THE
NEW
NORMAL
An i
ni
t
i
at
i
vet
oi
ncul
cat
eCOVI
Dsaf
e
behavi
our
st
hr
ough communi
t
yr
adi
o st
at
i
ons

I
mpac
tEval
uat
i
onReport
f
orSMARTBMGFCOVI
D1
9
Campai
gn

Table of

CONTENTS
1. Background
2. Acknowledgements
3. Context: Situation of COVID-19 in India
4. Approach
a. Need for the campaign
b. Why Community Radio Stations?
5. Methodology:
a. Measures taken
b. Implementation
6. SMART-BMGF COVID-19: The campaign at a glance
7. Community response
a. Words from the communities
b. Stories of change
c. Critical feedback
8. Impact stories from the ground
9. Challenges and limitations
a. Challenges faced by the organization
b. Challenges faced by CRS’s
10. The COVID-19 vaccine: a community perspective
11. SMART-BMGF: A look back
12. Way forward
13. Glimpses from the ground
14. Annexures

Acknowledgements

2

We would like to thank the Bill and Melinda Gates Foundation (BMGF) for their sustained
faith and continued support in the CRs sector, as well as for their participation in all the
orientation and review meetings and for their patience in receiving reports and information from the ground. We would like to extend our heartfelt gratitude to Archana Vyas,
Country Deputy Director Brand, Programme and Behavioural Communications, BMGF, for
believing in SMART’s ability to implement the campaign with 190 stations across the
country. We convey our gratitude to Pooja Sehgal, the Lead for Health Communications,
India country oﬃce, BMGF for her constant support and guidance throughout the length
of the campaign. We would also like to thank Paurush Sharma, Brand and Digital Communications Lead, BMGF for his belief in the power of community radios to inﬂuence
behaviour.
We take this opportunity to also acknowledge the team members of SMART, Nitika
Kakkar, Komal Sharma, Satya Prakash, and Sangeeta Gupta, who stayed engaged with
the community radio stations and helped steer the campaign through the course of three
months. We also acknowledge the eﬀorts of Mohammad Shahrukh in compiling this
report. A special thanks to Malavika Sagar and Meher Rajpal for designing the report.

Impact Evaluation Report | SMART-BMGF | COVID-19

We would like to begin by thanking the Community Radio Stations for their exemplary
eﬀorts in participating in an endeavour aimed at inducing swift transformations under
challenging times at a community level.

3

The report on the SMART-BMGF COVID-19 Campaign has been compiled through the
fortnightly feedback reports submitted by the 190 Community Radio Stations that chose
to participate in the campaign. The report provides the context to the pan-India campaign, highlighting the prevailing conditions at the time. It then goes on to list the
approach taken by SMART to address the pressing behaviours that needed to be altered
to ensure the safety of the communities. The report then highlights the measures that
were adopted by the campaign coordinators and implemented by the CRs. This is
followed by facts and ﬁgures provided to contextualize the scale of the operations undertaken as a part of the campaign, before moving on to sharing common feedback and a
few stories of impact from the communities where the campaign was implemented. This
report then delves into the challenges and limitations experienced by CRs during the
campaign. The report then goes on to present the prevailing curiosities with respect to
the COVID vaccine and is followed by a section highlighting the lessons learnt from the
endeavour and the way forward. The ﬁnal section of the report provides photographic
evidence of the scale of the campaign and ends with relevant annexures.
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Context
The situation of COVID-19 in India
Steady rise in cases

Mar 24

Lockdown extended

June 8

2020

2020

2020

First Covid 19 case

Nationwide

Unlock 1.0

reported in India

Locdown

The ﬁrst case of COVID-19 was reported in India on the 27th of January 2020. In the
months that followed, the country witnessed a rapid spread of the novel Coronavirus
throughout all the states, in what is a testament to its fearsome contagiousness and an
unprecedented crisis that needed to be addressed with utmost immediacy. With a
steady rise in the number of COVID cases, the Government of India announced a
nationwide lockdown for a 21 day period beginning on 24th March 2020, given the
seriousness of the situation. With a rampant increase in the number of cases, the
lockdown was extended three more times, until June. With over 260,000 cases and
over 7,500 deaths the country began its ﬁrst phase of easing restrictions with ‘Unlock:
1’, which was primarily aimed at restarting integral businesses.
From there on, the country embarked on its journey of beginning life under the inescapable circumstances of a pandemic, while ensuring sustenance, ﬁring up essential
services and supply chains and adjusting our lives to what became known as ‘The New
Normal’. During this phase cases in India sky-rocketed, with its rate of infection being
among the top ten in the world. Hotspots and containment zones emerged in some of
its most prominent metros such as Mumbai and New Delhi. From there on, each phase
of ‘Unlock’ aimed at loosening the physical reclusiveness that was brought on by the
lockdown while maintaining and practicing COVID-safe behaviour - a concerted eﬀort
for returning to a renewed meaning of ‘normalcy’.
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Approach
Need for the Campaign

1M

1 metre distance
from others

Wearing a mask
outdoors

Regular sanitising
to disinfect hands

Regular hand
washing

Identiﬁying & managing
COVID symptoms

are in accordance to the 2020 World Health Organization’s (WHO) “Clinical Management
of COVID-19: an interim guidance” report (WHO, 2020). These key steps can help bring
about change in communities and help contain the spread of the virus.
As the burden to stay safe shifts to citizens, not only in urban but also in rural and tribal
regions, it is imperative to encourage and mobilise all parties and stakeholders, including the marginalised and most vulnerable communities, with simple and easy to practice
COVID-safe behaviours. It is important to accept the fact that our future is no longer
dependent on how the virus is spreading, but rather on how successfully we are able to
exercise safety measures to prevent its transmission. Seeking Modern Applications for
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Living with COVID -19 will remain a challenge for a long time and we all have to adjust
to the “new normal”, or the new way of life. We need to go about our lives, work and
social interactions by adopting COVID-safe behaviourisms which include the wearing of
masks, practicing social distancing and maintaining hand hygiene.
These measures have been identiﬁed as a way to reduce the spread of the virus among
communities, while going on with our lives.
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Real Transformation (SMART) proposed to work with 190 CRs across the nation through
a 90-day long campaign to direct and guide communities towards altering their
behavioural patterns with more responsibility, and an acknowledgement of the pandemic.

While the central and respective state governments have been running massive campaigns to spread awareness about COVID-19 by still some villages and communities end
up getting left out. These include hard to reach, tribal villages and other communities
that are not covered by conventional sources of mainstream media. These regions are
unable to receive and/or absorb the homogenous information that trickles down from the
government agencies. It is here that community radios ﬁll in the void of public messaging
and information. Their broadcasts which are mostly in local dialects and their proximity to
communities allows them to contextualise messages leading to better absorption and
acceptance. Since the message is coming from a station owned and run by the community members themselves there is trust and credibility leading to better acceptance of the
information.
Since the time the pandemic hit the country, community radio stations have been at the
forefront of sharing information with the communities they serve. For over six months,
they have religiously and responsibly broadcast content on COVID-19 with negligible or
non-existent ﬁnancial support. The staﬀ of the stations has invariably risked their own
lives to get stories and updates from the ground. They have worked closely with the
district and local administration to keep the people informed and safe. Through the
BMGF supported campaign the community radio stations reached out to approximately 40 million people.
Community radios reached out to a wide array of people, particularly the vulnerable and
most ‘at risk’ populations, like frontline workers, local vendors, essential goods and
service providers, farmers, ﬁshermen, construction workers, labourers, homemakers and
care givers. With simple, direct and easy-to-understand messages, communicated in the
local dialects, these stations are spread across 25 states and broadcast content in 36
languages. The eﬀort of the SMART-BMGF campaign was to induce a nationwide shift
towards safer and responsible behavioural patterns. CRs utilised both radio broadcasting,
social media and on-ground engagement to bring about ripples of change. The identiﬁed
goal of the program was: to make communities accept the need for wearing a
mask, maintaining social distancing and embracing the practice of washing
hands not only to keep themselves safe, but to ensure safety of their loved ones.
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Why Community
Radio Stations?
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Methodology:
Measures Taken

Month wise strategy
for 90 days was adopted

2 audio promos per
month of 2-3 mins

Month 1: Mask wearing
The ﬁrst month focused on mask wearing and address issues like:
Why people should wear masks
When/where people should wear masks
The proper way to wear a mask
How to manage and maintain its hygiene
Address issues of discomfort vis-à-vis safety

Month 2: Mask wearing and social distancing
In the 2nd month, the stations were asked to make promos on masks as well as social
distancing.

Month 3: Mask wearing, social distancing and hand hygiene
The stations were asked to broadcast the promos at least three times a day. Additionally, they were also required to broadcast the ‘Corona anthem’ - “Mask nahi to tokenge,
Corona ko rokenge” at least twice a day, along with audio links by their RJs on
COVID-safe behaviours.
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SMART, with the support of Bill and Melinda Gates Foundation (BMGF) reached out to
over 220 operational CRs, out of which 190 signed an MOU to partner SMART for the
campaign to encourage COVID- appropriate behaviour. Following their conﬁrmation, the
stations were divided into three groups and a webinar was conducted for each of these
groups. The objective of these orientation webinars was to sensitise them on the objectives of the campaign, the strategy and the plan for implementation. The deliverables
expected of the radio stations were also enumerated in these webinars to all the participating stations.
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at least twice a day, along with audio links by their RJs on COVID-safe behaviours.
Stations were also asked to run a ‘100% Mask Adherence’ campaign in two villages/slums/wards for every month of the campaign. This incorporated hosting outreach
activities, engagement of village heads and community inﬂuencers and encouraging
community members to share selﬁes of themselves wearing masks. Stations were asked
to recognise their communities’ local heroes/sheroes and announce their names on the
radio, as well as on their social media handles.

Despite several challenges brought on by COVID-19, that included stations falling under
containment zones, team members contracting the virus themselves, strict lockdown,
the community radio stations remained involved in the campaign and submitted their
fortnightly reports regularly. The following are some of the initiatives utilized by the
CRs to inform their communities:
Radio programming
Social media
Community engagement (ﬁeld visits)
Mobilizing community inﬂuencers
Phone calls and messages
Connecting communities with doctors and experts
Broadcasting messages from the district administration
Highlighting the COVID warriors in the community
Recognising the heroes/sheroes

The campaign was kicked oﬀ on 21st September, 2020. This report details the activities
undertaken by CRs through the 90-day campaign.

Impact Evaluation Report | SMART-BMGF | COVID-19

For the purpose of regular monitoring and maintaining consistency and eﬃciency
throughout the campaign, the CRs were required to share reports on a fortnightly basis
through a Google form. The reporting included the submission of the audio promos:
produced and broadcast during the respective fortnight, photos of community engagement, audio messages of the community, impact stories from the community, general
feedback and recommendations as well as a log list.
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Implementation
Post the webinars, SMART shared some material for helping the stations to create the
promos The material included:
Posters made by McCann on COVID-safety for NITI Aayog in 12 languages
The ‘Corona anthem’ in 11 languages
The Powerpoint presentation created by SMART, which included information
on the campaign, well-deﬁned deliverables and timelines

SMART also provided the CRs with three hashtags:

#TheNewNormal

#NayiShuruat

#CRMaskMission
to be used by all the participating stations on their social media handles through the
duration of the three-month long campaign. One social media post for Twitter and
Facebook was also shared with all the stations to kickstart the campaign. The stations
responded enthusiastically and posted generously on their respective social media
platforms, beginning the 21st September. Many stations created Twitter handles to
generate attention around their campaign. Social media as a tool has had a signiﬁcant
impact among communities in promoting the goals of this campaign, as will be highlighted later in the report.
After the ﬁrst day of the campaign, SMART identiﬁed the ten best slogans created and
used by the stations on their social media handles and circulated it among all the
stations, in English and Hindi, to be used throughout the duration of the campaign.
This also helped in maintaining standardised and consistent accuracy in the information
ﬂowing through all the radio stations and to mitigate the possibility of erroneous or
objectionable messaging to the communities. The stations then translated these ten
messages into their local languages and dialects and used them in their programming
as well as their social media posts.
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Link to a few online videos made available by the Ministry of Health and Family
Welfare (MoHFW) and the Press Information Bureau (PIB) on mask awareness
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The sixth and ﬁnal fortnight occurred during a period of the pandemic where
complacency regarding the precautionary measures was quite evident, people in
many parts of the country had become accustomed to recommencing their lives
despite COVID-19, but without any safety protocols. It was in that context that
the campaign helped provide a healthy reminder of the continued existence of the
virus. The sixth fortnight also saw rising curiosities regarding the COVID vaccine
and the timelines for vaccine availability, since news chatter and information of
vaccine development being in its ﬁnal stages was already public. These doubts
were thus recorded in the community feedback, shared in the report later.
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While the implementation of the campaign remained ﬂuid for the majority of its
time, it required additional recommendations and special advisory for particular
periods due to varying circumstances. The third and fourth fortnight of the campaign overlapped with the festive season in India as well as the assembly elections in the state of Bihar, events that would prompt large gatherings and public
meetings. This in turn required SMART and the radio stations to urge community
members to maintain safety precautions while being present at large gatherings.
Most of the content broadcast during this period linked the messages to safety
during festivities. The Bihar based stations had an added responsibility of encouraging people to come out and vote while observing all safety measures.
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Campaign
at a Glance
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17
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Covered by CRs
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Languages/local dialects
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20K
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ANDHRA PRADESH - 2
BIHAR - 8
CHHATTISGARH - 5
DELHI - 1
GUJARAT - 8
HARYANA - 9
HIMACHAL PRADESH - 2
JHARKHAND - 2

2
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KARNATAKA - 12
KERALA - 8
MADHYA PRADESH - 11
MAHARASHTRA - 20
MANIPUR - 2
ODISHA - 10
CHANDIGARH - 1
PUNJAB - 1

RAJASTHAN - 6
SIKKIM - 1
TAMIL NADU - 19
TELANGANA - 2
TRIPURA - 1
U.P - 19
UTTARAKHAND - 4
WEST BENGAL - 3
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Stations
at a Glance

The above ﬁgure (6.1) graphically represents the various means that were used
by CR stations throughout the course of the campaign and the regularity and
degree with which they were utilised. The X-axis shows the fortnight corresponding to the means used within the timeframe and the Y-axis represents the enumeration of means used by the community radios in percentage. The data here is
represented through each fortnight where responses were recorded. Owing to
their inﬂuence within the community and inherent nature as being radio stations,
the most used medium of spreading awareness was the radio with a consistency
through the six fortnights with an aggregate of 97.6% (ﬁg 6.2). Phones calls and
messages were the least used means through the six fortnights and may point to
a reluctance of people to entertain phone calls and texts related to
COVID-19(62.1% CRS’s on an aggregate in ﬁgure 6.2). Due to its pervasiveness
and easy accessibility, the second most used means was social media, followed by
physical engagement and the mobilization of community inﬂuencers with an average 84.5% stations using social media. During the 4th and 5th fortnight we see a
steady decline in community outreach and even an increase in radio messaging
(5th fortnight) which corroborates with a spike in COVID-19 cases nationwide
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The above ﬁgure (Fig 6.3) highlights the various challenges and limitations experienced
by the CRs throughout the six fortnights. The X-axis represents the cumulative measure
of challenges experienced in percentage and the Y-axis represents the diﬀerent challenges and limitations that were provided as options to the CRs. The most common challenge
faced by them was a diﬃculty in reaching out to their communities, the reasons for which
are listed below. However, it must be noted here that the rates of inability in reaching out
to their communities increased during the 4th and 5th fortnight as a result of increased
COVID-19 cases throughout the country. This is also conﬁrmed by an increase in the
number of stations that were shut down altogether because they fell under containment
zones (12.4% stations in 4th fortnight). The second most pressing challenge that CRs
faced was that people in their respective localities were misinformed, with an aggregate
of 43.1% CRs selecting the option over the 6 fortnights. The rate of misinformation also
increased during the 6th fortnight to 44.7% which could possibly hint at the spread of
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The other means of creating awareness included using the services of ASHA workers and
volunteers to help conduct community outreach. Some stations also mobilised the local
government authorities for supporting their messages while a few were also able to
conduct mask/sanitizer distribution drives. The 5th fortnight also saw an increase in
more innovative and inclusive forms of spreading awareness among communities, which
mirrors the growing number of cases in the country and the immediate need to address
people’s adoption of preventive measures. The third most used mean was through physical engagement and ﬁeld visits which was done by approximately 77.2% CRS’s within
the three months. Finally, 66.4% of stations also mobilised community inﬂuencers in an
attempt to make the message more credible and relatable for their villages/slums/wards.-
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Community
Feedback
People Speak
Voice of SOA Community Radio, Khurda, Odisha
Prianshu, college student

“The mask has become close to being a second protective skin for us, we’ve been
suﬃciently made aware of the fact that we cannot go outdoors into a crowd, bus or
market without our masks.”

Radio Mayur 90.8 FM, Saran, Bihar
Raman Mehto, shopkeeper

“I run a ration shop and often listen to the programs run by Radio Mayur. I realised
that after a long period of not wearing a mask, I started wearing one whenever the
radio station would run their jingles and it was interesting to see how people visiting
my shop would listen to them and also be reminded to put on their masks as well.”

Rudi no Radio, Ahmedabad, Gujarat
Bhagwati Ben from Unali village stated how a lot of residents from her village believe that
COVID-19 will not impact them and is in fact a ‘big-city’ problem only. However, she
disagrees and supports Rudi no Radio’s campaign to promote wearing of masks.
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rumours and fake news because of a drop in number of cases nationwide as well as
increased anticipation of the vaccine. Finally, in the last week 37.5% of the CRs also
reported that they wished they had more time to be able to carry out the campaign.
Misinformation was followed by people not believing COVID-19 is real as the third most
prominent diﬃculty faced by CRs. This data however, also provided a silver lining. The
number of stations that selected the option “People believe COVID-19 is not real”
dropped from 45.9% in the ﬁrst fortnight to 36.8% in the 6th fortnight hinting at a signiﬁcant success achieved by stations in convincing their communities of the threat of
COVID-19. The 4th and 5th rated challenges were “high populations in communities” and
“community members refusing to wear masks” respectively. These are followed by staﬀ
members contracting COVID-19, stations being in containment zones and stations being
non-operational on account of staﬀ contracting the virus or being on leave (in that order)
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Alfaz-e-Mewat FM 107.8, Nuh, Haryana
Shabeer from Utaka Village shared how Alfaz-e-Mewat was integral for them to realise
how important it is to wear a mask, wash hands regularly and other means to prevent
the transmission of the virus.

Salaam Namaste CR Noida, Uttar Pradesh
Shireen Wardhan, teacher

“All the kids in my classroom have memorized the ‘Corona anthem’ and they sing it
every time they see a student without their masks. The kids are thus helping both
their peers and adults to maintain these precautions.”

Nalamdana Thendral CR, Tamil Nadu
“I always instruct all my customers to wear masks and maintain social distancing. If
any of our customers do not follow these protocols, we will have to pay a penalty to
the Municipal Corporation. I also use a mask when I step out of my house and when
I’m working at the shop. I also wash my hands periodically. I have become careful
about these things after Thendral CR’s programs regularly.”

Radio Palanpur, Gujarat
A little girl named Dhwani called Radio Palanpur and told us that she likes the ‘Corona
anthem’ the most, she said that she called up all her relatives and sang the anthem
for them. It was heartening for us to listen to this and get recognition for our eﬀorts
from our community.

Vayalaga Vanoli, Tamil Nadu
Merlin

“Recently myself, along with two friends attended a crowded marriage function where we tried
to maintain social distancing and wore masks
as a preventive measure. I heard a few people
making fun of us for wearing the mask.
Though it is painful to hear such words, we felt
proud of our eﬀorts to break the chain.”
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Niyam Abdulla, tea shop owner

Friends FM, Tripura

17

People are aware of the COVID-19 scenario but most of them want to start working and
earning again as they are in need of money. But they face diﬃculty in maintaining social
distance at work as in many cases, it is not possible to do so practically. However, they
maintain all safety measures like using sanitizers and wearing masks properly.

CMS Radio, Lucknow
Mamata, homemaker

“While we do listen to your campaign on the radio and appreciate it, it is very diﬃcult to
maintain social distancing in markets, especially during festival times. Even if we are
trying to maintain the preventive protocols, other people are not doing the same.”

A community member shared with us how they’re fastidiously following all the precautions as shared by Yeralavani CRS because of the presence of a new born baby in their
house. Another community member shared how they have mobilised the young
children in the area to sensitise the local community and distribute masks to them.

Radio Madhubhan 90.4, Sirohi, Rajasthan
Khemaram, Headmaster

“Due to lack of internet availability we have to
teach children in schools only and we recognise
how it is a place of frequent contact between
students and teachers. So we have asked all our
teachers to sensitise our students on the proper
measures to be taken and ensure they are
followed.”

Radio Neythal 107.8 FM, Alappuzha, Kerala
Residents shared how earlier people would be lazy
to wear masks and felt that it was irritating.
However constant messaging from Radio Neythal
has helped instil safe practices among the
community to the level that the Panchayat elections
were also conducted via door to door campaigning
with social distancing protocols instead of large
public gatherings.
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Yeralavani CRS, Sangli, Maharashtra

Rathinavani 90.8 Community Radio,
Coimbatore, Tamil Nadu
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A local university student shared how they were glad
to see the CR continue their eﬀorts to promote mask
wearing and handwashing even in the month of
December, seeing as so many community residents
had forgotten post the festive season and Diwali that
COVID-19 is dangerous. They believed the radio’s
campaign was an alarm bell.

The community shared the story of how the
Sarpanch of a village chose to put their own message on a poster in a commonly visited place,
appealing to the people to follow the protective
measures.

Yeralavani CRS, Maharashtra
Yashwanti, resident

We were following all the rules of hygiene and the
radio station was constantly educating us about
COVID-19. Hence, we learned how to keep our hands
clean, how to use masks and how to keep our masks
clean. We also learned the importance of social
distancing.

Mandakini Ki Awaaz, Uttarakhand
Rishab Negi, student

A student of 8th grade told us of how he keenly
listens to the radio broadcasts about safety measures against COVID-19 and relays them to his
family and friends. He stated being very glad to
have played a part in the campaign led by Mandakini Ki Awaaz.
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Sharada Krishi Vahini 90.8 FM, Pune,
Maharashtra
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Salaam Namaste Community Radio, Uttar Pradesh
Mantasha, resident (Hoshiyarpur)

Shared with us her excitement to see a nearby shop enforcing mask-wearing and
social distancing, to which the sale of items was incumbent. She was delighted to see
the message sounded by Salaam Namaste Radio being followed.

Rathinavani 90.8 FM Community Radio, Tamil Nadu
Mr. Mano, resdent (Kinnathukadavu)

Thendral CR 91.2, Tamil Nadu

Chandrasekhar, auto rickshaw driver
Chandrasekhar shared with us how he has installed a hand sanitizer dispenser in his
auto for his passengers and how he ensures they are wearing their masks, even
informing them of the police ﬁnes he might have to pay if him or his passengers are
seen travelling without them.
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Stated that ‘Nayi Shuruaat’ is very important. He shared how careless and lazy
people in rural areas can get. As days pass without danger people forget to wear
masks and maintain social distancing. But meeting volunteers directly though roadside or door to door campaigns via a non-government organization is an outstanding
service in this urgent time.

Stories of Change
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Apart from the regular feedback provided by members of each CRS’s respective
community. Several stories shared by them with us highlighted the impact such a
campaign can have on its recipients. From this nationwide campaign, a few personal
accounts shared via these stations highlight how human endearment and compassion
has helped spread a message of positivity in these unprecedented times.
The following are a few selected impact stories:

One of the paan shop owners in the community wasn't wearing a mask during his
daily tasks. Namma Naadi 90.4 FM team went to him and convinced him to wear a
mask by giving him proper information on mask wearing and social distance.
Namma Naadi also made him understand the side eﬀects of spitting. Now he is
aware and not allowing any customer to chew pan and spit near his shop.

Sharada Krishi Vahini, Pune, Maharashtra
Residents shared how they have been sensitised enough to not carry out
conversations with outsiders without having their masks on. Another resident
explained how the radio is now on all day to watch out for any new
recommendations or messages from the community radio.

Radio Puneri Awaaz, Pune, Maharashtra
Tushar Hinge, Deputy Mayor of Pune PCMC

“I heard the program about the awareness of wearing masks on Radio Puneri
Awaz. After listening to the program I realized how important it is to apply a mask,
so I bought 10,000 masks for the people in my area. Thank you so much Puneri
Awaz & also Thank you so much SMART.”
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Namma Naadi 90.4 FM, Bengaluru, Karnataka
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Avtar Radio, Jalandhar, Punjab
The CRS shared how people within the reach of their radio station started taking
COVID-19 seriously after they decided to take a member of their community who had
contracted the virus themselves and volunteered to share its impact on their body.

Alfaz-e-Mewat, Nuh, Haryana
Afroz

Radio Swaraj, Odisha
Sailipada is a small village under Salapada Gram Panchayat, consisting of 36
families. The villagers have bee worshipping Goddess Laxmi for the las 28 years
and Laxmi Puja is celebrated every year with a lot of grandiose and fervour in this
village of 172 people. Radio Swaraj formed listener groups in the village and
narrowcast programs and promotional content on COVID-safe behaviour. The radio
station made consistent eﬀorts to spread awareness about mask usage, social
distancing and hand hygiene. As a result, the village committee decided to
celebrate the puja this year adhering to all the safety protocols.

Rudi no Radio, Gujarat
The radio station got support from the
Sarpanch of Unali village for the campaign.
The Sarpanch wrote a letter expressing her
support and solidarity for the initiative and
then personally campaigned across the
village asking all the residents to
practice COVID-safe behaviour.
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She explained to the CRS how creating jingles and interactive short messages to help
prevent the transmission of COVID-19 via the radio station has helped particularly
because it has been transmitted in their local dialect and thus is received with
credibility by the people
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Voice of SOA, Odisha
Barabaree Basti in our community has a lot of residents who work as house helps,
construction workers, labourers, are employed in hospitality and so on. The residents
here did not wear masks. The CR station took assistance from the ASHA and ANM
workers to spread awareness with positive messaging. As school students have started
to go to tuition, the women working as house helps and the men in the family were
very cooperative in wearing masks and washing hands regularly. Radio SOA distributed
a few masks (100) and small sanitizer bottles (100) as well. SOA’s listenership also
increased due to these special programs. Instead of just wrapping their faces with
‘gamchas’ and saree sleeves, the residents of this Basti were seen using masks.

Radio Pragya targeted shopkeepers for their campaign and made the key stakeholders.
The team visited many shopkeepers and made them listen to the COVID-19 related
promotional content and also spoke to them about the need to wear a mask, practice
social distancing and maintaining hand hygiene. The team of Radio Pragya asked the
shopkeepers to wear masks themselves and not sell shop materials to anyone who
doesn’t wear masks. The shopkeepers have successfully taken on the responsibility. In
order to check the success of the campaign the members of the radio station conducted sting operations which yielded positive responses.

Puneri Awaaz, Maharashtra

Vivek Mugalikar, Senior Police Oﬃcer
“I’m a regular listener of Radio Puneri Awaaz. I heard about the campaign and made
sure to follow all the precautions and make all my colleagues follow them as well. As a
result, not a single member of the police personnel from our station has tested positive for COVID-19, despite Pune reporting so many cases.”
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Radio Pragya, Uttar Pradesh
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Kisan Vani Sironj, Vidisha, Madhya Pradesh
Farmers in the region were earlier using ‘gamchas’ or makeshift handkerchiefs as
methods to cover their faces. But after sustained eﬀorts through the CRS they were
spotted wearing facial masks properly

Mandakini Ki Awaaz, Uttarakhand

Radio Swaraj, Jajpur, Odisha
Batto is a muslim majority village in jajpur district. The womenfolk of this village are
usually busy in household work so they don't go outside and whenever they did they
heard diﬀerent types of news about COVID-19 pandemic. They heard diﬀerent views
from diﬀerent sources which confused them, but after listening to our Radio Swaraj led
campaign they got proper awareness about COVID-19. Now they follow all the
precautions and guidelines provided by the government. They became capable in
implementing these measures for themselves.

Radio Palanpur, Gujarat
Devendra, watchman

He told us how he now has no need to argue with guests of his institution at the main
gate. Because Radio jingles and promotional content via Radio Palanpur always gave
accurate information and helped corroborate what he wanted to inform guests of with
credibility.

Radio Khanchi, Ranchi, Jharkhand
The radio station shared a story with us of how a family organising a wedding in their
village welcomed all their guests by distributing masks to them and promoting the
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Two residents of the Rudraprayag region shared how the radio station emphasized on
community cleanliness as a means of preventing the transmission of COVID-19. For
the same, the community also created a new garbage pit for eﬀective disposal of
waste. Both the residents thanked Mandakini Ki Awaaz for its eﬀorts in sensitizing
them.
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Radio Kotagiri 90.4, Tamil Nadu
Daily posts on social media platforms like Facebook have prompted residents of many
nearby villagers to request the CRS situated in the Nilgiris to include their villages in
their areas. These villages also included one belonging to a regional tribal group.

Radio Henvalvani, Uttarakhand
The CRS brought to us two stories, one of a local resident who distributed hand –
stitched face masks to the residents of Tehri Garhwal and a second from a petrol
pump, where customers who weren’t wearing masks were denied usage of the pump’s
services.

Lekhan Sharma, a resident of Gram Bambari, is a local activist and singer. On hearing
about the campaign he wrote a song and performed it for the CRS, giving a friendlier
and more catchy approach to the messaging of the campaign.

Radio Mangalam 91.2, Kerala
Members of the CRS described to us how the
heightened awareness of people with respect to
wearing masks, due to the campaign led via
Radio Mangalam, ensured people were wearing
masks during public gatherings for the local
elections.

Radio Ala 90.8, Andhra Pradesh
Members described to us how the local population has also taken upon itself to take measures
to avoid catching a cold, taking into consideration
how close the symptoms for a cold and for COVID
are.
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Radio Jagriti, Jharkhand
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Critical feedback
from the community
CRs were encouraged to provide feedback on the campaign, based on their experience.
These recommendations provide insights on improving the eﬃcient implementation of
such a campaign:

Most CRs recommended
that the time period for
such a campaign be
increased in the future
to see better results

Increased budget
They also recommended an increased budget
or a separate budget
for community
outreach activities

Involvement of
experts
They also called for
involvement of experts
who can provide
audio-based content /
advisories that can be
shared with all the CRs

Involvement of
medical personnel

Monthly report
submission

Tackling
misinformation

Doctors/medical experts
should be made part of
community engagement
to provide more experiential information and data

Members also suggested
they be required to
submit reports monthly
instead of fortnightly

Misinformation about
the level of threat
posed by COVID-19 was
prevalent in many areas

Campaign for vaccine awareness

CRs also put forth a suggestion to conduct a similar campaign for
vaccine awareness, given that we are in a phase of the global pandemic
where vaccines are soon to be made available to the common public.
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Increased
time period
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Challenges and
limitations

The most popular response from most radio stations described how the BMGF COVID
Campaign has successfully demystiﬁed COVID for people and has helped them acknowledge its seriousness which has prompted people to take all the necessary precautions.
However, problems and challenges still persisted for people in these areas, the most
commonly noted ones are listed below followed by anecdotal examples picked from
several CRS’s.

People don’t believe in the
threat of COVID-19. Lack
of cases witnessed
ﬁrst-hand are being
mistaken for a false
perception of threat with
respect to COVID rather
than eﬀectiveness of
preventive measures.

Population was too high to
have impact. Some radio
stations are broadcasting to
entire towns and villages
with only a handful of team
members. Hence, they’re
unable to ﬁnd eﬀective
measures to conduct
community engagement.

More time required for
spreading awareness.
CRS’s believe that such a
campaign requires a longer
duration to be able to have
a noticeable impact.

People refused to wear
masks. One of the most
common responses is that
despite repeated eﬀorts
made by CRS members
people refused to acknowledge the seriousness of the
threat posed by COVID-19.
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Challenges
faced by the CRs
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People don’t fear COVID anymore. The
drop in number of cases was mistaken
by many communities as the non-existence of COVID-19 instead of the
success of preventive measures.
People assumed that COVID-19 has
disappeared from their midst due to
the lack of visible cases.

Diﬃculties in reaching out to
community members was
another challenge faced by
the CRS’s
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Spread of misinformation. In the
wake of a global pandemic, the facts
and myths are easily generated
among communities spread via word
of mouth or through erroneous social
media content which is taken for
truth. CRS’s stated that combating
falsiﬁed facts about COVID-19 was a
signiﬁcant on-ground challenge.

Other Difficulties
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Diﬃculty in understanding why people won’t wear masks despite awareness creation.

Lack of education

among local populations. This resulted in people rejecting studied facts from institutions
dedicated to helping societies prevent the transmission of the virus. This also resulted in
the popular belief that COVID-19 was only present in big cities.

Population sizes

Not enough funds/resources.

A lot of the CRS’s operate on a meagre budget it disallows them from conducting community outreach at an eﬀective scale if at all they can do it.

Community outreach was difficult

for many due people’s reluctance to gather out of fear of contracting COVID. Some
regions experienced natural predicaments like heavy rainfall and even cyclones that
prevented their movement and therefore denied them an opportunity to conduct
engagement. Some regions were also under containment zones.

Fatigue

By the end of the campaign it was also noted that people were simply becoming tired
of listening to information regarding COVID-19 and wanted to carry forward with
their lives.

Community expectations

some CRS’s reported that their community members expected them to distribute masks
and sanitizers for free to their respective communities. This points to people mistaking
the campaign for a mask/sanitizer drive rather than an awareness creation campaign.
However only a handful of the radio stations were actually able to provide their areas
with the same.

People in many areas mistook the end of lockdowns as an absolute
return to normalcy. People noticed crowds in markets and areas of
gathering such as weddings that were not in accordance to the norms of
COVID-19 preventive behaviours.
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covered by CRS’s was too big/ team size of the CRS was ineﬀective. In some cases the
target villages were too far from the CRS’s to be able to traverse.

COVID Vaccine:
A Community Perspective

The last fortnight of the SMART-BMGF campaign lasted from 6th December 2020 to 21st
December 2020 and recorded the last set of data from the CRS’s representatives.
This period of the campaign coincided with word in the air that a vaccine was soon to be
launched domestically and was even conﬁrmed when two candidates for a vaccine,
“Covishield” developed by the Serum Institute of India in partnership with British pharmaceutical company AstraZeneca, and “Covaxin”, developed by Indian pharmaceutical
company Bharat Biotech and the Indian Council of Medical Research (ICMR), requested
authorisation of emergency usage and production of their vaccines. News sources also
seemed to conﬁrm that the government was looking to start a national vaccination
campaign beginning in the ﬁrst few weeks of January in 2021. Among the other information that was consistently collected, the CRS’s were also asked to provide information
regarding curiosities and apprehensions of their respective communities with respect to
the vaccines.
The following lists the broad and narrowed down commentaries from the ground.

Have your

community

members been

13.8%
86.2%

asking about

the vaccine ?

Yes

No

The above representation shows the overwhelming amount of CRS’s (86.2%) that
responded positively when they were asked if their communities were asking about the
possibilities of a COVID vaccine.
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Concerns
and Apprehensions
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The most prominent curiosity among communities is regarding the side
eﬀects the vaccine may have on people. Community residents have asked
what possible side eﬀects a vaccine may have on senior citizens, pregnant/breastfeeding women, children and people with speciﬁc deﬁciencies.

Vaccine
Timeline
The second most prominent question is fairly obvious, regarding the
timeline of the vaccine. Civilians are curious as to when the vaccine will be
introduced and when will it ﬁnally reach them? Added to this is the apprehension among people that a vaccine is just a rumour and that they might
have to continue living with COVID-safe behaviours forever.

Vaccine
Cost
People have also posed the question of what the cost of the vaccine will be.
Given that the lockdowns and the subsequent migrant labour crisis have
left many in weakened ﬁnancial situations, people have apprehensions that
the vaccine will only be aﬀordable for the wealthier strata of citizens in the
country.
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Side
Effects
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Govt
Involvement
Another concern raised by members of communities covered by the CRS’s
is whether or not the government will provide the vaccination to people for
free. Which again is tied to the economic hardships that have been faced
by many.

Rumour mills have also been at work circulating unveriﬁed facts among
communities. The most popular one being that the vaccine one is fake,
some even going to the extent of saying that the vaccine is made of water
and will have no eﬀect on the body. Others claim that the vaccine will
cause other diseases and bodily problems to people who get it.

Impact of
Vaccine
There are also public doubts about the impacts of a vaccine, which are
routine and expected; how long will the vaccine’s eﬀect last?; will people
have to continue wearing masks after vaccination?; is the vaccine a permanent solution or will people require additional medication and do people
who have been infected before need to get it as well?
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Rumours

The Way Forward
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The urgency and timelines of the project did not provide enough time to develop a community speciﬁc strategy. The deliverables could not be contextualised and thus at some
places did not bring in desired response. Station representatives themselves were in
quarantine or were in COVID infected areas, thus could not participate actively in the
entire duration of the project.
This campaign also highlighted that behaviour change is an elaborate process and
requires careful design, strategy and testing of messaging prior to being implemented. A
limited buy-in by the communities was noticed during implementation on account of the
absence of a holistic approach, one that took into cognisance local sensibilities and
practices. For example, it was observed that just standard media broadcasts without any
ﬁeld engagement or mechanism for active interaction, did not yield the desired results
for some CRs.
It was also observed that the messaging of the campaign needed to be dynamic with
periodic updates and stories of change, rather than a static, constant message that at
times did not take into consideration practical, on-ground realities- like social distancing.
This campaign also missed out on one important aspect of caring for migrants and
COVID cured patients, who were coming back home. Thus a more holistic campaign with
ﬂexibility to incorporate messaging related to the campaign, but beyond the key messages, could have had a deeper impact. This certainly calls for increased stakeholder awareness and their equal involvement for better utilisation of their medium.
The three-month long campaign and content developed by the CRs if ampliﬁed through
other platforms along with an acknowledgement of the work done by them and eﬀective
strategies developed by them for their local demographics, would have helped involve
more stakeholders and kept morale of the RJs high during the campaign.
Finally, it was noticed that repeat messaging, which is key to bringing about change, is
more impactful. It was felt that better balance between activities proposed and budgets
sanctioned can increase the eﬃcacy of future projects.
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The COVID -19 campaign was being promoted through various mediums, thus to assess
the impact of CR stations alone on its communities was diﬃcult. However, CRs reach the
mainstream media dark areas, and inform populations that are otherwise hard to reach.
As such, campaigns run by and through CR stations need to be managed in a more
sustained manner with a long- term strategy to ensure behaviour change among communities that are vulnerable. Though the radio campaign was well received and showed
measurable impact it was sustained by both on-air and oﬀ-air activities, which in a
certain way is the USP and strength of community radio.
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Posters
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A peek into the communities
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Annexure
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