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Preface 

The recent meeting of the AFFRI national coordinators in Bamako, Mali in April gave us a great 

opportunity to go through the reports of your campaigns in PRC1 and pick out the best practices. 

The most important ones are summarized in this Manual.  

Beyond that, here are the major changes made in this version of the Manual: 

1. Campaigns are different! It is not clear to everyone how a campaign differs from regular 

farm radio. We explain the difference.  

2. Core Story We have introduced the idea that each campaign should have a òcore storyó that 

is used throughout the campaign. 

3. òDecisionó Campaign Stage From PRC1, we learned that the radio programming for 

Stage Three needs to be better understood, to be better done.  

4. Campaign òmessagesó Before you plan campaign programs you need to be clear on the 

message your program is to convey to the farmer.   

5. òScaling-upó campaigns in future years In a first campaign, many farmers implemented 

the improvement on a trial basis. If the improvement works for them, we will want to 

encourage them implement it on a wider scale. We need to plan a mini-campaign for a year 

later.       

6. V.O.I.C.E. standards for farm radio When the campaign is over, many broadcasters will 

want to make changes to their regular farm broadcasts. We include the V.O.I.C.E. standards 

that have been used in the AFRRI training workshops.   

This version of the campaign manual is published in English, French and Kiswahili. We hope that 

this makes it available to all AFRRI campaign broadcasters in at least one of their working 

languages! 

 

This manual is written by Doug Ward, President and Chair of the Board, Farm Radio International, with contributions 

from Emily Arayo, Rex Chapota, Modibo G. Coulibaly, Ben Fiafor, Margaret Kingamkono, Martine Ngobo, Kevin 

Perkins and Sheila Huggins Rao. The appendix one documents are written by Bob Carty. Additional editing and 

formatting is done by Girma Hailu, Mark Leclair, and Oscar Sandberg. 

© Farm Radio International 2010. www.farmradio.org 

   

This work is licensed under the Creative Commons Attribution-Noncommercial-No Derivative Works 2.5 Canada 

license.  If you want to use or reproduce this work please visit here for terms of use:   
http:// creativecommons.org/licenses/by-nc-nd/2.5/ca/   

http://www.farmradio.org/
http://creativecommons.org/licenses/by-nc-nd/2.5/ca/
http://creativecommons.org/licenses/by-nc-nd/2.5/ca/


Manual for Participatory Radio Campaigns 

  3 

Table of  Contents 

Preface ....................................................................................................................................... 2 

Table of Contents ...................................................................................................................... 3 

Table of figures .......................................................................................................................... 4 

Purpose and scope of this manual............................................................................................. 5 

Acknowledgements ................................................................................................................... 5 

Introduction  ............................................................................................................................... 6 

Background ............................................................................................................................... 8 

1. About campaigns .............................................................................................................. 11 

1.1 Campaigns are different! ................................................................................................................ 11 

1.2 Ordinary radio campaigns and participatory radio campaigns ................................................. 11 

1.2.1 Common elements in both ordinary radio campaigns and participatory radio campaigns..... 12 

1.2.2 How are participatory radio campaigns different? ......................................................................... 12 

2. Best practices from PRC1 ................................................................................................ 14 

3. Planning the broadcast part of your PRC ........................................................................ 17 

3.1 The importance of advance planning ........................................................................................... 17 

3.2 Elements to plan before you go to air .......................................................................................... 17 

3.2.1 Advance planning 1: Timing and duration ..................................................................................... 18 

3.2.2 Advance Planning 2: Campaign partners ........................................................................................ 19 

3.2.3 Advance Planning 3: Program structure ......................................................................................... 20 

3.2.4 Advance Planning 4: Campaign improvement inputs ................................................................... 25 

3.2.5 Advance Planning 5: Program support ........................................................................................... 25 

3.2.6 Advance Planning 6: Regulatory approvals .................................................................................... 27 

3.2.7 Advance Planning 7: Risk management .......................................................................................... 27 

4. The campaign's four on-air stages .................................................................................. 28 

4.1 Timing and duration of stages ....................................................................................................... 29 

4.2 Overlap of stages ............................................................................................................................. 29 

4.3 Details of the four on-air stages of a PRC................................................................................... 30 

4.3.1 Stage One: Introduction, presenting the facts, and invitation to get involved ......................... 30 



Manual for Participatory Radio Campaigns 

4 

4.3.2 Stage Two: Discussion ....................................................................................................................... 31 

4.3.3 Stage Three: the Decision .................................................................................................................. 33 

4.3.4 Stage Four: Implementation .............................................................................................................. 35 

5. Afterwards ........................................................................................................................ 38 

Appendix 1 ............................................................................................................................... 40 

A1. The campaign core story ................................................................................................. 40 

A1.1 What a story is ð and is not ....................................................................................................... 40 

A1.2 Example of a core story for a campaign .................................................................................. 43 

Appendix 2 ............................................................................................................................... 46 

A2. V.O.I.C.E. ð Broadcaster standards for effective farm radio ................................................. 46 

Appendix 3 ............................................................................................................................... 47 

A3. Radio stations in PRC1 ....................................................................................................... 47 

Appendix 4 ............................................................................................................................... 48 

A4. Main Texts Consulted Before and During PRCs .................................................................. 48 

 

Table of  figures 

Figure 1. Phases in a participatory radio campaign. ------------------------------------------------------ 12 

Figure 2. The four stages of the on-air campaign --------------------------------------------------------- 28 

Figure 3. Timing and duration of a four-month participatory radio campaign. --------------------- 29 

Figure 4. The three components leading to a good farm radio story. --------------------------------- 40 

 

 

  

file:///C:/Documents%20and%20Settings/osandberg/Desktop/090727_manual_ready_for_Mark_(OS).docx%23_Toc237161182
file:///C:/Documents%20and%20Settings/osandberg/Desktop/090727_manual_ready_for_Mark_(OS).docx%23_Toc237161183
file:///C:/Documents%20and%20Settings/osandberg/Desktop/090727_manual_ready_for_Mark_(OS).docx%23_Toc237161184
file:///C:/Documents%20and%20Settings/osandberg/Desktop/090727_manual_ready_for_Mark_(OS).docx%23_Toc237161185


Manual for Participatory Radio Campaigns 

  5 

Purpose and scope of  this manual 

This manual is for farm radio broadcasters!   

In fact, it is specifically for the broadcasters in twenty-five radio stations across Ghana, Malawi, Mali, 

Tanzania and Uganda who will be planning their second participatory radio campaigns (PRC2s) in 

the summer and fall of 2009. 

A participatory radio campaign (PRC) involves a lot of pre- and post-campaign research. However, 

this version of the manual deals exclusively with the radio-based part of a campaign. It has been 

extensively edited in light of the rich experiences of the AFRRI broadcasters in PRC1.  

However, we realize the contents of this manual will be useful for other civil society organizations, 

researchers and academics working in the area of food security and agriculture issues. Therefore we 

have included a brief background of the AFRRI project in order to set the context for this manual 

(this was not originally part of the manual when it was used with partner broadcasters during the 

design of their participatory radio campaigns). 

Acknowledgements 

Participatory radio campaigns ð campaigns dedicated to serving the interest of smallholder farmers 

from beginning to end ð were just an idea until late in 2008. At that time broadcasters in twenty-five 

radio stations in Ghana, Malawi, Mali, Tanzania and Uganda grasped the idea and created the first 

participatory radio campaigns (PRC1) for improved food security for smallholder farmers and their 

families. 

I want to thank all of those broadcasters who by their openness, inventiveness, creativity, dedication 

and plain old hard work, created and carried out the first participatory radio campaigns ever. The 

exciting, varied and effective programming that was produced provides an important legacy for all 

broadcasters who want to serve farmers. Thanks also to the National Research Coordinators and 

other members of the AFRRI staff team for putting this manual to the test and helping partner 

broadcasters use it effectively. 

 

Doug Ward. Ottawa, July 2009 

 

Farm Radio International is grateful for major support from The Bill & Melinda Gates 

Foundation which funds AFRRI through World University Service of Canada (WUSC).  
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Introduction  

Early in 2006 the Bill & Melinda Gates Foundation invited Farm Radio International to submit a 

project proposal. The project was to test the effectiveness of radio in raising awareness and changing 

behaviour of smallholder farmers, to increase adoption of improved technologies and agricultural 

practices.  

 

Out of that came AFRRI, the African Farm Radio Research Initiative: a four-year action-research 

project involving twenty-five radio stations in Ghana, Mali, Uganda, Tanzania and Malawi. (A full 

list of the radio stations and the improvements they promoted is in the appendices at the end of the 

manual.) 

 

In order to generate results that were both measurable and comparable, we designed a specific radio 

program methodology that combined some of the best elements of past radio-for-development 

projects. The result is what we call the Participatory Radio Campaign, or PRC.  

 

We chose the campaign structure because radio campaigns have a buzz and sense of movement that 

works well on radio. They combine focus, information, fun, dramatic progression and commitment 

to action in ways that can capture the interest and engagement of a radio audience. Besides, they 

often oblige different organizations to work together, they are careful about the clarity of messages 

conveyed, and they are sticklers about measuring results. 

 

On the other hand, radio campaigns have an ambivalent record. They are used mainly to get people 

to conform to a goal outlined by a private business or a government. In other words, they sell 

everything from soap to safe sex. They rarely start with the ideas and concerns of the target group. 

And while they gather tons of information about the target group, they rarely give their information 

and findings back to the group for its future use. And they donõt usually give an active voice to the 

members of the group.      

 

The challenge for FRI was to harness the useful parts of a campaign, while putting farmers in the 

driverõs seat, or to quote Rex Chapota, our Malawi Coordinator, òto put farmers first, farmers 

throughout, farmers alwaysó. Fortunately, there is good writing to be found about participation and 

empowerment related to communications for development. (A list of the main texts consulted is in 

the appendices.) 

 

Beyond the texts, however, most of the good ideas that made it into this third version of the PRC 

Manual are there because they worked in the first round of PRCs carried out in 2008/2009. The 
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broadcasters at the 25 rural radio stations took the bare bones of the PRC method and fleshed them 

out into series of exciting and effective weekly radio programs.  

 

We have just published an outcomes report from this first round of participatory radio campaigns, 

and the results are very promising.  A recent survey of 2,000 farmers across the five countries found 

that on average 30% to 40% of the farmers surveyed had already implemented the improvement. In 

some places implementation was almost 80%.  

 

We want to point out that while PRCs might have a useful role to play in farm radio, they are special 

tools for a special purpose. First and foremost, smallholder farmers need a regular radio service that provides them 

with the information they need, and the opportunity for engagement, discussion and organization for action. That 

service needs to be broadcast when farmers can use it, and it must be entertaining too! (The FRI 

VOICE-based standards for regular farm radio service are in the appendices) 

 

This manual will be revised again after the second round of campaigns. However, we are posting this 

version on our website now to stimulate other participatory development practitioners to provide 

their critiques and suggestions for improvements.  

 

If you have comments, please email Doug Ward at Farm Radio International in Ottawa, Canada at 

dougward@magma.ca 

 

 

 

 

 

 

 

 

 

 

 

 

mailto:dougward@magma.ca
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Background 

AFRRI is a 42-month action research project started in 2007 looking at the effectiveness of radio on 

addressing food security and agricultural issues for farmers. AFRRI is being implemented by Farm 

Radio International in partnership with World University Service of Canada (WUSC), and funded by 

the Bill & Melinda Gates Foundation.  

 

The project aims to design and implement a participatory, multi-stakeholder program to discover, 

document and disseminate best practices for using radio-based communications to enhance food 

security in Africa.  

 

Prior to AFRRI, there was very little hard 

evidence to prove that radio programs can help 

smallholder farmers improve their farming 

practices.  Investments in farm radio had been 

based largely on the assumption that, since radio 

is the most accessible and relevant medium used 

by farmers, agricultural information provided on 

the radio is meaningful and helpful.  Anecdotal 

evidence supported this assumption, but there 

were very few studies that carefully measured 

changes that occurred because of farm radio.  

Without this evidence, it is difficult for 

foundations and other resource-providers to 

know whether, how and on what scale to invest 

in farm radio.  A key impetus for AFRRI, 

therefore was to gather evidence on the 

outcomes or changes in farmersõ knowledge, 

attitudes and practices that can be expected from 

specific kinds of farm radio programming.     

 

To gather this evidence, AFRRI has coordinated the development, broadcast and evaluation of a 

specific approach to farm radio called Participatory Radio Campaigns.  Two òroundsó of these 

campaigns were implemented in 5 African countries in partnership with 25 radio stations.  The first 

òroundó of 24 campaigns was completed in mid-2009. 

 

AFRRI realizes that to effectively assess the success of the radio programming in increasing 

adoption of improved agricultural practices, it is essential that the agricultural practices that the radio 
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programs address are of direct relevance and priority to the target audience particularly small holder 

farmers. 

 

However the campaign priorities need to be framed within the limited number of the four themes of 

AFRRI that aim at supporting the introduction by farmers of at least one new agricultural product 

that is known to contribute both to household both to household nutrition and income; supporting 

farmers in adopting new land use measures that are known to conserve or improve the quality of 

farm soils; supporting farmers in adopting measures that have been proven to reduce post harvest 

losses and supporting farmers to have access to markets for their agricultural produce. 

 

The first radio campaign that took place between October 2008 and April 2009 revealed a number 

of lessons as regards the need for a systematic agricultural improvement selection process that is 

able to bring out agricultural improvements that are farmer driven, measurable, ôcampaignableõ and 

at the same time widely accepted and validated at both national and international levels. This is in 

appreciation of the fact that AFRRI is not supporting just ônormalõ farm radio service rather 

participatory radio campaigns. 

 

Criteria for agricultural improvement/technology selection 

 

The criteria for selecting each improvement in each of the participating radio station is as follows: 

Å Be òfarmer demanded and approvedó (using findings of AFRRI rapid appraisal, baseline 

studies, and the brain storming sessions during the summative evaluation process of 

Campaign). This ensures that local needs, priorities and interests for small holder farmers are 

respected which is one the core values of Farm Radio International. 

Å Offer a balance of farmersõ needs and government recommendations/policies: This will 

ensure that each country works within the confines of the agricultural policy and priorities 

but at the same time ensuring that the priorities are set by farmers themselves. 

Å Have inputs/extension services available for implementation: To ensure that the adoption of 

the improvement is not based on extra input and costs rather on what small holder farmers 

can afford on their own without external support. A lesson was documented in the 1st 

campaign where farmers expected AFRRI to provide inputs on the improvements that were 

being supported on radio. 

Å Have a market available for the resulting farm produce: If the improvement needs to be 

marketed there is need to ensure that feasibility for markets have been done to avoid a 

situation where farmers have produced commodities that cannot be marketed. 
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Å Be proven effective as a food security improvement: This is to ensure that AFRRI 

campaigns are able to meet the food security needs of the majority of farmers. AFRRI was 

funded on the premise that the messaging will lead to increased food security for the 

majority of the small holder farmers in the implementing countries. 

Å Offer opportunities for on-farm demonstration: This is to ensure that messages can be 

strengthened with demonstration of the improvement in case they are issues that radio may 

be limited to offer as precisely as possible especially those that need a practical 

demonstration. This could be done at one of the impact villages. 

Å Benefit a majority of farmers: There is need to ensure that improvements do not target some 

specific or special farmers rather are able to attract adoption of majority of farmers who hear 

the messages. This is also in line with the criteria for an effective ôcampaignõ. 

Å Allow the three participatory radio campaign stages to be covered (including the 3rd stage of 

decision-point): The AFRRI campaign process has four key stages of knowledge 

communication, support for attitude change, the decision stage and the implementation 

stage for farmers who have adopted the improvement. However in campaign one, it was 

found that some of the improvements were just good enough for a normal farm radio 

program and not a campaign since they could not fulfill all the stages especially the decision 

stage hence in the 2nd campaign effort will be done to ensure that the improvement meets 

this criteria. 

Å Be relevant to the whole radio station audience in the area: The improvement need not to 

meet the needs of majority farmers but also be relevant to the whole audience of the radio. 

This is more critical especially to broadcasts that cover a whole nation like Zodiak 

Broadcasting Station and Malawi Broadcasting Corporation in the case of Malawi. 

Å Be òcoverableó in one campaign: This will ensure that the improvement can have remarkable 

results with change in practice (by listening farmers ð or evidence of change) evidence in the 

timeframe left for the Project so that it meets the action research objectives of AFRRI. 

 

This means that in general AFRRI selects improvements that are, for the most part, simple, òlow 

techó, òlow costó or òno costó, gives genetic diversity, have a marked impact on the poorest farmers 

regardless of anything else that may or may not happen, and can be done by everyone using readily 

available resources to everyoneõs benefit. AFRRI also realizes it is important to ensure that at least 

one improvement is of primary and/or specific benefit to women farmer and young farmers 
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1. About campaigns 

1.1 Campaigns are different!  

Campaigns are not the same as the regular farm radio programmes. 

Campaigns are motivators that alert the community about the availability of 

new or improved techniques and tools and engage them to try it out. Regular 

farm radio programming involves nourishing the minds of the farmers with 

continuous information and engagement to improve their livelihoods just 

like a steady diet of healthy and tasty foods that sustains your body week in, 

week out, all year long. On the other hand, a campaign is like a vitamin-rich 

food like orange-flesh sweet potatoes that friends are encouraging you to try 

to improve your immune system. Campaigns therefore are done in specific 

situations, for specific targets and for specific period. 

Here are the main ways that a campaign is different from regular farm 

programming: 

A campaign 

- deals with one specific problem and solution 

- lasts for a specific period of time. 

- features a dramatic progression of actions that build to a climax and then continue on to a 

conclusion. 

- has a purpose that goes beyond informing, involving and entertaining. Its purpose is to 

stimulate farmers to consider taking specific action, now. 

A campaign has focus and progression. It has a beginning, middle, and an end. It has periods of 

tension and periods of resolution and celebration ð all tied together by the progression of its internal 

drama. It requires all of the regular skills that you can bring to it ð and other skills besides! And for 

this it needs to be carefully planned in advance! 

1.2 Ordinary radio campaigns and participatory radio campaigns 

Campaigns by governments and private businesses have been used to promote everything from 

breast-feeding to formula-feeding. Briefly put: 

A campaign is a media-based activity, over a period of time, used to encourage a 

target population to adopt a certain behaviour, and to tell them how to do it. 
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Figure 1. Phases in a participatory radio campaign. 

 

1.2.1 Common elements in both ordinary radio campaigns and participatory 

radio campaigns 

All campaigns have some common elements: 

- a clear purpose and goal  (i.e. to get 50% of new mothers in this region to breast-feed their 

infants exclusively for the first six months of life)    

- a planned time frame for the campaign as a whole, and for each stage of it 

- pre-campaign research about the target populationõs current behaviour and its use of media 

- clear messaging for each stage of the campaign  

- specially created radio programming  

- use of an integrated range of other media  

- in-campaign feedback and correction to fix glitches as they occur 

- post-campaign research to evaluate the achievement of objectives, identify unintended 

consequences, and gather best practices for future campaigns 

See Figure 1 above for an outline of the radio campaign process. 

1.2.2 How are participatory radio campaigns different? 

PRCs have the above features, but they differ in several important ways. At their core, they involve and 

serve the interests of the target population ð smallholder farmers. Here are the key differences. 

1. Informed choice. Campaigns usually aim to have the target population adopt the improved 

practice. The goal of a PRC is to help farmers make an informed decision whether or not to adopt the 

proposed improvement. Some farmers will have good reasons not to adopt. The campaign 

should serve all farmers by helping them to make the right decision. The second goal of a 

PRC is to help the adopting farmers to implement the change effectively.  
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2. Farmers valued: first, throughout, and last. A PRC starts with meetings of farmers and 

villagers and their supporters, with broadcasters. They identify an important common food 

security problem, and also identify a proven solution which, if widely implemented, can have 

a significant, measurable positive impact on local food security. The campaign features the 

voices of the farmers throughout as they engage with the problem and the improvement. It 

will also feature broadcasters and others who show a hearty respect for the knowledge, 

wisdom and work of farmers, and are prepared to serve farmers' needs. 

 In light of the above, a participatory radio campaign for food security can be defined as follows:  

A participatory radio campaign is:  

A planned, radio-based activity, conducted over a specific period of time, in which a broad 

population of farmers is encouraged to make an informed decision about adopting a specific 

improvement selected by their peers, based upon the best available information, to improve 

the food security of their families. It then provides the adopting farmers with the 

information and other support they require to implement the improvement. 
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2. Best practices from PRC1 

The campaigns created by broadcasters in twenty-five radio 

stations earlier this year revealed many best practices for 

participatory radio campaigns. Here is a list of the most important 

ones. Use as many as you can in PRC2!    

1. Importance of using the farmerõs language. You used 

the language or dialect of the smallholder farmers in 

almost all campaigns, and farmers have emphasized how 

important that is for them.   

2. Need to provide audience-assembling time at 

beginning of program. The program needs an attractive 

opening òsignatureó musical piece that reminds the 

farmers it is time for the program. And it should run long enough to let farmers get to a 

radio receiver or to assemble as a group with a radio.  

3. Need for empathetic hosting The program must have a host/presenter who the listeners 

like, and find interesting. The host provides shape and progression to each program, acts as 

an advocate and supporter of the farmers, reads any scripted portions, and makes sure that 

key points are clarified, emphasized and repeated as required. The host uses farmersõ 

language well. It is usually best if the host is also the host of the regular farmer broadcast for 

that station. 

4. Role of farmer participation Men women and youth all liked to be consulted about the 

campaign and its programming, and to participate in the programming in various ways.  

5. Importance of farmersõ voices Farmers like to hear their voices and the voices of other 

farmers facing similar conditions. These are heard in every part of the program, both live in 

the studio or on the telephone, and also captured in fields and gardens and homes and 

village meetings. These voices provide credibility and attractiveness and encourage farmers 

to engage in the campaign. These voices raise and discuss the problem and the 

improvement, and ask questions of experts and other farmers. They reveal the struggle each 

farmer undergoes as s/he works towards a decision about implementing the improvement. 

And these voices of farmers explain how they are implementing the improvement, and 

overcoming problems that crop up while they implement. The voices must be from all parts 

of the listening area.  

6. Role of expert information and advice Farmers like to hear their own voices, but they also 

want to hear from people who have expert knowledge. Experts can be interviewed in the 

studio or in the field where they are talking to farmers. At the same time, experts who go on 

air with any regularity must have good radio presentation skills. Listeners have no time for 

experts who run on, are boring, or donõt speak their language. 
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7. Need for the campaign to move forward Your 

campaign programming must express a sense of movement 

and progression from week to week. This sense of 

movement helps the farmer move on from better 

knowledge, to discussing it with others, to making a 

commitment (or not) to implement the improvement, to 

actually implementing the improvement. 

8. Role of entertainment The program uses local music, 

including the audio from womenõs dance, poetry, humour, 

theatre and songs to draw and hold the audience and 

provide pacing and pauses for reflection.  

9. Regularity and frequency of broadcast The program 

should be broadcast weekly, at least, for 30-60 minutes, at a 

time when farmers can listen.  

10. Need for repetition The program needs to be repeated at 

least once in its entirety, in the same week, at a time when farmers are available to listen. 

This is both to provide a first hearing for farmers who missed the original broadcast, and a 

second hearing for farmers who need the repetition to drive home complex information. In 

addition, key messages and instructions need to be repeated both on air (in spots and in the 

programs themselves) and by other means (e.g. recorded phone messages, bulk SMS, printed 

flyers, poems and songs written for the campaign, etc.)   

11. Need for adequate promotion The campaign program must be promoted first and 

foremost through spot promos run on air for weeks before the campaign and throughout 

the weekly schedule for the duration of the campaign.  Other promotion strategies can be 

included, like flyers, posters, stickers, and even t-shirts 

12. Role of telephones Mobile telephones provide the potential to transform radio from a one-

way medium to an interactive one, and this can provide enormous benefits to a campaign. 

Farmers can phone in to participate in discussions. Hosts can phone out to hold officials to 

account. Extensionists can report on a specific implementation issue they are facing. And 

while broadcasters canõt get to every village to record voices there, they can pro-actively 

phone out to villages to ensure that voices are heard from all important areas. Telephones 

also provide the opportunity for SMS and IVRS communications (both voice and text) 

between farmer and radio station. That said, millions of smallholders have no access to 

telephones of any sort, and women farmers are particularly disadvantaged in this regard.  

Therefore, campaigns should include traditional ways of interacting with listeners like letters, 

suggestion boxes, and field interviews and discussions.  Consider providing cell phones or 

cell phone time to key women farmers for the duration of the campaign so that they can get 

women farmersõ voices on air. 
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13. Attraction of multi -format programs There seems to be unanimous support for campaign 

program that combine a number of formats, including narration, expert interviews, panel 

discussions, phone outs and phone ins, local music and soundscapes, and where possible, 

jingles and dramas and quizzes. 

14. Importance of other stakeholders A campaign is not a time for a radio station to ògo it 

aloneó. On the contrary, it is the time to reach out to all organizations that can help the 

campaign be as thorough and as effective as possible. Extension services are a prime 

example. Some NGOs might play important support roles too. Schools and private 

businesses that sell farming inputs can also play crucial roles. 
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3. Planning the broadcast part of  your PRC 

3.1 The importance of advance planning  

Your best radio programming often combines careful advance 

planning with live spontaneity. The spontaneity adds to the 

attractiveness of your programming. The advance planning makes 

sure that your program serves its purpose and that the PRC goes 

through all the necessary stages at the right pace. 

This is particularly true in a participatory radio campaign, which 

often runs for three to six months. The campaign programming 

will be greatly enhanced by live, spontaneous talk throughout. 

First, however, the campaign needs a carefully thought out plan. 

This is essential so the campaign can unfold in a logical and dramatic 

sequence that will help it to meet its goal of helping farmers boost the food security of their families. 

Once farmers have identified a major food security problem and an improvement that will work, 

you need to begin the planning that will result in a participatory radio campaign. And while you must 

always make room for the unexpected and the unplanned, a participatory radio campaign is always 

planned in considerable detail before the first word goes to air. Plan ahead so that you can take 

advantage of every bit of attractive, spontaneous talk and action that happens! 

3.2  Elements to plan before you go to air   

You need to plan these elements before the first campaign word hits the airwaves. Here are the eight 

major elements that need advance planning: 

1. Timing and duration 

2. Campaign partners  

3. Program structure (radio programming outline, including campaign core story) 

4. Campaign improvement inputs 

5. Program support 

6. Regulatory approvals 

7. Risk management 
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3.2.1 Advance planning 1: Timing and duration 

Timing  

There is no sense starting a campaign about inter-cropping legumes with maize if the maize seed is 

not available, or if the sowing season is just wrapping up! Your campaign should begin well in advance 

of sowing, at a time when farmers are beginning to think about their next cropping year, or cycle. 

Further, the planning for that campaign needs to happen even earlier. And the various groups that are 

to help in the campaign will need to be brought onside earlier still!  

External events can have an impact on your timing. You can have your planning done and the 

campaign ready to roll. Then severe weather comes, or an election is called, and farmersõ attention is 

diverted! Plan your campaign for the best time in the work lives of the farmers, but also take into 

consideration outside events that might interfere with the steady progression of programming that 

the campaign needs. And watch out for big football matches. They can push everything aside!  

Duration 

The length of a campaign depends a lot on the level of complexity of the proposed improvement.   

- If a campaign aims to prepare farmers for an impending natural disaster, it might only last a 

day or two!  The campaign might be as simple as: floods are coming, so harvest your crops 

now! 

- On the other hand, if a campaign aims to get farmers 

implementing a significant change to their farming practice, 

then it will need to run for a much longer time. Ideally, 

a campaign will run until adoption of the improvement 

reaches a tipping point ð the point when farmers start 

adopting the new practice without the need for the 

ongoing stimulation of a campaign.  

The length of most campaigns, however, falls between these 

extremes.  

- The campaign should run long enough that the whole 

target farming population is exposed to its messages, 

and has a chance to get involved. Our experience in 

PRC1 teaches us that this will likely take three to six 

months. 

- The campaign should be short enough that it doesnõt 

become boring and ineffective. Campaigns can run too 

long. A campaign derives much of its effectiveness 
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from its dramatic momentum. It can lose that momentum if it drags on, and runs out of 

energy.  

In any case, campaigns cost money, one way or another, and so they invariably have a time limit 

imposed by their budgets.  

Campaigns promoting a simple agricultural improvement should take a shorter period than 

campaigns that require the farmer to take on additional risk that comes with changing cultural 

behaviour, learning new skills, or joining a collective activity.  

3.2.2 Advance Planning 2: Campaign partners  

Broadcasters and farmers can't do all the work! You must find the right people in the key institutions 

that can help your campaign to be fully effective. Here are some of the main partners to consider, 

and what each might bring to the table.  

Extension service 

Extension workers go out and talk with farmers and farmers groups about improving food security 

through agriculture. They are the perfect partners to compensate for one of radio's weaknesses! 

(Radio is not face-to-face.) Involve your extension worker from the start, to ensure both that the 

extension worker supports the campaign and will play a substantial role in it. He or she might need to get 

approval from his or her boss, and that could take time. Explain to the boss how much you need 

him or her. And show the boss how the extension worker will be much more effective by combining 

broadcasting with the field work. 

You will want the extension worker to be active in every stage of the campaign. In addition to 

visiting the farmers and talking to them, he or she should set up demonstration fields where farmers 

can see the improvement if successfully implemented. And the extension worker should go to air 

regularly both from your studio and from the fields using a mobile phone. 

Note: There is no guarantee that the extension worker will be an experienced, interesting 

broadcaster. Since he or she is a key member of your campaign team, give extension workers the 

training and feedback they need to do well on air. 

Universities/colleges/agricultural research institutions 

University-educated people often have trouble communicating clearly and sympathetically with 

farmers, but the best ones can. You need to find them so they can add to the campaign's credibility 

with their scientific knowledge. 

Schools 

Local schools can help by teaching their students about the improvement and by giving students 

handouts to take home for their parents. The students can proudly read the handouts to their 

parents! 
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Farmersõ Organizations 

Some national organizations produce their own radio programs for broadcast by radio stations. Can 

these programs be oriented to support the PRC?  Does the organization have material from past 

programs that can be used in the PRC? 

Production houses 

In some countries there are organizations that specialise in producing content for radio and TV 

programs.  They might be engaged to produce jingles, spots or mini-dramas, or they might have past 

programs that can be used for the PRC. Just make sure that any outside material you use in your 

campaign is consistent with the values of a participatory campaign. 

Places of worship 

Many churches and mosques care profoundly about the well-being of their members and their 

villages. Contact religious leaders and invite them to speak out in favour of the planned 

improvements ð both in their places of worship and on the radio.  

NGOs 

Some NGOs working in your region might have similar objectives to your campaignõs. Find out if 

they have resources that can be folded into the campaign, such as transportation, skilled people, 

equipment, transportation, even cash. 

Government departments 

In addition to extension services, seek out other government departments whose objectives would 

be met by your campaign.  Does the Ministry of Agriculture have a communications department?  Is 

there a ministry or department of communications? Can they provide resources to strengthen your 

campaign? 

3.2.3 Advance Planning 3: Program structure 

Much of your program content will be produced while the campaign is underway. However, the 

structure of that programming needs to be planned well in advance. There are four stages of the on-

air campaign, i.e. introductions and facts, discussion, decision, and implementation. Early planning is required 

for all stages. 

Here are the key program elements that need to be planned ahead.  

1. Assemble the campaign production team 

2. Determine the core message or messages that you will convey in each of the four stages of 

the campaign. 

3. Find and package the campaign òcore storyó 

4. Determine the format for the weekly campaign program 

5. Lock the campaign program times into your stationõs program schedule 
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6. Identify special campaign programming needs 

7. Other media programming 

Each of the above listed program elements are described in more detail below: 

3.2.3.1 Assemble the campaign production team  

A participatory radio campaign is too long and too complicated to be done by one broadcaster! Try 

to pull together a team that includes, as a minimum: 

- a full time producer/host  

- a production researcher 

- an extension worker/broadcaster 

- management support 

- clerical support 

The producer is responsible for all campaign programming, and she or he also hosts the weekly 

campaign program. The second production person does research and gathers interviews and can 

stand in for an absent host. The extension worker brings both agricultural expertise and field 

experience with farmers. The station manager or program manager makes sure the campaign has the 

people, money and equipment it needs. Clerical support is required to ensure that all logs and 

reports are done that record the campaign plans, programs and reactions.  Of course every radio 

station is different, and will assemble its production team based on its own experience and 

resources. However, the functions mentioned in this paragraph all need to be covered by someone 

on the team. 

3.2.3.2 Determine the core message or messages that you will convey in each of the four 

stages of the campaign. 

Each stage of your PRC must successfully convey a core 

message to your farmers. Letõs take an example.  

1. Start by describing the selected improvement. In this 

case, it is interplanting legumes with maize.  

2. Then identify the specific information that needs to 

be conveyed. In this case, it will include: 

- the benefits of intercropping 

- the risks and costs of intercropping 

- types of legumes and maize,  

- procedure for planting, tending and harvesting 

- timing of implementation of improvement  
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- availability of inputs 

- availability of support  

- when soil will show improvement,  

- how legume crop can be used in diet, etc. 

  

3. Then you write the core message for each stage. Here is what those messages could be. 

- Stage One: Introduction and Facts (farmers get information about the improvement 

and discuss it to understand it clearly). 

Core message: Interplanting beans with maize can make families healthier and corn 

crops better. 

- Stage Two: Discussion (farmers discuss how the improvement can improve their 

lives). 

Core message: Talk with others about whether intercropping would be good for you.  It 

is worth the extra effort to start interplanting maize and beans.  Youõll be able to 

feed your family more nutritious food and in future years have better corn harvests. 

- Stage Three: Decision (farmers make a personal decision about adopting the 

improvement). 

Core message: Make your decision now! Try the improvement if you can!   

- Stage Four: Implementation (farmers get information about implementing the 

improvement and discuss it while they implement). 

Core message: Follow these clear steps to prepare, plant, tend 

and harvest. 

To complicate matters, you also need to have a message, for each stage of 

the campaign, for the people who talk to farmers and who will influence 

their decision. We call this the òsupport communityó. 

 After you have your messages clear, it is up to you and your team to use all 

your creative forces to decide how you will turn those core messages into effective 

radio programming. And that is where you make careful selections from among 

all the tools of your trade: interviews, phone-ins, rhymes, music, quizzes, etc., 

to get the messages across both clearly and attractively. 

3.2.3.3 Find and package the campaign òcore storyó  

Nothing attracts listeners like a little drama, a little òstoryó. Once you have 

decided on the improvement that is to be at the centre of your campaign, you 

need to go out and find a local, ordinary farmer who has already overcome 
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obstacles and successfully implemented the improvement. Then you need to make a tightly-edited 

story about the farmer who needed to make a change, and about the action she took to implement 

the improvement.  It is essential that the farmer be presented as the òheroó of this story ð she or he 

should be shown to have solved the problem through her or his own ingenuity and courage.  It is 

often tempting to make an outsider ð like the broadcaster or the extension worker ð the hero who 

òrescuesó the farmer from her problem.  But resist this temptation ð instead, let the farmer be the 

hero.  This will make the story much more interesting to listeners. 

The core story can be some variation of the following form:  

- a farmer is introduced to the listeners 

- the situation and problems of the farmer are revealed 

- the farmer encounters a major problem that threatens her family's well-being 

- a friend suggests trying the improvement, another speaks against it  

- the farmer comes to a decision and tries the improvement 

- the farmer struggles and has little setbacks in implementing the improvement 

- the farmer finally succeeds implementing the improvement 

- the farmer's family life gets better because of the improvement 

See Appendix One for details about the campaign core story. 

3.2.3.4 Determine the format for the weekly campaign program  

Your evidence from PRC1 shows that the best format for the weekly campaign program uses the 

magazine format. Like a print magazine, a radio magazine uses a range of production formats. 

Different formats are chosen to make different kinds of material interesting. The weekly campaign 

programs will include some or all of the following formats. 

- Theme music: local music featuring local musicians, and played long enough at the top of 

the program to allow the farmers to get to their radios 

- Host: continuity, commentary, news-reading, interviewing  

- Extension agent: presenting information, answering questions, interviewing   

- News stories about the improvement and about the campaign 

- Core story 

- Interviews ð with experts and with farmers who have opinions about or experiences with the 

improvement  

- Vox pop  

- Panel discussions 

- Village debates 
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- Phone-ins and phone-outs 

- Feedback (about the programming as well as about the problem/improvement) 

- Reading letters from listeners 

- Sound from field 

- Local music, jokes and poems 

- Radio diaries kept by farmers as they try the improvement  

Here are additional formats for special campaign programming. 

- quizzes, competitions 

- dramas 

- tape-talks, mini-docs     

3.2.3.5 Lock the campaign program times into your stationõs 

program schedule  

PRC1 showed us that a campaign needs a weekly program, of at least a half-hourõs length, in the 

language of the farmers, and broadcast at a time when farmers are listening. Make sure you have the 

resources to do this weekly program for the duration of the campaign. 

The campaign material can either be integrated into the stationõs regular weekly farm program, if it 

has one, or it can be a òstand-aloneó program. It is often best if campaign programming is integrated 

into the regular farm programs. After all, much of the target group is already "assembled" for these 

programs and is familiar with their host. If you put the campaign programming at another time of 

day or another day of the week, you have to find ways to bring the farmers to that other time slot. 

In addition to the weekly campaign program, book the time and resources for other campaign-

related programming. This should include  

- a repeat of the weekly program each week, at a different time and on a different day, at a time 

when farmers are available to listen, and  

- promotional spots for the campaign that are run throughout the 

weekly program schedule to draw listeners to the weekly campaign 

program..     

3.2.3.6 Other media programming  

Radio will be the main medium used in the PRC, but it won't be the only 

one. Using a coordinated range of other media will reinforce the radio 

work, and (how we hate to acknowledge this) it will do some of the 

essential things that radio doesn't do well! In particular,  

- Mobile phones, as mentioned above, have given new life to radio 

by enabling it to be a two-way medium between broadcaster and 
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listener. Their main use will be in radio programs that include phone-ins and phone-outs. 

However, if you also want to use mobile phones to receive text messages and to send 

automated messages, this will need to be arranged in advance of the campaign.  

- Print media, posters, videos and fliers are better than radio to communicate complex or 

lengthy information, such as lists of detailed instructions. And unlike radio, they can also 

display complex visual information (e.g. the shape of a new tool, or the look of a blighted 

plant). Plan ahead! You might need some special production or design work. And in some 

countries, posters need to be approved well in advance by a government department.  

- Conversation, face-to-face meetings. Most of the work of a campaign is done by mass 

media: radio and perhaps posters. However, one-on-one conversations between farmers and 

people they respect and trust (spouses, religious leaders, extension workers, fellow farmers) 

are often crucial in helping a farmer to take that important step of committing to change. 

You can record many of these dramatic conversations ð and broadcast them!   

- Other participatory methods: theatre for development and music, for example, can be 

used to help community members explore ideas and gain new understanding. 

3.2.4 Advance Planning 4: Campaign improvement inputs 

In PRC1 some Malawi stations promoted the intercropping of legumes with maize. Soon after the 

campaign started, broadcasters learned that stockists were running out of legume seeds! While this 

was a sign that the campaign was taking effect, it also pointed out that campaign planning needs to 

consider the availability of external inputs the farmers will need to implement the improvement. If 

your specific campaign improvement requires the farmer to get hold of specific seeds or shoots or 

equipment, make sure, well in advance, that supplies are readily available from businesses or 

supporting institutions.  

3.2.5 Advance Planning 5: Program support  

Just as programming needs to be planned in advance, program support also needs prior planning. 

This includes staffing, training, technical resources and financial resources. You might also require 

some level of regulatory approval.   

Staffing 

If the radio station has a broadcaster who does regular farm broadcasting and is highly respected by 

farmers, then he or she is the obvious person to host the campaign programming. The campaign will 

undoubtedly need more staff than the regular farm broadcaster. Are enough staff available to 

prepare and broadcast this additional programming? Are there staff members to fill in for the 

broadcasters who will be dedicated to the campaign? Are there staff to stand in for campaign staff if 

they are not able to work?  
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Training 

Do staff need special training or orientation to carry out their campaign programming tasks? If so, 

this training needs to be planned, funded and implemented, with backup staff provided where 

necessary.  

Technical resources 

A campaign can make significant demands on the technical 

resources of a station. In PRC1 some stations started doing phone-

in shows for the first time in order to get a wide range of farmersõ 

and villagersõ voices on air. Some stations also did their first phone-

outs. Both of these valuable formats need equipment to put 

telephone calls on air. Do you have that equipment and is it 

working well? Here are questions about important technical 

resources. 

- Does the station have the equipment to get mobile 

telephone calls to air? 

- Are portable field recorders available for broadcasters who visit 

farms?  

- Are mobile phones available both for broadcasters who phone 

in live, and also for other key users, such as an extension 

worker?  

- Are there mobile phones (or at least SIM cards) for select farmers so 

they can call in throughout the campaign and report on 

their personal experience? 

- Is there back-up power to be sure the program can be put on air in the event of a power 

outage? 

- Are technicians available to keep the equipment ð including the transmitter ð working? 

Financial resources 

Campaigns usually cost money. Early on, the station should develop a budget that includes both the 

funds it can provide, and also the funds needed from other sources. Here are some sources to 

investigate.   

- Since the campaign programming will be particularly attractive, is there an opportunity for 

commercial sponsorship and spot ads? 

- Since the campaign will be doing a kind of agricultural extension work, will the extension 

service provide funds? 

- Are there NGOs working on similar issues in the region that can provide funding? 
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- Can you make your case to national or international charitable organizations that support food 

security? 

- Can farmers' groups provide any funds, even a symbolic amount? (This will show commitment 

and encourage others to give.) 

3.2.6 Advance Planning 6: Regulatory approvals 

- Phone-in shows and offensive language. In PRC1 at least one state radio station found 

that it did not have the authority to do phone-in programs. Phone-ins are great ways to 

increase participation of farmers and also to get a wide range of farmersõ voices and 

comments on air. If you face restrictions, try to make a strong case to be allowed to do 

phone-in programs for the campaign. Sometimes higher management is worried that phone-

ins will permit some callers to say hateful things before they can be cut off. However, with 

simple technology you can put the whole program on a thirty-second delay. This means that 

the words of the caller can be heard in the studio thirty seconds before they would go to air. 

This gives the broadcaster time to delete the offending words before they are broadcast. In 

fact, this gives the broadcaster more control than he or she has in a live interview! 

- Posters. In some countries posters need to be approved at some level of government before 

they can be put up. Posters are often a good way to communicate detailed visual 

information. Get the approvals beforehand so your posters can serve your campaign at the 

right time. 

3.2.7 Advance Planning 7: Risk management 

Your campaign needs to identify risks and plan to avoid or reduce them. Risk can be defined as 

uncertainties and constraints combined to influence the campaign output negatively.  

There are known risks and there are unknown ones. Both types need to be listed and kept on guard.  

With known risks we mean risks encountered during PRC1, as well as experiences from elsewhere. 

These risks are known to us, but we donõt know if they will happen in this campaign. It is important 

to prepare for these risks. To make this easier, the campaign organizers can follow the above 6 

planning stages (3.2.1 ð 3.2.6) and list risks that may be encountered in each stage, and plan to avoid 

and/or reduce them in case they happen. 

Unknown risks are risks that are not anticipated. Examples could be civil unrest, natural disasters, 

pest or disease outbreak, unscheduled election, civil unrest, etc. Knowing these risks will help you to 

bear minimum loss.  In the first AFRRI participatory radio campaign (PRC 1) a good example of 

risk was the availability (unavailability) of inputs for implementing the improvement. 

 

  












































