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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 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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