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EXECUTIVE SUMMARY
POSHAN Abhiyaan Jan Andolan, the ﬂagship programme of the country to improve nutritional
outcomes for children, adolescents, pregnant women and lactating mothers, is one of the
largest and most comprehensive plans across the globe with speciﬁed targets aimed towards
inculcating good health and nutrition practices. Launched in 2018, the programme has adopted
innovative strategies and undertaken signiﬁcant steps for meeting its goals. However, there are
many challenges and gaps that need to be addressed for a 100% successful implementation of
the programme.
As per UNICEF’s data, incidence of malnutrition was found to be higher in households from lower
economic status and in rural areas, as well as in families with uneducated and unskilled adults.

As of 2018

18%
BOYS

40%
GIRLS

of India’s 253 million adolescents were anemic which can have an
adverse eﬀect on their growth and cognitive development

An estimated 2/3rd of child mortalities under the age of 5 years are attributed to undernourishment (UNICEF, 2018). While a nationwide decrease has been recorded in the number of stunted
children since 2005, much work remains to be done in remote areas with insuﬃcient coverage
and access to mainstream media sources.
The NITI Aayog report, the National Nutrition Strategy (2017), highlights signiﬁcant improvements in this area, but the progress has been slow and warrants more intervention through
communication channels that have a deeper penetration and can convey messages in the regional language. Undernourished females within the reproductive age run the risk of creating an
intergenerational cycle of malnourished children.
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According to the National Family Health Survey (NFHS)-5 released in January 2021, the data of
22 states and Union Territories (UTs) indicates a worrying rise in malnutrition in India between
2016 and 2019. While health service indicators — such as infant mortality rates — show improvement, the NFHS-5 hints at a worsening of the nutritional status of children under the age of ﬁve
in many of the states and union territories. Of 809.9 million undernourished people all over the
world, roughly 194.4 million live in India (NABARD, 2019). While India has become self-dependent in terms of grain production, it has not necessarily translated this into food security for its
population, especially for the vulnerable sections.
Bridging the required gaps in order to achieve an overall improvement in maternal, adolescent
and child healthcare has been an essential part of shaping the purposes, deliverables and
outcomes of this campaign.

04

S M A RT-U N I C E F | P O S H A N K I P OT L I

APPROACH
The UNICEF-SMART ‘Poshan ki Potli’ campaign was a one-of-its-kind endeavor that focused on
the capacity and knowledge building of CRs instead of individuals for creating a network of
reporters to sensitise communities on the diﬀerent aspects of maternal, newborn and adolescent nutrition. With over two years of work in the ﬁeld, since the launch of the nationwide
POSHAN Abhiyaan Jan Andolan, SMART has worked closely with UNICEF to design this project
as a radio led initiative complemented by community engagement, to ensure a holistic intervention and eﬀort to reach out to the most vulnerable communities.
SMART adopted an inclusive approach by ﬁrst reaching out to the stations, discussing the deliverables and expectations and only after receiving their consent, brought them on board. The list
of selected stations was shared with UNICEF, an emphasis was on aspirational districts. Through
regular discussions on the challenges, deep seated traditional practices, existing myths and
beliefs with experts, SMART helped in changing the attitudes and beliefs of the presenters, who
belong to the same milieu. This itself took almost a month of constant engagement, discussions
and evidence based material and content sharing with stations.
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Thus the campaign was designed in a format that entailed:
Identiﬁcation of stations, that had not been a part of the POSHAN Abhiyaan Jan Andolan,
a UNICEF led project in 2018
Collecting of available resource material

Signing of MOUs with stations and sharing of material
Organising orientation webinars, training and capacity building webinars, review
meetings, conducting polls to assess existing knowledge, attitudes and practices (KAP) of
station representatives and improved knowledge during and post the project
Developing reporting protocols

Receiving programmes / spots / promos / jingles from stations
Sending feedback on each of the 250 programmes received and requesting for revised
programmes
Monitoring and mentoring on outreach activities

Submitting monthly reports to UNICEF

Reimbursing stations for work done

Our approach was not restricted to only content creation but also involved constant mentoring
at every step to ensure consistency, accuracy and comprehensibility of the key messages, with
the purpose of inﬂuencing food consumption patterns and behaviour. The intent was to encourage communities, within the geographies of their stations, to consume nutrient rich food and
build knowledge on the need for practicing optimal breastfeeding, complementary feeding,
maternal and adolescent nutrition to prevent malnutrition as well as anemia. SMART also
ensured a 48 hour circle back on programmes received from the stations to avoid delays in
broadcast. Repeat of programmes on air, along with narrowcasting and discussions, was also
key to the success of this campaign.
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3.1

WHY COMMUNITY RADIO?

Community radio is a hyper local media tool
that is inclusive, participative and accessible.
Run and managed by the community, it understands the sensitivities, local practices and
existing behaviour patterns. CR stations
manage their own communities’ expectations
and build a culturally appropriate communication strategy based on their own experience
as well as that of the community they serve.
As a medium, it speaks to you as an individual, yet its messaging is centered in the
concerns of the community. Its two-pronged
approach enables individual action towards
the collective goal, and also sets the community’s interest as an individual’s goal.

Community Radio has the ability to not only tailor its programming to the needs of the local
community it serves, but also to communicate clearly, consistently and eﬀectively in a language/
dialect that is best understood by its community. Community Radio is well accepted as a tool for
accelerating development and inﬂuencing behavior by contextualizing the content and ensuring
measurable change.
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3.2

IDENTIFICATION OF FOCUS AREAS

With a clear objective of enabling community radios to strengthen practices that can improve
nutrition, 5 thematic areas of the POSHAN Abhiyaan Jan Andolan, launched by the government
on 8 th March 2018, were carefully chosen. These are:

Antenatal check- up, diet of pregnant women, calcium
supplementation, institutional delivery and early
breastfeeding

Optimal breastfeeding- exclusive and continued

Complementary food and feeding

Growth monitoring and promotion

Anemia prevention in children, adolescent girls and
women

Each of these themes was then broken up into sub-themes along with a list of key messages,
that were to be included in the programmes. SMART took up the responsibility of consolidating
the required available material and sharing it with the participating stations to enable production
of rich and responsible content that can help the communities eat better, live better and lead
healthier lives, without increasing their expenses and without compromising their safety. This
campaign helped educate and enhance capacities of not only the participating stations but also
their communities about the mission’s objectives; reasons for low immunity, malnutrition and
ways to include nutrient rich foods in their regular diets, with a focus on ‘Poshtik Ahaar’ (nutritious food) and dietary diversity.
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IMPLEMENTATION STRATEGY
4.1

PROJECT DESIGN

SMART took on some crucial responsibilities which are listed below:
Identifying 25 stations that were located in vulnerable areas and are running for at least 4-6
hours despite the contagion of COVID-19.
Sieve through all available content and share links and material with all stations in line with
the key messaging that was highlighted.
Organize an orientation webinar with a focus on the importance of maternal and child
healthcare and also to discuss strategies for deeper, visible and measurable engagement with
listeners and deliverables.
Encourage CRs to amplify content through digital platforms.
Build the capacity of stations to research and create community-based content in local
languages, with an emphasis on not borrowing material from unveriﬁed sources.
Assist stations to explore innovative formats of programming like drama, folk songs,
interview-based engaging programmes, magazine formats, live phone-ins with a vox-pop
segment, sharing of stories of change and anchor driven content presentation to create a
comprehensive coverage around the subject matter.
Encourage stations to host panel discussions with the support of local nutrition experts which
included drawing up a list of district experts like the CDPO, ICDS oﬃcers, WCD oﬃcers and
Anganwadi workers.
Host review webinars with CRs for sharing of their experiences, accounts of outreach
engagements, encourage use of approved strategies for community engagement. These
responses were also shared with UNICEF
Develop reporting protocols and feedback mechanisms for recording responses from CRs.
Share ﬁnal report with UNICEF.
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4.2

CR OBJECTIVES

• Attend the webinar/s hosted by SMART to learn from and interact with experts in the ﬁeld.
Participate in online polls to test their absorption of the content and understanding of the
subject, with the purpose of assessing and enhancing their knowledge and skills for better
programming and building the capacity of community radio stations for equity purposes of
development communication.
• Reach out to their audiences, which totaled approximately 5 million listeners, through jingles,
radio programmes and innovative broadcasts.
• Mobilize the communities to listen to the programmes and attend the outreach activities.
• Engage with the local authorities and ASHA and Anganwadi workers for a deeper and sustainable impact.
The aim of the training sessions was to arm the CRs with all the essential information that can
help them design innovative and informative content. SMART and CRs developed an implementation strategy to use this knowledge in a systematic and organised manner.

Tasks undertaken by the stations:
• Each radio station developed and broadcast ten 30-minute fresh episodes on the identiﬁed
themes of nutrition. Each episode was repeated twice in a week.
• Conduct two outreach programmes every week, with 12-15 members of the community while
observing all COVID safety protocols.
• Insert in the 30-minute programme available and created spots/ promos/ jingles. Stations
were free to use the content as a ﬁller in between their broadcast
• Develop jingles and promos of 2-3 minutes and broadcast them every day.
• Work towards introducing the concept of nutrition in everyday lives and build a vocabulary
around it, bust myths and reinforce the need to build immunity through a nutritious diet.
• Utilize stations’ social media handles for publicity of the campaign.
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GLIMPSES OF THE CONTENT
SHARED WITH STATIONS
4.3
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IMPACT AND
COMMUNITY RESPONSE
The campaign response has been drawn from the weekly feedback form that was developed with
the aim of gauging both the qualitative and quantitative impact, as well as helped in understanding the gaps in adapting practices that could help prevent stunting and wasting. Through the 12
weeks of intensive engagement CRs reported that communities responded rather well to the
project and in some cases also started kitchen gardens, they promised to have the iron tablets
that were piling up at homes, eat better and eat frequent and small meals, not give the newborn anything other than breast milk. The women learned to question the existing practices that
were detrimental to the health of both the mother and child. In some cases parents promised to
not get their daughters married before attaining adulthood, a notable change for a country
where an average 1.5 million girls are forced into underage marriage (UNICEF 2016).
Stations speak:

RADIO MAYUR 90.8 FM, CHHAPRA, BIHAR
Usha, a resident of Dhoop Nagar, called up the radio station regularly for information on immunisation, iron tablets and a nutritious diet after learning that her sister in law was pregnant. She
also started following the Facebook page of Radio Mayur for regular updates of the ‘Poshan ki
Potli’ programme. She expressed gratitude for the information which would have never reached
her, had it not been for Radio Mayur.
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STYLE RADIO 90.4 PM, CHHATTARPUR, MADHYA PRADESH
An elderly male listener, after listening to the programme requested for a physical interaction
with the community and felt that the programme should be repeated regularly. Since the
campaign is focused on nutrition and well-being of pregnant women, the caller recommended
that all information and facts pertaining to the same should be conveyed via physical meetings
organised by female representatives to make the information more relevant and to create an
opportunity for women to share their concerns in conﬁdence.

RADIO MADHUBAN, SIROHI, RAJASTHAN
A listener called to say that all this while she felt that what the mother ate went directly into the
womb and was consumed by the fetus, as solid food. She was ignorant about the child’s need
for calcium and iron. She had never eaten the tablets given to her by the Anganwadi workers
and regretted it. But now she would at least give these tablets to her infant and also eat well as
she was a lactating mother.

ALFAZ-E-MEWAT, NUH, HARYANA
The ‘Poshan ki Potli’ programmes broadcast by the CR
coupled with discussions and narrowcasting in the community enhanced Saroj’s understanding on the importance of
breastfeeding. She often wondered why her child was
always hungry. She now learnt that the child should be fed
for at least 10 minutes from each breast for the right
amount of breast milk, this made a lot of diﬀerence.

KISAN VANI DEEG 90.8 FM,
BHARATPUR, RAJASTHAN
Rajjo Devi called the station to thank them for broadcasting
programmes on this important theme. She told the station
that she listened to the programme with a lot of interest.
The information shared through the programmes made her
work simpler and easier, as she is a health worker. She also
shared how women were discussing the information shared
in the episodes and talking about what kind of food should
be given to the children to ensure that they get their dose
of protein, calcium and iron among other nutrients. She
invited the station manager to host an event at the centre,
which was done promptly.
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RADIO GORAKHPUR 90.8 FM, GORAKHPUR, UTTAR PRADESH
The CR organised narrowcast sessions which were well attended and the attendees had a lot of
questions. They were curious about COVID and its impact on pregnant mothers, institutional
delivery and diets. The involvement of ASHA and Anganwadi workers, helped in building conﬁdence and satisﬁed their curiosities. The attendees were advised to listen to the programmes.

VAGAD RADIO, BANSWARA, RAJASTHAN
The community remained engaged with the campaign for all of the three months. The most informative sessions and those that evoked the maximum response were on complementary feeding,
as there were many myths ﬂoating around what can be given and what should not be given to
a child. Many were surprised to know that normal food could be mashed and given in small quantities. Many questions related to aerated drinks and processed food were asked and addressed.

YERALAVANI 91.2 FM, SANGLI, MAHARASHTRA
The ﬁeld engagements were very well received by both men and women, though most of the
participants were men, as women were busy with other work. This worked rather well for the
station, as besides the conversations on anemia and importance of a healthy and nutritious diet
in the 1000 day period, the role of fathers and male members during this crucial period was also
discussed. The information on quality rather than quantity was also well received.

RADIO KHANCHI 90.4 FM, RANCHI, JHARKHAND
Pinky Kumari shared how she was unaware of the fact that newborns should only be breastfed
for their ﬁrst six months. First time mothers expressed gratitude to Radio Khanchi for broadcasting the programme ‘Poshan ki Potli’. The programmes gave the young mothers an agency to
negotiate with their families on what to feed their infants.
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KISAN RADIO, BASTI, UTTAR PRADESH
Anemia is a major issue in the villages of Basti, but is not even talked about. Awareness about
anemia and how it can be overcome is non-existent. Through this programme, women realised
the importance of iron and the foods that can serve as good supplements. We hope that there
will be a change in the attitude and consumption patterns. We intend to continue the broadcast
on nutrition.

VANYA RADIO KENDRA, KHANDWA, MADHYA PRADESH
Komalbai, a resident of Adadedhi said that she has raised 4 children but till date was not aware
that a newborn should be breastfed within an hour of her birth. She said that they always gave
honey and water to a newborn, thinking it was a cleanser. It is only now that she got this important information for which she thanked the CR and said that she will ensure that her daughter-in-law, who is soon to deliver, gives only breast milk to the newborn.

RADIO RISARCH, MUNGER, BIHAR
The CR team, during their ﬁeld visits, made the women and men in the community pledge that
they will work towards ending stunting in their village by following simple doable actions, that
were shared with them through the programmes on Poshan ki Potli.
They asked several questions regarding nutrition and medication in the ﬁrst 1000 days. They
also complained about the FLWs not fulﬁlling their responsibilities. Their complaints were taken
to the WCD oﬃcial in the district.

RADIO VARSHA, GOPALGANJ, BIHAR
During the last fortnight of the campaign, when the CR
visited the community for activities related to anemia
and emphasised on the need to take iron tablets regularly, they were surprised by the number of women
who talked about their problems- mostly related to
iron deﬁciency. Many owned up to not taking the
tablets that were distributed free of cost by the Anganwadi workers. We hope that there will be some change
in their behaviour now.

TILONIA RADIO, AJMER, RAJASTHAN
The ﬁeld visit made by the CR on the theme of iron
tablets and tackling anemia helped bust the myth that
pregnant women should not be taking any medicine
and supplements.
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RADIO MANN, VIDISHA,
MADHYA PRADESH
Busting of myths is a huge challenge here.
The newspaper reports and women’s magazines promote all kinds of incorrect information. So to change attitudes and bust myths
in just 10 programmes and 10 ﬁeld activities was diﬃcult. The station felt that the
programme should be at least a year long
wherein there are repeated interactions
with the community members on the same
themes. Unfortunately, even the ASHA and
Anganwadi workers are not well informed.
Radio Mann plans to continue broadcasting
on the themes of nutrition.

RADIO MEWAT 90.4, NUH, HARYANA
A poor and backward region, women here have been following the age-old traditions of nurturing infants. Living in joint families is another challenge, as any change in behaviour leads to
several questions from the elders. However, the continuous engagement with the communities,
since 2018, has resulted in some positive changes. This programme through its ﬁeld activities
and call-in segment observed that women were now more aware about the need to have the ‘red
goli’. The station received several calls about the inability of pregnant women to access the
tablets as Anganwadis were not stocked. The station spoke with the CMO, and was able to
provide iron tablets to women during the ﬁeld activities.

LOUDSPEAKER FM, GORAKHPUR, UTTAR PRADESH
As this was the ﬁrst intervention of the CR in the area of maternal healthcare, women were reluctant to share their stories. Though they participated in all the activities, the patriarchal structures, prevent women from any kind of decision making. It will need more time for behaviour
and attitude change and for women to give priority to their own health.

KISAN VANI, KOTA, RAJASTHAN
Ms. Reena, a resident of Mundela shared that she was delighted that the radio station was sharing the importance of eating healthy homemade food and was highlighting the ills of junk food
in a time when people eat out a lot.
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RADIO NAGAR, AHMEDNAGAR, MAHARASHTRA
Several calls received during the broadcast were a clear indication of the interest of the listeners
in the programme. Most of the questions were about nutrition in the time of a pandemic and
precautions for lactating and pregnant mothers. A few listeners expressed their anxiety about
the safety during institutional delivery. The district oﬃcials were invited to address these
concerns and reassure the families.

RADIO VATSAGULAM, WASHIM, MAHARASHTRA
Sunanda, a resident of Washim, shared that the broadcasts by Radio Vatsagulam on ‘Poshan ki
Potli’ are helping the women understand the importance of monitoring the growth of their
children and also look for symptoms of stunting. She was surprised to know that better food can
help improve not only height and weight issues but also stimulate brain formation. All this while
they thought that it was God’s will.

CITY FM 91.2 FM, MATHURA, UTTAR PRADESH
People in the community were sensitised about the signiﬁcance of the ﬁrst 1000 days of a
newborn. Though they had heard the advertisements on TV they did not know the break- up of
these days. After listening to the programme they realised that the counting of the 1000 days
started from the womb itself, from the time the child was conceived.

SWARANANT CR, SANGLI, MAHARASHTRA
Laxmi Varangaokar, a labourer, said that she did not have the option of not doing hard labour
throughout her pregnancy. She also said that there were many women like her and maybe that
was one of the reasons for a painful experience during childbirth. She also shared that her child
was very weak and asked for advice on what foods to give to increase the weight of her infant.
When she was told that she could mash the food and give everything she ate to her 8 month old
baby, she was surprised, as she was just giving top milk. She thanked Swaranant CR for giving
her advice and helping her access the tablets from the Anganwadi centre.

RADIO PRAGYA, KUSHINAGAR, UTTAR PRADESH
Anu, a resident of Munna Nagar, described the common practice of discarding the ﬁrst breast
milk as it was considered unhealthy for a baby. She thanked Radio Pragya for debunking that
myth and informing people about the beneﬁts of colostrum. She said they would now never
forget the slogan- “ma ka pahla doodh hi bachche ka pahla teeka hai”.
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RADIO JAGRITI, GIRIDIH, JHARKHAND
Poonam Devi, a resident of Gram Murena and a nutritionist, used ‘Poshan ki Potli’ as an opportunity to boost her own work and impart information to the community by using the programmes
during her interactions with the community. She engaged actively with Radio Jagriti and accompanied the team in all the ﬁeld visits. She has taken a copy of all the 10 episodes and proposes
to use them in the future too.

Despite the pandemic, all the 25 stations hosted all 12 outreach activities. Many of them
engaged local music ‘tolis’ to produce jingles and songs that were used to promote the messages of this campaign. Though there were many challenges, and the stations felt that the time was
short to ensure and document behaviour change, they felt that this was a good beginning, particularly when due to the pandemic, access to institutional infrastructure was still limited. The
programme has also reiterated the possibility of eating well without spending more, or bringing
about drastic changes in lifestyle. There are many locally available, inexpensive foods that have
more nutrients than what one spends a lot of money on. Thus overall, the project met its objectives of informing and engaging with communities and encouraging conversations on nutrition.
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PROJECT METRICS
COMMUNITY OUTREACH

TOTA L H O U R S O F B R O A D C AS T
O N ‘P O S H A N K I P OT L I’

1,582

TOTA L N U M B E R O F
PEOPLE REACHED THROUGH
COMMUNITY ENGAGEMENT

7,049

TOTA L N U M B E R O F
CALLS RECEIVED BY CRS

PEOPLE REACHED
V I A B R O A D C AS TS

4,931

55,00,000

Nationwide restrictions because of the pandemic prevented the stations from organising large
gatherings. Also, the ongoing NREGA work to provide economic sustenance to people who had
been economically aﬀected, impacted the outreach activities. However, all the stations managed
to host narrowcasts and discussions in small groups. In many stations, the availability, as well
as enthusiasm of the Anganwadis and their willingness to be a part of the ﬁeld activities, helped
give a push to the project. The Anganwadi workers were happy to host events in their centres,
mobilise women, provide iron and calcium tablets to attendees, and in some cases, also provide
dry rations to pregnant women and their infants.
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6.1

QUALITY AND RISK ANALYSIS

UNICEF and SMART held a review meeting of the ‘Poshan ki Potli’ campaign on January 20,
2021, in order to assess the output of deliverables and the way forward for Phase 2. The following areas of improvement were brought to the fore, to increase the eﬃcacy of a similar initiative.
• It was noted that despite training and sensitisation sessions for the radio station leads, the
programmes produced by the stations were mostly long interview based, with little or no use
of other formats.
• In spite of intensive training and sharing of all material with CRs it was found that they used
unveriﬁed and non-scientiﬁc material for content development.
• The themes and deliverables were made evidently clear to the CRs yet a lot of them decided
to deviate from them and proceeded to create content on themes other than the 5 agreed
upon.
• Some inconsistencies were found in the broadcasts with RJs not mentioning names of experts,
broadcasting unrelated information during hours dedicated to the campaign and sharing
information that confused the audience.
• In some instances, programmes endorsed the myths and age-old beliefs instead of debunking
them.
• In the desire to compete with private FM channels, RJs became verbose and rambled nonsensical and unrelated content instead of using written and well researched scripts based on
content shared.
• Some did not follow the ﬂow of the themes leading to a break in continuity and comprehension
– like talk about anemia in adolescents in the ﬁrst episode and exclusive breastfeeding in the
last.

6.2

MYTH BUSTING - A CHALLENGE

During the campaign SMART was able to highlight a few commonly accepted myths across
communities. Even in the review meeting with Ms. Rachana Sharma, these practices and beliefs
were discussed. While these are not entirely widespread instances we have handpicked a few so
that Phase 2 can address them better.
• Boiling milk in a brass container and feeding a child that milk causes ailments of the liver.
• Pregnant women should not eat papaya, pineapple, jackfruit and grapes. They should eat
brinjal instead.
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• Babies should be made to lick honey soon after birth.
• Hospitals should be avoided for deliveries because they house diseases and are a risk to the
newborn and the mother.
• People gain weight in winters and lose weight in the summers.
• Child rearing is the mother and grandmother’s duty alone.
• Iron pills actually decrease the chance of conception.
• Tying a cloth tightly around a mothers stomach, post delivery, helps in tightening the muscles.
• Foods like ‘Maggi’ are actually healthy as they require to be cooked and are not processed
foods.
• The umbilical cord should be tied with a cloth for a few weeks.
• False dietary compositions on nutritious foods has been conveyed by many stations.
• Inaccurate and irrelevant ayurvedic and homeopathic remedies and nutrition sources have
been included in the programming and are also accepted as a norm in rural communities.
• Allopathic drugs cause 'garmi' in the body and should be avoided.

21

I M PA C T E VA L UAT I O N R E P O RT

REPORTS FROM THE GROUND
CASE STUDIES OF FOUR STATIONS
7.1

KISAN VANI DEEG
The small town of Deeg is located in the
district of Bharatpur and is well known
for the famous Deeg Palace, and the
Govardhan Temple. It is just around
three and a half hours of driving
distance from Delhi. It has a population
of over 75,000 people, of which most
are farmers with small land holdings.

It is here that Radio Kisan Vani, Deeg,
started its operation about two years
ago. Supported by the Ministry of
Agriculture, under the ATMA scheme,
this radio station is located in a dilapidated building of the Department of
Agriculture. With very basic infrastructure, the station has only three employees, Dr. Pramod Sharma, the promoter and founder of
the NGO, Dayal Foundation, Mr. Gyan Chand and Ms. Mohini. On some occasions Dr. Sharma’s
wife, Preeti also ﬁlls in as an anchor (RJ). A real estate agent, Dr. Pramod Sharma was supported
by the Delhi based NGO Indian Society for Agribusiness Professionals (ISAP) to set up a station
and avail the grant provided by the Indian Council of Agricultural Research (ICAR). Incidentally
ISAP also runs a CR station in Sironj, Vidisha, MP.
The station is committed to broadcasting at least 2 hours of content for the farmers. They have
two experts, Mr. Naresh Singh and Mr. Umesh who help produce these programmes. The broadcast hours are 09:00 AM to 12:30 PM and then the same programmes are repeated from 6:00
PM to 9:30 PM.
For the programme Poshan ki Potli (PkP), Dr. Sharma engaged an ASHA worker, Kiran Bala and
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organised all the events with her support. They made use of the network of frontline workers
(FLWs) to reach the women in the villages falling within the range of the radio. The station devoted 80 minutes to Poshan ki Potli every day in their broadcast schedule. They developed and
produced ten programmes of 30 minutes each and ran the audio messages for around 10
minutes. The same was repeated in the evening broadcast.
The 5 provided themes were chosen by the station, care of pregnant and lactating mothers and
their nutrition, iron tablets and exclusive breast feeding, complementary feeding, growth monitoring and requisite diet and anemia- but not necessarily in this order.
With the help of Kiran Bala, the station was able to mobilise 20-25 women for each of the
outreach activities. Each activity was organised in a diﬀerent village. The station promises to
carry on broadcasting content on nutrition, as they felt that there was a strong appetite for the
programmes.

ASSESSMENT
The response to the ﬁnal poll conducted by SMART for the team, reﬂected 80% accuracy and the
understanding of the key issues was found to be quite comprehensive.

AREAS OF IMPROVEMENT
• Though the FLWs helped the station mobilise the beneﬁciaries, the content dissemination and
interaction with the women was conducted by Dr. Sharma. This was not a comfortable situation for women, as they were hesitant to discuss issues related to exclusive breastfeeding or
pregnancy etc. with a male member.
• The Anganwadi workers do not enjoy the trust of the community members, thus hosting the
community interaction in the centre is not always a good idea.
• 70% of the children in the room between 6-59 months of age did not meet the average
standards of height or weight and could have been malnourished. The mothers were not
aware of the ideal weight or height as per age.
• At least 4 out of the 25 women were giving top feed to children who were under 3 months old,
due to low breast milk supply during breastfeeding and had never heard of the possibility of
expressing milk either by hand or a pump.
• The average weight of the mothers was between 38-45 Kg, and they were evidently undernourished and anemic.
• There was a need for a deeper understanding of issues related to nutrition of both the mother
and the child.
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• There was little or no acceptance of the role of fathers as caregivers, it was very much the
mother’s or mother-in-law’s responsibility.

7.2

KISAN VANI SIRONJ
Radio Kisan Vani, Sironj, has been in
operation for the last 12 years. Sironj is
a small town around 90 km away from
the great Stupa of Sanchi, the focal
point of Buddhism. Built by King
Ashoka, the grand structure of the
Stupa is awe inspiring and is surrounded by remains of several smaller
stupas. As the station is located in the
grain mandi of Sironj, a town in the
Vidisha district of Madhya Pradesh, it is
not diﬃcult to ﬁnd one’s way to the
station.

In around 3 hours from Vidisha,
navigating through a single laned highway, and negotiating a unique market
with shops at three levels, for people on foot, on elephants and on camels, one reaches the back
entrance to the mandi. A ‘kuchha’ road from the main street leads to the mandi and on the right
side there is a covered porch that houses the radio station. One is surprised by the very basic
equipment, below average infrastructure and the fact that there is no toilet here, despite the
station operating from the same, free of cost, space for the last 12 years.
A team of three persons, Ankit, the programme manager and Raes and Rashmi were present at
the station. Raes and Rashmi work out of this space, but are not working full time with the radio,
as they are committed to the NGO work. ISAP is currently working on a project from the
‘Bamboo Mission’ which is being managed by Rashmi, hence she has no time for radio related
work. Though sometimes, she assists Ankit in programme production. Clearly, it seemed that
Radio Sironj is a one person run radio station, with support from the Delhi oﬃce.
For quite some time, Ankit has been handling all the programming of Radio Kisan Vani, Sironj,
which broadcasts for around 8 hours, 09:00 am to 1:00 pm, 1:30 to 4:30 pm live and a 5:00
pm to 6:00 pm slot for songs. What is broadcast every afternoon is repeated the next morning.
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‘Poshan ki Potli’ was handled by Ankit alone and the programme was broadcast twice daily. He
attended the training and the review meetings, developed content and hosted the outreach activities. His prior engagements of going live every day in the afternoon, may have prevented him
from being attentive during the training and review meetings.
With a focus on agriculture based programmes, the villages selected by Kisan Vani for ﬁeld activities, were also those where the NGO already had some ongoing agriculture related campaigns
and presence. Local music and cultural groups were engaged to write and record songs related
to nutrition.

ASSESSMENT
The major challenges faced by the station during the project were:
• Lack of staﬀ.
• Diﬃculty in mobilising women for outreach meetings and narrowcasting, as there were no
female members in the team.
• Limited recall capacity of content shared by the targeted beneﬁciaries.
• Nutrition is not an issue- food is. The everyday ﬁght and struggle is about food.
• Producing a 30-minute long program was a huge challenge.
• Getting expert bytes, with almost no staﬀ at the station, was also an issue.
• Using other creative formats is not an option in the absence of a team.

SUGGESTIONS
Radio Sironj felt that very tight timelines do not work in projects that aim at inﬂuencing
behaviour. The project had deﬁnite deliverables that lead to ticking boxes and there was little
scope for revisiting the villages. Programmes can be repeated but time and resources do not
allow revisits. Also, as the station goes live only between 1:30 PM and 4:30 PM, full focus on
online training is not possible. However, he said that this was one of the few projects where orientation, training and capacity building as well as review meetings were held. Mentoring and feedback on each and every episode produced was given. The feedback shared by SMART was
helpful. It was a huge learning experience. The poll conducted with the radio team (all 3) reﬂected a 60% understanding of the content shared. The women in the villages had only a 10% recall
of messages shared on radio and narrowcasts. Thus some innovative ways of communicating
the messages need to be explored.
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7.3

RADIO MANN
Radio Mann operates from an aﬄuent
residential colony. The houses are occupied by only one majority community.
The station also runs a professional RJ
training programme. The RJs at the
station are young and aspire to
compete with and maybe work with
private FMs in the near future. There is
a clear division of work in the team.
Research of content, scripting and
recordings of the programmes are done
by RJs, the programme is edited by a
diﬀerent team and aired by another
team. The station is well furnished and
is very well maintained.

The RJs are committed and hardworking, but devoting time to understanding themes of
programmes like ‘Poshan ki Potli’ is not a priority. Though one RJ attended the meetings, she
failed to listen to most of the information shared. The oﬃcial email, on which material was
shared, has restricted access. Thus the RJ who attended the trainings did not have access to the
material shared by SMART. Though the MoU was downloaded, signed and sent back, unfortunately the powerpoint presentations and material shared by SMART were not even referred to while
developing content. Research was based on unveriﬁed and easily accessible websites or newspaper articles which did not have correct information.

ASSESSMENT
During the visit when the poll was conducted with the team only 30% of the questions were
answered correctly. Many myths and a lot of misinformation was promoted during the broadcast. Information on simple things like the importance of colostrum and a balanced diet were
missed out and myths about fruits and vegetables to be avoided and beliefs on foods to be
consumed in order to bear a male child, were not addressed.
During the ﬁeld visit, it was found that the team had reached out to the group only a day before
the visit of the SMART team. The community engagement left a lot to be desired. Though the
station sent programmes and reports on time, the content needed a lot of improvement and the
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discussions that they had during the ﬁeld visits were not reﬂected in the reports.

SUGGESTIONS
There is a lot of energy and enthusiasm, but the team lacks the rigor to get into the vocabulary
of nutrition and integrate it into their daily programming schedule. The station requires a lot
more mentoring and handholding. An orientation on the mandate of a community radio could
also help. Operating in an aspirational district and having access to good equipment and young
RJs, the station has a lot of potential. The deliverable driven approach needs to be replaced with
a capacity enhancing approach.

7.4

RADIO MADHUBAN
Radio Madhuban is housed in the Brahmakumari Mission complex, which is
spread over several acres of land in an
aspirational district, Sirohi, in the state
of Rajasthan. The station is located in
the Media Division of the Brahmakumaris complex and has a very active
team of ﬁve members, three female
and two male reporters/ RJs,- Krishna
Behn, Aarooshi Behn, Usha Maheshwari, Ramesh Bhai, Rohit bhai and a
dozen odd volunteers from the neighboring areas. The entry to the complex
requires permission at the gate.

The radio broadcasts for 24 hours and
has state of the art equipment and infrastructure. The station is deeply engaged with the tribal
community and has built a cadre of volunteers in every village. Radio Madhuban also involves the
district administration in all its activities and programmes.
However, as the villages are quite far from the station, commuting is a problem, both for the
station staﬀ as well as the beneﬁciaries. Poverty and illiteracy are also restricting factors. For this
project an added challenge was the non-availability of the women beneﬁciaries on account of
NREGA. Together with the station manager, Krishna Behen, we visited village Kyaria, a sparsely
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populated village around 8 km away from the station. Inhabited by Adivasi families, the rate of
literacy in this village has consistently been very low. The women came for the meeting in
between the lunch break, while doing the NREGA work.
The myths and traditional practices in this area were very deeply entrenched and the level of
ignorance was alarming. Some of the practices were linked to little access to food and nutrition
was not even a part of the conversation. Average weight of the participants was between 35-42
kilograms and malnutrition was fairly evident in their children.
The pressure to earn enough for two meals is immense, and therefore, food consumption is irregular, very basic and enough to just ﬁll the stomach. The women are dependent on what they
sow, it is only now that the concept of kitchen gardens has been promoted and a few of the
women have started maintaining them and have planted seasonal vegetables. Despite the fact
that the radio has been talking about ’har baar- har prakaar ka bhojan khaayein’ (Eat all kinds
of foods at all times) the programmes on radio did not have much impact.
Women believe that Chai katori, is the ﬁrst thing that should be given to the mother after she
gives birth to a child. ‘Ghutti’ is the ﬁrst thing that is given to the child soon after birth. Certain
rituals are followed post the birth of the child, like tying a cloth to the umbilical cord and applying oil. There is a tradition of encouraging young girls who have just attained puberty to elope
with a boy during the time of the local fair. They are encouraged to live together and then come
back home after 3-4 months to solemnize the wedding. Thus child marriage is promoted by the
community itself.
Alcohol and tobacco consumption is a major challenge in the community, with a huge chunk of
the earnings being used by the men. There is fear of theft and mugging, especially after sunset.
Therefore the interventions in the villages cannot be done post work hours. Women refuse to
come for just information, they need to be given monetary incentives or kind gifts to encourage
participation. The station distributes some sweets after every activity. Involvement of ward
‘panches’ and village ‘sahyoginis’ was the only way to get women to participate in the 12
outreach activities. Information distortion at the FLW level is less, but communication with the
community was limited.

ASSESSMENT
The choice of the villages could have been better, as it was a short-term project. The beneﬁciaries chosen were illiterate and extremely poor, who were barely able to sustain themselves. They
had no time for long discussions. Commuting was a problem, as the area is known for thefts and
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mugging, The ﬁeld intervention could have been done in 3-4 villages, to allow revisits and repeated interaction with beneﬁciaries, rather than one intervention each in the 12 villages.
The poll response with the station had 95% accuracy and the volunteers had prepared very interesting and powerful street plays that were recorded and played on the radio.

SUGGESTIONS
Radio Madhuban felt that the entry point for such projects should be schools, as it is easy to
access and mobilise students. They also suggested that such programmes should be at least a
year long and ﬁeld activities should be limited to around 3-4 villages for long term sustainable
results. They felt that outreach activities should include a budget for street plays and music
troupes, to keep the attention of the beneﬁciaries. Behaviour change is not easy to bring about.
In fact it is complicated and deeply linked to traditional practices. Constant engagement and
sustained programming is the only way to ensure impact.
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LOOKING AHEAD
Communicating the key messages to populations in diverse geographies, with diverse levels
of literacy and understanding of nutrition is in itself a huge challenge.
Besides that, some of the other problems were:
• The project was short term, with almost no ﬂexibility of time.
• Inadequate turnaround time for incorporation of suggestions and corrections.
• High expectations in terms of deliverables - which included 12 outreach activities and
production of 10 programmes of 30 minutes each, plus 4 spots and promos.
• A lengthy fortnightly reporting protocol.
• Insuﬃcient manpower and resources at the radio stations that were overburdened by the
competition with private and commercial FM stations. Added to this was inadequate knowledge of the subject and understanding of nutrition.
• Dominance of age-old socio-cultural belief systems governing health and nutrition practices in
the community.
• Random selection of beneﬁciaries for outreach activities by the stations.
• A project mode implementation that ﬁnds it diﬃcult to ensure a sustainable impact and
behaviour change.
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8.1

8.2

STRONG POINTS
01

Intensive training and review protocols and sharing of material

02

Sustained mentoring and handholding

03

Vetting of content produced by the stations

04

Strong feedback mechanism

05

Regular reporting from the stations

06

Simple protocols for impact assessment

LESSONS LEARNT

• The project should allow for preparation time of at least 4 weeks, before the oﬃcial launch of
project activities.
• As the messaging has to be done across geographies, the deliverables have to be in sync with
the ground realities. More visuals and material should be shared for community interactions
- like games and exercises, charts, etc.
• Slogans and posters could help in driving home the messages. Traditional methods of wall
writing, nutrition mela, poster and slogan competitions etc can be used as a potent tool for
increasing visibility.
• An online ‘Nutrition Hub’ with content from across platforms and agencies should be built. No
content other than what is available here should be permitted for broadcast.
• Cultural biases and diﬀerences, poor listening skills, absorption capacities, economic conditions, institutional infrastructure etc. should be taken into account.
• Interview based programmes to be discouraged.

31

I M PA C T E VA L UAT I O N R E P O RT

• The ﬁeld activities should be restricted to maximum 3-5 villages, so that there is possibility for
repeat visits. Discussions on recall of messages should be planned.
• Incentive based quiz during the visits should be incorporated.
• An understanding of the stakeholders is essential and activities should be planned according
to the knowledge and understanding of the target groups.
• There should be a pre-existing relationship with the beneﬁciaries for trust between the
communicator and receiver of the messages.
• At least two persons per station should be part of the training and project implementation.

Points to be kept in mind while designing an inclusive campaign
across geographies:

01

Who are we going to engage with when we do our outreach?

02

What is the best time to host discussions with the beneﬁciaries?

03

What are we going to communicate?

04

How will we communicate? Only talking or lecturing has little or no
impact or recall.

05

What will be the tools- games, posters, pictorial charts, street play etc.?

06

Initiatives for assessing absorption and recall of messages.

07

Planning of revisits and continuous engagement.

The way forward has been deliberated upon and is an outcome of discussions with our Principal
Lead in UNICEF, Ms. Rachana Sharma, as well as our detailed discussions with 5 radio stations
(4 part of the project and 1 outside the project).
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• Choose stations from states/districts with high incidence of stunting and wasting, with priority
to the 25 districts identiﬁed by Niti Ayog. However, only 2 of these districts in Madhya Pradesh
have a community radio station.
• Create immediately, an online Nutrition Hub with all the content - with links and sources for
content veriﬁcation.
• Plan a communications strategy for the stakeholders and partners which will include best
practices.
• Use a variety of communication formats to keep the community engaged.
• Develop a peer learning protocol, wherein each of the participating stations take on the
responsibility of mentoring the nearest station.
• To align the initiative of the stations with the schemes and funds under the district administration, issued for POSHAN Abhiyan.

STRATEGIES FOR THE FUTURE
• Improve eﬀectiveness of the communications strategy, including frequency and quality.
• Engage with communities to ensure that the messages are well received by the target beneﬁciaries, who have diﬀerent capacities for information absorption.
• Evolve strategies for enabling two-way conversations.
• Encourage use of training tools other than audio for outreach activities
• Build capacities of the radio teams to talk about nutrition in all health and wellbeing
programmes
• Ensure that partner stations do not take this programme as a project, but as a continuous
eﬀort to inﬂuence behaviour and encourage healthy food habits
• Prioritise inclusion of nutrition focused content in all health related programmes.
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