MEDIA AND DISABILITY

DISCUSSION LED BY
Geetha Rao, Times of India, MG Road,
Bangalore – 560 001

Ashish Sen, VOICES, 165 9th Cross, Indiranagar 1st Stage,
Bangalore - 560 038

Ashwini Nachappa, Vijaya Bank, MG Road,
Bangalore – 560 001
Introduction

Development in a society requires simultaneous ‘changes’ in both social and technological fields. New technology is accepted only when accompanied by changes in ‘attitudes’ and ‘behaviour’ of people in relation to that technology. For example, in recent times changes in the field of computer sciences have been very rapid in India. But people have often not accepted these changes as fast as they were developed. Whether it was e-commerce or e-governance, technology was ready long before people were ready to accept them. The necessary social changes had not accompanied the promotion of these technologies. As a result, the stage was not sufficiently set, and in some instances people rejected them. Similar examples are also available from the history of community development in India. It took extensive persuasive skills and many failures before Indians accepted lavatories as part of their homes in spite of the enormous benefit it could give to their families’ health. Usually social changes are much slower than technological changes and unless a milieu is developed to understand and absorb technological revolution, most ordinary citizens get confused and reject a new technology as a reflex reaction to anything new. Media in all its forms, has a significant role in bringing about the critical social change that is necessary for any development. 
FROM MASS MEDIA  TO COMMUNITY MEDIA
Many of us in the development sector are concerned about the short shrift that mass media gives to development. A  study on the content of newspapers on development  over a year, conducted by Shangon Dasgupta of the Centre for Development Learning, in late 2000  merely confirms this point. “ If development news can be defined as ‘information that has social consequence,” then we clearly have a long way to go. The study  showed that in  the Times of India 4 per cent of a total of 24 pages was devoted to development. This was more or less the same  across a range of papers like the Hindustan Times, and  Deccan Herald. 

The study also attempted to analyse news items related to Disabilities. The findings were similar. No news item “pertaining to Disabilities appeared on the front page.  “A majority of news items about persons with disabilities appeared from Page 4 to page 12. Most of these were restricted to event based coverage. “No serious discussions on issues pertaining to disabilities appeared.”

While the study’s finding might be echoed in broadcast media as well, it does raise a few questions which demand greater scrutiny. These  pertain both to the scope and the limits of mass media. They also go beyond the issue of coverage and question the role of media and its impact  in terms of desired outcomes. In doing so, this article urges the need to articulate a media strategy which moves from the realms of mass media to community media.

While the scope of mass media in terms of reach has increased  substantially over the last quarter of a century, its ability to generate the desired outcome in terms of  impact  has not  been  commensurate.  Why? A personal experience, however anecdotal, seems an appropriate starting point.

Apart from my work  at an NGO – VOICES – I write regularly on development issues for the New Sunday Express.  Last year, on Disabilities Day,  I  took the opportunity to plug the issue of Access. The space provided by the paper was substantial  and the article generated considerable response by way of letters. This, perhaps, has also to do  with  the strong  tradition that the Express group has in  covering development issues.

Compare this with  Kumar’s story, broadcast on A.I.R. Bangalore  last year as a part of an effort to combat discrimination. The  programme was put together by people with disabilities  after they participated in a workshop on  community radio. Kumar is  severely  physically challenged  - the result of an unfortunate auto accident. Not surprisingly, he was also the key protagonist in the programme. The programme, subsequent to its broadcast,  developed a life of its own   One of the fall outs was that  a listener  -  severely disabled herself and consequently with  a low sense of self worth -  called A.I.R, tracked Kumar’s address, and  the  window to  a relationship opened.  Another listener heard the programme, sponsored a telephone call kiosk  and also generated  other supporters who pitched in and provided related inputs like  calculators,  instruments etc. The result is that Kumar is now his own master,  with ingredients  that make for another story.
The lesson from the above examples lies  not  so much in the media mechanism used, but in the questions of ownership and management.  People with disabilities substantially drove Kumar’s story.  Their  direct engagement perhaps also resulted in a   more widespread network who  heard  and participated in the programme.  
For too long, we  have been blinkeredly critical of the mass media (this is not an apology for the mass media. The concern for shrinkage in development space is justified today) without putting  our own house in order.  Mass media, by it very definition, is constrained by the quantum of  issues that it has to carry. Consequently reach is not, unfortunately, matched by depth.  While there may be  several committed journalists, they are limited by the range of issues that they have to cover and the lack of space to do so.

Like disabilities, HIV/AIDs, domestic violence, poor farmers,  child labour,  tribals, scheduled castes, minorities,  etc. jostle for limited space on a daily basis.  

The writing on the communication  wall then clearly points to the need for a change in the paradigm. We need to move from mass media coverage, to developing community media participation and ownership.  The process is not very difficult, but it calls for a  significant shift in attitude, perception and understanding. To many  in the development sector, communication is seen as a publicity and information mechanism, rather than a  process which is integral to development and change.  This has  handicapped participation and  ownership.

The movement towards community media does not mean the exclusion of mass media. In fact, it uses mass media space strategically to promote key desired inputs. The difference in that the key players also  include members from the specific community.  From issue based coverage in the mass media, the process involves active participation of  community members as key protagonists. Last year, VOICES and TMG partnered each other to launch and promote a  year long series – DARICHA – or  Revelation. The weekly programme involved the interface between technology (ranging from computers to callipers) and people with disability. The series was based on case studies, and involved people with disabilities as the key protagonists. This involvement, not only enhanced the programme’s credibility, but strengthened the life of the programme. More viewers from the concerned sector enabled us to develop a directory of sorts and also played an important role in shaping the movement and texture of the programme.  DARICHA started its journey as a 5-7 minute programme. Within a year, it had developed into a 22 minute programme – and community response had a large role in this  journey.

If involvement is a critical path in the process,  management and ownership are the ultimate goals. We need to develop appropriate media  mechanisms of, for, and by the community.  It is only then that the desired message will run the closest towards achieving the desired output and outcome.  Boodikote village in Kolar district  has an audio production centre  (Namma Dhwani – Our Voices ) which is managed by poor farmer groups in the area. They make their own programmes based on local information needs which are narrowcast regularly  through self help groups in and around the village. Every Tuesday, a loud speak broadcast  takes centre stage at the local santhe/market. Today, this has not only enabled Boodikote to send  out relevant information to the nearby area, but  the outside world to directly engage with the community at Boodikote. Closer home, in Bangalore, Janaagraha  Times  is a  weekly bi-lingual newspaper  brought  out  by resident groups in the city in their effort to  operationalise participative budgeting.

Mass Media, by itself, notwithstanding laudable intentions, is vulnerable to exclusion. Community Media  injects the  essential  inclusiveness which makes desired change possible. We need to embrace it.

EXAMPLE OF A MEDIA CAMPAIGN
Since 1983, leprosy has been simply and quickly curable with Multi-Drug Therapy. The biggest remaining barrier to eliminating the disease is ignorance and stigma. The BBC World Service Trust developed a campaign in India to address this, in partnership with Doordarshan TV and All-India Radio.

CHALLENGE & RESPONSE

India is the key country in the global drive toward eliminating the disease by 2005 ... TV spots, dramas and studio shows were broadcast almost 1, 500 times. Radio spots, dramas and phone-in shows were broadcast more than 6,000 times

MEDIA CONTEXT

India has about half the population watching TV regularly (500 million viewers). Doordarshan has an extensive reach into India’s rural heartland.  All India Radio still enjoys an effective monopoly, with 195 stations across the country broadcasting in 24 languages and 146 dialects. 

PROGRAMME OVERVIEW

Principle- The campaign underlined the fact that leprosy is totally curable and that drugs are available free throughout India. Leprosy is not spread by touch and that they should not be excluded from society.
TV- A total of 25 advertising spots and 12 campaign dramas were produced.  With constant repetition, they accounted for more than 45 hours of TV.  Among the formats used were Hindi film romances, rural folk operas, famous Hindu fables, domestic dramas and comedies.

Radio- A total of 213 radio programmes were broadcast more than 6,000 times.  Thirty-six radio advertising spots were made.  They were then ‘transcreated’ into 18 local dialects for broadcast, making 136 spots.  There were also 12 musical dramas and an eight-part radio serial , and 41 radio call-in shows

Community- 1,700 live theatre performances in villages, small towns and urban slums to widen the reach with approximately 500,000 people attending.  Performances were based on popular-entertainment forms, including folksongs, magic shows and drama.

Poster- offered basic information about leprosy symptoms and treatment and stressed the importance of community care and support for people with leprosy. 85,000 produced and displayed. 

Videos- 2,700 ‘video van’ screenings featuring the most popular TV spots and dramas produced under the BBC-Doordarshan partnership.

Press Relations- More than 95 articles appeared in the regional English and vernacular press.  Two-day press workshops on leprosy were held.

Film- A 10-minute feature film on a leprosy theme screened in cinemas in Hindi-speaking states. 

IMPACT

Process- Independent market research conducted.  Surveys were conducted at the start of the campaign, after the first round of campaigning and again after the second round. 

Media Reach- campaign reached 59% of respondents, equivalent to 283 million people. 

Misconceptions- equivalent of 178 million people persuaded to reject belief that leprosy is hereditary and the equivalent of 120 million people corrected their understanding that  leprosy is communicable by touch.

Curability & Communicability - The % of the total population who believe leprosy is transmitted by touch fell from 52 to 37 to 27%.  The % believing that leprosy patients on treatment are infectious fell from 25 to 20 to 12%.  The % who regard leprosy as curable rose from 84 to 88 to 91% of the population 99% of those exposed to the campaign regarded leprosy as curable, compared to 79% of people who had not seen the campaign.

Symptoms - awareness of loss of sensation as a possible symptom was already high (65%) and rose to 72 then 80%.  Awareness of pale reddish patches as a possible symptom remained level at 86%.  Awareness of non-itchy patches as a possible symptom rose from 37 to 53 to 55%. 

Awareness - Awareness of the modern cure for leprosy: Control Group Villages: 56%; Village with Live Drama Shows - 82%.  Rural Awareness of a modern leprosy cure free of cost: Exposed to the poster 89%,  No exposure – 20%. 

Stigma - Percentage of people claiming they would be willing to sit by the side of a leprosy patient: Control Group Villages - 64%; Village with Live Drama Shows – 74%.  Percentage of people claiming they would be willing to eat food served by a leprosy patient rose from 32% to 50%. 

AN EXAMPLE OF SOCIAL MARKETING IN LEPROSY

Selling Leprosy?  Why not!TC "Selling Leprosy?  Why not!"
If you can sell so many different brands of tooth paste, soaps, financial instruments, why not Leprosy?  Any product or service can be effectively marketed

The 7 P’s of the Marketing MixTC "The 7 P’s of the Marketing Mix"
Product - The name, the form, packaging and the positioning

Price - Is it sold at a premium price, affordable mass market price or is it free!  

Place - The distribution, availability, channels of distribution, the sellers 

Promotion - The communications mix, media mix, frequency and the integration 

People- Profile of the people involved in the task, their training needs, their focus and understanding.

Process- The systems, evaluations, tracking and training

Physical Evidence- The total look, tone and feel, the ambience, the seal of authority

The task is to simply insert the word leprosy as the brand, when planning out the integrated marketing communications to market and promote the message on leprosy. 

Identifying the recipient of our messageTC "Identifying the recipient of our message"
The next most crucial task is identification of the target audience or in other words the single point of contact;   is it the patient, his immediate family members or a friend etc. The profile of this audience has to be built.

The influencers and the opinion leadersTC "The influencers and the opinion leaders"
The target audience is never isolated.  The profile will have many opinion leaders who will have a great influence on the behaviour of the target consumer, and need to be identified. In brief, there is a need to prioritise the different publics that one would need to talk to.  The message content, tone and manner will vary depending on individual public’s priority and role in the process.

Understanding the consumerTC "Understanding the consumer"
Prior to undertaking a marketing communications, it is important to carry out a baseline study in order to understand the ground situation - the mind set, the insights, the triggers and barriers related to the issue. A thorough assessment of the task ahead needs to be undertaken, if results are to be measured at a later date.

Setting objectivesTC "Setting objectives"
Arising from the base line study, very clear objectives, both qualitative and quantitative, need to be set out. The marketing communications strategy should be planned out only once these clear objectives are identified.

The development of the marketing communications strategiesTC "The development of the marketing communications strategies"
The manner in which the quantitative and qualitative objectives are achieved will outline the marketing communications strategy, including: how to reach planned number of people, what marketing and communications channels need to be mobilised to reach set objectives in the most cost effective manner, what communications strategy would appeal best, what communications mix is best suited for the task.

Thereafter it is the task of crafting the creative strategy. This means creating one single minded ‘big idea’ that can take any form when placed in the integration frame work. The creative strategy should always be pre tested in its concept stage amongst the target audience before fine-tuning and releasing.
The integrated communications mix can take the form of one or more of any of the following-

Advertising, Public Relations, Direct to consumer communications, E marketing, Event sponsorships, Consumer promotions, Out door, Point of sale communication.

Promotions is the last component of the marketing mix that one should implement, simply because it is crucial that all other elements are in its proper place, prior to making promises to the chosen publics.  Never leave room for a disappointed consumer. The message strategy in a social marketing project should ideally give a call to action.  The integration of the marketing mix is crucial.  Eg: If the communications directs a patient to a point of contact for treatment, this should be in place, properly.  Or if the communications requests a consumer to phone or write for advice, the mechanism should be up and running smoothly.

Monitoring and evaluationTC "Monitoring and evaluation"
Adding a measurable monitoring and evaluation component to the total programme is extremely important.
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SUMMARY OF THE DISCUSSION  AT THE FRIDAY MEETING OF 
29TH MARCH 2002

Till now, media has only sporadically focussed on disability issues. Media often does not view disability issues as ‘newsworthy’. Besides, advocates from the disability sector also have not sufficiently ‘highlighted their causes’ with the public. There is a need for better networking between disability sector and media as a strategy to improve advocacy of disability issues through media. NGOs may require some training on communication strategies and ‘marketing’ of  their work. Media can also dedicate space and correspondents to deal with development issues in a sustained manner. Vernacular press  needs to be encouraged to cover development issues for consumption in rural areas. Communities should also be encouraged to produce their own programmes.

In using ‘brand ambassadors’ for advocacy of development issues, selection of `appropriate’, `long term’ and `sincere’ persons is vital, else the cause being advocated can acquire a negative image. Short term ambassadors, or those who espouse mutually conflicting causes, would not be of much help in advocacy. Celebrities who take up such roles should be clear about the cause they are advocating, and also be willing to commit time beyond fund-raising alone, to achieve the results aimed for.

