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Nomnotho Gumede
@tamsin.lotz@gmail.com, From the email comment, this should be on the first line. The yellow font should also be centralised underneath the White one, not aligned to left. We can loose the Spark Star to action this.
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INTRODUCTION

In February 2024, Sunshine Cinema
celebrated three years of the

Spark Impact Programme, a media
entrepreneur training programme
and our largest South African project
to date.

We launched the 10-month programme in 2021 to
try to close the digital gap and address the alarming
youth unemployment rate. Our flagship programme
provides rigorous training to highly motivated and
socially aware young people, equipping them with
a Sunbox (mobile solar-cinema kit) and the practical
skills necessary to earn an income, spark conversa-
tions and initiate social change. They are known as
Spark Impact facilitators/ambassadors, or more collo-
quially, as Sparks.

We have carefully nurtured three Spark cohorts,
achieved lasting social impact, and realised many
of our goals. Now it is crucial that we reflect on our
learning journey by undertaking an internal case study
evaluation. We wish to evaluate our implementation
strategy, the challenges overcome, the successes
achieved and the overall outcomes to date. Nom-
notho Gumede, our impact lead, conducted a six-
month case study using the Outcomes Harvesting
(OH) approach to identify, describe, verify and anal-
yse the changes brought about by the Spark Impact
Programme.

We define an "outcome” as a shift in narratives and
actions documented through highlighting how Spark
Impact ambassadors/community members/civil so-
ciety partners have utilised the information from the
programme, free impact film screenings or the Spark
Impact network to contribute to the generation of
economic opportunities and fostering of stronger in-
clusive communities.

WHO IS SUNSHINE CINEMA?

Sunshine Cinema is Africa’s first solar-powered cine-
ma network. We empower youth to be confident active
citizens, fostering economic opportunities and building
stronger inclusive communities by using films to spark
conversation. Our innovative model for social change
revolves around promoting African Cinema, driving de-
mand for local stories, and facilitating debates in mar-
ginalised communities to address pressing social justice
issues.

Vision: To build a strong
network that empowers
youth to become
entrepreneurs generating
their own economic
opportunities, while
fostering stronger inclusive
communities through
impactful storytelling.

Mission: To promote African
Cinema by driving demand
for local stories, creating
space for marginalised
communities to engage in
debates that address social
issues affecting them.

This case study showcases the profound influence of this youth-based
intervention on participants’ lives and its positive effect on our outreach work
with partner civil society organisations (CSOs) aligned to our vision. The lessons
learned have been used to enhance our growth plans for the next five years.'

1: This internal case study will serve as a key piece in complementing the external evaluations commissioned by key funders, and we have used the outcomes to

determine a baseline for possible impact studies.
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WHY THE SPARK IMPACT PROGRAMME!?

"From the age of 18 onwards there is a real gap in support for young people, mostly because systems

assume they would move quite smoothly through the schooling system into post-school and into the

labour market. What we see, through survey data and qualitative work across the country, is that that
isn’t the case at all. Most young people zig zag in and out and keep churning through education and
employment training without ever actually moving forward... the recommendation of the Child Gauge

was to look at a more comprehensive way of supporting young people.”

- Associate Professor Ariane De Lannoy, Chief Researcher at Southern Africa Labour and Development

Research Unit (SALDRU)?

The Spark Impact Programme? is
an innovative employment model
designed to address South Africa’s
youth unemployment crisis. Young
people between the ages of 15 to
24 years who are Not in Education
Employment or Training (NEET) in
South Africa over the last decade, have
consistently surpassed the rate of 30%;
this represents a staggering number

of over 3 million young people, and
reached a peak of 34.3% in 2022.1

LR

2: DGMT 2022. Basic Package of Support for Young South Africans

Our contribution to collective social justice and equity
work is based on the observation that South Africa is
at a risk of having a lost generation that is not under-
going education/training, nor economically active, nor
involved in the country’s growth.

Youth in rural and peri-urban areas face additional chal-
lenges, including limited access to education, training,
and job opportunities, resulting in economic depriva-
tion and reliance on informal sector jobs that do not
provide a minimum living wage.® Additionally, such
jobs do not provide them with technological skills re

quired for basic entry-level positions in t
Sunshine Cinema exi
youth from p

3: Programme Goals, what's on offer, who should apply, requirements and time commitments.

4: SALDRU (2023) Profile of young NEETs aged 15-24 years in South Africa: an annual update.

5: LABOUR AND IAL

TICE: Africa’s Employment Challenges, the ever-widenin
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https://dgmt.co.za/wp-content/uploads/2022/05/04-BPS-Collab-Opp-9-Digital-PDF.pdf
https://sunshinecinema.org/the-spark-impact-programme/#faq
https://www.saldru.uct.ac.za/2023/06/29/profile-of-young-neets-aged-15-24-years-in-south-africa-an-annual-update/
https://library.fes.de/pdf-files/iez/18299.pdf

THE GIG WORK
REVOLUTION

WHAT IS THE DIGITAL ECONOMY?

"Sunshine Cinema really forced me to grow and
take my business seriously. For example, | started
with Canva but through the Upskillist Course,
7 I've taught myself Photoshop and InDesign. My
WHAT IS THE GIG ECONOMY next goal is getting myself a digital drawing
pad to create more authentic designs and
illustrations.”



https://www.genesis-analytics.com/reports-and-other-documents/towards-a-digital-workforce-understanding-the-building-blocks-of-kenyas-gig-economy
https://www.santander.com/en/stories/digital-economy#:~:text=%E2%80%9CDigital%20economy%E2%80%9D%20refers%20to%20the,things%20about%20the%20digital%20economy
https://www.glomhi.org/uploads/7/4/4/8/74483301/workers_in_the_global_gig_economy.pdf
https://press.un.org/en/2023/gaef3587.doc.htm

Self-employed
through gig

6

| went back to

- school and funded
my studies with
my gig work
earnings

Part-time
employed and
working on my
gig work as a
side hustle

Unemployed and
still looking
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#SPARKconversations


https://drive.google.com/file/d/1Y0n_QTo_2WhW803m4BxgZAiH3OysIaT1/view?usp=share_link
https://www.google.com/maps/@-0.4743619,-15.0555379,3z/data=!4m2!6m1!1s1iFvHPDcIYNaQbmvvuijvaPNN_IjjNXw?authuser=0&entry=ttu
https://sunshinecinema.org/the-spark-impact-programme/#faq

REFILWE CHILOANE

ADDRESSING COMMUNITY ISSUES AND FORGING PARTNERSHIPS

"The Sunbox has been a tool | did not
know | needed to unlock doors for my current
success. | hope to continue being a Spark Impact
ambassador and use African Films and stories
to address social ills faced by black Africans in
townships.”

"l rerouted to the relevant films and used some
of the content to start conversations around
mental health, while inviting partners as per the
needs of the community.”




SIBUSISO MNISI

DIGITAL PIONEER SPARKING CHANGE

“I've learnt how to use storytelling to convey a
message from the UCT course. Now | am able to

think about a complicated film and pitch it down
to a level that anyone can understand.”

"We should have more of these, as you have just
. . ”n
mentioned the solutions come from us.

"For the UNICEF and NFVF/PESP gig work,
pairing was essential and | learnt the importance
of having a core team.”



https://drive.google.com/file/d/1KGp02s-lvogV3QkG6szQl-U62NWwQueY/view?usp=share_link
https://drive.google.com/file/d/1KGp02s-lvogV3QkG6szQl-U62NWwQueY/view?usp=share_link
https://drive.google.com/file/d/1KFwBW20KlEwcC3gwOXPljBDMLw3fLqqc/view?usp=share_link
https://drive.google.com/file/d/1KFwBW20KlEwcC3gwOXPljBDMLw3fLqqc/view?usp=share_link
https://drive.google.com/file/d/1Y0WhhgK_6mEJsGlgb8rQwy6rMsuvHuKm/view?usp=share_link
https://drive.google.com/file/d/1Y0WhhgK_6mEJsGlgb8rQwy6rMsuvHuKm/view?usp=share_link
https://drive.google.com/file/d/1Y0WhhgK_6mEJsGlgb8rQwy6rMsuvHuKm/view?usp=share_link
https://drive.google.com/file/d/1Y0WhhgK_6mEJsGlgb8rQwy6rMsuvHuKm/view?usp=share_link
https://drive.google.com/file/d/1KE2z1kgH0fFhSip1VLmiYhMubyN192Qo/view?usp=share_link
https://drive.google.com/file/d/1KE2z1kgH0fFhSip1VLmiYhMubyN192Qo/view?usp=share_link
https://drive.google.com/file/d/1KE2z1kgH0fFhSip1VLmiYhMubyN192Qo/view?usp=share_link

INTERNAL CASE STUDY

THEORY OF CHANGE"

Sunshine Cinema'’s Theory of Change
(ToC) hosts all the sub-programmes in
the organisation’s portfolio, including
the Spark Impact Programme. The ToC
overview acknowledges that our vision
and impact will be achieved when
stakeholders (i.e Sparks) work together
with CSO partners to enhance the
Community-Based Approach. The

case study harvested outcomes based
on the ToC developed in 2019 which
was used during the Spark Impact
Programme to provide evidence to
support our assumptions.

The changes implemented to date to enhance the pro-
gramme are visible in the updated version of the 2023
ToC. The Sunshine Cinema ToC developed in 2019 was
helpful in structuring the implementation strategy for
the Spark Impact Programme. However, looking at it in
2023, there were three pathways that needed to be im-
proved based on how the programme shifted and the
contractual objectives of the main funder. In the 2023
ToC we clarify how:

e the Spark Impact Programme in 2021 adopted an
entrepreneurial development approach;

* marketing of the programme directly influences

recruitment and external sign-ups; and

the integrated approach to gig work is a youth

employment strategy codependent on

tive partnerships.

Matter funded screening in Phumlani Village, Alice, Eastern Cape June 2018.
B e —
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The key linkages of the ToC developed in 2019 held
true to assumption in certain areas, and the achieve-
ments are outlined below:

OUTPUTS

Since 2021, the programme has successfully recruited
63 Spark Impact ambassadors'é, young South Africans
who participate in a 10-month accelerator work-readi-
ness skills development programme.

They have:

e received starter kits'” enabling them to earn an
income, with preliminary training provided at a
weeklong boot camp each March;

* unlocked gig work opportunities each April,
with their earning efforts matched by a monthly
stipend;

* embarked on virtual digital marketing entrepre-
neurship masterclasses and training, accompanied
by a six-month certified impact facilitator course
offered by the University of Cape Town Film and
Media Studies Department (2021 - 2023);

e used digital marketing starter packs and the
solar-powered mobile cinemas (Sunboxes) loaded
with African films to host free community screen-
ings; and

* become certified skilled impact facilitators (with
over 1000 hours of training, mentorship and
support).

To substantiate this success of the Spark Impact pilot,
our case study aimed to harvest for:
ositive or negative outcomes.
= intended outcomes in relation
sion and mission.



https://imhcn.org/bibliography/transforming-services/community-development/#:~:text=Community%252520development%252520is%252520a%252520long,Social%252520justice%252520and%252520human%252520rights
https://www.civicus.org/monitoring-toolkits/toolkit/theory-of-change/
Daniella Horwitz
@sydelle@sunshinecinema.org  I wonder if it might be a good idea to take the date out - June 2018? The Spark Impact review is from 2021-2023?


Stronger community-led
spaces of increased
dialogue and action.

Inclusive communities where
youth are d i*ring forces
behind | change.

Sunbox ambassadors
complete an NQF
accredited impact
prc-ducer course.

Become skilled social

actors with soft skills,

Cemmunity members
haue increased

citizenship, health and

Community members have
developed new narratives
about gender, inclusive
dialogue,
entrepreneurship, active
citizenship, health and

Communities have
increased
understanding of
how to access
locally relevant
networks of

audience engagement. conservation. conservation. support.

Intermediate Outcomes

Project leads and ambassadors
forge partnerships with local
service providers highlighting

local entrepreneurship,
community leaders, NGOs, who
participate in monthly podcasts
on a zero-rated website. Key
speakers are invited to be
panelists at relevant screenings.

Ambassadors complete 12 modules
with group WhatsApp webinars,
Master class lectures with guest
experts. They host 2 screenings a

_ month for 12 months. They
E participate in 4 key impact

campaign assignments. Facilitate
community dialogue after screening
discussions.

A curriculum accredited Toolkits provide:

Mobile solar kits are

loaded with African films, programine. E:ata ta four key L‘anack
, . participate in e-learning campaigns
alkaptop with editing activities. Decolonial developed and

software, a Canon
sponsored digital camera,
a smart phone with a
decent microphone, and

headphones.

managed with a
tutor. Group work,
and key screening

calendar developed

film theory literature. 50
licensed African films.
Training workshop with
equipment. Monthly

class sessions. with IPs.
Impact producing promoted the local film Ui ‘Sunbox ambassadors
" industry; filmmakers developed campaigns in M"b‘-'.?*’-‘-"_'?f . are trained in person
5-_ collaboration with quahfylng impact technp[?sy 1 prcmted . and then join the 12-
H  producers IPsySunbox ambassadors. [Sencble ey month impact course
X Sunshine Cinema develops partnerships with prgduced o p b ought by timetable. Host regular

'screenings, podcasts,

film industry equipment sponsors and UCT
webinars.

course curriculum developers. funding.
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OUTCOMES

The three key outcomes that emanated from outputs in the last three years of the pilot implementation as reflected
by the case study findings and testimonials from programme participants.

Currently, there are 58 Spark Impact
facilitators who have graduated.

From three internal alumni surveys and
follow-up calls since January 2023, 46
of these young people are still actively
earning between R1 500 - R10 000 on
average per month through freelancing,
demonstrating a 79% retention rate.”®

Confirmed income generation:

A total of R1 650 394 generated
through gig work from April 2021 to
January 2024. An average earning
power of R27 507 for each of the
graduated Spark Impact facilitators
over ten months.™

Spark Impact facilitators havsa
implemented 487 free public -
solar-powered cinema sc:reemng(;:é
hosting a total audignce o.f 156
#SparkingConversahons with an
average of 32 people per screening
From August 2021 - January 2024.

18: Results of the network analysis conducted in January — February 2023, and May 2023 through outreach programmes availability and the first biannual survey
responses.

19: The initial Spark Impact concept assumed that each Spark Impact ambassador would earn R1 500 over 10 months during training. This target was exceeded
Sparks earned R2 751 average income per month for 5-10 hours of part-time work. I
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SOCIAL CHANGE,
AND JUSTICE:

Vuk 'uZenzele®

#SPARKconversations


https://pmg.org.za/tabled-committee-report/4344/
https://sunshinecinema.org/wp-content/uploads/2023/06/Web-Final-2024-UCT-IMPACT-COURSE-POSTER-copy.pdf
https://www.banking.org.za/wp-content/uploads/2021/05/SA-SMME-COVID-19-Impact-Report-Infographic.pdf
https://www.civicus.org/monitoring-toolkits/toolkit/theory-of-change/

.
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INTERNAL CASE STUDY

CONCEPTION AND APPROACH*

From January to February 2023,
we initiated an internal case study
framework to assess the short-term
impact of Sunshine Cinema'’s Spark
Impact Programme.

With the collaboration of two board members with ex-
tensive research backgrounds (Professor Susan Levine
and Faith Pienaar), we developed a research methodol-
ogy and approach in March 2023. The key stakeholders
were involved through Key Informant Interviews (Klls),
Focus Group Discussion (FGD) and the case study sur-
vey in May 2023. The data as of March 2023 include
two bi-annual check-ins with the 2021 and 2022 alum-
ni, and final monitoring data from the 2023 cohort that
graduated on the 31st of January 2024.?” This case
study provides insights and answers to pertinent
questions around:

* Notable successes.

e Challenges faced and key factors to note as we
move forward.

* Lessons from the past four years.

® The value of investing in social change for
funders, sponsors and partners.

* The value of collaborative partnerships and ac-
tions between CSOs.

We collected data and engaged with 25 participants®
through:
* Kils with 10 high-level stakeholders (funders,
board, partners),
e KllIs with six Sparks from the 2021 — 2022 cohorts,
» five survey responses from the 2021 — 2022 co-
horts, and

* a FGD with four Sparks from the 2021 — 2022
cohort.

To gather insights on programme reach, we asked par-
ticipants how they heard about Sunshine Cinema. Re-
sponses showed four main channels:

e social media (60%),

e word-of-mouth (20%),
e community events (16%), and
® partnerships (4%).

The social media communication strategy was co-de-
veloped by Dr. Emma O’Shaugnessy, a former adver-
tising agency executive, with support from Nontokozo
Sibanyoni, a former Spark graduate and now Sunshine
Cinema media coordinator. The underlying assumption
is that an expanded social media presence for Sunshine
Cinema leads to effective recruitment and retention of
suitable Spark Impact facilitators and an increased ex-
ternal enrollment for the University of Cape Town (UCT)
Impact Facilitator Course (IFC). We have observed an
increasing interest in the UCT course within the ex-
tended Global Impact Producers Assembly (GIPA) net-
work and the rise in sign-ups every year. The Hootsuite
analysis validated this, with continuous growth from
quarter to quarter since 2021, and a particularly rapid
surge from 2022 onward (see Table 1).

The underlying assumption, that an expanded social
media presence is crucial for effectively recruiting suit-
able Spark Impact facilitators and increasing external
enrollment for IFC was proved during the funding pe-
riod. From the 2021 communication key lessons, the
growing strength of our social media footprint suggests
improved communication with our online audience
and aligns with our organisational growth. This know-
ledge helps us ensure we are reaching the intended
participants and adapting our communication strategies
accordingly.

SPARK IMPACT SUCCESSES

When we asked the case study participants what the
notable successes were, the below opening remarks
from our main funder landed as a positive motivation
for the work done to date. While the case study results
pertain to Spark Impact, implemented in partnership
with UCT in South Africa and not our broader work in
the SADC region, it is vital to reflect on where it all start-
ed (see following page):

26: This internal case study will complement the external evaluations commissioned by funders. It aided in documenting learnings for fundraising purposes in 2023

as we concluded the pilot phase.

27: The organisation self funded this internal case study with limited financial capacity for in person site visits, and audience interviews.
28: To maintain anonymity, identifiers such as gender confirmations were not included in the guiding tools or survey questions.

PAGE 13



Sunshine\“

3 NCinema INTERNAL CASE STUDY

"Sunshine Cinema was successful before the Spark Impact pilot: The founders managed to do quite a bit
of work and expand their work across Southern Africa.?’ Funding received in the last three years can be
highlighted as the main notable growth, also screening in disadvantaged communities, involving other

partners and reaching a bigger audience.”

- Cheryl Jacobs, ESquared*®

AN -IN Kl HOOTSUITE MEDIA ANALYSIS TO CONFIRM SOCIAL MEDIA PRESENCE

. Total Post Total Impressions Total social media
Timeframe Total Posts Engagements (Posts Iandinr; on different SA followers foIIowing across
gag & fans
(Comments, Likes and Sharing) users’ feeds) accounts
2021
(AN - DEC) 935 7 383 21022 N/A 13 800
UARLDEC) 740 1.1 million 12.1 million 4 500 15 000
2023 2030 3.9 mill 4.1 milli 7 000 18 000
(JAN - DEC) .9 million .1 million

5
Spark Impact Model Works {‘5

Our model enables young people to learn skills and
embark on entrepreneurial training; improving their ac-
cess to varied gig work opportunities. The time invest-
ed in building the model was necessary to ensure that
Sunshine Cinema was self-sustainable in the long run.

Al

Cheryl Jacobs, head of social entrepreneurship at
ESquared Social Investments, said another key success
has been the team’s willingness to change and adapt.
She said that team growth occurred as a result of the
leadership perspective of the co-founders. They were
able to attract the right kind of talent to come alongside
and work towards the desired objective.

They also allowed “the model to be poked, prodded
and started over to co-create it for a more holistic of-
fering that has a number of beneficial partnerships and
impact touch points.”

Recruitment is Effective :/G?

The Recruitment Strategy for the Spark Impact
facilitators has been effective. As mentioned, previously,
we have a 92% retention rate, and for ESquared as the
main funder of the pilot phase, this is value for money.
Jacobs from ESqured noted:

"The recruitment of young people is such a
responsible and intentional thorough process. It
yields success visible through the retention rates
compared to other entrepreneurial pilots.”

29: Film Impact Tours

9 9.(“;.‘9
__-loﬂoaeﬂ
UCT Course Adds Weight n .t

The introduction of the structured UCT course and the
certification awarded to Spark Impact facilitators who
graduated was another major win.

According to Mofenyi Kgamane, one of the longest
serving Sparks “The UCT course certification gave the
ambassadorship weight. In comparison to the 2018
ambassadorship.” Mofenyi notes the 2018 interaction
with the programme as touch-and-go, “We did not
have much equipment. Our Sunbox did not have the
things they have now, and we did not have the solar
panel. For us it was just the basic items, the projector,
speakers.” This was confirmed by a 2022 Spark,
Nthabiseng Magosha: “We can think about a film that
is very complicated, but in a way that anyone can really
understand. We can relate because of the Spark Impact
Programme and UCT course.”

Learning Endures

One of our outreach partners interviewed, a UNICEF
representative noted that the programme comes with
extra elements of learning for everyone involved:

"It's peer driven, with young people at the core
and they act as influencers to their own opinion
and as mentors to their peers. Sunshine Cinema is
already ensuring that young people are left with
something, it's not just a once-off offering, they
are left with skills they learn in the UCT Course
that they need to continue the work.” (
|

30: The Spark Impact Programme is largely funded by ESquared alongside support from Investec Legacy Wealth Fund, Nedbank, K Period and Perspective Fund.
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https://sunshinecinema.org/film-impact-tours/
https://www.esquared.org.za/fund-offering/#social
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Screenings Break the Silence

During the FGD, there were various shared perspectives
among Sparks of what happens when they screen im-
pact films in their communities. Some of these insights
included the communities viewing the screenings as a
chance to amplify their voices and as a safe space to
address issues that are affecting them.

"Film screenings opened a safe space in my
community, people are now more open about the
issues they face. Especially GBV, the screenings
broke the silence around social issues perpetuated
by social norms. The impact is communities
rethinking issues that have been normalised. For
instance, issues of co-parenting, where young
women might feel entitled to denying men access
to see their children due to the inability to
contribute financially. It may be deemed culturally
fit for certain villages and families, but impact
films screened have been key to highlighting
how emotionally damaging it is, especially with
unemployment in South Africa being high.”

- Focus Group Discussion

HOW DO WE DO IT?

The recruitment strategy is based
on a referral system across partner or
vision-aligned organisations before
opening the call to a wider audience
across our online platforms.

The process to select Spark Impact facilitators and the
high retention rate can be attributed to our rigorous
and thorough selection process. This ensures that we
only recruit candidates who are passionate about social
change, media and activism. All team members are in-
volved in the process of reviewing the applicants who
complied with all the steps of the application process.
Candidates undergo a telephonic interview with the
programmes director and youth coordinator. The final
selection committee includes key members of the or-
ganisation and board, carefully reviewing and selecting
the 20 Sparks who will participate in the Spark Impact
Programme. The expertise of the board, programmes
director and youth coordinator, who engage with
Sparks throughout their 10-month journey is instrumen-
tal in making the final selection. This attention to detail
ensures that we have a highly engaged and motivated
cohort, leading to a high retention rate.

PAGE 15
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"By providing both the hardware, software
(camera and laptop and whatever else is
needed [data]) for young people to access
gig work, you offer them a choice to explore
between sitting at the building and having a
boss, or choosing to be their own boss and
finding opportunities to earn income.”

"The greatest win is seeing the increase in
confidence of the Spark Impact ambassadors:
Their aura changes, the increased confidence
and mental health. How the programme gives
them the sense of owning their own lives,
with the little bit of help from people who
believe in them, they go on to achieve things
beyond their wildest dreams.”


https://sunshinecinema.org/the-spark-impact-programme/#spark-2021
https://sunshinecinema.org/the-spark-impact-programme/#1685524078179-5a670709-2401
https://www.inclusivesociety.org.za/post/advancing-towards-the-south-african-welfare-state

TABLE 2:
GIG WORK EARNINGS ACROSS THREE SPARK IMPACT COHORTS

TARGET EXCEEDED BY R201 607 (101%!)

R401 607

TARGET EXCEEDED BY R173 110 (87%!)

R373 110 R364 100 TOTAL: R737 210

TARGET EXCEEDED BY R93 375 (47%!)

R293 375 R165 580 TOTAL: R458 955

SPARKS IMPACT CHANGE




NONDUMISO MADLALA

SPEAKING OUT AGAINST GBV WITH POWERFUL FILMS

"Sunshine Cinema has really changed, not only

my career, but my thinking capabilities as a
filmmaker. I've learned so much from doing impact
screenings, about people, my community and even
about myself... | have also grown when it comes
to the distribution/marketing part of it. It has
the advantage of being a solar-powered cinema
network. The ability to reach rural areas and
marginalised parts of the world to screen without
electricity.”

"My community saw screenings as a new medium
of conveying messages. It became easier to break
the silence during the screenings, it was a safe
space to share what people are going through and
how crime was affecting them.”

ATy

T N
N
\)

unicef ¢
-ARTLINES

THE CENTRE FOR VALUES PROMOTION

, this is where the GBV meeting was held.
ncils and the community. Imbizo also highlights people’s concerns and griev-

Sun shin "’
Yinem,

#SPARKcony o,



https://www.sabcnews.com/sabcnews/inanda-police-station-in-kzn-leading-countrys-murder-rape-cases/
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SUCCESSFUL

IMPACT CAMPAIGNS

Active Citizenship Campaign:

From November 2023, Sunshine Cinema’s gig work- Gomg into communities with

based screenings are aimed at increasing voter regis- Spark Impact facilitators to screen
tration and improving civic education for the upcom-
ing 2024 elections. This initiative is co-funded by the
Oppenheimer Memorial Trust, Investec private wealth to them falls under edutainment.
trust, and RAITH Foundation. This campaign promotes
inclusive communities and active citizenry by enhanc-
ing the participation of youth voters in rural and peri-ur- information coming at them, they
ban areas. This campaign is rolled out in five provinces:
KwaZulu-Natal, Free State, Eastern Cape, Mpumalanga
and Northern Cape. To date 46 screenings have been they are seeing up there. The
conducted focused on mobilising eligible voters to reg-
ister before the 23rd of February, while the remaining
screenings are focused on improving youth voter turn- can inform young people but
out on the 29th of May 2024.

films to young people that relate
It's not boring flyers, with just
can actually identify with what

success lies in the fact that you

also engage them in discussion.

Spark Impact Extended Programme You get to hear them in the
with the National Film and Video discussions that follow.”
Foundation (NFVF)/Presidential
Employment Stimulus Programme
(PESP) Fund:

- UNICEF representative

The initiative with 134 screenings reached a total of
5 035 audience members. It focused on impact facilita-
tion, monitoring the value of Sunshine Cinema’s screen-
ing events in shaping the informal economy in various
marginalised communities. This gig work opportunity s
for graduates funded by NFVF/PESP revealed the im- L
portance of tracking and monitoring the community

benefits of hosting impact film screenings. It's not only

our Spark Impact facilitators who benefit and earn from

Sunshine Cinema outreach programmes, but commun- " :
ity members as well. For example, food and drink ven-
dors can also earn income at the screenings.

UNICEF - Engaging youth through
film screenings:

In partnership with UNICEF, we held 33 screenings
reaching 1 571 audience members. The aim was to sup
port the social and behaviour change unit in prioritiss:
ing communities through youth-led film screenings a
dialogues to promote knowledge on social and struc-
tural determinants of health for COVID-19 prevention
and vaccination from November 2022 — March 2023.

PAGE 19


https://drive.google.com/file/d/1zlM9BUdqsHFIPTmIXX9j4nMnd3HJ2xqu/view?usp=share_link
https://drive.google.com/file/d/1zlM9BUdqsHFIPTmIXX9j4nMnd3HJ2xqu/view?usp=share_link
https://www.thepresidency.gov.za/president-ramaphosa-announces-2024-general-elections-date
https://www.unicef.org/southafrica/blog/engaging-youth-through-film-screenings
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MA JOR LESSONS LEARNED

All lessons learnt from 2021 and 2022
were used to train cohort 2023 Sparks
and this yielded positive results. Here
are five of the major lessons:

1. Gig Work is Crucial: To ensure the sustainability of
the programme, we realised that youth not only had to
be taught entrepreneurial skills, but they actually had
to practise them. Our gig work model was introduced
in 2021 and it is from this point that our programme
really took off. Sparks gained soft skills, digital liter-
acy, communication, and problem-solving skills, while
leveraging the gig economy and their digital starter kits
to secure freelance project-based work. This enables
youth in the Spark network to earn income while gain-
ing valuable practical skills and experience.

2. Sparks Need Training on Customer Interaction: In
2022, one of our lessons in relation to gig work from the
2021 cohort was that Sparks struggled with approach-
ing clients, as a result, their first months of gig work
were not very strong. We resolved to address this in
their Bootcamp training with masterclass sessions on
identifying pitch tactics and unique selling point strat-
egies in how they market themselves and their brand.

3. Knowledge Distribution is Key to Achieving So-
cial Equity: While communities have actively shared
their ideas, there are traces of misinformation and dis-
information not aligned with the needs, backgrounds
and capabilities of South African citizens that perpet-
uate stereotypes and create further despondency. The

younger generation is aware, keen to see change and
ask questions to learn new things and be better in-
formed on the history of this country. Through conver-
sations arising from the Active Citizenship film screen-
ings, the generational gap was evident as old people
tend to be more bound by cultural beliefs.

4. Mental Health is a Priority: In the context of glob-
al economic recovery and skills development, de-
veloping countries like South Africa face significant
challenges. The impact of COVID-19 on young people
was profound, with issues like mental health, imposter
syndrome and load-shedding affecting them simultane-
ously. The Spark Impact Programme aims to provide a
safe space for development, offering support and ac-
countability. These common issues are addressed for all
Sparks, but individual social issues also influence their
active participation in the network. Moving forward, we
plan to monitor each Spark’s progress bi-annually, track-
ing their gig work earnings or career shifts, and assess-
ing their overall mental well-being after completing the
10-month training.

5. Sunshine Cinema Contributes to Various Econo-
mies: Spark’s gig work with NFVF/PESP highlighted the
value of Sunshine Cinema’s screenings contribution to
the informal economy in marginalised communities.
Since March 2023, with the integrated approach to gig
work, we have learnt there is economic activity with an
average of three community members to produce a
quality screening (caterer, venue etc). Therefore, Sparks
expand the pay-it-forward model as investment is made
back into their communities.

AV-\-14 3 INFORMAL LIVELIHOOD JOBS CREATED

Informal jobs MAR APR MAY JUN
created
TOTAL AMOUNT
i o e R7 941 R3 063 R150 R8 423
TOTAL AMOUNT
i) s R2 105 R2 350 R500 R3 520
TOTAL AMOUNT
paid for Transport R710 R2 410 R800 R4 278
TOTAL AMOUNT
paid for Screening  R1 306 R3 500 R700 R5 790
Assistants
TOTAL
per month R12116 R11323 R2150 R22011

JuL ocT  NoOV DEC JAN Totals
per job
R6430 R570 R7972 R3585 R1461 R39595
R2300 N/A  R3400 R3400 R300 R17875
R1505 R450 R1750 R200  R200 R12303
RA915 R700 R2500 R3585 R7500 R30550
R15150 R1720 R15622 R10770 R9 461 R100 323

To date, 112 informal invoices have been recorded, with an average or R898 per job, and most of these informal

suppliers have been paid over three times.
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KGABO REJOYCE
LEGODI

CLIMATE JUSTICE CHAMPION FROM RURAL LIMPOPO

"When unpacking climate related social issues, films like Thank You for The Rain, My Octopus Teacher,
Sisters of the Wilderness always land with the audience and help in Sparking Conversations. Sunshine
Cinema skills and the facilitation course offered in partnership with UCT landed me in Geneva at the
Science Summit, an overwhelming and exciting opportunity that | still reflect on to date.”

"The security measures were nothing |
experienced before, but | learnt how ethics
becomes a huge part when reaching such
participants to ensure their identities are safe.
We were searched going in and going out.

At Sunshine Cinema, we believe
‘the world has enough sunshine
(Solar power) to support
information equity’ hence our
approach to use the solar-powered
cinema approach to promote active
citizenship and green energy
dialogues.”




THE AUDIENCE SPEAKS

"The Bootcamp is critical and gives each new
cohort an idea of things they’re going to face.
From different people to different personalities,
the facilitation shows you how to articulate
yourself in a situation where audience members do
not understand the message.”



https://www.youtube.com/watch?v=psWQ0ZfZbHk&ab_channel=MakhuluMedia
https://www.youtube.com/watch?v=pwdW6sH5zF4

-
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CHALLENGES FACED

DURING THE PILOT PHASE

Growing organisations typically face a number of foreseen and unforeseen challenges when piloting a new social
change intervention. We have limited resources and need to explore all possible options to ensure Sunshine Cine-
ma continues investing knowledge and skills to empower youth as confident active citizens, generating economic
opportunities while they contribute to building stronger inclusive communities. Case study participants noted the
following challenges, some known to us with ongoing activities (fundraising) working to resolve them, and others
were a blind spot that we commit to paying attention to in the next months, as we conclude the pilot phase and

implement outreach programmes in the pipeline.

KNOWN CHALLENGES

“Financing is always going to be the highest priority
because money sustains it all”: The challenge is find-
ing consistent funding.

“Dependency on availability of funds to retain Sun-
shine Cinema services for partners is a challenge™:
We have lost valuable partners along the way due to
funding constraints. We would ideally like to retain part-
ners, but nothing is guaranteed.

"Heavy Workload": Attending online classes and jug-
gling online assignments gets overwhelming for some
Sparks. One option is adding another month to make
sure sufficient time is given, people understand what
is required, and know what they must do. Another sug-
gestion is giving the new ambassadors a scope saying
what they are going to do in each quarter (e.g. three
master classes), which allows them to mentally prepare.

“Language barriers can reduce impact of film screen-
ings”™: It can be good content but English as the medi-
um of most films in the Facilitation Guide is restricting.
While Sparks summarise in English at the end of the
screening, this creates discomfort.
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BLIND SPOT CHALLENGES

We need to pay more attention to needs analysis: We
are learning communities evolve and self-identify their
new needs with the Spark Impact facilitators. This could
be after an outreach project catalogue and community
mapping task has been completed. For this reason, we
are becoming flexible to accommodate content aligned
to social challenges and needs of each community. We
work together with Sparks to help them explain that
the themes we work on are intersectional.

Sparks need to be constantly monitoring and engag-
ing to understand impact in communities: This will
help in terms of understanding the priorities and the
key community stories that need to be amplified to en-
sure maximum impact. Sparks feel working on this will
help them to be accountable and become part of the
solution in their own communities.
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RECOMMENDATIONS

TO KEEP SPARKING CHANGE

Moving forward, the case study participants offered important recommendations for sustaining and expanding the
programme’s impact. In addition to the findings of this case study, as a learning organisation, we constantly gather
feedback from our stakeholders. The whole team is committed to understanding how we can improve and adapt.

Do Not Underestimate the Cost of Marketing: Ac-
cording to Cheryl Jacobs from ESquared the Sunshine
Cinema team can improve by not underestimating the
cost of marketing the programme. The current team is
stretched, but they can seek a solution for advancing
marketing. In our discussion Jacobs stated: “There’s
a need to have an active team building a pipeline for
a programme like this. Tracking students and telling
those impact stories on how they are using the train-
ing, that can increase paid sign-ups.” She suggested
crafting out a marketing solution for groups or organi-
sational discounts. Bursaries are also an option for ad-
vertising purposes. She added: “One can look at this
from a corporate level and say this is valuable for us
and then send staff [for training] as they identify this as
a valuable tool for M&E staff to tell an organisation’s
impact stories differently.”

More Strategic Marketing: \WWhen producers are mak-
ing the film, they shouldn’t wait until the film is finished
to start talking to audiences. There should be impact
campaigns beforehand in relevant communities and
engagement through the Sunshine Cinema distribution
network. Screenings should be advertised in advance,
maybe three weeks before using different mediums,
posters and social media. Word-of-mouth and interact-
ing with your potential audience as well as door-to-door
marketing are effective communication strategies.

Broaden the reach of the UCT Impact Facilitator
Course: Sparks believe it would be advantageous to
open the course to other institutions since there is such
a great need for young people to tap into the space of
activism and impact facilitation. One Spark says: “Even
if someone does not want to pursue impact facilitation
as a career, they must look at it as a skill that will help
them during tough times, and enable you to achieve
whatever you want in life”.

Spark Impact facilitators need to take ownership of
the network: One of the long-term stakeholders who
participated in the case study noted a need to “Build a
cohort of youth that over time will co-hold the work of
Sunshine Cinema when funding is scarce to achieve the

vision.” He says that young people are naturally in tran-
sition, from education to work or education and work
at the same time, trying to figure out what they want to
do. “Sunshine Cinema is a moment in their lives, but it
could be five years of their lives if there was a different
kind of funding structure to support it.”

Sunshine Cinema has adopted a transformative
approach to sustain the model, contributing to the
high retention rate. Our organisation relies on the
commitment of Sparks as key participants to stay
dedicated to the work. This entails involving Sparks
in certain structures and broader employment posi-
tions to provide valuable insights that strengthen the
learning organisation model. These positions include:

A three-month data capture contract:
Recruitment ongoing, 2023 cohort
Part time MEL assistant:

Refilwe Chiloane, 2021 cohort

Podcast editor (part-time):

Mofenyi Kgamane, 2018 & 2022 cohort
Communications Coordinator (full-time):
Nontokozo Sibanyoni, 2021 cohort
Board member:

Mbali Ntuli, 2021 cohort

Part-time content creator:

Sibusiso Mnisi, 2022 cohort

The success of the Spark Impact Programme is influ-
enced by recruiting a high calibre of Spark Impact fa-
cilitators who are socially aware and committed to
participation. Additionally, partnerships with other
key contributors to social change play a crucial role in
achieving our vision of supporting youth to become
active citizens; generating economic opportunities
and building stronger inclusive communities. The con-
firmed income generation of R1 650 394 through gig
work from April 2021 to January 2024 confirms a pos-
itive trajectory of how we can approach the scaling up
method as we conclude the pilot phase. An average
earning power of R27 507 for each graduated Spark
means they can earn a minimum of over R2 500, a 40%
increase from the initial target of R1 500.

37: In the future evaluation, in an impact study, we will endeavour to understand where the graduates are at after five years.
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LIMITATIONS

The case study faced some unforeseen challenges, as did the drafting process. Capacity constraints and delays in
funding sourcing extended the expected case study timeline.

e Budgetary constraints limited our ability to conduct on-site observations and
gather additional information from the communities where Sparks are situated.

e The building of the MERL and Knowledge Management Systems (KMS)
has been ongoing, and we are still in the process of securing and centralising
institutional knowledge.

* We depended on short audio interviews to understand the contribution
of the programme and key lessons for audiences. This prevents us from
providing concrete evidence of the pilot's outcomes for audience members
and communities, we have only presented their key takeaways and knowledge
gained during screenings.




MORENA MOFOKENG

INDEPENDENT FILMMAKER AND DIGITAL ENTREPRENEUR

"It was tough and challenging, to gain gig work
and be in the space of economic development
within my community. Securing gig jobs and

screening venues came with poor communication,
sometimes ground partners didn’t take my
proposals seriously.”

"“Before | trained at Sunshine Cinema, | was

a freelance filmmaker and struggling to make

a regular income. When | learned about gig

work, | started doing social media marketing for
small businesses, things like product ads and
promotions. | also did photo shoots and some film
gigs as a PA.l am now able to earn about five
times more than before!”
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CONCLUSION

Sunshine Cinema’s impact on South
African communities through the
2021-2023 pilot of the Spark Impact
Programme is evident and promising.
Throughout the pilot phase, Sparks
generated a cumulative revenue

of R1 650 394. This is indeed a
comprehensive initiative designed

to empower and uplift South

African communities by addressing
unemployment and fostering economic
growth. Our approach comprises
various outcomes and sub-activities
aimed at creating a sustainable and
transformative impact, building on

the implementation lessons of the
Spark Impact Programme and impact
campaigns that have nurtured a robust
internal monitoring and evaluation.

The focus is not only on addressing unemployment but
also on creating a platform for young South Africans to
become skilled social actors, fostering understanding,
empathy, and sustainable change within their commu-
nities. This holistic approach goes beyond traditional
employment, empowering individuals and transform-
ing communities for a more inclusive and prosperous
South Africa. Internal efforts to build monitoring sys-
tems for accountability and reporting continue, while
recognising the need for further independent monitor-
ing and evaluation, along with annual audits, to ensure
transparency, accountability, and adherence to the pro-
gramme'’s goals.

Since 2021, the strategic focus on digital tools, media
and gig work has empowered upskilled youth to build
portfolios and participate in the global market. In 2024
we are recruiting 20 new trainees, while working with
our growing network of graduate Sparks as freelance
impact facilitators for campaigns. The successful strate-
gic focus on social media and marketing is illustrated by
significant growth in visibility and engagement, lead-
ing to new fundraising leads and opportunities. The
UCT Impact Facilitator Course is progressing well, with
Sparks engaging in modules focused on film screening
events and social change theory. Challenges such as in-
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ternet connectivity are being addressed, and efforts to
secure a data sponsor are underway.

Gig work is a cornerstone, with Sparks exceeding their
annual target, showcasing the tangible impact on in-
come generation and skills development. Notable suc-
cess stories include ventures into virtual counselling,
equipment leasing, and business start-ups. Sparked
Conversations through impactful film screenings have
reached diverse audiences, sparking dialogues on cru-
cial issues. Looking ahead, the Sunshine Cinema team
is poised to integrate lessons into 2024-2025 plans,
remaining committed to empowering South African
youth and fostering social change. The success of the
programme underscores the transformative potential
of combining media, entrepreneurship, and social im-
pact for lasting change in communities



Daniella Horwitz
@tamsin.lotz@gmail.com I am embarassed to say that the conclusion needs a full stop at the end! Please insert full stop
after communities
to read: change in communities.


Intermediate Outcomes

Primary Outcomes

Trained
uates eam
ne in the

industry.

Community
members access
affordable
digital marketing
services from
Spark Impact
ambassadors.

: New narratives
agiiee that promote
citizenship

that tes

inclusive
communities and
behaviour

communities. change.

Impact facilitators are hired
as grassroots consultants
on outreach campaigns to

earn income through
partnerships with
Sunshine Cinema.

Communities have increased
knowledge on issues of
demaocracy, media, gender,
mental health, climate change
and conservation

Spark Impact trainees

graduate as Impact facilitators
with digital marketing starter
packs.

v

Spark Impact
trainees utilise
the equipment
and training to
unlock gig work

opportunities

and monthly

Spark Impact
trainees become
skilled social actors
with increased
knowledge in
audience
engagement and

Free public solar-
powered screenings of
impact films are
hosted in peri-urban &
rural communities to
facilitate audience
engagement and

Impact investors, sponsors,
impact filmmakers, national
and International NGOs
partner with Sunshine
Cinema to use the mobile »
solar-powered cinemas to
achieve their social and
development abjectives.

Solar-powered
mobile cinemas
are loaded with
African films and
digital marketing

starter packs.

stipends. dialogue facilitation. dialogues.
Film |m|uwy- 1. Promote
= : Sunshine Cinema within the
Spark Impact Spark Impact trainees attend 10 months Global South film industry.
trainees are of virtual digital marketing 2. Secure relevant content ata
recruited and entrepreneurship masterclasses, and a 6- ce
Ial.iﬂd'lad throu thé moﬁth Cﬂmfﬂd 1rn Pact faCl[lta on COUTEG g;‘assmtﬁ ma;keﬂntg and |n-|pa¢t

Bootcamp Training. with UCT Film and Media.

‘producing.
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Total Income Generated i P ——
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through Gig Work from The Centre for
" Film & Media
April 2021 to January 2024 yhde
i
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PARTICIPANT

hello@sunshinecinema.org

national film snd video foundatior
BT AFRCA

" d ]
Moleskine
Foundation

FirstRand
A private client foundation S

administered by:

& Investec

487 free public
solar-powered
cinema screenings
from August 2021
to January 2024,

engaging

15 603 audience
members. %

79% Retention rate @ Reaching 53 peri-urban and rural regions in South Africa


Daniella Horwitz
Is one of the sponsors a private client foundation administered by Investec? I think one could read it as K-way being the private client foundation? To avoid confusion, I would put perhaps put it next to Investec - or did the the foundation specifically request this placement? @sydelle@sunshinecinema.org


