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ABSTRACT 

The aim of this study was to analyse the role of media advertising in 

moral degenerations of the youth. The problem of advertising has been 

in existence for long in Uganda, despite various measures taken by the 

Uganda Government and various NGOs to end these problems. The 

study sample is based on respondents from St. Balikuddembe market 

in Kampala city. The selected sample includes businessmen and 

workers; it comprises the male and female. 

Data were collected through quantitative and qualitative methods. The 

researcher tried to find out the effects of advertisement in moral 

degenerating of the society, the youth in particular. 
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CHAPTERONE 

1.0 INTRODUCTION 

The effects of media advertising are not a recent phenomenon, rather a 

familiar one to almost everyone, being the academician to politicians or 

ordinary citizens. The phenomenon of advertising is one of the major 

challenges facing all countries worldwide regardless of their level of 

development and ideology. Walking around, in most streets of African cities, 

different advertising display in form of billboards, posters and other forms of 

displays are visible. 

In Africa, Uganda in particular, the number of advertisement is increasing day 

after day. Radio stations, Televisions, Newspaper, Magazine and Internet are 

being used for advertising. These adverts are associated with moral decay of 

the society especially on the youth who are in most cases affected by adoption 

motivations. Factors that accelerate the problem moral degeneration among 

the youth is due to social, economic and cultural although the magnitude of the 

problem tend to vary across countries because different societies have different 

cultures and problems. 

In most cases it is the societies that corrupts the youth and leads them astray 

due to its nature of social, political and economic operations. 

There is no single definition of advertising. Various scholars have attempted to 

define it differently. Advertising is the communication of information about 

goods, services, or ideas through various media, usually paid for by identified 

sponsors, to groups of people .usually to persuade a segment of the population 

to buy goods, use services, accept ideas, or otherwise change their behavior. 

Advertising is the one with the most flexible and creative of the marketing 

communication tools. Almost every company uses it. The goals of advertising 



vary by firm and it can be used to solve a number of marketing communication 

problems. 

Still advertising is of the very essence of democracy. An election goes on every 

minute of the business day across the counters of hundreds of thousands of 

stores and shops where the customers state their preferences and determine 

which manufacturer and which products shall be the leader today, which shall 

lead tomorrow. 

Advertising is the non personal communication of information usually paid for 

and usually persuasive in nature about products (goods and services) or ideas 

by identified sponsors through various media. 

Another scholar said that, advertising is art and sole of capitalism. It captures 

a moment of time through the lenses of commerce. Reflecting and affecting 

our lives, making us laugh and cry, while simultaneously giving traction to the 

engine that propels this free market economy forward into the future. 

Advertising plays different roles in the society as follows :-

• To identify the product and differentiate it from others 

• To create awareness of the product and to identify its 

location of sale and its features 

• To induce consumers to try the product and suggest its reuse 

• To stimulate the distribution of the product 

• To increase sales 

• To build value of the product, brand and its royalty. 
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• To increase the product use 

• To lower the overall cost of sales. 

• To keep a head of the competition 

• To announce a sale or special offer 

Therefore, today advertising as a communication process, a marketing process, 

an economic and social process, a public relations process, or information and 

persuasion process. 

Advertising involves expenses but when the cost of advertisement is compared 

with the cost of other ways of approaching a mass of a prospective customer, 

advertising is a relatively less expensive method. 

• Advertising makes prospects aware of the product and its 

brand 

• It helps selling on mass scales both by persuading new 

buyers in a given region And by extending the persuasion to 

new regions that is without large scale, sales large production 

is unthinkable. 

• It helps the retailers to stock goods which are better known 

and there fore have better sales possibilities. This means that 

there is no need for a retailer to spent time and effort in 

introducing the product to the customers since his already 

knows the product through advertisement seen or listened to 

• Advertising is the peculiarly attractive alternative to price 

competition that is fluctuating prices are more likely to 
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damage the firm's market position than fluctuating 

advertising expenditure 

• It promotes competition and therefore, many advantages of 

competition may follow 

• Finally advertising enables salesmen while making personal 

calls. Since the audiences are already familiar about the 

advertised product, the sales man's task becomes easier and 

his appeal effective. 

• Advertising encourages the creative arts and the artists. 

1.1 BACKGROUND TO THE PROBLEM 

The problem of moral degenerations among the youth is a critical social, 

political issue in Uganda. Although, to date not much attention has been paid 

to it, conditions, which generate these problems, are more rampant worldwide. 

Basically, most of the conditions linger on socio-economic, cultural and 

political parameters. 

The phenomenon of advertising and moral degenerations among the youth 

street is directly linked, with rapid increase of media such as Television and 

internet which are the most powerful media amongst all media. Increasing 

technology in the media is also therefore one of the most pervasive processes 

in developing countries in general and in Uganda in particular. George Belch 

(1989:134) argues that the perceptible transformation of youth behaviors and 

characters bares the relationship to the degree of advertising activities which 

had been enhanced by the development of mass media. This situation has 
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indisputably contributed to the moral degenerations among the youth in 

Uganda. 

When focusing on Alcohol advertisements at bus stops and tram stops have great 

potential to influence young people, given how frequently children and teenagers 

use public transport. The size of the advertisements and absence of more 

interesting visual stimuli at bus stops and trams stops make it even more likely 

that young people will take notice of these advertisements. The same is true of 

advertisements placed on buses and road sides. In fact, these advertisements may 

reach more people than any of the other advertising mediums discussed in this 

study by virtue of the fact that trams and buses are constantly on the move 

through every suburb in Melbourne and are visible to pedestrians, motorists and 

public transport users. They may also be more difficult to ignore. Consider the 

motorist who stops behind a bus featuring an alcohol advertisement at the rear. 

While the content and form of alcohol advertisements featuring on public 

transport is important, the location of the advertisement is also significant. For 

young people to be exposed to alcohol advertisements in magazines and on the 

internet, they have to actively seek out the information. In the case of alcohol 

advertisements on public transport, the advertisements are brought to the young 

people whether they are interested in them or not. 

1.2 STATEMENT OF THE PROBLEM. 

It has been discovered that there should be a solution for the youth who have 

been destroyed morally by advertising which has caused most of them to get 

involved in activities proved to be misleading to their lives, such as drug 

addiction ,excessive drinking of alcohol, language dignity being destroyed, 

being materialistic and many others. 
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This has made some as them lose hope in their future, fail exams, some run 

mad due to excessive drugs, contracting diseases like, lung cancer caused by 

excessive smoking cigarettes acquiring aids due to adverts on condoms and 

girls getting complications resulting from family planning methods. 

Many girls become barren, committing suicide and psychological damage on 

their brains caused by abortion. All these have been brought by excessive 

advertisements of family planning and condoms which force to engage in sex 

to early. 

Advertisers use public places for the youth such as play grounds to promote 

their products for example beer products, dressing codes and different social 

activities, some of these advertisement have a great impacts on degenerating 

the morals of the youth. 

1.3 GENERAL OBJECTIVES 

• The research aims at assessing advertisements that are being 

aired on radios, television, printed in newspapers, 

magazines, billboards and internet thus analyzing their role 

in moral degeneration of the youth. 

• The research aimed further at coming up with theories that 

will guide youth, scholars students and businessmen to 

understand the concept of advertising and its effects in the 

society. 

• The research also aimed at suggesting some measures and 

approaches to help the youth become free from the slavery 

that the advertisers have forced them. 
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• Analyzing the advertising phenomena which will affect the 

youth psychologically therefore changing them from bad 

morals caused by advertising. 

1.4 SPECIFIC OBJECTIVES: 

• The research specifically was intended to make to the 

youth, aware of the role adverting plays in the 

degeneration of their behaviors, creating awareness and 

finding solutions to the dangers .. 

• More so, due to this research the youth will put their 

energy and thoughts on activities that are productive, 

rather than being followers of what ever they have seen 

or heard in the radio and other forms of communication. 

• The research affirmed on the already investigated 

reports on media adverting to build concrete arguments 

against immoral advertisements. 

1.5 SIGNIFICANCE OF THE STUDY 

The study is useful to students, social groups of the youth, to be able to; 

1. Identify advertising as a way of changing behavior, and theories 

associated with advertising, 
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Understanding problems caused by advertising among the youth, the 

influence advertising has on the youth, 

It also highlights the way advertised products can destroy or mislead the 

youth, 

2. The research pinpoints the way adverting change behaviors of the 

youth, attitudes and thoughts and the way advertising cause change in 

cultural values. 

3. The study suggests solutions, basic arguments and how the youth can 

overcome problems caused by advertising. 

1.6 THEORETICAL FRAME WORK. 

According to Mpagi Alosious Zorozi a Media Scholar Kampala international 

university 2002-2005 I have come out with the following theories. 

Advertising dependency burden theory 

According to me, mass - media advertising is a tool for setting for the youth 

what to think. Youth especially those who miss parental advice find 

themselves doing whatever media as such as alcohol. 

The superiority theory. 

According to me as a researcher, the youth see what ever is being advertised 

as superior and they see that there is a need to follow, without critically 

assessing the out come .This makes them follow whatever advertising tells 

them to do. 
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The innovative theory 

The youth as groups who always want to come up with new ideals innovations 

and inventions, being early adopters advertising solves for them that problem, 

and see advertising as the best way to go with new trends, when they buy 

luxuries, watch pornography and change their language. 

The social trusting theory 

Youths' pictures and images are ever being used directly in advertisements 

.Youth being lost country of thoughts they find themselves trusting whatever is 

being advertised through media. At the end they follow what ever their fellow 

youth advertises. 

The world changing theory 

Because of the ever changing world, youth fear to be left behind thinking that it 

is through advertisements that they will cope up with the situation, moving 

with improved technology, they end up buying very expensive goods. 

1.7 RESEARCH QUESTION 

1. What are the roles of media advertising in society? 

2. What are the effects of media advertising in the moral degeneration of 

the youth in the society? 

3. What are the possible solutions towards moral degeneration in the 

society? 
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place in a global economy between young people and translational 

corporations (Klein 2000). So too the automobile, that once symbolized the 

promise of social mobility and expansionary freedom of American 

consumerism in the 195o's, is now connected to America's congested and 

polluted cities, global oil imperialism and the threat of global climate change. 

Propelled by Hollywood visions of the Day after Tomorrow, the postmodern 

world seemed to be rejecting its consumerist optimism and maturing into a 

culture of panic. In the hallowed halls of academe the widening rift between 

those who are optimistic and pessimistic divided the debates about global 

consumer culture (Gibbons and Reimer 1999). 

Synthesizing these opposing voices into a critical sociology of risk society, 

illrich Beck (1992) reminded us that the economy was not only a system for 

the distribution of the material benefits of industrialization (goods) but also 

for the bads - the pollution, waste and social conflict -- that were making the 

management of risks the central challenge to continued prosperity in the 

globalizing marketplace. In many cases policy making was a litigious process 

fought out in high profile risk controversies between corporate Goliaths and 

environmentalist David's which often degenerated into contests between 

experts about the risk science. The complexity of the emerging politics Beck 

(1998) argued lay in the fact that environmental risks are produced by and 

benefit specific interests, yet the consequences are often systemic and hard to 

measure. Take for example the automobile whose global production has 

become associated with many environmental risks -- from pollution and 

unemployment to global warming and warfare. We encounter these risks if we 

live in a polluted city, whether we drive or not. And the long term 
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consequences of car emissions on global climate happen whether our 

particular government regulates emissions or not. Yet it is these invisible 

systemic effects of industrialization that risk sciences alert us to. Beck's 

critique focused therefore on the limits of contemporary governments to 

manage environmental science. 

The crisis of risk politics Beck claimed was rooted in the way that "modernity 

sought to bring the world into control" by making the world more knowable 

through the estimation of probabilities of outcomes from predictor variables 

observed carefully in controlled circumstances. The same analytic techniques 

get used by actuaries setting insurance rates, engineers designing failsafe 

nuclear plants or Moon-lenders, and epidemiologists studying population 

health. The promise of risk science has always been that the better science 

understands the factors predicting risks, the more we will be able to avoid their 

devastating consequences. But this application of statistical analysis to control 

risks is based on three assumptions: the first concerns the ability of risk 

sciences to apprehend the systematic factors that make specific practices risky. 

The second is that once we know what those risk factors are, that we can figure 

out how to ameliorate them. The third is even if we know what needs to be 

done, that we can communicate about those risks in ways that encourages 

people to take precautionary actions which reduce them in the long run. 

Although Beck (1998) did not put his faith in risk experts, neither was he a 

pessimist, for he saw the risk society as still in the early stages of what he 

called 'reflexive modernization' based on the rational belief that 

environmental sciences could help us understand the threats we face, and 
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therefore control them. Although state managed impact assessments were 

proving poorly equipped to warn us about the unintended and long term 

consequences of the profoundly intertwined ecological and global economic 

relations we are only beginning to acknowledge both the usefulness of 

empirical risk sciences, and the importance of the public controversies about 

them. Risk assessment, Beck argued, can no longer be kept backstage guarded 

by administrators, but must be transacted in the media which can act as a 

stage for citizen protests. Even acknowledging the publics limited grasp of 

environmental science, Beck argues that the growing public anxieties 

mobilized by environmental advocates are a highly rational response to the 

uncertainties and disputes surrounding risk. Beck could remain optimistic in 

his prognosis then, because he believed that risk controversies about the 

environment galvanized a continual questioning of current practices making 

these ecological consequences of industrialization visible - and therefore 

manageable. But as the Rio and Kyoto attempts to mitigate global warming 

faltered on American experts' disagreements on the science, it is also 

reasonable for the public to see the environmental crisis as beyond control. 

Different researchers have researched on how globalization has made the 

world to change in terms of environment, civilization, industrialization, and 

advertising of world products being produced by various firms wherever the 

world, as researchers concluded. 

Many people especially youth and not only in Uganda but also almost all 

countries wherever the world have been taken by global changes in different 

aspects, like ways of dressings, civilization, growing rate of global technology 

like uses of computers to search for phonographic materials, changes of 

culture, and the level of consumption of both material things as well as nuclear 
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weapons. This in one way or another has brought instabilities in the world 

and global conflicts, the world now is unstable due to the influence global 

events like that happened in the United States, recent in London and what is 

taking place in the Arab countries. 

Media globalization also contribute much in exposing advertising activities 

which most of the time contributes to moral decay of the youth in society. 

Beck's optimism has sometimes been called into question by commentators 

that feel his analysis of risk society overstates the role of risk sciences in 

public, managerial, and environmentalist discourses while overlooking the 

individual experiences of risk in everyday life. Anthony Giddens (1998) for 

example points out that the crisis of 'reflexive modernity', is revealed not 

only in the panics about pollution or global warming, but also in the public 

anxiety and confusion that underwrites everyday lifestyles as people engage 

with the mediated marketplace to manage the risks and benefits it offers. 

Giddens' account of the emerging politics of risk society therefore highlights 

the everyday problems of identity construction and lifestyle management that 

contemporary individuals face in their status as consumers as well as citizens. 

Whether it is face creams, holidays or prescription pharmaceuticals, 

consumers must increasingly engage in a complex inforn1ation calculus 

weighing up the anticipated pleasures and threatened perils associated with 

the modern ways of life. Giddens argument suggests that Beck has stressed 

'production of risk' politics in the risk society while ignoring the 'consumption 

of risk' one. Although they are obviously linked, environmental risks are those 

empirically produced in the globalized production and distribution system, 

while 'lifestyle risks' are those which individuals voluntarily take through 

their long term use (or misuse) of risky goods that are legally distributed in the 

marketplace . 

Tullock and Lupton (2003) have similarly questioned the faith in generalized 

scientific rationality underpinning Beck's sociological account of 

environmental controversies emerging in the 'culture of risk'. Research 

indicates that in spite of often intense news coverage, the general public is 
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poorly informed and cannot always grasp the complexity of risk issues. (Fredi 

1997) Moreover they respond emotionally to risk issues, tending to under­

estimates some risks while exaggerating those which are little understood by 

science, that involve catastrophic consequences, and where they seem 

beyond human control, and especially where they present risks to children - at 

least compared with the sober estimates of scientists . (Slovic 2002) For this 

reason, Tullock and Lupton call for thoughtful exploration of the cultural 

context and social dynamics which underwrite the perception, interpretation 

and experiences of risk in daily life. Based on in-depth interviews in Britain 

and Australia they argue that the lay public shares with the experts, the idea 

that risks are experienced as fear and anxiety about the future: Yet they also 

find that risk remains vague and confusing concept referring both to 

environmental forces that are beyond individual control and to the personal 

consequences of lifestyle choices from drinking tap water and driving a car to 

buying a house and getting married. But their dominant concerns are those 

lifestyle risks. Moreover, they claim that although risks are associated with 

negative consequences, Beck is wrong to assume that the public is risk 

avoidant as many individuals voluntarily take lifestyle risks because they 

produce pleasure. There findings suggest that any hope that a lively debate 

among risk scientists can ultimately lead to an educated public may run 

aground in the shallow waters of confusion and misinformation. 

• Study of Risk Controversies 

Beck's work has helped make the politics of risk a key feature of the critical 

analysis oflife in the global village. 
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While agreeing that "the idea of risk has recently risen to prominence in 

political debate, and has become the regular coinage of exchange on public 

policy" anthropologist Mary Douglas (1992: pg x. ) held a less optimistic view 

of the widening gap between the governmental attempts to manage risk and 

tl1e public's emotionalized responses to threat and danger. Douglas's more 

skeptical view of the cultural dynamics engulfing risk controversies derives 

from her anthropological investigations of the communal politics of taboo 

and blame in tribal and medieval societies where people also have had to deal 

with witchcraft, the plague and other invisible threats to health and do so 

without risk assessors. From the point of view of science, risks are estimated 

from calculations of probabilities of events in defined circumstances of time 

and place. As such empirical risks transcend the ideologies of those that wield 

them and assert their status as facts which must be contested scientifically. 

Yet once they enter the public realm they are 'cultural facts' whose meanings as 

Douglas points out, become publically contested. The problem that she sees in 

current approaches is that it puts too much faith in the abstracted and 

instrumental science of risk experts, but has forgotten that "in all places at all 

times the universe is moralized and politicized." Risk controversies therefore 

do not exist in a cultural vacuum, but find themselves re-articulated witliin tlie 

legal disputes about who to blame and political mobilizations around how to 

reduce tliem. 

Yet in a democracy, because most scientific information and the expert 

interpretations of it are distnbuted tlrrough media, public opinion plays an 

important role in the politics of risk (Sandman et. al. 1987, Kasperson 1992). 

So too, media channels have become the stage upon which competing interests 
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CHAPTER THREE 

3.0 RESEARCH METHODOLOGY 

3.1 INTRODUCTION 

In this chapter, the researcher gives a presentation of the descriptive 

information and research instruments that were used during the process of 

data collection at the field. It also includes the data collection procedures, the 

sample size and selection, research design, data analysis and the problems the 

researcher encountered during the process of data collection. 

3.2 RESEARCH DESIGN 

This is research used the descriptive research design due to the availability of 

some information on this study .a Qualitative research method was used and it 

was descriptive and analytical in nature. 

3.3 RESEARCH FINDINGS ORGANISATION 

The research has five chapters that is, the introduction which include 

the background of the study, research questions, the scope of the study, 

the area of the study, the significance of the study and the theoretical 

framework, then chapter two is composed of the literature review where 

most of the secondary data from books, internet, bronchus and 

Newspapers is found. Chapter three is methodology including the 

research design, research procedure, study area and the target 

population, selection of the study subject, research instruments, data 
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processing and analysis and the limitation of the study and the target 

population, selection of the study subject, Research instruments, data 

processing and analysis and the limitation of the study, chapter four is 

comprised of findings where information about causes, effects and 

solutions is provided and chapter five has recommendations and 

conclusions. 

3-4 RESEARCH PROCEDURE 

The researcher obtained a letter of introduction from the head of department 

of the faculty of social sciences and law introducing her to the respondents of 

the research investigation was carried out. 

The introductory letter was given to clear doubts and suspicious from the area 

about the researcher's motives. The researcher then set tools for the 

investigation and left to the field of the study to carryout the investigation. 

The researcher carried out a pilot study from where he asked for permission 

from the management of Victoria International Trading Company LTD. (the in 

charge of St. Balikuddembe market) 

After granting permission, the researcher set tools to be used and required 

most appropriately in the investigation. 

After the completion of data collection, the researcher then compiled the data 

with the help of the research supervisor who approved, affirmed, monitored 

and guided the researcher making alternation in areas of defect. 
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Typing and binding work was done privately in cooperation with the help of 

the external secretaries. 

3.5 AREA OF THE STUDY 

This study was carried out in Kampala city concentrating on the 

respondents from the six zones of St.Balikuddembe market in 

Nakivubo area at the city centre. The research mainly focused on 

people's awareness on advertising and their effects to the society. 

3.6 SELECTION OF THE STUDY SAMPLE 

The study population comprised the businessmen and workers in 

Nakivubo area basing on St. Balikuddembe market .it involves male 

and female, youth and adults. 

Selecting the above population, the researcher's intention was to obtain 

information from people with first hand information as regards to 

degeneration of morals among the youth caused by media advertising. 

3.7 THE SAMPLE SIZE. 

Using the simple random sample, the size of 50 respondents was selected from 

the entire population (women and men). The respondents were selected from 

two categories namely, the youth themselves as the infected group, women 

and the men. 

This therefore, formed more than the standard representatives a number 

recommended in social research studies and can be relied upon in obtaining 
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information and providing basis generalization of results to the problem 

under investigation. 

3.8 RESEARCH INSTRUMENTS AND DATA SOURCES 

This section gives the details of the various methods that the researcher was 

used in collecting the various information used in the research. It also gives 

details of the various sources of the data and other words where the 

researcher got data from. 

3.9.1 DATA SOURCES 

The information in this research has a combination of both primary and 

secondary data. Primary data was got directly form the research field and this 

is presented inform of interviews guide questions which helped the research 

on the whole process of data collection, 

Apart from that, other observations were made, such as on displayed 

billboards .this nature of information was important in giving the researcher 

the detailed information about the nature of the problem. 

The secondary data is that data that was already recorded but proved to be of 

vital importance to this study which the researcher included in the research. 

The research includes information got from books, the Internet, Newspapers 

and brochures. This data helped the researcher in identifying the other areas 

of importance as far as poverty is concerned. 
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3.9.2 RESEARCH INSTRUMENTS 

(a) Interviews 

The researcher in this case directly confronted the respondents, mainly the 

women by asking them several questions as regards the poverty and its effect 

on the rural women. This was performed at times where convenient to both 

parties (the researcher and the respondents) and it was carried out inform of 

interactions with those respondents. 

(b) Observation 

Since the questionnaire and the interviews do not always provide all the 

necessary information the researcher used the observation method, here the 

researcher was observing and recording the necessary information, which 

later she used in presenting the data as the research, is required. 

3.10. DATAPROCESSINGANDANALYSIS 

Data processing means making the data collected more meaningful, organized 

and easy for analysis and interpretation. 

The data was be edited before leaving the respondents; here the researcher 

tried to check for uniformity, accuracy and consistency. The various data, 

which was obtained, was analyzed by coding and coding was done basing on 

the answers that were given to the researcher by the respondents. 

3.11 LIMITATIONS OF THE STUDY 

The researcher was faced with various problems during the study and they 

include the following. Firstly, the whole exercise was expensive, for it requires 

a variety of items to be fulfilled like materials, transport to research areas and 

assessing copies of information like photocopying them. 
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Language barrier, it was difficult for the local people to interact in English due 

to the existence of high levels of illiteracy. 

Ignorance of the local people about the study the respondent and fear of 

releasing the information which they thought would one time be used against 

them. 

The process was time consuming yet the time that was given was not 

adequate. The researcher also faced the problem of finance to facilitate data 

collection, analysis and completion of the research work. 

3.12 SOLUTIONS TO THE ABOVE LIMITATIONS 

The researcher tried to use luganda, which is a common language at the 

central district to over come the problem of language barrier also where 

necessary English language was in use. 

The researcher tried to convince the respondents that the information they 

give out would not be used against them but to help the researcher in 

accomplishing the requirements of the award of a degree in mass 

communication. 

The researcher tried to use the time given adequately in form of time 

schedule, which guided him to overcome the problem of time. 

The researcher also used an assistant who helped him to cover most of the 

places in Nakivubo area. 
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CHAPTER FOUR 

4.0 RESEARCH FINDINGS 

4.1 INTRODUCTION 

Advertising, in general is any openly sponsored offering of goods, services, or 

ideas through any medium of public communication. At its inception 

advertising was merely an announcement; for example, entrepreneurs in 

ancient Egypt used criers to announce ship and cargo arrivals. The invention 

of printing, however, may be said to have ushered in modern advertising. 

After the influence of salesmanship began to insert itself into public notice in 

the 18th cent., the present elaborate form of advertising began to evolve. The 

advertising agency, working on a commission basis, has been chiefly 

responsible for this evolution. The largest groups of advertisers are the food 

marketers, followed by marketers of drugs and cosmetics, soaps, automobiles, 

tobacco, appliances, and oil products. The major U.S. advertising media are 

newspapers, magazines, television and radio, business publications, 

billboards, and circulars sent through the mail. 

With the advent of the wide availability of electronic mail and access to the 

World Wide Web in the 1990s, the Internet has also become an important 

advertising venue. Since many large advertising agencies were once located 

on Madison Avenue in New York City, the term "Madison Avenue" is 

frequently 
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used to symbolize the advertising business. The major criticisms of advertising 

are that it creates false values and impels people to buy things they neither 

need nor want and that, in fact, may be actually harmful (such as cigarettes). 

In reply, its defenders say that advertising is meant to sell products, not create 

values; that it can create a new market for products that fill a genuine, though 

latent, need; and that it furthers product improvement through free 

competition. The Association of National Advertisers and the American 

Association of Advertising Agencies, both founded in 1917, are the major 

associations. 

In Uganda advertising activities started in 1900s when a first newsletter was 

published by the church missionary society. At that time all advertising were in 

the form of announcement and its publication used to appear in normal pages 

where news articles were published but they could be identified by the word 

"Important" as the headline for adverts. 

Therefore the research findings cover the information presented by the 

respondents from Nakivubo area specifically who are in St. Balikuddembe 

market. 

4.2 ADVERTISING AND MORAL DEGENERATION IN SOCIE1Y 

A billboard placed using the youth 
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Thinking about the perceived threats to the social order, the researcher 

observed that modern societies appear to be subject, to periods of what he 

called 'moral panics' about youth violence. Comparing the public outcry about 

the Modes and Rockers to our reactions to natural 'hazards', the researcher 

used the term panic to highlight the 'sudden and overwhehning fear or 

anxiety' which seemed to seize the public discourses on youth since 196o's. It 

is not that violence suddenly emerged as an issue, but as in earlier witch 

hunts, inquisitions, hangings, the public debate about emerging youth 

lifestyles seemed propelled by a need to identify and blame the 'folk devils' 

who augured change. 

Tracing the events in the media's coverage of youthful aggression the 

researcher describes the stages of the building controversy as follows: 'A 

condition, episode, person or group of persons emerges to become defined as a 

threat to societal values and interests; its nature is presented in a stylized and 

stereotypical fashions, the moral barricades are manned socially accredited 

experts pronounce their diagnoses and solutions; ways of coping are evolved or 

(more often) resorted to; the condition then disappears, submerges or 

deteriorates and becomes more visible in the scope of this study. 

The analysis of moral panic has helped to expose the ambiguous symbolic 

location of youth within the public discourses on rapid social change, in which 

children often become the canaries in the coal mine galvanizing the emotional 

dynamics. As only partially civilized subjects, young people have an 

ambiguous moral and legal status. Because of their developmental 
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immaturity, they are innocent and vulnerable - incapable of making rational 

judgments. Yet by the same token, since they cannot be held responsible, their 

transgressions constitute a unique threat to the social order 

In this respect, the media event becomes the context for a parade of youth 

experts and policy advocates espousing specific ideological and political 

agendas whose condemnation and solutions preoccupy and guide the 

unfolding panic. The researcher called these attempts appropriate the sudden 

fascination with youth culture by specific interest's panic exploitation. Given 

privileged access to journalists of some kinds of sources, The researcher that 

moral panics often fostered regulatory stop-gaps rather than long term 

solutions to the underlying social conditions shaping young peoples lives. 

The analysis of moral panics has enjoyed growing appeal among the 

respondents of the study who observed the same dynamics of fear, blame and 

repression in a variety of controversies about anti-social youth behaviors in 

Uganda. 

The respondents calls from psychologists and health professionals calling on 

restrictions on video games proclaiming "Suddenly, we are finding ourselves 

in a national witch hunt to determine which form of popular culture is to 

blame for the mass murders and video games seemed like a better candidate 

than most" . Ssemakula John (a respondent) similarly have remarked upon the 

regulatory fervor following the murder of innocent people in the city by 

robbers is due to media advertising of violent movies on which people copies 

violent behaviors. In their view, the publics' account of this brutal event, it is 
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the media to be blamed. Galvanized by panic, overstatement of the risks gives 

force to the restrictive policy options favored by anxious parents. 

Although from the scientific point of view, adults are more subject to lifestyle 

risks and account for greater social costs, but according to the research 

findings it is children and youth who become the fulcrum of public 

controversies and the targets of the repressive regulatory. As Opiyo Richard 

comments "Children and young people are prime objects of 'media panics' not 

merely because they are often media pioneers; not merely because they 

challenge social and cultural power relations, nor because they symbolize 

ideological rifts. They are panic targets just as much because they inevitably 

represent experiences and emotions that are irrevocably lost to adults." 

More over the findings suggests that, smoking, drug taking and binge 

drinking to have noted how panic dynamics often refocuses controversies on 

youth transgressions as debates about risks gets reframed within the policy 

options for market regulation. And it is the turbulence and emotional force 

behind such media panics that makes them useful to the cultural analyst 

because they make the underlying discursive currents and countercurrents 

Moreover the research describes a troubling pattern unfolding in many panic 

ridden risk controversies which leads to the believe that policy gridlock on 

environmental risks may have less to do with scientific uncertainty than with 

failed risk communication. The gridlock seems especially characteristic of 

lifestyle risk controversies engulfing smoking cigarettes, animal tested 

cosmetics , drinking alcohol and luxuries foods because they are consumable 
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accepted in the country. Young soldiers were given free cigarettes to help 

them adjust to the main expectations of soldiering during their daily 

operations, and youth appeared in advertisements puffing cigarettes. 

As research on the health risks associated with cigarette consumption became 

widely publicized in the 1960's, the regulatory effort focused on youth in a 

protracted political struggle over the rights of young consumers to smoke 

and the rights of merchandisers who wanted to market them. 

4.3 ALCOHOL ADVERTISING AND YOUTH 

A billboard placed along Ggaba road shaunng how youth are associated 

with alcohol in Uganda 

Research indicaies that, in addition to parents and peers, alcohol advertising 

and marketing have a significant impact on youth decisions to drink. While 

many factors may influence an underage person's drinking decisions, 

including among other things parents, peers and the media, there is reason to 

believe that advertising also plays a role. Parents and peers have a large 

impact on youth decisions to drink. However, research clearly indicates that 

alcohol advertising and marketing also have a significant impact by 

influencing the attitudes of parents and peers and helping to create an 

environment that promotes underage drinking. 
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A study found that the number of beer and distilled spirits ads tended to 

increase with a magazine's youth readership. For every 1 million under age 

readers ages 12-19 in a magazine, researchers generally found 1.6 times more 

beer advertisements and 1.3 times more distilled spirits advertisements. The 

study showed that those with greater exposure to alcohol advertisements in 

magazines, on television, and at sporting and music events were more aware of 

the advertising and more likely to remember the advertisements they had seen. 

Also the research found that children who were more aware of beer 

advertising held more favorable views on drinking and expressed an intention 

to drink more often as adults than did children who were less knowledgeable 

about the ads. 

Also during this research it was found that about 40 % young people found 

that exposure to and liking of alcohol advertisements affects whether young 

people will drink alcohol. More over the study found that, among a group of 

2,250 middle-school students, those who viewed more television programs 

containing alcohol commercials while in the seventh grade were more likely in 

the eighth grade to drink beer, to drink three or more drinks on at least one 

occasion during the month 

Further the research analysis assessed the effects of alcohol advertising on 

youth drinking behaviors by comparing federally reported levels of youth 

drinking with detailed reports on alcohol advertising in local markets during 

the same years. The analysis concluded that a complete ban on alcohol 

advertising could reduce monthly levels of youth drinking by 24% and youth 

binge drinking by about 42%. 

More over the research found that from 2001 though 2003, youth in µ£ 

Uganda were 96 times more likely per capita to see an advertisements 

promoting alcohol than an industry adverts discouraging underage drinking. 
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About $1.79 billion was spent in 2003 on alcohol advertising in measured 

media (television, radio, print, outdoor, major newspapers and Sunday 

supplements) in 2003 Working from alcohol company documents submitted to 

them, the Federal Trade Commission estimated in 1999 that the alcohol 

industry's total expenditures to promote alcohol (including through 

sponsorship, Internet advertising, point-of-sale materials, product placement, 

brand-logged items and other means) were three or more times its 

expenditures for measured media advertising. This would mean that the 

alcohol industry spent a total of $5.37 billion or more on advertising and 

promotion in 2003. This shows that even the media influences much towards 

moral degeneration in youth due to the nature of the product being 

advertised. 

4.4 LANGUAGE DEBASE 

The researcher found that certain advertisements such as those on Radio 

and television debases the language. Not only that different advert on · 

publications such as Newspapers and magazines uses colloquial language 

and slung which debases the language. Such kind of language is in most 

cases adopted by the youth; thus causing moral degeneration among them. 

Some words used in advertisement leads to language debase. (a billboard 

placed along Nsambya road in Kampala. 

34 



4.5 WATCHING PONOGRAPHIC MATERIALS 

Internet has also become an important advertising venue. Many large 

advertisers use it frequently to symbolize the advertising business. The major 

criticisms of advertising are that it creates false values and impels people to 

buy things they neither need nor want and that, in fact, may be actually 

harmful (such as cigarettes). In reply, its defenders say that advertising is 

meant to sell products, not create values; that it can create a new market for 

products that fill a genuine, though latent, need; and that it furthers product 

improvement through free competition. 

In this research it was found that most of internet advertisements comprise 

phonographic materials which are in most cases watched by tl1e youth. 

Different advertisements in different publications, on television, internet cafes, 

in video films and other forms of advertising bares pornographic pictures in 

the knowledge that due to their speculative behaviors caused by their 

biological makeup, youth will be attracted to watch such materials and thus be 

motivated to buy or consume the products or services advertised 

4.6 CULTURE DISINTEGRATION 

Due to advertising culture is also in danger due to different international 

advertising present in the country. Different styles and immoral ways of 

dressing such as living some parts of the body open by the ladies, men plating 

their hairs and other foreign cultures had been adopted in the country. The 

researcher found that most of these undesired behaviors are highly 

contributed by the media advertising. Media advertising seem to have large 

capacity of influencing the youth due to their persuasive in nature, major aim 
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being motivating people to buy products, whether in their concerns or not. 

Thus the culture of the society is disintegrating due to the new cultures copied 

from western cultures. The lifestyle risk controversies focus on youth, not 

only because the public is especially anxious about them, but because 

although governments have the power to censor all advertisements offered to 

the public however the risky products are legally distributed in the 

marketplace governments find it difficult to regulate consumer choice and 

powerless to control voluntary risk taking with legal products - other than 

that of youth. 

The long battle fought over consumer access to tobacco illustrates the political 

and legal principles in which these limits to voluntary risk taking are 

embedded. For years tobacco consumption was normalized and widely 

accepted in Uganda, but in 2004 the government passed in new law that 

restricts the public to smoke on public. The law was due to Epidemiologists 

discovery of the first evidence of a relationship between cancer and smoking, 

smokers were in court declaring the risks had not been disclosed to them and 

seeking compensation for damages. Thus the government passed that law to 

reduce the complaints. 

4.7 PROBLEMS ASSOCIATED WITH MORAL DEGENERATION OF 

THEYOUTH 

4.7.1 Drug abuse 

Data revealed that almost 20% of the sample interviewed use substances/ drugs 

on a habitual basis. The types of substances/ drugs consumed by the youth, 

included: 

1. Cigarettes (tobacco); 

2. Glue; 

3. Bangi (marijuana) 
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4.7.4 Community Disapproval 

Due to their moral decay the youth are being disapproved by the community. 
They are not totally welcomed in specific areas such as in offices where many 
are not employed even when they have the required qualification. this problem 
leads to the number of idle youth in the society. 

In most cases people tend to drive them away and sometimes have to use 
violence against them to get them to move away from different places including 
their real homes. Accordingly, the youth tend to exist in small groups when 
walking on the streets in order not to draw the attention of the people and get 
protection from one another. 

These findings are rather important especially when designing out-reach 
programs to deal with the problems facing the youth such as drug abuse, 
prostitution and alcoholism. NGOs, especially those new to the field, have to 
pave the way through contacting people in the community to gain their trust 
and acceptance before initiating such projects in their areas; otherwise the 
community dwellers might resist those program and activities. 

4. 7.5 Police Arrests 

In many cases youth are being arrested for their undesired behaviors in the 
society. This makes them to live in fear, of the latter, they no longer work, thus 
makes them poor and unfruitful to the society. 

On the other hand, the youth know that when caught, they will be put to the 
custody or sent to the prison. Without prior effective efforts to change that 
negative situation, in most cases they end up being idle and live in the state of 
fear and poverty rotates on the same vicious circle. 

Raising awareness among police officers and social workers dealing directly 

with cases of exposure to delinquency is very important in changing the nature 

of service provision. In particular, enabling security officers to gain an 

appreciation of the culture of poverty and the need to address its symptoms at 
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their core; within the family, will strengthen their understanding that in many 
cases, the youth need to be understood as victims rather than criminals, and 
lead to promoting family-based treatment. Adopting new laws and procedures 
to guarantee that family-based treatment is the most proper social setting for 
the youth is vital. 

4. 7.6 Poor planning and misuse of funds 

Another major problem many youth (16%) expressed is their inability to save 
money for the future use. Due to different advertisements youth find 
themselves buying things they are not in deed of, but rather buy for leisure 
purposes. Such a problem has its impact on various other aspects related to the 
life of the youth such as Savings insecurity puts pressure youth to immediately 
spend their daily earnings on entertainment, or drugs. 

Inability to save limits the youth abilities to think of initiating their own 
income-generating projects. Many youth have tried to save money to start their 
own income generating projects and failed for this reason. 

Inability to save limits the youth's hopes and prospects for the future. 

4.7.7 Inability to Cope 

Many youth explained that they normally suffer from various psychological 
problems after engaging in some immoral behaviors such as drug abuse and 
prostitution, thereafter they are often associated with their inability to "cope 
with normal life". These problems became clear when discussing the various 
unhealthy symptoms and psychological problems many of them share, and 
included: 

Many youth, despite the amount of entertainment they encounter in the society 

and peer support, find themselves unable to cope with normal life. Data on the 

psychosocial adjustment the youth will clarify this point. 
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4.7.8 Lack of Attachments 

Almost 8% of the sample stressed that they suffer from the lack of attachment 
and affection. This point is based on other determinants including age, time 
spent on the street, period of detachment from their families, reaching puberty 
and other personal factors. Many street children normally feel estranged and 
mostly alienated due to the way they are treated by the community at large, 
even with peer support and encouragement. 

4.7 HOW MEDIA ADVERTISING CAN BE TRANSFORMED INTO 
A HELPFUL TOOL TO THE YOUTH 

The major aim of the media is to investigate the legal and social status 
of youth. The media advertisers have to talk to youth about where 
prejudice comes from information supplied by media advertising to the 
youth can help dispel myth and misrepresentation about youth in 
particular and other people in general. Thus, it is of significant for the 
media advertising to give them platform to exercises their emotions 
and experience to the product advertised. 

Many youth fail to achieve their potentials because they spend their 
lives in other fields where there are little benefits or no benefits at all. It 
is the role of the media advertisers to encourage the youth about the 
importance of advertising in society. Advertising has made many youth 
in society to achieve much and it brings changes in society, different 
governmental and non governmental organizations have tried to put 
more efforts in involving youth in different advertisements and this has 
put more emphasis in helping the youth to raise their standards of 
living because advertisers of different products tend to pay them highly 
according to the nature of the product one is advertising. 

This can be done by using the media advertising as a tool for campaign 

in raising the desire to help the youth. Also the media advertising can 

be used to advise the youth on the choice of products, also on the type 

of products to be advertised in case of any business carried by the 

youth. 
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Media organizations should address and inform the youth about 

violation of their rights by involving themselves in immoral 

advertisements which degenerates their morals in society. Such kind of 

adverts tends to reduce the youth's safety, privacy, and security in their 

day to day activities and socialization with their friends. 

Advertising activities should touch on the youth matters, their lives 

and welfare of the youth. The media should always be carried out with 

appreciation of vulnerable situation of the youth in the society. 

Advertisers and media organization must strive to maintain the highest 

standards of ethical conduct of the youth. In this case the media should 

publish different information about the youth and which will motivate 

the people to take the issue of moral degeneration among the youth into 

consideration. 

Also advertisers should avoid use of stereotype and sensational 

presentation to promote journalistic material involving the youth. To 

give, where possible the right to access to media to express their own 

opinions without inducement of any kind. To ensure the independent 

verification of information provided by youth and take special care to 

ensure that verification takes place without putting youth informants at 

risk. Uses of fair open and straightforward methods for obtaining 

pictures and where possible obtain them with knowledge and consent of 

a guardian, adult or care giver. 

Verify the credential of any organization purporting to speak for or to 

represent the interest of the youth the media professionals should not 

make any payment to organizations when presenting material involving 

the welfare of the youth unless it is demonstrably in the interest of the 

youth. 

Media professionals should put to critical examinations the reports 

submitted and the claims made by government on implementation of 

the UN convention on the rights of the youth in their respective 
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countries. Still media should not consider and report the conditions of 

youth only as events but should continuously report the process likely to 

lead or leading to the occurrence of these events. 

The local media advertisers' role is to report the news accurately, factually and 

objectively for Uganda. The local media advertisements have an important role 

in the nation building effort. They can raise awareness of what is happening in 

the marketing ground inside and outside Uganda and educate Ugandans for 

the various issues including the problem of moral degeneration among the 

youth in the country. 

Local media must not lose sight of its core responsibility to serve the people 

including the youth who are sometimes ignored. The media has an ability to 

influence the hearts and minds of the people, have a major influence on public 

opinion. People can be swayed by what they see on TV or in the bold 

newspaper headlines. The media role is to inform and educate Ugandans 

without compromising the nations overriding issue of moral degeneration 

among the youth. 

Nation building is a key role of the media because no foreign media will do it 

for the country. It is the duty of media to do its part for national education and 

values. This will help to build a strong national consensus and social resilience 

to enable Ugandans to respond cohesively and rationally to the problem of the 

youth. The recent increase of non governmental organizations, governmental 

youth care centers is an example of how the media has played its part in 

informing and educating the public about the problem of moral decay in the 

society 

The media advertisers must expect robust criticisms and difference of 

opinions. This is part of the democratic process. But media advertisement 

must be prepared for robust responses from the government. If the 

Government remains silent, it may be misinterpreted by the public as a sign of 

weakness and over time, erode confidence in the Government. When 

journalists want to campaign for eradication of the youth problem viewpoints 
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or issues, they should not do so from their media positions which give them 

unique opportunity to influence the public. They should do the campaign 

declare their intention of campaign as directly". 

\I, . 
More over Mrs. Linda Wamboka a feature editor of The Weekly Observei says 

that "I know that the task of the local media advertisers is not an easy one. 

Apart from its role in forging national consensus, the local media advertisers 

also need to respect the sensitivities present in our multi-racial and mult 

religious society it must also put more wait into the serious issue of moral 

decay among the youth. 

The Straight Talk and Parents Talk are well known news letters which are 

credible, reliable sources of information about the youth. Light House 

Television (LTV) is acquiring the same reputation. This achievement did not 

come by easily and was gained despite occasional dismissive remarks by critics 

that the Ugandans media was Government controlled and only a mouthpiece. 
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CHAPTERFIVE 

5.0 Summary and conclusion 

The main focus of the study was to examine the role of advertising in the moral 

degeneration of the youth. In this study youth was defined in a legal 

perspective as a person who is neither an adult nor a child, but somewhere in 

between, commonly called a teenager. 

The age in which a person is considered a "youth," and thus eligible for special 

treatment under the law varies around the world. Commonly, a youth is 

defined as being somewhere between age 12 and age 25, with different 

countries and administrative regions choosing more narrow definitions within 

that frame. 

In this study, the researcher looked at the factors that cause the moral 

degeneration among the youth. The issues that came up in the study were 

that, the moral degeneration among the youth is due to many factors such as 

social, political and economic. The research found that the chief corner stone 

for the moral decay in the society is media advertising which are in most cases 

persuasive. 

Although others mentioned that it the parents to be blamed for little care they 

give to their children thus failing to sustain them and make them more 

vulnerable to every challenge that comes in their way. 

It is also true that there are youth who run away from school due to lack of 

interest in education. Although the failure of the parents to meet the cost of 

education was mentioned on several occasions, some youth allegedly 

participates in immoral actions due to ruthless of their parents. 
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There is need for the government to improve its monitoring agendas 

towards advertising so as to make advertisements more meaningful that 

the factor for moral decay in the society. 

Also a long-term measure must be taken by the Government to ensure that 

the entire advertising programs are geared at helping youth and should be 

seen to improve the youth's welfare instead of being private a tool for 

youth's destruction (moral degeneration of the youth) 

Moreover the economic projects initiated by people whether privately or 

publicly they must be made in such a way that they encouraged to regard 

themselves as agents of change in their own lives and should thus actively 

participate in the planning and execution of such programs. 

In order to keep youth away from immoral acts the parents and or 

guardians should be sensitize the youth on the effects of such acts and how 

they should avoid them, So that, they are able to sustain themselves and 

their families, instead of subjecting the youth into unnecessary blames 

which could have been eliminated by their concern towards their youth. 

There is also need for a serious follow up of all parents or legal guardians 

who neglect their youth under the age of fourteen (18) years under their 

protection without means of support which makes them vulnerable to 

immoral behaviors in the society. 

In order to give the low income earning class a breathing space, there is 

need for the government to control or at least moderate consumer prices so 

as to give the youth the alternative way of life instead of that of immoral 

acts such as prostitutions, homosexuality and lesbianism. However much 

the youth will get access to different advertisements, these will have no 
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2 The 1\-!onitor COFFEE-BREAK Friday January 7, 2005 

The Notebook: A romantic drama 
•' . . . . ' .-. 

"ifle: The Notebook 
HUrriilg: Ryan Gosling 
1d Gena Rowlands 
liroCtod by: Nick 
1ssriv,e1es 
lenrn: Romantic drama 
ltmtimo: 121 minu!os 
iatlng: PG-13 
;IJowlng at: Cinoplex, 
1rden City 
·reviewed by: Moses 
rugo· · 

'D,; Notcbo~k i~ ' 
bl'ing touted as 
the most ronrnntic 

,vie since the James 
mcron·s rnn block• 
;l01; 'l'itm1ic". That 
kes it an ideal treat for 
, l\'f'l'JlY fulh~ 011! 11wro 
lilll~ vf uull1ur Nkllokm 
1rlrn from whoso m:;,vcl 
s story fo mla11tml much·, 
? his other works, A · 
fk To R(!lnembcr and 
l'!WCC In A Battle that •. 
•o been turned into , . 
. the story, an elderly 
11, rctirod from his sales 
visits llll t'lderly :hP:.,,.,, 
md1 suiforlnti from 
hcimor's disease in a · 
•ilng honw rn1t11h1rly to 
~ her u ~tory from u 
~book on h!:r sholf. It ls 
ut a younr:: couple, 
1h, a poor boy and Allie 
Uaughtor of wealthy 
1..nts. 
10 lwo nrc crazy abOut 
h 0U1er but Allie's par: 
; ~uddcnly decide they_ 
c to bn•::1.k llP and they'.-
d her to school. He . L_::...::...::......c:__::..._::...::....:.... __ -'-"::...::...::::::.....:..c.. 
ten to her everyday but' 
novor rospon(ls, ·. > · -· 
lie• then r,ocm off to'•' 
il Ju Wui Iii W,u· !I mu1 · 
, ln love wllha hund•:·-~~-
1c wounded oh1cer ;-; / 
110d Lon and ngrc,w t(f1/ 
rr.v liim. Duu,1io sac_s,00 
1h's picture in thb: '_."'; .- .,-· 
•spnper, 14 yon.rs nftor · 
r partod."Ho is r•wtor­
the house he once.told 
lio would mnko into a 
IL' for the.two of them. 
'en though she Irns au 
forgotten him and is<'' 
:u~tlv happy being 
,1gcd to Lon, she lms to 
Noah once more, After 
SN.'5 him, the hns to 
<lC' whicl1 slrn really 
J. Interesting!}; it soon . 
1mos clear.that tho old· • 
woman ls the_ymmg 

wn, the 1·ctlred snle_s• 
1 one of the youm; · 
I,:\.'.; • • , 

though Tiu: Notebook 
deeply lllOVing por• 
l i,f lovo Itself, tho fon­
moments_and the fun• 
,,11101 clmlll_l(l/J Lhnt 
;t us all, Its sho1·tcom, 
arc that its details 
dialogue nro so clum­
'ake Allio's foolings for • 11 o • o o o • o • o • o o • o o o o o • • • o • o o • • o o • • • • • • • • • o • • • o • • • • • 
orNoahorLonthnt _o' s · • lb .. · .cp -- -- t· · • d • 
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1c, their tom1cctlo11 tO. ::,• ¾ f(!i!of_ o!Tort. '. 1~-----. -- , .i. -'fh~ Tsunmni Relief Au~tin y(!ar's moviu 1'irn1aku of Alffo. l~o 1rndtlil1u tln\e !urn bcon uct, 
~JJtcr :ifi;iry Is newer ., :>::: '£he donation will bu split · >.__.:to South Asia conccl'l will be Law earned Academy Award nominations for his r.olos in 
nr,onough to keep our · · ' -- llctwcen clforitfon, S[we the '"hold nt Austin Music llnli in Thr 1'nfl'11/rd Mr Wplry nnd CfJld Mmm/11/11, nnd stnrs !11 new 
11t1011, • Ch!ltlrnn, Cu\'O nud Oxrnm 'J'oxuH, with m·t!~tcB !'atty t·uuHulllc t!rmnu, (,'/us,•r. 
poic-n:mt question the' • who are allwoddng In tho Griffin, Joe EIY. Alejandro He lrns three yOunr: children by his ex-wife, Drilish fashion 
it! gets you nsldng js, • dcvastatod_urens of Asia. 'Escovedo, Druce Robi1011 nlso designer and actress Sndic Frost. 
we. know who wo are -- '• -- Spielberg's publicist said taking p:u-t. Frost was s-1·antcd a divorce from Law in October 2003 nftcr 
nt to be with mid who_ .-, • Utat while the director usually " - -Proceeds from ticket sales six years of marrfage, citing "unreasonable behaviour" on his 
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fRCGsMu}ibl KalibalaJ 
1 donates car 1 • 1 

ito girlfriend i Ari Sen~ 
I I 

:,rince Nick Crosses to Beat FM 

I I 
I I 
I I 
I I 
I I 
I I 
I I 
I I 
I I 
I I 
I I 
I I 
I I 
I '--'------'-'-'--'----'-J I 
IAt=TEn IJUYING u 1:ord cnr, I 
KCC playor Mujib Kasula 

lhas decld~d to donate his ! 
] Short ch;.1ul:. Pajcro to , , I 
[
his girlfriend Posh. MUJib I 
passed on his short chassis 
I Pajem registration numbor I 
IUAf762V,to,his honey, a fe1,V; I 
weeks ago and she is over , 

!tho,moon. Sho !s lhaso days ,;J 
lsoer(drivlng tho short chassis: I 
Pajoro nnd, goos to!!!11g , 

I friends '_that sho cannot l 
I boliovo the car is hors. Sho I 
WM ruct:til\y !1u1tHl IU\\1!1U I 

l fr!onds that she doos not i 

!know whal'sho will ever givo>/ I 
l
to-Mujib-lo thank him fer all _tho, I 
thing:; ho has done for hor, as,,-:, 

:MBE FM'S long serving presenter Prlnco Nici, has crossed to Bent FM. Ho wm; Inst wook lured from pt stio doos,,no,t know wha,\ ,10, '-, \ 
,mbo FM by Bil! Tiblngana of Capital FM with a huge pay and is already al Copltnl FM's Gititor slntlcn, Boat FM, i9l~ .!::!.m..:..:.. :',, :_·.: .. :..:.. :_-_:_::.:.i 
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