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1.
PREFACE

Co~operatives, more than any other form of business enterprise,
are opcrated in accordonce with the principles of democracye Indeced,
denocratic control, as c»helt out in one of the Co-operative principles,
is sodid to be the life blood of Co—operative development, In this way,
nmembers, through their general meetings have suprems authority over all
inportcont matters of their society., In practical terms, this means,
anong other things, that the members have inalienable rights to:

-~ define the objectives of their Society
- establish rules and regulations governing it
- control and supervise its affairs

~ elect representatives who will take core of the
day to day work on their behalf.

In the Region of Jast and Central Africa, where e larse number
of the population is still iliterate and Co—operative philosophy an
unknown phenomenon, effective Co-operative democracy can be rather
difficult to achieve, Under such circumstances, effective democratic
control can only be exercised when members and their representatives
(thc management committee) are properly informed about their rights
and responsibilities, as uwell as thé practical application of
co—operative ideas to their society. This important work is taken
care of by the education and training programme of the Co—operative
Zducation and Publicity O7ficers (CEPOS)e

As a result of the establishment of single~channel marketing
syatems for certain agricultural produce, Co-operatives in Dast and
Central Africa have been called upon to handle crops from all farmers,
members and non~-members alike, This responsibility has put Co-
operatives in a rather difficult situatione It has been established
through a study carried out in Tangzania, for example, that the
establishment of single~channel morketing system had been the cause
of a lot of misunderstanding and apathy which had been observed
amongst the membership in many agrieultural Co-operatives in the
country. "Farmers" the report said, "tend to view Co-oOperatives as
government entities and view them with some suspicion™, In order to
clear such misunderstandings and to protect Co=operatives from
unjustified and misguided accusations, Co~operative information and
publicity have an important role to playe

Lastly, since Co-operatives are part of the commumity at large,
they have a duty to influence and create a positive public opinion,
It has been observed in the Region of East and Central Africa that
despite positive government attitude and support to Co-operatives, a
large percentage of the population, including high ranking government
officiels, rcmains misinformed about Co-operativess, Already, as a result
of this state of affairs, there is a growing awareness among cow
operators that hostility against Co—operatives is mounting day after daye
Unfortunately, and this is more serious, even the daily press in these
vountries have, oftentimes carried negative, derogatory and even hostile
publicity on Co-operatives, To counteract such publicity and to build
a good image of Co-—operatives, Co-operative Information and Publicity
work is a necessitye :



2.

It is in the light of the problems meniioned above that the ICA -
Regional Office organized this seminar for Co—operative Information and
Publicity Officers asg a felt and an urgent need. The main objective
of the seminar, besides providing a forum for the exchange of ideas

' for those engaged in the dissemination of Co-operative information
and publicity, is to improve professional skills and standards in
Co~operative information and publicity work in the Region,



CO~OPLRATIVE INFORMATION AND PUBLICITY SEMINAR

SPEECH BY THE PERMANENT ST SCRETARY , MR, J.N, OLUOCH AT THE
OPENING OF THE I.C.A. REGIONAL SEIZNAR ON CO~OPERATIVE
TITFORIIATION AND PUBLICITY ON MONDAY, 28TH JANUARY, 1974,
AT THE KIKUYU ADULT EDUCATION CEITRE.

Mre Chéirmén, Participants, Ladies and Gentlemen,

I am very pleased to be here today and, indeed, I am
grateful to the Organisers for inviting me to open this
Regional Seminar on Co~operat1ve Information and Publicity.
The Government is pleased that the International Co—-operative
Alliance has found an opportunity to arrange for a dlscu881on
of Co~operative 'Information and Publicity since this is one
of the most important functions which must be properly
organised and carried,out if we are to boost the public -
support -and. confldenoe in. the Go—operatlve Movement as a-
whole, .. ST S

In Kenya, for example, +he total number of Co-0perators
throughout the country is estimated at about 600,000 in ‘a
population of ‘twelve million people in our natlon. It will
be seen, therefore, that the number of co-oberators is rela—
tively small in comparison with the total populatlon of
Kenya and that those responsible for propagating and promotlng
the Co—operative lMovement have a big challenge before them
in convincing the masses as to the benefits of the iMovement
and thereby attracting them to join Co-operatives, What:then '
must be the.gims of the Co-operative Informatlon and Publlclty
which is the theme of this seminar? e ‘

Tirst; it seems to me that the existing membership of the
lMovemen‘t, including its officials and employees should be well
| conversant with the principles and objectives of the Movement

and what they are expected to achieve, ‘because if they are
not clear as to the objectives, it will be difficult for them
to convince the general public of the need for Co-operatives,
Those responsible for promoting co-operative information and
publicity should therefore use such media and methods that
will convey the knowledge designed t0 enlighten the membership
as to the objectives of the movement, In this'context, the
media may 'consist of ladio, T.V., Wewsletters, Posters,
Brochures, Visual-Aids and several others, including discussion
- groups, seminars and conferences, Once the general membership
and its officials are fully convinced of what they are striving
to achieve and how ©to achieve it, they will be better placed
to act as Co-operative apostles and preach the good word to
- the general public, The general public, in turn, will look at
| the Movement critically and enquire as to whether it is well
- organised, honest and effective in pursuit of its economic
and social objectives, Co—operative Information and Publicity
must be seen, therefore, in the context of overall Ci—ope—
rative education in which important subjects are taught,



such as co-operative management and budgeting, Co-operative
administration, including the conduct of meeting and how to
carry out evaluation of programmes and results.

An important aspect of Co-operative Information and

- Publicity will be geared to inculcate good public relations

between the Movement and the general public and therefore
the Movement will want to employ personnel who have been

. trained in communication media and Public Relations, The
success of a large Movement such as yours will very much

depend on effective communication and feedback, as well as
efficient management of your enterprises,

"I observe from the programme of your seminar that you will
cover most of the points I have touched upon so far and I need
not bore you with a long discourse of details,

Before concluding, however,'I wish t0 convey the greetings
and good wishes of my Minister, The Hon, llasinde Muliro to
you all and to welcome you to Nairobi, I hope that during the
duration of this seminar you will find time to visit (o=ope-
rative Movements in and around Nairobi, The Kenya Movement
originated after the first world war and since then has
expanded gradually to its present stage from which should
lead from primarily marketing activities into processing
agricultural products and also in the distribution of
agricultural inputs and general merchandise.

[Jith these broad aims indicated, I now have much pleasure
in declaring this I.C.A. Regional Seminar on Co~operative
Information . and Publicity to be officially open and wish the °
participants and the course leaders a fruitful stay at Kikuyu.
e will await the results of your deliberations with interest,

Thank you,
" Hinistry of Co=operatives and
Social Services,
Nairobi,



CO~OPERATIVE INFORMATIOII AND PUBLICITY SEMINAF

1, INTRODUCTIOIY:
= OBJECTIVE
The seminar was organised with two main objectives
in mind: '
a) To provide an opportunity for those engaged in
the dissemination of Co—operative information and
publicity work to meet . and exchange experiences

and ideas as well as discuss common problems
they face in their day to day work.

b) To improve professional skills and standards in
Co—operative information and publicity work in
the Region of Rast and Central Africae.

= ORGANTSATION AND WORKING PROCEDURE:

Most of the seminar programme consisted of instrum=
ctive lectures and practical training tasks., Step
by step, through case studies , lectures and group
discussions, the seminar threw light on problems and
techniques connected with Information and publicity
work, The seminar took the participants through
different stages of planning and preparations of

a campaigns These included:

- Analysis of objectives

- Definition of target groups

— How to present the message

~ How to measure the impact of a campaign ‘and
— other aspects connected with the financial impli-
. cation of such a. campaigne

s

" The idea behind such an approach was to prepare the
participants technically and practically to understand
different method:s and techniques involved in carrying
out information and publicity work in their Co~operative
Organisations,

In order to measure the level of understanding of the
participants, the seminar wound up its programme by
giving them assignments consisting of the following
topics:

a) To prepare and launch a country - wide campaign
with the objective of creating a favourable
climate for a rapid expansion of new types of
Co~operatives as well as for the Co-operative
Movement in general with emphasis on:Consumer
and Savings and Credit Co-operatives,: -

b) Non-members to be informed and convinced about
the advantages of becoming a member and

N

¢c) To plan and launch a campaign to inform and convince
non-members about the advantages of becoming
members of Savings and Credit Co—operativgse*




These assignments were evaluated by a panel of
judges composed of lecturers who had participated in
the seminar and the final results were discussed in
the plenary session, For purposes of further evalue
ation and pguidance for similar seminars in the -
future, the assignments, in their original form,

are presented in the appendix of this report,.

Tinally, in order to get some feed-back as to the
usefulness and relevance of the seminar to parti-
cipants' work in the field, each participant was
required to fill a questionaire, The evaluation of
the questionaires, together with important delibe-
rations vhich came up during the seminar have been
summarized in this report.

~LECTURES:

The Regional Directors! introductory lecture on
"Problems of Co-operative Development in the
Region of East and Central Africa", aimed at
giving the participants a solid Co-operctive
foundation and a frame-=work within which to see
the scope and role of Co-~operative Information
and Publicity work in improving Co=operative
efficiency and: effectiveness,

It will be observed that some topics which appear
in {the seminar programme have not been reproduced
in this report, This is so because most of the
seminar sessions were conducted in the form of
discussions so as to make them as problem oriented
as possible,

*
24 EVALUATIOIN AND DELIBERATIONS O THE SEIILNAR
i ~Usefulness Qf the Seminar

The participants wish to register their satisfaction
as regards the relevance and usefulness of the seminar
t0 their work as Information and Publicity Officers
and, in particular, they wish to underline the
following benefits which they feel they have been

able to gain from it.

«Survey of Problems

It has enabled them to survey'problems which they
face in their day to day work, thus, improving
their understanding of the work situation, a factor
which, doubtlessly, will make them better prepared
to face the challenges in the field.

~Study of basic ideas and technigques

It gave them an opportunity to study basic ideas about
modern techniques of information and publicity work,
thus, arming them with the tools of their trade.

This was looked upon as an important step towards
improving the efficiency and effectiveness of Co—
operatives.

* Lis precorded from the discussions and questionaires filled
by participants,
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~Exchange of Ideas
It gave them a useful forum for the exchange of
ideas and ciperiences,
~information cnd Publicity as a Vital Tool for Co—
operative Development

The seminar wishes to underline the important role
played by information and publicity in Co—operative
development and, in this respect, urges Co~operative
Organizations to establish information and publicity
departments as a step to strengthen democracy and
improve effectiveness and efficiency of Co-operatives,

Problems facing Information and Publicity work in
the Region

The seminar wishes to draw the attention of the
policymalkers to the following problems:

~Lack of facilities

S0 far facilities placed at the disposal of infor-
mation and publicity officers seem to be far from
satisfactory. It has been observed that lack of
transport and such vital aids as  tape-recorders,
film projectors, etc.,have heen experienced in many
Co~operative Organizations,
-Personnel

It wes observed that information and publicity
departments were, normally, rather pocrly stcoffed in
many Co~operative organizationse. Worse still, even
those who were employed to carry out information

and publicity work were found to lack proper
training in the techniques of communication,

~Financial backing

It came to the notice of the seminar that, in most
cases, the financial resovurces placed at the disposal
of information and publicity departments were not
adequate,

~lloral support and collaboration from management

Several cases were cited where information and
publicity work did not recieve the necessary backing
and collaboration from management of Co-operative
Organizations. Such attitudes have affected the

planning and implementation of campaigns very adversely,

Appreciation of the lork of ICA Regiqgéiﬁqggigg

The seminar appreciates the efforts of ICA Regional Office

to improve the standard of information and publicity
work in the Region of EBast and Central Africa and it
appeals to it to make such training prograrmes for
information and publicity officers a common feature
of its work.
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CO~OPERATIVE INIORIIATION AND PUBLICITY ACTIVITILS IU 1973

Country Report from Kenya:
(by: P, Mwiricia)

I-0 INTRCDUCTION: in

After our Independence/i963, the system of oollectlng news
in the country was reoruanleed to speed up the transmlss1on
of news to the public. The major aim to intensify this
system was that the rapid economic growth and the moder-.
nisation of the nation cannot fully be . achieved without the.
effective and comprehensive system of information des ne-.,_.:,..f
mination to awaken the entire. populatlon to the need for '
change and hard work in all the development seotors of cur
Natione : I : : ,

Therefore, the government natlonalised the: broadcast1ng
corporation and placed it under its “gontrol, The Informatlon
House was set up in fairobi and was linked to all Provincial
Information Offices by Teleprinter circuits (except in
North Eastern Province where Telegraphic facllltles have
yet to be expanded)

This exercise wos oontimued at district levels by the
establishment of District Information Officers, so as to
bring nearer the information to the people. The ultimate
aim of our government is to Open 1nformatlon offices at
the 1ocat10nal level.

This move hos 1nten31fled press coverage of the Harambee
projects, self—help .and co-operative activities in the fural
and urban areas. Special rural development projects heve
been given prominence over the Radio and ian the leuspapers.,
It is gra‘clfylnb to plabe in record thet an ‘average of- 50
News item are trans mltted daily from the Provinces, This is :
more news me terial than the Voice of Kenya and the Local ’
Newspaper can publish on any glven daye Co R

In line with other development sector"-of the. Natlon, 00—
operative. activities have been given publlclty in several
local newspapers, llagazines, Bulletlns, Newsletters and in.
_its own quarterly newpaper - hshlrlkl wa Kenya.

l'I~I CO—OPERA”IVT1 Iﬁ“ORnhTION {ID PUBLICITY ACTIVITIDS"

e The Co—opcrwtlve Neus service throuU “the nass-nedla
such as Kenya llcws agency, Voice ot Kenya and the Daily
Local ilewspapers is firmly established and has been
functlonxnﬁ well in the whole of last year (1973)

- Co-operatlve development in varlous ‘fields has been

- glVen a afair publlClty by all massmedla. This has
"included attivities of the apex organisation (Kenya
National Federation of Co-operatives), country-—wide

- co=operatives such Kenya Creameries Co-operative, .
Unions and co-operative societies.



~ Closer links between the Information Offices and Com
operatives in the Districts have been established where
co~operative news events are passed through to Kenya
News Agency for distribution to Voice of Kenya News
forum and K.I.I',Cs for distribution to overseas and
local Newspaperse All news materials are communicated

‘ in Swahili and English,
RADIO SERVICE:
Mshiriki wa Ushirika Programme;

At the moment, the radio division of the Voice of Kenya
is putting out 85% locally produced materials including fea-
tures, current affairs and general interviews, Radio is by
far, the most popular medium and to this end co-operative
radio development programmes has been established since 1967.
The proposal for radio programmes was first initiated by the
Department of Co-operatives Development, The V,0.K, schedules
this programme on every Saturday at T.30 peme Apart from co-
operative teaching by radio, programmes were based mainly on
interviews conducted and presented by various people from
the movement and Officers of the Department of Co-operative
Development, :

At the beginning of 1973 a proposal for a new plan for
Co—operative Radio programmes was carried out by Department
Education Division; Co-operative College and the Kenya
National Federation of Co-operatives in consultation with
Education Teams and Dducation Secretaries. A working group
for transforming the ideas and proposals into a draft was
setupe The schemc for Radio programme for 24 series of
programmes lasting 6 months - July December was flrstly
transmitted on Sunday lst of July, 1973 at 8,00 a.m.

During the planning of the scheme, we had to considere
the situation of the Radio listeners in our nation and at
the sametime we had to consider how many of these were
members of Co-operatives, Out of Kenyas population of
12,5 million in 1972 nearly 80% are Radio listeners, This
was determined by-An audience survey carried out in 1972
and it indicated:that on the average the number of listeners
was 3.7 per set in homes and 9.9 in public places,

At the sametime the total Radio set Ownership was 1,050 000
compared with only 900,000 in 1971, It would generally be said
that there is 1 radlo set per 12 peOple or 1 set: per 6 adults,
Purpose for the Programme-

~ The programmes are educative as well as 1nformat1ve,

. written and transmitted in the dialogical form, ..

- These programmes have been and will be used for
Co—operutlve members days by the C D P O, 1n the field
and N \

- as reference to teachlng various topics on C)-operatlves.
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PUBLICATION OF CO~OPLRATIVE MATERIALS:

The situation of co~operative publicity in Kenya can best
be described by a simple diagram:=—

ggg&gTION i Collaboration CO-OPERgglvm l
b | B 1% 5 BFPromss |

 Tdcas - ! 1deas,
 proposals ' ' ‘ | propo~
,on Aids, L ‘ ; sals-on
o Aids,

4 S |

2g§g§$¥%§T Collabo- | cO_OPERATIVE zggglgz_ﬁ‘ Ko H.F. 0 ‘

“IVISION, ration ' COLLEGE | boratia| TN

.

‘WORKING GROUP TFOR TRANSFORMING IDEAS AND PROPOSALS INTO A_}

DRAFT

KNFC " |PRODUCTION UNIT
PRINTING PRESS  |OF THE COLLEGE

Proposals for publications to be produced can, within this
set up, originate from any of the bodies either on national
level or from the educators in the field (EZducation Teams),
Normally the idea is discussed and scrutinized in the cowe
ordination group for co-operative education and if it is
worthwhile to consider it, a working group is appointed to
deal with it,

The working group transforms the idea into a draft form and
hands it over %o the Printing Press/Production Unit of the
College. Such publications are only those which affect the
nation as a whole,
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IISHIRIKT WA KENYA ITCWSPAPER:
This Newspaper is widely read by members of Co—operatives,
. It is a quarterly newspaper and the demand last year (1973)
was as follows:e '

December issue 36,000 Copies
March issue 50,000 ©
June issue 65,000 "
September issue 55,000 ®
December issue 50,000 ©

Pﬁrpoé{iof the Paper:
- Inform fhe'Co—Operators and the public about co--operative
activities in the country and abroad.

“ - A Visual Aid to Co—operative Education,
Agricultural Society of Kenya (A.S.K.) and Nairobi Shows:

PR

The Federation has given tremendous assistance to planning
and participation in Agricultural Society of Kenya shows in
different parts of the country, Also in eollaboration with.
the department of Co-operative, the Federation has annually
put a stand in Nairobi shows,

International Co-operative Dayi
The Federation also makes good use of the International

Co~operative Day to inform Co-~operative members and thé
general public about Co—operative ideas and activities.
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CO—OPERATIVE INFORIATION AND PUBLICITY SENINAR

Short Review of Co~operative Information and Publicity
Activities in Tanzania Mainland:

(by: Dr. P. lgembe )

1. INTRODUCTION:

Co—operatlves being economic as well as social insti-
tutions involve ectlve and full business exercises as any
other economic and business enterprises Operating amidst
and around people,: their images and activities, should be
brought to the public they come in contact withe This move
and effort by the ICA Regional Office in Moshi to organise
this seminar must be: seen as an important step to help to
improve publicity efforts of the Co—operative liovements in
the-Region and, in this way, make Co~operatives and their
activities better known to members and the public at large,

There is, indeed, a need to view the subject seriously
during this seminar, le have/drawup our balance sheet and
analyse what we hﬁve covered sofar and what lies ahead of
us. Although Co—oper atives have achieved very much in
helping the common man better his. social and economic
conditions, they stlll -face alot: of. opposition internally
and externally, Dven in. Tanzanla, where, for instance, the
policy of our ruling party (TANU) has clearly underlined
the role of Co-—operatives in combating exploitation of
the workers and peasants, there are still a large number
of people who have negative attltude towards them, Quite
alot of unfounded criticism has been directed to Co—0Operam
tives by the so called intellectuals who have in may cases
tried to present- dlstorted picture of Co—operatives uithout
backing their statements with facts and figures. This only
serves to draw our -attentioin) as people connected with

12

1nformatlon and publlclty work, to the tough work ahead of us.

2 CO-OPBRATIV“ PUBLICITY IN TANZANIA'

Co-operative publicity in Tangania has not yet develOped
to a satisfactory standard as it should have been because
publicity and information channels have not improved at
the same pace as the expans1on of co=-operative . act1v1t1es

in the. country.

AS in the other sister member countries of this Reﬂlon,
Co—operative Informatlon ‘and Publicity is handled by three

main institutions viz. the Co-operative Union of* anganylka

Limited (CUT) ‘and its affiliated Unions, the Government °
Rural Development and Co-operative division and‘the Co=
operative College/Co~operative Bducation Centre, .



Subject matter and objectives of Co-operative Publicity:

In the first place, the philosophy of Co~operatives or
the ideology or what some theoreticians call co-operativism
has to be understood by the public as a whole and
Co—operative members and Ujamaa Villagers (Communal
Vlllages) in particular, Secondly, publicity has tc p01nt
out successful Co-operative results from all possible
corners and it has to throw ‘light on unsuccessful attempts,
pointing out Imy such attempts have faileds It has to draw
the attention of, and convince workers and peasants about
the importance of Co—operatives as tools for economic and
social development, Last, but not least, Publicity and ,
Information must aim at_imparting knowledge to management
cadres of Co-operatives so as to improve their efficiency.

3o+ MEANS AND ILXTHODS OF PUBLICITY:

The: means and methods applied are limited to the natural
and other conditions’ prevailings'(a) Through radio, o
(b) Periodicalsj newspapers, news letters etce (c) Films
and photographs, (d) exhibitions, public meeting and
seminars etc. (a) For the last 12 months the (o-operative -
Development Divisicn and Co-operative College/Co—operatlve S
Education Centre have been running regularly two fepeated,

15 minutes, radio programmes per week under thé title of .
"Shoulder to Shoulder“ and Learn Co-operatlon"

These are almed at enccuraglng and stlmulatln co-Opera-_
tors, Ujamaa Villagers and the public at large about Ce— .
operative development programmess The programmes were
prepared by the concerned staff travelling exten81velJ 1n.."
the reglons with tape recorders interviewing villagers.
This method proved to be much successful and became
popular in the rural areas since villagers are too ready to
‘listeri to their owm conversations over radios and also hear
what other villagers talk about,

(b) News letters are circulated mostly for co-operative lea~
ders and staff to exchange views and experience, The Co-
operative Union of Tanganyika Limited publishes a swahili
monthly newspaper “Ushirika®, This acts in real sense as a =
media for education as well as publicity to co~operators
throughout the country, Infact it keeps the banner of co-
operatives high by propagating the movement's achievements
and problems; It publishes views of groups or individual
farmers, information on general agriculfural policies or
any changes comlng Upe .

Some examples of co-operative experiences from developed -
countries are also published in simple languege for ordinary
farmers to understand, "Ushirika" is one of the most popular
papers in the country. During the last 12 months its circue
lation went up from 35,000 copies to 37,000 copies
per monthe Unions subscribe for the costs of publishing the
paper so that farmers can get it free of charge.
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(d) As regards films, the Co-operative Union of Tanganyika
Limited presents its co-operative and other films in' the
Tanzania National film library for easy circulation to the

people all over the country, whereas Unions and Co-operative
education wings organise mobile co—Operatlve ;1lm shous in
the  field, '

(e) Exhibitions are one among the most extensive publicity -
activity undertakeén by the institutions, This is especially
done during the "Saba Saba" shows where various Co-operative.
products' agrlcultural hand craft etc, are displayed at Co=-
operative Union of Tanganyika Limited and government .co—
operative division Pavilions. In the last 12 months Cl.U. T..
spent abcut 28 OOO/_ for exhibitions alone,

4e PROBLBMS CONFRONTING PUBLICITY:

According to the dlalectlcal law of nature there is no
progress without bits of obstacles. Inspite of all endevours
to improve Co-operative publlclty in Tanzanxa, there are
several :sethacks ‘that make the exercise still undevelOped to
the required standard, There are both obgectlve as ﬂell as
subjective problems v1z-'(a& ‘The 1nst1¢utlonsare 1n most
cases under staffed. and lgcs skllled manpower. a

(v) The number of readers of newspapers, pumphlets etc; is
muich low due to hlgh 1111teracy still prevailing. This
problem will soon be solved since extensive campaign has been
launched to eradicate illiteracy.

(c) Our co-operators are so scattered in the country that
informative material either rarely reaches them or reaches
them when it is +too late and outdated

as a result of poor transport and other communication facie
lities, To this applies also the difficulties of getting in
touch with sources of news. (d) C.U.T. having a smaller
capacity printing press has to print its Ushirika paper at
Printpak, a government press acquired from former capitalists,
Lven so the facilities at Printpak are far from satisfactory.
There recently came about a nation wide lack of printing
papers which has made it doubtiful whether we shall be able
to publish our papers as planned, (d) As regards publicity
through radio, though the average figures show that there are
about ten people per one radio, the distribution of those
radios are not evenly., In some areas radios are considered to
be laxurious items,

(e) Most of publicity facilities are government or party owned
and are, therefore,/giving priority to Co-operative publicitys
To avoid duplication of work or minor contradictions the
co=operative institutions leave out some matters which

should have been done by them, Although this is a positive
problem, as far as development of Co-operative publicity is
concerned, it could have, in some way, some negative influe~

nces.
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5. TFUTURE EXPECTATIONS:

For the. coming 12 months it is intended {o expand and
intensfy information and publicity services to catch up
with the present Co-~operative development, Examples of such
efforts are the "Ujamaa leo" issue will be launched at the
government co-operative divisione The C.U.Te. Ushirika issue
will be published weekly instead of monthly if things turn
out’ as planned, The C,U.T. Press will be equiped with an
off-set web machine pnd expand its printing activities,
This year, the ruling party (TANU) is to comemorate its :
20thanniversary and /this ocasion, national and international
shows and exhibitionis will be organised. Our movement is
preparing to take this opportunity and publicise its
activities to the highest degree possible,

To conclude, it is our belief that one is always safe
and justified when he informs the public his own, not only
successes, but also failures than wait till others publicise
them because it is quite doubtful whether they would do it
in the right waye. It is, therefore, very important that
Co~operatives indulge in publicity activities seriously,.
Inspite of all these and many other problems, our struggle
should ?ry more and more'to look for solutions. What we
gather from this semlnar, therefore, should be one weapon

to our struggle.




Jand

16
CO—OPLRATIVE INFORMATION AND PUBLICITY JSEIINAR

The Role of Publicity and liember Information 1n Co—operatlve
Developmcnt in Ugondea.

(By, Sali Sehtoleko)

A1l of us are conetantly hear1n~ the terms "Publicity"
and member Informablo‘. ilos t of us have some vague idea of:
what ‘both meaf. Dut for purposes of our discussion today,
let's take a new look on both terms to find out what.
exactly we have in nind vhen ve . .say Co-operatlve Publlclty
or Co—operatlve Public Rclatlons and member Informatlon.

’ Perhaps the elmple t. und best deflnltlon I know 1s tnat
"Publicity" (as used in co-operatives to mean public
relation) are those things we do or say to make people -
know and like us, Publicity is the sum total of all .our '«
relationships with our members, our suppliers, our dealers, -
our byyers, our employees, our stockholder and the general
publlc. A publlclty programme works to harness the opinion
of all theee people, plus many others on behalf. of the co- "
Operatlve organisation or in. clos1ng a sale of any bus1ness.
e know, too, that fovourable public opinion is gained from
many sources other than advertising in newspapers, Radio
prowrammes/'telev131onson1y. Some of these channels we shall‘
explore in a few pages to follow, ‘ R o

And now what do we mean by member 1nformat10n? Ue dally
hear of member information campaign or 1nformat10n days cees,
These terms are very popular in co-operatives only, they are
not popular terms used by private firms., I will therefore,
difine member information in a co—operamlve context as .
carrying out educational activities through mass medlas. Lw
definition for member information leaves quite a lot to be
desired but at least it is the only sensible way I could _
endeavour to define it as understood by co—Operators. Through
member information we conduct courses, we hold meetings, we
show films, we teach even employees of the movement so we
do not reach only a specified section of people. hember n
1nformatlon is therefore a section of public Relatlons o
Office, Our remarks on publicity and. public relatlons could
therefore-directly cover much of member information, ‘
Gentlemen, this definition I have Jjust coined today is Open
to you for discussion and I will respect your. deflnltlon and )

your views, N

This publicity of ours we are’involved'in is not new,
It has existed for centuries, but all along it has undergone -
some changes. Even in the Greek and Roman Civilization, publlc
criers proclaimed news of articles and services for sale,
Early signboards were used to designate stores and illustra-
tlons were placed on walls to. indicate 1tems for sale.
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Up till the middle of the fifteenth century, publicity
was usually done by human voice just as we still do in most
of our areas in Dest and Central Africa, With the invention
of the printing press and the resultant newspapers, books,
Radio and Television, we have tended to do much of our
publicity through these channels, What we intend to discuss
today therefore is nothing but modern publicity. I intend
in this paper to leave that part which involves the lecturing
method or teaching to the teachers and we shall plough on
that part of information carried through mass media,

Let us now look into the major channels used in carrying
out Publicity and member information campaignse

1, Radio
2+ Newspapers
3, Television

The above are the major channels through which we can
communicate with out members and the public as a whole,.
The ones below are very helpful channels of communication
but they are often forgotten by many publicity men; and in
most cases overlooked, ‘

l, Meetings

2 Invitations by organlsatlons

3 Package inseris

4, Trueks and Co.operative cars

5+ _ Lnvelope enclosures.

6, Letter heads .

7+  The back of the dlsplay piece

8, ' The factory or ginnery

9.  The reception room

10, Co~operative employees cards-’

11, Seals for posting on letters, packages etc.

12,. Dividend enclosures

13, - The product itself

14, 0ld advertising. materlals

15, Price tags, direction cards, and instruction booklets

16, IEnd papers of booklets (at least incorporate the trade
~ mark into and end paper design)

17, The use of a permanent colour

18, Uniforms,  clerks and attendants

19, Fairs, floats and exhinits

20, Fairs, clothers

21, Donations to charity organisations

22, Organised parties

23, Person to person communication

24, Staff Public Relatlons.

THE TRUTI I EQBLIQITY, Because of the 1mnortance of ,
truth in publicity, I want to devote a few lines on this items

There are those of us who feel that before a press
release or any form of publicity is issued for consumption
through any media, the author should be compelled to ecppear
in a court of law and swear by all that he holds secret
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that the "truth, the whole truth, and nothing but the truth",
The solution to the problem of untruthful advertising or
press releases is not as easy as people think, primarily
because of the difficult in defining "truth" AID "untruth".

This is perbaps the seed of the trouble, the "truth" of
a press releage as the press release beholder sees the
press release,

A mother usually will say "my béy is the finest boy in
the whole world", Is her statement true or falue? t/hat is
the truth of advert1s1ng?

The truth of the matter is thax most press releases and
advertisiments are now essentially truthful, The Information
Officers who are deliberately misleading, careless with the .
truth and constantly practicing to deceive are in the small
minority. Unfortunately, the sins of the minority are widely
publicised. It is‘'a truism that the good that people do is
seldom publicised, only their evils are apprently newsworthy.
Substantially, this is the case with some publicity we carry
out, There has been and there will continue to be untruthful
and methical advert1s1ng in all sorts of publicity. But my
humble advice is that let companies and other commercial
sectors do so but we as governmental, parastatal organisation
need disseminate as far as possible the truth. Do not purge
lies when you know it is lies-~when your conscious at least
tells you'so, and when you are in possition to correct the
situation, L ‘ e

It is only ny last sentence here that has something to
explain to the daily life of a practising Publicity man
when you are in a position to tell the truth please tell it.
Many of our works we are required to dish to the press, you -
well know as well as I do, is not our brainchild ~they.
are a brainchild of our bosses who often tell us merely
write back and refute the allegatlon. Sometimes we have few
facts to refute some allegations and sometimes we lamgly do ™
it with a few reasons but please avoid this cheap publi;‘
citye ' ' -

Abraham Lincoln is supposed to have said that "“you can
fool gome of the'people all the time, and some of the people.
some of the time, but you can-not fool all of the people all
~»f the time"., Though Lincoln's statement was pertinent to.
politics, it is equally relevant ‘to-our usual Publlc1ty. '
Every manufacturer or producer who thlnks in terms.of long .:
term continuity of his business rather than of thé fast.
buck is aware of the truth of Lincoln's statement, For this
reason, the majority of the Information Officers. reflect the
truth as the truth.



19 .

Co—operative Information and Publicity in Uganda During
the Past Twelve Months.

There are two, main 1nstitutions carrying out Co—operative
Publicity on a national level in Uganda. The Co~operative
Alliance and the Co—0Operative Department, All these two instie-
tutions come under the National Education Committee which
sits usually once a month to draw up Co-operative Publlclty
and educational programmes,

This commlttee is chaired by the Commissioner for Co-
operative Development or his Assistant, His Assistant is
often the Assistant Commissioner (Education), The Secretary
to this Committee is the General Secretary of the Uganda
Co—operative Alljance, Other members on this Board are the
Senior Officers working on Co~operative Rducation in the
Department of Co-operatives, the Information and Publicity-
Officer of the Uganda Co-operative Alliance and his Assistant,
the Visual Aid Technician, the Principal of the Co-gperative
College and often the Heads of the National Co—operatlve
Organisations also attend,

‘Besides drawing up programmés for educational activities
this Board also p01nts out some of our short-commlngs and '
suggest means and wqys for future developments.

Let us look into the maln act1v1t1es we have been engaged
in throughout the yeare, Many of our flgures, we shall give,
together with other details, will be based on the Uganda
Co—operative Alliance's Financial Year which started from
August 1972 to August 1973, These are the most recent
figures.,

Co-Operative Information énd Publlcity in Uganda was
carried out in the following channels during the above
period: =~ ‘ _ ,

l, Co-operative llews Papers and Newsletters. ‘

2. Radio Talks.

3. Posters,

4, Booklets.,

5« Handouts,

6. Badges. -

Te.. . Television,

8, Commercial News Papers.

9, Lectures, g ‘ ' :

10, One Day Courses, Res1dent1al Courses and Senlnars.

11, Entertainments. : .

12, Meetings (Annual General Meeting and Other Meetlngs),
(International Co-0perat1ve Day).

13, Photographs.

14, Regular Feature Articles.
15. Letters. ’

16, Study Visits,

17. Donations,

18, Sports.

19, Shows.
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~e CO~OPCRATIVE ITUS—PAPER AID HDUSLLTTORS:

The Co~operctive ilewspaper is produced by the Ugande Co-
operative Alliance Ltd., It is known as "Uganda Co~operative
News", This paper is not meant for every co-operator in the
country, neither is it meant for every society to receive a
copye But it is meant to bridge the gap between the Co-ope-
rative lfovement and the rest of the public in Uganda and
abroade. It is also meant for mutual discussion on Co—operatlve
matters, The ordinary members and societies, are taken care
of by Co-operative Newsletters produced at the District level
or by each Co-operative Union, Today, the Co—opecrative News—
letter published in the local languages of each District
number about ‘18,

The "Uganda Co—operative News" is published in English

and the cost for it is about Ue 2 500/— with a
circulation of six hundred copies. .
PROBLENS :

Problems regarding publicity of the "Uganda Co-operative
Newsf and the newsletters are mainly finance and less
response from Education Secretaries who are supposed to
send in news items, Other problems are those of distri-
bution, At times the paper is distributed to wrong people
who do not need 1t

Newsletters are also publlshed monthly but at times
experienced Education Secretaries are given jobs other’
than education work by the authorities in their Unions,
and this results in fallure to publlsh these Heusletters
monthly.

RADIO TALKS'

We have twenty six co-operative programmes of 15 minutes
duration every week throughout the year. The twenty five
programmes respresent twenty six languages spoken in Ugandae
This means that we have one co-operative programme every
week in each language.

Our problem is the feedback, e do not have organised study
groups at the moment in Uganda, We hope that organised study
groups would be the best means of getting a feedback, lle have
in the past introduced questionnaires after éach radio
programme, but received very little response.

Time of the programme which is 10,00 pem. is another
imposed problem, bccause, we in the co-operatives know it
is not a suitable time for our co~operators, especially -
farmers who by that time are in bed after long hours of
works
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During the year we produced the following posters:=

1. Differeﬁce Between Private and Co= |

operative Business ‘ , 14,000 '
2, Co~operative Bliminates this

exploitation 14,000
3o Farmers Calendar for Cotton Production 14,000
44 The Goats (Co-operation) 11,000
S5 We are members are you? 11,000
6. UWhat is:going‘on into Co~operative ‘

liovement o 11,000
7o Join the Rural Savings Schepe 600
8., Save part of whet you earn . - 300
9. Regular Saving llelpsyou ' - 300
10, Celebrate International Co-operatlve "L“_

Day 1973 o 10,000
11, Co-operative Principles ‘ | - 10,000
12, The True’Co-OperaﬁiVé”Movement - 10,000

96 4200

ot st s e e s

All the above Posters are being distributed to all Co-
operative Organisations free of charge to be uscd as educa~
tional co~operative visual aids for members and non-members,
Also at times individual members are given copies of these
Posters to take home, so we hope that the next generatlon
will surely go co-operative,

4. BOOKLETS

The follow1ng are the Booklets which have been revmsed
and reprlnted aurlng the year--

1. Omulimu gun gwaffe (This bus1ness S

is Ours) _ : 5,000 ’
2, Tacts about Uganda Co-operatives - 13,000 -
3. Akakiiko (Commiftee) - :5,000  “'5‘-“
A. lembers Responsibilities g 10,000
5. Co—operative Principles 12,000 o
6. Gates (Text Book for Primary

Societies) 4,000
7. We are celebrating Co-operative Day 5,000

8. Co—operative Development Bank Limited 5,000

gy st ot e
===
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5« Handouts or I"lyers

_ During one Day Courses handouts are given to the-parti-
cipants for their future reference. And the following are
some of the Illandouts:—

1, ‘ | copies
1. Obweggasi (Co-operation) 12,000
2, Certificate for Uganda Co—operative

Alliance, General lleetings 500
3¢ You are Internationally Repreéented 9,000
4o TFacts about Uganda Co—Operaﬁlve '

Alliance Ltd. : 9,000
5¢ Our Co-operation - 9,000
6. The Pr1n01ples of Co~operatives ~. . 3,000
Te Hhat is G01n~ on in the Co-Operaxlves" - 3,000
8. Promotion of Lducaxlon L a-_‘.‘4,000
9 'Open Membershlp ',:' D 'j'4,000
IOs'How e started our Co—operatlon ;.;. .'6,000‘

11, Welcome o Sav1ngs and Credit 8001ety 3,000

12, International Co-operative Alliance
Declaration. 1,000

6 . BADG.LJS

Badges were pro&uced by the Uganda Co-operatlve Alllance
Ltd, for the International Co~operative Day Celebrations as
indicated below:—

l. Co—operatlve Day Badges for Cars 10;000" |

24 _Pin on Badﬂes for Co-operatlve o L
Dairies 1973 R .. 30,000 .

Hlscelleneous-lﬁ_ o 'j‘  ‘”" I | B
1. Co-operaxlve Dalrles 1973 - ‘ 4,000 -

2, Co—operative Calendars 1973 - 3,000
3, Co-operative Flags for Co- o }
'~ operative Celebrations o
4, Correspondence Course Booklets

for Co-operative College 1,000
5. Co-operative T=-Shirts for

International Co~operative Day.

TELEVISION

In Uganda today we have about 2,000 television sets, Many
of these sets are owned by people who live in townse. It is
estimated that 80,000 people view television every day. le
have done very little in this field, but we feel we could do
something more, e have been on the screen only on a few
occasions,
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8e COMMERCIAL IEHS PAPERS:

“We have written weekly articles in some of the local
commercial news papers in Uganda.

9« LECTURES:

Co—operative lLectures are given to students of Senior
Secondary Schoolk as well as students at Governmental
Institutions.

Problems;

The big problem concerning co-operative lectures is
transport. The Lecturer has to provide himself with the
means of transport to the venue of the lecture which makes
it a bit expensive for the organisation,

10, One Day Courses:

In Uganda every Co—operative Union was advised to employ
an Bdycation Secretary, So far eighteen Unions have appointed
Education Secretaries who are charged with the responsibility
of carrying out member education in collaboration with the
Government Departmental Co-operative Instructor at the Co-
operative Dducation Ting. The former organises One Day Co~ °
urses whilst the latter, besides organising One Day Courses,
organises also One !Jeek to Two Weeks Residential Courses

at.his tling.
11, Study Visits:

Co-~operative Deparitmental Instructors arrange study
visits for either committee members or Secretary llanagers of
primary societies to visit progréssive societies and unlons
in. other Districts within Uganda.

12, Games and SportS°

The Uganda Co-operative Alllance as well as the Government
Department of Co—operative Development are both keen suppor~
ters of the Uganda Co—operative Football Club. Also some of
the District Unions have formed Football and MMetball Clubs,
These football and ITetball clubs are considered to be a means
of co-operative information and publicity to non—co=operators.

With these few words, we hope that the participants .of
this Seminar have an idea of how Co-Operatlve Informatlon and

Publicity is carrled out in Uganda.-‘




24

CO=OPERATIVE INFORMATION AND FUBLICITY SEMINAR

PAPER ON CO-OPERATIVE INFORMATION AND FUBLICITY Tl ZAIBIA:
(Bys MeAdCe Phlrl)

Before 1970 ‘Co~operative Information and Publicity work
in Zambia was under the responsibility of a Co-operative
Department Training Offlcer. Its functions then was to
inform ‘the public about Co-operatives and how they function.
Through Newsletters, the Training Officer was able to disse-
minate Co-operative Information and ideas to all provinces.
The newsletter very often included articles on successful
Co—operatlves and important events on Co~operative activities,

About 1970 it was found necessary to intensify Informatlon
and Publlclty ‘work by puttlng more emphasis on the Bducation
of Co-0perat1vc members. Pollow1ng the formation of a co-
nsiderable number of Agrlcultural and non-agricultural Co-
Operatlves, it was necessary to inform the people about -
what Co-operatlves can do to thelr members and how they can
bring about. eoonomlo and social" development 1n the rural
areass f: o

In order to carry this work effeotlvely the Co—Operaxlve
Training Department had to assume more responsibilities so
as to enable it to cope with the problems in the field. It
had to use more sophisticated methods and facilities to
reach members and non-members in the districts and villagess
One of the ways in which this was done was through a radio ;.
broadcast which consisted of a five~minute programme carried
out twice a week on Tuesdays and Thursdayse The subject
matter included topics about what Co-operatives were, how.
to form them and how they function with particular emphas1s
on management and administration. Occasionally mention was
made on a few successful Co—operatlves. ‘

A Co—operatlve news-paper called "Co—operatlve News" was
established in 1970. The first issue of this paper ‘was
published in October, 1970, with an introductory foreward
by the Minister of Rural Development lr, R.C, Kamanga and the
Director of Co-operatives Mre S.B. Hwambas In its early
stages, the co-operative llews was more of an educational .
paper intended for the co~operative members raiher than for
publicity in its proper sense. ' ;

Problems whloh the publlc;_y sectlon encountered--

(a) Area of coverage by the newspaper, the TV, and by
:'radio is limited because language used, English,-is
“understood by a few of the 1ntended people (oo- :
operators) . :

(B) The problem of communlcatlon to transmlt news 1tems
from provinces and distant. places to headquarters
for: publication, made 1t dlfflcult to publlsh 1nt1me.

DERTeE



(c) Un availability of trained personnel in journalism
“and publicity work, made it even more difficult for
frequent publications, Hence the decision to print
co—-operative News monthly, use of the radio twice a

- week and occasional use of TV, was not followed,

(d) Because of “the illiteracy problem anongst the majority
of the co-operators particulary in the rural areas,
» the assembly of news items from rural areas was slow
~and difficults News items had to be collected in the
* local languages then translated into English by the
departmental staff who had no training in journalism,
(e) Zambia has about 72 languages and of these, seven
© ‘are used officially for transmission of information
‘nationally, The fact that co-operative publicity was
done in English, required that the same information -
“be translated irvito the main seven languages in order
to make the rural population benefit from the infor-
" mation. This brought about the problem of shortage
of staff and funds for this purpose. Inview of this,
feed back with a view to acertaining the effectiveness
--of the radio and TV, broadcast and the publication
of the co-operative News has been difficult to
. accomplish, = Co

Solutions for gome of the _problems:

1) A few members of staff have been . sent out to be
trained in. publlclty work, One of them had completed a
course in journglism in 1971 and was immediately .
attached to the publicity section, He is, however,
only one amongst the many other trained officers
required to man an. effective .publicity sectione The
department of co—operatives is continuing, if funds _
allow, to look for training facllltles of Informatlon
and publlcltj offlcers. ‘

ii) An . attempt had been made to publlsh prov1n01al news—.
““letters in logal languages thus, attempting to meet
the multi-language problem, This has not been veny
successful due to. shortage of fundse

iii) The department of co-operatives as a result of a numbérf”f
of investigations, researches e,t.c. is undergoing o
considerable reorganlzatlon in as far as training and ...~
publicity are concerned, A co—operative Centre for the
Co-0perat1ve Hovement in Zambia is being established,

It is intendéd that all training and pub11c1ty matters
for the co—operative movement in the Country will be
under the co-operative centre, This means that the
Co-operative Centre will have a publicity and production
unit which we hope will go along wegy in. 1mprov1ng
.+publicity work in the country,

Long live the Zambian Co-operative Movement, long live the
Republic of Zambia.
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Merketing Research and Defining the Target Group:
(By. R. Caxlet - Un1vers1ty of 1a1rob1) '

that s Marketlng Researchy

- -..a-.“-_; -p...;_s.c —av

Marketlng'ls “the selllnu of products or services, Marketing
is an impossible task unless based on facts. A market is a
fact - it is a real and material thing and cops1sts of real:
people, some of. whom trancfer products or serv1ces and most
of whom "buy" :

Twrerything about a market is factual, thus the gatherlng
of facts &gbout the market is what marketlng research 1s all
ahmt.;%fi S L

Iow is marketlng reeearch done? In. slmple terms, the seller
of the goods' or serv1ces must go and find out the characte-
ristics of his market, i.e.

(1);Who is the customer or. target. group? .
(ii) Where is the target group? (Where can fhey be reached}
(iii) What do they do?
(ivﬁmwhat‘do they own?
(v) What do they earm?
(vi) What do they like and dislike? -
(vii) What are thelr needs, i.,e, what gives them satlsfactlon?

P01nt‘(v11) is perhaps of greatest importance in marketing. . : -
The needs of the target group are what motivate them to buy
your product or purchase your services, People look for sSatis~
faction of their needs when they go to the market place. ThlS s
leads us to. some general: axlOns of marketlng. S SRR

Cows L

Five Pr1n01ples of harketlng.

LR S . s

(l) The customer/target does not buy a product ‘he bwys

expectations of satisfaction. lhat motlvates a buyer '

is not your service or product, but what he expects to -~

gain from the purchase. A father does not join a

. Co—operatlve Credit. Society because it is a Co~operat1ve.
:5'Cred1t Society, but because he expects it to benefit
_him in some particular way like paying scnool fees for

. his children, :

(2) that Co~operative leaders think: they know about’ the
target group and the market is more likely to ‘be wrong
. .than right. The only person wno really knows is the _
~cugtomer and we can discover .what he knows by examining
. his behaviour. We cai't sell. thlngs or servives to the
" %arget group until ve Inow about its preferences, ile :
can't determlne its preference until we have goad 2_,-”,'“
__.,1ni‘ormat10n about the Kind of things it buys,. and “the
kind of needs it has which wlll persuade it to buy
" something new, or to put it another way - to behave
differently,

-



27

(3) Your competitors are not necessarily those people who
are offering the same products and services on the
market, but competitous are those catering to the same
saxlsfactlons. What setisfactions does the co-operative
movement offer? After knowing this, you are in a better
position to recognise that there are more competitors

.. than you. at first realised. What do they offer that
"you can offer more effectively?

(4) What the supplier of a service thinks is the most

“important feature of the services he is giving may be '
relatively unimportant to the btuyer or member. "What

- does this do for me", is what the buyer wants to know,
The quality you think you have put into a product or
servicemay be quite unimportant to the buyer, This is
why getting feedback from the target is of critical

~* importance, You cannot afford to assume that people
~getout - of ‘your service what you think you have put
into it, .

(5) A buyer is rational, but it may not be the same ratio-.
nality as that of the producer, Inconsistency in be- -
haviour may well result from (a) the different expe-
ctations the customer hos about what he is getting at
different times and (b) the different role situations
in which the buyer acts, e.ge a woman may be very
careful in using the money she has to purchase goods
as a mother, but she may spend more excessively if she
is acting in the role of a woman who wants to be attra—

‘¢tive to her husband or appear.smart in society, ‘

What Is the Target Grcup?

Ye hgve thus far said quite a lot about the target grcup
w1thout clearly dcfining what is meant, The market; as we said ...
earller, consists of peoples And people as everyone knows, are
different., Some are young and some are old. Some are married
and some are unmarried; some are wealthy and some are poor;
some are. hlghly—educated and some are uneducated; some live
in cities, some in the rural areas; some have large farms, some
have small farms, eto. L

These differences which characterlse people also have a large
affect on their behaviour, A womarn behaves differently than a
man because of biological needs, sexial role, and social role,
People with children are metivated moré strongly to take steps
to care for their children, Rural people need: organised Oppor= .
tunities to meet with their neighbours and. commnicate as so
many channels of communlcatlon are not available to them,

It is the job of the market researcher to define the many
different parts of the overall market, i.e, the many target
roups that make up the market, This is done ‘because it faci-
litates the identification of specific markets for speclfic
services, It plnp01nts those sectors where the product is-
sold or the services are offered, Target groups are sectlons
of the’ overall market characterlsed by Spelelc buylng prefe-

rences,
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HOW TO PRUSCNT THE MESSAGE:
(By: Mr, P. Ilinstaedt)

COMNICATTON:

I shall have to start my lecture by saying a little
about communication, because whatever you do, in publicity
and advertising, you do it with only onc purpose — to commu—
nicate a message or concept to a number of people.

So what aluays must be kept in mind is IO you are
"talking" to!

(1) You cannot communicate with people who speak another
language!

(2) You cannot communicate matters which the receiving
end is not familiar with. If I talk about "snow" 1o
you = you may have an idea about it from books and
pictures = but you don't "feel" it the same way as I,
who have rolled in snow every winter since my childe-
hood,

There is not much point in talking about the difference
beitween a Toyota and a llercedes to a nomad from the N,F.D. ~
just as you won't get a lot of understanding about ticks on
cattle = or fertilisation of soil =~ from a slick city
gentleman,

(3) Different vocabulary! You can not use sophisticated
lanmguage to people with little or no education, Just
as you should not use too simple language to more s
sophisticated readers., They would lose interest -~ and
some might even feel bored!

This is why it is so important to define your target
groups — and more -~ to learn as ruch as possible about their
habits before you think of how to formulate your message.

BACK TO _OUR CASE _STORY

You have already defined your objectives and target
groups.
Now let us go through these one by one, We want to defines

(a) Basic message

(b) Language

(c) Copy Platform

(d) Itedia = (i) Articles, newspapers,
(ii) Leaflets.
(iii) Advertisements.
(iv) Posters,
(v) Radio (interview).
(vi) Cinema,
(vii) Others.

(e) Visuals
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ADVIRTI SINGS
(By: P. liwaura)

Generally speaking advertising standards in Kenya are re
remarkably high,. Compared with other developing countries in
Africa, there is a wide range of media for the advertlsers
to choose froin, as many as a dozen agenciese

Printing is also of a high order:'
1, AVAILABLE MBDIA-

a) Press:

There are two 1 ngllsh ﬁallleu ‘and ohe in Klswahlll.

There are ‘also “two ungllsh Sundqy papers as well as

two major Kiswahili Weeklles.f '
In éddltlon there exists a series of magazlnes - some
technical < with relatively Al”h clrculatlon flgures.
The following notes apply only to the leading publi=
cation.(A,B.C, Figures): Wi

TQELEHHQ;_27’ V feolil fgEroulation - Cost per single colum
Dailies - - ime 1972 - . scm.IContract (_h).
Daily aticn Inglish (7) f}‘*'7o,4433__'  20/=

L.A. Standard Inglish (BS). 32,562 1050

Taifa Leo Swahili (T) - 24,709 B 8/= .
Heeklies i u‘;* | .ﬁl"‘ -

Sunday Wation Dnglish (T) 69,242 o 22)

Sunday Post English (T) 27,633 S 5/60

Baraza Swahili (B/S) . AT,480 7 10/50
Taifa Kenya Swahili (T). . 54,831 10/=

Drum English (WAG) ~  100,000% 65/= sc inoh..
Trust_EnglisH(MAG)‘ ’, ) N H35,000%:.‘ 32/— sc 1nch '

* Dast Africa . S
T, = Tabloid B/S Broadsheet MAG Magazlne

Uith the exceptlon of the Sunday Post,-all the publications
listed above accept up to .four colour advertising. The Sunday
Post offers a, second colour.

Total. advert1s1ng expendlture in the Press durlng 1972
amounted to approximately &£ 750,000, This figure takes into
account only acknowledged branded display advertisements,

It does not included government advertising, personnel sele~
ction, classified columns and advertisemeats for cinemas,
theatres, shops and hotels.,



b) Radio:

All radio and television broadcasting in Kenya is
Government cortrolled through the Ministry of
Information and Broadcasting. The Voice of Kenya
accepts commercials for the ilational Service '
(Swahili) end the General Service (English). There
are also various regional services which broadcast
in the vernacular, including Kikuyu, Luo, Kikamba
and Hindustani. All of these services accept
advertising. -

According to the Central Dureszu of Statistics! 1973 "
Liconomic Study, there were about 1,050,000 radio
sets in Kenya at the end of 1972 -~ roughly one to.
every 12 people, or one to cvery 6 adultss Air time
on the National and General - oerv1ces is d;vlded into-
three segments - A, B and C - + A being peak tlme.
Sone typical costs in respect of radig. advertlslng
are listed belows—

. SERVICE .= 60'spot 30'spot 15'spot 30'Nows Ade
L Va04 K. Natlonal SWahlll_ﬁjg,_ ~acency.
A Time 625/- . 450/-  325/— - 525/-

National B Time  300/=" ' 225/=  150/=

Mational C Time  200/- . 150/ 100/~ —
General Lnglish -

A Time 250/= 200/- 150/~

General B Time 200/ 150/~  100/-
General C Time 150/~ 100/~ . 70/-

Regional Services

Luo, Kikuyu and L -
llombasa Stations  250/- = 200/- 150/-‘-

N.B.;Thére are no peak segﬁéhts in the’Reglonal Servmces.'

Sponsored programmes are charged ags under:-—

TADLE M0s 29 COST OF 3o MINUTE PROGRAMIVIE
SERVICE ATIIE  BTIE C TIME
SERVICE

V.0.Ke I'ational Service

Swahili  © 1,875/= 900/ 600/~
V.0.K. General Service ‘ R
English . 750/ = 600/=  450/=

All the spot rates quoted above are at basic rates.
Volume discounts of up to 30 % are owarded by V.0.Ks
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During 1972 expenditure in respect of products and
services advertised over V.0.K. radio cmounted to appro-
ximately £ 475,000, The breakdown of expenditure by
service is listed below:—

IABLE 10, 30:

National Service £ 360,000,
General Service £ T4,500,
Central Xikuyu £ 12,850.
estern £ 15,075
Others £ 12,575
Total Radio Advertising £ 475,000

In terms of spot output, V.C.Ke's National Service is
possibly one of the busiest stations in Africa.
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USING HMASS MEDIA FOR_CAJPAIGIS
(By: lire P. IMvaura)

The following is just an outline of the steps to be taken
while harnessing information for certain objectives, €.ge
selling the co—operative idea or other development—generating
ideas, The outline is not an ottempt to present a paper but
to provide some talking points, A more comprehensive survey
of the available mass medla will be discussed later to give
the necessary background for the dlscu551on.

Target Grougs'

Before any campalgn can be launched it is necessary to
define your obJectlves very ¢learly as well as to have a
very clear idea as to “the” sort of people you want to reach.
Some of the poss1ble target populaulons are--

1. The elite - this 1nc1udes government offlclals, plann°rs,
.decision makers, technlclans and other experts as well
. as oplnlon leaders. . . - Co SIREE

2. The masses = this is argely made up of 1111terate
peOple 11v1ng in the rural areas,

3. Special audlences, Cege co-operators, teachers, school
children, etc.

Launchl_n.g__a_gg.mza;gs.

A campalgn shculd be well planned and co-ordlnaxed and.
should employ the most effective media or combination of media
for the appropriate target group.

Above all the following point should be taken into account--

1., Before people can adopt new 1deas they undergo various .
© sequences, . :
First they become aware of the 1dea, second they becone
interest in the new idea, ie., realising its possible
benefits, third they become convinced or accept the. new.
‘idea and claims made about it as true and beneflclal,
fourth they enter a stage of trial and experiment with
the idea on a small scale, and finally they adopt the
idea if the idea proved satisfactory during the trial,

lledia Analysis :

There are different types of media available and each has
its own advantages and disadvantages. In a campaign they
complement one another, A campaign, any campaign, is a
co~ordinated use of all the available media.
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The different types of media includese

1, Electronic =« film, radio, TV, grammophone, record.

24 Print - newspaper, book, leaflet, maga21re, letter,
telegram. : . _

3e Fase<to=face or word of mouth - speech, rally, baraza,
theatre, conversation,

4. Others include exiens1ons agents, messengers, etca

The electronic media is usually instantaneous and in the
case of film and TV combines the audial as well as .the visual. -
aspects of communication which enhances its impact aiid effec~
tiveness, But the electronic media can be expensive and in
some instances can distort messages, Radio is relatively cheap ’
and can reach millions with little outlay of capital. But its -
messages are transitory; usually they cannot be recalled, a
The print media provides a more permanent record of the
message and the possibility of distortion of messages: is
lessened. The print media is ideal for detailed, how~to-do-it
messages. The print media reinforce what has been commnicated .
through ‘the electronic media such as the radio,” But the print
media requires the effort of the receiver to read ahd under-
stand the messages Here sommunication can be dlstorted or.
broken down, ~
Face~to-face communication or word of mouth lessens the _
possibility of distortion as the source can see the reactions -
of the audiance and may even repeat the message. The message
can be heard and _seen, even touched and smelt, Feedback is .=

clear in most ‘cases,

Getting in touch with editors: ‘ ‘
Since in mast cases you may have to depend on the available

media to carry out your information campaigns it is necessary

to enter into a good working relationship with editors, It is

necessary to bulld up a good reputation, of reliability,

accuracy and competence. llake regular visits to newspaper

dltors, keep in touch with them and make yourself, as much
as is poss1ble, 1nd1spensable to them! L
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PREPARING A SPLECH: :
(By: T.D. Masharani, Lecturer-in-onglis h, University of
Tairobi), '

In your preliminary attempts at speech-making you may
find that notes are more hindering than helpful, In over<
coming your nervousness, short narratives and descriptions -
spoken essays, in fact — will serve as the best exercises,
From these you may progress to short criticisms of, or ‘
replies to, other persons' speeches. But at this stage the
necesgity for brief notes will make itself apparent; and
as soon as you feel confident enough to discuss a subject
at some length, this preparation of the necessary notes mst
engage your attention, S

In roughing out a speech there are several rules to be
remembered. The point to be established must always be:
borne in mind, and every argument used should bear dlrectly
upon and lead ratlonally up to that point.

Dlgress1on of :any kind must be rigidly e cluded. Dxnu—"
rsions into bypaths tend to distract the minds of your hearers,
and possibly your own mind, from the main theme., They also.
use up time unprofitably, Dvery fresh fact or argument should
proceed’ eas1ly ‘and logically from that precedlng ity end it
is in enabllng you to- ‘ensure thls that notes are of greatest
value., '

It has been said th t the best adv1ce on maklng a speech
is embodied 1n the 1n3unctlon to "stand up, ‘speak up, and
shut up"e. And very truly, too, for there is a great deal
more in the phrase than is at once apparent. To stand up

hy51cally you will have already learnt., But you have still

to stand up to your subject, to deal with it fairly, squarely,
and thoroughly. Speaking up, also, applies as much to the.
substance of your diseourse as to the manner of its dellvery,
you must. ensure that your method of treatment is worthy. of. the
subject you expound. and the audience you address. And 1o, shut
up is not the easiest part of a speaker's task. Slmply 0o

dry up because your supply of ideas has run out will undo o
any good you may have achieved, Your various arguments have
to be brought together and rounded off in a climax, which will
leave your hearers. with a clear~cut impression of unassailable
logic arriving at an absolutely right conclusion. Having .
reached your culminating point,:you should never.on any Pre=-
text return to go over old ground. : :

The arrangement of your notes should conduce to all these
desired excellences, A few ideas jotted down anyhow will be
much more likely to confuse than to assit you. Care expended
in preparlng notes will help you in two w%ys. The preparation
will serve practically as a rehearsal of the speech, fixing
the ideas strongly in your brain; the notes themselves, when
referred to, wWill be 1mmed1ately 1nte111g1ble, and a real help.

-
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Before proceeding, hovever, with the preparation of notes,
a clear understanding of the essential component parts of a
speech must be obtained, These parts may be regarded as
being six in number, each following rationally from that
preceding, all in direct relation to each other and the
whole, They are as follows:-

(1) General introduction of subject.

(2) statement of the particular propos1tlon which is to
be expounded, .

(3) The evidence in detail.
(4) The summary of evidence.

(5) Bxposition of the conclusion 1051ca11y to be drawn
from such evidence, ‘ o

(6) The appeal for support, or the "peroration".

Under these headlngﬂ your notes may mosi convenlently be
set doun, Naturally, certain of the divisions are capable of
further subdivision, Ividence in detail, for instance, may
well have six divisions of its own, the number being malnly

dependent on its bulk. ,

Let us suppose, for the purpose of a practlcal example ,
that you have to deliver a speech on "The Need for Prison
Reform", Having acquired a fair knowledge of your subject,
you come to the preparation of your notes. .

First comes the question of how to opens Your 1ntroduct10n‘
muist be of a nature to arrest attention, Some topical or per~
sonal reference will generally achieve this end, and is the
method very frequently adopted. In the present 1nstance it .
will do very well,

ow, them, for the first note, Since the questlon is of
prlsons, recent police proceedings will supply a topical
reference, Select a case that has received a fair amount of
press comment, and under the first of the headlngs mentloned
above, write down-

(1) John Smith, burglar. 3 years,

Hav1ng mentioned this case in 0pen1ng your speech, you have.
to lead up to the subject of Prisons, On prisons few people
have very definite ideas, You may bring this home to them by
asking whether they have any 1dea where and to what John Smith
is going. Very good- write as a second note, under the same

headinge
tthere is he goz.nr'P

Ycu will. probabLy be able to enlarge on thls, either by
describing a personal visit to a prison or, failing that, by
quoting from the report of a recent Parliamentary Committee,
llere is a further note to make. Under your heading of General
Introduction you have, then thisee

(1) John Smith, burglar. 3 years.
Where is he going?
Personal visit (or Parliamentary Report),
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Passing to heading (2) you haove to set out your "argument"
or the proposition you wish to prove, For this, bearing in mind
that you wish to show that our prisons need reform, you had
best give some reasons why cs'at present constituted they
are wrong, You think, perhaps, that it is because they are out
of date, Society's attitude to criminals has changed, but
perallel changes in prison buildings, and, to some extent,
the system, have lagped behind. liost of our jrisons were built
before the idea of reformaticn and rehabilitation of prisoners
was generally accepted; and prison administration, while
greatly improved, is still in need of reform, Under (2), then,
write downe- ' ‘

(2) Prisons need reforn,
Buildings no longer oultable.
Administration noeds modernisation.

With (3) we come to the presentatlon of the eV1dence you
have acquired by reading up your subject, or in other ways.
Its quantity will be governed by your time-limit to. a certain
extent; but if the time allowed you is short, you should
economise it by compressing details rather than by, omitting
them, Your notes of evidence may appear something like this:

(3) Physical overcrowding.
Poor hygiene and sanitation.
llore "open: prisons" needed, '
Stultifying influence of unnecessany petty
restrictions. - o
Inadequate provision of useful employment,
Lack of proper educational facilities.
Insufficient classification and segregation
of prisoners, -
Insufflclent constructlve rcformatory work.

On each of these sub—heaaln 18 you should be able to d1
urse for two minutes or more, forcing ‘your hearers to reallse
what these things mean,

For the summary of this eV1d°nce it will merely be nece-
ssary to make a note thugee—

4 Overcrowdln and bad condltlons.
8
Repressive influences, S
Insufflclent rehaollltatlon.

The loglcal conclus1on of all the foreg01ng is that the =
system is out of date and fails to put into effect present-day
ideas on the treatment of crlmwnals. Make a s1mp1e note to
the effect: S

(5) System out of date,
Theory not put into practlce.
Vast improvement necessary.
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" Your peroration should have all the eloquence of which
you are capable; and, as a keynote, you might jot down as a
final aide~

(6) Ignorance of the facts alone could permit the
continuation of these counditions in a really
progressive community}

As a whole, your notes will appear thugwe

" (1) General Introduction.
John Smith, burglar. 3 years,.
lhere is he going?
Personal visit (or Parliamentary Report).

(2) Statement of Particular Proposition to be Expounded,
Prisons need reform,
Buildings no longer suitable,
Administration needs modernisation,

(3) The Cvidence in Detail.
‘ Physical overcrowding,
Poor hygiene and sanltatlon.
llore "open prisons" needed,
Stultifying influence of unnecessary petty restrlctlons.
Inadequate provision of useful employment,
Lack of proper educational facilities.
Insufficient classification and segregation of
prisoners,
Insufficient constructive reformatory work,

(4) Summary of Evidence.
Overcrowding and bad condltlons.
Repressive influences,
Insufficient rehabilitation,

(5) Exposition of Logical Conclusion from Evidence.
System out of datc,
Theory not put into practice.
Vast improvement necessary.

(6) peroration,
Ignorance of the facts alone could permit the
continuation of these conditions in a really
progressive community!

If your memory is good, or if you have had some little
experience, the above could advantageously be cut down {0

(1) Johh Smith.‘Personal visit.
(2) Reform. Buildings unsuitable., Administration cut of date.

(3) Overcrowding. Hygiene., "Open prisons", Restrictions.
Employment., Education, Class1f1catlon. Constructive
work,

(4) Overcrowding, Repression, Rehabilitation.
(5) Out of date, Theory — practice. Reform,

(6) Ignorance — progressive community,



A beginner would be ill-advised, however, to attempt a
speech from notes cut doun to this extent. The longer form is
clearer, and if well spaced and arranged can hardly mislead
him,

In part (2) of a speech it is usually necessary, besides
stating your proposition, to define the tcrms used therein,
In the example used this was not necessary; tut had your
subject been, say, "Flaus in Social Security”, it would have
been necessary to explain what you meant by "flaws" and by
"social security". Omitting to define your terms will almost
invariably ensure your beingz misunderstood.

The "peroration" is the appeal to the heart made after all
possible has been done by appealing to reason. Speakers who
do not possess the gift of rhetoric are best advised to close
with a quiet request for a verdict on the evidence shown,

Before leaving the subject it must be admitted that some
authorities advise that a beginner should write out the
wiole of his speech, commit it to memory, and have the whole
of the mamuscript with him for reference when his ordeal
arrives, It is true that some of our most brilliant speakers
have followed this practice; and it is also true that the
most striking phrases of any speech are more often the result
of deliberate preparation than of the inspiration of the
moment, The practice is, nevertheless, not commended herein,
as it so often leads to flat monotonous delivery, and to
conplete confusion in the event of the speaker "losing
his place".
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HOW TO_DECOITE A GCOD PUBLIC SPmAKER:

(By: T.D. Masharani, Lecturer-in~tinglish, University of
Hairobi)

TIE FUNDAMENTALS OF CORRECT SPELCH:

TWENTY years ago the averssze man had rare occasion and
little dnclination to make anything resembling what is called
"a speech", Nowadays, however, conscquent upon the growth of
trade union organisations, the growing popularity of debating
clubs and the like, and the widespread interest taken in
public affairs, the desire to be able to express himself
comes to every man, He realises that socially, in businesge
in every sphere of his activities, in fact——a good speaking
voice and a command of good Inglish Form a valuable, almost
indispensable, asset, Long-standing bad habits of speech,
and, above all, that species of nervousness—akin to what is
known as "stage fright"-which assails us all in our endea=~
vours to dddress an audience, moy seem almost impossible to -
overcome; but study of the right use of the vocal organs,
and of the science of articulation, inflexion, modulation,
and pitch, will enable the poorest speaker to become, if not
an orator, at least a good conversationalist. Time spent in
this study can never be considercd as wasted; clear, inte-
lligible, expressive utterance of what you have to say never
fails to exert an influence in your favour when those with
whom you come in contracu are irorming their gudgment of you.

Oraiory iz an art; speech, of whatever nature, is alwgys
a science—-and it must, primarily, be studies as such, The
overconing of the beginner'3 nervousness referred to above
is, obviously, largely a quewuion of screwing up sufficient
courage to take, as it were, the first plunge, If, when you
have decided to take the plunge, you are wise enough to make
your speech a short ocne, and to choose for its subject a
question wherein you have genuine convictions, you will find
that, once having started, the lesire to make clear your
arguments W1ll banish all your embarrassment.

The study of elocution will prove itself of wvalue in
enabling you to avoid many of those awkward lapses which ever
seem to lie in wait for the unwary. Here it may be emphasised
that few people realise the vital importance of correct brea-
thing as a fundamental necessity to all good speaking, although
its importance in regard to good singing is more ‘generally
understood

r"he questlon of correct resplratlon is of such 1mportance
that we will consider it first, and in some details The vocal
organg. consist primarily of the lungs, the trachea or windpipe,
and the larynx, The lungs, acting exactly as bellows, force
air through the trachea into the larynx, where the most delicate
miscular mechanism, divected by the brain, forms (and controls
as to key and intensity) the vocal sound. This sound is s?ill
further moulded in its passage through the mouth by the
relative positions of the uvula, palates, tongue, teeth, and

lips,
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Inspiration should be frequent, and sentences should be so
phrased that fresh breath may be taken before the actual nece-
ssity arises. To do all this, the rib muscles which regulate
the action of the lungs must be under complete control, and
for this the adoption of what is known as costal breathing
is recommended,

There are three methods of breathing, known as clavicular,
costal, and abdominal, The second method, undoubtedly the best,
consists. of what is aptly described as “throwing out the chest®,
There is considerable increase in the middle and lower diame-—
ters of the thorax, and the abdomen should be slightly concave.
It has been proved mathematically that by far greatest use of
the capacity of the lungs can be made in this way, and it will
be found that the regulation of the cutgoing air is easier in
this method than in any other, ' '

Inhalatidn should be, as far as possible, through the nose;
but the point of paramount importance to be remembered is that
the taking of a breath must be accomplished with absolute

silence,

Let ‘your diction be slow; correct respiration will be
easier, you will be more impressive, and you will have more
time to think, o a

The student who understands the significance of correct
breathing and resolves to pay some attention thereto should
next turn his attention to those of the vocal organs, existing
above the larynx, which mould the various sounds and form the
quality or timbre of the voice. There are eighteen distinct
vowel sounds in English, and the actual laryngeal sound for
all of them is the same, the various shades of difference
being made by the positions of those organs situated within
the cavity of the mouthes Of 4hese the tongue, teeth, and lips
are most worthy of attention,

Probably the commonest faults of English-speaking people
are inadequate opening of the mouth and failure to use the
teeth and lips sufficiently in articulating. It is by no means
difficult to remedy these defects, and a little time and care
expended in practising articulation will produce surprising
results in regard to the speaker's "range', besides relieving
his throat of a good deal of strain,

To correct faults in enunciation and articulation it is a

" good idea 1o practise speaking before a mirror, taking careful

note of the position of the teeth and lips when making the
various component sounds of a word, Needless to say, the words
must be spoken very slowly; and the exercise may be reasonably
confined to words which you suspect yourself of clipping or
slirring. At the same time, make it a habit to observe good
speakers. All speech is adquired/imitation, and correct speech
no less so than any other sort, But your study of a good
speaker should not be confined to listening—-watching his
mouth will help you in imitating him as will nothing else,

-
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In connection with mirror practice, the following table
will be found useful, as giving some indication of the lines
practice may take:= S

— s e | s e a4 et 134 i + ampo et + <Pt o . e

Sounds  Nature Exercise
Ah,.0cy O ' Vowel ‘Note varying shape of
S SRS IR SRR 1 mouth and amount of, teeth
AE, and Aw .4 . . jcovered by lips, : = -
: . Hote two rapid positions
I, Ou, and Ow Diphthongal .
(mixed vowels) of tongue and mouth; and
that
0i and Ai I = Ah plus E
Ow=Ah " O
] = "
B flzpr » B
. : Observe contact of lips,
P,B,N Labial and nasal sound in M,
T,V Labio-dental | Observe difference of

position of lower 1lip in
touching upper teeth,

Th, Dh (as in with) Dental { Note position of tongue

S42,5h, and Zh in relation to teeth,

Th,Sh, W Miscellane- | Note protrusion of lips,

ous

L, N Note position of tongue
at back of upper teeth,

R (trilled) Pay special attention to
tongue, .

Resonance, pitch, inflection, and modulation are subjects of
which far more can be learnt from experience and study of good
speakers than from textbooks,

Resonance may be defined, somewhat inefficiently, as that
resounding quality of the voice resulting from the reverberation
of the vocal sound in the cavities of the nose, mouth, and chest
(the latter can befelt vibrating in the production of "Chest"
Notes)
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The question of pitch, too, is one'of some difficulty; the
middle notes of the speaker's compass, as those obtaining
most resonance from the chest, are the most useful to him;
and the lowest of the middle four is probably the best upon
which to commence a speech. Changes of key or pitch should,
however, be effected in order to give variety of utterance;
and these should coincide with changes of subjectes

That power of vocal expression depending on inflection and
modulation is the hall-mark of the speaker of excellence, and
it is only manifested when inspiration is coupled with the
skill obtained by long study and experience, ,

The main points of this chapter may be with advantage
recapitulated as injunctions to practise at every opportue
nity, to inhale silently and frequently ("throwing out® the
chest), and to speak slowly, framing each word carefully and
distinctlye
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CO=OPERATIVE INFORMATICII ™D FUBLICITY SLilINAR

DELIVERING Al ADRESS
(Ey TeDe Masharani, Lecturer-in-English, University of
Nairobi)

WHEN a man has something to say and when he has an oppor=
tunity to say it, there ere four methods of maling a speech
for him to select from,

(2) He may write out his address and read it from a manu-
. script boldly held in his hand,

(b)‘He‘may urite out his remarks and commit them to
memory.

(¢) He may write out his opening words, his closing
sentences and such other salient passages as he -
wighes to make sure of, while extemporizing the rest,

(d) He may extemporize the whole, appearing before the
audience with no visible manuscript, and apparently
talking out of the fullnessof his heart,

Lach of these methods has its advantages and its disa-
dvantages. Bach has points of superiority for certain occa=-
sions, Each requires about an equal expenditure of time and
trouble, Whatever the method chosen, the speaker must make

up his own mind, first of all, as to just what it is he
wishes to get into the minds of his hearers, Ile must decide
on the best means of achieving this end, He must pick out
his point of attack, mass his arguments, and move straight-—
forward to the assaunlt, He may even have what he wishes %o
say clearly planned before he decides which of the four
methods of speech-making he will employ,

The first method is to write out his address and to read
it from a manuscript boldly held in the hand, For an

inexperienced and a timid speaker this is probably the most
advisable, as it is the easiest, Its advantage is obvious;
the speech is ready; and all the speaker has to do is to read
it as best he can. Its disadvantage is equally obvious;
reading is not speaking; and the reader loses the potent
effect of looking at his hearers, and holding them with the
impelling power of the eye,

Yet there is much to be said in favor of the frank and
open manuscript, On an important occasion, a dedication, for
example, or a commemoration, a manuscript is the outward and
visible sign of adequate preparation; its presencé seems
almost to be demanded by the dignity of the event, And the
inconveniences of a manuscript can be reduced to a‘minimum
by adopting a couple of simple devices——by writing, not in
the manner of the essay, but with the emphasis and rhythm of

actual speech, and by a preparatory study of the manuscript
until the reader is so familiar with it that the words fall
trippingly from the tonsue, When he is thus at home with
what he has written, he can read with far more effect, for
he need not keep his eyes glued-to the paper, but can raise
them to range over the audience, thus gaining one of the
advantages of the gpeech actually spcken.



A speaker who.stumbles in.the. reading of. his. oun. manuscript,
and who thus reveals that he has not yet taken the trouble

to familiarize himself with his own words, is a sorry :

spectacle, as wearisome as he is offensive, -

The second method is to write out the remarks you wish
to make, and commit them to memory, This is the most diffi-
cult method of all; and it has been employed successfully
only by a few consummate masters of delivery. The result is
disastrous if {the hearers suspect that {the speaker is relying
on hisg memory and that his impassioned appeals have been
prepared at leisure, Its chief disadvantages are the strain
it imposes on {the memory and the histrionic power it requires
to lend ease and lightness to what is really cut-—and-dried,
Its advantage is that in the hands of an accomplished
craftsman who can write as he would like to speak, and who
can deliver the prepared words as though they were the
spontaneous generation of the moment, the orator can give
to what seems an improvisation on the platform all the
finish and the polish of the essay in the library..

The third method is to write out the salient passages
and to extemporize the rest of the speech. This is really.
a compromise between the second method and the fourthe, Its:
advantage is that it enables the speaker to make. sure that.
he will say exactly what he wants to say, no more and no less,
Its disadvantages are twofold; it gives the memory work to
do when the speaker needs the help of all his mental facul~
ties, playing freely, if he is {0 hold the attention of the
audience, -and it puts an added strain on him to¢ keep the
tone of the passases spoken extempore on the same key as
those delivered memoriter, so that there shall not be a sharp -
break as he passes from one to the other, The effect is
fatal if the attention of the audience is called to the
point of junction., There is one prominent after-dinner
speaker in New York who is always lightly colloguial when
first he gets upon his feet, descending even to comic
enecdotes and harmless personalities, but who at last—like
an organist who pushes in one stop and pulls out another—
soars suddenly to a peroration stiff with lofty rhetoric. 

But there is no denying the popularity of this third
method with speakers of the first rank, at whose hands its
possibilities have been adroitly improved., John Dright used
to write out certain parts of his more important speeches.
So did lirs Gladstone, Daniel Webs ter, a far greater orator
than either of them, had stored his capacious memory with
arguments and illustrations that mlvht 11e there for years

ready for his use,

The fourth method is to. extemporize the whole speech, having
no purple patches in the memory and no scroll of paper in .the
hand, This may seem to many the most difficult of the fourj but
it is indubitably the best. In no other way can the speaker
get the full benefit of a direct personal appeal, as of man
to man, facing each other squarely, Thinking only of what he
wants to say, he vho'makes an extempore speech can hold his
hearers with the eye, dominating them with all the force and -
weight of his oun personality, and exerting upon them. an.
influence which may almost be called hypnotic,
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This sympathetic contact it is which gives to speaking
without notes its overvhelming advantage over reading from
manuscript and over reciting from memory. The sole disad-
vantage of this method is that it calls for far stricter
self-control. A man on his feet and talking freely, with no
restraining manuscript, is often tempted to wander off and to
digress, to linger and to loiter, to repeat himself ogain and
again, The remedy for this is simple and within the reach of
all; it consists in so thoroush a preparation that the speaker,
having discovered which is the shortest road to the point he
is seeking, tokes that unhesitatingly and cannot be turned
aside into any byways, however alluring, There is no need
that the anditors should be conscious of the firm skeleton
of argument which sustains the words of the' speaker; but if
this logical framework chance to be lacking, they will
swiftly discover the feebleness of the speech,
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WRITING SCRIPT I'OR RADIO: ‘
(by Be.S. iwakugu - Farming and Adult Dducation Section
Voice of Kenya)

By observing the title 'writing scripts for R:udio', you
may wonder and ask yourself why? but before ue embark on the
answer, let us see liow many Radio programmes you listen to?

You may be listening probably to only one, two or three
programmes, and could be you have a special reasons This is
probably why one keeps on switching from one staticn to
another, '

In listening to a radio talk programme, one may find the
programme content very educative, and interesting, but at
the end of such a talk you may find you have picked very
little from ite ' ’

When such a thing happens, a programme planner has to
have a lot of factors to put in consideration, such as the
voice quality of the presenter, delivery of the material
contenf, and the art of scripting. Therefore, if your pro-
gramme is not well planned, well presented, and clearly
scripted, it will not be easy to havefyour message put
across, This is.one of the factors towards the vitality of
scripting for radio programmes, ’

By scripting your programme, you will be able to plan
what to talk and how to begin, and you will be able to time
your programne, :

Radio, is one of the tools used in conveying mescagces
and it does not matter how long one keeps on listening, as
I said when planning for a radio programme, you are required
to have effective tactics for conveying informetion, and
descriptive material in a given length of time, - . .

Before you write anything down, have a clear idea of
what you are trying to convey to-your listener,

Remember radio is a 'blind medium', therefore, a listener
cannot have time to ask you questions, so you have to make
your conclusions as to what you are going to talk about, how
40 start your programme and how to end it, If you don't put
up your ideas clearly, paint a picture of the subject, and
illustrate your facts, you will make your listener switch
off his radio set, because of the string of facts, and
unillustrated figures,

Wthen such things happen, what will go home, will be only
a few major points which have been clearly illustrated. So,
always try to find a strong start to attract your lesteners' '
attention. Follow it up with a simple logical progression of
ideas and finish well,

HOW TO CONVEY YOUR IDEAS:

Use simple language, the sort you yourself use when
talkinge. It is a good idea to think of what you want to say,
say it aloud and next write it down, then say it aloud again.

46



47

1. (a) Be personal; Use 'I' and 'you',

(b) Do not generalize - back up 001nts w1th your own
observations and experience,

(c) Avoid purely literary words and sentence constru~- -
ctions, for example you might read an IEnglish book.

(i) "I do not comprehend", but you would probably
 say:= I 40 not understands

(d) Avoid 'correct grammer' eg, if you say ‘llaving
spent all his money he tried to borrow some from
a friedd. The sentence would sound too long and
your listener can be confused, therefore, say:-—
'WWhen he spent all his money, he tried to borrow
some from a friendt,
The table on which I am sitting eeecceces in
conversation, it become, "The table I am sitting on",

Always try to evoid repeating pronouns, and omit the
word "that", for instance:- ,

"I know that you are always clever and work hard"
Instead sayse tm 1 Lnow you are all clever and you work hard"

Avoid the passive voice, eg.

"The match was being describved by Ijuguna Haihochi", but“
say:~ "Njuguna laibochi was describing the match'. Remember.
that what you read from the script over the radio is what-
matters most to your listener, because he does not care how
your script looks lilke, So do not use words like -~ former or
later,

24 When writing a radio script do not assume that your

listener knows everything, so paint a picture of what you
are talking about, but do not overload your materials,

THE PRESENTATIOHN:

l, Very few people have pleasant voices, but all voices can
be improved by correct training., Few people pronounce vords
fully or give correct pronounciations,

In the busy every-day life, most people are careless, they
slur their words, they mumble, cut words short, and drop
syllables,

It is considered smart by teenagers and others to use
slang words or talk shorthand,

2. Voices:

Normally, most people are shocked when they hear the
recording of their own voices. This is owing to the fact that
we normally hear our own voice through our head bones and not

our earss

At times, you will find that some people have no sense of
voice volumeg,they either speak too loudly or whlsper. Ue all

speak too fast. )



48

3¢ (&) The first lesson in speaking is to secure a well
written text, ond read it slowly, fully pronouncing all

words,., Ispecially, paying attention to words such as, 'talking!
'swimming' etc.

(b) Avoid ending such words with, 'in' ‘*ink'. A good low
resonant voice is the best for broadcasting,

(c) Pay attention to the resonants, ¥,W,L,R,II,NGe

It is very pleasant when you hear a scottish "burr®
speak the consonants slowly, ege. 'rrabbit'.

Therefore, remember when broadcasting, open your mouth
and move your lips for vowels, stand up or sit up straight
when addressing the microphone,

(4) loisten and exercise your lips and tongue, work your
Jjaws,

(e) Your voice comes from vocal chords., These exercises
relax your vocal chords and increase the size of the reso-
nance cavities and helps to produce a deeper richer voice,
therefore "Remember on practicing your presentation, write
on top of your script "SLOW and LOW"™.
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CO~OPERATIVE INFORMATION AND PUBLICITY SEHiHAR

GUIDE FOR FINAL PREPARATION OF A CAMPAIGN:

1,

24

CHARACTERISTICS OF GOOD OBJECTIVES:

1, They should be functional, definite, and attainable,

2,

3.

4e

Se

They should indicate the specific changes that are to
be made in the behavior of the people being educated.

They should be accepted by the people as their
objectives and provide an opportunity for a large
number of the people to move some distance in the
direction that they want to go.

They should be so formulated that the degree of their
achivement may be evaluated.

They should lead toward the general aims of education,
of the movement or of the organisation.

They should usually be stated in terms of knowledges,
understandings, abilities, skills, interests, appre~
ciations, ideals, practices, or habits.

IMPCRT AT STEPS TO FOLLOW WHEN PREPARIIG A CAIPAIGN:

4o

1. State your objective (s)

)
2. Decide on your action (s)

\,

3. Define your target group (s)

v : \\\
/ AN
/ N

e N )
State your basic Select your medias
message List information available

about the mecdia and state

: why you select media the

Copy platform way you doe

Final message

\\ ) /
Y
\‘\ S
N\, y y4
5, Indicate when you want to start
your campaigne
Indicate the order of the various
activities, if possible prepare a
timeschedule.
Try to estimate the costs of

the campaigne
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CO~OPLRATIVE INFORIATION AND PUBLICITY SEITIIAR

HOU_TO ITASURE THE IIPACT OF ACAIPAIGH

(By: liiss, Catherine Barmes)

SUIMIARY :
Ao thy Measure the Impact:

Be Stepsin Planning, Liecuting and Evaluating,

B.

B.

Ce

1,

24

3
4e

5.

Decide objectives
Decide target group
Decide means of communication to reach target group

Decide what data to use to indicate reaching the
desired objective and target group

4e

Design campaign schedule
6. Launch campaign
Te Collect data
8+ Analyse and interpret findings
9s Feedback findings into planning sy#tem
4e
1. Kind of results sought (objectives)
2, Area of act1v1ty (geogranhlc)
3. Target group(s) 7 _
4o Time period within which results sought .
5+ Cost (finance and personnel) |
6. Amount of desired result brought about by other
factors
Te Factors hindering greater ach®¥vement of objectives
8, Side effects (positive and negative)
4o Selecting Information to be lieasured:
1. Information Learned
2, Change in Attitude
3¢ Action
Types of Knowledge:
1l. Awareness
2, How=to—do
3o Principles

Reinforcement
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D. Types of Data:

1. Already available records

2, Additional simple records to be kept by individuals
or organizations

3¢ Systematic questionning

4. Feedback from target groups or their represe-
ntatives and from field level staff through 1nforma.l :

meetings, discussions, etc.

Baseline data to allow for before and after Comparison/
Existing Records/Control Areas. S -

D. 3¢ Systematic Questioning:
1, Select persons to be interviewed

a. Random Sampling
be Cluster 0
ce Transect
2, Devise Questions
3. Test the Cuestions
4o Administer Questionnaire
Ee Analysis and Interpretation of Flndlngs.
1, Cause - Effect Relationships

2, Statistical Analysis
3¢ Interpretation — include other relevant information
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CO-OPCRATIVE INFORMATION AND TUBLICITY SLLINAR

PAPFR NO I.

INTRODUCTION

ZAUTANKENYUGAN is a republic with approximately 10 million
inhabitants, About 70% of the population are directly
dependent on agriculture for their day to day living, and
the majority of these people arc living on very small farms,
The income from these farms is generally very low, too lou
to feed adequately a family of the nost common size,
Consequently, there is an increasing stream of unemployed
people moving towards the touns, In the towns there is a

small but growing middleclass with a reasonable level of
income. Lower categories of staff in various industries are
generally receiving very low wages. A few people in the
country are owning very large farms, another relatively
small group of people is doing very well in various kinds of
business,

A strongly pronounced government policy in the country is
to develop various types of co~operatives in order to
achicve a better utilization of the natural resources and to
securc a significant increase in the standard of living
among the less well to do pceople both in rural and urban
areas, For this purpose there is established a Department for
Co~operative Development which shall support and advise the
Co—-operative liovement, The Ilovement is organised in Primary
Co=-operative Societies, Co—operctive Unions which are rendering
various services to the Primary Societies and an Apex Organi-
sation supporting Unions and Primary Societies.

The Apex Organisation of Co-operatives in Zamtankenyugan
wants to speed up the starting of new consumers co~operatives,
mainly in urban areas, and savings— and credit societies in
towns as well as in the countryside, simultaneously with the
continuous work of improving the marketing co-~operctives whicH
which have been in operation for several years.

The plan is to prepare and launch a countrywide campaign
with the objective of creating a favourable climate for a
rapid expansion of new types of co-operatives as well as for
the co=operative movement in general.

ASSICGNIENT: Discuss and find out how you would form such
a campaigne
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CO=OPZRATIVE INFORMATION AND PUBLICITY SEYIYAR

PAPER NO II.

Some of the problems experienced over the past years:

~ some people with significant influence 1ithin politios as
well as buoineSs are against the Co~-operative liovement.,

-~ ‘a great many bu51ness men of various ceo terorleé feel the
expansion of oo~operat1ves as a threat to thelr private
1nberests.

- a few: people vere belleved to look for qupport from
members: of co-operatives for personal puraoses such-as
belng electcd.as HP, etce : :

- some few people have tried to make thclr prlvate bus1ness
profitable throufh 1nfluent1al people within the Movement..

- some rather ignorant farmers have becn conviced by greedy
middlemen that they can profit more from selling their i
products to these middlemen than throush their co-operative
societies,

~ reports from the field indicate that quite a few members
of co-operatives are lacking interest in the activities of
their societys They ccmplain about too low profits and no
entertainment, and the attendance in meetings is very low.

-~ it is the impression that a great proportion of well
educated and well to do people are against co-operatives,
not only because of private interests wvhich in some cases
are threatened, but also because of inadequate knowledge
and in some coses because of certain social attitudes.

- 8chool leavers know nothing about co-operatives because
nothing is being taught about this in the schools,

- a wide range of people are spreading rumours and other
negative public relations about co-operatives. Effects of
this are particularly noticeable when efforts are made
to gtart new types of co-operatives,

- it is feared that negative public relations also can
influence members of parliament with very unfortunate
consequences for the allocation of money for support of

co=~operatives,

from time to time it is expressed by MP's that co-operatives
too often prove to be inefficient, and that the Government

policy should rather aim at supporting private traders than
co-operatives, Even some few ministers seem to be influenced

by these allegations.

newspapers, to the extent they are presenting information
about co—operatives, do‘'mainly write about mismanagement,
conflicts, embezzlement, etc. Such negative and derogatory
publicity is difficult to counteract, partly because the
local newspapers tend to be reluctant to present rectiflying
articles from the liovement, partly because readers seem to be
more interested in reading about what is going wrong than

what is going well.
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Publicity work, with the objectives of giving the public
proper 1nfomat10n about the co-operatives as well as uplift
the image of the Co~operative lovement, has been going on
for a few years, partly carried out by ‘bhe Apex Organisation,
partly by the Co-operative Department, It is believed that
the various and more or less sporadic actions which have been
taken so far almost exclusively have reached those.who

are already fairly well informed, who in most cases already
are active members of the Co-opera.tlve Hovement and who are
maintaining a pOSJ.‘bJ.Ve attitude to co-operatlon. Those acting
on the basis of vested interest have not been influenced and
the rest of the public have generally not paid any attention
at. all to the information passed on,

The work now ahead of us is the very first attempt of launching
a country-wide, comprehengsive publicity campaigne



CO—OPLRATIVE INFORMATION AND PUBLICITY SEMINAR

DISCUSSION GROUP OND:

MEMBERS: Iire li. Kagosha ~ Chairman (X)
Mre Colle libewe - - Secretary Z)
lire S. Sekitoleko = Member U)

Dr. P. ligembe Member (T)

ASIGNMENT s

To prepare and launch a countrywide compaign with the
objective of creating a favourable climate for a rapid
expansion of new types of Co—operatives as well as for the
Co-operative movement in general with emphasis on Consumer,
and Savings and Crcdit Co=-operatives,

1. OBJECTIVE OF THE CAMPAIGN:

Non-members to be informed and convinced about the
advantages of becoming members (farmers, employees).
2o TARGET GROUPS VE WANT TO RIACH:

(a) Peasant farmers

(b) Workers

(c) Professionals

(d) Women Clubs

(e) Youth in organised institutions,

3. DECIDE OI' YOUR ACTION:

To lauch a Countryw1de Campalgn to propagate the Co~
operative movement.

Te MEDIA:

We will use a Combination of medias inorder to reach our
various target groupss

Name of target group Types of lledia.

(a) Peasant farmers Radio
Posters
Groups
Speeches

lobile Cinemas
Outdoor advertising
Direct mail
Newspapers

Gimmicks

Shows,

-1V -



Rame of target group Types of Media.

(b) Workers , Televisions
oo . Pamphlets

Radio
Posters
Groups
Speeches
Mobile Cinemas
Outdoor advertlslngb
Direct mail
Newspapers
Gimmicks
Shows, '

(¢) Professionals Televmslons

* “Radio

. -Newspapers
Gimmicks
Direct mail
Show exhibitions -
Outdoor advertlslng
Speechers,

(d) Women Clubs Speeches
Dailies
Radio
Televisions
lMobile Cinema
Gimmicks 7 . ,
Outdoor advertising ~
Show exhibitions
Forums.

(e) Youths in Organised Mobile Cinema
Institutions, Dailies S

' ‘ Radio . L i

Pamphlets :

Posters

Gimmicks

Television

Forums inform of debates

Direct mail,

Why we have Selected the above medias:

Radio = 1 radio forAévery 12 people or every
6 adults,

Television — 30,000 sets but only 2% in african homes,

Mobile Cinema - 650,000 viewers every monthe




Newspapers - Dailies -~ Sunday Nation ~ 69,842
Sunday Post - 27,033

Baraza - 47,480
Drum E,A, - 100,000
Trust - 35,000
Taifa Leo - 27,709
E.A. Standard - 32,562

Taifa weekly - 54,831

Posters - About 25} of the Mation

Direct IMail = About - 5,000 letters

Forums - 100,000 groups.
TIME REQUIRED TO CARRY OUT THE PLAN AND T!HL ORDER OF THE
CAIPAIGN:

Possibly 2 months, or as soon as materials are ready.

- Pirst Internal meeting to discuss the plan, The meeting
will be attended by all members of staff in that
particular department,

- Second meeting of top excutives to discuss the plan,

~ Prepare all the necessary materials to be used in the
campalgne )

- Hold Seminars with Co-operative personnel from
provincial and district levels,

~ Briefing the Permanent Secretary through the Commissioners
(Directors) and the outcome of the seminars, so that he
can negotiate with other permanent secretaries on the
help we might require from them when carryingout the
campaligne

- Now the Iducation Secretaries go out to hold one dagy
courses, show films, radio programmes, newspapers,
Gimmicks etce

COSTS OF CAMPAIGN:

The group did not come to any fixed figures, but agreed
on the following statement:=

That our costs will depend upon the money which can be made
available from the (overnment and movement out of their
miscellenious funds, Otherwise the Campaign may heve to
wait until the Parliament has approved the funds for the

following year.
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CO-CPERATIVE INFORMATION AND PUBLICITY SEMINAR

DISCUSSION GROUP TiO RLPORT:
FINAL FREPARATIONS OF THE CAMPAIGN

MEMBERS: Iir. Selle Karugu ~ Chairman (x
Ir, Ila C, Kuria - Gecretary K
lire Jo Lutwama ~ Iember éU
Ilre J. Byaruhanga — lilember (u)
lire S, Karobia ~ liember (x)

Objective:

Non-Hembers to be informed and convinced about the advan—
tages of becoming a member of Sav1ngs and Credlt Co-operatives,

Target urOupS' ClVll Servants,
Total 100,000 Uon—members made up as follows:-—

a) 70 OOO Jon—members re51d1ng 1n Five Urban Areas
w1th approx1mately 15 000 each,

(b) 30 000 on-members scatered all-over the Rural Areas.
Action:

(a) To creat awareness. _

kb) To convince non—meﬁbers to join Society.

(c) Adoption of the plan.

All of the above (a) to (c) to be done through "Personal
Contact" with some of the existing members., The Co-operative
Officer together with a few existing members should meet the
Head of Departments, or Sections, i.e. Commissioner of
Social Services to inform him of our massage, so that if he
is convinced he can arrange meetings with his juniors,

The existing members will rainforce the message—~that has
been put across—to the target groups At the end of the
meeting this should be followed-up by relevant film show,
Hands-outs, Radio, Hewspapers and T.V,

Basic Hessage:
"Join Savings and Credit Societies!!"
(1) You mobilise your money and get loans without usual
security.

(2) Your money uill be used to benefit you and your neighbour
and vice varsa.

(3) The society helps members to educate their children by
giving Loans.

(4) The society gives members Loans to pay for dowry,

(5) The society helps members to buy Lands and build
houses or buy houses,.

(6) The society creats a feeling of togetherness of people
from various groups.
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Copy platform:
"Do a Way with Financial Straintt"

Final Massage:
Demostration - Three Pillars
(1) Save
- (2) Borrow
(3) Pay.
The Starting of the Campaign and Estimates:
” To start our Campaign we require the followingss:-
(1) 1 Public Relations Officer

(2) 5 Co=operative Officers for the 5-'Urban Areas-Each
Urbam Area with approximately 15,000 non-members,

(3) The same Co-operative Officers will also cater for
' the Rural Areas,’
Other requirements would also bese . o,

Stationaries, 5 Vehicles, A typist, one furnished Office,
and Duplicating lachine,




CO—OPERATIVE INFORMATION AND PUBLICILTY SEIIINAR

DISCUSSION GROUP THRIGE REPORT:

FINAL PREPARATIONS OF THE CAMPAIGH

MEMBERS : lire A M, Ilacha — Chairman (T
Mro Polls Mwiricia - Secretary éK
J. Bagarukayo (Iliss,) - lember U
CoPoJ. Chemirmir (liiss,) - Member éK
Ir, 11, XKasozi » - lember (U)
Mr, L,K, Biribonwa — liember U)
lire F.B, Komen -~ Member K)
Iirs Rehe lwaihojo ~ Member T)

1, OBJECTIVE:

Non-members to be informed and convinced about the
advantages of becoming a member,

2o ACTION TO BE TAKEN:

National Campaign:— Integration of Government Officials
and Influencial:Leaders, :

3. DEFINITION OF THE TARGET GROUPS:

In our target groups we classified them in:-

a) Rural Communities
b) Urban Communities
a) Rural Communities:

Large scale farmers _
Peasants/small scale farmers
Fishermen AR -
Poultry Keepers -
Profesaionals and elite
Organlsed groups such as youth clubs, schools, theracy

classes etc.
FParm employees (such as Labourers)

b) Urban Commnities:

Civil Servants - Local
- Central B
- = Statutory ‘boards

- People working in private sectors

- People in parastatal organisations

— Artisans e.ge. Handcraft; tailors.etc.

— Professionals - Lawyers, Doctors etce

— Organised clubs such as llaendeleo ya
Wanawake or Umoja wa Wanawake etce

— Schools, Colleges, Institutions.

dels BASIC MESSAGE s
Join co-operatives to overcome your economic and social
problems. Co




4.2, SELECTED IDIA:

a) Rural Areas:
Personal contact - with Leaders and Chiefs
Radio .
Direct mail
Mobile Cinema
Show exhibits
Out—door advertising
 Gimmicks.
b) Urban Area:

Newspapers

Radio

Television

Cinema/Film shows

Outdoor Advertising

Stickers N

Personal contacts - Trade Unions organised bodies
Direct Mail,

443, INFORMATION AVAILABLE AND REASONS FOR THE MEDIA:

1l, Personal COntact-

Information availables~ Local leaders;

Reasons:~ The Local leaders are mearer to the
target groups.

~ Use influencial people,

They know social structure -~ Language habits such as
faiths clans etc.
The Media is economical - meaning that itis cheap to
RADIO:
Information available;-—
1, The average Radio Listeners is 1: 15
2, Public listening points

3s Institutions like Schools, Markets,
Community Centres and Ujamaa Villagese.

Reasonss~ - Itis the quickest medium
—~ Reaches many people at a given time
(both literate and illiterate)
— Cheap medium available to our target groups
meaning that Radio sets are available in
both rural and urban areas.

DIRECT MAIL:
Information available:— people and resources

Reasons:~ It stimulates awareness
Attracts attention
It supports other mediae



lobile Cinema/Cinemas:

Information available: - Mobile equipments for film shows.

Reasons: .~ Very effective, target group are captive.

“

It has sound, colour and movement,
It reaches more people.

NB: These types of media can be used in both rural and
.urban. areas. .

a) Improve social Development

b) Improve your production through co-operatives

c) Good market for your products

d) Avoid exploitation ~ Join Co-operatives

e) Assured loans for production, housing, education etc.

5e FINAL MESSAGE:

a) For better living

L]
1"
1"
"

1"

1"
i1
1
"

1t

farming

marketing

Animal husbandry
Savings and Credit
Lducation,

Join the Co-operative movement,

b) When to start Campaign:

1, After harvest seasons in rural areas

2., After rainy season — in urban communities,

c) THC ORDCR OF ACTIVITIES AT THE NATIONAL LEVEL:

Stage 1: Inform the policy makers'about the campaign

Stag

to get their support and approval
2: Actual Launching of the campaign:

a) lieetings with provincials/Regions,
District Teams.

b) Mass meetings followed by film shows
posters and Radio programmes,

c) Follow up by seminars/conferences at
the grass-root level to measure the
impact of the Campaign on:=—

a) Need for the formation of
new societies,

b) Increased membership to the
existing Co-operatives,

d) TIME SCHEDULE:

12 lionths,
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e) Estimated Costs for the Campaign:

ls Radio programmes 400,000/=

2, Publication of posters etc.: .
3e Transport and Travelling subs1stence 120,000/=
4. Seminars and Conferences 100,000/=

[

Total = '620,000/=
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A
q Programme: AT KIKUYU ~— NAIROBI.
' lMonday 28,1 ‘Tuesday 29,1  Wednesday 30.1 Thursday 3l.1  Friday 1.2 Saturday 2.2
m.oo“ Registration Groupwork III Definition of ! Communication VI Hedia: By what 6e Direct mail
Presentation of Target Groups (cont.) ‘means can we talk |
participants - | (Leoture) (Mr. Macharis) to the individuals
.Hbdwomﬁo&wo: G%. i (Mr. Catlett) in our target
irector of Seminar groups
Mr, Fremstad) .
9.00 | Official opening Plenary session Groupwork Groupuyork and Plenary sessiong Te Gimmicks
(tr, Oluoch) Plenary Sessions | 1, ?m@mm m<mwwmvwm
. i 24 Media analysis
10,00 - - - i fe Hedia analysis |
Coffee Or T e a
10,30 : e N N e o " e e e e
Lecture on - IT Analysis of Groupwork AOOS&.V i Comrmnication 3. Principles for 8, Other media
Co—operative * Ob jectives (cont,) selection of
MMMMWOﬁBob& hﬁzﬂw.mWSOHHv . (Mr, Macharia) m%mwmzﬁmﬁHmv
. (Lectur Plenary session 4o The writing of
(Do, Tyan jom) Groupwork articles, news—
letters, press
releases Ival,.
12.30 . of part. articly ]
14,00 L u N Y , __H ]
Presentation of | Groupwork Aoo:d.v IV Communication V How to Present | How to approach &mm
Country Papers: . mmmwwmmwmmmm press Free
H WMMMMN (Lecture) (Lecture)  Photographs
- Tanzania - (Mr, Macharia) (Mr. Himstaedt) 5« The writing and
- Zambia S presentation of
speeches
15.30 . B R R (Mtr, Masharani)
, ,H ws&womnO&Hob o mwmnmaw mwmmwos Groupwork o .mwmbm&%‘mommwobm
of Case- S : - : . )
16430 |~ = = = = = e = e e e e e e o i el e T I R i
! Participants write
m short articles 1
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_ Tuesday 5e2

Hednesday 6.2

8,00{ 9. Radio: ! VII Final VIIT * How to :
How to Write Mﬂovwﬁm&wwsm of zmmmsmm &ww Hs@wO&W
Seripts e Uampaign of a Campalgn
The Presentatiay (Miss. Catherine) | (Miss. Catherine)
of a Programme .
(Mr, Mwakungu)
po.oof,
| Coffee T e a
" H.O.:wo ” . - ;
; 10s T.V.: The w ~ Plenary sesgion : Ivaluation and
duties of an closing
Information
Officer in Preparation of a
the prepa~ budget and time
ration of a - schedule for a g
program campaign
12,30 - (mre Amord)
14,00 L | U C H
u 11, mﬂgﬂm&% of The role of Departure
media Information and .
L Publicity in
. ww. Final selectiay maintaining Co=
, ., of media operative Democ~
" Groupwork racy
Sl . AEH.' uz.u..u.m&mgv
15,30 b —— - :

Plenary session
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CO-OPERATIVE INFORMATION AND PUBLICITY SEMINAR

List of Participants:

KENYA:

lMre 1M, Kagosha

Mr. M,C., Kuria

Mrﬂ D. Karobia

Mr., P, Mwiricia

C. Chemirmir (liiss.)

Mr. S.M. Karugu

lir, F.Be. Komen

TANZANTA:

Mr. S, Masawe

Dr. P. Mgembe

- Department of Co-operative

Development,
I'.0, Box 40811,

- HAIROBI,

{enyae

Department of Co-operative
Development,

P,0, Box 40811,

NATROBI,

Kenyae

Co~operative College of Kenya,
P.0. Box 24814,

KAREN ,

Hairobi,

Kenyae

Kenya National Federation of
Co~operatives Ltd,,

P.0. Box 49758,

HATROEL,

Kenya.

Kenya National Federation of
Co~operatives Ltd.,
P.0. Box 49768,

NATROBI 4

Kenya,

Kenya National Federation of
Co—operatives Ltd.,
(Iuranga) ,

P.0O. Box 49768,

. NATIROBI,

Kenya,

Kenya Farmers Associations Lid.,

PoOo BOX 351
NAKURU ,
Kenya.

Co-operative Education Centre,
P, 0, Box 3091,
Tanzania,

Co~operative Union' of Tanganyilka

Ltd.

P.0. Box 2567,
DAR IS SALAAM,
Tanzaniae
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Mr, A.H, Macha - P.0. Box 3021,

DAR IS SALAAM,
Tanzania,
Mr, R.A, Mwaihojo , —~ Co~operative Union of Tanganyika
' Ltd., : '

P. O, Box 2567,
DAR ES SALAAM,

Tanzania,
UGAI_‘%:
Mr. S.. Sekitoleko ~ Uganda Co-operative Alliance Ltd.,
P.0, Box 2215,
-KAITPALA,
Uganda,
Je Bagarukayo (Miss)’ ~ Uganda Co—~operative Alliance Ltd.,
P, 0. Box 2215,
KAMPALA,
Uganda.
Mr, Jo. Lutwama ~ Last Mengo Growers Cowoperative
‘ Union Ltd.,
P, 0, Box 7092,
KAIPALA,
Ugandae.
Mr, M. Kasozi — Department of Co-—operative
Development, ‘
P. 0, Box 3585,
KAIPALS,
Uganda,
lMr, E. Biribonwa - Department of Co-op, Development,
P. 0. Box 3585,
KAIPALA,
Uganda,
Mre J. Byaruhanga ~ Uganda Co~oOperative Alliance Ltd.,
Ps 0. Box 2215,
KAIPALA,
Ugandae
ZAMDTIA:
Mr, Cs lMbewe — Department of Co~op. Development,
P, C. Box 1229,
LUSAKA,
Zambia,
ICA STAFF: '
Mr, D, J« Nyanjom - Regional Director
Mr, A. M. Kimario ~ Training Officer
D. He Opondo (Mrs,) ~ Training Officer
Mr, Ilkka Puupponen ~ — Seminar Organizer

Mr, K,Ce.W, Verhagen ~ Research Officer
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