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READING 5.7 AINTRODUCTION TO MEDIA

WHY WORK WITH THE MEDIA?

The media plag lkey rolei n  t sodetyyafidsnadvoecy or communietionscampaign can e to
succeed withoutmeda exposure. In anycampaignthereareusuallythreepossble objectives, andmost
campaigngursuesame combinatiorof them:

1 Toinformandedicate;
1 Tochangeatitudesandbelief, and
1 Tochangebelavior.

Theseobjectivesireprogressvely more difficultto achieve It iseaserto inform andedicatethanto
changeatitudesandbelefs. It isextremnely difficultto changebehaviorthroughthe meda, ashasbeen
demorgratead, for exampleby campaignso preveit thespread of HIV/ AIDS.

For anorganizatiomnvolvedin budgetadwocacy work, this meansthat mediacampagnswill be good
for cresting awareessof budgt-relatedssuesandperspectives. Howeverto changebehavior it for
examplechangingthe decisonsof policy makersor the votesof legislatoré it isnot enowgh to use

themediaalane. Mediaactivitiesneedto be partof abroaderintegratedadvocacy campagn.

THE CHANGING MEDIA ENVIRONMENT

Themediasector is becomingincreainglydiverse and comple, andaudiencesarefragmentingln
mogt counties, thedaysaregone wheryou couldgetagtory on nationakrado or TV or into amajor
nevspaperandbeassiredthatmost peoplewouldseeor hearit. At thesamdime,newtechnologies
mean thati tediex to producemediaandto accessawiderangeof meda. Th e rd&ialdVv with
hundedsof channek, cellphones, newradiogtatiors, andthelnternet. Weare dso seeingadramaic
changein how newsis madeanddisseminatedthe modelof theautharitative, trusworthy news
ingitutionis breakinglown,asl nternetandcell phonetechnologiemake it possblefor ordinary
peopleo produceandsharenews. We haveseentherise of citizen journalsm, blogs, andmeda
sharingportals, amongpthers.

Anotherkeytrendistechnologicatonvergee. You can nowwatchTV and listento theradioon your

cell phone readnewspapersonline,surf thelnternet oryourTV with theaidof a pecial set-top box,
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makephonecallsfrom yourPC, recordaudiousng yourphoneor MP3 player, andreachawide
audiencéy poging podcadts, photosor videoson thelnternet. Thesehavedramatiamplicationgor
thewaysn which the mediacan influencepubic discusion andpolicymakes. Likewise,inanumber
of counties, bloggrshavecometo exertagreaideal of influence on the maingream mediaandthuson
politicallife. It isimportantto keep up-to-datewith these developmets andto congantly seek
innowetive and effectivewaysto repondto them.

TYPESOF MEDIA

Hereisa(noncomprelensve) lis of variougypes of mediaandvariousvaysof classfyingthem. One
couldgofurtherandbresk thingsdownaaordingto types of contentandformat. It isako important
to corsiderthetypesof audencesreatiedby eachtypeof meda. All of these factorsmust be
considereavhenplannngamediacampaign.

N ewspapers
1 national
1 regional

1 community/neighborhood

1 dailyvs weekly

1 Oseriowsdvs tabloid

Magazines

1 frombeautyto celebrty to sportsto newsandcurentaffairs
1 waeskly, morthly,bimonhly,andquaterly

1 localregiaal,natiord, and international

Radio

1 commercials. publicservice and community
1 localregimal,natiord, and international

1 varioudangageservices
1

internationabroadcaers(BBC WorldService Radio France nternationadRFI, Radio
Netherbnds, Voiceof Americagtc.)
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Television

1 free(broad@st) vs subscription (cable/satellte)

1 local/regiomal vs.nationabndinternational

Live Performance

1 communitybasedeductionaldrama

M indwdrialthestre

Internet and SocialMedia

= 4 4 -4 A -8 -5 -2

blogs

e-mailnewdeters

citizen medaandfile-sharing portals(e.g.YouTube, IngagramPirteres)
onlinenenvspapes, magrzinesandradiogtations
organizationalebsies

socialmediastes(eg., Facebook,Linked n, Twitter)

podeads

mobilephones

textmesaging SVIS)

mobilelnternet

mobile phone apphtions( O &op)p

interactiveservies suchasingant pollingand SMSsearchabladaabaes
downloadale content(eg., ringtones, videa, etc)

mobizined mobiled mazgi ne s 6)

DIFFERENTIATING AUDIENCES

It isimportantto identifyyourkeyauderncesandthentarget thenthroughthe apprgriatemedia.

Commonsensggoesalongway,butit isalo worthwhileto do someresearch on theaudieesof the

variougpublicationsandbroad@st outletsyouare thinkingof targeting. Thesedays, almat allmedia
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organizationsavetheirown websies,andonecanusuallyfind usefulfactsandfiguresthere, suchas

targetaudence,audernce Sze,andso on.

Hereare someexamplesof audienesandmedatha anorganmzationinvolvedin appliedoudget work

mightwantto target:

1 Finance officials: weekly financiamagazines busness nenspapes, busnessinsertsin major
newspapes, opinionpages of majornewspapes, curentaffairsprograns, andtalk showson
nationaradio. Thelnternetis becomingan increasinglyimportantmediumfor thisgroup. Weskly
financiaimagazinesarebeginning tgplacencreaing emphason theironlineverisons, andsome
influentdl business andfinanciaimedia operatesolely online(for example the SouthAfrican-based
Mongweb):.0Wehave decided tanvest moreon thelnternetbecase thatiswherethe markt is
goingo accordingto Rikus Delpott, edita, Finvek, quotedin TheMaliamagrine,Februan20,
SouthAfrica.lt woulddso beimpartantto targetinfluentdal bloggers or columnigsfor online
publicatiors.

1 OtherNGOs/C SOs: specialist developmenpubications, developmerdupplementsn newspapers
or magzineskey websies or portals(e.g.,The Communi@tion I nitiativeN etwork, Development
Gatevay, andSANGONET in SouthAfrica).

1 The geneal public: masscirculationnenspapes, radiogtatiors, paticularlycommunityradio
gationsandpublicradiogtationswith subsantal newsandtalkconter; TV gationswith nensand
publicaffairsprogans.

MATCHING MEDIUM TO CONTENT
Eachtype of mediumhasits srengthsandwesknesses,andyouneedto take theseanto consideratio.

1 Print (seriousnewspapersn paticular)is goodfor verytechnicalinformation detailedargumery,
andputting matterson record. Peoplecankeep print matera for refaerce purposesandrereadit if
theyneed to check the detailsor if theyd i dund@danddl of theissuesthefirg timethrough.If
youhave conducted abudget ardysisandwish to communiete alot of rather detailednformation,

youmight corsderpayingor apecialinset in amajornewspaper.
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1 Radioisgoodfor immedagy, for providinggeneralinformationaboutanissie,andfor interacting
with the public(for exanple,throughalive cdl-in showwhereyoucan take callsandrespondto
queria). It @atverygood for presentingcomple, detiled informationsuchaslonglists of budget
figures. Thedowrsdeof radioisthatif ligenersaren @lbleto grasp somethinghefirg timethey
hear it,i ttad late. Peode usuallyistento therado whiledoingotherthings so theyareeasly
distractd andcannot concentrateon detais.

i Televisionisgoodfor visualandemotionalmpact. Televéon viewerstendto react moe
acordingto yourappearanceof competene and trusworthiness andless acordingto the content
of whatyousay.

1 The Internet andothertechnologiessuchas e-mal andcell phones, aregood for immediayg,
interactivityand advaagy. Theycan beusedveryeffectively to coordinatdike-mindedgrours,
buildinternationatuppat, andmobilzeeactivigs.

MATCHING CONTENT TO AUDIENCE

It isako impaortantto tailoryourcontentto theaudiencgouaretryingto reach.If youwish to
communcatewith finarce officids, for exampleit isimportantto demorstrateanundesgtandingof
howthingswork,for exampleprocedures thefinancedepatment finarcialandothercorsgtraints
facedoy governmem, thewayin which decisonsaremadg, etc. Finarce officidsareregularly
bombardedby wish lists presented by dl sats of individualsandgrouys, andtheyareusedto filtering
these out. Theyknowthere aremanycompeting needsandclains, therefae,theyaremore likely to
lisento peoplewhoshowthattheyundesandthese congraint, andwho offer solid, evidene-based

argumentgo backup ther proposak.

It isalso helpfulto link valies-basedargumentso pre-exsgting requirementandleg framevorksii
for example,daccordingto the Congitution the governmenis obligedto provideeducationfor

childreng ratherthano iistmorallywrongto degive childrenof theireducabno

If youwish to reechthebroadetpublic, in orderto mativate peopleto join acampaignor to pressire
decison makes, thenample,punchymesagsareneeded. Emational mesages arealko animpartant

wayof reachingagereralaudiece.
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READING 5.8 AGUIDELIN ESFOR WORKING WITH MEDIA

A. TECHN IQUESFOR GAINING MEDIAATTENTION

Make PressCalls

It isimportantto maintainregulacontat with keyjournalgts. Telephon&onvesationscan bevery
effectivein promotingagory or respondingo aneventor previoumews coverag. Besueto find out
whatthevariousdeadlinesareand to cdl journalsts whentheyarenot underimmediatedeadline
presaire (thisvariesgrestly across mediumand outlet). You can greatlyincrease the likelihoodof geting
expaureif youfollowup ane-mailor faxwith atelephonecallto ensue thejournalgt or editorhas
recived or takennoteof yourmessage.

It isusefulto undestandthekeyroleplayers:

i Edtasarethesenioreditaialdecson makes, buttheyareoftencaughtup in maregementand
policyissiesandmaynot beveryinvolvedin day-to-daystory assgnments.

1 Suwedirsareesentdly copyeditors. Theycheck facts, grammarandspellirg, andtheyhelplayout
pags. Theyarenotinvolvedin news gathering.

1 Newsedirsarerespmsble for day-to-daydecisonson whichgorieswill be coveredandfor
assgningjournalgtsto covergories. Thesearekeyconict peoplefor anyorganzationseeking
newscoverge.

1 Jwrnalists¢paasgoout and interviewpeopleandcoverthenews. It isimpartantto identifythese
keyjournalgts andbuild relatiorshipswith them.

1 Specialigtpaesfocuson thematiareassuchas economics, finarce, health,etc. It ispaticularly
importantto buildrelatiorshipswith reporteswho speciaizein areashatareof paticularconcern

to yourorganization.

1 Prauce(madiandTV) areresponsblefor decisonson programor bulletin contentsettingup
intervievg, etc. Thereis gererallyahierarchyf produars,andit isimpartantto find outwhich
producer istherightoneto talkto.
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It isako impartantto undersiandthe news or contentcycleof the meda organizationghatyouinteract
with @ for exampleto know whattheirdeallines are d to ersure thatyouareableto getpresseleaesto
themin timeand thatyouscheduleyourpressconferenes attimeswhenmos journalsts areableto
atend. Whenyouwantto talkto journalsts, it isgererallybestto cdl in themornings(for dailies) and
early in theweek (for weklies). For curentaffairsprogamson radioand televison, besureto callwell
ahed of thep r o g braaoic®@ $ime d unlessyouhave dramatc, brekingnewsto share. Magzines
are sually preparedellin advancef publication date (ften monthdo weeksahed),s0  eserited
to contect themaheadof time.

Distribute PressReleases

Thereare no hardandfast rulesabouthow oftenpresseleaesshouldbeissued, but it isimpartantto
issueapressreleae onlywhenyouhave samethingnewto say. Theyshouldnot besentout o often
thatjournalgts begin to seethemascluter. Thereisanartto writing press releaes,andtheyshouldbe
writtenmore or lessasyou wouldliketo seethestory repated. Bear in mindthatnewsroomsare
usuallyunderresourcedandthatthe mediaoftenusepressreleaesoasis, it unalteredorm. You
shouldincludeagoodmix of factsandfigures,aswellasreag-madequoteghat can beeasly lifted out

of the pressreleae and repeatedh the meda

H old PressConferencesWhenCalled For

Accordingto A MediRéationslartbod fa- Non-GoenmentaDrianiatiod, thereareonly two reasonsto
haveapress conferene: 1) whenyou arecommuntatinginformationthatis so compkx thatyouneed
to interactwith journaletsin orderto ensue clarty and2) whenyou intentiordly wantto dramaitze
yourannouncemt. Whenholdinga press conferene, timingand location are everything A senior
newspapereditorin Cgpe Town, SouthAfricaoncetold agroupof police service communcations
officersthatheisfar more likely to sendajournalgt to apress conferencd it iswithinwalkingdigarnce
or jug ashort drivefromthep a p efficéssAlso, pressconferenes shouldbeheld attimeswhen
mogt journalstsarenot on or nearingdeadline (urnlesst isveryimpaortantbreaking newsthatcannot
waid.

Stage Events

1SrahSilver A MdiaRéatios Handlodk forN arGoverratal Orgaizatins(London: MediaDiversity Ingtitute,20(B).
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Journalgistendto repat on evens, notissies. For examplejourndistsin Southermfricahaveoften
been critiazedfor theirtendencyto reporton conferenes. Howeverthiscan beusedo advantge by
anorganzationseekingto get anissieinto the media invitejournalgisto conferencesn keyissuesand
lineupinteresting peopleo beintervewed. Mardes protests, exhibitiors, fegivas, parads
comptitions, andthelikeareallgoodwaysto generatemediaattention. It isimpartantthatevents

provideplentyof visualinterest.

Participate in Talk Shows

Talkshowson radioand increanglyon TV areanexalentway to generde andinfluerce discusion of
yourissue. Talkshow producersarecorgtantlylooking for newandinteresting ideg, so it can bea
goodideato contct them, suggestalk showtopics,andalo offeroneor two peopless sudio guess.

Alternativéy, youcancdl in duringexiging live programgo getapointacrass

Write Lettersto the Editor

Lettergo theeditor can beaveryeffectivewayof gettinga pointacress paticularlyin responseto
atticlesor opinionpieesthathaverecentlyappeared in a paticularpublication. Somepoliticalparties
makeareguar practce of getting gaff memberso write letterso newspapes, underthe pretextof

beingordinarymember®f the public.

Contribute Op-Ed Articles

Manynewspapersegulaly publsh opinionarticlescontribuedby membersf the publicsuchas
academcsandNGO daff. It isimpartantto undestand theaudiere and yle of eachpublcation and
to communiete with opinion pageeditaswellbeforethe desreddateof publiction, asmost papers

recive manymorecontributionsthantheycouldeverpublih.

Provide Background Information and Briefings

It can beagoodideato hold informalmediabriefings, suchasabreakfat or lunch,whereasmallgroup
of journalgtsisinvitedto meetandtalkwith oneor two expetson anissue. Suchmeetingshavethe
two-fold benefitof helpingournalgts becomemoreinformedaboutanissieandbuildingrelatiorships
betwveen journalgts andan orgarnzation.

A numberof organizatins also seek to promae improvedcoveragef specific issiesby developing
backgroundnateriabuchasissuesunmaries, toolkits, and arswersto frequeaitly akedquetions. For
examplein SouthAfricathe organizationl DASA develope@webdie caledoWordon theSteet , 6

8



INTERNATIONAL BUDGET
Open s. Transform

IB

Module 5: Budget Advocag Part 111 : Mediaand Communications

whichprovided backgraind materiato journalsts coveringocal goverment in SouthAfrica.(The
webdieisno longer active, hereisanatticleaboutoWordon the Street :6

http://www.ngopuke.oyarticle/idasa-web-resource-targes-communiy-meda). TheLondonbased

organizatioffanoshasaste caledi-Witness (pana blogs.com/iwitnesses), whichcontaingoolkitsto

helpjournalgisundegand issuesrelatedo thelnformationSociety.

Be a GoodSource

1 Beavailable:Egablshingarelatiorship with journalstsis atwo-waystreet. If youexpecthemto
payattentionto youandto coveryourissue,youneedto beavalablewhentheyneed you. If youare
helpful andwaikble whenajournalst needsquick quotgust befare deadlineor somecomplex
matter explaed,theywill bemorelikelyto lendyou a sympetheticearwhenyouneedafavor.

1 Becredible: Journalgts need to bealleto trugt theirsources. It isimpaortant tobesure thatall
informationprovided to the mediais accurate.Often, it can behelpfulto tellrepaterswherethey
can goto get thestory substanteted. Do not gpesk onissuesthatyoudo not knowenowh about,
evenif presuredto do so.

1 Dond became an annoyance:Do not harasjournalsts or callthemtoo often. They willstartto
find waysto avoidyou. Be asperlsuasve asyou @n be, butif ajournalgt turnsyoudown,learnto
take ndor anarsverandd o rbécomeudeor nasy. Thereare manystories competing for
atention,andmanyreasonswhyanewspaperor radio sationmightnot beableto carry your story
onany p@ticularday.

Come Up With Interesing N ewsAnglesfor Regular Eventsor Calendar Dates

Thereare manycdendamdateghroughoutheyear thatcan potentidly beused to publicizeyourissued

for examplenationajpuMic holidays andnternatimallyrecanizeddayssuchas|nternationaltVo me n 0 s
Day, InternationahlDS Day, HumanRightsDay, etc. Jounalstsareoftenlookingfor newanglegor
gorieson or aroundsuchcderdardates. Bear in mindthatcoweragerdatedto reguladategendsto be
plannedvdl in ad/anceso communecatewith potentl mediaoutletsfar aheadof thedesred

publicationor broadest date.

Be Awareof the NewsCycleand the Budget Cycle
It isimportantto think strategcallyandto timeadvocacy activites,includingmediaexpaure, so that
theycan havethemaos impact. If youwantto influerce the contentof the nationalbudgt, it is

9
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impartantto ergagein mediaactivitiesduringthe budget planningohase, which iswellbefae the dayof
thebudgetspeechin thelegidatue. By thetimethe budget hasbeen announced, it istoo late. Of

coursg, atthattimeyou maywantto addyourcommertson thebudgt andevalateit, butif youwant

to bringaboutchangsin allocatiors, youwill have to beginworkingtowardsthe nextbudget. Oncethe

budgt vote has been pasedin thelegislatureit isagoodtimeto highlightissiessuchas spending

capacity and obstaclesin service delivery. Aroundtheauditingand repating period you would

probablywantto focusyour messages on issuesof financiamanagmentin goverrmentdepatments.

How Doesa Small Budget AdvocacyOrganization GetInto the National N ews?

T

It can bedifficultfor asmalllocatlevelorgarizationto gainnationamediaatentian, butit isnot
impossble. First,gppearanceiseverythingIf youputout professonalpressreleaes,use e-malil
andthelnternetintelligently, and showthatyouknow whatyouaretalkingaboutby providingsolid
analgs andcrediblanformatian, no oneneedknow thatyourorganizationis smallin sizeor hasits
headquatersin asmalltown. Manyasuccesful mediacampaigrias beenrun by onededcated

peison with acomputeandafax machine.

Usethetechniquedor gettingmediaatentionthatare outlinedabove.|f youcan get into the minds
of journalgts, think like theydo, andthenpresentstoriesandnewsangleshatgrabthem,youwiill
havea highdegreeof succes.

Focusyouradvocacyn actionsandeventsandnot procesesandideas. To modt journalgts, news
is somethinghathappenshatcan beseen or heard,andthatoccurs ata pecific timeandpleace.
Marches amews. Workshopsarealmat never news. A research surveyisnotnewsii butan
eventwherea highprofile peison announesdramatiaessarch findingsisnens. A bookis not
newsi butabooklaurch whereapanel of prominentspeskersarediscusingissiesraisedbythe
bookmaybe. The followngisagoodexample of anewsworthy event: a&SouthAfricanbusiness
advoecyorgarnzationgruggledo getmedaatertion until it sageda hugeeventin whichbusness

leadersvakedacross SouthAfricain relays.

Finally, be sure thatyourmessagesded with issiesof nationalcorcern. If you do highlightlocd
issuesandconaerns, besureto link theseto andshow howtheyhave animpact on issuesthatare
prominenton thenationalagenda.

10
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B. WRITING A MEDIA (PRES9 RELEASE

1 Pressreleaesshouldapper onyourorganza t i sanofiesyso thattheyapper professonaland
v t hat t h ename; lgga, armbntacinformatidnare clerly vible. Pesseleaes
shouldtry to coverall of theclassc quesionsthatjournalgts aretaudnt to ask in relationto anissue
thattheyarecovering: who, what,when, wherewhy, andhow.

1 Presreleaesshouldhaveashort, informativeheadingandshouldbewrittenin awaythat
immediatly grabgheread e at@ndion. It can beveryeffective tocompae presgeleses
acordingto theso-cdled dinvertedtrianged format: the most impartantinformationin theinitial
paragraplsf with theleast impartantinformationlowerdown(suchas more in-depthdetailsandthe
backgrounaf the orgaization).

1 Forexample,belowaretwo possble openingparagraphdo apressreleae outliningtheresultsof a
research survey. Thesecondislikelyto havemore impact thanthefirst:

1) o T BedgetPolicy Grouphas pubthed theresults of anextensive sueyon theimpactof
cash grantson vulnerablecommunites. Thesuveywascarriedoutin sx SoutherrAfrican
countrieaindinvolvedinterviewswith over2,000repondentsn eachcountry. It revels
severaproblemawith respet to thegovermentgrantsyse mé 6

2) 0 N e wgearch éy theBudgetPolicy Groupshowsthat 2 million poopeoplein Southern Aica
arenot accesinggovernmengrans. Thereserchrevealsha, despie governmeneffortsto
reggtereligible grantrecipients, most poor peoplefindit difficult to fulfill all of the
requiremerse 0

1 Theseondexamplegetsrightinto the key findingsof theresearchandhasamuchgreatechance
of grabbingajournalgt @tention. In thefirs exanple,afterthefirs paragraplyoudtilld o n 6 t
knowwhatthereserchfindingswere.

1 Providebriefandatentic-grabbingyuoteswithinthe bodyof the pressreleae and atribute them
to organizationafpokespersons. For example, 0 T 1BIRG dresearch directa, BlessngsApril,
explaiis, Wedhopethisrepat will leadgovernmentso reconsdertheadministrativerequirements
thatpotential grarbergficiariedaveto fulfill. 6 6

1 Standardihformationaboutthe organizationshouldbeincludedattheend of the pressreleae, such
astheorganzat i amnsgbisandkeybackgrounddetals.

11
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Onceapressreleaeisdigtributed(byfax,e-mail,or othermeans), it isimpartantto follow up with a
phonecdl to key journalgts andeditasto makesure thereleae hasbeen reaved andthatit is
noticed.

It isimpaortantto includeareleae date (and embargo detals if appli@ble),dongwith thenameof a
contect person andas®ociatedelephonenunbersande-mailaddrssesto ereblejournalgis to
follow upif theywantfurtherinformation.

. GUIDELINES FOR PRESSCONFE RENCES

Press conferenes shouldbeheld onlyonrareoccasons. Jounalsts arebusy and will not attenda
pressconferencenlessthe matteris espeiallyimpartantor dramatic.Asaruleof thumb,only
holda pres conferencavhentheissuesareso compkx thatyouneedto providedetaied
explanationandinteract with journalsts directlyin orderto ersurethatall questionsarededt with.
A pressconferencean dso be held whenyouwantto intentiordly dramaize anannounceent.
Press conferenes shouldbeheld asclose to most mediaorgarnzatiorsdofficesas possble andat
timesthattakeinto account thedeadlires of thekeymedia irwhich youwantyourconferenceéo
appex.

At the press conferene, makearegsger of journalss whoatend. Thiswill helpyouto trackwhich
repatersandmediaoutletsareactudly interesedin yourissue,aswellasprovideyou with useful
contect namesandnumlers. Theregister can ako be usedo identfy whichmediashouldbe
monitaredafterwardsn orderto trackcoverag.

Presskits shouldbepreparedefaehand and hanad outto repaters. Theseshouldcontainhard
copiesof allstatementsr gpeechesto bemadea the press conferencaswell asanyuseful
backgroundnhformation. Thismateriakhouldcomein theform of press-friendlybriefingshests
ratherthanlong aedemicpapes. It can alko beagoodideato provideaCD or DVD containing
photogapls, backgroundiaterialandshort audioandvideo clips. Howevae, it isimpartantto
investigate bef@ehand whattechnologytheinvitedmediaoutletshaveacesgo 0 asto ensuethat
youprovide materiah the most usefulformat.

It isagoodideato havetwo or threespekers, 0 thatjournalsts can gatheravarietyof quotesand
pepectives. Howeverthereshouldnot betoo manyspekersso thatjournalgts feeltheirtimeis

12
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beingwastedfor the sakeof letting orgarnzationabfficeholderdeelimportant. Be sueto allow
enough timefor quesionsfromthefloor.

It can beagoodideato provideoppatunitiesfor mediato intervew individias who are affectedin
somewayby yourissie. For example,atapressconferencdo announcehe resultsof researchinto
the numbebf gunrelatedleathsn SouthAfrica, the organizatiotun FreeSouth Africaarangd
for somepeoplewhohadlost familymembesto gunviolenceto bepresentto tell theirsories
Thisprovidedpowerfulemotionatontentandgave ahumanface to the satiticspresented in the

ressarch.

. GUIDELINES FOR INTERVIEWS

Ahead of anyinterview, it iscriticalto undesgandthe purpcse of theinterviav. If theinterviewwas
requatedby ajournalg, it isimpartantto find out the purpcse of theinterviev, whenand whereit
will appear,thelength (sze of gory, numberof words, timein minutes), when andwherethe
interviewwill takeplae, and the nameof theinteniewer.

For televéion andradio,it isimpartantto knowwhethertheinterviewwill gopear live or be pre-
recaded(and probablyedited beforehand).

It isadvisabléo settleon no more thanthreekeypointsthatyouwish to getacross duringany
ecific interviewandto sick to these. For televeion andradionewsandcurrentaffairsprograns,
arsversto questionsshould gereraly be short andto thepoint, around20to 40second Answers
shouldneverexeedaminute.

It isveryimpartantto preparekeyquotesor 0soundbitesd thatarecatchy and effective. The
gandard soundbite usedduringaradionewsbulletin usuallylasts about12 seconds. Duringa
currentaffairsrepat, perhaps30second$o aminute. Televeon news soundbitesarealko short at
10to 15seconds. Soprepare punchymemorake quotesof vaiouslengthgi 10to 12 seconds, 30
seconds, and60secondsii thatercapsulae akey pointthatyouwantto make. A wel-known
examplef amemorake soundbiteisfromthefamousO.J. Simpon trialin the mid-199G: ol f the
gloved o e §itnydutmt acquild

Langageshouldbekeptclearandsmple. Seerawayfrom exessvely complexargumentandtoo
manyfactsandfigures. Two or threewellchosergtatisticscan beusedvery effectively. Itis
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importantto think aboutthe simplet waysof getting figuresacress. For examplesayofive out of
everytenpeopeo ratherthandfifty percenbf thepopulationd Similary, it isagoodideato use
descrifive langageandimagesndmetaphorshatwill reonatewith theaudiene. Forexamie,
youmightsayolf wecomparedncometo building, theincomeof the pooreg Brazilenswouldbe
ad o |lhéouse,2 cmhigh,whiletheincome of thericheswouldbea skyscrgoerreachingfromthe
earth to themoono It isalweysagoodideato provideoneor two concreteexampleto illusrate
each keypointbeingmade, paticularlyif the pointsarerelativéy abstractissuesof processor policy.
It isimportantneverto becomeirritated or aggresve. Whenfaced with anegativequestion, ded
with it truthfully andthengoon to emphaizeapostive point. Duringliveinterviewsit is generally
possbleto seer thefocusbackto oneof yourpredeterminedkeypoints, even if theinterviever
beginsto focuson aresthatyoudo not wish to discus. For example,in response to anegativeor
criticalquestion, youmight say, OWel, our criticsdo saythat,but thatisnot thered issue. Thereal
issueis... o0

Practiceandpreperationare critical. It isagoodideato rehearse with a colleeguebefaehend andto
anticipatgossble negative questionsandpitfalks. It isalo agoodideato have saneone recordll
interviewsandlistento thematterwardsn orderto identfy misakesor areagor improvement.

. GUIDELINES FOR MAKING PRESENTATIONS

PresenttionsarecrucialWhetheryouareaddresngjournalsts atapress conferenceor members
of the parliamentarpealthcommitte, youneedo beableto getyourmessageacreas clearly and
effectivdy. Remember alsothatthe membersof youraudiencéear manypresentationd yours

needsto gandout 0 thattheyremembeit. Hereare sometips.

PREPARATION

- Yourpresentatiostartslongbefore you sandin front of youraudiene. Preparations crucially
impartant.

- Objectives:beclear aboutwhatyouwantto achiee or whatyouwant to conveyto your
audiene.

- Whatdo youwantthemto remember?Think about way$o makeyour keymesagestick.

- Engage your audenceby buildingon whattheyalreadyknow-- use familier referencgoints.
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Makeit importantto youraudenced putyourselfin theirshoesandthink aboutwhythey
shouldcareaboutyourissie.

Peopleremembefirds and lasts d payattentionto the endandthe beginning.
Givethemreasonto ligen:bresk theirpaternd presentthe unexpeded.
Haveadrong,clearendng.

ENSURING | MPACT

Planyourwords, oneideapersenience.

Use activeverls.

Paintpictues:SHOW, d o riedl. t

Usethe powerof visualcommunietion d use graphics, photograps, andmapsgo helpyour
audiencaundesgtandyour reserch andwhatit means.

Everyonéhasa preferedsenseor learning- makeuseof thefive ssnsessmuchas possble.
Usevisualsandaudioif you can.

DELIVERY

Takecontrolof theroom. Youmust bein charge.

Startwith energ: showenthusasm.

Pogtion yourself in thesameareaasyourvisualadsd d o nmakieyour audi@cedividetheir
atentionbetweenascreen andyou.

Keep lookingforwardsd alwaysfocuson youraudenced d o rh@eyour back to themwhile
youdareatthescren.

Signpat impartant points. Youan literallysay,0 aw thisnext pointisvery impet ant ! 6
Corsderthewiderenvionmentd aretherenoisesoutsdetheroom, arepeopletoo coldor too
hot?Often,if youbrieflyacknovedge digractingfactos, theaudiencewill be ebleto putthe
digractionout of theirmindsandrefocusonyou.

Payattentionto yourvoice: clarty, projection, pace,andpatses.

Makeeye contact with your audiene.

If posible, handlequesionsandarswersbefae your endingd thenwrapup with astrongtake-
homemessged adefinit, clearclimax.

VISUAL AIDS
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If youuse PoweiPoint, useit effectively (seebelow).

RenemberPowePointisjust one pasbletoolanmongmanyY o u  dhavetoduse it.
Think @outusing othertypes of visualaids, suchasFlipchars, Whiteboard, andothers. Be
cregtive.

Havehandoutgor youraudiene.

UsE POWERPOINT EFFECTIVELY

PowePoint can bea powerfultool, buttoo oftenit isusedbadly, putting audercesto deep.

Y o u dantnydut audarce focused on the semeand not on yowour didesshouldsuppat
you,nottakeover.

D o nwiitéyour presentatiomsing PowePoint. Prepareandgtructureyourpresentatiomnd
onlythergoto PowelPoint andthink abouthowyou can use slidego suppat yourpresentation.
Keep didessmple.Lessisné Leavethedetled notesfor thehandous. One ideaper
snence. Shortsenences Maximumthreesenences perdide. Someof themost effective slides
can cons# of just oneword.Or animage.

Be suethatanygraphsandotherillustrationswith your budgetinformationis clear: it canbe
undesgtood andinterpeted atfirg glane.

Avoid busy background, fancycolas, andothervisualgimmicls. Plainblackon whiteis often
thebest. Everyeement shouldsuppat yourmessagg, not deractfromit.

D o nb@& & diembodiedsoice in alarkenedoom, with ewveryonejust garingat yourdides.
Continuallybringyour aidien®d fecusback toyou. Youcan use thedW dkey to makethe
screen gowhite,or the 0B6 keyto make it go black.

Rememberthatthemost memorablepeechesin history weregiven withoutdides. Winston
Churchill Mattin LutherKing, andNelsonMandéaneverused PowePoint!
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READING 5.9ANEW MEDIA

Wehave mentionedtherigsngimportance of newor digitalmeda, but up to now,havefocusednanly
ontraditional/maistream or ocoldé mediaBut it is crucialto takeinto accountthe excitingoossbilities
presenid by the Internetsocial networkingand mobilephonesn advoecy. The mainstream media
will bewith usfor alongtimeyet, especialy in devdopingcountries, butthenew digitalmediaare
rapidlychargingthe meda scene.Evenasmallorganizationcan use thelnternetandmobilephone
technologyto have ahugeimpact.
1 Sometimepeoplearguethatthe new medaarenot veryrelevanin develofng countries, asmog of
thepopuktion doesnot haveaccesgo thelnternetBut thisargumentloesnot takeaccountof
severafactors
- Itisimportantto differentiateaudiecesin advaacy. Emphaizethatdonas, international
organizatiog business peoplepolicymakes, andjournalsts DO haveaccesgo anduse new
mediamore and more.

- If youdo notusethelnternetandmanyof the socialnetvorkingtoolsit offers,youwill not be
reachinghese key audiences. New medacan be very effectively usedo reach journalgts, who
in turn will thengiveyouexpaure in the mainstream meda

- Therise of mobilephonesandmobilelnternetaces. Whilemogt ordinarypeopledo not have
computes, the use of mobile phonesswidespread Ordinarypeoplen developingcountriesare
increainglyusng mobilephonego accessthe Internetandsocialnetworkingapplicationsuch
asFaabook. In additionevenwhenpe o p | ehawisophificeted phons, basic technology
suchas SMS(textmesages)can beusedpowerfullyasacampagnor advo@agy tool.
1 So,whatdothelnternetand newmedia &ferthatmairstreanme di a t?doe s n d
- Theability to tellyourgtory and get yourmesageecraossto youraudencediredly, without
journalgts asthe omiddle-meno

- Theability to coverthekindsof issuesandtell thekindsof soriesthatmairstreamjournalsts
areoftenjug notinterested in coveing.

- The paver ofnumbes. Social networking toolseke tse o r d i n anetyworkpokfreepds e 0 s

andacqaintanesto spreadmessagesrapidly oftento vast numbersof peope.

Some=xamplesf newmediatoolsare:
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1 Facebook(www.facebmk.com): Unlessy o u liean leving on anotheplanetfor the past fewyears,

chances areyouknowalout Faebookalreadyandhaveyourown Facebook account. Fachookisa
socid networkingsite thatallows peopleto link with theirfriendsonline.It can beaccesedonthe
Internetviacomputerandinternetcapablemobilephones Facebookofferspowerfuladvoecy
oppatunities youcancreategroupson Faebook,highlightCaiges,andshare news, views,
photogapls, andmore. An examplef the power of Facbookoccurredn January2010when
womend| overtheworldsuddenlygatedpogingtheirbra colorastheir Facbook satus,
apparentlgs awayof ragng awareessof breat cancer. It ssemsunclex wherethisgarted; it
goread virally and rapydan exellent illgtration ofthe huge pwer of Facbo o ksdtial network

For moreinformationon this seeherehttp://allfacebook.comfachook-bracolor b958.

Subscribe to the IB PO Bacebookpage
at: http://www.facebook.cominternationdBudoetPartneiship

1 SMS:Theplainold short messageservice or SMSon yourmobilephonecan beusedvery
powerfullylt hasbeen usedto sendoutinformation rapidlyto largenumberf peopleeither
throughbulk SMSservicesthatallowyouto sendout amessageto hundedsor eventhousandsof
peopleat thesamdime, or throughnetworkingwherepeoplgust keep passng messages onto their
friends, andtheirfriends, andtheirfriends.). It hasalo been usedto gatherimpartantinformation
fromthefield (suchas havingactivés visitclinics and send SMSmessagesto acentral point,
indicatingwhich clinicsareout-of-gock of certainesentd medicing).

Thereare anumberof onlinetoolsthatcan assst youto usethe powerof SMSOneexampleis

Frontline SMS alarge-scaletextingtool for NGOs. Seéhttp://w ww.frontlinesms.cont .

1 Blogging: A blogisreallyanonlinejournalor diary,or even amini-websie,which allonsyouto
expres opiniors, covernews, sharephotas, videos, andevenaudiorecordimgs;andako provide
linksto otherwebdiesthatyouthink arerelevantor youraudiencandmesage. Themost popular
bloggingsitesareWordPress (www.wordpess.comm) andBloggr (www.bbgger.can), whichisa

Googleservice At eitherof these sitesyoucanveryquicklyd andwithouthavinganytechnica
knowledg® setup yourownfreeblogor mini-webste. If youknowhowto sendan email, youcan
setupyourownblogdi tthatsasy! For anexample of how WordPress can beusedo setup a

campaignvebdie,have alook at http://endforcedderilisation.wordpes.com
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Also check out the BP& OpenBudgets Blog,whichisaWordPress ste:
http://openbudcetsblog.org/

1 Citizen Jaurnalism: Citizen journalém refersto the factthatdigitalmedianow allovs ordinary
peopleo actasjournalgts. Usingcomputes, mobie phones, digitalcameragincludingcamerasn
mobilephones), ordinarypeoplearoundtheworld are ableto produce angublishstoriesof
impartarce to them.Citizenjournalsm can include blogs, butisnot limitedto bloggingSome
citizen journalsm stescombinecitizen journdism with aneditorial staff, in orderto ensure stories
complywith certainminimumstandrds. One exampleis GlobalVoicesOnline
(http://globalvoicesonline.ow).

1 Twitter (www.twiter.om): Twitterisalmatt like SMShuti todlise.lt isa servce thatallowsyou

to sendveryshat messages (maximuml4O0charaders) to peoplewho aredfollowingd you.You can
ako sgnupto follow othersandget theirupdatesknownaso t etse @ lot of whatison Twitteris
reallytrivid (e.g.,0l amhavingbreakfat now. )fbutmanypeopleuseTwitteralmat like nenspaper
headlines. to alerttheirfollowersto newsor to aninteresting websie or blog.Theydo thisby
providingabriefalert,followedby alink to thestein question.

Chek outhttp://twit tercom/OpenBudgets

1 YouTube (www.youtulecom):YouTubedlowsyou to createshare andview videosonline.lt has
aspecific 0 loa n n dedicatedto non-profit groups. Manyorganizationshaveusedthiseffectivéy to
shareadvocay mesages. A goodexample isthe AidsandRightsAlliance of SoutherrAfrica
(ARASA).Havealook attheirvideoon healthbudgets here:
http://www.youtube.can/watchd/=MkWoKgLhDVs.

Also check outthe BP video onsocial auditgh Kenya, olt @sr Money. Wh e rleGd 1 e ? 0
http://www.youtube can/watchd=z2zKXgkrf2E&feature=player embeded#

Thesearejust afew of the sitesandtechnologiesalable. Thereare many,many more,and newones
arespringing upevery dy. It @nportant tobe alerind totry to keep upvith newdevdopmentdy
readingblogsandpaticipatingin onlinesocialnetworks.
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READING 5.10ASAMPLE MEDIA

SAMPLE PRESSRELEASE

African CSOsDemand an End to Medicine Stock-Outs
February2009

Stop the Sock-Outs! Access to essertial medicinesfor all!

Civil society oganization$CS() in Kenyaandacross east andsouthernAfricaarecoming togetherto
launcha campaigrdemendinganendto sock-outsof esente medicines publichedth fecilities.
Theregionalcanpaignis beingspearheadedby Hedth Action Internationa{HAI) AfricaandOxfam.
Natiordl canpaignswill dso takeplacen Kerya, Uganda,Mdawi,ZambiaZimbabve, andMadagsar.

Thethemeof thecampain is. Sop the StockOutd Accesgo Essentd Medcinesfor All!
Thecampaignsacallto actionfor Africangovernments meet theirobligaionsto provideesentsd

medicine$o our people.

TheWorld HealthOrganization (WHO) definesesentd medtinesasothose thatsatisfy the priority
hedth care needsof thepopulation.Esentd medcinesareintendedo beavaibblewithinthe context
of functioninghedth sydemsatalltimes, in adequae amouns, in theapprgriatedosagdéorms with
assredqudity, andatapricethe individuahndthecommunitycanaffo r d . 6

At theWorld HealthAssemblyin 1975 pur governmentsmadeacommitrent to ensue these esenti
medicinesireavaikble in publichedth fecilities.

Yettoday over 30yearslater,atanygivenmomentpublichedth facilitiesin Africahavein sockonly
abouthalfof acoresetof esentl medicina Thesearemedicnesusedto trest commondiseasessuch
asmalariapneumonrs, diarrheg, HIV, TB, didbets, andhypertesion d all of whichareamang the
highestausesof death in Africa.

Accordingto Patrick Mubangizidirector of HAI Africa,accessto essental medicinessahumarright
and a cornetone of an déctive primary hath care sgem. SysMubangizip Acesdo free or chap
esentl medicinesleerminesvhethempeopldive or die,suffer painanddiscomfat, or havetheir

ailmentgured remverfromillnesor enduelife-longdisease . 6
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Stok-outsarewors in ruralareasandpoor peoplearethe mog affected. Stok-outsforce peopleto
buymedicinesatmuchhigher pricesfrom the privatesector. More often,though,patientssmplygo
withoutthe medicinghattheyso badlyne=d.

Thecampaigns cadlingon governmentandhealthdertmentsto endstock-outsnow by:

1 Keepingaccuratestock recordsandholdingbuffer supplies of medicinesn sorage.

1 Creatingefficientdistributionsygemsatnationabindregionalevels.

1 Givinggakeholderésuchasconsumerorganizatios) avoicein forecaging and procurement
planning.

1 Endingcormuptionin themedicinesupplychainto sop theftanddiveison of esentd medicina

1 Livingupto commtmentsto soend15%o0f natiord budget®n healthcare.

Thefailureto properlystock publichealthclinicsandpharmaciewith esente medicnesstemsin part

from economicongraintsand bueaucratic oltade s But aboveall, it isafailure of politicavi | ks, 6 s a
Mubangizilf governmentscommit to having medgineson phamacyshelvestheyen do it . 0
Launchdate:

Vene

Speakrswillinclude:

Mediawill dso haveanopportunityto interviewpatientswho havepersonalexperieoe of medicine
gock-outs.

For moreinformationcontact;

Campaigpartners
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SAMPLE PRESSRELEASE 1:DRAFT RELEASE

Speakng Up for Thosein Pain

Hogspicesacrossthe globewill be celebratingVorld Hospiceand Palligtive CareDayon 11 October
2008.In Bedlanmstanwe haveasronghospicepresrnce with 74memler hospicesdottedall overthe
countryand54developmentites.

Hospiceis aphilosophy,not a buildingasmanypeoplethink. The philosophyholdsthat apetson with
alife-limitingillnesss on agpecialjourney and hasauniquesetof rights. Palliativecareistheactve
exprasson of thisphilosophyfi aspecial brandof holigic care thatprovidegqualityof life, dignityin

desth, andsuppat in berevement.

Mogt hospicesoperatehroughhome-basedcareby vigiting clientsandtheirfamiliesin theirhomes.
Somehospicesarefortunateenoughto have inpatent units, whereclientscan beadmittedfor respite,

paincontol, or terminalare.
Accordingto resarch,one of the mainfears thatadyingperson hasis dyingin PAIN.

Thisyear,thethemefor World Hospiceand PaliativeCareDayis oPallativeCare A HumanRigh.6
TheHospiceandPalligtive CareAsciationof Bedlamstanwantsto highlidit therightof the
terminallyill to access medicationfor paincontrol. Legidationcurentlyprohibistrainedpalletive care
nursesfrom precribingcontrolled medietions, and acesdo the corect medicinegsdifficultfor many
of our clients. We are activelyadvocating for thisto bechanged,so thatour clientscan havether pain

addres®dadeqately andin atimelymamerby trained,profesionalgaff.

Hogspicesarenonprdit organzationghatrelyonfundrasing activities. Theirservcesareprovidedree
of charge.

Pleae suppat thelocd hogpicein yourarea byoluntesring yourtime or expertse,donatinggoodso

theircharity shos, or makingafinangal contibution.

For moreinformation,goto www.worlddy.orgor callthe HospiceandPallitive CareAs®ciationof
Bedlamstanat0123456789
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SAMPLE PRESSRELEASE 2: | MPROVED RELEASE

oPain reliefis ahumanright @ let nursespresciibe,6 sayshospiceassodation.

TheHospiceandPalligtive CareAsciationof Bedlametan(HPCA)is cdling for hedth carelegislaton
to bechangd to erebletrainednursesto prescribescheduledpan-controlmediction.

Thecall comesasHPCA andits 74membeihospicegoin hospicesaroundthe globeto markWorld
Hospiceand Palligtive CareDayon 11 October2008. Thethemethisyearis oPallietive Care’ A Human
Righto

HPCA belieesit istheright of peoplewith life-limiting and life-threateningillnesesto befreeof pain.

Howevermanypatientsstruggleto gainaccesgo the correct pan-controlmedcines.

Givingtrainedpaliativecarenursestherightto prescribescheduledmedtaion wouldgoalongway
toward allevatingthisproblem. HPCA CEO Dr. Liz GwythersaysgThelack of doctasin hardto-
reaclhruralarea®f Bedamiganmeansthatpresciptionsfor pan-killing drugsaredifficult to obtan,
leavingpatientdn unneesarypain. Enablingranednursesto prescribethisverysafeandroutine

medi@tion wouldallevate untoldnge r y . 0

Accordingto reserch,one of themainfearsadying person has iglyingin pain. But todayit is possble
to contol paineffectively with drugsthataresafeto use and thathavefew side effects.

Hospiceis aphilosophy andanapproacho carefi not abuildirg, asmanypeoplethink. The
philosophyholdsthatthe peison with alife-limitingillnesss on a pecial journeyandhasa unique setof
rights. Palliativecareisthe ative expresson of thisphilosophyii  aspecial brandof holigic carethat

providegqualityof life, dignityin death, andsuppat in berevement.

Mogt hospicesoperateéhroughhome-basedcareby visting clientsandtheirfamiliesin theirhomes.
Somehospicesarefortunateenoughto have inpatent units, whereclients can beadmittedfor resite,

paincontol, or terminalcare.

Hospicesarenonprdit organizaionsthatrelyon fundragingactivities.Theirservces areprovidedfree
of charge.

For moreinformationplease contact: namef antectpesm, tegphon@ndemailaddess
Seedso www.worlddy.org
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SAMPLE OP-ED ARTICLE 1

The new MPs fund: "\« (e

IBP

Lessons from Kenya.? X

ecently, Tanzanian Mem-

bers of Parliament (MPs)

visited Kenya to learn from

heir counterparts about
the operations of their Constituency
Development Fund (CDF). Since
2003, Kenya has been operating a
CDF under which all MPs receive
funds to initiate development pro-
jects in their constituencies.

There are concerns in Kenya
about the CDF. In its current formu-
lation, the CDF violates the constitu-
tionally required division of powers
among branches of government.
Under the CDF, MPs (through their
nominees, who are private employ-
ees) execute works within their con-
stituencies, and report actual
expenditures incurred on CDF pro-
grammes to designated district and
national government offices.

As with all public expenditures,
CDF accounts are subsequently ver-
ified by the legislature. This creates
a situation in which the legislature
is verifying CDF accounts managed
by legislators - thereby violating
the principle of checks and bal-
ances and separation of powers
between the executive and the legis-
lature.

Furthermore, the CDF risks
diverting MP attention from core
tasks. The MPs may be too busy
managing CDF monies to exercise
their role of scrutinising and hold-
ing the executive to account. MPs
may also let government off the
hook provided government does
not question the MPs use of the CDF.
Finally the risk of creating parallel
uncoordinated systems that causes
duplication and wastage is real.

For these reasons, the CDF is a
poor idea in principle. Instead of
establishing a CDF in Tanzania, it
would be better to strengthen local
government systems. However, the
Parliament is likely to go ahead.and
establish the CDE In this case, it
would help to take lessons from the

* Kenyan experience.

First, CDFs must be constructed

‘expended each year.

Hard
uestions

By Vivek Ramkumar

/./

so that the rules pertaining to pro-
ject eligibility are rigorous and
enforceable. While each Kenyan MP
is technically allowed to implement
only 20 projects in a year, some MPs
have been creative in their enumer-
ation of projects. MPs have classi-
fied 10 or more classrooms con-
struction projects in different
schools as one project or similarly
classified the construction of sever-
al health centers as one “health cen-
ter” project for the purposes of the
CDF.

Second, district officials should
be provided with adequate
resources to enable them to sup-
port the CDF projects executed util-
ising funding provided to the MPs.
In Kenya, districts typically suffer
from an acute shortage of technical
personnel, particularly engineers,
and are often unable to effectively
monitor actual CDF expenditures.

Third, CDFs must be structured
to require a thorough accounting of
project funds. Due to poor record-
keeping by CDF managers (who' are
nominated by MPs), reports devel-
oped under the Kenyan CDF often
record amounts advanced for indi-
vidual projects rather than the
amounts that were actually expend-
ed.

However, if actual expenditures
are not accounted for, it is impossi-
ble to hold either local officials or
MPs responsible for any irregulari-
ties that may exist in CDF projects
or for the results achieved by actual
CDF expenditures.

Fourth, CDF funds should be
In Kenya,
though most budget authorisations
are valid for just one year, CDF
monies do not lapse at the end of
the year; unspent funds are avail-
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able for expenditure in subsequent
years. Thus, there is no incentive
for an MP to spend CDF money is a
timely fashion. An MP can even save
CDF monies for later expenditure
(as in an election year).

Fifth, CDF monies should be
expended within an overall district
planning process. In Kenya, apart
from supporting bursaries, CDF
monies can only be spent on infras-
tructure projects (such as construc-
tion of schools, health centers,
etc.).

CDF funds cannot be spent on
operational costs (such as salaries
for teachers, procurement of
medicines at health centers, etc.).
Poor coordination between the dis-
trict and national planning and bud-
geting processes (through which
operational costs are budgeted) and
the CDF planning process can lead
to situations in which, for example,
hospitals are constructed but not
functional since staffing costs were
not provided in the district budgets.

Finally, the CDF program should
guarantee a citizen's right to practi-
cal and meaningful information on
the projects funded through the
programme.

The Kenyan CDF law does not
contain any provisions guarantee-
ing the public’s right to access infor-
mation on the programme. Thus,
constituents are denied a legal basis
on which to demand project records
(including accounting records) from
the CDF managers, which further
limits public accountability for CDF
monies.

If implemented, Tanzanian MPs
should structure the CDF law in Tan-
zania so that it does not suffer from
the problems experienced in Kenya.
Only then will we have a reasonable
chance to ensure thése funds truly
meet the needs of wananchi.

' Vivek Ramkumar is a Program

Officer with the International

Budget Project:
nmkmnl@cbpp.org
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