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= The AudienceScapes Research Pro

InterMedia@ multiyear AudienceScapes projastaimed afilling knowledge gapaboutmedia
preferences personatommunication habitandthe use of hformation and communication
technologies (ICT#) Africa and other developing regiorBhe projec® namereflects theneed
expressed bynanydevelopment organizationand implementergo better understandthe changing
communicationpreferencesand needf their Hudiences® the target populationsvhom they are
trying to support

Ultimately, we believe thisesearchwill improve development outcomes by helping to ensure that
criticalinformation about healthfarming,finance and othekeytopicsgets tothose who need it most
is exchangeth the most appropriatend useffriendly formats, and stimulates useful twavay
communication between development aid providers and recipients.

Project Background

Research onammunication ICEand media marketis already conducted in developing countriesdy
number ofacademic andnultilateralinstitutions,governmentagenciesand commercial research firms.
But themajority of it has afairly narrow thematic scope and/aoes not cater to the specific needs of
the development community. In addition, much of this reseaichot readily accessible toany
development organization@articularly smaller ones in developing countribefauset is either
proprietary,too costlyto collect or purchasegr simply noteasyto access

InterMedia, a norprofit globalresearch institutedecided to leveragits analytical capabilities to make
such informatiorwidely availablevia the AudienceScapes websitevyv.audiencescapes.g). The

unique characteristic of the AudienceScageantitativeresearch design itss combination ofdetailed
baseline informatioron peopl® media and communication habits with survey modules looking at how
people gather, share and assess informatorspecific development topicén this case, farming,

health and personal finance.

Qur vision is togrow AudienceScapes inta frequently-updated communicationreference tool for
developmentpractitioners and local stakeholdersn much the same way théte Demographic and
Health SurveysMww.measuredhs.cojrare for populaion, health and nutrition data, theiving
Standards Measurement Studwt://go.worldbankorg/QJVDZDKJBB for household social and
economic dataand heWorld Values Survéwww.worldvaluessurvegon) is for gaiging people2
views and beliefs about politics, religion and other tapics

Given the rapidly changirtgchnological andnhformation environmenglobally, and the growing
emphasis omsingparticipatory communication toois developing countrigsve see a strong need for
an ongoing source of extensive, objective and granular communication and media resesrata and
elsewhere.
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Our Research Approach

InterMediais takinga two-pronged approach to the research component of AudienceScapébe
project@ pilot countries of Ghana, Kenya and Zambia

Quantitative analysislooking at ) the general populatio® access to and use wiedia, access
to and use of information and communication technologies (ICTs), and-efarmbuth
communication habits; and)how these factors affect peopBacquisition of knowledge about
key development topics.

Qualitative analysisof how policy makrs and influencers gather, assess, share and disseminate
critical information related to development topics

This report is based on a quantitativ&irvey in Ghana and gives development practitioners
concise but rich description of the development information environment in Ghana. It offe
insight into how information is gathered, shared and used at the grassroots level. In

addition, it showcaseshe power of the AudienceScapes national survey instrument to hel)

the development community better target their communications and information efforts.

Thisunique dataset addresses some of the toughest questions in development program
management: From Wwich information sources do various segments of the population lear
about development issues? How can we share critical information with target demograph

groups efficiently and effectively? What sorts of information do people want, need or lack

Thenationally representative survay Ghanavasconductedover three weeks iduly and August 2009
with asample of 2051 respondents selecteftom the adult population (15 andver) according to a
probability-proportionatto-size(PPSyampling plari(See Appendi for moredetailsonresearch
method9. Key elements of the dataset include:

Descriptions of general medisse, ICT usand communiation habits
In-depth sections omadio, TV, print, mobile phonend internet use

In-depth sections on acce$s anduseof information coveringpersonal finance, health, and
agricultureissues

Demographic and socieconomic status information
Respondent®pinions aboutselecteddevelopment issues
Measures oftust in information sources and institutions
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In this report,the AudienceScapes analysis team sought to highigétvnational trends ando
demonstrate the power of separatirdata by keydemogmaphicvariablesfor practical application to
development needsWhere possible, we have also tested for relationships amomgrrdtiorrsharing
habits, accesand demographics that might help development practitioners better understand the
consequences dheir programming choices.

This is not an exhaustive exposé of this very rich dataset; we limited our analysis to a few case studies in
2NRSNJ (12 KAIKEAIKEG GKS RFEGFEQA LROGSYGAlLt dzaSad { SLJ
interest to the @velopment community; it is also our hope that researchers and development

practitioners will share their own analyses of the data through the AudienceScapes interactive tools.

Structure of This Report

e Thereport summaryprovidesa detailedrundownof the main findings

e Chapter 1 provides lrief overview of the development context in Ghawaen the research
took place.

e Chapter 2 describes how Ghanaians gather and share information in general, while Chapter 3
focuses on the use of specific media and ICTs

e Chapter 4 discusses communication in the context of three important development sector
health, personal financand agriculture, including case studies that highlight ways the
AudienceScapes data can inform development programs in each sector

e The appadices provide additional details on research methods, InterMedia and the
AudienceScapes team.

We hope you find this report useful, and welcome your feedback.

Peter Goldstein

Project Director, AudienceScapes
For more information, email us adudiencescapes@intermedia.org
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] ReportSummary

Theprimarylessonfrom the AudienceScapeational survey in Ghania thatthe demographic and
behavioral characteristics ofrioustarget populations should be key detemants of howcritical public
interestinformation is communicated to and shared with thélinis may seem obvious many
development practitionetsut the valueadded bythe AudienceScapesirveyisto providean empirical
foundation forsuch an approaghwhich isoften based bynecessity oithe anecdotalexperiences of
those in the field

The data highlighstatistically significanvariationsin information access, use and preferenaasong
key demographisegments notably, betweenrural and urban respatents, men and women, people
with varying level®f educationand those living in different regions of the countil of which are
analyzedn this report.

Furthermore, the survey shaewhat detailed baseline research on media use, ICT use, and
communicaion habits and preferencesnbe applieddirectlyto developmentvork, which is illustrated
in the reportby a few hypothetical case studies

The folloving is a comprehensive summarythé repor@keyinsights

l. Establishing the BvelopmentCommunicaéion Contextin Ghana

This sectiorof the report sets the scene for demographic parsing ofdheveydata byproviding insight
into popular perceptions of Gha@adevelopment priorities and goalas well as levels of trust in various
institutions and leels of interest in various topideatured in the media

U Given the frequent need for development organizationsvirk with local institutional partners,
the survey asked about relative levels of trust in national ingtihs. The results show
nongovernmental institutions, such as banks, the media and major companies received higher
trust ratings than didofficial bodiessuch as prliament and the courts. Theole exception to
the latter is the military, which led all institutions in trust levelsocalN@Os also received high
marks.

U When asked about a range of key developmdnpics, the vast majority of respondents are
most concerned aboubread-and-butter issues such as unemploymeand the cost of living,
as well ascorruption and crime They cited pedfic development issues such as availability o
drinking water and education dar lessmportant at the national level, in part because people
from different demographigroupsor geographi@reasexpressed different priorities among
these issuedew respondents saw censorship of the media as problematic.

U When asked about topics that attract their attentiom traditional media (radio, TV and prinf)
respondents gae relatively high marks talevelopmentheavytopics suchas health, the
environment and agculture (all attracedd I I NB I G R Sfrom reBpbndéni$)i Sy G A 2 y ¢
Womenseemto pay less attention than men tall topicsexcepthealth.
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U  When asked about Gharg progress so fan a range of Millennium Development Goals set
for completion by 2015a clear majority feeprogress habeen made Thisis despiteobjective
measures showinthe countrystill lags in several of these areas.

Il. Information Sources and Information Gathering

The reach of traditional media is far framiform throughout thecountry. Meanwhilereliable internet
connections are out of reach for most citizens. Mobile phdmaseverare opening up a powerful new
avenue of communication and informatisharingfor the population, butheir full promise as an
empowering commumation tool has yet to be fulfilled.

U Traditional media continue to play dominant roles in informing Ghanaians asdoreferential
information sources. Even wherusingthe internet or mobile phonesGhanaians often use
them to access information from tradibnal sources For examplethey will use the internéto
access a newspap@rwebsite or listen to radio ations using their mobile phones.

U Interms of access to media and ICTs, radio and mobile phonestaeriost universally
widespread, with radio cledy the most widely used information sourcd'V is also largely
accessible (but much more so in urban than rural aré@gand wordof-mouth networksfar
outpaced new ICTs and formal public information soursash as billboards and pamphlets.
Ninety pecent of respondents said they had listeh the radio in the last weekirtually all of
them said they useadioto get news and informationn at least a weekly basis

U Nealy as many respondents repogetting news and information from SMS servicesfaem
newspapers suggesting that at least in terms of national averagesyile phones are already
as important a source of inforation as some traditional media sources.

U Women in the survey ee less likely than men tdhvave household access to mediautlets and
ICTs, despit¢his survey beinglesigned to adjust forhis trend It may reflect wome@

assessments that they do not have access to a particular media outlet or ICT in their household

if they do not use that particutatem or are denied use of.it

U Trustin SM&delivered information is rather low and significantly trails trust in a number of
other sourcessuch as radio, TV and friedésmily. However, this partly reflectslack of
familiarity with SMS as a sourcerdws giventhat many people di not answer the question or
said they do not use SMfews and informationOnly 7 percent of respondents described SMS
news asuntrustworthy.

0 Aprinciple obstacle to acce#gg various information and communicatiolgonduits inrural
areasis lack of adequee and reliable electricity Ru@l survey respondentsa four times more
likely than urbanites to sayeir households have no electricithnother access obstacle for
rural residents is e limited reaches of radio, T&nd phone signals
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U Language diversy in Ghana is a critical factor in any development communication plan,
particularly in rural areasOnly about 30 percent of rural respondents (and 55rpent of
urban respondents) say they cagasily read English, the official language of GhaWéhen
asled which language thespeak most often, nearly orfédth of rural respondents named a
language other than English, French (spoken by some people in areas bordering neighboring
Francghone countries) or the Hnhostcommonindigenous Ghanaian languages.

Word-of-Mouth Communication

U Nearly 40 percent of those surveyed said they discuss general news and information with
other people in their community at least once a weplround threequarters said they do so
at least monthly Rural regdents, in particularsaidword-of-mouth sources provide trustworthy
information. Rural residentsalsorely more heavily on worgf-mouth sourcessuch as
friends/family and other people in the community for regular news

U Although word-of-mouth is an important source of informion for both genders, nen report
much more frequent word-of-mouth information-sharing activity than womensuggesting that
reliance orthis communication modéo inform or engage women in discussions may be more
challenging than with men

Traditional meda trends

U Nearly all radio listeners (defined as people who said they listened to tadio within the last
year) say they tungo FM stations regularli{in the last week) other wavebands are far less
popular. A substantial minoritgaythey havelistenedto the radio via mobile phone

U The radio market is active and diversRespondents were asked to name up to three stations
they listen to most often. Among thep 10 stations named, mostere only mentioned by
between 5percentand 10 percent of responas, reflecting a wide range of radio preferences

U The data suggest a limited sattion of TVchannelsis available to most Ghanaiand/rtually all
respondents with a TV at honsaid theyreceive their signal through an antenoaly and
receive between oe and sixchannelsFour channelsdominated viewer frequency rating&TV,
TV3, Metro T\And TV Africa. Urban and rural viewing tslshowed notable differences.

U0 Asubstantialmajority of respondents expresgust in news and information on TV
Considerig sofew stations are available to most viewers, this likely reflects opgubthe big
four stations

U Survey respondents connected to the main power grid for electricte three times more
likely to have a television at home and almost four times mdikely to have a computer or
internet accessElectricity $ a key determinant in respondeti¥sccess to a wide variety of
information ©urces and communication tools.
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Mobile

i

Reach of rewspaperss far smallerthan for radio and TV only about a fifth of those sweyed
said they had read a newspaper in the last weélhesaeaders had a distinct profite
predominantly young, educated men in urban areas (particularly the capital, Accra) with
relatively higher income®nly four newspapers (thBaily Graphicthe Junior Graphicthe
Mirror and theGhanaian Timé@swvere mentioned by at least 5 percentr@spondents nationally
as one they read most often, once agaieflectinga diverse media market

phones and SMS text messaging

Mobile phone use is widespreadlbeit in varying intensitiesThree-quarters of respondents

said they had used a mola phone for some purpose the last week;88 percenthadused a
phone in the last yearThere was an urbarural use gap, but wsrates were still high in rural

areas (85 percent of urban respondents had used a mobile in the last week, versus 70 percent
rural residents)Demographicallythe most pronouncedisepattern differenceswererelated to
respondentslevels of educatiorfwhich emerged aa proxy in the data for general soeio

economic statup

Despite the broad reach of male phones, the surveg indicatesthe predominant functionfor
most peopleis voice callingUse of SMS servicésclearly expandindyut may be running up
against literacy wadlamongcertain demographic segments; the sundata suggesd that
English literacyin particular is akeydeterminant ofSMS use rates

Use patterns differ markedly betweemobile phoneowners and norowners, with the latter
group laggindgar behind in nearly all function categoriesThis has implications for

development efforts focused on mobile phes used in a shared environment (e.g. a community
phone) as opposikto an owneffocused approach.

Among those who own mobile phones, most said they had not been ownersiiore than
five years indicatingthis is a new technology most Ghanaian adult$/ost nonowners said
they are able tdorrow a phone when necessary.

Young adult (1530) respondents ee not significantly more likely to own phones thateir

older counterpars, even though young adults sdlgey use mobiles more heavilyOwnership
ratesare significantly different across regions, ranging from 47 percent of respondents in the
Northern Region to 82 percent of respondents in Greater Accra.

Ofthe 12 percehof survey respondents who sayey do not use mobile phonest all, the
most commony cited barriers a1 not owning aphone (77 percent of nonusersiiot having
access to a phone (31 percenthe high cost of handsets (26 percen@and the high cost of
calling credits (13 perceit
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U ! €FNBS LINRPLERNIAZ2ZY 27F YiseilvioScqlidgdzhgiSirstpBoheNt & | R2 L.
more than five years ago) are men under 40 with higktean-average incomes and
educational attainment, and strong Englidanguage skillsBoth male and female early
adopters are far heavier daily users of various phtfumetions than people who bought their
first phone more recently. This likely indicates that phone owners become more comfortable
with, and dependent, on multiple mobile applications over time.

The nternet

U The internethasa narrow user base, though nas narrow ass portrayed insome ICT
aldldAradtadoa olFaSR 2y NI dataiAbeey peSadiibAresyoaderitsSay] mnn L
they have been online for ap purpose in the last yeasgvenpercent say they haviegged on in
the last week

U Althoughalack of telecommunications infrastructurand cost factorslearlyimpede internet
access for many in Ghana, another major challenge appears to be lack of knowledge about the
web itself. A third of respondents saey do not know what the internet j$df saythey do
not know how to use it.

U The surve@ userdemograghicsshowthe bulk of web surfers arggoungurban men who are
highly educated and relatively wealthyAgain, the ability to read English with ease comes to
the forein this profile

U Of thosewho said they have used #hinternet, fewer than half saghey went online for more
than the most basic purpose@mail, newgyatheringand searctunctions on a regular basis

U Lessthan 10 peent of mobile phone users sayey have accessed or currentccess the
internet viatheir mobile.

lll.  Staying Informed About Key Development Issues
Health

U Word-of-mouth exchangesbout health information are very commonSeventypercent of
survey respondents gdhey discuss healttssueswith others more than two-thirds saythese
discussions take place regulafy2 ¥ (0 Sy ¢ 2 Nith @iéhdskandZamilyTey are less
likely to discuss health issues with doctors, work colleagues or fellow students.

Ui However, when asked about the trustworthiness of héfalinformation provided by various
sources, doctors ratechighly along withmore-frequently consulted friends and family
members
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Rural residents a&e far more likely than urbanites to discuss health issues regularly with
community elders, and nearly twicas likely as urban residents to discuss health regularly
with traditional healers Theextremepoor (those who reported incomes equivalent to $1 per
day or lessare particularly likely to discuss health with community elders

Thatdoctors are not the mostvidely used source of information about health may be because
they are not available to or affordable for the average Ghanaian. Howe\a# percent of
respondents sayhey generally have aass to a doctor or other healttare worker when they
are sick oininjured, implyingit is more difficultfor themto discuss health topics in general with
medical professionals than it is to get spot treatment for a particular ailment.

When respondentsvere askedwhere they received messages about healtbpics, radio ard
TV ranked as the highest information sourcésssthan 1 percent of respondentaentioned
SMSservices othe internetas a source foany of the health topicsoveredin the survey
(malaria, HIV/AIDSB,polio, family planning, maternand infant hedh, anddiarrhea)

Respondentsare relativelysatisfiedwith the health information they receie; more than80
percent of all respondents sdlgey aredsomewhag or dverye satisfied Rural residents
expressed somewhat lower sdastion rates than urbanés forinformation on all of the topics
except diarrhea

The study identified lealth opinion leadersasdemographically distinctive mostly male,

relatively welloff and wel educated, and young to middéged.The rural cohort has a notably
higher numbeirof health opinion leaders in the 6flus age category. This may reflect a rural

bias toward traditional systems of authority, which attribute more value to knowledge gained by
senior members of the community.

Opinion leadership on health issuedsnot necessarily correspond toutstandinghealth. A
smaller percentage of opinion leadetsan other respondents descritibeir health@d 32 2 R¢ 2 NJ
& Kellent Tlarder share of opinion leaders describe their healtivasy badb &

Case study maternal and infant health information for young rural females

The survey identified a clear health informatih gap for young rural femalasa quarter of this
target group said they had noeceivedany information on maternal and infant health in the
last year The patterncut across geographic locatians

Less than 10 percendf young rural femalegxpressed any level of dissatisfactionith the
information currently available to them aboumaternal and infant health This raisethe
guestionof how best to shar¢his critical health information when there does not seem to be
natural demand for it. In other wordsgslelopment groupsnustgenerat interest and
involvement among a targejroupthat does notappear tobelieve it has a great need for such
information.
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U Those wio do getmaternal and infanhealth informationidentified radio and doctorgasthe
most common sourcedut even thesesources were limited in reach. Only arounthad of
respondens in this target group sahey discuss health topics of any kind witb@ctor or
medical professional.

U To reach young rural women, the most effective conduit is likely tora€lio, particularly the
stationsthis target group tends to tunéot Adom, Peace, Obuoba, Nhyaad Radio Savannah.
Educational programs or cafl shovs on these stations one or moreAkan languages would
probablybe accessible ta majority of the target group.

U The survey dataalsosupport the need for moreoutreach prograns by doctors(or at least by
some type of health care professionals) to buiftbn thebeliefthat doctors are widely trusted
but not widely engaged by young rural women.

U The data suggest that development groups promoting maternal and infant health should
make better use of mobile phones and TVifty percent of young rural womeregthey have
access to a TV at home, but only 25 perdamte receivednformation about maternal and
infant health fromthis source.Sixtyeight percent sayhey have access to a mitdphone at
home, but none havebtained health information by phone.

U However, gven the group$low level of education on average, SMS may not be the most
effective medium(only 18 percent of this grougaythey use SMS information from a service
provider or other source at least once a monthy.programs and toffree callin services would
likely be more accessible.

Personalfinance

U The data showgronounced regional differencei access to and use of financial services
with respondents irthe remote Upper East and Northern regiaegisteringthe lowest levels of
acces and useHowever, @en wherefinancialservicesappearwidely availablehalf or more of
respondents sathey have not saved or borrowed moneyom formal or informal institutions.
Thus, access is not the only factor determining whether people use sgrvic

U Based on the answers of the survey respondeinfeymation about personal financial topics is
not widely disseminatedn Ghana Althoughapproximatelyhalf of all respondents sdiiey pay
a great deal of attention to news about business and the econonany sayhey rarelyreceive
information aboutspecificfinancial topicssuch asaving at a bank

U People who hare not used particularfinancial services ie also less likely to have received
information about those services recentlfor at all), sugggting a link between the availability
of information and use patterns.
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For those whado receiveinformation about personal financéssues the most common

sources &e radio and TV, followed by wordf-mouth from friends and family, bankerand

colleaguesThirty severpercent of respondents say they discpessonal finance with their

FNASYRA 2NJ FEHYAf& 2y | NBIdzA I NJ olFaAra ONBaLRyas

Less than 1 percent of respondentaentioned the internet and SMS text services a source
for any financial topic

Regarding the financial information filtering through to most Ghamsiiaespondents indicate
they mostlyreceiveinformation about bank accountsompared toother financialtopics
mentioned in the survey

Many respondents had not recead information about mobile money services a hot topicin
African development since tlrerapid growth in Kenya and elsewhetdowever, the recent
introduction of such services in Ghamaay have changed the situation since then

Low exposure to informatia aboutfinancial topicsis matched bylow levels of trust in and
satisfaction withthe information available Thelowest levels of satisfactioare for information
about informalmethods ofborrowing and saving

Significantly, financial information suppdid by experts gpecifically bankers) does not get a
better trust rating than information provided by friends and family or media outlets

Rural residents ee less likely than urban residents to view either banks or the financial
information they provide & trustworthy. The same was true of people with no formal
education compared with respondents with any formal education

Opinion leaderson financial topicsare heavily male and relatively high omé income and
education scalesthey tend to have more pesonal experience using financial services of various
kinds.Urban opinion leaders are mostly youmg;ural areasa significant minoritysover 6
similar tohealth opinion leaderOpinion leaders @ also no more likely than other

respondents tausethe internet or SM&s news sources.

Many of the respondents itower sociceconomic strata sayhey do not use financial services
and have limited access to either formal or informal banking. Women and youtio might be
assumed to be lowuse groups are only slightly less likely than the national average to have
access to financial services

Radio, T\and word-of-mouth are the best ways to reactihe population who do not use
banks butthese conduits arecurrently underutilized for financial informationBankersarean
important source of information about formal financial sees for people who use them
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Agriculture

i

Extension agents and friends and family stand out as key sources of informdtiofiarmers
about ¢practicak issues(such as fertilizatiotechniques and seed varietieshdiois clearlythe
dominant media source for this type of information; NGOs barely regast@n information
source.

Althoughinformation about practical farming issues appears to be readily available to most
farmers,many farmerssaythey are not getting any information about importanébusiness
issues such as market prices, crop subsidies and land property rigBisvey respondents also
expressedow levels of satisfactiofor the amount of businesimformation theyreceive.

Theview of extension agentsvasvariedin the survey Athough they are cited as information
sources by many farmers, the informatidmety provide $ not rated as any more trustworthy
thaninformationfrom other prominent source€ven spextenson agents emerged as a
possibly efficient conduit for connecting farmers with informatgmurces about business
issues.

Althoughinformation services for farmers based on mobile phones are a key element of
current development workthe AudienceSapes surey results suggedat least for the time
being) thereach of such services iminimal Even though 64 percent of farmers s#lyey have
householdaccess to a mobile phone, only four respondents said theg batainedinformation
about agricultural topicén the survey from SM$nly onerespondent said héad learned
about markets or prices in this way.

Respondentscite radiomore frequently thanany other media as a source of information
about farming business issueHowever less than half of farmers sethey have received
information about business issues (such amrkets, prices, legal issues financing from
radio. This suggests thaadio programming aimed at giving farmers-tgp-date business
information, particularly in a calin show formatwould help fill thisinformationgap

Farming opinion leadersra a very small percentage of the total farming sampédthough

they appear to bewell-informed individuals For example, opinion leadease more than twice

as likely as thgeneral populationd usenewspapers and government officials to gather general
news and informationOpinion leaders@ alsosignificantly more likely to mentioextension
agents, other farmerand farming supply vendors as souroé$arming information.
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Case study: GheQ cocoa farmers

About afifth of the farmers who participated m the AudienceScapes survey say they cultivate
cocoa, Ghan@ primary cash crop

These cocoa farmers appety have better access to information on the wholéan other
types of crop farners. In particular, cocoa farmerseclearly better informed about agricultural
markets, commodity prices, financial issues and legal issues

Although cocoa farmers @ on average less reliant on wordf-mouth as a source ofjieneral
news, they ae twice & likdy as other farmers to sapeople come to them very often for
news and information about farming (13 percent of cocoa farmers, compai@6 percent of
other farmers)

Cocoa farmers & significantly more likely than dter crop farmers to say they hee received
information about business issuesvhich likely reflects cocd status as a particularly tace
cash crop.

Cocoa farmers @ also more likely to be satisfied with the information available to them
about businesgopics.
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B Demographic Profile of Survey Respondel

Gender Age

15-29 30-44 45-59 60 and over

AudienceScapes National Survey of Ghana, July 2009,
AudienceScapes National Survey of Ghana, July 2009. N=2051 N=2051 adults (15+}
adults (15+)
Language Spoken Most Other Languages
Often Spoken/Understood
B w o m > ] I I I o
Akan/Twi  English Hausa
Akan Ewe Ga Dagabani  English Adangbe
AudienceScapes National Survey of Ghana, July 2009. AudienceScapes National Survey of Ghana, July 2009.
N=2051 adults {15+) N=2051 adults (15+)
Residence :
Education
T
No Farmal Primary Secondary  Post-Secondary,  University
Education (completeor  {complete or Vocational Degree or
incomplete)  incomplete) Higher
AudienceScapes National Survey of Ghana, July 2009. N=2051 AudienceScapes National Survey of Ghana, July 2009. N=2051 adults{15+)
adults (15+)
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Traditional

Upper H i . .
West Reglon Re\|§\0n REllglon Other,

U 3% 1% Don't
pper MNone Know

East \

5%
No,

Brong
Ahafo
10%

Central

1% 1%

Muslim
17%

Ashanti
19%

8%
Western
Volta
10%
9% :
AudienceScapes National Survey of Ghana, July 2009. N=2051
AudienceScapes National Survey of Ghana, July 2009. N=2051 adults {15+)

Standard of Living (Self-Assessment)

JIII‘*%
0 N I

Not enough Enough for  Enough for food  Can afford Can afford
eventohuy food, but buying and clothes, not certain whatever we
food clothes is enough for  expensive goods want

difficult expensive goods

AudienceScapes National Survey of Ghana, July 2009. N=2051 adults {15+)

6b20GSY ¢KS a{i®elfyRASRIAGRE [ XORF&ENS A& RSEAAITYy SBeingd
households, based on their ability to afford basic and luxury goods. It was developéerlietlia to address the
02y OSNYy GKIG YlFye &adaNWBWSe NBalLRyRSyida FNB KSaidly
selfdescriptions of household status and wealth also reflect local living standards, whereagdoilaient
incomes an represent vastlv different social status in different countries.)
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1] Chapter 1: The Development Context in Ghg

1.1 Politics

Heldwork forthe AudienceScapeasational survey began soon afterS President Barack Obama visited
Ghana in July 20Q%is first trip to SubSaharan Africa dsead of stateBefore heading to Ghanthe
president statechischoice ofdestinationwasintendedpartly to highlightd hie critical role that sound
governance and civil society play in promotihgd G A y 3 RS'@St 2 LIYSy (i oé

Indeed,Ghan& politicalsituation provideshelpful context for analyzing the current development
environmentand how best to communicate with Ghanaians on development isSttesevolution of
multiparty democracy, witlvibrant compdition between parties, has led to a politicahd sociatulture
embracing free debatand open communicatiarGhana has enjoyeetlative political stability for nearly
two decades, including two peaceful transitions of power betweenttiemajor partiest the National
Democratic Congress (ND&tid New Patriotic Party (NRPn the course of the last five multiparty
elections.The 2008 presidential election was so close that it led to aafiirelection between the top
two vote-getters,but the parties accefed the Election Commissi@final decision withouta struggle or
political upheaval

Thisdemocratic traditionmay help explain why a substantial majority of respondents the
AudienceScapesurveyexpresstrust in governmental institutions as shown ifChart 1.1(respondents
could also choose to answéomewhat or dverye untrustworthy in each caseshanaian&trust in
government bodiesny partly reflect a belief thaglections givehem a say in who runs these bodiard
what policies they pursue.

1.1: Trust in Institutions
% of Respondents Answering "Trust Somewhat" or "Trust Completely”
91%
209, 82% 84% 84% 85% 85%
75% .
68%
58% b1%
Police Courts & Local Parliament National  Local NGOs  Banks& Media Major Int'l Military
Judges  Government Government Financial Companies Development
Inst. Org.'s
AudienceScapes National Survey of Ghana, July 2009. N=2051 adults {15+)
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Various nongovernmental institutions ram&lativelyhigh inthe trust measuresthoughthe militarywas
the clear leaderThelatter@strongimage mayalsoreflect the countr@® political historyformer Air
Forceofficer andcoup leader Jerry Rawlingsnigw credited with paving the way fa functioning
democracy. He ruled as a military leader from 1982 to 188dwas elected president that year for a
four-year term under a new democratic constitution. He was reelecte®#6,1but barred from running
again in 2000 because of constitutional term limitdich hehonored.

Thesetrust measurements are helpful fahe manydevelopment organizations that need to work
with or through existinginstitutions to publicize or implemat projects and programsThe question
results are encouraging in the sense that international development organizations rahkdnidghe
trust measure, as well as the media and local N@®g&h oftenassist in thelisseminaibn and
exchangeof developnent information Of particular relevance to the development communttye data
suggestrust ratings show little difference betweemral and urban area@hart 1.2)

1.2: Trust in Institutions by Location
% of Respondents Answering "Trust Somewhat or "Trust Completely"
Urban mRural Less trusted among rural than urban
More trusted among rural than urban responde
pondents %, 9% 91%
83% 83% 84%
L 79% 79% ® 82%
AR 76%
59
.D
574, 59% 60% 62% | |
Police Courts & Local Parliament  National LocalNGOs  Banks & Media Major Int'l Military
Judges  Government Government Financial Companies Development
Institutions Org.'s
AudienceScapes National Survey of Ghana, July 2009, N=2051 adults (15+): 886 Urban, 1165 Rural

1.2 Economy and Development

Despitea functioningdemocracy anda relatively robust economy in SubSaharan African terms
Ghanastill faces considerabléevelopment challengednthe years for which datara available, the
World Bank estimates that:

o Fifty-four percent of tke population lives below the $&day poverty line (2006 estimate)

o Life expectancy is 60 years, compared to a world average of 69 years andrecbigle country
average of 79 years (2007 estimate);
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e Twenty percent of Ghanaians do not haweess to improved water sourcesration is even
less developed for example, aly 15 percent of the urban population has access to improved
sanitation facilities (2006 estimate®);

e Fewer than half of all roads are paved (2005 estimate);
e Only 65 percent of adults (over 15) are literate (2007 estimate).

The prevalence of HIV/AIDS igstantially lower than in other parts of St8aharan Africa (the World
Health Organization estimated the prdgace among adults at aroundg&rcent in 2007, compared to a
5 percent average across S@aharan Africa), but other health crises perSBorexample, ahird of
deaths among childreypounger tharfive are caused by malaria.

Ghana receives more than one billion dollars in officealedopment assistance each year 2007 (the

last year for which data are available), aid constituted more thauoarter of government

expenditures” Even so, there is intense competition for development resources. With so many issues to
address, Ghar@ poverty reduction strategy is primarily focused on achieving middle income status
through growthdriven approacks to human resource development, increasing the competitiveness of
the private sector (especially through the modernization of agriculture and infrastructure) and

promoting good governancé.The current National Democratic Congress (NDC) administ@&f608
campaign platform contained three key pillars:

¢ Economy increasing public savings, improving the efficiency of public service delivery,
FOOSt SN dAy3a dalLlzoftAO0 Ay@SadySyida Ay SySNHesz GN
water resolNJ S & 3 éizing 2dR&iIINGFend improving the investment climate.

e Educatiom improving the quality of education through teacher training and distance learning,
and encouraging participation by the private sector in education.

e Healthr focusing on preventiveare agaist targeted diseasds Y R A YLINE Ay 3 & OdzNI (i
care to international standards.

As a prelude to discussion of communicafielated issues, the AudienceScapes téisshasked survey
respondents about their own development priorifi@sprovide sme guidance to development
organizations about the bottomp view on Ghar@ most pressing needs

/ KI NI Mmoo akKz2ga (GKS LISNOSyidlFr3aIS 2F NBalLlRyRSyita RSa
ASNR2dza¢ O0UGKS 20 KSNI NBaLRWANE 2HLIR 20182 [ SINBLINEBYRIREWE (
surprisingly, breadand-butter economic concerns topped the list
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1.3: Importance of Development Issues
% of Respondents Answering That the Issue ls a
"Somewhat Serious Problem" or "Very Serious Problem"

Unemployment/Lack of Jobs
Poverty

Cost Of Living

Corruption

Crime & Violence

Drug Abuse

Food Security

Availability of Drinking Water
Quiality of Education

Availability of Electricity

Quality of Health Care

Interethnic Disputes

Political Instability

Equal Rights for Men and Women
Availability of Telecommunications
Censorship

AudienceScapes National Survey of Ghana, July 2009. N=2051 adults
(15+)

1.4: Development Issues By Location

% of Urban/Rural Respondents Answering That the Issue ls a
"Somewhat Serious Problem" or "Very Serious Problem"

W Rural ® Urban
Food Security
Availability of Drinking Water
Quiality of Education
Availability of Electricity
Interethnic Disputes
Equal Rights for Men and Women
Availability of Telecommunication

AudienceScapes National Survey of Ghana, July 2009. N=2051 adults (15+):
886 Urhan, 1165 Rural

There isalsoafairly clear
oconcerngafE between
respondent§¥iews on
economig corruptionand
public safetyissueson the one
hand, andmore narrowly-
defineddevelopmentissueson
the other.

From a demographic
perspectivethere were also
notable differences between
the responses ofirban and
rural residentson specific
development issues, with
more rural dwellers judging
each issue to beomavhat or
very seriousForexample,
rural dwellers weretwice as
likely to saythe availability of
telecommunications is a
serious or very serious
problem, ostensibly reflecting
the lack of infrastructure in
rural areagChart 1.4)

Groupedby responeéntsQQ
level of educatiom an
effectiveproxyin the datafor
their generalsociceconomic
statust the results shovwthose
with no formal education are
far more likelythan othersto
identify access tdood,
electricityand
telecommunicationservices
as seriois issues. They are also
less likely to be as concerned

aboutcorruption, drug abuse or political instabilifyable 1& This trendunderlinesthe subjectivity of
people@development prioritieswhichtend to focus onissues thaare closest to home.
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Tale 1a: Development Priorities by Education

Formal Education of Any No Formal
Kind Education

Corruption* 81% > 76%
Crime & Violence 75% > 74%
Drug Abuse* 72% > 65%

Quiality of Education

Political Instability*

AudienceScapes National Survey of Ghana, July 2009. N=2051 adults (15+): 1664 with formal ed
387 with no formal education. *=Differences between the twoups significant at the 10% level or belo

That sofew respondents saw censorship of the media as problematipportsthird-party assessments
rating Ghan@ media environment aspenand competitive For exampleFreedom Hous® Freedom of
the Pressridex rankedshana as one of only sev8ubSaharamfrican countriesn 20® with dfree¢
media environment§Ghana has a permissive media regulatory environnagita number of
professional and civil society groups working to strengthen independent niddare than 1%
newspapers androundl110radio stations inform Ghanaians about current evetitose households
with televisions can accessleastthe three mainGhanaiarstations(GTV, TV3 and Metro T&id
sometimespart or all of themore than 20other stations*

Local radio stations regularly provide programmim¢anguages other than Engligyen national TV
news broadcasts include some local language segmehisis vital, given thathere are more than 70
spoken language@n addition to Enggih) in Ghan&"

The most widelyised andunderstood are the Akalanguageamily (such as Twi or Fante)agaare,
Dangbe, Dagbane, Ewe, Ga, Gonja, Kasem and N¥ema.
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1.3 Gauging Development Progress

In addition toasking Ghanaians about their priordgvelopmentissues, the AudienceScapes survey
asked them to judge thiecountry@ development progressver the past four or five year§hese
guestions were derived from six targets included in thated NationdMillennium Development Gogls
which participating countries have pledged to meet by 2015.

1.5: Progress Toward Development Goals
% of Respondents Answering "Some Progress or "A Lot of Progress”

Pregnant Women Can See a Doctor 88%
Universal Primary Education | 77%
Access to Clean Drinking Water 1 76%
Access to Birth Control Methods _ 72%
All 15-24 yr-olds Can Read and Write 1 67%
Equal Gender Representation in Parliament 1 65%

AudienceScapes National Survey of Ghana, July 2009. N=2051 adults {15+)

AsChart 1.5shows, a dar majority of respondents fethat Ghana hamadeat leastsome progress
overall, albeit to varying degrees dependimythe issue (other possible responses warmet a lot of
progress andono progress at a). Thegenerally positive view dhe country@ developmentgains
suggestedy theseresultsis incontrastto objective measures shangthere are still significan
unfulfilled needsn many ofthe areascovered in theequestions Thisrunscounter to the commonly
held view that perceptions of issues and problems are typically woesetthe actual state of affairs.

There wasa high level o€onsistency across demmaphic group$n respong tothe development
progress questionawvith the exceptionof universalaccess to clean drinkinvgater. Fewer rural residents
(73 percenjthan urban residents @percent) saythere has been progresghose with no formal
educatbn ae less likely than respondents with any formal educatmeaythere has been progress7l
percentversus B percent of each group
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1.4 Development in the News

Another way togaugeGhanaian§priorities of issueis tofind out what typesof newsstories tend to
capture their attentiorwhen they reachewspapers, watch Tdf listen to the radiolt may be
encouraging for development professionals involved in communication efforts to <&eairt 1.Ghat
topicssuchas health, the environment and agulture rate high amonghose thatattract ¢a great
deal of attentiorg from survey respondentss they use traditional media sources

1.6: Attention to News Topics

% of Respondents Answering "A Great Deal of Attention”

76% 74% 74%
60% 599
0,
S2% 49% 49%
38% 38%
Health Eventsin Crime Environment  Agriculture  Entertainment Sports Business,  World Events Politics
Community Economy

AudienceScapes National Survey of Ghana, July 2009. N=2051 adults {15+)

It is also worth noting thatpecific development topi¢gssuch as healthithat generally ratdow in the
oserious issug questionscale, rated higher on the newsworthiness scale. Convemsblie personal
economic concerns such as jobs and povargyat the t@ of the list of serious issuganly half of

respondentgo the news topics questiogaid they pay much atterdn to storiesabout business and the

economy.

Generally speakinghose survey respondentsho saythat others come to them very often for advice
and opiniongon certain topicgdefined agOpinion Leaderm this study are more likely to pay attention
to news regardless of the topieChart 1.7)" Opinion leaders ifinance and farmingra more likely

than the average respondeit say they pay a great deal of attention to neretated to their area of
opinion leadershiggbusiness and the econonfigr finance leadersagricultureand the envionmentfor
farming leadery The samesialso true of opinion leaders in healdithough to a less dramatic extent.
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1.7: Opinion Leaders' Attention to News Topics
% of Each Group Who Said They Pay a Great Deal of Attention to News About Each Topic

W National Average B Opinion Leader (Finance) Opinion Leader (Health) Opinion Leader (Farming)

86% e BA%, 84%84%50% s0or

74% 76% 6% 74% [ /
66%
60% sa% °64%
53%
49%
38%
Crime Health Eventsin Environment  Business, Economy  Agriculture Politics
Community

AudienceScapes National Survey of Ghana, July 2009. N=2051 adults{15+), of whom 95 were identified as Opinion
Leadersin Finance, 89 as Opinion Leaders in Health, and 51 as Opinion Leaders in Farming.

From a gender perspectiva,lower percentage offmalerespondentghan malerespondentssad they
pay a great deal of attention teach issugapart from health issug€hart 18).

The gender spread was widestsports politicsand world events. On the other hangearlythree-
guarters of tle female survey respondentsiddhey pay a great deal ott@ntion to information about
health, crime, and community events.

1.8: Attention to News Topics by Gender

% of Men/Women Who Said They Pay "A Great Deal of Attention" to Each Topic

75% 76%
. 69%
55%  52% 51y
45% 45%
I I I ] i 30%
Health Crime Eventsin  Environment Agriculture Entertainment Business, World Events Politics Sports

Community Economy

AudienceScapes National Survey of Ghana, July 2009. N=2051 adults (15+)
Men B Women
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] Chapter 2information Gathering and SharingAn Overview

2.1 Access to Media and ICTs

The waysn whichpeople access information are rapiélyolvingall over the worldAfrica is no exception,
asradio and television outlets proliferatendnew media expand theangeof potentialinformation
sourcesln Ghana, as this research shows, change in the information landscape is in some ways
evolutionary and in other ways revolutionary. The reach of traditional n{ealiéo, television and print}

far fromuniform throughout the country. &iable internet connections are out of reach for most citizens.
Mobile phoneshoweverare opening up @owerfulnew avenuef communication and informatien
sharing for the population, but mobifull promse as an empowering communication tool has yet to be
fulfilled.

Based on thé\udienceScapesurveydataabout Ghanaian@access tonedia andCTs, and howeople
are using them to gather and share informatjomo key pointsemerge

¢ Traditional mediacontinue to playdominantrolesin informing Ghanaians and in their
information source preferencesEven when internet amobile phones araised it is often to
access informatiofrom traditionalsources. For example, Ghanaiavii use the internet to
accessa newspape® website or thewill listen to radio stations vitheir cell phones

e Resource and access constraints prevent many Ghanaipadicularlyin rural or remote
locations from gathering information orcommunicatingviatelevision, newspapers othe
internet. However, radios and mobile phones are more widely access#dueoss the country
and are clearly the modes of communication with the most {oagge potentiain development
communication in Ghana

Chart 2.1 shows how household access &ia and ICTs differs éngeneral sense imural and urban
settings The gap in access to TV and radio underlines @&digremacy as a traditional information
source outside urban areasleanwhile,mobile phone access is at relatively high levels acribss

board; even the existing urban/rural gap in mobile phone access should be viewed with caution, given
indications that rural access is catching up quickly. Note that the urban/rural gap for mobile phones is
alreadynarrower in relative terms than thdbr access to computers, T¥slandline telephones, even
though the latter three technologies have been commercially available in Ghana for longer periods.
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2.1: Access to Information & Communication Technologies
% of Respondents with the Item at Home in Working Order

89%360/ HmUrban ™ QOverall Rural
°84%

81%
76%

65%

18%

10%
o 7% .

12%
8%

. 5%

Radio TV Computer Internet Landline  Mobile Phone MP3 Player

AudienceScapes National Survey of Ghana, July 2009. N=2051 adults {15+ ): 886 Urban, 1165
Rural.

Ghana has clearly entered the new media worlalit it has not yet conquered all impediment®ot
universal access for citizenblote that Ghanaplaced ninth of 35 African countries on the International
Telecommunications Uni@ 20® ICT Development Index, whitdctors inlevels of acess, use
patterns ancthe ICT skillgevels of individuald” Theprice measure used to calculate the ICT
Development Index (a price basket of fixawkltelephone, mobile telephonand broadband internet
service costs as a share of montghpss national incomper capita) indicates that Gha@®aCT services
are more &pensive than 12 of the 32 African countries for which prices were measured (and more
costly than 124 of the 150 countries measured worldwitf&).

That saidmobile phone ownershign Ghanais expandingrapidly and has already leapfroggethe rate

of accesdo landlines. According to figures compiled by the World Bank, the number of fixed telephone
lines available to the population has remained relatively stable at two per 100 people in theéive
period 20022007 mobile cellular subscriptions per 100 g#e shot up from two to 32*

Audience$apes survey data indicateobiles are now available in the home to more than 10 times as
many Ghanaians as landline phonesccess to the internet has growut remains very lowoverall.™

The higher prevalence of cquaters than interneiconnectionsn Ghanaian homesuggests that barriers
to homeweb use are related tgubscription costs anternet connectivityrather than lack of
technology
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2.2: Access to Media & ICT Sources
% of Respondents Who...

H Haveltem at Home Used in the Last Week for Any Purpose
86% 90%
77%
68%
59%
4% 7%
T T

Radio TV Internet Mobhile Phone

AudienceScapes National Survey of Ghana, July 2009. N=2051 adults (15+)

Despite limited household access, many Ghamgifind ways to access media and ICTs outside of their
homes(see Chart 2.2)or example, there are more regular users (used the item for any purpose in the
week prior to the survey) of radio, TV, intet and mobile phones than measures of ownershifnome
access would suggest. Outside of the home, people can access these communication sources@t friends
or familie€homes, in communal settings or through commercial outlets (interneds;athone kiosks,

etc.).

2.2 Use of Media and ICTs for GatheringNews and Information

The AudienceScapssrvey asked respondenighenthey last usedvarious sources (media, ICTSs,
institutional and wordof-mouth) to gather information Their answersn Chart 2.3jivean indication of
the relativeimportance ofvarious surces foraverage Ghanaiare find outabout general topics.

Radiowas clearly themost widely usednformation source TVand wordof-mouth networksfar
outpaced new ICTs and formalublic information sourcesuch aillboards and pamphlets.
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2.3: Weekly Use of Information Sources

% of Respondents Who Used the Source to Get News and Information in
the Last Week

Media Sources

Newspapers

Magazines

New

SMS

Internet

Personal [Technolog
Sources |ySources

Friends/ Family

Other People in Community

Institutional
Sources

Posters/ Billboards

Brochures/ Pamphlets

Government Officials

20%

39%

64%

AudienceScapes National Survey of Ghana, July 2009. N=2051 adults (15+)

Nearlyas many respondents reported getting nevesd informationfrom SMS servicessfrom
newspapers, suggesting that at least in terms of national averagesbile phones are as important a
source of information as some traditional medi&Vhether thereachof SMS services begins to rival TV

and radiowill be one of the most important trends to watch in the coming years.

Chart 2.4 gives relative levels of trust expressed by respondents in various information sources. At first
glance, it may seem that trust in SMelivered information is rather low and significantly tsadilst in a
number of other sourcesuch as radio, TV and friends/family. However, this partly reftbetsampling

base giventhat alarge amount of peoplanswered the SMS trust question &gyingd R 2

y2ibr {y26¢

o2 i dzaS T2 NJ y S ¢ i fatt,ghiy sedeyiperéeNsflreSporiighdéscribedSMS news
ascduntrustworthy,€ which bodes well for future use of this medium by tageking news and

information.

AfricaDevelopmeniResearch Series: Ghana

27| Page



2.4: Trust in News and Information By Source
% of All Respondents Answering...
Very trustworthy Somewhat trustworthy Total
" Radio 48% 47% 95%
&
g TV 56% 33% 89%
(%3]
% Newspapers 15% 29% 43%
= . .
Magazines |7% 19% 26%
ol
3 £ 3 SMS 9% 22% 31%
u = D
Z £ 0
S A Internet  |7% 8% 15%
= >
= 8 Friends/ Family 28% 57% 85%
5 <
L 8  OtherPeople in Community 15% 58% 73%
= Posters/ Billboards [713% 37% 51%
¥
§ 5 Brochures/ Pamphlets [8% 19% 28%
Z &
£ Government Officials 14% 30% 45%
AudienceScapes National Survey of Ghana, July 2009. N=2051 adults{15+). Categories
notshown: Don't Know, Somewhat Untrustworthy, Very Untrustworthy, Do Not Use for
Newsand Information.

2.3 The Importance of Word -of-Mouth Communication

Before examiningn more detailhow Ghanaians get information from media and ICT sourcesyirih
pointing outthe essentiakole of personto-person communicatioim gathering,shaingand assessing
informatiort regardless ofhe informatior@ original sourceThe surveyrovidesan indepth look at
the word-of-mouth communication habitef GhanaiansGhapter4 delves into worebf-mouth@ role for
gatheringinformation on particular development topicpersonal fnance, health and agricultuye

Nearly 40 percent of those surveyed say they discuss general news and information with other people
in their community at least once a week; around thregiarters say they do so at least month{({Chart

2.5). Among the spdit development topics addressed later in this report, financial isappsarto be

the least widely discussed, echoing the results of the survey question mentioned previously about
relative interest in variousews topics.
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2.5: Word-of-Mouth

How Frequently Do You Discuss News and Information About This Topic
With Other People in Your Community?

CONever
1 Rarely (every few months)
m Occasionally (at least once a

month)

m Often (at least once a week)

m Very often (daily)

General News  Financial Health Issues Farminglssues  Livestock
and Issues Issues
Information

AudienceScapes National Survey of Ghana, July 2009. N=2051 adults (15+) for all categories except Farming
{M=753 Farmers) and Livestock {N=249 Livestock Owners)

The vast majority of survey respondemibo said they get newsom dfriendsandfamily€ or cother
members of thed 2 Y Y dz\Alsodaidthe information they receive by wordf-mouth is trustworthy
(Charts 6 and 27).

2.6: Trustworthiness of the News and
Information Provided by Friends and Family

Very . )
untrustworthy omewhat
2% untrustworthy

10%
Don't Know
Very 1%
trustworthy
29%

AudienceScapes National Survey of Ghana, July 2009. N=1993 adults (15+), Excluded
group: 58 responses {weighted) of "did not use this source for news/information.”
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2.7: Trustworthiness of the News and
Information Provided by "Other People in
the Community"

Very
untrustworthy
4% Somewhat
— untrustworthy
15%

Don't Know

Somewhat
trustworthy
63%

AudienceScapes National Survey of Ghana, July 2009. N=1873 adults {15+), Excluded
group: 178 responses {weighted) of "did not use this source for news/information.”

Rural resilents, in particular, said worebf-mouth sources providerustworthy informationt 98

percent of rural residents whaeceivenews/information from friends and family trusthat

information, compared to 86 percent in urbraareas Similarly, 94 percent of rural residents who
receivenews/information from peoplén their communities other than friends and famdgy the
information s 6somewhat or dverye trustworthy, compared to 74 percent in urban areas. This may
reflect the more closeknit nature of ruracommunitiesor an increased reliance on woead-mouth
networks in the absence @fther information sources that are more widely available to urban residents.

Opinion Leaders

An important aspect of worebf-mouth information networks arethe roles played byeopleat the

center of suchetworks, in a position to transmit information moréroadly and efficientlywithin a

target group. Suchdopinion leade@ éare typically of interest to development organizations seeking

the most effective wayto establish and expandommunication links on the ground. Opinion leaders

are defined in thisreport as those whosayother LIS 2 Lt S 02 YS (0 2" (dr ®&y) for &S NEB
opinions and advice on news topics in generat on specifidopics (Profiles of opinion leaders on
personal finance, health and agricultural issues are included in the Chapter 3)

As Chart 2.8 illustrates] 1 percent of respondentgjualified for opinion leader status on general news
topics, compared ta4 percent far agricultural topics,7 percentfor health topicsand 5 percent for
personal finance topics.
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2.8: Opinion Leaders

% of Respondents Identified as Opinion Leaders for Each Topic

General News and Infermation | 11%
Health Issues | 7%
Financial Issues | 5%
Livestock Issues | 4%
Farming Issues | 1%

AudienceScapes National Survey of Ghana, July 2009. N=2051 adults{15+)

Viewed demographically, these hubs of womf-mouth activity are somewhat more likely to be men
(for example, for general news topicé4 percentwere male, \6. 49 percent of the sample population),
well-educated, and to describe their househol@socb-economic status as bettethan the average
respondent. There were limited overlaps between thevariouspeople in the survey who were
designated as opinion leaats in health, finance oagriculture, as showrbelow.

Overlap Among Opinion Leaders
Number of Respondents (Weighted) Categorized as Opinion Leaders for Each Topi

Finance:
Total=99

Opinion Leaders on
One or More
Development Topics:
Total=192

Farming: Health:
Total=53 Total=93

Source: AudienceScapes National Survey of Ghana, July 2009. N=186 adults (15+) who said that people come to tt
often for advice/opinions about one or more development topics.

While all opinion leaders say theyra consultedfrequently by others,the numbersof people coming
to them for views and advicearies.
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In general, theyreach more gople than the average respondentor example, among the opinion
leaders on general news and informatioB9 percent si one to five people look to them for opinions
or advice, another 43 percent $athey advise between six ahl5 people, and 17 percersad their
network is made up ofmore than 16 people (8 percent said more than 30 people). By way of
comparison three-quartersof all respondentssad that five peopleor fewer look to them for opinions
or advice on major news topi¢c4d.3 percent said n@ne looks to themfor opinions or adviceat all.

One key finding in the data is thahen report much more frequent wordof-mouth information
sharingactivity than women suggesing relianceon word-of-mouth to inform or engage women in
discussios may be more challengingthan with men.

Althoughwomen ae as likely as men to say they use friends, family, or other community members as

sources of information (see Chart 2.16 beloviettion 2.5: Communication and Gendéngy are less

likely to saythey disuss information with these peopliten or very ofte{Charts 2.9 and 2.10, other
OK2A0Sa 6SNB a200I &A 2 This impliéstioinendandlistédBng t svordf-gidith a y S @S NE
information as a sourgéut not necessarily passing on thiaformation to others.

2.9: Word-of-Mouth Networking by Gender

% of Each Gender Who Answered "Often"” or "Very Often” to Each Activity

Women Men

Discuss General News and Information With 29%
Other People in Your Community 16%
People Come to You for Opinions and Advice on 26%
News Topics 399,

23%
Peaple Come to You to Get News and Information 59

AudienceScapes National Survey of Ghana, July 2009. N=2051 adults (154}
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2.10: Word-of-Mouth Discussions by Gender

% of Men/Women Who Said They Discuss Each Issue "Often" or "Very
Often" with Others in Their Community

mWomen ®Men

General News and Information
Health Issues

Farming Issues

Financial Issues

Livestock Issues

AudienceScapes National Survey of Ghana, July 2009. N=2051 adults (15+): 961 men
and 1090 women. Far Farming, N=753 farmers (395 men, 358 women). For
Livestock, N=249 livestock owners {145 men, 104 women)

2.4 The Urban -Rural Communication Comparison

Giventhe urbanrural media and technology gaps mentionprkviously(see Chart 2.1 abovgi} is not
surprisingthat rural residentsrely more heavily on worebf-mouth sourcessuch adriends/family and
other people in the communityfor regular news(Table 2&

Table 2a Urban and Rural Communication Access and Use

% of Respondents with the
Item at Home in Working

Order
Urban Rural
Radio* 90% 87%
Radio** 89% 84% v 20 2800
Friends/ Family** 61% 67%
SMS* 24% 10%
Computer** 18% 4% Other People in
Community** 32% 45%
; Officials 7% 6%
Iﬁ%gilglf 11% 2% Brochures or
Pamphlets** 11% 5%
MP3 Billboards** 28% 15%
Player* 12% 5% Magazines** 11% 3%
Internet** 12% 1%

AudienceScapes National Survey of Ghana, N=2051 adults§&6#yban and1165rural. Note: Standard errors in parentheses, equal
variances not assumed. *=differences statistically significant at the 5% level, **= differences statistically signifieah¥atevel.
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Limiting Factors for Rural Access

Poor infrastructure and lower soci@conomic status topped the list tkelyreasons whyural dwellers
trail in accesgo and use of information and communication sourc&grincipleobstacle isa lack of
adequateand reliableelectricityin rural areasto power radios, TVs and computersr to charge
mobile phoneqSee Chart 210.

2.11: Household Electricity Sources
% of Urban/Rural Residents

Other
Source, 2%

No
Electricity,
28%

Outer Ring:

Rural
\

Inner Ring:

Main Power

AudienceScapes National Survey of Ghana, July 2009. N=2051 adults{15+): 886
Urban, 1165 Rural.

Amongthe few surveyrespondents who had not listened to the radio, rural residents were twice as
likely to cite problems with power (electricity or batteries) as one of the reasohgy do nottune in
(23 percent of rural notlisteners versus 11 percent of urbaon-listenerg. The result wasimilarfor
televisiort 30 percentof those in rural areas who dwt watch TV saigroblems with electricityas
one reason, compared tb8 perent of urban residents.

Rural survey respondentsra four times more kely than urbanites to sayheir households hae no
electricity. Of thoserural dwellerswith electricity, thee ae no significant differences supply
reliability, as the national pwer grid appears to reaahmearly allelectrifiedhouseholds

Anotherobstacle for rural residentis the limited reachof radio, Tvand phone signal$:or example,
with televisionnot only did rural respondents have lower access to TV at hompg@®ntof rural
respondents whavatched TV in the last year said they did not have a TV at home, compared to 13
percent of urban watchers), but theyealso less likely to receive more thsixchannelsf they own a
TV(Chart 2.2).
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The problem is nog¢ntirely due toalack of accegsvery few respodents (fewer than 10) say they do
not listen to radioor watch TV because they aaot get asignat but ratherthe more limitedoptionsin
rural than urban areas

2.12: Availability of TV Channels

% of Urban/Rural Respondents Who Said They Have
Watched TV in the Last Year and Had a TV at Home

B 1-6 Channels W 7-13 Channels 14 or More Channels

2% 1%
10%

Urban Rural

AudienceScapes National Survey of Ghana, July 2009. N=2051 adults
(15+): 886 Urban, 1165 Rural.

Newspaperuse also suffers from lingtd reach due to problems witldelivery infrastructure rather than
signal A quarter ofrural nonreaders citdack of newspapers in their area as a reason, compared to only
5 percent in urban centerfistributionisa particular problenfor rural dwellersin the Upper West,
Voltaand Ashanti regions (wherespectivelyb5 percent 38percentand 35 percent of rural
nonreaderssay newspapersra not availablevhere they livg.

Socieeconomic factors such as income, living conditions and level of educddgiolinait rural media
and ICT acces€hart 2.13 illustrates therural-urbansociceconomicsplit.
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2.13: Standard of Living (Self-Assessed)

% of Urban/Rural Respondents Who Characterized Their Household Income in
Each Way

W Urban Rural
32%

22% 22%

Notenough evento  Enough for food, but  Enough for food and Can afford certain Can afford whatever
buy food buying clothes is clothes, not enough expensive goods we want
difficult for expensive goods

AudienceScapes National Survey of Ghana, July 2009. N=2051 adults{15+): 886 Urban, 1165 Rural.

When asked to characterizehat their households able to afford, 89 percent of rural inhabitants said
they could not afford mmch more than basic necessitj@sich as food and clothing, versus 69 percent of
urban household<Clearly, this woul@ffect ahouseholdstability to purchase TVsadiosor other items.

Level of éducationis another key variable ipeople® ability to @cess and benefit fronmformation

sources even if affordability is not an impedimerititeracy is criticab use of print media, SM@andthe
internet. In a mutilingual society such as Ghaaoor comprehensiomf Englisi{the official language)

or of one of the widelyusedlanguages of thékanfamily makes it difficult to accegsotentially helpful
information. Alack of basic knowledge of math, science or other typical school subjects might make it
hard to grasp some of the more complex conceptsradskd in the development context.

2.14: Education by Location

% of Urban/Rural Respondents With Each Level of Education

W Urban Rural

32% 33%
22%
] ﬂﬂ-‘ 1%

No Formal Education Primary (complete or Secondary (complete Post-Secondary, University Degree or
incomplete) orincomplete) Vocational Higher

AudienceScapes National Survey of Ghana, July 2009. N=2051 adults {15+): 886 Urban, 1165 Rural.
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Rural respondenteeport lower levels of education on average, wittound aquarter saying they had
no formal education at a{lChart 2.%). Eightypercent of rural respondents said they sjesnd
understandan Akanlanguaggcompared to 90 percent of urban residentnglish is understood by
only half of rural respondents, compared to 72 percent of urban dwellgbsly around 30 percent of
rural respondents (compared to 55 peent of urban espondents) sal they canread English easily,
suggesting that written communication in rural areas should testricted to very basic English

Allthese factors pose challengesdevelopment organizationseeking the best conduits for rural
communicationand informationsharing but they also yield somealuablelessons:

e To reach rural residents, the development community needs to speak their langsaliterally
and figuratively. That means communicating in AkKanguagest the minimum, or translating
materialsand/or presentationsnto one of the manyesswidely-spdken local language$Vhen
asked to identify the language they speak most often, 17 percent of rural respondents name a
language other than English, Frer@hich is spoken by some peopleareasbordering
neighboringFrancophone countrie®)r the 10most commonndigenousGhanaiarianguages.
Only 5percent of urban respondents lfanto this category.

e Speaking rural residenfdanguages also means speaking to the issues they camest about.
Thismeans addressingural development challenges such as foggkcurity and infrastructue
(drinking water, electricityand telecommunications)It also meangaming or coupling
development messages wittewstopicsthat tend to attractrural resident€attention in the
mediar such as eves in their communities, healtand agriculture. Agriculturdor obvious
reasonsis of much greater interest to rural residents then urban ones, suggesting information
about agriculture could find a sedklected rurhaudience.

2.5 Communication and Gender

Developmentorganizationsshouldalso be cognizant dbwer self-reported access to and use of media
and ICT sourcesy women than menWhen asked about household access, women in the survey
were less likely than me to report having access tmedia andICTqChart 2.5).

This may be somewhat misleading, given that interview subject selection was randomized to the
individual level and thus household indicators should not display such a gender gap. One possible
explanation is that women did not say they had access to items in the home if they did not actually use
the itemsor were not permitted to use them
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2.15: Access to Information & Communication

Technologies
% of Men/Women Saying They Have the Item at Home in Working Order

H Men BWholeSample = Women

13% 10% 11%

5% 4% 2% 6% 6% 5% 8% 5y,

Radio TV Computer Internet Landline Mobile Phone MP3 Player

AudienceScapes National Survey of Ghana, July 2009. N=2051 adults{15+): 961 Men, 1090 Women.

Figures in Chart 2.16 indicate that radio remains the surest way to reach wgaicularly if the
programming is in Akan languages and focuses on some of the tssnbichthe majority of women
say they pay attention (Chart 2.17, and see Chart 1.8 above).

2.16: Weekly Use of Information Sources by Gender
% of Men/Women Who Used the Source to Get News and Information in the Last
Week

mWomen ™ Men

uw
45}
=
: N ——
o
v
]
5 Newspapers L
(3}
= . 3
Magazines Women rely on word-of-mouth
P networks for news as often as men
>3 g SMS do
] _E 8
= g v Internet
= =
R Friends/ Family
c &
-
g & OtherPeople in Community

Brochures/ Pamphlets

Institutional
Sources

Posters/ Billboards =

Government Officials

AudienceScapes National Survey of Ghana, July 2009. N=2051 adults {15+): 961 Men, 1090 Women.
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As shown, far fewer women than men prodesl to be capable in Englidomen in the survey not only

said they listen to radio regularly, they also overwhelmingly said they trust the information they receive
by radia For example, 95 percent of women said the information radio programs provide abalth

is (somewhat or very) trustworthy, while 82 percent said the same regarding information about personal
finance. Eightifive percent of female farmers said they trusted the information they get about farming
from the radio. For each of the develment topics covered in this study, radio topped the list of
trustworthy sources.

By way of comparison: for health information, medical doctors came next (92 percent of women) while
for personal finance information and farming information the next mostaljidrusted source was

friends and family (78 and 84 percent of women, respectively); for all three types of information, the
internet was the least widely trusted (14 percent of women for health information, 16 percent for
financial information, and 12 peent for information about farming).

2.17: Language Capability by Gender

% of Men/Women Who Speak and Understand Each Language

H Men Women

86%

48%

Akan/Twi English

AudienceScapes National Survey of Ghana, July 2009. N=2051 adults{15+) : 961 Men, 1090
Women

The nextchapter,which drills down furtheinto the survey data oaccess to and use bbth traditional
and newmedia by all Ghanaians, also highlights the central role of radio fomzonitation with every
segment of the population.
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B Chapter 3Media and ICT Use in Foc!

3.1 Radio, TV and Newspapers: Their Roles in Communication and
Information Sharing

Radio

The surveyndicatedthat radio isthe most widely accessible and the most widely used source of news
and information for Ghanaian®verall. Ninety percent of respondentsaid they hadistened to the

radio in the last weekand virtually all of thoseespondentg96 percentialsosaid they use the radito

get news and informatioon at least a weekly basis, agpmsed to jst listening for entertainment.

The survey results showadio broadcastsre alsowidely trustedas news and information sources
(Chart 3.1)suggesting thatoverall radiois a favorable conduit for deliverirpvelopmentinformation
in Ghanaat least on a national scale.

3.1: Trustworthiness of the News and
Information Provided by the Radio

Very Somewhat
untrustworthy /_untrustworthy
1%

2%

Don't Know
1%

Very |
eyl Somewhat
49% trustworthy
47%

AudienceScapes National Survey of Ghana, July 2009. N=2030 adults {15+), excluded
22 {weighted) responses of "Do not use for news and information”

Nearly alradio listenersdefined agpeople whosaid theylistened to the radio within the last yeasaid
theytuned into FM stations regularly (in the last week) substantial minority hadistenedto the
radio via mobile phone far more than had used even AM or shortwave radio sigralsghlighting
the fact that new technologies are used frequently to access older mddiable 3.3
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.~ IsblesaRadioSianas =

FM 93%
Radio via Mobile Phone 11%
AM 2%
Shortwave 204
Internet Radio 1%
SatelliteRadio 0%

AudienceScapes National Survey of Ghana, July 2009. N&d&lts
(15+) who listened to the radio within the last year

When aged about particular outlet2eace FMvas mentioned by the largest number of respondents
nationallyas one of the three st&ins they listen to most ofte(Chart 3.2) The radio market is active
and diverse, howeer,andmany of the topl0 stationswere only mentionedy between 5 and 10

percent of respondents.

3.2: Top Radio Stations

% of Respondents Who Mentioned the Station as One of the Three They
Listen to Most Often

llllllllll

Angel Gold Jo

Peace Adom Nhyira Savannah Obuoba Hello ox

AudienceScapes National Survey of Ghana, July 2009. N=2051 adults{15+)

From a demographic perspectivepmen were slightly more likely than men to mention Peace FM,
while womenwere less likely tonention Ange| Radio GoldandJoy FMChart 3.3)
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http://peacefmonline.com/
http://www.angelfmonline.com/
http://myradiogoldlive.com/
http://news.myjoyonline.com/

3.3: Top Radio Stations by Gender

% of Men/Women Who Mentioned the Station as One of the Three They Listen to
Most Often

H Men Women

21%
[18%)| kg 18%
0% 11%
0|
8% [0 °% PPN % 8%
.
Peace Adom Nhyira  Savannah  Obuoha Hello Angel Gold

Older respondents were more likely to menti@ibwba andNhyirathan younger people, whilddom
and Peace FM were cited more frequently among younger Ghanaians than those over 45.

More driking than age and gender, however, waratable locationbasedand geographidifferences:
as Chart 3.4 showsyral residents were less likely to mention most of the taytlets but they were
nearlytwice as likely as urban residents to mention Savémasstateowned station based in Tamale,
Northern Regionand Obwba, based in Nkawkaw, Eastern Region

3.4: Top Radio Stations by Settlement Type

% of Urban/Rural Residents Who Mentioned the Station as One of the Three They
Listen to Most Often

27% W Urban mRural
23%
10% 11%
10% 5% 11% %
i l l lﬁ% |5%
T
Peace Adom Nhyira Savannah  Obucba Hello Angel Gold

AudienceScapes National Survey of Ghana, July 2009. N=2051 adults {15+): 886 Urban, 1165 Rural.
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Chart 3.5 attests to the regional diversity of the radio audience, even when the analysis is restricted to
only the mostmentioned stations Notably,Peace and Adofa great popularity is driven by

respondents fronthe Greater Accralzastern, and Central regionshile the respondents mentioning
Nhyira, Hello, Fox, and Angel were all predaamnitty from the Ashanti Region. Nespondents from the
Upper West regiomentionedany of thel0 stationsthat were most widely cited nationallyperhaps
because broadcasts of those nationgdlypular stations do not reach that relatively remote corner of

the country™

3.5: Radio Stations' Regional Audiences
% of Those Who Mentioned Each Station Residing in Each Region

4% 4% 2% 7% 4%
21% N
3%
9%
15% Upper West
. Upper East
Nothern
1% 87%
43% Brong Ahafo
g 88%
86% 86% H Central
78%
3% 72%
64% CVolta
6% Eastern
36% Western

B Ashanti

W Greater Accra

Peace Adom Nhyira ~ Savannah Obuoba Hello Fox Angel Gold Joy

AudienceScapes National Survey of Ghana, July 2009. N=2051 adults(15+)
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Television

Although less widely used than radidywas available in the households of more thédmalf of
Ghanaians surveyedvhile another 20percentof respondents said they watched at another location
(Chart 3.6)

3.6: Types of Television Access

TV at Home: TV at Home:

7-13 Channels / 14 or more

4% Channels
1%

Watchedin
the Last Year,
but Don't
Know How
Many
Channels
1%
AudienceScapes National Survey of Ghana, July 2009. N=2051 adults {15+)

Even for Ghanaians with televisions at hontes datasuggest a limited selectiasf channels available

to them: virtually allrespondents with a TV at honmeceived their signanly through an antenna (on

the TVor roof, or outside a windowand said they receivieetween 1 and 6 channel8s noted

Section 2.4 above, rural residents in the survey were less likely than urban residents to have a TV in their
own homeat all and less likely to be among the few with more than a handful of channels (see Chart

2.12 above).

When asked which stations theyatgh most often, four populasutletsstood out from the packGTV,
TV3, Metro TV, and TV AfriéaTV, the most widely cited tele\dsi station, is a stateun station
managed by the Ghana Broadcasting Corporatioa other three stations are privalg owned.

Men were somewhat more likely than women to mention GTV or Metro TV, but ovbeatifferences
in gender were nogreat Differencesby age were morgorominent, with younger respondents more
likely to mention watching any of the top stations.
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W Urban

69% 66%
58%

34%

3.7: Top TV Stations by Settlement Type
% of Urban/Rural Residents Who Listed the Station as One of the
Three They Watch Most Often

Rural

43%

GTV TV3

AudienceScapes National Survey of Ghana, July 2009, N=2051 adults (15+): 886 Urban,
1165 Rural.

25% m 9%

Metro TV Africa

Urban and ruralviewing habits showed notable differencg€hart 37). Although similar shares of
urban and rural residents said they watched GTV, rural residents were less than half as likely as urban

Survey respondentonnected to the main
power grid for electricityverethreetimes
more likely to have a television at horaed
almostfour times more likely to have a
computer or internet access. Those
connected to the grid were also more than
twice as likely to be weekly TV viewers (72
percent, versus 34 percent of individuals
whose households were not connected to the
main power grid). Individuals whose
households had no electricity were as or
more likely to rely on friends and family for
news (66 percent said they got news from
friends andamily weekly, compared to 64
percent among those with any form of
electricity)

residents to mention TV Aga, and lagged far
behind their urban counterparts in
mentioning TV3 and Metro TV.

As withradio, there were also regional
differences though the reasons for them are
not clear from the data; they may result from
personalpreferencesyaryingaccess to
broadcast signalsr some combination of the
two. For example, no respondents in the
Upper East or Upper West regions mentioned
TV Africaas one of thehree stations they
watch most frequentlyHowever, the cause
for regional variationgannotbe determned
from the survey data.

An overwhelming majoritpf respondentexpressed trust in news and information TV Given that
only afew stations are availabl® most viewers in theountry;this judgment likely reflects public

opinion of thebig four sations alongChart 38).
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3.8: Trustworthiness of the News and

Information Provided by Television

Very Somewhat
untrustworthy untrustworthy

0% 2% Don't Know
2%

—_—

Somewhat
R trustworthy

trustworthy 36%
60%

AudienceScapes National Survey of Ghana, July 2009. N=1917 adults {15+), exluded
N=134{weighted) responses of "Do not use for news and information”

Out of the 17 percent of respondents wéaid they had not watched TV at all in the last yé@rpercent

were women, 74 percent were over 30, 78 percent lived in rural areas, and 75 percent hmadrg pri

school education or lesghen asked why they had netatched TYthe vast majority (87 percent) said

that one of the reasons is not having a TV of their own. Three other reasons were mentioned by at least
a fifth of nonviewergs TVs being too expengo buy, not having enough time to watch TV, and having
problems with electricity.

Thosedproblems with electricity may be thatpower goes out at times people would like to watch TV.
Although 81 percent of respondents reported that their homes were eated to the main power grid
(see Chart 2.11 abovgnd a handful said they used other sour§gsch agjenerators, car batteries, or
solar batterie$, those connections did not ensure reliable electricity. In fabgut 40 percent of those
with accessd electricity could only use it about half the day or less, on avef@hart 39).

3.9: Reliability of Electricity
Length of Time the Household Had Electricity Per
Day, on Average, in the Last Month An hour per

Dont know ] h day or less
29 — Llessthan 5o,

half the day

7%
About
half the
All day day
58% 319%

AudienceScapes National Survey of Ghana, July 2009 N=1917 adults {15+),
n =1665 respondents, who had electricity from any source
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Print Media

Comparedio TV and radipweekly reach of newspapers wdar smallert only about a fifth of those
surveyed said they had read a newspaper in the lastekeThese people also haadistinct profile:
predominantly young, educated men in urban areas (particularly the capital, Aithajelatively
higher incomegTable B).

Table 3b Newspaper Audience Profile

Weekly Newspaper Readers Whole Samje
(N=404) (N=2051)

Gender
57%between 1529 48%between 1529

Location

Income 40% earn $6 per day or md¥é 24% earn $6 per day or more

Education

AudienceScapes National Survey of Ghana, July 2009. N=2051 adults (15+)

While the newspaper audientefar from representativehe mediums$ not necessarily a poor way
reacha broad audienceActive wordof-mouth networks asdescribedabove,cantransmit information
between regular newspaper readers and othardheir communities

Opinion leaderdend to be regulamewspaperreadersandare alsotypicallyat the coresof such
networks, allowinga fair chance that newspaper information will be disseminated through opinion
leaders to others in their communities

Only four newspaperqthe Daily Gaphic, the Junior Graphicthe Mirror and the Ghanaian Timés
were mentioned by at least 5 percent of respondents nationadly mes that theyread most often
reflecting once again a diverse media markétmong the fourthe Daily Graphicstood out as
substantiallymore widely read than the other&hart 310). TheJunior Graphicthough fourth overall,
was mentioned more than thklirror or Ghanaian Time®y young respondents (189), its target
audience
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3.10: Top Newspapers by Age
% of Each Age Group that Listed the Paper as One of the Three
Newspapers They Read Most Often

m15-29 m30-44 45-59 60 and over

2% 190 0y

Daily Graphic Mirror Ghanaian Times Junior Graphic

AudienceScapes National Survey of Ghana, July 2009. N=2051 adults{15+)}:972 15-29,
586 30-44, 327 45-59, 166 60+,

Although women were less likely to read newspayrall, they mentioned the Mirror and Junior
Graphic as often as men did, perhaps suggesting tiese twohave more appeal or are more
accessible to a female audien@@hart 3.1). Indeed, both are publications of tHéraphic

Communications Groupalsothe publisher of the Daily Graphittjat weredesigned to appeal to
broader audiences.

3.11: Top Newspapers by Gender
% of Men/Women Who Listed the Paper as One of the Three
Newspapers They Read Most Often

H Men Women
10%
ot 22 “ 7%
T T
Daily Graphic Mirror Ghanaian Times Junior Graphic

AudienceScapes National Survey of Ghana, July 2009. N=2051 adults{15+): 961 Men, 1090
Women.

Thepublisher describethe Mirrorad  + 6SS{f & ySgaLll LISNI F20dzaAy3d 2y a:
as health and fashion. It is specially packaged with soft news for the comfort of and relaxation of its

NE I RSNA KA L] 2 @ aridlsayskiathed)nidn GRaphicasintended for childien ¢ G2 LINR Y2 0 S
GKS NBFRAY3 KFEroAld Ay OKAfRNBYX wlyR aSN®BSe lFa | ¥
GKAETS KStLAYy3a G2 FLORYAGIGS Fdzy OlAzylt aldOKz22ft 2N
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More than half of the surveyespondents declined to comment on print me@arustworthiness, and
FY2y3 GK2a$S K2 RARI Ylyeé ax3bisachl yasSNBR
trustworthiness opinions are drawing from a different subsample than those who commented on the
trustworthiness of information from radio and TV, making it difficult to compare the results directly.

SogSy

However, the results do suggest tHatver respondents believbat print media provide trustwahy
information. This could in part reflect lower familiarity with newspapers and magazihesgh
qualitativeresearch conducted by Intetedia in Ghanauggests thaanother factor may beeadersQ

3.12: Trustworthiness of the News and

Information Provided by Newspapers
Very Somewhat

untrustworthy untrustworthy
2% — 7y

Very
trustworthy
28%

AudienceScapes National Survey of Ghana, July 2009. N=1099 adults (15+}, exluded
n=953 {weighted) responses of "Do not use for news and information”

3.13: Trustworthiness of the News and

Information Provided by Magazines
Very Somewhat

untrustworthy untrustworth
Y
3% — 7%

Very
trustworthy
19%

AudienceScapes National Survey of Ghana, July 2009. N=794 adults (15+), exluded n=1257

{weighted) responses of "Do not use for news and information”

dissatiséction with perceivedsensationatoverage in may news stories.
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3.14: Reasons for Not Reading Newspapers
% of Non-Readers Who Cited Each Reason
50%
21%
19% B 13% 11%
Cannotread Ifindittoo Idonothave Theyarenot Newspapers lam not
newspapers  difficultto time availablein my aretoo interested
understand area expensive to
buy
AudienceScapes National Survey of Ghana, July 2009. N=1318 adults {15+} who had
notread a newspaper in the last year

The AudienceScapes dataset also provides some insight into why so few respondents read
newspapers regularlyChart 3.4). They gave a variety of reasonsut the most common washat the
respondent was nosufficiently literate to read and understangrinted content Ths characteristic \as
notably prevalentamong women (59 percent of women who did not read newspapers said they could
not read them), people over 4andthosewith no formal educationThe WorldBank estimatedhe
adultliteracyrate at 65 percenin 2007; according to the AudienceScapes survey, only about 40 percent
can read English easiff.

The availability of newspapers themselves wisd asa problem far more oftemy rural dwellersthan
by urbanites, andit emerged aparticularly problematic in theemote Upper West Region (where half
of nonreaders said newspapers were not available in their area).

Qualitative research conducted by Intermedia in Ghana suggests that reader
perceptiors of sensational coverage in newspapers may be a faétolowering trust
levels dn interviews with policgnakers and influencerall expressed deep frustration
with traditional media.Theygenerallyview newspaper coverage as overly politicized ar
sensation& The leader of a businegsoupsail? ¥ 2y S LJ LISNJ G KI G X
feg fASA odzi OGKIFG Aa O02YY2y 2F Lttt ySga
Both accuracy and choice of material were criticized by interviewees who blamed the
quality of journalism on lack of trainirand experience or oweakdemand for higher
quality newse

~ AudienceScapes AfOl t 2f A 08 wSaSI NOK {SNASay D
al TSNR ! 02dzi 5S@St2LIYSyid LaadzsSazé Wy«
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3.2 Mobile Phones and the Internet: Creating New Flexibility and
Opportunity

The Mobile Plone Environment

As access to the internet and mobghones expandgarticularlyto mobile phoney, development
organizations arstrainingto keep abreast of howhese ICTare affecting both flows of information and
bestpracticeimplementation of devadlpment projectsPractitioners already are leveraging these
technologiesaround the world using nobile phonedor such valueadded tasks as providirigrmers
with up-to-the-minute crop price information, linking rural health workers to medical docame
providing financiaservices to the previously unbank&4But these and other programs often are
implemented without a solid understanding of the user environmdimis section providegglimpse of
that environmentin Ghana.

As has been observed acrdhe developing worlgdmobile phoneaccessn Ghands quickly outpacing
that of landline phones and changing the nature of communicafidwee quarters othe survey
respondentssaid theyhad used a mobile phone for some purpose in the last week alcsnal 88
percent had used a phone within the last ye@Chart 3.5). Howeverthese figuresio notfully capture
the state of mobile phone access in the country, notluey offer insight into how phones are being
used.

3.15: Mobile Phone Use

% of Respondents Who Last Used a Mobile Phone in That Period

More than 12 Never
months ago 7%

5%

Inlast12 months

[}
5% Inlast 4 weeks
7%

Inlast 7 days
10% Yesterday

66%

AudienceScapes National Survey of Ghana, July 2009. N=2051 adults {15+)

A close lok at the data reveals notabléifferencesin use patterns bydemographic groupfor
example men were more likelghan womento say that theyuseda phone in the last week, young
adults (1530)were more likelyto say sahan older respondents, and urbalwellerswere more likely
than rural resident¢Chart3.16). The largest differencearosebetweenlevels of education an
effectiveproxyin the survey datdor generalsociceconomic status.
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3.16: Mobile Phone Use by Demographic Groups
% of Each Group Who Had Used a Mobile Phone in the Last Week

Women

Gender

Age
w
o
£

H

Rural

Location

Urban

Farming Contributed to Income

Farming Did Not Contribute to Income

No Formal Education

Education |Agriculture

Any Formal Education

i

=]
=
1
&~

82%

AudienceScapes National Survey of Ghana, July 2009. N=2051 adults {15+}: 961 Men, 1090 Women; 972 15-29,1079
over 30; 886 Urban, 1165 Rural; 753 Farmers, 1298 Non-Farmers; 387 No Formal Educ., 1664 Any Formal Educ.

Despite the broad reach of mobilphones in Ghana, the survey indicated that voice calls remain the

predominant function used by most peoplélrable 3

SMS from Anothe Mobile User

37%

SMS Information from Mobile
Operator/Other Sources

Listen to the Radio

Access the Internet

Watch Live Television

Conduct Financial Transactions

25%

19%
3%
1%
0%

AudienceScapes National Survey of Ghana, July 2009. N=1810
(15+)who had used a mobile phone in the last year

Bven the most populamon-voicefunctionst SMS between users or from operatoesd third-party
information services are not habitual activities for nearly two-thirds of mobile users
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That saidmobile phoneuse patternsare likely to change rapidly over the next several yearaew
applications and phone models become availabde.dxamplefinancial transactions did not registeo
much as a blip among respondenmtben the survey was conductéa July and Agust 2009 But
GY20Af S Y2 h&e HeendlSo\udtfec@ifin Ghanandmaywell make such transactions
routine, as they have in Kengad elsewheré™”

The use of SMS services mag running up againsa literacy/languagewall, given survey data
suggestinghat Englishcapabilitiesin particularare a major factorin SMSuse rates(Table3d). Indeed,
regular useof SMSservices is moréhanthree times highefor those whosaid theyread English easily
than forthose whosaid theydo not read Engh at all.

Table 3d: English Language Capacity and SMS

SelfReported % of Mobile Phone Users Who

% of Mobile Phone Users Wh
Receive SMS Information Fro
Mobile Operator/ Cther
Sources at Least Weekly

Not at All 14% 12%

Ability to Read  Send/Receive SMS with Other
English Mobile Users at Least Weekly

Easily 55% 35%

This gap highlights a key challenge in the intradion of new communication technologies: where a
certain level of literacy or education is required to fully use the technology, large segments of the
population may be left behindThis also points to #critical nature of projects thaxtend mobile

usage to illiterate people, such agokia® research into designing phones compatible with illiterdey.

Ownership is not a prerequisite for using a mobile phone, asavamers can alternatively own one or
more SIM cards for use in oth€hlsandsets, borrow alpone from others, or pay for use at a mobile
phone kiosk. Chart 3.17 shows the scale of ownership compared to sharing and/or borrowing, and
highlights the large number of people who are working around-aanership.
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3.17: Types of Mobile Phone Access

H Did Not Use a Phone Withinthe
Last Year
M Owna Phone
Phene Users Who Do Not Own a Phone:
M Purchase SIM Cards to Use in
QOthers' Phones

® Do Mot Purchase SIM Cards

AudienceScapes National Survey of Ghana, July 2009. N=2051 adults {15+)

However, a Table 3éndicates,use patterns differ markedly between owners and-o@amers, with the
latter group lagging far behind in nearly all function categaries

Table 3e Use Habits of Mobile Phone Owners vs. NOmvners

% of Mobile Phone Users WHdse a Phone
for That Purpose at Least Weekly

Activity

Own A Phone Do Not Own A
Themselves Phone
SMS from Another Mobile User 48% 7%

Listen to the Radio 24% 5%

Watch Live Tel@sion 2% 1%

N= 1319 492

Indeed borrowingmaybe a challenging task some instancess only 2(ercent of phone ownersaid
they lend their phones to other people on a regular baBiS(F A y & Rastlodce aimont). Almost
half of those (43 percentaid theylend their phone toonly 1 or 2 peopleThat saidphone-sharing is
widespread enoughhat nearly 70percentof non-ownerssaid they can typically borrow a phone from
family members whemecessarywhile 40 percent said they can borrow from friendand 29 percent
said they can borrow from local businesses
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Among those who owmobile phones most said they had not been owners for very loimglicating
how new the technology is to most Ghanaian ad(@bkart 3.8).

3.18: How Long Ago Did You Purchase

Your First Phone?
Don't Know
0%

Less than

ore than 5

years ago
18%

1-2 years ago
33% 3-5years ago
35%

AudienceScapes National Survey of Ghana, July 2009. N=1319 adults {15+) who
said they own a mobile phone

Thosewho wereat the cutting edge of mobile phone technolagwhom we refer to agearly
adoptersé defined agpeople whosaid theyfirst purchased anobile phonemore than 5 years ago
(before JuljAugust2004Xx are profiled in greater detal&ter in this section

When asked which mobile service provider they usé&@® percentof usersmentioned MTN, followed
by 26 percent forTigo,18 percent forvVodaphone andess than 10 percent for botdain and Kasapa
The totalof more than100 percent reflects mnyphone ownerspractice ofcarryingSIM cardgrom
multiple operatorsto take advantage of pricandor coverage variations among them.

By and largethe demographidoreakoutof ownershippatternswasvery similar tahat of use: female
respondentswere less likely thamalesto own phonesrural residents less likely than urban residents
and farmerséss likely than those not dependent on farming.

However one notable result was thatyoung adult (1530) respondentswere not significantlymore
likely to own phoneshan many oldercounterparts,even thoughyoung adults said theyise mobiles
more heavily(Chart3.19). This suggests that age is not a limiting factor to active participation in the
mobile trend, as even the 659 age bracket shows a majority of respondents are owners and fairly
frequent users.
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3.19: Mobile Phone Ownership by Age

% of Respondents in Each Age Group Who Said They...

B Used a Mobile Phone in the Last Week Owna Mobhile Phone

84%  84% .
78%  80%

77%
76% 73%
69%

1 W 1% o3 61%

9 54%
3o 5% 5 BT B o

56% d 6%

I42% ‘W

15-19 20-24 25-29 30-34 35-39 40-44 45-49 50-54 55-59 60-64 65-69 70and
over

AudienceScapes National Survey of Ghana, July 2009. N=2051 adults{15+)

Differences in ownership rates among the tadministrative regions of Ghana are more stark than the
differences in mobile phone use, suggesting that in the Eastern, Brong Ahafo, Central, and Northern
regions, sharig/borrowing is more widespreaChart 320). Unfortunately, the surveydata did not
provide muchinsighton why such differences exiSpecificallythe datadid not suggest clear links
between regional ownership rates and regiotrands inselfreported income or respondents
assessments of mobile phone signal reliability where theyliv
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3.20: Mobile Phone Ownership by Region

% of Respondents in Each Region Who Said They...

B Owna Mobile Phone Used a Mobile Phone in the Last Week
82%
87%
8% ()
“30%  68% N 78% 78%
g 61% 72%
70% 67% r 68%
Iel% I I I 47%

Greater  Ashanti Volta Western Upper East Upper Eastern Brong Central  Nothern
Accra West Ahafo

AudienceScapes National Survey of Ghana, July 2009. N=2051 adults{15+)

The 12percent of survey respondentho said they did not use mobile phones attributed this
primarily to access and pricsssues amongthe most commonly cited barriers to using a phone were
not owning a phone (77 percent of narsers)not havingaccess to a phon@1 percent)the high cost
of handsetq26 percent), and the high cost cdllingcredits (13 percent).

Generally, the survey suggested timany people perceivenobile phonesto be costly. Respondents
alsotended to say that mobile pines are generally easy to use, but carchalenging to maintain and
to use in any locatiofCharts3.21-3.24).
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3.22: If the Mobile Phone Stops
Working, It Is Easy to Get It Fixed

Strongly
agree
9%

Don't Know
10%

AudienceScapes National Survey of Ghana, July 2009. N=2051 adults {15+)

3.23: You Can Get a Mobhile
Phone Signal Everywhere You Go

Strongly
agree
9%

AudienceScapes National Survey of Ghana, July 2009. N=2051 adults (15+)

3.24: Mobile Phones are

Generally Easy to Use
Strongly

disagree
5%

i Don't Know
Strongly 4%
agree i

33%

AudienceScapes National Survey of Ghana, July 2009. N=2051 adults{15+}

Thus,for maobile phones to live up to their full potential as a new way to communicatare
informationand promote developmenbperators and development groups needholster efforts to
addresdo cost, coverage, and maintenancenstraints for large segments of tipepulation.

Mobile Phones®Profile of Early Adopters

Tables3f through 3hcompare the235respondents (12 percent of thetal sample) who said they
purchased their first mobile phone more than 5 years agih the 1,08 (53 percentwho purchased

phoneswithin the last 5 years
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