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Information at the core of Private Sector
Development

‘Every aspect of industry and commerce requires the
supply and efficient delivery of information on which to
conduct business, to base decisions, to compete
successfully and plan for growth and development.’

‘Business information and communication — and the
“industry” responsible for this — is thus positioned at the
very core of economic life.’

Connecting Business, A report prepared by the Business | nfor mation Forum funded by the UK
Department of Trade and Industry (Dti)
http://www.b2bmedia.co.uk/r esear ch/connectingbusiness.htm




The information gap for the majority

Miriam Katwesigye
Producer and retailer of herbal medicines,
Kamwenge, Western Uganda

® Speaks Rutoro but only basic
English

® Basic functional literacy but
does not read a newspaper (no
regular publication in Rutoro)

® Has strong interest in business
information e.g. on suppliers,
markets, financial services,
BDS, tax, legislation.

Languages in Uganda
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Bridging the gap

® With a basic US$8 radio set Miriam can tune into at
least 7 FM radio stations broadcasting in local
languages

® |n early 2001 she had no access to regular business
information through the mass media.

® By early 2004 she could tune into 3 weekly radio
programmes on small business issues

® These programmes are running without ongoing donor
support on commercial radio stations.

Context of FM Radio in Uganda

® 3 daily newspapers
Maximum sales per day: below 74,000
Assuming 8 readers per paper total reach = 616,000 or 5% of adult population

® 4 |ocal Television stations
But national coverage from government station only
Ownership of TV : 6% of households (?)

® 80+ radio stations
Listener-ship to radio:  around 90%

Radio is effectively the only mass media in Uganda and many
African countries i.e. the only media that reaches a majority of the
people.




Main sources of information in Uganda

Hand mail

Print 204

1%

Word of mouth
37%

Electronic (radio)
60%

Source: Uganda national household survey 2002/2003

Growth of FM radio in Uganda
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What has been achieved in BDS Market Development?

® 22 radio programmes focused on small business running on 19
Ugandan radio stations

® Equivalent to 18 hours of broadcasting a week.

® Equivalent to US$ 415,000 of airtime a year.

® Broadcasting in 12 local languages.

® Small business programmes are mainstreamed into the
programme line-up of radio stations and are being copied within

the industry

Growth of radio programmes for small

businesses in Uganda

E_ Busoga Peoples Radio - Empanga
Radio West - Biruga Omulittu ]
Voice of Kigezi - Enkumbito

E_ Ocemacen relaunched
»[ —}— RadioKitara Ekyotamusana
I >
[ Paidha FM — Abicamu Kani ]
[ Voice of Toro: Ninyekora Eyange ]
[ CBS: Nekolera Gyange ] [Nekolera Gyange: |
E I L>| ‘Buddu Broadcasting Service — Twezimbe +Okwesitula kwo omunty Wabaljo ]
= S [Super FM — Edobozi ivo om-usubuzi |
I
[[Voice of Tesoi — Eswamai Kanuka + Atio Pira ]
Veritas ~ Aitopol Agwelinar
Itunga ochaloi
IR} ReckMambo - Kipindi chako
g— NBS - Wekalangule
g— Open Gate -Limamushili
[ 1999 [ 2000 [ 2001 [ 2002 [ 2003 [ 2004 ]

|| Key:  Directly supported by ILO

Copycat without support ey Likely but unproven influence ~ ====




Business programme coverage in Uganda

Sudan )

Democratic
Republic

FIT SEMA approach to developing radio for MSEs

Steps Objective Method

1) Devise and pilot test radio Prove feasibility and Working one-to-one
e . profitability of radio with a radio station
programmes with limited providers (1)

programmes for MSEs

2) Replicate the programmes on other Prove feasibility on Gw‘ip "ai”ti“gha’.‘d |
radio stations (3 rural stations) other radio stations one to one technica

support.
v

3) Disseminate findings to other radio tphromme replication of  panual, video, CD
stations € programmes ROM, workshops

(copycat)
v

4) Support additional providers to set Promote replication of ~ Group training, tech.
Up programmes the programmes support and awareness

(copycat) raising activities among
* radio stations

5) Enhancing quality, outreach and Increasing impact and Group training, tech.
diversity in MSE programming ensuring sustainability ~ Support, improving flow

(copycat) of info to media.




FIT SEMA approach to developing radio for MSEs in
Uganda

A Facilitating role

® No financial support provided to establish radio programmes for
MSEs in Uganda

® Project support to radio stations confined to technical advice
and training from in-house staff and associate consultants.

® Inputs to remove ‘bottlenecks’ in the effective flow of business
information to the Ugandan media e.g. government,
development agencies, BMOs etc.

How does/should commercial radio function?

Commercial
Radio
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In a functioning media market:
- Audience numbers = Money
- Audience profile is critical




Micro and small enterprises as a commercially viable
audience segment

® Huge numbers in most developing countries (Numbers)

® Collectively, MSEs themselves are a huge consumer of raw
materials, components, equipment, machinery etc. (Business
consumers)

® MSEs are viewed as a significant section of the lower income
end (mass) of the consumer market (Domestic consumers)

® MSEs perform a significant proportion of the retailing,
wholesaling and transportation of the products of small, large
and international businesses (strategic importance to large
advertisers)

What services do the radio programmes provide to MSEs?

‘Magazine’ style programmes that provide:

® Advocacy

Advocating in areas of policy, corruption, legislation, monopolies
- Investigative reports and features

- Live and pre-recorded interviews

- Panel discussions

- Live debates and phone-ins

® Information
- Business News
- Market commodity prices
- features/reports on services, events, projects etc.
- Advertising

® Business Tips and Advice
- Interviews with successful / innovative businesses
- Panel and phone-in debates on business issues
- Interviews with resource people, trainers etc.
- Question and answer (letter and phone —in) with resource people, trainers etc.




Emphasis on:
® Field based reporting (not usual in
Uganda)

® |nteractive programmes — debates,
phone-ins, discussions etc.

® |nvestigative — follow up business
problems and issues.

® Focused on solutions =

® Building a network of informed business resource people/ sources
Other programme approaches being tested:

® Pre-recorded village and town level business debates.

® Drama to reinforce business issues covered on the programmes.

® More effective market updates provided by freelance reporters in
various large towns and markets.

Findings of listener research : May/June 2004

Awareness and Usage of the service

® 91% awareness of a small business radio programme in their area.
® 74% listenership within middle to low income bracket

® Estimated national listenership - 6,995,000 adults

® Listenership same among women and men

® Listenership same among rural and urban listeners despite more
people in rural areas with no access to radio or poor radio signals.




Listenership by social class

76% 78%

C D E

@ Listener M non-listener

Findings of listener research : May/June 2004

Satisfaction level with the programmes
Perceived benefits to Ugandan small businesses in general
® 62% - highly beneficial
® 34% - quite beneficial
® 4% - not or not very beneficial

Perceived benefits to the listeners’ own businesses
® 54% - highly beneficial

® 43% - quite beneficial

® 3% not or not very beneficial
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Findings of listener research : May/June 2004
Perception of why the programmes are beneficial

® 57% - Provision of information on how to run a small business
® 41% - Provision of information on markets and business opportunities
® 40% -Provision of business tips and advice

® Only 2% as a ‘voice for MSESs’ although this may indicate a
misunderstanding this role for the programme since advocacy was
mentioned frequently in focus group discussions.

Challenges

® Management weaknesses within radio stations that inhibit effective
field based journalism.

® Radio stations not being audience driven.

® Low levels of specific B2B advertising on the programmes due the
to small formal industry in Uganda and marketing weaknesses
within radio stations.

® Poor flow of business information to the media particularly from
government, development agencies and researchers.

® Donors purchasing airtime and taking away editorial control and
the role of developing content from local radio stations.

“ we do not trust the media in Uganda to give the right messages:
they misquote, distort and misrepresent us. The best and safest way
isto buy space or airtimein the mass media and for usto control
the content’

Head of SED in an International Development Agency, Kampala
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BDS Market Development : An easy approach?

® Step 1: Pre-project assessment and planning

® Step 2: Project start-up (setting up the project team, research)
® Step 3: Pilot Phase: Introducing the programme concept

® Step 4: Pilot Phase: Launching the first programmes

® Step 5: Market Development Phase

Supporting replication of MSE programmes

® Step 6: Market Development Phase
Enhancing quality, outreach and encouraging diversity

BDS Market Development : Considerations

Credibility :
BDS market development is a difficult ‘sell’ (the role reversal!)

Project staffing and teams
Building credible technical teams

Project timeframes
Are traditional 2 to 4 year project timeframes adequate?

Impact
Impact is achieved over time
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Implications for BDS Market Development

Outreach of A

. , Buying airtime
intervention

BDS Market
Development

Project life Time

Which is more cost effective / has greater impact?
- depends if a project is really focused on long term sustainability.

Thanks for listening
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