR & Marketing initiatives. The beneficiaries were between the 

ages of 18–75 years, representing both urban and rural populations. Most beneficiaries used 

social media (Facebook) as the preferred channel of engaging with the MSWSA activation. 

The beneficiaries interviewed expressed positive interest in the MSWSA campaign and were 

eager to recommend the platform to family and friends. The statistical breakdown is further 

highlighted in the comprehensive report. 

Channels 

Facebook was the most appropriate and consistent media source for both publicity and short-

form financial education content. The Facebook channel produced a reach of approximately 

2.2 million and 129 600 engagements. Facebook was also the most effective channel for 

redirecting beneficiaries to the MSWSA website.  

The interest by traditional media to cover MSWSA 2021 was high and balanced amongst the 

different conventional media channels. The level of interest by Commercial and Public 

Broadcasting Services (PBS) radio stations and print was substantial. This further indicates 

the effort undertaken to build a recognizable brand and further illustrates the newsworthiness 

of the campaign. The earned (free) media provided a significant return for the platform. This 

is based on the circulation, readership, listenership, and viewership numbers provided 

through media monitoring.  

The website was reworked to be used as the primary channel for financial education given the 

national lockdown restrictions. There was a concerted effort to drive beneficiaries to the 

website, which was done through multiple PR and Marketing initiatives. These included a 

website link on all digital media communication and using media influencers for the effort. 

The most significant benefit for the website was that it allowed a national coverage of 

financial education initiatives. The website further provided the Steerco and the participants 

with recorded material and a digital repository on key topics that could continue to be made 

available even beyond MSWSA 2021.  
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The data on access, though, indicates that 15 990 beneficiaries accessed the website during 

the week and spent an average of three minutes and fifty seven seconds (3:57) on the site. 

Considering the effort undertaken to zero-rate the channels, the reach and average times 

somehow negate the effort. This further indicates the issue of the digital divide on access to 

the technology platform, considering that the website was the key and primary medium used 

for MSWSA 2021. Future implementation of the website as a primary platform might need to 

be reconsidered going forward. 

Key Recommendations from 2021 implementation  

 

Consequently, the 2021 report proposes key recommendations to be considered for future 

iterations of the MSWSA project, including the sustainability of the campaign beyond 2021. 

These are summarized as follows:  

 

Planning  

 

Development of a documented comprehensive plan with clearly stipulated roles and 

responsibilities that would be the essential MSWSA playbook that guides the planning and 

implementation strategy for the next iteration of the project.  

 

Establishment of one implementation committee to assist in efficiency in planning, 

decision-making and management of communications going forward. 

 

Focus on on-boarding new participants; the participants have within their spheres of 

influence developed essential relationships with their targeted beneficiaries. 

 

Consideration of a concerted effort to determine the financial education needs and to 

encourage more diversity in the topics provided. 

Implementation  

Identification of collaborative partnerships as key in enhancing the reach of all beneficiaries, 

particularly those under-resourced and underrepresented. The program should endeavour to 

be as diverse and inclusive as possible. 

Encouragement of the utilization of different channels to provide a balanced multi-

channel approach of digital platforms, traditional media (radio, television, newspapers) and 

physical activations to deliver the financial education initiatives. 

 

Expansion of timeous mass advertisements of the MSWSA should be considered to 

augment the currently used channels.  
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Sustainability  

  

An alternative funding initiative should be considered to continue the enablement of the 

collaborative platform. A funding facilitator should be established with the function of 

driving the fundraising initiatives through an establishment of a common fund to implement 

shared requirements. 

 

Maintaining the website and all digital media platform active to keep the MSWSA brand 

active even outside the Money Smart week. 

 

Additional Recommendation for Consideration in case of extended COVID-19 period: 

 

Participants should be encouraged to use digital platforms in order to have viable 

channels to reach their beneficiaries. The MSWSA 2021 studio and website were an 

intervention to assist the participants who were not able or ready to implement financial 

education digitally.  
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2. INTRODUCTION 

The Financial Sector Conduct Authority (FSCA) commissioned the Pan Africa TMT Group 

(PATMT) to conduct monitoring and evaluation of the Money Smart Week South Africa 

(MSWSA). The evaluation was to be conducted for the MSWSA 2020 implementation, but 

due to the event of COVID-19 and consequent lockdown regulations, the implementation of 

the MSWSA was postponed to 2021. The Steering committee implemented a transitory phase 

with key financial education initiatives in the interim with the main purpose of building up 

towards the implementation in 2021.  

PATMT produced an interim report as part of the monitoring exercise for the transitory 

implementation to assist the planning committee to obtain key inputs and strategies on 

planning for the MSWSA 2021 implementation. Some of the recommendations of the interim 

report were implemented and were considered in the planning for the MSWSA 2021 

implementation. In overall, the MSWSA 2021 is seen as a single project starting in January 

2020 to June 2021. The interim report on 2020 activities is included as an annexure. 

The report outlines the following: 

i. Background (Section 3)  

ii. Building from the Transitory Phase (Section 4) 

iii. Evaluation approach (Section 5)  

iv. Data Management (Section 6)  

v. Findings and Analysis (Section 7)  

vi. Lessons Learned (Section 8)  

vii. Recommendations (Section 9)  

viii. Conclusion (Section 10) 

ix. References (Section 11) 

x. Annexures (Section 12) 

The evaluation report further assists with the understanding of the scale and the effect of the 

various activities that were deployed and the bearing they had on all the role players. 

3.  BACKGROUND  

 

Money Smart Week South Africa (MSWSA) is an initiative modelled after the Money Smart 

Week (MSW) concept developed in Chicago, Illinois, in the United States of America. 

Spearheaded by the Federal Reserve Bank of Chicago, it is a public awareness campaign 

designed to help consumers better manage their finances. MSWSA's core strategy is for 

financial institutions to collaborate in advancing financial education through a series of 

coordinated events under the MSWSA initiative's banner. The initiative also provides a 

platform for organisations to share scarce resources in a collaborative manner while 

advancing education for realising financial stability for consumers. 
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The South African version of the Money Smart Week was initiated by the National 

Consumer Financial Education Committee (NCFEC) in 2018. The NCFEC was established to 

secure the active involvement, collaboration and coordination of a range of stakeholders in 

consumer financial education. The NCFEC consists of representatives of government 

agencies (departments and regulators), financial sector industry bodies, non-governmental 

organisations (NGOs), community organisations and academia, and it is chaired by National 

Treasury. 

  

The objective of MSWSA 2021 

 

The principal objective of the MSWSA campaign remains that of promoting general financial 

awareness through independent activations by participants under a commonly branded 

platform.  

 

The bulleted points below apply to the objective as mentioned above. 

• To provide a national collaborative platform to enable expanded dissemination of 

financial education by participants. 

• To promote a common value of nation-building through providing various financial 

education activations to all South Africans across the country.  

 

In pursuit of the objectives of MSWSA 2021, the report addresses two fundamental premises 

that are central to the practice of conducting evaluations, and all findings should therefore be 

viewed through these lenses. 

 

Are we doing the right things? 

This premise is central to all planning and implementation as it redirects all MSWSA 

activities back to alignment with the objectives.  

 

Are we doing things, right? 

This premise speaks to the evaluation process and seeks to assess if the activities in planning 

and implementation of MSWSA 2021 were carried out in the best interests of the articulated 

objectives. The main intention is to draw critical lessons that become invaluable in 

strengthening future iterations of the MSWSA project. 

 

4. BUILDING FROM THE TRANSITORY PHASE 

 

Whilst the original 2020 evaluation plan was postponed to 2021, the transitory plan and the 

subsequent report provided a much-needed launch pad in terms of lessons learned from 2020, 

leading into the 2021 campaign. This was because of the significant shift to digital platforms 

and virtual engagement due to the complications brought about by the COVID-19 pandemic.  
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Lessons learned from the 2020 Transitory Phase. 

 

Some key lessons were learned from the 2020 transitory phase. These are listed below: 

• The lack of a comprehensive project plan that was articulate and provided direction in 

relation to planning and project timelines created uncertainty and confusion among all 

stakeholders. 

• The consumer survey approach was not effective in terms of reach, dissemination of 

the questionnaire, lack of visibility in terms of what the participants did with the 

questionnaire/newsletter. For instance, redistribution from participants to consumers 

could not be verified to ascertain if the consumers had access to the newsletter and, 

ultimately, the questionnaire.  

• Digital channels are a convenient way to reach out to different communities; however, 

they exclude under-resourced people. (i.e., those with limited skills, gadgets and 

data). 

 

Recommendations from the 2020 Transitory Phase 

  

The recommendations from the 2020 transitory phase report were to assist in the planning 

and implementation of the 2021 campaign. The key recommendations included the 

following: 

 

• For Steerco to consider setting up a subcommittee responsible for the development, 

implementation and management of the project plan. 

• That the communication between all parties involved in the MSWSA should be 

improved. 

• For the Steerco to consider the expansion of an enhanced multi-communication 

channel approach (radio, television, newspapers) to include traditional delivery for 

priority groups and vulnerable populations (i.e., those with limited skills, gadgets and 

data). 

• For inclusivity, attainment of the well-represented geographical spread of participants 

and use of multiple languages should be used to reach wider members of the public.  

• That more resources should be allocated to Facebook for education interventions to 

reach both participants and consumers. 

 

Some of these recommendations were implemented whilst others could not be considered due 

to the limited timeframe which was available for the MSWSA 2021 planning activities and 

implementation mobilisation.  
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5. EVALUATION APPROACH 

 

To adequately achieve the objectives as mentioned above, the overall implementation 

mapping of the critical components of the project followed the OECD guidelines for the 

evaluation of consumer financial education initiatives.  

 

Evaluation Criteria 

 

The key evaluation criteria were identified through the evaluation plan process, and the focus 

was mainly on the efficiency and effectiveness of the MSWSA 2021 initiatives and the 

sustainability of the MSWSA platform going forward.  

 

The evaluation will focus on the following: 

• Efficiency (Planning - focused on the planning initiatives and organising undertaken 

to implement the plan for MSWSA). 

• Effectiveness (Programme Implementation) focused on the activities undertaken on 

the overall implementation of MSWSA, including the reach to the target audiences 

(participants & consumers). 

• Sustainability (Overall Deductions) - to establish whether the benefits of the 

programme have the potential to continue after the campaign has taken place and 

whether future support for the programme is possible.  

 

A set of indicators was agreed upon to serve as a measure of what success would look like 

post-implementation. The report provides an analysis of how well the campaign was 

delivered against the agreed measurements. 

  

Measures to indicate success as defined by the objectives of MSWSA 

  

• Fluidity in planning and execution of the MSWSA Project - Stakeholders & Participants. 

• Committees and the whole execution value chain - communication, collaboration, vision, 

unity, effectiveness. 

• Growth/Increase - in number of participants coming onto the platform from 2018 

(MSWSA 2018 was only implemented in Gauteng).  

• Access – National reach and engagement with South Africans country-wide. 

• Diverse Financial topics/content disseminated across multiple platforms - Variety of 

education topics. 

 

The evaluation considered the inputs, activities and outputs with alignment to the outcomes 

and overall objectives of the project.  
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6. DATA MANAGEMENT 

 

6.1 Data Collection 

 

The evaluation approach was a mixed-methods approach that involved collecting both 

qualitative and quantitative data. The combination of data collection methods were the most 

appropriate and efficient, given the scope and resources for MSWSA 2021 project. 

 

A. Qualitative Information 

Key Informant Interviews (KII) were conducted with a sample of participants, a sample 

with some Steerco members and the PR Marketing service provider.  

 

The purpose of these interviews were to gain an understanding of how the MSWSA 2021 

platform was planned, implemented, managed and coordinated. The interviews mainly 

focused on the challenges that the project faced as well as the areas of success that can be 

leveraged for future implementation. 

 

Steering Committee Input - Members of the Steerco and subcommittees involved in 

the planning and execution of the MSWSA 2021.  

 

Participants' input - selected participants responsible for activations and provision 

of financial education initiatives.  

 

PR and Marketing Service Provider - probed specific input relevant to planning, 

including revisions, implementation of the digital marketing plan and the response 

from participants and consumers. 

 

Observations – observations on the implementation at the identified activations (the 

MSWSA studio, participant’s online events and media activities). The purpose of this 

observation was to get first-hand experience on how the platform was implemented in 

alignment to the plan.  

 

B. Quantitative Information 

Implementation activity data from various digital and traditional media platforms was 

recorded and collated. These included the critical information relevant to the audience 

(participants & consumers) interaction with the various channels. The data from various 

platforms provided outputs based on measurable data of all used channels.  
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Survey 

A beneficiary questionnaire was administered to a sample of consumers to gather feedback 

on the resonance of MSWSA messaging, the various activities and perception on the use of 

media engagement and which of the media channels were found to be the most useful and 

engaging. The consumer survey was administered via the MSWSA website as it was the 

central point of engagement with the beneficiaries.  

 

A participant questionnaire was sent to all participants to gather feedback data on the 

perception of MSWSA messaging, the various activities, the use of media engagement and 

which of the media channels were found to be the most useful and engaging. The 

questionnaire sought to establish the relationship between the participants, the beneficiaries' 

response to the financial education interventions as well as the numbers reached.  

 

Further data sourced from the PR and Marketing team, including the participant on-boarding 

stocktake tool, media monitoring tool and Google analytics, were used for primary input data. 

 

6.2 Data Processing  

Similarly, to the 2020 transitory phase, Meta Data, and other raw data for 2021 was collected, 

cleaned, coded, and then imported into the Statistical Package for the Social Sciences (SPSS) 

version 24 for analysis. Quality control checks were done by printing a copy of the captured 

data and comparing it against the original dataset to detect discrepancies. The exact 

frequency tables, cross-tabulations, exploratory data analysis techniques were applied in line 

with the data analysis plan.  

 

A general inductive thematic approach was used to analyse interview responses from the 

completed in-depth interviews. This involved the manual coding of qualitative data and the 

categorisation of common themes. 

 

7. FINDINGS AND ANALYSIS 

Several activities were used to reach out to consumers with financial education and 

communication, as well as engage with stakeholders and participants. This section gives 

detailed information about the perceptions in terms of how successful the strategies used 

were in assisting the realisation of the project objectives. Apart from the perceptions of the 

participants, stakeholders and consumers, empirical data was also collected to assess the 

response and views of the distinct groups. 
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7.1. Stakeholders 

 

Stakeholder Interviews - Focused on gathering critical data from the MSWSA stakeholders 

on the implementation phase of the project. A total of ten (10) members from the MSWSA 

Steering Committee were interviewed, as depicted in the table below.  

 

 
 

Table 1 Stakeholders Rundown 

 

Planning process 

The majority of stakeholders echoed that the planning of the project had challenges, but the 

consideration of the interim report recommendation to establish a joint committee on 

implementation aided with the implementation. The stakeholders identified some gaps and 

those included:  

 

• Budgetary constraints – Limited financial resources posed some hindrances in the 

planning process.  
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• Limited understanding of the project objectives - This was attributed to the absence of 

a written project plan. 

 

• Miscommunication among various subcommittees - Involvement of many 

stakeholders contributed to miscommunication and confusion. However, this was 

addressed towards the end of the planning phase.  

 

• Disregarding some of the recommendations of the 2018 report – Some of the 

recommendations from 2018 which could have assisted were not incorporated in the 

2021 project planning. For instance, the funding of the 2021 campaign still rested 

solely on one party. This resulted in some stakeholders indicating that, relying on one 

funding party had an influence on issues of responsibility as well as the decision-

making process.  

 

Other stakeholders, however, asserted that the planning went well in cognisance of adaptation 

to the new conditions (COVID-19 lockdown restrictions) and environment.  

• t, Strategy, fair value return,  

The stakeholders' views on the aspects of planning which could have been conducted 

better or differently indicate the following: 

 

• Understanding of the digital platform - Proper orientation on the digital platform by 

stakeholders earlier would have made the process run smoother.  

 

• A clear framework for planning at the beginning which includes: - objectives; 

targeted demographic; Financial Sector Code (FSC) requirements on consumer 

education; strategy of which language to be used, funding and platforms.  

 

Value-add of the Subcommittee members 

 

The general feeling was that subcommittee members do add value to the project. 

Stakeholders also highlighted areas to be strengthened for future implementation of the 

project. These included:  

 

• Lengthy approval process - People involved in MSWSA have other full-time job 

commitments, and this causes a delay in approvals. In future, only one person should 

be assigned the responsibility of approvals to ensure timeous decision-making.  

 

• The absence of a clearly defined scope for subcommittee members and unclear roles 

and responsibilities resulted in unnecessary misunderstandings and delays. For 

instance, at the onset, there was a misunderstanding between the subcommittees and 

the service providers on the scope of work to be covered.  
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• The number of committee members could be smaller for maximum involvement and 

participation in project implementation. Two team members were suggested as a 

reasonable size for each subcommittee. One stakeholder reckoned the same size could 

be maintained, but there should be adequate monitoring of the team to ensure 

adherence to responsibilities.  

 

• Communication between PR and Marketing and the M&E subcommittees needs to be 

strengthened to avoid any misunderstanding.  

 

• The frequency of meetings was too much and could be reduced since people had other 

commitments.  

 

Communication amongst the subcommittees working together 

 

A proportion of more than 50% of stakeholders professed that the communication process 

among subcommittee members did not go as well as desired since it happened only during 

the meetings. Some members were of the opinion that some meetings created confusion and 

wasted a lot of time. This concern was premised on the fact that subcommittee members also 

have day jobs which require their full attention.  

 

Decision-making process of the stakeholders 

 

Decision-making was raised as a major concern on determining the outlook of MSWSA 

activities which might have had the potential to compromise the optimism of stakeholders in 

the project.  

 

Stakeholders felt that even though the engagement process was consultative, some of the 

critical implementation decisions frequently overlooked specific input which was provided 

by the committee members. For instance, the decision on the choice of platforms (e.g., 

studio) and the allocation of resources in general.  

 

Other stakeholders indicated that they were not part of some decisions made, for example, in 

the case of the newsletter, they were required to contribute to the content but only informed 

of the cost. There was also a debate around the location of the studio and the assets if any. 

 

 Future funding for the platform for sustainability 

  

 Taking into consideration that the current funding is provided by the FSCA, it was critical to 

explore other suggestions for future funding. If the FSCA could not provide funding 

anymore, what alternative mechanisms are available to ensure the continuation of the 

MSWSA campaign. Financial education is a national imperative and thus requires all avenues 

to be explored to ensure its sustainability. Stakeholders shared a few funding models that 

could be considered.  
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• Funding by one company - The downside to this would be limiting the number of 

participants, e.g., if one participant in a particular field is to sponsor, then it would 

possibly exclude its core competitors. 

 

• Hybrid funding - Each entity funds their own part of the program, and/or together, 

they will fund the whole program. This would exclude small organisations that cannot 

afford to fund their part. 

 

• Fundraising - Activities pertaining to the raising of funds for the campaign could also 

be another viable option. For instance, through a specific entity to set up a project and 

fundraise for that project. MSWSA could be registered as an NPO that is running an 

annual financial education event and acquire donations.  

 

• Funding by individuals who can fund the entire project and then be provided with 

benefits for their contribution. 

 

Maximisation of MSWSA platform for financial literacy dissemination by the 

participant 

 

Stakeholders reckoned that the MSWSA platform (digital and traditional) was maximised for 

financial literacy dissemination by participants, as evident in these assertions:  

 

Everything was recorded and uploaded onto the website. Most of the participants got free 

advertising and marketing for their financial education initiatives and have content that they 

can upload to their own platforms outside of MSWSA. The versatility of the stations, the 

level of pitch, the target audience and the topics were all covered very well. 

 

The digital platform provided a different approach and an opportunity to those who could not 

afford to do a physical event to also be part of the programme. The other advantage was that 

videos are available for everyone to access whenever they want to, and these can be re-used 

for future financial education initiatives or interventions. 

 

There was terrific value from the use of the studio, and there were many promotions on social 

media. Videos on the website were helpful and were easily accessible. Some stakeholders 

raised concerns on the maximisation of the MSWA platform, as they cited that:  

• The participants who were still doing face-to-face interventions did not get enough 

attention. Promotional messages on different platforms should have been used to 

publicise participants’ events.  

 

• The platform could have done better not only in focusing on those participants who 

recorded their activities in the studio but also by providing some publicity for the 
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participants, even though each was responsible for the marketing of their initiatives on 

their own platforms (webinars etc.).  

 

• Social media could have been better utilised not only to promote the MSWSA 

platform but also the participant events. 

 

 

The decision to combine the Global Money Week (GMW) and MSWSA launch  

 

The decision to combine the Global Money Week (GMW) and MSWSA launch was seen 

mainly in a positive light by some of the stakeholders.  

 

The sentiments echoed were that it gave MSWSA credibility in terms of it being linked to 

such a prestigious global event. It provided an indication that South Africa regards such 

initiatives as key and are keen on being part of the global community. It was, however, 

suggested that there should be better alignment of such initiatives with the SA calendar and 

school calendar. The majority felt that the Global Money Week did not override MSWSA, 

and it was shown on the platform that Money Smart week is in support of Global Money 

Week 

 

There were also reservations raised by the stakeholders about combining Global Money 

Week (GMW) and MSWSA launch as highlighted below:  

 

• MSWSA could have used the Global Money Week platform effectively by having a 

prepared speech to promote MSWSA.  

 

• The launch was held during a public holiday in South Africa, which was not ideal. 

 

• PR and Marketing were concerned that the objectives of MSWSA and GMW were 

not the same and should never be combined. The launch of MSWSA was more 

focused on GMW, and MSWSA was only mentioned in passing.  

 

Recruitment strategy and reaching more participants.  

 

Review of the recruitment strategy in terms of reaching participants revealed that 

stakeholders had different perceptions: 

 

• Limited resources excluded certain participants that came at the last minute. This then 

calls for a revised budget for 2022 to ensure there is enough funding for all 

participants. A cut-off date would assist participants that need assistance to register on 

time. 
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• The digital platform approach used for 2021 is going to be one of the marketing tools 

to attract more participants in the future. It would also be easier for the participants to 

reach the audience on a digital platform than holding face-to-face interventions.  

• If social media is going to be used in future, there needs to be a two-stage approach. 

The first one focusing on recruiting the participants, then the second is for the 

beneficiaries that will be attending the interventions. In addition, there must be more 

social media focus on participants and have a public face reporting what each 

participant is covering on their topic. That level of publicity could attract more 

participants. 

 

Perception of the various activation strategies for MSWSA- (improvement, alignment 

or sufficient on-boarding of recommendations from 2018 and the interim report for the 

2021 iteration of the project) 

 

The reach and the topics covered were broader in 2021, and it was a national campaign as 

opposed to 2018 where only Gauteng was reached. This was enabled by the website 

streaming channel, and it allowed beneficiaries to log into the MSWSA website and access 

the financial education content. Furthermore, the activation of selected community radio 

stations in all provinces provided an element of national representation.  

 

Some of the recommendations from 2018 could not be implemented given that most of the 

interventions in 2021 were digital. The two campaigns were different as in 2018, the rollout 

was concentrated in one province and the 2021 iteration was national and digital. There were 

also interruptions in 2020 due to COVID-19 and the lockdown that resulted in MSWSA 2020 

being postponed. 

 

Some stakeholders proposed that the PR team should concentrate on promoting MSWSA as a 

platform and the participant events which support the platform. 

 

Perception of the implementation of the financial education messages on digital 

platforms 

 

The stakeholders believed that there were a good variety of topics; but there is scope for 

additional topics. The efforts of PR and Marketing were successful in driving people to the 

website, considering the challenges of the digital divide. Some perceived that the Social 

Media growth was satisfactory and was further assisted by the appointed influencers in 

spreading the word about MSWSA on their social media channels. The other sentiments were 

that Twitter was not the best social media platform for financial education but rather effective 

to convey promotional messages to support critical channels.  
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Willingness to participate again as a stakeholder in future MSWSA campaigns. 

 

Stakeholders expressed their interest to participate in future MSWSA campaigns with 

reasons: 

 

• To provide financial education and to influence and represent the views of their 

organisations (as asserted by consumers). 

 

• One stakeholder asserted that financial education is very core to their strategy and 

having financially educated South Africans will create a better environment for 

everyone and create more demand for financial advice. 

 

Views on the strategic packaging of the content to meet the different needs of the 

beneficiaries in terms of the length, form and language, as well as improvements to be 

implemented.  

 

Perceptions on the packaging of the content varied among stakeholders, as captured below:  

 

• There were topics aimed for different audiences in terms of age and language 

(including sign language). There needs to be more diversity in the topics to include 

topics such as Hedge Funds and over-the-counter derivatives. The predominant 

language was English, and this creates a language barrier in areas such as KwaZulu 

Natal (KZN), where the dominant language spoken is isiZulu. This was seen as a 

limitation by other stakeholders. More languages need to be added for enhanced 

inclusivity. It is, however, challenging to cover all 11 languages and provide content 

with all the languages, including sign language. 

 

• There was no balance in the allocation of resources, with traditional platforms 

somewhat neglected in favour of the studio and website. The community radio should 

have more funding as it has the potential to reach key communities which have no 

alternatives to receive financial education.  

 

• Packaging of the content did not accommodate/benefit the majority of South Africans. 

It focused more on the people that are already knowledgeable than the ones in the 

rural areas who need the information. The message on nation-building did not come 

out strong enough, but the message on financial education did.  

 

Perception on publicity and marketing activities for participants (if the participants’ 

activities are well publicised on different platforms). 

 

The participants who used the studio approach received good publicity. On the other hand, 

there was also no clear plan for supporting participants using other channels, as well as how 

the beneficiaries were going to be notified of the events happening in their localities. 
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Perception on publicity and marketing activities for beneficiaries 

 

In cognisance of the budget constraints, the publicity and marketing were well executed but 

needed to use the community radio more. Appropriate/ fair allocation of the budget could 

have ensured more reach to beneficiaries. There were more beneficiaries on the digital 

platform as compared to the face-to-face events. This could be attributed to the fact that the 

digital platform was the main platform that they could easily access because of the lockdown 

restrictions besides community radio activations. The platform was valuable, and it set a 

professional scene for the whole initiative. In addition, the community radio approach was 

good. It was a valuable way of doing things, and the resources can be used again.  

 

Views on the implementation of the MSWSA (successful overall, fair value return for 

effort and resources invested into the 2021 iteration of MSWSA) 

 

The general perception was that implementation of MSWSA was successful despite some 

glitches at the beginning, as can be deduced from the following assertions:  

 

• There was a lot of effort and time spent by everyone who was part of the planning. 

The digital approach was good as it has a broader territorial reach than other channels. 

This provided a foundation for later events.  

 

• The output of the work did not match the effort that was put in. A huge amount of 

time was spent discussing issues such as language inclusivity to accommodate 

illiterate communities, but that was not implemented.  

 

• The limitations noted was that though the digital platform has a broader reach, the 

communities with no access, devices and know-how are mainly excluded. Therefore, 

complementary platforms need to be given the same attention as that allotted to the 

website platform. 

 

7.1.2 Summary of key findings 

 

• The absence of a comprehensive plan resulted in confusion and misunderstanding 

among stakeholders, which cost the project much time. 

 

• Inadequate orientation on the digital platform (resulting in limited understanding) for 

stakeholders hindered the smooth running of the implementation process.  

 

• Decision-making was raised as a major concern in determining the outlook of 

MSWSA activities which might have had the potential to compromise the optimism 

of stakeholders in the project. 
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• In cognisance of the budget constraints, publicity and marketing towards beneficiaries 

was done efficiently, but more needed to be done to on-board more participants. Even 

though participants are expected to market their own initiatives, it was perceived that 

more can be done to promote the participants’ activities under the MSWSA banner. 

 

• The reach and the topics covered were broader than in previous campaigns, and it was 

a national campaign due to the use of the website channel and selected community 

radio stations in all provinces as opposed to activations only in Gauteng in 2018. 

 

• The general perception was that the implementation of MSWSA was successful, and 

this provided a foundation for future events. This is despite some glitches at the 

beginning of the campaign. 

 

• Funding models suggested for the sustainability of the project included funding by 

one company, hybrid funding, fundraising, funding by individuals and donations.  

 

• Stakeholders expressed their keen interest to participate in future MSWSA as they see 

value in participating. 

 

• It is important to have a well-publicized, coordinated and focused launch of MSWSA 

to create momentum for the financial literacy education week and its activities. This 

should preferably not be on a public holiday or weekend so that all stakeholders 

and participants can engage effectively. 

 

7.2. Participants  

 

MSWSA was first piloted in Gauteng Province at Mamelodi, Alexandra, Tembisa and 

Soweto in 2018. The number of participants was 44 companies, and most of them 

participated in all the township activations. The Steerco initiated a follow up programme for 

implementation of MSWSA in March 2021 with a call for organisations that provide 

financial education to participate. 

  

7.2.1 Participants Applications Stocktake 

  

For MSWSA 2020 and subsequently MSWSA 2021, the participants were required as per 

participation, to fill in the application form which included collection of data for the purposes 

of conducting a stocktake. 

  

The stocktake process was to assist the MSWSA planning committee to collect data on the 

type of entities, programmes to be provided, their intended target market and other relevant 

information which could assist in future planning of the events as well as providing base 

input data to be used for other initiatives undertaken by the NCFEC. 



Money Smart Week South Africa Evaluation Report  

 

 

 

 

22 

The applications received for MSWSA 2020 were from 88 participants. The postponement of 

the programme to 2021, provided an opportunity for the organising team to call for more 

participation. A further 22 applications were received, bringing overall applications to a total 

110. Some of the key observations noted from the applications were:  

  

• Face to face was the most common initiative for implementation, even though this 

changed due to the COVID-19 pandemic. 

• The most dominant provinces that were targeted were Gauteng, KZN, Western Cape 

and the Eastern Cape. 

• Most participants indicated that they were implementing their own initiative with a 

small number implementing in collaboration with other participants. 

• The main target groups were employed people, followed by the self-employed as well 

as those who were unemployed. 

• The main languages intended for use were English, Zulu, Xhosa and Tswana. 

• In terms of the racial spread, most of the participants were targeting the following; all 

races 46%, only black people 31% and coloured people 11%. 

 

The stocktake data which provides all the dimensions of the responses is attached as 

Annexure A to the report. 

  

7.2.2 MSWSA 2021 Participation 

 

The postponement of the activation week in March 2020 due to COVID-19 led to some 

companies withdrawing their participation. Most of these were either independent financial 

facilitators or small companies. Some of the participants indicated a lack of resources, whilst 

others indicated that their business had since closed due to the impact of the pandemic. 

 

The implementation of MSWSA 2021 saw 79 participants taking part in the MSWSA 

platform through various activations, including taking advantage of the free studio & website 

channel provided by the organising committee, whereas some participants implemented their 

own activations. These included face to face (very limited), webinars, radio campaigns and 

print media. Some participants implemented a combination of channels. A total of fifty (50) 

participants shared their input through a mix of completing an online questionnaire as well as 

being directly interviewed.  

  

The participants that took part in MSWSA 2021 were widely representative of the financial 

sector. The graphic below provides a breakdown of participants in MSWSA 2021 per 

identified sector.  
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Figure 1 Participants breakdown 

 

Private companies and educational institutions were the most represented whereas the 

government, regulatory and oversight bodies were the least represented. The evaluation 

sought to highlight representation as wide as possible to obtain a varied assessment based on 

different industry sectors.  

 

Participants utilised the website as provided by the organising committee as a primary 

channel for financial education dissemination. However, there were other participants who 

used their own channels, which included the provision of financial education activities by 

using traditional media (newspaper articles and radio), webinars on their own digital sites, 

and other social media channels. 

 

The participants' interviews focused on gathering critical data on their engagement with 

MSWSA, understanding expectations and objectives for involvement in the project. A total 

of fifty (50) participants shared their input through a mix of completing an online 

questionnaire as well as being directly interviewed. The section below provides a summary 

rundown of responses to key evaluation questions.  

 

7.2.3 Participants Rundown 

 

Source of awareness about MSWSA  

Social media, predominantly Facebook, was the main source of awareness about the 

participation in MSWSA 2021. This was followed by invites from industry bodies such as 

ASISA, FIA and BASA, amongst others. Media articles were cited as the next best reason 

where participants heard about MSWSA and the reason for them partaking in the initiative.  
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Of the 79 participants, seven participants heard about the initiative through the MSWSA 

website. Three of the participants knew of the event as part of Government, while three from 

word of mouth in the industry. Two participants heard of it through radio and one through 

print media.  

 

Mainstream radio stations were also cited by some participants as the reason for their 

participation in MSWSA 2021. Creative Space Media, as the service provider responsible for 

PR and Marketing, is also cited by some participants as responsible for providing information 

that enabled their participation.  

 

Reason for participation in MSWSA 2021 and provinces involved. 

Many participants provide financial education, and this platform was perfect for getting 

beneficiaries to access financial education. Their aim was to gain mileage out of this platform 

and reach more people. The participants could not tell which provinces they had reached. 

More than half (twenty-five) of the participants implemented their initiatives or activities 

nationally.  

 

Thirteen implemented their activities exclusively in Gauteng, while three were in Gauteng 

and included other provinces. Other individual provinces were Western Cape, Northwest, 

Limpopo, KZN and Free State. Overall, in other provinces that were not individually 

represented, there was representation by national activations; however, it appears that 

Gauteng had by far the most activations. 

 

Level of implementing all planned interventions (activities) during the MSWSA 2021 and 

associated challenges. 

Most participants did manage to implement planned interventions, and some of the 

participants were going to do these interventions outside of the MSWSA week. Challenges 

that hindered implementation by some organisations included internal and external 

challenges such as COVID-19 regulations and non-attendance by invited beneficiaries.  

 

Financial education topics undertaken by organisations.  

The participants indicated that most of the topics were in line with the financial education 

topics they regularly provide to their beneficiaries. However, they had to align some topics to 

MSWSA. This was cited by about fifteen participants, with some indicating that some 

programmes were adjusted or tweaked to include information about MSWSA. One 

participant highlighted the topics were “both” meaning that they were in line with FE they 

regularly provide to beneficiaries; however, some were tweaked to include MSWSA as the 

theme. Another indicated that it was a 2021 theme “take care of yourself, take care of your 

money” that they went with for the year.  
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Figure 2 Topics overview 

 

Other topics covered included black tax, consolidation loans, consumer rights, crypto 

currency, SARS Value Chain and many others.  

 

Channels used and reach of target beneficiaries.  

The MSWSA website, and often in combination with other platforms, was cited as having 

most of the engagements. Sixty nine participants live-streamed or conducted their events in 

the studio, while twenty indicated the use of their own website, sometimes individually but 

also in combination with other digital platforms such as webinars, YouTube, and social 

media such as Facebook, LinkedIn, etc. Webinars also appeared to have featured very highly 

with some face to face where COVID-19 protocols allowed. 

 

Most participants who were interviewed did not yet know their reach in terms of statistics 

that were achieved, and they were hoping the organising Committee will at a later stage, 

provide these figures. Twenty-one participants stated that they reached the target 

beneficiaries, while others assumed so but not as much as they would have liked. One 

participant indicated that it was a subjective matter, while others indicated that they were still 

waiting for results as the platform did not belong to them but to MSWSA.  

 

Successes and limitations in programme implementation 

 

Successes cited:  

• Most participants agreed that the provided platforms worked well in accommodating 

their initiatives, and the implementation was efficient and professional. 

• Interaction with Creative Space Media was also cited as accommodating and helpful.  

• One of the participants cited how well radio interviews worked as the scripts were 

prepared timeously, and the interviewees were informed ahead of time.  
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Limitations cited included: 

• Coverage was low on a public holiday, meaning that there was not much media 

presence and exposure on the day. 

• In Gauteng, one of the target audiences (students) did not appear for a virtual 

presentation as arranged.  

• Not having a view of whether any of the beneficiaries on the other side (website and 

other platforms lacking real-time interaction) were partaking in the initiatives.  

• Communication between participants and the PR and Marketing company was 

sometimes haphazard and not always forthcoming. 

• Restrictions imposed by COVID-19 were cited as having made things difficult in the 

implementation of some of the MSWSA activities. 

 

Feedback on participating in MSWSA 2021. 

 

The on-boarding and the communication process with the MSWSA organising party  

The majority of participants lauded the on-boarding and communication process. However, 

there were also some concerns raised around: 

 

• Getting information on time (e.g., they only received branding guidelines a day before 

the event, and the technical information was only received a day before). 

Communication and being part of the decision making was also viewed as being quite 

delayed and could have been done better”.  

• Registration process not well explained. 

• Tardy arrival of the participant guidelines and sending late information does not allow 

for proper planning and budgeting for participants. 

 

Support received to enable organisations to participate on the platform. 

Most participants said they did receive some sort of support in the form of utilising the studio 

that was provided for free. Two participants indicated that communication could be improved 

with regards to studio interaction. They felt that the organisers were interested in promoting 

events that were recorded while ignoring participants who were not part of the studio. While 

it did improve, it happened too late. Eight participants however said that they didn't receive 

any support. 

 

Perception on the level of publicity and marketing of MSWSA 2021 

Most were of the perception that it was adequately publicised and marketed as they came 

across it in all social media, radio and TV. Then there were some participants who had some 

reservations and were of the view that things could have been done differently. These 

participants expressed their views as follows:  

 

• Involvement of participants should increase. 

• Marketing should have been done two months in advance to make beneficiaries aware 

of activities in their area. 
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• In future, radio and TV adverts should be used to reach a wider audience, more could 

have been done with traditional media coverage, specifically trying for free coverage 

on TV.  

• Social media channels can be used mostly for publicity purposes and not as the 

primary platform for financial education,  

 

Undertaking own marketing initiatives for the interventions provided by the organisation.  

All but one interviewed participant used the available channels provided by MSWSA 2021. 

The one participant conducted their own marketing initiative on the radio, where they also 

punted MSWSA 2021. 

 

The participants who completed the questionnaire online responded that they did their own 

publicity for the events or activities they hosted. The publicity was through the social media 

channels, including Facebook, own blogs, YouTube channel, a TV programme through 

SABC 3, internally through their websites and to their own staff. One participant indicated 

sending out "10,000 SMSs to their 2020 beneficiaries across the country”. Another 

participant indicated undertaking publicity through collaboration with two other participants. 

 

 

Six participants responded that they had not done any direct publicity for their events. Of 

these, one indicated that they did create the necessary publicity through their own members, 

another two just responded no, while another indicated that they will be putting the 

presentations on their website. Another replied that they relied solely on MSWSA publicity. 

 

Perception on whether the combined launch was effective.  

• Most of the participants who watched the launch were impressed with the launch and 

combination of MSWSA and the global event. Of those that watched, one participant 

was impressed by the Acting Commissioner's speech about MSWSA. Whilst another 

participant highlighted that it was a world class event that was informative and 

engaging.  

• Sixteen of the participants did not watch the launch. The reasons expressed ranged 

from missing the event, the event falling on a public holiday to having prior 

commitments, to network challenges. Two participants expressed the view that 

“combining the two events is not optimal”, while another is of the belief that 

“MSWSA deserves its OWN launch”. 

 

Possibility of participation by the organisation in the MSWSA 2021 if it was not funded to 

the extent that it was by providing a digital platform (studio for recording, Website for 

content distribution as well as PR and Marketing of the events on various channels) 

 

There was some level of uncertainty on participation should funding or support not be 

provided. However, others did assert with limited participation owing to budgetary 

constraints. One cited their participation in the Global event and would probably have 
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continued, while one participant cited it “as an imperative”, another responded that they 

ordinarily work with a limited budget and would have continued to ensure that the 

beneficiaries gain from financial education. One expressed this view “we would have 

partaken as it is pathway to the Nation”. 

 

One participant indicated that they had no idea of available funding and used their own 

resources. Only seven indicated that they would not have taken part at all. Analysis of this 

shows that more prominent institutions would be able to continue with the funding of their 

own initiatives. However, there are those smaller organisations, especially those rooted in 

disadvantaged communities, that would struggle to fund their own initiatives as they relied on 

the collaboration as well as support received from the organisers. 

 

Achievement of objectives by organisations through participating in the MSWSA and 

possibility of future participation. 

 

• Most participants indicated that they had achieved their objectives by participating in 

MSWSA 2021 and that they needed mileage out of MSWSA programme. However, 

there was an indication that there is still room for improvement on their part.  

• They would recommend MSWSA to other participants as it is good to have industry 

players taking part in the initiative and collaborating at the same time. The 

participants further indicated that more stakeholders from other provinces should be 

involved as it felt more like a Gauteng only event. For instance, volunteers, other 

service providers affiliated to the GEPF (like PIC and GPAA), NGOs.  

 

 

Continued monitoring of the MSWSA website for any relevant information post the 

MSWSA event. 

Most of the participants responded in the affirmative. Five participants responded with a no 

or probably not. However, even with the positive responses, one participant was of the view 

that MSWSA still needs to communicate with participants on essential news. Another 

expressed a wish that they be alerted by email concerning any events happening.  

 

Suggestions on how future MSWSA campaigns can be improved. 

The most common answer was to make the future MSWSA accessible to under privileged 

people. Suggestions for improvement included but not limited to the following:  

 

• Segmenting topics to be more focused for various audiences. 

• Development of a project plan timeously and sticking to it. 

• Bringing more participants on board, particularly those outside of Gauteng and 

providing added focus on more rural areas. 

• It should be well advertised in all media platforms as well as advertised earlier 

especially, radio and print media and now social media. 
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• Keep the campaign alive throughout the year, MSWSA should be well known over 

time, like awareness campaigns such as AIDS day, with time.  

• There was a concern highlighted by some participants that the webinars were in 

English, and it would be helpful if consideration were made to reach most of the 

beneficiaries, particularly rural communities who are already disadvantaged through 

the digital divide. 

 

Other comments  

 

• Marketing of the event to be made accessible to township communities.  

• Request that funding be provided by National Treasury to enable the citizens to be 

further educated on financial literacy.  

• The use of radio and television was cited as being key in reaching the majority of 

South Africans.  

• A view expressed by one participant that communication be sent timeously, and each 

participant should be given enough support and resources since not all participants are 

facing the same challenges. 

 

7.2.4 Summary of findings 

 

• Social Media (especially Facebook) has been cited as the primary response in terms of 

how most participants got involved in the MSWSA initiative. Most participants 

indicated that they would not hesitate to recommend the MSWSA initiative to other 

participants. It is a concern, however, that the number of participants did not grow 

much from the participants who registered to participate in the 2020 program before 

postponement to those who actually participated in 2021. This in consideration that 

the social media campaign continued throughout the transitory period. 

 

• Gauteng province had more individual MSWSA activations than any other province, 

making it appear like a Gauteng initiative rather than national even though there were 

some national activations.  

 

• The participants’ analysis shows that the least number of participants specifically 

focused on or reached in comparison to the other provinces were in the Northern Cape 

unlike other provinces.  

 

• A wide range of digital channels were used to provide FE and covered a wide range 

of topics ordinarily provided by the participants even though there were some 

tweaked for MSWSA. 

 

• Most participants were of the view that the publicity and marketing of the MSWSA 

targeted at consumers was well done but there needs to be improvement on the 

marketing and promotion of participant initiatives. 
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• Most participants indicated that by virtue of the platform being national, they are of 

the opinion that they might have reached their target beneficiaries in terms of numbers 

and other demographics, although most indicated that they will await results from 

MSWSA 2021 outcomes.  

 

• The established participants indicated that future funding of their initiatives would not 

be a challenge. However, smaller players in the sector rely on collaborative 

partnerships and support and indicated that they would be disadvantaged if they were 

to undertake it on their own. 

 

7.3. Beneficiary  

 

This section provides a comprehensive analysis of the results from the online beneficiary 

survey that was conducted during the MSWSA 2021. The required sample for an infinite 

population of the beneficiary survey was 385. In the study, a total of 414 respondents 

answered the survey. However, after data cleaning, 407 unique respondents to the survey 

were identified, which was above the minimum required sample. The beneficiaries were 

allowed to attend as many online events as they wanted and to evaluate the online event they 

attended.  

 

There was an increased number of respondents compared to the previous year (2020), where 

the responses were deficient (26). The responses were also an indication of the substantial 

numbers of beneficiaries who were reached and who took part in the MSWSA 2021 online 

programmes. The respondents were scattered across all the provinces with the most coming 

from Gauteng and KwaZulu Natal and the least number from Northern Cape. The general 

views of those who responded to the survey were quite positive in terms of their perception 

of the efficiency, usefulness, relevancy of contents and their propensity to use and share the 

information with others.  

 

The responses from the beneficiaries were very positive and this can be attributed to the high 

social media activity for Facebook, Twitter, Instagram, LinkedIn, YouTube and website. A 

total of 407 unique consumers responded to the online survey. The respondents were mainly 

from Gauteng (41%) and KwaZulu Natal (20%). These two provinces are also the largest in 

terms of population sizes according to the 2011 census results. Other provinces like Limpopo 

and Mpumalanga had 8% each while Western Cape had 7% and Eastern Cape 6%. North 

West province had only 5%, Free State 4% and Northern Cape only 1% as shown in the pie 

chart. According to Statistics South Africa (StatsSA), Northern Cape and Free State also have 

the least population sizes compared to other provinces.  

 



Money Smart Week South Africa Evaluation Report  

 

 

 

 

31 

The general household Survey of 2018 conducted by Statistics South Africa also show that 

Northern Cape, Limpopo and Eastern Cape provinces had the least percentages of households 

with access to the internet both at home anywhere else.  

 

  

Figure 3 Respondents by province 

  

7.3.1 Demographical profiles of respondents  

This section gives a comprehensive demographical breakdown of the beneficiaries who 

responded to the online survey in terms of their location, gender, ages, the educational 

background, and employment status. 

  

Location 

The results show that the survey respondents were mainly urban-based population 58.5% 

compared to 41.3% who stated that they were in rural areas. However, the World Bank 

indicator data shows that the percentage of non-urban population in South Africa has dropped 

from 41% in 2004 to 33% in 2019. According to the 2018 household survey, internet access 

in rural South Africa was at 1.7% compared to 8% for Urban and 17.3% for metros. 
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Figure 4 Respondents by location  

 

Gender of respondents 

The survey also shows that the 51.6% of the respondents were women compared to 46.9% 

men and 1.5% who preferred not to mention their gender. These results were also in line with 

the population gender ratio of South Africa as portrayed in the 2011 census results where 

51.4% were females against 48.7% males. 

 

  
Figure 5 Respondents by gender 
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Age of respondents  

The statistics show that most of the respondents (71%) were youth aged between 18 and 35 

years. The respondents below 18 years were only 3%. The second largest age group (24%) of 

the respondents were those aged between 36 and 56 years. The last and smallest group that is 

2% was over 56 years. The results are a good reflection of the online presence of various 

population age groups. The results further show that the median population were the main 

respondents and as such, the responses will be biased towards the perceptions of this group. 

According to the statistics South Africa mid-year population estimates, (2019), the age group 

18-35 is the largest with 44% while the 36-55 is 38% and 56-75 is the smallest with only 

17%. 

 

  
Figure 6 Respondents by age  

 

Educational background  

The results show that most of the beneficiaries who responded to the online survey were 

those who had attained at least a matric certificate that is 75% compared to only 25% who did 

not complete or reach matric. Out of the 75% who had Matric, 21% also completed 

undergraduate degree and of these 13% had postgraduate qualifications. This means that the 

perceptions of respondents represent mainly the consumers who attained at least a matric 

level. A different approach would need to be used to reach the consumers who do not have 

this kind of educational attainment. Considering that most of the people in South Africa that 

is over 90% do not have tertiary education (StatsSA Community Survey 2016), the new 

strategy would engage with most of the population rather than being limited to matriculants 

who are just a small minority. The data from Statistics South Africa also show that most of 

the parents did not complete high school. From the chart below it can be concluded that the 

population that are below matric level was underrepresented in the survey while those with a 

matric level and above were over represented. According to the 2016 community survey, 
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65% of the adults over 25 years did not have a matric level of education and of these 25% 

were represented in the survey. 

 

  
Figure 7 Respondents by educational level  

 

Employment status  

The results further show that most of the beneficiaries who responded (60%) were either 

unemployed, students or grant recipients, compared to 40% who had full-time jobs, part-time 

jobs or were self-employed or on piece jobs. With the unemployment rate in South Africa 

reaching 23.3% in the second quarter of 2020, (StatsSA, 2020), the percentage of 

unemployed consumers that responded was high. 

  

  
Figure 8 Respondents by employment status 
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7.3.2 Channels used and perceptions about MSWSA 

 

Channels used to receive financial education  

The beneficiaries were asked about the channels that they used to access MSWSA and 

financial education information. The results show that the most-used channel for 

communication by the online survey respondents was social media platform especially 

Facebook. About 43% of the respondents accessed MSWSA 2021 through social media while 

17% attended a webinar and 16% used print media. The other 20% used websites and of 

these, 9% used the MSWSA website while 11% used other websites. The least used channels 

were radio (2%), Moya app (1%) and SMS (1%). However, it can be argued that if the survey 

was conducted on radio or physically, the results could have been different. In this case, it 

makes good sense that for an online survey, most respondents were social media, webinar 

and website users.  

 

  
Figure 9 Channels used 

  

Beneficiary perception about MSWSA 2021 

The beneficiaries were further asked questions about their perceptions regarding the 

importance of MSWSA, zero-rated MSWSA website, understanding of the financial 

education topics and whether they were likely to share the financial education they received 

with their colleagues and friends. 

 

The results from the online survey showed that 46.9% of the consumers attended more than 

one online financial education session compared to 53.1% who only attended one session. 

The fact that such a percentage was able to return online for another session illustrates the 

importance that they attached to the financial education presentations. This is supported by 

the fact that 98.5% of the respondents reported that it was important to have the MSWSA 

every year.  
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When asked whether the beneficiaries would invite someone; whether colleagues or friends, 

97.5% were positive that they were going to extend the invitations. This again strengthens the 

above argument that the respondents highly regarded the MSWSA as an important initiative.  

  

 

 
 Figure 10 Beneficiary perception 

 

The beneficiaries were also asked whether they were going to share the information with 

others, and 96.3% indicated that they were optimistic that they would share the information. 

The results further show that 94.8% were planning to implement the financial education 

lessons they received. When asked whether they understood the financial education 

information, it was recorded that 85% really understood while 15% did not.  

 

The survey also sought to establish whether zero-rating the MSWSA website gave an 

incentive to beneficiaries to watch the presentations. The results were positive that zero-

rating the website improved the online participation of the beneficiaries as 80.3% responded 

positively. Lastly 79.6% indicated that they required additional topics to be covered and the 

suggested topics were also part of the programme. This means the respondents did not have 

full knowledge of all the content covered by the MSWSA.  
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7.3.3 Summary of survey  

 

The online survey produced enough responses required for the infinite population of 

beneficiaries. Most of the respondents were in Gauteng and KwaZulu-Natal. It was noted that 

the respondents were fairly distributed by gender and location. The respondents were mainly 

unemployed youth who received the information from social media especially Facebook. 

Most of them attended only one MSWSA session. The general perceptions of these youth 

was that MSWSA 2021 was a very good initiative and needed to be expanded to younger 

generations. They were also optimistic that they would not only implement but extend the 

invitation and share the information with colleagues and friends.  

 

7.4 Social Media  

 

Social media in this report includes Facebook, Instagram, LinkedIn, YouTube, and Twitter. 

These were used to disseminate MSWSA 2020 and 2021 information on the campaign as 

well as some level of financial education information.  

 

Budget breakdown per platform  

The budget statistics show the resources that were committed to the different platforms and 

influencers, which resulted in more traffic to the MSWSA website. Six influencers were 

recruited to broadcast information about the MSWSA and Financial education. Of the total 

budget allocated to social media, digital and influencers, Facebook utilized 14%, Twitter 9%, 

Instagram and LinkedIn 5% each and 64% was spent on influencers. 

 

 
 

 Figure 11 Budget allocations 
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Population reached  

The analytics statistics show that a total of 2,218,981 people were reached through the 

various social media platforms and influencers. Out of the over 2 million people reached, 

more than 75% of them were reached through the Facebook pages. The data also show that 

Facebook which was the main social media platform was also prioritised in terms of the 

budget allocation. Twitter was the second most effective platform after Facebook and reached 

411,576. On the other hand, Instagram and LinkedIn had the least reach statistics and least 

budgets.  

  

  
Figure 12 Budget vs. Population reached 

 

 

Budget vs. actual viewers 

While the information about the population reached and the impressions produced by the 

campaigns were important, the actual viewership was also critical information in informing 

the success of the MSWSA 2021. The total number of viewers recorded on social media 

platforms was 209,814 viewers in 2020 and 2021. As shown on the chart below, the 

Facebook viewers for 2021 were 185,190 and Instagram had 8,321. Facebook had the highest 

budget and the highest viewers while Instagram had the lowest viewers despite having spent 

the same budget as the LinkedIn platform.  

 



Money Smart Week South Africa Evaluation Report  

 

 

 

 

39 

  
Figure 13 Budget vs. Actual viewers  

 

Platforms Run Down 

The platforms monitored on social media include the MSWSA Facebook page and Instagram, 

Twitter, and LinkedIn page. These platforms showed a significant improvement from the 

2020 statistics in terms of views and likes. Facebook, however, remained the major platform 

used by beneficiaries to access MSWSA information followed by Twitter and Instagram 

while YouTube remained the least used platform.  

 

Social Media Posts 

The posts on social media platforms included videos, images and text-based messages. Most 

of the posts (48%) were images, 29% were text-based messages while only 23% constituted 

video posts. All of them were used to drive web traffic to the MSWSA website and social 

media platforms. The videos also contained more information about the MSWSA campaign 

and financial education itself.  

  

  
Figure 14 Type of posts 
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Social media impressions and engagements  

The social media posts generated a total number of 2,378,861 impressions and 129,619 

engagements. Most of the impressions (79%) were generated from Facebook (1,876,525) and 

twitter (21%) (493,891) while Instagram had less than 1% or only 8,445. Facebook made a 

total of 116,384 engagements (90%) while influencers produced 11,965 (9%) while LinkedIn 

and Instagram combined had only 1% engagements.  

  

 

 
Figure 15 Aggregated Social media numbers 

  

Social media subscriptions  

The data collected online shows that out of 8,566 subscriptions, 81% (6900) were Facebook 

subscriptions alone while twitter and Instagram had 9% (763 and 762) subscribers each. 

YouTube and LinkedIn subscribers combined made up only 1%. Facebook subscription 

increased by 54% from 4,495 in 2020 to 6,900 in 2021, while Twitter followers increased by 

89% from 404 to 763. Instagram subscriptions also increased by 159% from 294 in 2020 to 

762 in 2021. YouTube which had the least number of subscribers in 2020 of only 12 

increased by more than 375% to reach 57. 
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Figure 16 Social media subscriptions 

 

Total viewers per platform  

The social media platforms’ actual viewer statistics, rose from 13,544 viewers in 2020 to 

196,270 in 2021. The main platform was again Facebook which also had the largest database 

of subscribers as noted above. The Facebook viewers improved from 9,985 in 2020 to 

185,190 in 2021. Instagram viewers on the other hand rose from 295 in 2020 to 8,321. 

However, twitter viewers reduced from 3,058 in 2020 to 2,339 in 2021. Lastly, YouTube 

video viewers rose from 206 in 2020 to 420 in 2021.  

 

  
Figure 17 Viewers per platform 
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Facebook  

The statistics collected from the online portal show that there was a huge surge in terms of 

views and likes from 9,995 to 185,190 and 84 to 512. A total of 6,619 Facebook page likes 

were reached over the years. The average number of views per video post also increased from 

1,664 to 4,209 while the average number of likes also increased from 14 to 19. The video that 

was viewed most was “The Anytime Show with Zikwe: Elmo learns about budgeting got 

23,000 views This was followed by the Money Talks with Nabeel Khan which got 18,200 

views and the Harambee with 13,900 views.  

 

Videos  Views Likes 

Facebook  2020 2021 2020 2021 

Sum  9,985 185,190 84 512 

Mean  1,664 4,2089 14 19.7 

Highest  8,600 23,000 24 90 

Lowest  135 17 8 3 

Std Deviation  3,102.8 4,744.5 4.9 19.8 

 

Table 2 Facebook descriptive statistics 

 

Instagram  

There was also a significant increase in video views on Instagram from 295 in 2020 to 8,321 

in 2021. Generally, a single video received an average of 98 views in 2020 and this increased 

to 320 in 2021.  

 

Videos  Views Image Likes 

Instagram 2020 2021 2020 2021 

Sum  295 8,321 2,609 1,788 

Mean  98 320 217 26 

Highest  129 2,157 2,052 234 

Lowest  57 31 2 0 

Std Deviation  30.346 524.873 562.488 38.085 

 

Table 3 Instagram descriptive statistics 

 

Twitter 

Twitter was the second most used platform after Facebook; however, the results show that 

there was a decline in terms of viewing, liking and sharing of information on twitter account 

between 2020 and 2021. The total views declined by 28% from 3,058 to 2,209. While in 

2020, about 56 users liked the content about the money smart week, in 2021 the number went 

down to 13.  
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Videos  Views Likes Sharing 

Twitter  2020 2021 2020 2021 2020 2021 

Sum  3,058 2,339 56 395 59 72 

Mean  708 467.8 7.75 39.5 8.75 8 

Highest  989 1,900 17 7 20 6 

Lowest  72 23 2 0 1 1 

Std 

Deviation  281.5 778.62 7.4 2.5 7.8 1,9 

 

Table 4 Twitter descriptive statistics 

 

YouTube videos  

The YouTube online video platform was also used for live streaming videos during the 

MSWSA 2021. The number of views was 420, and on average, each video was viewed 84 

times. The total views more than doubled between 2020 and 2021 as shown in the table.  

 

Videos  Views Likes 

YouTube  2020 2021 2020 2021 

Sum  206 420 0 7 

Mean  34 84 0 1.4 

Highest  68 130 0 3 

Lowest  15 55 0 0 

Std Deviation  19.5 27.590 0 1.020 

 

Table 5 YouTube descriptive statistics 

 

LinkedIn videos  

The statistics from LinkedIn show that a total of 363 users like the videos and 22 made some 

comments on the videos. It was also noted that there were some videos that were liked by 

many LinkedIn viewers, such as the video post by Satrix Investments, about how to start own 

investment which received thumbs up from 94 users and 22 comments. There were also two 

videos that received only one thumb up. The comments were made by participants as well as 

some connections on LinkedIn. 
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Videos Likes Comments 

LinkedIn 2021 2021 

Sum 362 22 

Mean 8.6 2.4 

Highest 94 8 

Lowest 1 0 

Std Deviation 15.436 2.061 

 

Table 6 Linked descriptive statistics 

 

7.4.1 Analysis Summary  

 

The use of social media platforms managed to reach a population of over 2 million people 

during the MSWSA 2021. Facebook was the main social media platform in terms of 

subscriptions, reaching out to new users, viewers, engagements and impressions both in 2020 

and 2021. As such Facebook, was also allocated more resources than any other social or 

digital media platform. The influencers received the largest share of the promotional budget 

and were utilised in terms of driving traffic to other platforms.  

  

7.5 Website Channel  

 

The decision was undertaken to utilise the MSWSA website as the main channel for financial 

dissemination for 2021. This meant that all traffic from the publicity initiative were driven 

towards the website in order to enable beneficiaries to access the financial education that was 

provided through the streaming service.  

 

The decision meant that the organisers had to make provision for the recording of the 

initiatives through procuring a studio service to enable the participants to record their 

educational sessions and stream these initiatives from one platform. The recording was 

provided for free to the participants and the cost fully covered by the funding party. The 

participants had to prepare their own material and cover their own costs for facilitators and 

time.  

 

The streaming was organised to provide a scheduled line up of different participants 

providing different topics through studio interactions and other presentations. Sixty nine (69) 

participants took part in the recordings. Few participants could not take part due to various 

factors, as well as others who had their own channels and did not need to partake in the studio 

recordings. The content was also made available for participants to use on their own 

channels. 
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Taking into consideration the issue of access to data, to assist with the bridging of the digital 

divide and to encourage beneficiaries to log on to the streaming sessions, the funding party 

mobilised financial resources to pay for the zero-rating of the website. 

 

Website Rundown 

A total of 15,428 visitors opened the MSWSA website of which 14,182 visitors or 92% were 

from South Africa while 8% were browsing from abroad. Of the 8% from abroad, 3% were 

from Kenya, 1% were from the US and another 1% from Zambia with only 3% from the rest 

of the world.  

  

 
Figure 18 Origin of website traffic 

 

Website Visitors by province  

Most of the website visitors within South Africa were browsing from Gauteng (66%), 

KwaZulu-Natal (18%) or Western Cape (12%) and only 4% from the remaining six 

provinces. As seen on the chart below five provinces had under 100 visitors each and these 

are Northern Cape, Mpumalanga, Limpopo, Free State and Northwest.  

 

The statistic indicates the ability of the website to provide a universal reach in terms of 

accessibility, and further highlights the intricate challenge of the digital divide amongst the 

beneficiaries. The most digitally savvy and connected provinces indicates a higher level of 

connectivity as compared to other provinces.  
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Figure 19 Website Visitors by province 

 

Session duration per province 

The session statistics are very important in determining how much time was spent on each 

session and the bounce rate represents the percentage of visitors who enter the site and then 

leave rather than continuing to view other pages within the same site. The results in the table 

show a total of 16,371 sessions and the average session duration was 57 seconds with a 

bounce rate of 85.18%. On average the visitors went on 1.28 pages per session. There were 

also notable variations in terms of number of sessions recorded in each province. Gauteng, 

KwaZulu-Natal and Western Cape had the largest numbers of sessions which constitute 97% 

of all the sessions and the other provinces only had 4% of the sessions  

 

 
Table 7 Sessions per Province  
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Page visits overall  

The most visited page on the website was the streams page and the data indicates that the 

average time spent on the page was 3:57 per user. 

 

Table 8 Page Visits 

 

Most Redirects 

The data indicates that the most redirect to the website were from Facebook. This further 

consolidates Facebook as the most popular and appropriate channel for both beneficiaries and 

participants. 

 

 
Figure 20 Redirects to the website 
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Website general user statistics  

The general number of new website traffic was as shown in the chart below. The traffic of 

new users was below 2000 for most of the 2020 period. However, in 2021 the users increased 

to over 15,990 during the MSWSA 2021.  

 

 
Figure 21 Website users in general 

 

Website New user statistics  

The traffic of new users also increased immensely between the two years. Most of the users 

who visited the MSWSA website were actually new users. A total of 15,867 new users were 

recorded in March during the MSWSA 2021 as opposed to 2598 for the previous year. This 

can be attributed to the intensive paid media and promotion campaign undertaken in the 

build-up to the MSWSA 2021 activation week.  

 

Daily visitors to online website  

The total number of visitors who came to the MSWSA website during the MSWSA varied 

over the days and time of the day with the highest record of 6896 on the 24th of March which 

was the second day of the MSWSA 2021. There was a decline from the 25th of March to a 

minimum of 985 by the 27th. However, on the 28th of March the number went up to 1522. 

The average number of visitors in a day was 3,411 over the activation period. The least 

number of visitors (985) was recorded on the 28th of March 2021.  

 

An additional effort was undertaken by the project funder to source funds to extend the zero 

rating hence the numbers increased the following day. This illustrates that the zero-rating of 

the website can allow more users to the content and further illustrates the issues of the cost 

associated with data for digital platforms. It is noted that the zero rating comes at a cost for 

the organisers and more effort will be needed to continue the initiative, or a more controlled 

solution will need to be found to ring fence the zero rating access to the relevant and 

deserving beneficiaries. 
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 Figure 22 Online Visitors by day of the week 

 

Most active time of the day 

In terms of the most active times of the day, the data show that there was generally a higher 

number of online visitors during the 10H00 to 11H00 (2158) and the 16H00 to 18H00 (2,221 

and 2,197) periods as opposed to before 09H00 and after 18H00 periods of the day which had 

the least visits. One of the reasons was that these were general website visitors as opposed to 

scheduled live events visitors. 

  

 
 Figure 23 Online Visitors by time of the day 
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Most visited online content  

The programmes that obtained the highest number of website traffic (831) were the 27Four 

Investment Managers Understanding interest rates when taking out a loan, Transaction 

Support Centre’s financing your first house with mortgage and FLISP subsidy, as well as the 

Liberty’s Mind my Money. These three were running on the 24th of March between 10H00 

and 11H00. On the other hand, the programme that received the least online visitors (47) 

were the general website visitors post 18H00 and then on the 27th of March 2021 the Sosha 

View and Cybercrime awareness which were live at 13H00 to 14H00.  

 

7.5.1 Website Summary  

 

In terms of the website statistics, there was also a great improvement in terms of new users. 

The results further highlighted that the MSWSA 2021 started with a smaller number that 

reached maximum on the second day and decreased as it progressed. However, on the last 

day there was a sudden turn as the visitors increased again, this was as a result of the funding 

party raising more money to enable the zero rating after the initial funds were depleted. The 

daily statistics also conveyed important variations whereby visitors reached double peaks at 

11H00 and 15H00 and fall afterwards.  

 

Activation Week Summary 

• Participants on the website – 69 

• Visitors Unique User – 15990 

• Average Time spent on site – 3 minutes 17 s 

• Average Time spent on the streaming pages – 3 minutes 57 s 

• Geographic spread – GP and KZN, other provinces had very small numbers 

• Redirects from publicity channels (all digital) – Facebook was the best media source 

 

In the overall, considering the effort and resources provided towards utilising the website as 

the primary channel for financial education, a somewhat mixed level of success can be 

reported. There was a substantial input on financial resources provided to source the 

recording studios (including human, technical and time) as well as the mobilisation of 

financial resources to enable zero-rating of the website, also the effort undertaken by 

participants in terms of own preparations, hiring of facilitators in some cases and the general 

time input was substantial and allowed the MSWSA 2021 financial education dissemination 

to have a primary platform as a point of reference to the 2021 iteration.  

 

The rate of return in terms of the number of beneficiaries and the time spent on the 

programmes are not providing the appropriate balance compared to the effort. The key 

outcome of the studio and website channel is that the content can be curated and made 

available continuously on the website. 
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7.6 Traditional Media  

 

The MSWSA 2021 continued the effort which were undertaken before and after 

postponement of the implementation in 2020. 

  

The traditional media was used for both financial education dissemination as well as publicity 

efforts around the MSWSA 2021 activation campaign. Furthermore, the implementation was 

also a two-pronged approach, which included media buying as well as concerted efforts to 

have the earned media. 

  

The plan included concerted sourcing and implementing various publicity and financial 

education initiatives on traditional media platforms. These included scheduling interviews 

and discussion on financial education initiatives under the MSWSA banner on broadcast 

media and through topical interviews, press releases and articles in the print media. 

  

The effort was undertaken on radio, TV and print and online media platforms. A copy of 

detailed media coverage variable is included as an annexure to the report. 

  

7.6.1 Publicity Approach 

  

The publicity approach was specific to utilising media to target prospective participants to 

learn about the MSWSA programme, encouraging the participation in the digital platform 

provided by the organising Committee as well as encouraging the prospective participants to 

participate by organising their own financial education events under the MSWSA platform. 

 

Paid Broadcast Media for Publicity of MSWA 2021 

 

2021 (Jan-Mar) Stations Target Total Media Listenership 

Regional (GP & WC, 

National Streaming) 

702 Participants 2x Billboards 

(Opening & 

Closing on Money 

Show over 1 week) 

469 000 

2020 (Jan-Dec) Stations  Target Total Media Listenership 

National (FM & 

Streaming) 

SAFE Participants 15 Live Reads, 60 

Ads 

  

  

  

786 000 

Regional FM (GP, 

National Streaming) 

POWER FM Participants 15 Live Reads, 60 

Ads 

Regional (GP & WC, 

National Streaming) 

702 Participants 6x Billboards 

(Opening & 

Closing on Money 

Show over 3 

weeks) 

Total 3 Stations   30 Live Reads, 120 

Ads, 6 Billboards 

Table 9 Paid mainstream radio for publicity  
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Compared to three mainstream radio campaigns implemented before the postponement of 

MSWSA in 2020, only one paid campaign on mainstream radio was implemented for 

MSWSA 2021 due to budget constraints. 

  

Further to sourcing media space on the mainstream radio channels, there was a target 

sourcing of slots on community radio stations. The community stations were mainly used to 

publicise the MSWSA 2021 activities on the digital platforms, to beneficiaries as well as 

promote the financial education engagements that were to take place on the specified radio 

stations. 

 

Provin

ce 

No of Stations Language Target 2021 2020 Listenership 

GP Kasi FM & Jozi FM Zulu   

  

  

Consumers 

  

  

  

14x 

Interviews 

on the 

Launch of 

MSWSA 

2021 

  

615 Live 

Reads. 

  

  

  

  

  

1305 

Live 

Reads, 

  

744 

Ads. 

  

  

  

  

2 003 000 

FS Setsoto & Qwaqwa Sotho 

LP Giyane & Musina Tsonga & Venda 

MP Barberton & Ermelo Swati & Zulu 

NW Mafikeng & Madibeng Tswana 

KZN Intokozo & Uthungulu Zulu 

NC Kurara & Riverside Tswana & 

Afrikaans 

EC Bay, UCR & Wild 

Coast 

Xhosa 

WC Bush & Radio 786 Xhosa, 

Afrikaans/English 

Total 19 Stations  

Table 10 Paid community radio station for publicity 

  

Following the similar observation as the mainstream radio media sourcing, the 2021 level of 

activity was extremely limited as only live reads were implemented, while the 2020 included 

744 adverts spread across the line-ups. 

  

The selected community radio stations were widely spread per province and covered most 

engagements using the local languages. Sepedi and IsiNdebele are the only official languages 

which were not utilised from the organising and sourcing perspective. 

  

There were two paid TV interviews, one on Morning live on the SABC platform and the 

other on the Morning Show on ENCA. All TV engagements were conducted in English. 

 

Paid Print and Online Media for Publicity of MSWSA 2021 

The print and online media publicity approach included press releases and other forms of 

getting the print media providers to undertake free articles on the MSWSA 2021 activities. 
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Further to seeking free publication, there was targeted sourcing of media to encourage 

participants to take part in the MSWSA 2021 activities as well as sourcing of media targeted 

towards consumers on activities that will be taking place during the MSWSA 2021. 

  

2021 – Publication Target audience Circulation Readership 

Newspaper Advertorials 

Daily Sun - one advertorial 

Consumers   

  

  

366 544 

  

  

  

6 728 445 

Business Day / Business Live - one article in print 

and online 

Participants 

Business NGO Newsletter 

SANGONET Pulse - one newsletter and banner ads 

Consumers & 

Participants 

TOTAL (3)   

 Table 11 Paid print media for publicity 2021 

  

2020 – Publication Target audience Circulation Readership 

Newspaper Advertorials 

Daily Sun - one advertorial 

Consumers   

  

  

  

  

373 844 

  

  

  

  

  

6 773 149 

Money Marketing trade magazine - promo mailers, 

banner ads and newsletters 

Participants 

Business Day / Business Live - one article in print 

and online 

Participants 

Business NGO Newsletter 

SANGONET Pulse - one newsletter and banner ads 

Consumers & 

participants 

TOTAL  

Table 12 Paid print media for publicity 2020 

 

There was a balance in terms of print paid media engagements for both participant-oriented 

campaigns as well as the consumer-oriented campaigns. 

 

7.6.2 Financial Literacy Dissemination Approach 

 

The implementation of MSWSA 2021 included a concerted effort to make the media aware 

of the MSWSA 2021 event and activities through press releases and facilitating PR 

engagements through various means to leverage the extended coverage for the participant 

initiatives on the traditional media platforms. Further to the efforts of the organising 

implementation team, various participants undertook their own initiatives to develop content 

for broadcast, print and online channels and getting the content covered either through paid 

slots or free slots due to the interest of the specific media channels.  

 

Earned Media Broadcast for Financial Education Dissemination 

There was a total of 55 broadcast media engagements involving MSWSA 2021 based on the 

reports received from the media monitoring report. The engagements comprised both 

financial literacy interviews, as well as MSWSA 2021 mentions.  
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The financial literacy education initiatives were well covered more specifically receiving 

favourable airtime from mainstream radio stations. The stations have wide coverage across 

the country and more precisely, the public broadcasting stations broadcast to the key 

audiences targeted by the campaign.  

 

Mainstream Stations 

  

Station Name Station Type Language Province Audience 

Ukhozi PBS Zulu KZN, GP, FS, MP  7,6m 

SAFE PBS English National  193k 

Motsweding PBS Tswana GP, NW, LP, FS, NC  2,7m 

Tru FM PBS English EC  187k 

Lesedi PBS Sotho GP, NW, FS, NC  3,3m 

Good Hope FM Commercial English WC  648k 

You FM Commercial English NW  128k 

Rise FM Commercial English MP  42k 

Smile FM Commercial Afrikaans WC  189k 

Metro FM Commercial English National  4,3m 

702/Cape Talk 

Simulcast 

Commercial English GP/WC  469k 

OFM Commercial Afrikaans FS  315k 

 Table 13 Earned media from mainstream radio 

  

Community Radio Stations - 31 community radio stations covered various engagements on 

financial education. 

 

Key observations: 

• No Sepedi or Ndebele coverage. 

• There is no record of earned broadcast media on publishing the messages for calling 

participants to participate on the MSW platform. 

 

Earned Media Print and Online Channels 

Financial education as a key imperative of the MSWSA message was also disseminated 

through the development of articles by the financial education representatives through writing 

or contributing to the articles. 

 

The MSWSA 2021 was covered 58 times on different websites. The coverage was articles 

providing financial education interventions on diverse topics.  

 

Further to online channels, MSWSA 2021 saw a significant increase from 2020 in terms of 

financial education articles published by various print media outlets. The topics also varied 

and pitched at various levels of targeted audiences. A total of 17 articles were published.  
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Paid Broadcast Media for Financial Dissemination 

The financial education approach was in the form of sourcing slots in community radio 

stations and mobilising the participants to provide interviews and engagement of specific 

topics. 

 

Paid Community Radio Interviews  

Station Province Language Topic 

Mahikeng FM NW Tswana StarSaver 

GCR FM LP Tsonga Credit Bureaus and the information they hold 

Jozi FM GP Zulu Black Tax 

Radio Riverside NC Afrikaans Healthcare Insurance 

Forte FM EC Xhosa Bonds, home loans, estate management and property 

Izwi LoMzansi KZN Zulu Buying a Home 

Kasie FM GP Zulu Why preserving your retirement savings is important 

Nongoma FM KZN Zulu Scams and Swindle as well as Stokvels 

Barberton Radio MP Swati The Rise and Fall of scams in the time of COVID 

Radio Zibonele WC Xhosa How to start investing 

UCR FM EC Xhosa Funeral policies, credit life insurance Q and A 

Moretele FM NW Tswana Consumer Rights and Consumers ability to save 

Univen FM LP Venda Card swapping 

Qwaqwa Radio FS Sotho Unclaimed Pension Funds 

Intokozo FM KZN Zulu Communal Savings 

Uthungulu FM KZN Zulu Communal Savings 

Setsoto FM FS Sotho Unclaimed Pension Funds 

Madibeng FM NW Tswana Credit bureaus and their function 

Ermelo 

Community Radio 

(VOC) 

MP 

  

Xhosa The role of the Office of the Tax Ombud and how people 

can lodge complaints 

Radio 786 WC English Savings, Budgeting Scams and swindles 

Table 14 Paid Community Radio Interviews  

 

The participants who provided financial education on the community radio stations were 

sourced through a consultative process shared amongst the stakeholders. The members of the 

organising committee provided the topics they could offer in various official languages. 

 

7.6.3 Traditional Media Summary 

 

• The budget for sourcing media in 2021 was limited as most of the money was spent in 

2020 for both the implementation preparation in 2020 as well as covering the 

transitory period building up to 2021 implementation. 

• The traditional media provided appropriate channels to reach the communities of 

divergent backgrounds. 
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• The interest by traditional media to cover MSWSA 2021 further indicates the effort 

undertaken to build a recognisable brand and further illustrates the newsworthiness of 

the campaign. 

• The Earned media on all traditional media channels, based on the circulation, 

readership, listenership and viewership numbers provide a good case for consideration 

as key viable channels for promoting and engaging both participants and beneficiaries 

for future MSWSA activities.  

• An enhanced representation of languages and participating organisations can be 

facilitated to ensure even better representation. 

• The campaign did not utilise much television for both paid and earned media 

implementation. Minimal media monitoring data is available to indicate the coverage 

and mentions on the platform. 

• The evaluation did not conduct a survey in newspapers and radio. Therefore, there 

was no means to ascertain the consumer level of interest on the broadcasts and the 

articles, as there was no means of re-engagement with the consumers on these 

platforms. 

7.7 General Observations  

 

7.7.1 Observations Specific to Studio Component 

 

Observation interviews were held with stakeholders and participants. The purpose of this 

observation was to get first-hand experience on how the studio engagement was planned and 

implemented. During the observation visits, the team engaged with participants as well as the 

consumers on the specific items relevant to the MSWSA 2021 platform to augment the 

observation data.  

 

Coordination of studio scheduling went well despite a few glitches associated with 

cancellations/rescheduling by some participants. Approximately 60 people representing 

participating organisations used the studio, though some participants used both the studio and 

physical events (e.g., campaigns) which is deemed the highly recommended method.  

 

Language spread - The language used was spread but to a limited degree. For instance, 

people that used recordings opted for English because they did not know who exactly the 

audience was. In the case of physical events, language spread is much more feasible as one 

better understand the target audience language for the respective target communities. 

 

Time management on studio: Recordings were done within the allocated time (2 hours per 

participant) and beyond in cases where the next slot was free (available). Some of the 

recordings were only on Microsoft Teams therefore the participants didn’t even have to visit 

the studio. 
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Further Observations 

 

• Highlight of the studio experience - It was very practical and very relatable. The 

content was packaged in such a way that a layperson could easily understand it.  

• Interaction with the technical team - It was well-coordinated even though there were 

minor glitches with technology.  

• Location of venue - The venue was in the vicinity of a shopping mall and that created 

some level of confusion.  

• Overall experience – The studio sessions in the overall went smooth, and the teams 

were provided practice time and had the scripts which helped to facilitate. The studio 

team was friendly, welcoming, and accommodating. The participants were eagerly 

looking forward to the outcome of the broadcast. 

 

7.7.2 Influencer Discussion  

  

Role of the influencers in enabling beneficiaries to engage with the platform 

The MSWSA 2021 campaign, through the PR& Marketing service provider, enlisted the 

services of social media influencers. (An influencer is someone who can affect others' 

acquiring decisions because of their authority, knowledge, position, or relationship with their 

audience - a following in a distinct niche with whom they actively engage).  

 

The purpose of the influencers for the campaign was to drive beneficiary awareness of 

MSWSA 2021 activities and help bring traffic to the MSWSA website. The effort was done 

and managed through scripted tweets and messages to followers on their personal social 

media pages. The M&E Team interviewed two Influencers, and both are involved in financial 

literacy activities on their own through other platforms. The section below expresses the 

work in the campaign, feedback, and analysis on how they perceived the implementation of 

the MSWSA 2021 Marketing strategy. 

 

The brief given to the Influencers - What were they expected to communicate? 

There was a general understanding of the brief as specified by the PR & Marketing service 

provider relating to the work of the influencers. The brief was first given in 2019 leading into 

2020 from Creative Space Media, but the activity was only implemented fully in 2021 

because of the postponement of the 2020 iteration of the campaign due to COVID-19 

lockdown regulations. The influencers' brief was to amplify MSWSA and create awareness 

around the campaign while directing all further engagement to happen on the MSWSA 

website, being the central platform of information. The brief further came with suggested 

messaging but could be adjusted as per the influencer's discretion.  

  

The platforms used for the awareness campaign were Twitter, Instagram, and Facebook. Over 

and above the brief, MSWSA messaging was also discussed on eNews Channel Africa for 

two weeks in a row every Tuesday morning leading to the MSWSA Week. 
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The target audience of the influencers 

The primary targeted audience for the influencers focus was grouped into two tiers. The first-

tier target was South African adults, mainly black between the ages of 24 and 45, which 

comprise the mid to higher LSM's thus primarily the working middle class. The second-tier 

target was University students, mainly black South Africans coming from primarily lower-

income families, most learners who are already beyond matric level. 

  

Over and above the brief directive, one of the influencers acknowledged that while she had a 

specific target audience, the multiple channels she used catered to a diverse and broad 

audience. Primarily, she wanted to provide knowledge about saving money to all her 

followers as that is what they all have in common. The income group she focused on tended 

to be of the higher end, with a varied monthly income range of between R15, 000 and R150, 

000.  

  

Take on the Social Media platforms used to engage beneficiaries 

Of the three social media platforms used to engage with the beneficiaries, Facebook was the 

most popular, as quoted below from one influencer. "Facebook page has always been more 

effective because it always has consumer-targeted financial education; therefore, people land 

on that page looking for specific message around financial education which if we look at it 

from impact, it is always the best." 

  

One of the influencer's Twitter page also had a significant number of impressions, and the 

engagements were representative of the reach.  

  

The main restriction that came with the brief was that no other social media sites could 

disseminate financial education since the suggested messaging said influencers must drive 

people towards the MSW website. So, influencers could only drive traffic to the MSWSA 

website and not host any financial education on their own sites themselves. 

  

Emerging themes 

  

Prepackaged Messaging 

The Influencers noted that monitoring and interacting with the audience was impossible as 

they had to use suggested messaging. The messages disseminated were scripted and not 

original to the influencer. This may have been viewed as a divergence from the usual as the 

social media followers are familiar with the influencers and the nature of the content they 

usually post.  

  

The suggestion was that when clients want digital campaigns, influencers should be at liberty 

to do what they do best instead of prescribing actual messages to them. There was a concern 

that clients are usually too conscious of their own organizational culture to the detriment of 

the influencer's brand in prescribing what the influencer needs to say in the campaign. Should 
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the MSWSA want to engage influencers in future campaigns, it is suggested that they should 

allow the influencers to maintain their culture.  

  

Use of influencers, especially those not in the financial space 

The influencers reasoned that targeting influencers who are not in the financial education 

sector like musicians or comedians depends on what the client is looking for. If the main goal 

is to reach a vast number of people, they can use whoever they want to use. The only 

downside is that the audience might not resonate with what that influencer is saying. 

Therefore, it is suggested that if a client is going to go into space where they are going to 

micromanage the type of content disseminated, they should use influencers in that space 

whose voices are authentically speaking financial education.  

  

The other view was that money is not only associated with people that have a financial or 

academic background since everyone uses money. The suggestion was that it would be 

refreshing to hear someone outside the finance sector covering topics under this subject. 

Moreover, people have a perception that celebrities have lots of money.  

  

Use of traditional media: Need for a strategic approach to crafting campaigns with 

influencers in mind. 

The influencers acceded to the fact that regarding mass media, radio remains the medium 

most widely used by South Africans; furthermore, traditional media is still critical to the way 

people engage. Being on eNCA has given the influencers more visibility even on the streets 

because TV and radio, especially in the rural areas, are still amongst the traditional media 

people engage with, much more than newspapers. The downside to traditional media, 

particularly newspapers, is that people do not buy as much as they used to. The main 

perceived challenge was that organizations often contract social media or digital 

communication agencies instead of focusing on what is most effective in getting the message 

to South Africans at large.  

  

The other challenge is that the influencers and celebrities are engaged late during the final 

stages of the campaign instead of involving them from the beginning to co-create the drive 

with the influencer and the radio station instead of applying for a slot which is often much 

more expensive. The influencers indicated that it would assist to be provided with content 

early so that they can familiarize themselves it and how best to present it to the beneficiaries. 

Since people are said to have short attention spans, it is important to be strategic on 

messaging and channel positioning of the content as this can widen the reach and grow the 

views over time.  

 

Financial education should be packaged and rolled out so that it appeals to the beneficiaries. 

This can be achieved by making it an integral part of daily conversations. This could include 

a subject on radio shows, thus reaching ordinary citizens of the country and allowing radio 

stations to play a strategic role in the partnership.  
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Influencer recommendations on how the PR can be managed going forward:  

 

Creating a resonating and inclusive brand 

The influencers suggested that the involvement of participants should be enhanced by 

engaging them from the conception/initiation phase of the event and articulate the 

roles/responsibilities of all the participating individuals within a documented plan. This 

allows for seamless adoption and participation; for instance, in 2019, there was a plan with 

clearly stipulated roles and responsibilities.  

 

In addition, the campaign's name should be amended to Money Smart South Africa (instead 

of Money Smart Week SA) so that it is not viewed as a one-week event. Financial education 

is for the entire society, not only limited to participants, and that level of inclusivity is critical 

in its implementation. This will also promote sharing/combining of resources and a 

collaborative approach among institutions. In addition, a financial education conference can 

be held where all players come together to share ideas and other alternative approaches.  

  

Creating a portal for financial education by participants 

There was a suggestion of a portal where NGOs, churches, corporate or even individuals 

could click on and invite financial education providers to teach on various subject matters. 

Furthermore, the Financial Sector Code requires the financial sector service providers to offer 

financial education without advertising their products or services. So, it would be essential to 

have a portal/hub to enable all the financial education initiatives.  

 

The cost factor involved in being part of the MSWSA platform requires engaging with the 

participants to understand their needs concerning running programs on the platform. If 

assurance can be provided that their programs will get traction, it is likely that they would 

want to be part of the platform. One influencer experienced the concept of MSW week after 

being invited as a journalist to Chicago. "It was impressive and exciting to see so many 

financial services providers' painting the whole city red' with flags, banners and hype and 

awareness around money."  

 

Target the middle class as the biggest consumers and creators of debt in SA 

Another variant point raised by the influencers is suggestive of finding the balance in terms 

of the provision of financial education. This was in the context of even though the key driver 

was to target marginalized consumers and so forth, it is often assumed that the middle class 

have access to all the information. Still, they are the ones with the most debt as they cater to 

their low-income families in the rural areas. Therefore, it is essential to provide information 

to the middle-income group (earning between R15,000 – R50,000 monthly) to enable them to 

get out of debt so that they can, in turn, teach the low income and unemployed in their 

spheres of influence about simple lines of credit and debit. 
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8. LESSONS LEARNED 

 

8.1 Successes: Key Lessons for Consolidation  

 

The stakeholders played a pivotal role in the facilitation and implementation of the 

MSWSA: The many representatives of the planning committee (Steerco and subcommittees) 

provided valuable time and varying input in the development of strategies and actions to 

implement the programme amid the challenges posed by the COVID-19 pandemic. Taking 

into consideration the exit comments provided by the various stakeholders will further bolster 

participation efforts going forward. 

 

The participants were representative of private companies, NGOs and Skills 

Development providers amongst many others: The initiative to extend a call for 

participation beyond the traditional companies in the financial sector to supplementary 

organisations and entities with interest in financial literacy education and well-being of the 

population, provided the MSWSA platform with the opportunity to be even more relevant. 

This winning approach can be advanced through building and consolidating strategic 

partnerships. 

 

A wide mix of channels were used by participants: The participants took advantage of the 

free studio & website channel provided by the organising committee, whereas some 

participants implemented their own activations. These included face to face (very limited), 

webinars, radio campaigns and print media.  

 

The MSWSA participants covered a wide range of financial education topics, targeted 

at different audiences: The topics covered included scams, investment, financial planning, 

crypto currencies and many more. 

 

Facebook is the most appropriate and consistent media source for both publicity and 

short form financial education content: The consideration to use Facebook as a primary 

channel for publicity should be elevated in future planning. Other social media platforms are 

also important and should not be neglected completely, the allocation of effort and resources 

can be determined during the planning phases. 

 

The Earned media provided a significant return for the platform: The earned media 

platforms based on the circulation, readership, listenership and viewership numbers provided 

a good value return to the MSWSA 2021 campaign. This provides a strong case for 

consideration to further investigate engagement models for best utilisation of these platforms.  

 

The interest by traditional media to cover MSWSA 2021 was high and was balanced 

amongst the different traditional media channels: The level of interest by commercial and 

PBS radios stations and Print was significant. This further indicates the effort undertaken to 

build a recognisable brand and further illustrates the newsworthiness of the campaign. 
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The beneficiaries highly regarded the MSWSA as an important initiative: The 

beneficiaries were more inclined to share their experiences and to extend the invite to more of 

their peers to partake in the financial education activations provided by the MSWSA 

platform. There was a good reflection of various age groups and more specifically the youth 

in terms of representation. 

 

There was a good representation of languages and regional spread: A good 

representation through language diversity is crucial for inclusivity, advancement and 

attainment of a well-represented geographical reach. Use of multiple languages were 

deployed to reach wider members of the public. Furthermore, consideration should be made 

on the use of special facilities to accommodate those with vision or hearing impairment 

where possible. 

 

Maintaining the website and all digital media platforms active: Effort should be made to 

keep the MSWSA website live as it warehouses the repository of financial education material 

produced during the MSWSA activation periods. This ensures that the lessons and 

information about financial education will not be limited to the activation week but are 

extended beyond.  

 

8.2 Improvements: Key Lessons for Intervention  

 

A documented comprehensive plan with clearly stipulated roles and responsibilities 

should be in place: This would eliminate unnecessary confusion and would improve time 

management during the planning phase. This becomes the essential MSWSA playbook that 

guides the planning and implementation strategy for the next iteration of the project. Needs to 

be developed early to allow enough time for strategic partnership development and resource 

mobilisation.  

 

Quicker turnaround is needed in planning phase decision-making: Approvals and 

decisions needed a quicker turnaround time to enable timely progress in planning and 

execution of duties. A smaller committee responsible for decision making is important to 

maintain fluidity in the project planning and implementation process. 

 

An alternative funding initiative should be considered to continue the enablement and 

sustainability of the collaborative platform: A funding facilitator should be established to 

drive the fundraising initiatives and mobilise resources for MSWSA project activities. This 

can be done through a common fund to implement shared requirements such as publicity of 

the MSWSA platform amongst others.  
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There should be more focus on on-boarding new participants: Imperative to note is the 

fact that participants and their role in disseminating financial literacy information to the 

beneficiaries are a critical factor of the MSWSA initiative. To that end therefore, the on-

boarding of participants must continue to be a priority as well as a key indicator of success in 

the growth of the platform.  

 

Collaborative partnerships are key in enhancing the reach of all beneficiaries: 

Collaborative partnerships amongst participants should be encouraged and supported to 

enable the inclusion of different participants, particularly those that cater for under-resourced, 

and underrepresented beneficiaries. For instance, government departments and other public 

interest entities could form part of collaborations in the activities of MSWSA. 

 

There should be a more balanced approach on the effort provided for promoting 

participant’s activities: The MSWSA platform should develop further the heat map to be 

used as a first port of information on the activities happening around the country. Moreover, 

the PR and Marketing of participant’s activities should be allocated equitable promotion 

irrespective of platforms used and location. It will be of even more benefit to assist with 

promoting interventions to smaller entities and those in the rural areas.  

 

The utilisation of different channels by participants is encouraged: It is important to have 

a well-balanced multi-channel approach comprising of digital platforms, traditional media 

(radio, television, newspapers) as well as physical activations to deliver financial education 

initiatives. Considering the effort and resources provided towards utilising the website as the 

primary channel for financial education, a somewhat mixed level of success can be reported 

for the website channel. The issue of access to information and digital divide should be key in 

determining the appropriate channels. 

 

Timeous mass advertisements of the MSWSA should be expanded:  

Channels/avenues including public spaces (billboards, taxis), joint communications with 

various stakeholders should be considered to augment the channels currently used to 

advertise MSWSA. These further serve to strengthen brand presence and awareness.  

 

9. RECOMMENDATIONS 

 

The recommendations are to assist the steering committee to work towards attaining the 

MSWSA set objectives of implementing a collaborative platform for participants to 

disseminate financial education, through providing various activations to South Africans 

across the country.  
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PLANNING  

 

Recommendation 1: 

Documented comprehensive plan with clearly stipulated roles and responsibilities 

should be in place. This would eliminate unnecessary confusion and would improve time 

management during the planning phase. This becomes the essential MSWSA playbook that 

guides the planning, implementation, oversight and budget allocation to the various elements 

and channels of the campaign for the next iteration of the project.  

 

Recommendation 2: 

Establishment of one implementation committee. Even though the role of the current 

subcommittees were appreciated, the overall outcome is that having a single implementation 

committee will assist the efficiency in planning, decision-making and management of 

communications going forward. The size of the implementation committee should be 

minimised to enable an effective administration of decisions, implementation of key activities 

like fundraising, on boarding of participants and related marketing activities etc. 

Conversations for the next iteration of the project must start well in time during the course of 

the year for the following year.  

 

Recommendation 3: 

There should be more focus on on-boarding new participants. Participants have within 

their spheres of influence developed important relationships with their targeted beneficiaries 

and therefore are key in mobilising the beneficiaries to participate in MSWSA (financial 

education). Imperative to note is the fact that participants and their role in disseminating 

financial literacy information to the beneficiaries are a critical factor for the MSWSA 

initiative.  

 

The essence of the MSWSA platform as conceived according to the Chicago model is about 

creating a collaborative platform where participants come together and disseminate financial 

literacy education. To that end therefore, the on-boarding of participants and their ability to 

disseminate a wide range of Financial Education themes, must be a priority as well as a key 

indicator of success in the growth of the platform. The fact that the number of participants did 

not grow at all in 2021 is an indicator of where future efforts must lie. 

 

An effort should be considered to determine the financial education needs and to 

encourage more diversity in the topics provided. The planning effort should be able to 

determine the key financial education gaps mostly needed to build a more financially literate 

and aware population. The implementation committee should highlight the topics for 

evidence-based implementation and encourage the participants to cover the identified gaps.  
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IMPLEMENTATION  

 

Recommendation 4: 

Collaborative partnerships are key in enhancing the reach of all beneficiaries. 

Collaborative partnerships should as much as possible be encouraged to enable the inclusion 

of different participants, particularly those that cater for under-resourced, and 

underrepresented beneficiaries. For instance, government departments, regulatory bodies and 

other public interest entities could form part of collaborations in the implementation of 

MSWSA. 

 

Recommendation 5: 

The program should endeavour to be as diverse and inclusive as possible. The reach of 

the programme to include all the beneficiaries regardless of their socio-economic standard 

but more specifically the designated groups as defined in the Financial Sector Code. 

 

Recommendation 6: 

The utilisation of different channels is encouraged. The Steerco as the custodian of the 

MSWSA brand, to consider the balanced multi-channel approach of digital platforms, 

traditional media (radio, television, newspapers) and physical activations to deliver the 

financial education initiatives. 

  

The current data indicate that television was underutilised as a mass media platform and an 

improvement on this could be considered to provide variation and extension of coverage 

since digital channels are effective in facilitating a national reach.  

  

Traditional mode of delivery (i.e., physical events) allow the organisers to have a further 

manageable platform to conduct pre-and post-event surveys to measure the direct effect of 

financial education initiatives.  

 

Recommendation 7: 

The diversity of languages will enable universal coverage. This is important for inclusivity 

and attainment of a well-represented geographical reach of participants. Use of multiple 

languages should be deployed to reach wider members of the public. Furthermore, 

consideration should be made on the use of special inclusive facilities to accommodate those 

with vision or hearing impairment. 

 

Recommendation 8: 

Timeous mass advertisements of the MSWSA should be expanded. Platforms/avenues 

including public spaces (billboards, taxis), joint communications with various stakeholders 

should be considered to augment the channels currently used to advertise MSWSA. 
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SUSTAINABILITY  

 

Recommendation 9: 

An alternative funding initiative should be considered to continue the enablement of the 

collaborative platform. A funding facilitator should be established with the function of 

driving the fundraising initiatives through an establishment of a common fund to implement 

shared requirements such as publicity of the MSWSA platform and sourcing of venues, 

amongst others. 

 

The absence of a common fund might only allow established institutions to fund their own 

initiatives. The smaller organisations, especially those rooted in disadvantaged communities, 

would struggle to fund their own initiatives as they rely on the collaboration as well as 

support received from the organisers. 

 

Recommendation 10: 

Maintaining the website and all digital media channels active. Effort should be made to 

keep the MSWSA website live as it warehouses the repository of financial education material 

produced during the MSWSA activation periods. The lessons and information about financial 

education will not be limited to the week and will be extended beyond one week of the 

campaign. The website and other digital media channels will keep the MSWSA brand active 

even outside the Money Smart Week.  

 

Additional recommendation for consideration in case of extended COVID-19 period: 

 

Participants should be encouraged to use digital platforms in order to have viable 

channels to reach their beneficiaries. The MSWSA 2021 studio and website were an 

intervention to assist the participants who were not able or ready to implement financial 

education digitally given the COVID-19 lockdown restrictions.  

 

10. CONCLUSION 

 

The implementation of MSWSA 2021 has provided the Steerco with significant experience 

on the organising, management, and implementation of the financial education programme on 

a large scale. It has further provided key lessons on the vital considerations for developing a 

collaborative platform through engagement of many financial education providers.  

 

The uptake of the programme was considerable in spite of the challenges posed by COVID-

19 as many financial institutions faced difficult challenges of their own.  

 

Should the same objectives remain going forward, the role of the organising committee 

should be more facilitatory in promotion of activities undertaken by participants. This will 

provide the committee with a space to continue to build a reputable and even bigger brand of 

MSWSA and allow more participants to take up their own initiatives. 
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The key focus on sourcing of funds for setting an expansive and continuous marketing and 

promotion platform will enable the participants to undertake events even in the smaller 

corners of the country.  

 

It has been observed that the participants are more knowledgeable and closer to the general 

beneficiaries and having extended and well marketed activations branded around the 

MSWSA brand will continue to bring the beneficiaries to attend the financial education 

initiatives provided during the MSWSA activation period.  

 

The PR and marketing on traditional media have provided big numbers at no direct cost to 

the organisation and this further provides proof on the value being built around the MSWSA 

brand. Traditional media continues to prove to be the best platform to reach many audiences 

from different backgrounds. Social media is continuing to compliment other media channels 

for publicity to populations that have access to data. Facebook has proven to be the most 

effective channel miles ahead of the rest of the other platforms. The planning of a blended 

approach towards events promotion and marketing will enable the participants to reach even 

more beneficiaries on different platform. 

 

The consideration of the proposed recommendations will further assist the organisers to 

sharpen the focus on the key objectives and continue with the expansion of the programme. 

The continuous evaluation will further provide the organisers with the input on whether the 

approaches remain relevant and provide specific areas of continuous improvement.  

 

11. REFERENCES  

 

http://www.statssa.gov.za/?p=13633 

https://www.statssa.gov.za/publications/P0302/P03022019.pdf 

https://www.statssa.gov.za/publications/P0310/P03102014.pdf 

https://www.linkedin.com/company/moneysmartweeksouthafrica 

https://www.facebook.com/MSWSA/ 

https://www.instagram.com/money_smart_week_sa/ 

https://www.youtube.com/channel/UCA80nyG8d9N-hdRhAy3wjtw 

https://twitter.com/MSWSA 

 

 

12. ANNEXURES 

 

Annexure A: Participant Application Stocktake Data  

 


