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Introduction:  
In Uganda there were a  reported 2,937 road traffic fatalities  in 2013 
(WHO, 2015), however, the WHO estimates  that this  figure could 

rea listically be as high as 10,280. The discovery of oil and gas reserves 
in the Albertine region of Uganda as well as a s ignificant increase in 
the number of infrastructure projects taking place national ly, wi l l  

lead to a substantia l  increase in heavy goods  traffic in Uganda, 
increasing the ri sk of road traffic related fatalities  and injuries . The 

introduction of minimum national driving standards would go some 
way to contributing to a reduction in road fatalities  and injuries  as  
would a  concerted effort to bui ld driver tra ining capaci ty, in 

particular profess ional  driver tra ining, on the ground.  
 
Exis ting professional driver tra ining capaci ty for PSVs  and HGVs  is  
l imited in Uganda, and concerns have been ra ised over the transport 
sector’s abil i ty to cope with a  projected increase in demand for 

drivers  and in turn driver tra iners in a context perceived to be lacking 
in adequate regulations. As a  result many drivers  do not have the 
ski lls, knowledge or attitudes required to perform their role safely on 
roads  in Uganda and the majori ty do not meet the s tandards  
required by many of the larger international transporter companies . 
This  prevents Ugandan drivers from accessing jobs, constrains growth 
in the wider economy, as well as being a  major contributory factor to 

the estimated 10,280 road traffic fatalities in Uganda in 2013 (WHO, 
2015). 
 

Within this context, Transaid in partnership with Safe Way Right Way 
and GIZ E4D/SOGA - Employment and Skills for Eastern Africa , with 

support from transport industry partners  and the Government of 
Uganda, has been implementing the Profess ional  Driver Tra ining-
Uganda project (PDT-U). The PDT-U project is funded by the German 

Federal Ministry for Economic Cooperation and Development (BMZ), 
the UK Department for International Development (DFID) and the  
Norwegian Agency for Development Cooperation (NORAD). 

 
At least 12 driver tra iners  and 800 drivers  of Large Commercia l  

Vehicles (LCVs) wi l l  receive tra ining in accordance with the East 
African Community (EAC) Standardised Curriculum for Drivers  of 
Large Commercia l  Vehicles . The s tandardised tra ining seeks  to 

enhance the employability of Ugandan HGV and PSV drivers  within 
the transport and logistics sector improving the opportunities  for 
truck and bus drivers seeking employment. One of the outputs of the 
project was a success ful  media  campaign set to attract new and 
exis ting drivers to undergo the enhanced tra ining, to raise awareness 
of the a ims  and objectives  of the  project and to promote the 
participating driving schools offering this new tra ining opportunity. 

PDT-U a lso aims to increase the participation of women within the  
transport sector as  a  whole. 
 
Methodology:  
The media campaign made  use of televis ion, radio and national  
newspapers, as well as the branding of training vehicles to advertise 
the project. Implementing partners approached a  large number of 
loca l advertising and media  agencies  in order to recrui t a  media  

partner. The campaign brief was shared with agencies  which were 
then invi ted to a fi rst round of interviews  to present a  brief pi tch 
giving agencies the opportunity to expla in their ini tia l  ideas  and 
approach for the campaign. They also introduced their project teams 
and resources. The pitches were assessed according to the agencies ’ 
capabilities and their capacity to resource carrying out the campaign 
adequately. After this initial phase, four agencies were selected and 

invi ted to participate in phase two of the recruitment process and to 
further showcase their approach to implementing the campaign and 
to develop further their creative concepts  and tools  that they 

planned to use. A panel  of four judges  was  present to ensure a n 
objective and fair scoring process. Subsequently, a  Kampala  based 

advertising agency was appointed to execute the campaign us ing a  
robust mix of various  advertis ing approaches . 
 

Due to the nature and demographics of the target audience, i t was  
important that the campaign included a strong mix of conventional  

advertising channels i.e. press and radio advertising, known as Above 
the Line (ATL) activi ties, and those that enable direct interaction with 
the audience through roadshows, sampl ings  or events  at places  

populated by the target audience which are known as Below the Line 
(BTL) activi ties .  
 
Above the Line (ATL) activities 
The agency developed the ‘Li nnya Class ’ concept that creatively 
promoted upgrading driving skills in order to improve  employment 
opportunities . The ‘Linnya Class ’ concept ran throughout the 

campaign and was used for branding and all promotional materia ls . 
ATL activi ties  uti l i sed a  mix of radio and ‘Out of Home’ (OOH) 
advertising. For the  radio campaign an advert, a  jingle and a  song 

were developed and used across five Ugandan radio s tations . This  
was  accompanied by DJ mentions, captions and interviews  with key 
project s takeholders  whi ls t OOH advertis ing uti l i sed roadsters  

s trategica l ly placed in 18 locations  across  the country.  
 

Below the Line (BTL) activities 
The BTL campaign was conducted between August and October 2017 
and focused on activations conducted at taxi parks  which a imed at 

drawing the attention of drivers  s tationed there through mus ica l  
performances  and direct engagement with the intention of  

expla ining the project as  wel l  as  the benefi ts  of upgrading or 
obta ining a  new driving l icence. Ambassadors used to perform those 
tasks also obtained the contact details  of interested drivers  which 

then formed the basis of a project database. The BTL campaign a lso  
included activi ties  known as  ‘office s torms’ during which 
ambassadors visited premises of transport operators to introduce the 
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project and benefits  associated with tra ining. These vis i ts  were 
approved with operators  in advance.   
 
Outcomes:  

Key outcomes of the respective elements of the campaign included a 
tota l  number of 2990 people registering their interest in training 
during the 16 taxi car park activations and ‘office storms’ conducted 

between August and October 2017 through the BTL activities.  
 

For the ATL activities, the radio campaign lasted from September 
2017 unti l February 2018 and advertising was aired by five radio 
s tations (a mix of paid content and free of charge). Radio s tation 

compl iance against the agreed schedule and frequency was traced by 
independent media monitoring companies Reelforge and Ipsos. 704 
people called the office to register for tra ining as a direct result of the 
radio advertising.  

Conclusion:   
The campaign offered the opportun ity to introduce and bui ld 
awareness about the benefi ts  of the profess ional  driver tra ining 

through ATL and BTL activities as well as helping the project to better 
engage with drivers through their associations  and the BTL parking 

activi ties. Direct interaction with drivers was particularly success ful  
and provided us with the chance to ra ise road safety awareness  
amongst a  core demographic i .e. professional drivers and the wider 

transport sector. Discussions were encouraged around the benefits of 
safe driver behaviour in order to embed a  deeper understanding 
from participants and as a means of motivating individual  drivers  to 
s ign up for tra ining.  
 
The campaign also placed emphasis on s takeholder engagement and  
presented an opportunity to work more closely with key industry and 

government partners to improve the way we promote the tra ining 
and to place emphasis on i ts future impact to transporters in terms of 
the credibility i t brings to the sector’s workforce. It a lso provided a  
space for discussion around that lack of participation from women in 
this  particular sector, and how this could be addressed in future. The 

success of the overall project wil l  be determined by the transport 
sector’s  support for and uptake of this  tra ining.  
 

Tools Utilised:  
A media  briefing document, media  agency pi tch scoring tool , 

interview sheet, reports from media monitoring agencies (IPSOS and 
Reel forge Uganda), press  releases . 
  

Partners:  

Safe Way Right Way, GIZ 

 
 
 

About Transaid: 

 
Transaid is an international UK development charity that aims to 

reduce poverty and improve livelihoods across Africa and the 

developing world through creating better transport.   Transaid was 

founded by Save the Children and the Chartered Institute of Logistics 

and Transport. Our Patron is HRH The Princess Royal. Transaid 
specializes in the following: 

 

 Building the capacity of public health authorities to provide 
effective, safe and cost efficient transport management 

systems to promote equitable access to primary health 

care services. 

 Developing and improving logistics and supply chain 
systems to enhance the delivery of medicines, equipment 

and relief services to vulnerable communities.  

 Promoting effective partnerships to support and enhance 

community participation in developing sustaina ble 
transport solutions in rural areas. 

 Developing and delivering transport and logistics training 

and qualifications for public and private sector operators.  
 

Transaid has the capacity and reach to lead projects throughout the 

developing world, but is equally capable of providing niche technical 

assistance to large scale health systems strengthening projects. 

Transaid maintains strong relationships with a number of leading 

international organizations including donor agencies such as DfID, 
DANIDA and USAID, and implementing organizations such as Health 

Partners International, Options Consulting, John Snow Inc. and 

Management Sciences for Health. 

 

 

 
 

 

 

 

 

Contact: 
 
Transaid 
137 Euston Road, London NW1 2AA 
United Kingdom 
 
t: +44 (0)20 7387 8136 

f: +44 (0)20 7387 2669 
e: info@transaid.org 
www.transaid.org 

 
Transaid Worldwide Services Ltd i s  regis tered in England as  a  

company l imited by guarantee. Regis tered no 3511363.  
Registered charity no 1072105.  Patron HRH The Princess  Royal . 

 


