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Preface 

This is the first issue of a new series of Participatory 
Development Training Manuals. Communication for Partici
patory Development is designed to train grassroots develop
ment agents in the principles and skills of communication so 
that they may in turn motivate, sensitize and train rurat 
communities to contribute to and participate effectively in the 
development process. The manual has a practical emphasis 
and is intended as a useful reference and source book. It's 
main focus is on how to effectively solicit the views and 
preferences of the grassroots constituency on issues of 
concern and interest. and on how, in turn, to best inform and 
communicate. 

The ultimate objective is to promote and facilitate the 
institutionalization of partiCipatory processes and enhance 
people's involvement in the pOlitical, social and economic lives 
of their countries and the sharing of experiences, ideas, 
concepts, institutional mechanisms and organizational forms 
on partiCipatory development. 

It is now widely recognized that popular partiCipation in 
development is an essential prerequisite and a cornerstone of 
human-centred self-reliant and self-sustaining development. 
Without the active involvement of the people and their 
organizations in the development processes, improvements of 
human conditions can neither be achieved nor sustained. 
The African Charter for Popular Participation in Develop
ment affirms this by calling for an era in which the participa
tion and empowerment of the ordinary men and women are 
the order of the day. In a rare consensus, the Charter 
attested to the fact that people's participation must be at the 
heart of Africa's development mission and vision, -and it con-
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firms that authentic development springs from the collective 
imagination. experience and decisions of people. The 
Charter. and the emerging unanimity. have presented us with 
an unparalleled opportunity to unleash the creativity and 
harness the energy of the people for a better future for 
themselves, their countries and Africa as a whole. 

It is this recognition that prompted the United Nations 
Economic Commission for Africa to' take the initiative to 
promote popular participation in development, facilitate the 
implementation of the Charter and to strengthen the role of 
people's organizations and work with them to formulate and 
articulate programmes and initiatives that VJould foster 
widespread participatory action. The publication of this series 
of manuals is a contribution to these objectives. 

Comments and feed-back on this first manual of the 
series on Participatory Development Training Manuals will be 
highly appreciated. Please address correspondence on these 
and related matters to: 

Sadig Rasheed 
Director 
Public Administration, Human Resources 

and Social Development Division 
P.O.Box 3001 
UN Economic Commission for Africa 
Addis Ababa, Ethiopia 

Telefax 251-1-51-44 16 

(iv) 



Introduction 

Thirty years after independence from colonialism, 
African countries are still struggling to improve the living 
conditions of African rural folk. In spite of the extended and 
intensified efforts, both national and international, most African 
people still cannot meet their basic survival needs of food, 
shelter and clothing, and the political, economic and social 
conditions seem to be getting worse year after year. Some
thing has been lacking in these efforts: participation and 
meaningful contribution of African peoples to their own 
development and to the creation of a better world. 

Failure to solicit peoples' participation is not without 
explanation. Development and use of effective communica
tion strategies have been left out of most development 
programmes and several factors are responsible for this. In 
the first place, it is possible that some of the governments 
may not be aware of what development communication is or 
how to incorporate it into development projects. Secondly, 
although Africa is the most underdeveloped continenti neither 
the UN nor any other organization has promoted support for 
communication projects at regional or country level. While 
there are a few development support communication training 
centres in North Africa, there is none in Sub-Saharan Africa. 
Thus, even well conceived programmes such as the African 
Symposium on Grass-roots Development (Niamey, 1987) 
have not had the much success. The underlying question is 
how do we get the people to parbcipate in their own develop
ment programmes? People's participation means allowing 
grassroots people to participate in the designing, implement
ing, and evaluating, their activities through organizations of 
th~.~r own, It is widely realized now that there is need to train 
development agents in the principles and skills of communica
tion so that they may in turn motivate, sensitise and train rural 
communities on bottom-up planning and popular participation 
techniques. 



A Purpose and Scope of the Manual 

This training manual has been developed to meet the 
urgent need for training development personnel to enable 
them achieve the much desired popular participation at the 
grassroots. The manual is intended to provide a reference 
source on development communication for local NGOs, 
people's organizations, development agents of various 
ministries and line agencies at different levels. However, ' 
topics have been selected, organized and presented in a 
manner that should make the manual a useful reference text 
for all those interested in the participatory development 
process. The manual is intended to help the development 
agents improve their performance in their fieldwork and it 
therefore has a practical rather than a theoretical emphasis. 

B The Modules and their Contents 

The Manual comprises of six modules. Each module 
focuses on a specific. practical issue which the development 
agent needs to achieve participatory development. The 
modules are organized around the theme of communication 
for participatory development and follow a logical flow, 
although each module is complete by itself and can be 
selected and used independently of the others or in combina
tions thereof. The first two modules cover aspects of com
munication at the interpersonal level, whereas the third 
module deals with communication at the group level. The 
fourth and fifth modules deal with communication aspects at 
the organizational level. The sixth module deals with how the 
development agent can improve his or her individual com
munication skills. The modules are summarised below: 
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(a) Module I 

How to effectively solicit the views and preferences of 
grassroots constituency on issues of concern to their inter
ests. 

If the development agent is to achieve participation of 
the people among whom he or she works, the people's views 
on various programmes, concerns. preferences, and interests 
should be sought. These are both among the means of 
participating and avenues to other forms of participation. The 
key purpose of the module is to train the .development agent 
on the specific skills and procedures of effectively SOliciting 
and using information on these aspects. 

(b) Module II 

How to best inform grassroots groups on issues of 
concern to their interests. 

A necessary element in popular participation is for the 
members of the community,'at grassroots level to articulate 
their situation as they perceive it including their hidden 
constraints and potential incentives - social, cultural, and 
economic - before an action plan for a development pro
gramme is finalised. In addition. the rural peopre need to be 
informed about the programme and need to understand its 
implications, its benefits, and its limitations. Finally. the rural 
people need to be aware of the channels through which 
communication among them and between them and the 
programme staff can be a two-way process. 

The key purpose of this module is to provide develop
ment agents with understanding of materials and learning 
situations that enable rural people to understand and adopt 
technical aspects of communication practices potentially 
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available to them. Techniques of providing reinforcement as 
the rural people adopt new knowledge and practices as well 
as skins in establishing or activating feedback channels to 
ensure two-way communication between them and the people 
are also covered in this module. 

(c) Module III 

How to communicate with, network and mobilize 
sympathetic groups to mount concerted efforts and generate 
support from a cross-section of sympathetic groups. 

This module arises from the understanding that 
community change involves and means change within 
individuals. However, all individuals belong to various groups 
and these groups influence the ways in which each individual 
perceives and adopts change. Furthermore, there are certain 
aspects of community adoption that can be achieved only 
through the influence of groups. Therefore, often it is necess
ary for the development agent to identify and use first those 
groups that are willing to consider new alternatives. The 
overall purpose of this module is to train the rural develop
ment worker on when and how to build or identify and use 
groups to generate and intensify support for various pro
grammes. 

(d) Module IV 

How to best facilitate the two-way flow of information 
between the grassroots and the policy-makers. 

The participation of the people in the process of their 
development is neither complete nor adequate if there is no 
communication between them and the policy-makers in the 
larger system. More importantly, the views and reactions of 
the grassroots people as regards policies that affect them 
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should not only reach the policy-makers but must also provide 
an input to the policy. This bottom-up development approach I 
which is a necessary quality in popular participation. has to be 
solicited and facilitated by the development agent. Through 
this module, the rural development worker will understand his 
bridging role and the techniques to use to improve the direct 
flow of information between the grassroots and the policy
makers. 

(e) Module V 

How to utilize public media, mount mass campaigns, 
and generate widespread public support for a preferred policy 
option. 

The public media have their unique strength of creating 
awareness of and interest in some new policy or idea 
amongst a large number of people at the grassroots. Differ
ent media can serve different purposes and therefore the 
development agent needs to know how to use the right media 
at the right time for the right course. The underlying objective 
of this module is to expose the development worker to the 
various communication media and provide him or her with the 
prinCiples and skills of using the media to achieve popular 
participation. 

(f) Module VI 

How to improve overall communication skills to 
influence the process of policy-making and policy implementa
tion. 

Since communication is a new field and its incorpor
ation into development work is even newer there is need to 
develop communication skills for all the people involved in 
development programmes. This module is for trainers of 

5 



trainers and its key obj ective is to outline the aspects along 
which improvement of overall communication skills should be 
made to influence the process of policy making and policy 
implementation. 

II Development Support Communication 

A Development Support Communication: 
A Background 

I n order to understand the contents of the various 
modules, the development agent needs first to have a 
background to development support communication, to 
understand the role of the African Charter in the recovery and 
development process in Africa, and to understand what the 
communication is in general. This section of the Training 
Manual thus provides an overview of these three aspects. 

During the past three decades, much of the work 
undertaken for the benefit of the rural poor in' developing 
countries has concentrated on generation of knowledge, 
particularly through agricultural research and developing 
appropriate technology. In recent years, some attention has 
also been given to the passing on of the information, technol· 
ogy, or knowledge obtained to the rural population, mainly 
through radio, films, and satellites. 

From both research and experience, leaders in the 
community development field are increasingly realising that 
creating new technologies and disseminating information to 
the rural 10lk does not automatically mean that it is accepted 
and adopted by the intended beneficiaries. Often the weil 
designed programmes and the attractive technologies all fail 
to produce the intended change in behaviours and attitudes 
of the target people. A number of questions are asked in this 
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regard: Is the technology advocated by the rural development 
projects relevant to the needs of the intended beneficiaries? 
Is it in forms which the beneficiaries can use? What factors 
hinder the villagers from using the knowledge? And how can 
project planners and managers overcome problems related to 
knowledge utilization, in order to achieve the social transform
ation sought? 

Development support communication is a recent field 
whose focus is to stimulate the effective transfer of technology 
through a consideration of the appropriate patterns of flow of 
relevant information among the concerned groups. The chief 
concern of development support communication is the use of 
appropriate communication methods in each development 
project, starting from the planning stage right through the 
imp:ementation of the proj ect. 

While numerous communication resources have long 
been successfully utilized for political and commercial activ
ities, they have not, as much, been utilized as an integral part 
of development programmes. It was against this background 
that in 1972, Mr. Rudolph A. Peterson, then UNDP Adminis
trator. said: "Development must be carried out with the 
people, not just for them or through them. Thus we must 
build into an increasing imaginatively concerned and adequat
ely financed human communication component". 

8 Development Communication in the UN 
System 

In 1969 UNDP circulated a request to the UN member 
agencies to the effect that attention be given to communica
tion inputs for development aid projects. It was since then 
that development communication entered the UN scene. The 
UNDP/UNICEF formed a Development Support Communica-
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tion (DSC) unit in Manila for Asia and the Pacific Region. 
UNESCO, Paris, had concentrated its attention on the mass 
media through its Culture and Communication Division 
including a particular interest in the promotion of local 
newspapers. and of local and localised radio stations to serve 
rural communities. UNFPA has always employed communica
tion in family planning programmes. Agricultural, livestock. 
primary health care and community development extension 
services have long employed extension materials and 
audiovisual teaching aids to supplement the interpersonal 
communication between their hard pressed. frequently ill 
equipped staff and rural people. 

Communication as a practical subject continued to gain 
momentum during the 1970s so much so that by 1980, the 
Joint United Nations Information Committee (JUNIC) recom
mended that special efforts be made to "promote" the 
inclusion of an information component in every development 
project in the UN system. This general recommendation and 
confirmation of the vital role that communication support can 
provide in development activities was subsequently endorsed 
by the Administration Coordination Council (ACC) in 1982. 
Furthermore, the UNOP guidelines for project formulation call 
for attention to a communication component in section J of 
the UNDP project document. The mandate for communica
tion support in rural development was reinforced by the 1979 
World Conference on Agrarian Reform and Rural Develop
ment (WCARD) , which emphasised the participation of the 
rural poor, not simply in sharing the benefits of development 
but also in sharing the responsibility of development decision 
making. The conference concluded that: 
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in conceptualizing and designing policies and pro
grammes and in creating administrative. social and 
economic institutions, including cooperatives and other 
voluntary forms of organization for implementing and 
evaluating them. 

In light of such an approach, if development strategies 
are to be successful, they must aim at engendering "under
standing and awareness of the problems and opportunities of 
rural people at all levels and improving the interaction 
between development personnel and masses through an 
efficient communication system ", 

In effect what this means is that no development 
strategy is complete unless communication policies and 
activities are incorporated in the design and implementation 
of prioriti,es selected for development action. 

C Communication and Development 

As the foregoing discussion has shown, DSC has a 
mandate of informing and motivating rural populations, 
promoting increased participation in development at alltevels, 
and providing training for field workers and rural producers. 
Three decades of experience have conclusively demonstrated 
the power of communication to create the right climate for 
change to occur. Through 'Iofficial" incorporation, communica
tion could take its rightful place as a corner stone of the 
development process, an integral component of a system 
designed to seek and meet genuine needs of rural people. 
Unfortunately, the role of communication in increasing the 
efficiency, cost-effectiveness and continuity of development 
activities is insufficiently recognized by member governments 
in the Africa region and by donor agencies. 
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Development support communication has been defined 
as the systematic use of the principles and theories of 
communication in planning and implementation of develop
ment projects. It is a IIsupport" tool particularly in helping 
projl3cts/programmes strengthen their It servi ce deliveryll 
capabilities at the village level. As development communica
tors, we always have a goal whenever we communicate, and 
it is important for us to know whether we have achieved that 
goal. 

Also, although there is an immediate need to establish 
a regional DSC programme like the Development Training and 
Communication Planning (DTCP) for Asia and the Pacific 
Region, so far no single agency has been designated to give 
its undivided attention to plan, develop and implement 
effective DSC programmes for rural development in Africa. 

o The Role of the African Charter in the Recov
ery and Development Process in Africa 

An International Conference on nPopular Participation 
in the Recovery and Development Process in Africa" was held 
in Arusha. Tanzania from 12-16 February 1990. The Confer
ence was sponsored by the UN ECA in collaboration with other 
UN agencies and the key objective of the conference was to 
promote popular participation as a vehicle for the economic 
progress, social emancipation and political empowerment of 
the rural poor in Africa. The conference recognized that most 
development efforts have not yet succeeded in satisfying 
basic needs of the people and have specifically failed to reach 
the rural areas and the rural poor. The resolution of that 
conference produced liThe African Charter in the Recovery 
and Development Process in Africall

, The Charter, to which 
all OAU member countries are Signatory I spells out the basic 
conditions for the improvement of the standard of living of 
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rural communities as the active involvement of the members 
of the communities in initiating. making, and implementing 
decisions concerning their lives in and beyond their immediate 
communities through the creation of popular people's organiz
ation at all levels. Such organizations are expected to provide 
a basis for the initiation of a wide range of social and econ
omic activities in accordance with the priorities of their 
members. These activities may comprise provision of 
economic services such as credit, marketing, extension or 
training, welfare work and social services or directly produc
tive activities organized on an individual basis or group basis. 
Grassroots organizations can also play a major role in 
ensuring efficient distri bution of resources and delivery role in 
ensuring efficient distribution of resources and delivery of 
services to the rural poor. Such organizations may also serve 
as pressure groups for the promotion of the interest of their 
members. 

Communication is an important tool for promoting 
participation and mobilization of rural people. It is a prerequi
site, an inherent part of participation and mobilization, in 
shifting the emphasis away from a top-down approach to 
knowledge-sharing to allow the grassroots people to make 
informed decisions. Concerning adoption, adaptation, or even 
rejection of innovations, communication can create situations 
conducive to both the sharing of knowledge and the participa
tion of people in situation analysis, development planning and 
management, and decision-making. Thus, whereas the 
African Charter on the recovery process stipulates participa
tory approach to development work, the incorporation of 
communication in the strategy remains the only way of 
achieving people participation. Communication also spreads 
knowledge of mutually decided proposals to the rural popula
tion, and motivates people to take appropriate collective 
action using interpersonal approaches, group action and multi
media campaigns. 
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E Understanding Communication 

Every aspect of development work involves communi· 
cation. There is communication between the development 
workers and the community. among the community members. 
between field workers and the sponsoring NGOs, and among 
target communities. The right use of communication can 
facilitate sociar change. Communication is often confused 
with or mistaken for the transmission towers and documentary 
films. But communication is a social process. Communica
tion is central to programmes aimed at changing attitudes and 
behaviours. The adoption of innovations can be greatly 
facilitated by proper identification of appropriate communica
tion systems. 

This section is concerned Iwith communicating for 
change', focusing on the interaction between the community 
development workers and the people with whom they work, 
in the context of community development projects. 

(a) What is Communication? 

Communication is better described than defined. As a 
separate field of study, communication is very new, though 
ancient philosophers such as Aristotle pondered on how 
meaning became attached to words and symbols and how it 
was shared through human interactional processes. 

In the 1940s, the study of communication as a psycho
logical and sociological phenomena started with the rise of 
film and radio, ,and the recognition of propaganda as a 
powerful tool in wartime. Since then many theories of 
communication have been postulated, in attempts to define 
communication. 
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A famous theory was given by Laswell defif)ing 
communication as "who says what in which channel to whom 
with what effect!!. From this and similar theories, communica
tion was originally seen as a straight linear process whereby 
information is sent from a source over some channel to a 
receiver who is affected by the message. There are various 
models of communication. The Sender-Message-Receiver 
(S-M-R) is one of them. This model gives the notion of the 
message coming from one point and received at another. It 
is a weak view because it presents the audience as rather 
passive, which is not, and should not be the case. 

A more useful model and which is supported in this 
manual is the one represented in the diagram below: 

r-------- MESSAGE ~--~----, 

SOURCE AUDIENCE 

'--------FEEDBACK------.....J 

The source is the change agent, to begin with. and the 
content of his motivations for change is the message. The 
message is sent through a channel such as a poster. verbal 
talk, demonstration, song. signal, newspaper. radio or 
television. The audience is the community or section of the 
community to which the message is directed. We talk of the 
target audience as the primary segment of the population to 
which the message is intended, but there are also secondary 
and tertiary audiences. These components are always 
present when communication takes place. Another crucial 
component of the communication process is feedback. 
Feedback is the response, intended or spontaneous. which 
the audience sends after receiving the message. It can be a 
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question, a facial frown, a smile, a head nod, or dosing. 
Feedback can also come in different ways that people use to 
express pleasure or displeasure, discomfort, puzzle. agree
ment or disagreement, indifference, disappointment, O. 
boredom, and the like. When feedback is sent, the source 
becomes the receiver in the communication process. Without 
feedback. we cannot determine whether we have communi
cated effectively or not. Feedback may contain one or both 
of two aspects: with regard to receiving and understanding the 
messaget and with regard to the response in view of that 
understanding. It is important to realize that the audience 
may understand the message correctly but reject it or modify 
it in some way. 

From this model communication can be defined as the 
process of transferring information between individuals by 
human or technical means, to share ideas, feelings, attitudes, 
knowledge, experiences and motivation. The purpose of 
communication in a development project is to influence 
decisions that people will make, decisions that could lead to 
change in behaviour. Generally communication should carry 
the progression from creating awareness. interest, attitude 
change, behaviour change and consolidation of those 
changes into normal practices. 

(b) How Human Beings Communicate 

The quality of our communication depends on our 
efforts. which must be grounded on an understanding of how 
human beings communicate. As human beings, we have a 
basic need to communicate and we do so in order to share 
some information with each other. The aim of communication 
is first and foremost to bring about understanding. 

We all have a lot of ideas in our minds. but we cannot 
transfer an idea from our minds and physically put it in the 
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mind of someone else. Thus we say meanings are in people, 
are internal, and as such they have to be expressed. Human 
beings use words to express the ideas they have in mind to 
trigger similar ideas in the listener. 

If for example person X has the idea of calling on V, 
person X may say Heomell

, Person V hears "come" and the 
word ealls up the idea of person Y going to X. The words 
that human beings send are called signals. 

X An idea leads to V 

Signal The signal calls expressing a word for an 
idea 

There are other kinds of signals: sounds such as hooting a 
car, drum-beat, and signs which we make by our bodies such 
as beckoning another person to come and facial movements 
which indicate that we are angry or happy, and so on. 
Pictures are also another way of sending signals. 

(c) How can we understand one another? 

The meaning of the signals we use to communicate 
could differ very much. The same signal such as the word 
"ayll may have a host of meanings depending on where it is 
used. The differences are due to the fact that languages and 
all other forms of signals are created by people in each 
culture, Even if we can understand the language. the 
meaning of words can be very different. For example. to an 
Irishman IIgood food" means potatoes and fish, whereas to 
the Akan of Ghana this wouJd mean IIfufull

, to the Ethiopian, 
"good food ll refers to "injerall

, to the Kikuyu in Kenya, "good 
food II refers to "githeri", and to the Wagogo of Central 
Tanzania IIgood food" can only be "ugaW. This implies that 
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the expressions for development concepts such as !lclean 
water" and IIgood house II vary and it is always important to 
find out what meaning is in the people's mind. It is also 
important to remember that it is not enough to know the 
meanings of the words; the emotions which the different 
signals carry have to be understood as well. When the 
people who are communicating assign different meanings to 
the signals they are using, we say miscommunication has 
occurred. 

(d) Barriers in communication 

Since communication is a process, it can suffer 
breakdown, or miscommunication can occur. We need to 
realize also that communication effectiveness is defined as 
the extent to which the intended meaning is similar to the 
meaning triggered in the mind of the audience by the signals 
used. There are barriers that lead to communication break
down. 

1. The message not reaching the other person 
due to distance. This distance can be geographical. social, 
psychological. cultural, or linguistic. There could also be 
noise. Nuise in communication is defined as anything that 
distracts the listening of the audience, including the appear
ance of the change agent. 

2. The message not being noticed by the 
audience perhaps because they are not paying attention. 
Lack of attention could be a result of being preoccupied by 
other things, the message of the change being irrelevant, or 
boring, or if the audience is put off by the presentation. We 
should always check whether what we communicate is 
attended to, since communication is not only what is said but 
also what is heard. 
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3. The message not being understood, perhaps 
because the signals used are confusing, the content is too 
complicated for the audience to understand, or due to unclear 
presentation. Some ways to overcome this are through 
demonstrations and use of simple language. 

4. The message not being remembered. Some 
ways to overcome this problem includes repetition of the 
message using different signals such as songs and asking 
questions to the listeners. 

(e) Knowing the audience 

As noted above, the audience is one of the compo
nents of the communications process. To enhance the 
chances of being effective, the change agent must understand 
the community or the audience. There are two key ways of 
knowing the community: needs assessment and target 
audience analysis. 

On the one hand, needs assessment is the process of 
establishing development needs in a given community using 
various methods. Through needs assessment, interests, 
requirements and priorities of development projects are 
defined. ·The methods for needs assessment include field 
surveys, reports, consulting specialists, searching existing 
records as well as work samples. 

On the other hand, the aim of audience analysis is to 
understand the beliefs, attitudes, values, problems, behaviour 
patterns, media habits, etc. Audience analysis entails 
knowing who the target audiences are, what their needs are, 
and how they have defined them. Research has shown that 
mere provision of information does not guarantee acceptance 
or adoption of innovations/information. Through audience 
analysiS it will also be possible to determine those factors 
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which may hinder or help adoption of new innovations. These 
include current social, cultural and psychological factors within 
groups. Once these factors are determined, ways of over
coming them can be established to allow a free and effective 
flow of information. 

Through audience analysis, project designers and 
implementers find out how beneficiaries or their representa
tives will be involved and participate in a project from the 
beginning. Participation of the target audience in a project is 
crucial because it brings about some degree of commitment 
which is a sure way of encouraging sustainability of a project. 
Also, the understanding of the audience will lead to prepara
tion of messages and selection of channels that are appropri
ate for the audience. 

Questions to be answered in audience analysis include: 
physical characteristics (age, sex, health, size of group), 
educational characteristics (vocabulary skills, learning 
methods, knowledge), socia-economic characteristics (culture, 
economic level, occupation. social status) I psychological 
characteristics (prejudices, beliefs, attitudes, motivations, etc). 

After a careful analYSis of the groups it may be 
necessary to divide them into specific groupings so that 
messages can be developed to suit their peculiar interests 
and needs. 

Gathering information and data helps project designers 
to know the present needs of different audiences in the areas 
of 

18 

• channels and patterns of communications , 
• factors promoting or hindering learning and 

behaviour change for different groups, 



• their perception of different symbols, colours. 
images and photographs. 

Such information can be obtained from the audience using 
knowledge, attitudes, and practices (KAP) baseline survey. or 
making references to existing documentation, where possible. 

A communicator who adheres to both process of needs 
assessment and audience analysis will have a better under
standing of the issues which concern the community. He will 
also understand how to handle these issues and how best to 
communicate them to the target audience. 

(1) Media use 

Everything else may be right and the communicator 
may have the best of messages to pass on to the community. 
but if the channels of communication are not appropriate, his 
message is as good as not sent. It is important to select 
appropriate - credible. accessible, reliable - channels of 
disseminating information. This will ensure wider reach and 
better response from the audience to the innova
tion/intervention. Not all media are credible to all groups of 
people even in the same community. Through audience 
analysis studies. media habits and patterns of media con
sumption of the target audience are established. It is this 
type of information that guides a communicator to select the 
right media which can be used to best inform grassroots 
groups on issues of concern to their interests. 

There are several forms of media available to a 
communicator who wants to disseminate information to his 
target audience. Once audience needs and priorities are 
identified) there must be systematic delivery of appropriate 
technical and motivational information to them. For a pro
gramme to be successful, intended beneficiaries must 
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understand J accept. and be able to put into practice recom
mended innovations. Therefore, an important communication 
management programme of coordinating the information flow 
is required. 

There are several communication contexts available to 
the communicator, namely: 

(i) Interpersonal 

This is face to face communication involving individuals 
and groups. Among grassroots groups there can be found 
families, men, women, youth, extension workers, political 
leaders, administrators and opinion leaders such as teachers, 
community nurses and even clan elders. These groups of 
people can individually or as a group be used to inform 
grassroots groups on issues of concern to their interest. 

(ii) Mass media 

Mass media channels of communication such as radio, 
television, newspapers, magazines, posters, and pamphlets 
can also be used to inform communities and constitute the 
mass media. However, some of these channels have limited 
reach in rural areas, due to high costs and illiteracy among 
the majority of the population. Television is especially costly 
and is mainly used in urban areas where electricity is avail
able. Newspapers, magazines and other print materials are 
also expensive and require literate audiences. However, use 
of mass media for dissemination of development information 
is a must in development. The only requirement is for the 
communicator to conduct sufficient audience research to 
determine the most suitable channel for dissemination of 
information. 

(iii) Traditional media 
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These consist of symbols, folklore, oral literature, 
music, dance, drama and puppet theatre among others. 
Traditional media can be used by various sectors in the 
community to pass on information and raise any issue they 
feel it concerns them. Groups can, for example, be informed 
on issues of development which concern them using music 
and dance, drama, folklore, narratives or stories. These 
forms of media are effective and are highly regarded as 
appropriate for use in African traditional set-ups because they 
are community owned and therefore easy to identify with. 
Also, these media require very little equipment or materials 
and are basically free of cost. 

(iv) Integrated 

In order to maximise their impact, most projects now 
recommend the use of multiple channels with reinforcing 
messages orchestrated in pre-determined sequences. 
Elements from each of the media categories should be 
carefully selected so as to complement and multiply the 
effectiveness of each other. 
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Module 1: How to Effectively Solicit the Views and Pref
erence of Grassroots Constituency on 
Issues of Concern to their Interests 

1.1 Objectives of Module I 

At the end of this module the trainee will acquire basic 
knowledge and skills of interpersonal communication with 
which he or she will be able to function more effectively in the 
community. After the training, the development agent will: 
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1 Understand what interpersonal communication 
is and its role in development work. 

2 Become aware of the factors that influence 
interpersonal relations and of the need to use 
appropriate interpersonal behaviour in different 
contexts. 

3 Understand the principles and techniques of 
persuasion appropriate for development work 
and will be able to apply them to solicit views 
and preferences of the community members. 

4 Be aware of the barriers to productive interper
sonal relations and will be able to overcome 
them. 

5- 8e able to identify the determining factors within 
the grassroots groups which may hinder or help 
adoption of innovations/information. 



1.2 Theoretical Considerations 

The development agent has many roles at the com
munity level where he or she is operating. One of these roles 
is to guide the community, both individuals and groups, to 
accept and practise new innovations and this always requires 
particularly means of relating with the people closely and 
smoothly. The change agent may need hold discussions, 
share information, persuade and listen to dialogue. This 
process of the change agent of relating and interacting with 
grassroots individuals and groups, in sharing concerns and 
ideas falls under the sphere of interpersonal communication. 

Interpersonal communication can become effective. if 
the following factors are taken into consideration: 

(a) Use of Appropriate Language 

Often the members of the community will have much 
lower education or exposure than that of the development 
agent. The change agent must use the language of the level 
tha~ the people in the community can understand. Some
times, the language used, though easily understandable, 
could be offensive or the signals used could mean something 
totally different from what the development agent intends. 

Also, the use of threats fall under the appropriate 
language category. and could sour the relations between the 
development agent and the community. However, the 
handling of threats depends on cultures. ' 

It is thus very important to use words and other signals 
selectively and carefully. 
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(b) Appropriate Attitude of the Development 
Agent 

Prejudices against the members of the community as 
well as unfavourable or less favourable attitudes about how 
he or she is perceived by the grassroots people will gradually 
emerge in any situation. 

The change agent should be aware of the specific 
barriers to interpersonal communication. In most cultural 
backgrounds, in Africa, a big age difference between the 
change agent and the target community members could lead 
to resentment or even despise. Similarly, if the development 
worker belongs to a social class too low or too high, the 
community members will resent considering his or her 
suggestions. The development worker should be humble 
enough or bold enough l to be able to gain acceptance at all 
levels of interaction. 

(c) Techniques 

The change agent may also need to be persuasive as 
he or she seeks to influence attitudes and behaviours of the 
community, since his or her work involves disseminating new 
ideas. skills, and information. In order for the change agent 
to be effective in the task, a conducive climate has to be 
systematically established for the understanding. acceptance 
and adoption of the new innovations. Some persuasive 
techniques that should be incorporated in a change strategy 
are 
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• a physical setting that is convenient for interac
tion; 

• enhancing participation through creation of a 
relaxed mood; 



• use of appealing forms of communication such 
as stories, idioms, drama, demonstration, and 
stories; and 

• use of appropriate teaching aids. 

1.3 Methods of Soliciting Views and Preferences 
from the Grassroots 

In order to find out views and preferences of grassroots 
constituency, one would have to use the various methods of 
data collection commonly used to collect information. These 
include: 

(a) Individ_ual-inQepth-interview 

This is face-to-face interview involving one to one 
persons. Information which would otherwise be diffjcult to get 
from a group c'an be obtained through this method. 

(b) Observation methods 

This method involves observing what is actually 
happening in the field. Field observation can be undertaken 
through a participant-observer or a non-participant observer. 
This method can be used to indicate views and preferences 
of grassroots constituencies. Using either participant or non
participant observers, current and dominant views in the 
community can be noted and recorded. This should however 
be used in combination with other methods. 

(c) Focus group discussion (FGD) 

Th is is a research technique to find out how and why 
people think, feel and behave the way they do. While other 
research techniques involve one person at a time, the focus 
group discussions are conducted with eight to ten people at 
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the same time. The FGD method involves participants and 
makes them feet comfortable to talk freely about their 
thoughts and feelings. The FGD method yields information 
about people's beliefs, behaviours, and knowledge that may 
not be uncovered in an individual interview. 

The development agent can also use a combination of 
these methods from which he or she can obtain views and 
preferences of the beneficiaries on any or all of the issues of 
concern to their interests. This method can also be utilized to 
allow groups to articulate their perceived needs and priorities. 

1.4 Participatory Action research 

Participatory action approach research is aimed at 
seeking social transformation among disadvantaged groups. 
A researcher goes to such groups to discuss their problems 
and to find out how they feel about it and how they want to 
solve the problems. 

Action research assumes that effective knowledge can 
also be transmitted from within the people and knowledge is 
power. Hence the need for community involvement and 
identification of the problem and felt solution. This research 
approach also presupposes that the grassroots people 
possess important practical and empirical knowledge that 
allows them to operate in their current environment regardless 
of their educational levels and occupations. This type of 
research therefore allows the construction of knowledge by 
the community. The concept of empowerment of people. is 
highly recommended in development work among commun
ities. It provides a feeling of being in control of their own 
affairs and having a say in what is being studied and how it 
is interpreted andt subsequently, generates people's participa
tion. 
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Action research uses qualitative methods of data 
collection such as group discussions, dramatisations, role 
play, testimonials and puppet theatre. 

1.5 Identifying the Members to Work With 

It would be very difficult to work with everyone at 
grassroots level. Simply J one must identify a few members 
within grassroots groups to work with for ease of organization 
and management. Also by identifying and working with few 
members, the development workers will enhance partici pation 
of the beneficiaries. 

In identifYing the groups or individuals to work with the 
development agent needs to understand how innovations are 
adopted. 

First, there are two types of change. One is that 
change which originates from within the community. called an 
imminent change. This type is facilitated by the resources of 
.the community, the people's own initiative. creativity. and 
reaction to situations that are uncomfortable. For example, a 
community which has faced a shortage of drinking water for 
a long time because both village dams are used for cattle 
could collectively agree to set one dam aside for people. This 
kind of innovation could still need support or reinforcement of 
the development agent. but not much of it. The other type of 
change is one that originates from outside, called contact 
change. This is the one that is communicated by an external 
change agent, both involving and persuading the grassroots 
people. 

Second, characteristics of change and adoption of any 
change will depend on its nature. The development agent 
has to ask himself or herself the following questions regarding 
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the change being sought. It is important that the people 
participate in answering these questions. 

• What is the relative advantage of the action, 
belief, or whatever aspect of change it is? What 
does it imply to the people? 

• How compatible is the change with existing 
commitment of the people? What are the best 
adjustments that should be done in case the 
innovation is not compatible with the existing 
situation? 

• How complex is the innovation? How much 
intelligence will be required to adapt the 
change? 

• What is the triability of the change? Can the 
change be tried out, before adopting it? Can it 
be divided into smaller segments to be adopted 
one at a time? 

• What is the observability level of the change? 
Can the results be observed? 

Third, it has been fou nd that the differences in adopting 
change are gradual and are determined by the personalities 
and socia-economic characteristics of the people among 
whom change is being promoted. The personality types can 
be described as follows: 

Innovators 

The innovator personality types are not highly 
respected in the community, are intelligent. they are open to 
new things) and as they are marginalized people, they are not 

28 



opinion leaders. They are persuasible, have more empathy 
for other people, tend to be less dogmatic, open to risk taking, 
they are more favourable to education and scientific findings. 
more motivated to achievement, more exposed to the mass 
media and human change agents, look for information and 
possibility~for change, and win usually have more information 
about change possibilities than others, 

Early adopters 

The early adopters are respected in the community, 
have considerably high education, they keep norms of the 
culture and community, demonstrate leadership qualities and 
have the freedom to try new but not strange things. Socio
economically, they are wealthier, have more cattle, have more 
wives, and could be religious officials. These people are 
normally consulted by the rest of the members of the com
munity or are simply recognized as the elders of the commun
ity. 

Early majority and Late majority 

The early/late majority personalities are not opinion 
leaders, they are average people. and are not very free to try 
out new things. The late majority relatively are more conser
vative than the early majority type. 

Laggards 

Laggards are extremely conservative personalities. 
They tend to be poor and therefore cannot afford to take risks 
and as such they adopt things that have been tried and 
worked by others. 

The development agent needs to identify members who 
are mostly opinion leaders and who are likely to influence 
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other members within the grassroots groups. With these 
identified members in place, it is possible to hold formal and 
inform discussions to further understand the views and 
preferences of grassroots groups on areas of concern to 
them. 

1.6 Tools and Interpersonal Communication 
Skills for Collecting Views and Preferences 

For change agents to adequately solicit views of 
grassroots constituency, they require interpersonal communi
cation skills as well as some basic tools. 

In interpersonal skills, the development agent should train to 
become sensitive to issues in the community. 

30 

The development worker should train on how to relate 
to people to put them at ease and to facilitate effective 
communication by encouraging participation of those 
involved. 

Perhaps the greatest interpersonal skill in soliciting 
views and preferences from grassroots communities is 
listening. It is normally said man has one mouth and 
two ears and those organs ought to be used in that 
proportion. In soliciting views from community level 
people, the development agent should listen twice as 
much as he or she speaks. In talking, he or she 
should encourage the people to talk. The people need 
to feel that they are being listened to and that what 
they are saying is seen as important. In a group 
situation, the discussion could lose direction as people 
jump from one thing to another. If this continues, 
nothing will be accomplished and the group may end 
up getting frustrated. Therefore, always, the develop
ment agent should provide the guidance for each issue 



to be concluded before another issue is picked. 
Conclusion of an issue does not necessarily mean the 
group has reached an agreement; it simply means 
exhausting the issue to the extent that time and 
purpose of the discussion allows. 

Basic tools such as cassette recorders and similar 
facilities may be used in the field to record conversations, 
group discussions, or to play back information that would 
motivate the grassroots people to give their views. However~ 
adequate preparations must be done. It must be ensured that 
the recorder is working, there are enough batteries and tapes, 
and permission is sought from the individuals or groups to 
record the proceedings. Furthermore, it has to be ensured 
that the gadgets will not interfere with the people's confidence 
as they discuss. It would help to write some notes, and also 
try as much as possible to rernember some of the key ideas 
presented. The recorded materials can then be transcribed, 
processed and used as desired. 

Often, development agents have to speak to large 
gatherings where they need to use microphones or loud
speakers. In such cases, the development agents should 
ensure before hand that the public address system is func
tioning. and individuals contributing to the discussion should 
be assisted to be heard. Where such equipment is not 
available, the development agent should project his or her 
voice to be well heard. 

Where video cassette or film shows are used as a 
means to solicit views and preferences, the development 
agent should rehearse sufficiently and test the equipment and 
tapes of film to make sure that they are the appropriate ones 
and that they are working well. These skills will enable 
change agents to collect information from the target popula
tion with minimum technical constraints which can sometimes 
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paralyse the operations. This same training is necessary for 
the identified leaders or opinion leaders from grassroots 
constituency. 
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Module 2: How to 8es.t Inform Grassroot Groups on 
Issues of,Concern to their Interests 

2.1 Objectives of Module II 

This module also deals with the interpersonal level of 
communicating. Often, people at the grassroots may realise 
that they have certain needs that should be met or problems 
that need to be solved, but do not know how, or even if they 
know they might not be capable of implementing the solution. 
But it is also possible that the grassroot people could be 
having needs or problems that they simply are not aware of. 
I n such situations the development agent has a special role 
to play. What is that role and how can it be fulfilled is what 
this module deals with. At the end of this module the trainee 
should: 

1 Be able to carry out a needs assessment and to 
describe the variables by which he or she can 
know the community. 

2 Be able to determine the factors within grass· 
roots groups which may hinder or help adoption 
of innovations or new information. 

3 Understand the factors that underlie the design
ing of effective strategies for disseminating 
information to grassroots groups. 

4 Understand the importance of beginning with 
the people) where they are. 

5 Understand the various methods of creating 
awareness, and supporting the subsequent 
steps of the change process at grassroots level. 
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6 Understand the process of formulating relevant 
messages and disseminating them effectively. 

2.2 Together with the People 

Think of the cases of the two communities below. 

The people in Community A used to fetch water ten 
kilometres away. Women, girls, and young men often had to 
walk the long distance at night so that by 7 a.m. they were 
back from the seasonal stream. The major reason for going 
at the middle of the night was fear for the hostile sun. A 
diplomat who happened to know about this community 
procured a powerful water pump from abroad and took it to 
the village. Soon after, a rig (machine used to drill water 
boreholes) was sent to the village and started the drilling 
work. During the drilling period. some unusual things hap
pened. In addition to lack of excitement among the commun
ity members about the plans to get water, on three nights 
some old men were found attempting to destroy the drilling 
machine. It was claimed that the greatest witches of the 
village had gone there to cause the project fail. Finally, water 
came out and people had a taste of it and the engine and 
pump were installed. However, frequent breakdowns of the 
pumping machine were witnessed, and in the end, when the 
engine was taken to Provincial headquarters for servicing, 
some unknown people threw a huge stone into the borehole 
which has never been removed, and the people felt happy 
once again. 

Through discussion, the people in Community B 
realised that they needed water and they wanted a borehole 
drilled for them. They requested the assistance of the 
development agent who was living among them to seek for 
the needed technical input. The borehole was drilled and the 
members of the community protected it. Later the pump 
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broke down and people contributed goats and chickens, and 
whatever they each had towards the maintenance. As the 
breakdowns increased, the community members agreed upon 
a plan which was to ensure that they would always have 
water. 

From these stories we can note the following: 

• Both communities had basically the same 
problem. 

• Community B was bothered by the problem and 
because of that the people initiated action, 
Community A was not concerned. 

• The problem in both communities was 
addressed, although only Community B was 
effective. 

• I n community A even efforts to help were frus
trated and the people seemed happier living 
with the problem than having it resolved for 
them. 

These episodes show that true change cannot be 
realised without the grassroot people being involved. 
Although external help may be needed, it is the people who 
will finally determine the kind of development change that will 
occur. Even the external help can only be meaningful if 
perceived as such. In order for the people to change, they 
must participate, but to achieve participation, the people in the 
community must be aware of the need for change. 

The people must know their needs and how to meet 
them; know where to begin working on the problems; decide 
what to do, i.e. make plans; and finally implement and control, 
and evaluate their success. The development worker should 
therefore: 
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• Assist rural people to articulate their situation as 
they perceive it, including their hidden con
straints and potential incentives (e.g. social, 
cultural, and-economic) before an action plan for 
a development programme or project is 
finalised. 

• Help rural people think through and come up 
with an appropriate solution for their problem. 

• Develop and provide materials and teach
ing/learning situations that enable rural people 
to increase their knowledge and understanding 
of the technical and scientific aspects of prac
tices potentially available to them; and to pro
vide reinforcement as they seek to use such 
knowledge and practice. 

In short, the development agent should provide the 
information support to the people. 

2.3 So What Should the Development Agent Do? 

(a) Know why people should participate: 
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• people have some knowledge that has to be 
integrated in the change process. Their under
standing of their needs, problems, aspirations, 
traditions and interests have to be combined 
with the information and knowledge you have 
about the people and about their situation and 
together obtain a better strategy for change. 

• a change process initiated and carried out by 
the people makes them boosts their sel1-
esteem, and promotes self-reliance, and these 



can produce a permanent change or change 
process. 

(b) Development Agent Should also Participate: 

• in order for the development agent to know 
what the community members know (or do not 
know) or feel, he or she has to be a part of 
them. Sitting and interacting with them in their 
day to day activities will be useful. Sometimes, 
the desirable information can be passed through 
practical examples that are spontaneous, not 
just waiting for the development workshop. or 
the formal house to house or farm to farm visits. 

• often. the development agent wonders whether 
there is anything that the community does not 
know, or why the members of the community 
fail to understand a simple straight forward 
point, and might even think that the community 
is full of stupid people. The problem with such 
a development agent is that he or she is failing 
to see everything around through the eyes of 
the community. 

• also, sometimes the change agent might feel 
that the community members are simply 
incapable of doing something or the community 
is not interested in doing anything itself and so 
why waste time. As a change agent, one 
should trust and have confidence in the com
munity and give it time and encouragement and 
whatever other forms of facilitation necessary. 
The community will do something. This is one 
effective way of j'nforming the community that 
they have resources, they have needs and they 
should tap their resources to meet their needs. 
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(c) Plan ~nd Execute Appropriate Programmes 

• carry out needs assessment. The development 
agent should get to know the people's interests, 
requirements and priorities in development 
through field surveys, reports, consulting specia
lists, searching existing records as well as work 
samples. Use this information appropriately to 
motivate change. 

• in order for the development worker to give 
informed advice and appropriate facilitation of 
the change, he or she should learn about their 
beliefs, attitudes, problems, and behaviour 
patterns. 

• as the change agent gets to know the informa
tion that should be passed on to the community 
from one time to another, he or she should also 
find out the best channels and patterns of 
communication; factors promoting or hindering 
learning and behaviour change for the different 
groups in community; and communication aids 
that can be effective among them. 

(d) Identify and Overcome/Use the Factors Hinder
ing/Helping Adoption of Innovations 

Research has shown that mere provision of information 
does not guarantee acceptance or adoption of innova
tions/information. It is therefore always important to deter
mine in each situation those factors which hinder or help 
adoption of innovations. These include current social, cultural 
and psychological factors within grassroots groups. The 
mode of indigenous communication together with government 
organisational factors also require close scrutiny as each of 
this has the capacity to hinder or help the flow of information 
to grassroots groups. Once these factors are determined, 
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determine ways of overcoming them to allow a free and 
effective flow of information to and from the communicator to 
grassroots groups. 

(e) Select Appropriate Channels 

Everything else may be right; and the communicator 
may have the best of messages to pass on to his grassroots 
groups, but if the channels of communication are not appropri
ate, his message is as good as not sent. 

It is important to select appropriate - credible, access
ible, reliable - channels of disseminating information to 
grassroots groups based on their strengths. This will ensure 
wider reach and better response from the audience to the 
innovation/intervention. Not all media are credible to all 
groups of people even in the same community. Through 
audience analysis studies, target audience media habits and 
patterns of media consumption are established. It is this type 
01 information that guides a communicator to select the right 
media which can be used to best inform grassroots groups on 
issues of concern to their interests. 

(1) Formulate Relevant Messages 

After having defined communication needs and 
priorities, carried out audience analysis, selected appropriate 
channels for dissemination of information, the development 
agent needs to design and develop relevant and effective 
messages. This is achieved through target audience partici
pation in message design and development. The messages 
must go through the various stages of message development 
which include pretesting of messages on the target audience 
before dissemination; dissemination of messages and 
evaluation of the dissemi nated messages to assess the effect 
and impact of those messages on the target audience. 
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Relevant messages are produced based on research 
findings (audience analysis) indicating target audience fears, 
problems, concerns, beliefs, attitudes. and other physical as 
welt as social psychological characteristics. 

(g) Effective Dissemination 

Messages may be produced l and information prepared, 
but if they are not disseminated they serve no purpose. Or if 
the information is sent only to a few people will benefit from 
it, the impact may be minimal and the process of change will 
be slowed down. For that matter, dissemination of informa~ 
tion is a very important stage in communication. Effective 
dissemination requires well organised distribution: use of 
appropriate channel; credible source (deliverer/presenter) and 
relevant message. This combination jf well balanced will 
ensure that grassroots groups are best informed on issues of 
concern to their interests. 

It is necessary for any individual or group of persons 
concerned with development at grassroots level to understand 
the needs and priorities of the people they seek to assist. 
This will ensure that the beneficiaries concerns and problems 
are responded to and the sought solutions reflected. For that 
matter, views and preferences of the beneficiaries at the 
grassroots level must be sought, especially those on issues 
of concern to their interest. 

2.6 Making a Successful Presentation 

As part of the daily operation, the development agent 
must disseminate information. This dissemination is often a 
presentation of new ideas. The development worker must 
prepare for each presentation sufficiently as follows: 

40 



(a) Identify and plan to meet with the group (15-20 
people) which has interest in the innovation he 
or she is trying to promote. Depending on the 
type innovation, the group could be women, 
youth f village elders, owners of large heads of 
cattle, and so on. The small group has the 
advantage of reaching agreement quickly, 
getting committed to the ideal and eventually 
spreading the message beyond the group. 

(b) Prepare well for the meeting 

• should get the necessary background 
information from the village. 

• should write down the objectives of the 
meeting, the order of the meeting (e.g. 
who will present the introduction, what 
discussion questions, how wit I the new 
idea be presented and discussed, what 
follow-up should be agreed upon) prior to 
calling of the meeting. 

(c) Should arrange the meeting place, time, and the 
visual aids that one will need to use e.g. chalkb
oard and chalk, flip charts, etc. Since it is a 
group. the best sitting arrangement for maxi
mum discussion is the circular, therefore 
arrange the room or place where you will meet 
such that you will all sit in a circle. 

Although the value for timeliness varies from 
one culture to another, try as much as possible 
to keep time, both when you arrive and begin 
the session, and in follo~ing the programme to 
finish it as planned. 
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(d) Be sure to choose an appropriate channel of the 
presentation and rehearse it will you tell a 
story? Will you organise drama? Or, will you 
use a song or songs? Demonstrations? Pic
tures? If you will use an overhead projector, 
are the transparencies in the right sequence, 
and is there a source of electricity? Whichever 
visual aid you plan to use, be sure you practise 
with it and it is working. 

(e) In preparing for and making the presentation, he 
or she should keep remember the following 
principles: 

• Remember you are teaching adults, who 
have a lot of experience, unlike school 
children. Do not fail to tap their experi
ence from real life. Respect them, make 
the session useful and not a waste of 
time. 

• As the rule in good teaching goes, begin 
from the known to the unknown. There 
will be some new concepts you will want 
to explain; use the known ones to 
explain, and give as many examples as 
necessary. Be as clear as possible but 
beware of talking to them as one who is 
talking to children who cannot under
stand easily. 

• Maintain good eye contact. This might 
vary with cultures. Find out what is 
appropriate with regard to looking at 
people in the specific context of your 
operation, especially those older than 
you or of the other sex, when you are 



talking to them. But some amount of eye 
contact will always be necessary. 

• Encourage participation from all of them, 
not just a spokesperson or only the out
spoken. Beware of using unnecessary 
words. 
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Module 3: How to Communicate with, Network and 
Mobilise Sympathetic Groups to Mount 
Concerted Efforts and Generate Support from 
a Cross .. section of Sympathetic Groups 

3.1 Objectives of Module III 

At the end of this module the trainee will be able to: 

1 Describe the process of identifying sympathetic 
groups and their goals and objectives. 

2 Describe the various ways of communicating 
with sympathetic groups and define the import
ance of such groups. 

3 Describe the process of networking with ident
ified groups and define the importance of estab
lishing communication with key people within the 
identified groups. 

4 Describe the importance of identifying common 
needs. 

5 Use the various ways of mobilising sympathetic 
groups to mobilise as and when necessary. 

6 Explain the special characteristics and pro
cesses of group communication. 

3.2 Introductory Group Communication Theory 

A small group is defined as one with 3-15 members 
who share certain interests. goals and values, and operate 
under identifiable norms. All individuals belong to many small 
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groups such as social clubs, religious groups, family groups. 
professional groups, friendship groups, political groups and 
business groups. Some of these groups are formal or 
membership groups while others are informal; some impose 
permanent or long-term commitments and others are casual 
and short-term. But all groups to which a person is a member 
and thus pays some kind of allegiance contribute in the 
person's response to any attempts to influence him or her. 

One of the dynamics in groups is that groups exert 
power on the individuals and that active participation of an 
individual member among uncritical and supportive friends 
exerts powerful impact on the self-image of the individual. As 
such groups present both unique opportunities and challenges 
in using them for social transformation. It is therefore 
necessary to know how to utilise them as well as how to 
manage them. 

Numerous research studies have been done and it 
appears that the following are true about groups: 

(a) People's attitudes and behaviours are influ
enced by norms and goals of the groups of 
which they are members. 

(b) People are attached to groups in varying levels 
of affinity and those who are most attached to 
the groups are probably least influenced by 
communications that conflict with their group 
norms. 

(c) Audience participation through group discussion 
and decision-making helps overcome resistance 
to persuasion. 
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(d) Groups are more effective in inducing conform
ity pressures on members when they meet the 
member's social-emotional needs as well fulfil 
instrumental goals. 

(e) The influence of neighbours increases with 
proximity. 

(f) Different group networks have different com
munication structures. The kind of structure of 
communication networks within a group affects 
the way in which information is processed in the 
group. 

(g) Opinions that people make known to others are 
harder to change than those opinions that they 
hold privately. 

(h) Frequency of communications by members of a 
group is a major determinant of interpersonal 
influence. The group members who talk most 
and say positive things often emerge as the 
source of influence/leaders. 

3.3 Identifying, Networking and Mobilising sym
pathetic Groups 

There is great potential for using groups to support and 
p'romote the innovation or programme that the development 
agent is advancing. This potential can be tapped through 
concerted effort among a number of groups) through compre~ 
hensive and intensive publicity, financial support, membership 
support, and endorsement support. By endorsement support 
here we mean, some people might accept the innovation or 
take part in the campaign lust because a group to which they 
belong supports or endorses the idea. However, in order for 
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the development agent to benefit from such groups. effort 
must be made to identify, network and mobilise the groups. 
This may often mean having different alliances of groups; 
some supporting one idea and others supporting another. It 
is also possible to plan to have all the groups stand behind 
the innovation being promoted. 

There are many groups or publics whose interests may 
be as varied as their numbers. It is therefore important to 
identify who the sympathetic groups are. Sympathetic groups 
are those groups that view your programme or policy favour
ably_ 

If the groups concerned are registered bodies. the 
development ~gent would have to look through the registra
tion file - in other words the development agent will research 
to identify the groups. their addresses and if possible their 
objectives and goals. 

If. on the other hand, the groups are amorphous bodies 
not registered anywhere. the development agent would have 
to do some feasibility study to find which groups exist, what 
their interests are and how they can be reached. Feasibility 
studies can be done through interviews with opinion leaders 
in a giyen community, local administration. extension workers. 
including non-government system representatives from 
business, religious organisations and voluntary groupsl among 
others. 

The purpose for such studies is to identify which 
groups are out there. what their objectives and goals are, and 
whether these goals and objectives are in any way related to 
what the development agent is looking for. 

After the development agent is satisfied with the 
collected i~formation. he or she can then compile a list of the 
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groups, registered or not, and be ready for his or her next 
step. 

3.4 Various Ways of Communicating with Sym
pathetic Groups 

Having identitied groups which the development agent 
thinks are sympathetic to his or her cause l it is essential to 
establish communication with them. Hovvever, because the 
development agent cannot deal with groups per se, he or she 
will need to-identify key people within them. These may be 
leaders of those groups or members who are so recognised. 
They should be individuals that have influence over their 
groups. 

Communication with these groLJPs, shol:Jld be done 
through the key persons and can involVe letters, visits or 
telephone conversations. The content of the communication 
can comprise of what the development organisation is, what 
are its aims and objectives, where is its sphere of operation. 
In making these contacts, the development agent should: 
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• give credit to the groups for every effort made 
and for everything, ac'complished. This is 
because the devel'op:ment agent is demanding 
their time and' cooperation. 

• motivate members and leaders of sympathetic 
groups to sustain their interest in the issues of 
his or her concern. This can also be in the form 
of training for their leaders as well as their 
members. They will have to be informed and 
involved in 'whatever is taking p~ace. There may 
be need for non-monetary incenfive but this can 
be determined by those involved in the 
mobilisation. 



• increase awareness within the sympathetic 
groups regarding the issues at hand. 

• create awareness of the existing political will on 
the issues being raised as well as translating it 
into terms that the groups can understand. If 
the political will is good and the commitment is 
strong, a positive tone for mobilisation will be 
set. As much as possible this should be made 
continuous. Previous communication on issues 
under focus, if any! should be made known to 
the groups as well. 

• find out alliances of these groups and identify 
who they are and what they stand for. He or 
she should convince the alliances to do some
thing, and encourage them to act on whatever 
it is that the development agent is mobilising 
them for. 

• engage in advocacy designed to influence policy 
makers within the groups and outside the 
groups. 

• engage in continuous media coverage by using 
a variety of media which are accessible and 
credible to the groups. As much as possible 
those involved in the mobilisation should get in 
touch with editors. directors and significant 
others in the media. 

There are however factors which can affect such 
mobilisation efforts. These are: 

• 
• 
• 

prevailing political and economic conditions. 
presence or absence of mass media. 
use and enhancement of indigenous resource 
skills. 
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• development of strategic alliances (social part
nerships) at many levels. 

• open and participatory management style. 



Module 4: How to Best Facilitate the Two-way Flow of 
Information between Grassroots and 
Policy Makers 

4.1 Objectives of Module IV 

Within the larger context of national development, there 
are two key parties. At the bottom is the community which is 
seeking social and economic development, and at the top are 
the higher bodies that make the policies, be they economic, 
political or otherwise, policies which affect the well-being and 
the very efforts of the grassroot persons. In view of this 
context, this module has the following objectives: 

1 To enable the trainee understand the difference 
between Top-down and Bottom-up flow of 
information and their implications on develop
ment. 

2 The trainee will understand the importance of 
feedback between the people at grassroot and 
the policy-makers. 

3 To introduce the trainee to the local media and 
help the trainee appreciate the local media as 
an effective tool. 

4 To enable the trainee provide grassroots groups 
with channels through which they can reach one 
another. 

5 The trainee will understand the importance and 
the process of providing relevant and accurate 
information to beneficiaries, field agents and 
policy-makers. 
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6 The trainee will be able to foster attitudes and 
motivations that contribute to development for 
all categories of people involved in develop
ment. 

4.2 Organisational Communication Theory 

Organisations are entities which have defined struc
tures and channels of operation and lines of relationships. As 
such organisations have internal systems and internal 
patterns of information flow. But also, since each organisation 
exists among many others, there 'could be inter-organisational 
interaction. Furthermore, organisations exist to fulfil certain, 
often clearly defined goals and objectives. Because of the 
different purposes for existence, internal patterns, and inter
organisational influence, organisations exhibit communication 
characteristics unique to each one of them. But also. the type 
of communication pattern both within and outside an 
organisation. influences the quality of the organizations 
performance. Certain manners of communicating consequen
tially produce certain qualities of relating and of operation 
which in turn influences performance. Both within and 
between organisations, communication could be from one end 
to another, either across or top-up or top-down. 

Communication was defined earlier as a process which 
involves two or more equal parties. Communication between 
policy-makers and grassroots groups should therefore be 
guided and directed by the same principles of sharing among 
equat though perhaps different. partners. In essence, 
communication should flow both ways, to and from each of 
the partners. The two-way flow of information can be 
described as occurring both vertically and horizontally. In the 
vertical set uP. information flow is both top-down and bottom
up, while the horizontal flow takes place on opposite direc-
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tions. There are two possible ways of information flow 
between two as the diagrams below indicates. 

IDECISION-MAKERS I I DECISION-MAKERS I I DECISION-MAKERS I 

~ ONE-WAY 
BO'l'TOM-DO'HN 
COMMUNICATION 
FLOW 

GRASSROOTS 
GROUPS 

GRASSROOTS 
GROUPS 

~ TWO-WAY ~ ONE-WAY 
COMMUNICATION BOTTOM-UP 
FLOW COMMUNICATION 

FLOW 

TWO-WAY 
HORIZONTAL COMMUNICATION 

FLOW 

4.3 Information Flow Between Grassroots and 
the Decision-makers 

As we would expect from organisational communication 
theory, the type of information flow between the grassroot 
level and the bodies that make the pOlicies in a country will 
influence the formulation and the implementation of the 
policies. 

Most development work in the Third world began with 
what is now generally known as the IItop-down" approach. 
Projects designed to provide infrastructure and technology 
transfer were the order of the day. In effect, it was assumed 
that "developers'\ whether working with national development 
agencies or part of international assistance, knew best what 
development initiatives were required in a given rural area. 
Little if any attention was give to understanding and ascertain
ing of the aspirations of the -local people, the people who 
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would be affected by the initiative. Nor was due consideration 
given to the fact that the infrastructure and technology being 
provided would only become useful if there was attitudinal and 
behavioral change among the people who were to use it. And 
finally, no thought was given as to whether the infrastructure 
and technology being provided were fully suited to the rural 
people's needs as they saw them l and to their possibilities of 
assimilating them. 

(a) lITop-down" information flow 

In this approach agricultural or any other type of 
developmental information goes hand in hand with the IItop
down ll approach. It supports the premise that development 
agents are udevelopersu and litechnicians ll

, holding a monop~ 
oly on wisdom and knowledge and that it is sufficient to 
transfer some of it to ignorant peasants for development to 
take place. It also makes the assumption that there is an 
audience so motivated and able to accept new ideas and put 
them into practice that it is sufficient to IIspread the word" in 
one form or another. In this scenario, the development 
communicator plays the role of packaging information from a 
central source in such a way that it will, hopefully, appeal to 
the audience and be easily understood. 

Used in the traditional way, the mass media lend 
themselves to "top-downll approaches, bombarding audiences 
with information thought to be potentially useful in the hope 
that some of it will be assimilated and put into practice. And 
they are often used in just this manner even today. However, 
they seldom have the success and impact expected of them. 

(b) IIBottom-upU information flow 

Communication research has shown that the most 
effective development strategies are those that allow for 
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maximum information flow! which subsequently, lends itself to 
maximum participation. Although participation is the most 
desirable element in social transformation. the people at 
grassroot level do not have the understanding and the 
confidence to communicate with policy-makers with equal 
footing. In this case both the people at the grassroot and the 
policy-makers are losing, becaus'e. whereas the grassroot 
person is not helped by the irrelevant projects from the top, 
the top level labour in vain as no real transformation takes' 
place. The two parties need to be bridged. by the develop
ment agents. 

4.4 The Role of the Development Agent in Facili
tating Two-way Information Flow 

(a) Local media as facilitators of two-way flow 

Local media can serve as effective channels of 
communication between policy-makers and grassroots groups. , 
Where there are local newspapers, say at district level such 
as the case in Kenya or the rural newspapers project in 
Tanzania, information on development can be channelled 
through them from the people at grassroots to the policy
makers and vice versa. Other channels such as community 
radios, where they exist, can be the link between policy
makers and grassroots groups. I nformation from both ends 
can be featured on community radio, and be received by both 
policy-makers and grassroots groups at the rural base. 
Policy-makers are fairly well represented even at the rural 
areas with provincial, district or community development 
officers, provincial and district commissioners as well as 
various ministerial policy representatives. 

The development agent can encourage the formation 
of radio clubs where people can regularly gather around a 
single receiver to listen to identified and recommended 
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programmes. perhaps those originating from the policy
makers. Such radio groups can serve several purposes. but 
perhaps the main ones include the fact that those who do not 
have radio receivers of their own may also have a chance to 
listen to the radio. But. perhaps more importantly. these radio 
groups could be encouraged and facilitated to form discussion 
groups, to chew the issues they hear on radio and. they could 
then prepare their response to whatever policy they heard 
from "above". Further still they could ask for air time and with 
the assistan,ce of the development worker. they could prepare 
a series of discussions, drama, radio greetings clubl and have 
them broadcast over their radio. 

More than anything else/the role of the development 
agent here is primarily that of creating awareness of the 
existence of such opportunities and the advantageous in 
using the opportunities. Then, the next thing to do would be 
to facilitate and coordinate the activities. 

(b) Channels Grassroots Can Use to Reach One Another 

Horizontal communication should be encouraged 
between grassroots groups themselves. There could be 
areas and/or information in development which some grass
roots groups have managed better and sharing that kind of 
experience will be beneficial to those groups which have not 
been successful. Therefore use of traditional indigenous 
communication channels can be advocated especially drama. 
role play, story telling, songs and dance, etc. Where rural 
media and community radio exist, they can be used to 
enhance horizontal communication among grassroots groups. 
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4.5 Role of Relevant and Accurate Information in 
Facilitating Two-way Flow 

It is important to provide relevant and accurate informa~ 
tion to both policy-makers and grassroots groups. Communi
cation coming from field agents should not be distorted to 
please policy-makers. At times, information is packaged for 
policy-makers to create a good impression about the work 
being done in the field. Such distortion of information blocks 
the flow of information and only results in misinformation and 
disinformation. Also, information coming from policy-makers 
should be clearly and properly presented for ease of under
standing. Effective communication requires that the receivers 
understand the message being sent to them. hence the need 
for relevant and accurate information. 

4.6 Positive Attitudes and Motivations: Their 
Role in Facilitating the Two-way Flow 

Development is for people and it is about people. 
Therefore everyone involved in that development process 
should strive to foster attitudes and motivations that contribute 
towards development. All those categories of people involved 
in a development project, the beneficiaries. extension workers. 
government and non-governmental agents as well as planners 
and pOlicy-makers should be positive abo,ut their roles and to 
freely facilitate communication within and among themselves. 
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Module 5: How to Utilise Public Media, Mount Mass 
Campaigns, and Generate Widespread Public 
Support for a Preferred Policy Action 

5.1 Objectives of Module V 

The purpose of this module is to introduce the trainee 
to the methods, principles, and procedures of using public 
mass media to advance preferred policies, with the following 
objectives: 

1 The trainee will understand the importance and 
ways of knowing the socio-political and econ
omic context within which the mass media 
campaign is to be launched. 

2 The trainee will be able to select and use appro
priate media for each particular campaign goal. 

3 The trainee will understand the importance of 
and will be able to organise an orientation 
programme for journalists, producers, and other 
mass media personnel. 

4 The trainee will understand and will be able to 
apply the various methods used in disseminat
ing campaign messages. 

5 The trainee will understand the importance of 
focusing on preferred policy option. 

5.2 Why and When Should Campaigns be Used? 

Often at times. some preferred policies may simply 
drag in the sense that the people at the grassroot level do not 
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respond quickly .. The issue here may not necessarily be the 
resentment of the people, although it happens to be the case. 
Whatever the case it may be, mass campaigns are a possible 
way of getting mass awareness and response, and cam
paigns are an avenue available to the development agent for 
promoting preferred policies. Where there are unfavourable 
or even hostile attitudes of the people at the grassroot level, 
mass media campaigns can help soften such attitudes and 
subsequently generate widespread support. 

5.3 Knowing the Socio-Political and Economic 
Context and Other Factors Pertinent to the 
Media Campaign 

For any campaign to succeed, several factors have to 
be carefully considered. These factors include the nature of 
the issue for which the campaign is planned, the audience for 
whom the campaign is meant, the type of the media to be 
used, and the wider social, political and economic context 
within which the media operates. 

It is important for the development communicator to 
find out whether the issues being promoted will raise any 
controversies or adverse reaction from the audience. Any 
problem in this area should be foreseen and avoided as it can 
divert attention from the issue under focus. 

As for the audience for whom the campaign is meant. 
the campaign managers have to understand interests, current 
concerns, beliefs, education level, and the audience's media 
habits, among others. The content of the messages, the 
format and the style of presentation should all be shaped in 
view of the target audience. 

Regarding the media to be used, the campaign 
managers must find out the spread of the media among the 
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audience. In other words the campaign organisers must 
determine who listens, views or reads what. This preparation 
aspect should ascertain that the chosen media will actually 
reach the intended audience. Such information will allow 
campaign managers to plan their media campaign effectively. 

Whereas the issues to be promoted will be determined 
by campaign designers based on the programme objectives, 
the development worker should obtrun information about the 
audience and the media, through audience analysis. 

The socia-political and economic context within which 
the campaign is to be launched may vary from one country to 
another. Even in one country, socia-political and economic 
conditions can change from time to time. In many countries, 
the use of media revolves around this factor. Therefore, 
when using public media to mount mass campaigns, the 
campaign manager must look into these aspects because 
they will positively or negatively influence campaign results. 

When launching a media campaign. it is also useful to 
know the media laws and regulations operating in the country. 
This will help you operate without any legal tussles. 

It is also to the campaign's benefit if campaign man
agers know who is who in the media. This information will 
help campaign managers to launch the campaign quickly! and 
with fewer obstacles. The media do not operate in isolation. 
They are a system within a system and comprises of many 
parts. Hence, there is need for the development agent to 
understand the media environment before launching a media 
campaign to establish close links with those who will enhance 
the campaign. 
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5.4 Importance of Selecting Appropriate Media 

A campaign manager's efforts will not yield positive 
results if he or she does not select appropriate media to 
disseminate his messages/information. This is because not 
all media are credible or accessible to the target audience. 
It is therefore necessary to find out through audience analysis 
which media or channels the target audience have access to, 
which media they trust, and which channels they prefer for 
whatever reason. Failure to do this CQuid mean using 
channels or media which the audience does not have access 
to or does not trust. The effect will be a failed campaign as 
the messages will not reach the target audience. 

Once media have been selected based on their 
strengths, messages can be produced for those media and 
media organisations approached to facilitate dissemination or 
transmission. 

5.5 Importance of Organising Orientation Pro .. 
gramme for Media Personnel 

Many times, it is assumed that journalists, producers 
and other media personnel are informed and sensitised about 
every subject they write on or produce a programme about. 
However. this is not always the case. There is need therefore 
to organise orientation programmes where media men can be 
sensitised about an issue of interest to the campaign as well 
as given inside information which may not be obvious to 
them. Seminars, workshops, and field trips should be 
organised from which media personnel can learn of the 
development agent's successes or failures, and empathise 
with him or her as well as have access to information con· 
eerning the issues of interest to the campaign. 
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5.6 Methods Used to Disseminate Campaign 
Messages 

There are various methods which can be used to 
disseminate campaign messages or information once pro
duced. These include: 

• News release or press communique 
• Media/press conference or media briefing 
• Creation of media events to attract the attention 

of the media 
• News leaks 
• Paid advertisements 
• Committed media coverage 
• Encouraging mass mobilisation from leadership 

via mass media, and interpersonal communica
tion 

5.7 Focusing on Preferred Policy Option 

It is pertinent to maintain the focus of the campaign on 
the issue being promoted. If it is a particular policy, then all 
the emphasis should go to that. highlighting specific benefits 
to be gained by the target audience and the public at large. 
This is mainly because people give better attention when 
campaign messages are presented emphasising things that 
the audience will gain, both as individuals and members of 
groups. This is one major way of generating widespread 
public support. 

The members of the public have certain needs. When 
they are exposed to any communication situation, they 
actively look for messages and information that will satisfy 
those needs. If the information presented does not gratify 
their needs they are likely to reject it or refuse to expose 
themselves to that information. This concept was born out of 
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the Uses and Gratification Theory. Also, in 1959 Leon 
Festinger proposed a theory which he called the Cognitive 
Dissonance Theory. According to this theory. people expose 
themselves to information selectively, remember information 
selectively, understand the information selectively, and 
perceive information selectively. The guiding principle of the 
theory is that people select information that reinforces their 
beliefs, promises some benefits, or at least does not contra
dict what they value or believe. 

To be able to know the' public's needs which will, 
supposedly be met by the given policy, the campaign 
organisers will need to do a pre-campaign research. This will 
involve audience analysis and segmentation which will provide 
information on the target audiences or the public. Through 
this knowledge gained, the different needs or purposes of the 
public can be understood and incorporated into the campaign. 
As much as possible, these needs should be the dominant 
forces in carrying out the information campaign. The cam
paign would have to emphasise that adopting the given policy 
option will help the campaign organisers - government or 
otherwise - to meet the public's needs. This therefore 
requires that the specific official information goals for the 
campaign would have to be kept in the background or de
emphaSised as much as possible. 

In emphasising a preferred policy option, public media 
can use techniques of repetition. as it were. to make the 
policy a public agenda. The agenda-setting hypothesis has 
been validated by researchers among them Jack McLeod who 
noted that an audience member exposed to a given medium 
agenda witt adjust his or her perception of the issues in the 
direction corresponding to the amount of attention devoted to 
those issues in the medium used. This means that the 
Ilpublic's agenda of issues and events tend to match the 
media's agenda on those issues and events because, 
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according to the hypothesis, the media fend importance or 
salience to certain issues and not others. 

The technique of repetition can be employed by both 
radio and television. These media can also set the agenda in 
the way they arrange stories in the bulletin. Print media 
including newspapers and magazines on their part make 
salient socio-political issues and events through the following: 

• Placement - front page vs. inside page 
• Space allocation - large vs. small space 
• Headlines differences - bold face vs. light face 
• Story slanting 

Information at the hands of public media can thus be 
manipulated by editors and reporters to make their public see 
their message as important or worth their attention or not. 
Therefore in soliciting widespread public support for a 
preferred policy option the message must seem to meet the 
needs of the public. 
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Module 6: How to Improve Overall Communication 
Skills to Influence the Process of Policy
making and Policy Implementation 

6.1 Objectives of Module VI 

At the end of this module, the trainee will: 

1 Understand the basic communication techniques 
in which he or she should seek further training. 

2 Understand the personal qualities that the 
community desires that he or she should pos
sess in order to be believable. 

3 Be able to explain the importance of training in 
communication and to identify people in the 
community or project who should receive such 
training. 

6.2 Personality of Development Agent in Influ
encing People 

Development work seeks to motivate change in the 
lives of people at the grassroots. Even to try to get the 
people at that level to participate in their own development is 
to seek change in their lives. The previous module discussed 
what needs to be done and how it should be don'e to secure 
both people's participation and noticeable change for the 
better in their lives. The focus has been on the audience, the 
methods, and the channel or media. -However, there is one 
key component in the communication process that has not 
been discussed - the communicator or change agent himself 
or herself. 
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What is the persona~ role, besides using systems and 
techniques, of the change agent in motivating change? 
Recall the association between attitudes or beliefs and 
behaviour. The ancient philosophers, notably Aristotle, 
suggested that in a communication situation, change or 
influence on a person could result either from the content 
(logos) I or through appeal to the emotions of the audience 
(pathos), or through the personality of the change agent 
((ethos). Aristotle proposed that the most important factor in 
influencing people was the personality of the change agent. 
Numerous studies across time and space have consistently 
confirmed this proposition. 

What this means is that, the community adopts 
innovations advocated by a change agent, primarily on the 
basis of the personal qualities of the change agent But what 
are the qualities that are important? Aristotle proposed that 
an audience could be willing to change from a message if 
they perceive the source as knowledgeable, trustworthy. and 
dynamic. Again numerous studies have corroborated these 
propositions. A study done by Emmanuel Mbennah at 
Daystar University. Nairobi among students from 16 African 
countries indicated that audiences in Africa will let themselves 
to be influenced by a source whom they perceive as capable 
of speaking well, is genuinely interested in the affairs of the 
audience, has good morals, and is convinced by what he is 
telling the audience to do or to be. 

What this implies is that the change agent should try to 
understand what personal qualities that community considers 
necessary in order to see him or her as credible. Then he or 
she should try to live a life that reflects those qualities. One 
way to climb in the ladder of credibility is to train and to live 
a life of integrity. 
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6.3 Why All Should be Trained in Communica
tions Skills 

Within a development project there are different actors. 
These include project implementers and administrators, 
extension workers, the beneficiaries and even policy makers 
and planners. All these categories of people need to acquire 
basic communication skills. 

The person who is responsible for administering a 
development programme many times is not the same person 
who planned it. Therefore, there must be continuous dialogue 
with the planners within the ministry responsible for the 
programme as well as with the central ministry planners. 
Otherwise, the basic concept the planners originally conceived 
may not be adequately communicated to the programme 
administration. 

Also the administration may have to make modifica
tions in the original plan during the implementation which 
should be communicated back to the planners. 

Probably the greatest area of frustrations for most 
development programme administrators is related to recruit
ment of personnel, budget approvals, procurement of 
materials and equipment and other support activities. 
Analysis of these problems many time shows that the pro
gramme Administrators have not adequately communicated 
their needs at the proper time to such administrative support 
units as the public service commission, treasury department, 
equipment development agencies etc. The same thing can 
be said about technical subject matter specialists, field 
cadres, intended be'neficiaries and officials of international 
agencies. 
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Development support communication is bringing 
together two groups of people - development decision makers 
and communication specialists. Therefore training should be 
considered for both groups. There is little value in training 
communication specialists to support development pro
grammes if the administrators of the development programme 
will not accept or properly utilise the communicator'p expert
ise. Training programmes carried out for al\ the above groups 
should contain an overview of the DSC system and discussion 
on where they fit in this over all system. 

6.4 Areas of Training to Improve Overall Gom
munication Skills 

(a) Interpersonal communication skills 

The various people involved in a development project 
need to understand the role of non-verbal communication in 
establishing good inter-personal relations. A speaker who is 
warm and friendly to his audience would gain friendship and 
trust more quickly, and this is very important to the project. 
A speaker should therefore be concerned with the tone of his 
voice, select and use pOlite words and also be conscious of 
his body movements. 

(b) Mass media skills 

Knowledge of basic mass media skills should include 
knowledge of preparing and recording audio messages which 
can be later used as radio programmes. This can facilitate 
easy and faster collection of first hand development informa
tion which can be used to influence policy-making and even 
policy implementation. 

Information so gathered may require to be edited to 
make it more suitable to policy makers. Therefore editing 
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skills will be required to improve the quality of messages 
produced. 

It is necessary to write a simple script on the topic you 
. are focusing on t the person(s) the development agent is 
interviewing or talking about and the questions he or she is 
asking them. if any. By writing this down, the development 
agent is organising himself or herself and the message(s) 
which may reach the policy makers. Such information if put 
on tape, can go a long way in influencing the process of 
policy-making and implementation. 

Other basic skills include the use of video cameras to 
capture actual development activities in the field, together with 
any concerns or problems. The same process of writing 
scripts for video would have to be learnt by all those involved 
in the project. 

Besides electronic media skills, basic print media skills 
should be acquired by all involved in the project Rather than 
rely totally on print media professionals to write e.g. a simple 
feature on a certain development activity, any of the various 
categories of people on the proj ect can write and send it to 
any of the local media or development 
organisations/agencies. ministries, policy makers etc. This 
would facilitate production of information which would other
wise have waited for "expert media professionals" before 
reaching some of these people and organisations. 

Change Agents should also know how to operate all 
the media equipment which are useful to them in the field 
context. This may include the operation of: 

• 16 mm sound projector 
• Slide projector 
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• Overhead proj ector 
• Use of microphone 
• Tape recorder 

Agents should also be trained on how to produce low 
cost local media. L.ocally produced media haye the advan
tages of being appropriate to the community. 
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