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Speaker 1:	Now let's look at Messengers and Media Channels. They are not exactly the same but we both need them for our communication activities. On the left side, this icon represents the Messenger and the Messenger can be any kind of influencer. It could be village elders, religious leaders, anyone who functions as a trusted spokesperson in the community of course that we are targeting. And then we have the Media Channels. Traditional media, you know them, radio, television, newspapers and their related websites and social media channels. But we shouldn't confuse them. They are not the same and they do interact with each other. And I'll try to explain that with a small example in the next slide.
	Let's take the example that we have, a communication objective is about family planning and our final audience are women of reproductive age. If we look at it just with this kind of information that we have now, we would target this audience with social media channels, for instance. We will use the radio, the newspapers and television. And this would seem obvious, normal and doable, but we've done our research. We've reached out to the community. We did maybe a couple of surveys, we did interviews and we've come to understand that our final audience, women of reproductive age, in this specific culture, in this specific region, in this specific community, are very much influenced by the mother-in-law.
	And that the influence of the mother-in-law is very strong and that the mother-in-law starts from the idea that having many children is good, having a son is a priority and having a child immediately after marriage is a good thing. Why would they encourage the desired behavior, which we want, which is family planning? At the end of the day, the mother-in-law cares about the health of the baby. But they would discourage the desired behavior because having a child immediately after marriage, it shows fertility in this community and the number of children equals the status in the community. Now that we know all that, and if we want to influence the mother-in-law, what media channels should we be using? It should be storytelling, radio and peer-to-peer conversations.
	Now, if we go back to the model that we previously had, it looks a bit differently because we have still our message, we still have our final audience, but now we also have the influencer, grandmother, and we have a different media channels to influence and to communicate with our final audience. We can use social media, radio, newspapers and TV, but to influence the influences, the grandmother, we need to go into storytelling, face-to-face conversations and mainly radio. And that will be a combination of different approaches with different key messages with a different emphasis and also with different media channels. And that's why we shouldn't confuse messengers with media channels and influences because they all play together in this communication activity mapping that we're doing. These insights into the community, as you see now in this model, is completely influencing the way that we communicate with our final audience and with an audience that we identify to be very influential, in this case the grandmother.
	We have different types of activities. We have interpersonal communication, so community dialogue and peer-to-peer conversations, and then we have what we call mid-media activities. Sometimes they're called folk media such as theater, public talks, announcements through megaphones and community-based surveillanc, but also print media, posters, flyers and leaflets. We have mass media. Television, radio and newspapers. And then we have social and digital media such as mobile phones, use of mobile phones and mobile applications and social media channels.
	Let's take them one by one. Interpersonal communication. Well, the channel here is community dialogue, peer-to-peer, could be health provider and client, inter-spousal or parent-child communication. Strengths of those approaches are it's still impersonalized. It's very interactive. It's able to explain very complex information. It can build behavioral skills, increase intention to act and it's a familiar context. People notice and so it enhances trust and influence. Limitations though, because it's peer-to-peer, face-to-face, most of the time, it has a lower reach. It's relatively costly if we want to do it on a bigger scale and it's time consuming.
	With media communication, again, so community drama, storytelling, music, events for your group discussions because it can also be digital, talks in workshops, door-to-door visits. Strengths: It stimulates community dialogue. It's a group of people coming together. It motivates collective solution, provides social support for change. It can increase the intention to act and of course it reaches a larger group of people. Limitations then again are it's less personalized than the previous form of comms activities. It's time consuming to establish relationships because this is based on trust. It is relatively costly and you may have less control over the content.
	Mass media then we're talking radio, TV, print, film, outdoor posters, billboards, all these things. They have an extensive reach. They're efficient and consistent and also work with a consistent repetition of messages. The capacity to model positive behaviors is there. It says the agenda, it legitimatizes norms and behaviors. Limitations again is that it's limited two-way interaction. Radio, TV and print. There is not really a lot to do about interaction and feedback. It's only available at certain times. It's not 24 hours and it's relatively impersonal because you are communicating to a very large part of an audience, almost to the dreaded general public.
	Digital communications then so we're talking SMS, social media, digital toolkits, websites. The strength is that it's fast growing and evolving. It's highly tailored, it's very interactive. It quickly shares relevant information in what can be a personalized manner and it's very flexible. Limitations there is that you may have less control of the content because again, it's based on interactive communications. It requires literacy. Not everyone knows how to use the web or is familiar with the latest applications and social media channels. There is a limited reach and accessibility because in certain areas of the globe there is no internet or there is no Wifi and it can lack credibility.
	Now when you go for reach or intensity when you are planning your communication activities, so it will depend on your objectives. But you need always to determine the balance between reach and intensity. Reach is the number of individuals or households exposed to your messages and intensity is the average number of times those individuals or households are exposed to the program messages. It is a balance. You cannot ... Well, you could go for an enormous amount of reach and an enormous amount of intensity, but that would be almost a perfect world so most of the time it's a balance in between those two.
	Now be very careful not to default to using the channels that are easy to use or seem like a good idea. Do your research. Channels should be chosen based on actual information, audience preferences. You need to notice. Otherwise we would have been communicating to grandmother in the example through TV and newspapers. While we know that from the traditional media, she's most of the time listening to the radio only to radio. Think about not only the resources currently available for communication activities, but also resources that can be generated or leveraged. For example, some television or radio stations maybe already have a topical show going on, may offer value at a time in addition to the time purchased. Most of the time you will have to pay to have your campaign on TV or radio, but it could also be that your key messages and your communication and your spokesperson can be inserted in already-existing programs.
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