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We are honored to be hosting this the 30th anniversary gathering of INPUT, and I am very pleased that the conference organizers asked me in my capacity as Chairman of the Global Media AIDS Initiative (GMAI) to convene a special part of the INPUT program focusing on efforts by broadcasters around the world in combating the HIV/AIDS epidemic.      I am sure that most of you are well aware that sub-Sahara Africa is the region worst affected by this epidemic. And consequently, broadcast companies across Africa have forged an historic coalition to increase and reinvigorate HIV/AIDS-related broadcast programming.  I am delighted to welcome representatives of the African Broadcast Media Partnership Against HIV/AIDS with whom we have jointly organized today’s program.   I also want to recognize the distinguished program participants and to thank you all for your participation, interest and support. 
As this country’s public broadcaster, the past two decades have represented a period of historic transformation at the SABC.  We’ve covered some of the most compelling events in the history of this country – and indeed, the world – over the past 15 years.  And, as the global media landscape has shifted, we too have witnessed a transformation in the way our audience consumes our content. 
But, while we’ve seen many advances in our country’s social and political development, we’ve also faced one of the world’s most devastating challenges – HIV/AIDS.  South Africa has more people living with HIV/AIDS than any other country in the world, with an estimated prevalence rate of some 30%.  The impact of the epidemic is felt across every sector of our society and is an enormous burden on health and other social services across our country.  The debilitating and impoverishing impact of the epidemic is one of the main stumbling blocks in the development prospects of most African countries and it could therefore not be more appropriate that the opening session of INPUT in Africa focus on this issue and what you, as broadcasters, can do to respond to this international scourge.

The statistics are sobering, of course.  Thirty-three million people infected.  Over 20 million dead.  An estimated 10 million AIDS orphans in Africa alone. Another person infected with HIV every 8 seconds.

But it’s not just the numbers that compel us to action.  Instead, it’s the story of a friend who has tested positive for HIV.  It’s the story of a mother who has lost a child to AIDS.  It’s the neighbor or relative who is struggling with the side effects of a difficult anti-retroviral drug regimen.  These experiences – these stories – connect us to HIV and remind us that we’re all affected by this devastating epidemic.  These are the stories that you, as broadcasters, can share with your audiences.
As Chief Executive of the South African Broadcasting Corporation, I feel compelled to use the power of our channels to raise awareness about this disease, promote prevention, treatment and care, and to help combat stigma and discrimination against South Africans living with HIV and AIDS.  For over a decade, the SABC has made HIV/AIDS a corporate priority, and we’ve put the full creative and technical resources of the corporation to work to fight HIV/AIDS.  I’m especially proud that, last year, the SABC helped to develop Imagine Afrika – the first continent-wide reality program that’s focused on HIV and related issues.
While my country is at the center of the global HIV/AIDS epidemic, no region of the world is immune from this disease.  It is, therefore, especially important to recognize the unique role and responsibility of broadcasters to leverage the communication power of our media platforms to fight HIV/AIDS.

In January 2004, former UN Secretary-General Kofi Annan convened the world’s leading broadcast executives to focus attention on the media’s pivotal role in the fight against HIV/AIDS. At that event, media companies from every region of the globe pledged on-air resources and creative talent to raise public awareness about HIV/AIDS in each of their countries. 

Since its launch at that historic Summit, the Global Media AIDS Initiative – or GMAI – has mobilized more than 300 media companies worldwide to join the fight against HIV/AIDS.  GMAI members have contributed hundreds of millions of dollars in airtime to disseminate AIDS awareness messages.  And, important new coalitions of media companies have emerged in Africa, Asia-Pacific, Eastern Europe, and the Caribbean – in which participating broadcasters are developing original programming and sharing resources.  
In 2006, Secretary General Kofi Annan invited me to chair the GMAI, in part, to mobilize the broadcast media across the developing world in response to HIV/AIDS.  I was proud to accept this responsibility – in part, because I am so passionate about our role as media companies in response to HIV/AIDS.  
The bottom line: HIV/AIDS must become part of our core business model.  That’s not to say that we have to forget about our other objectives as broadcasters.  Quite the contrary, we must be creative in our work to ensure that integration of HIV/AIDS programming adds value to our other core objectives and builds our audience.  And, we must develop innovative and entertaining ways of integrating HIV/AIDS themes and messages across our programming platforms.
As you will learn today, HIV/AIDS is not just an issue for your evening news or your weekly health program.  Sure, you can produce an impactful documentary on HIV/AIDS, but you can also make an entertaining sitcom that deals with the issue.  You can include an HIV-positive character on a popular soapie to begin breaking down stigma and stereotype.  You can do an interactive talk show with young people, or a reality series like the one we’ve just launched across Africa – Imagine Afrika.   And most importantly, HIV/AIDS is not just a health issue.
Your challenge is to find creative ways to connect your audiences, especially young people, to this issue in a way they can understand and relate to.   You must make AIDS personal.   And, good HIV-related content must also be reliable, accurate, and connect audiences to local resources. 
Today, more than 300 companies world-wide have accepted the GMAI’s call to action, contributing significant amounts of programming content and creative resources to this issue.  And they are making a difference from “breaking the silence” on HIV/AIDS in Russia; to driving unprecedented levels of HIV testing in the Caribbean; marshalling the muscle of broadcasters across Asia to combat emergent epidemics in that part of the world including India and China; and in the US and Europe, media continues to play a critical role in engaging the public and sustaining public support for HIV/AIDS-related funding globally.
And, finally, here in Africa, over 50 broadcast companies from across the continent – many of whom are here today – have joined forces to create an historic partnership in response to HIV/AIDS.  Each of our companies has committed  a minimum of 5% of daytime airtime (or roughly an hour per day) for HIV-themed messaging.  This represents, by far, the single largest commitment of broadcasters to any social issue in the world.

I’m proud of our united response, and of the compelling programming that’s being in response to the GMAI.  Let’s take a look at some of the highlights from around the world…
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There is no question that media is a powerful tool for changing the course of HIV/AIDS.  We’ve achieved a great deal, but we must not become complacent in our response.  That’s why I’m especially proud that the GMAI, together with the African Broadcast Media Partnership Against HIV/AIDS, has convened today’s sessions.  This will be the first time INPUT has dedicated an entire day of its semi-annual gathering to focus on a specific health challenge.
As many of you will be returning to South Africa for the 2010 World Cup and before that, at the 2008 Beijing Olympic Games – I urge you to use these occasions to communicate with your viewers about the scourge of HIV/AIDS.  African broadcasters have already committed to ensure that HIV/AIDS is a core aspects of 2010-related programming.  I hope others around the world will follow this example.  I fundamentally believe that sport on our continents can bring us together to realize the possibility of an HIV-free generation.

I want to extend an invitation to all of you to join the Global Media AIDS Initiative and mobilize your media resources to fight this disease.  You can learn more about the GMAI online at www.thegmai.org.  There, you can view digital programming from around the world, and find tools and resources to help you, and your staff, to expand your company’s response to the epidemic. 
Whether it’s sports, news, or entertainment programming, the key to effective HIV communication is to be reliable, accurate, and innovative.   Make this issue personal for your audiences.  Incorporate HIV-themed content across your programming schedule.  And, be BOLD in your response – don’t hesitate to take risks. Remember, your response can literally save lives.

Thank you, and again welcome to Johannesburg.
