
822

IE
JZibrary

IRC International Water
and Sanitation Centra
Tel .+31 70 30 689 80
Fax: +31 70 35 899 64

•1 . 3

1 .4
•1 . 5

1 .6
1.7
I .5

Management Summary

Int rodu ct i on
Background
The Communications Gptions
Evaluation Framework
Target Group
Study Location & Coverage
Methodology <% Design
This Report
Abbreviations Used

2 VOW operations
The K e y C o r. c £ r n
Reach'£ Its Composition
A Prospective View

3 * 4

3.6
3.7
3.3
3. ?

3.9.1
3. 9. E

3.10

v >_; W .-! L u i s i i ' . e i * e « L t. I IJ . i

I n i t i a i R e a c t i o n
S a l i e n c y C'-f The x Paars i Ki Kahan;
The C orrimun i c a t i ons C o n s t r u c t
C o n t e n t R e c a l l
M = •=• 5 a 'j 5 C 0 IT! p '" •=? h S TV: 1 " Ti

Likes A Dislikes
Educative Value
i o n e ei S t y 1 s

i.' 11-71. f i. J. ;1c.i i i /a

T h e For m
The Comrriun i cat ions Delivered,
In 5um

F i 1 ÏTI

•4

4. 1

4. £
4.2.1

£ ^y j.

- I O C
. • i— > _»

TV 3yo'C
ri b o u t , M i i ; s c t i on
TV S p o t I
rJot i ce&bi 111 y
C o ri tent- S S C J . I I

ri e s s a ij e C o rri f < r 5 h e n = i o n
L i !••: es w D i s l i k e s
Tens i 31 •/1 =

1 x™ L ^ ̂  '



l'l'l

m
m
t

4.A TV Spot III
4 . 4 . -1 N o t i c s = b i 1 i t y
•ï . 4 . 2 C o n t e n t P. e •: a 1 1
-.4.2 iisissje C o m p> r s h e n 3 i o n
-.4.4 Likes a Dislike;.
4.4.5 Tone & Style
A. 4.6 Dharti Maat»

4.5 TV Spot IV
4.5.-! Noticeability '
4.5.E Content Recall
4.5.3 M e s s a g e C o m p r e h e n s i o n
4.5.4 Likes i Dislikes
4.5.5 Tone 2, Style
4.5.6 Dharti Maata

4.s Reactions of Muslims
4.7 TV Spot - To Sum Up

5 Radio Spot
1. •' About This Sactic-n
— . i .- aii i o a p o i .̂

5.S.-1 Noticsaai lity
5.2.2 C;ntant Recall
5.2.3 Message Comprehension
% . 2 . 4 Likes S' Dislikes
5.2.5 Tone & Style •
5.2.6 The Dharti Maata Mnemonic

5.3.1 Notic«abi1ity
5.3.2 Content Recall '
5.2.3 Message Comprehension

Likes 3, Dislikes
Tone & Style

5.3.Ó The Dharti Maata Mnemonic
5.4 R ail i o 3 pc t 111

5.4.1 Noticsability
5.4.2 . Content Recall
5.4.3 :i?= :age Com pre h ension
5.4.4 Likes Q, Dislikes
2 .-1.5 Tone £ Style
'z • 4 • w i h s w' !~i a r t - ri s. a t a M n s m o n -;"

;̂  t _3 P r.'l 3. "̂  S t: O t I1-''

ê



Z . Z . O

o
ë. 1

Ó . 2 . E
£*. ^ T'

W k ^ • W

6.3
ó . 2 . '1

ó . 2 . 3

7.1

7.4
7.5
7.6

7.8
7.9
7. 10
7.11

8
8.1
8.£

8.2. 1
8.2.2

8.3

Ö..S.S
3.4

S.4 . 1
E. 4. 2

-i -'s
C É. —

T h é "2- ii ö r" - i ^lëê t ó firi S ITI ü I~I i C
Dharti Maal» - The Religion I E S U Ï

RöCic 5po* - To 3uf.r: Up

Me la. Song
About This Section
Mel» Song I
RsaCt,io7s= to the Ear.5
Message Cociprehension
Tone i Style,
Pie Is Song ZX
Reactions to the Song
Message Comprehension
Tone & Style

Impact of VOW
The Framework *
Perception - Water & Diseases
Perception of Good Water
Sources of Good Water
Handpump Water - Beliefs
Some Other Beliefs Regarding Water
Maintenances of Handpump
Personal Hygiene
Actual Reported Drac1ic=
The Sources of Water
To Sum Up - Impact of VOW

Posters
About the 3osters
Poster 1
Comprehension
Likes & Dislikes
Poster 2
Comprehension
Likes & Dislikes
Poster 2
Comprehension
Likes & Dislikes
The Net Picture

Anga-nwaai worker " i ; p
As sei srrieri'v framework
Turnaround Tini&
Audience Response
Damonstrator'5 Hssction
Tons C ritTir.er
"•iv-:; 1 £,.!-.! zi ef :-?^;r5;;-=;:

LIBRARY IRC
PO Box 93190, 2509 AD THE HAGUE

Tel.:+31 70 3068980
Fax: +31 70 35 899 64

BARCODE:/ $
LO:cS>ai



O MANAGEMENT SUMMARY

$ 8 i : ••::•'•



0.1 INTRODUCTION

For effective management of water in rural areas, NDWM 2,
UNICEF are planning a social mobilisation strategy aimed
to achieve community participation

The objective is to. change the current Knowledge,
Attitude and Practice of the community. Hence, the means
is Communication (or Information, Education, Motivation).
LINTA3 has developed several forms of communications

Prior to finalising Jhese, a field pre-test was carried
out so that gross negatives and rough edges can be
rectified/ironed out

* Thé forms of communications are s

Video van <Video on Wheel using projection TV on large
screen) comprising an entertainment programme
followed by a folk play on the theme of water
management

- TV spot (4 versions)

- Radio spot (4 versions)

- Mela song to gather crowd for, say, a video van show
<H versions)

o - Poster (3)

- Flip chart for Interpersonal communication by grass
root level functionaries viz Anganwadi workers



The parameters for the pre-testing were s

i/ Efficiency of the video van operation in terms of net
reach among the primary (women) and secondary (men
and children) target groups vis-a-vis the cost

ii/ Noticeabi1ity, Registration, Comprehension, Relevancy
Execution, Tone & Style pertaining to the audio-
visual or audio forms

i i i/ Impact of the video van operation in changing KAP
The final indicator of its efficacy

iv/ Comprehension of the posters

v/ Comprehension and Mechanics of use relating to the
flip chart

The dynamic media (audio visual and audio) uses the
mnemonic of yDharti MaaCa' or literally 'Mother Earth' to
convey the messages. Fear has been expressed in various
quarters regarding its religious connotations and hence
the possibility of dissonance among some communities, as
also comprehension of the symbolism. Hence, this was a
specific issue for investigation

* The methodologies used are briefly described below

iV The video van show was observed to assess audience
size, response and composition. The next day those
who saw the show were interviewed for their response
to the show and the play

ii/ The TV spot, Radio spot, Mela song, and Posters were
tested in central location. Respondents were
brought to a venue and exposed to one of these, and
interviewed. The TV and Radio spots were first
exposed alongwith 3 other spots on social issues
Immunisation, Status of women, Girl child (TV), and
Clean hands, Uncovered food (Radio). This was to
assess relative noticeabi1ity. Thereafter the test
spots were exposed individually



iii/ Anganwadi workers were requested to demonstrate the
flip chart to an audience. This was observed and the
presenter subsequently interviewed for her views

iv/ The impact of video van was assessed as follows :

If the show was to be held in village A, a twin
village say Village B was selected

Village B was similar to Village A, in terms of
proximity (few kms away), population, availability
of drinking water and health facilities

A day before the show, a survey WAS conducted in
Village B, on KAP. This gives the Pre exposure
status on KAP

The day after the show, a similar survey was,
conducted among the residents of Village A. This
gave the Post exposure status

The difference (Post - Pr9) on any measure,
indicates the change caused by the show, hence the
impact _

A respondent was exposed to only one .TV spot or one Radio
spot. Similarly, a respondent was exposed to either one
mela song and all three posters or the other song and all
three posters

* Apart from the Angawadi workers, the target group was

- Men & Women

- 20-30 years ,

- In rural areas

* The canvas was UP, Bihar, Rajasthan and MP. UP was
treated as two homogeneous zones viz East & West UP. One
district was covered in each



The table below indicates the actual coverage achieved,
in terms of numbers :

lone ï

District :

Bihar- East UP West UP MP Rajasthan

Ranchi Mirzapur Sültanpur Rajgarh Jaipur

Btudy capsule

v'OW observation

VOW audience interview

TV spot interview 1

3
4

3adio spot interview

i'lsla song 1 + Posters
Mela song 2 + Posters

Flip chart demonstrate

Impact of VOW - ?re
- Post

Total interviews

1
2
3
4

on

5

66

72
• 77

/ 7
75

75
76

20

147

689

5

75

X

X

X

X

76
74

20

X

245

5

•75

75
75

75
75

75
75

20

150
150

845

4

55

79
68

81
71

77
71

15

143

812

3

66

72
66

73
69

71
74,

15

140
•155

801

IN ALL - 3392 INTERVIEWS

The sample sizes are evenly split between men & women

* The fieldwork was conducted during mid July and Sept 1st
week, 1991

* A presentation of the results was made to L1NTAS and
UNICEF on Sept 27. This document encapsulates the important
and relevant learning-s from the stu d y , for immediate reference
and c i r c u l a t i o n . A detailed- and formal report will f o l l o w a
fortnight later



i .2 VIDEO VAN OPERATIONS
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0.3 AUDIO & AUDIO VISUAL FORMS *

* Any communications must follow the steps below to achieve W
its end objective, viz. ^

— It should be visible in a clutter of oth;r *
communications (Noticeabi1ity) ^

— It should be. remembered (Memorability) • A

It should be liked (Tone & style, Execution) • f

— It should convey the Intended messages (Final £
registration)

* The TV spots and Radio spots were assessed on the first 6
measure - Noticeabi1ity - alongwith other spots on social
issues . ^

* The test spots emerge in a very favourable light. These ^
are as noticeable or perhaps slightly more than the ^
others (Immunisation, Status of women, Girl child, A
Hygiene). In absolute terms, the score is very high

* The Noticeabi1ity is a function of both the topic of the - £
spot and its execution. It seems that the synergy of the
two has resulted in a highly salient redition of the £
communications '

* All the forms (TV, Radio, Video van play, mela song) were #
assessed on the other measures _



In terms of Memorability, the performance has been
heartening. There is near universal recall (even the day
after for the video van play) of one or more of the key
elements/messages of the communications. A better
performance is rare to come by in research terms

* There is absolutely no problem whatsoever on tone & style
and the execution. This is true on comprehendability,
language, pace, entertainment value, enjoyment,
relevance, identification. In absolute terms the scores
have been almost ideal. There is, in reality, close to 0%
level of dissonance

The scenario is the same on Message delivery. There are
several messages touching upon each aspect of the Water
chain - Water & disease. Water sources. Handpump,
Maintenance, Storage, Handling. While universally, one or
more of the messages are played back (i.e. actually
received), there9 is evidence that not all the mass-ages
enjoy the same saliency or degree of registration. This
could be due to to a variety of reasons e.g. emphasis placed
in the execution, relevance of the issue to the audienxe etc.

A specific example is that
to transfer water from'a
emphasis or highlighting

of Handling —
vessel. This

Use of a
me-rits

ladle
greater

The above facts are true for MP, UP, and Rajasthan. Bihar
has emerged to be a slight exception. In Ranchi (Bihar),
to the extent of 30-35%, there is clear eviden.ce of
comprehendability problems. This gets reflected in the
Language, Pace, Message comprehension and even
Identification. The survey area in Ranchi district fell
in a tribal belt where the dialect in quite different
from Hindi. Hence, the result is not surprising

This points to the need for local or regional treatment in
-the execution of communications. The issues are Language/
Dialect and the Social milieu depicted particularly in
the audio visual renditions

.'•.•«V.



* Finally, a look is merited at the an;<ipty relating to the
use of the Dharti liaata symbol? and its possibility of
causing dissonance among some religious communities

On this count, the fear stands fully allayed and is
proved to be baseless. The mnemonic is seen generally as
a 'Mother/Godess' figure or as representing womankind/
earth/human race. It is near universally liked. And, the
intended messages conveyed by the mneumonic is- understood
and r&ceived. The- scenario is no different when the
responses of the Musiims are analysed vis-a-vis the Total
sample

10



, 4 POSTERS

There were 3 posters, reach focussing on different
aspects of the Water chain e.g. Sources of water,
Maintenance of handpump, Storage and Handling of water

* The delivery of the respective intended messages has been
near universal. This ratifies the visual and copy used in
the posters „

Also, there has virtually been no negative feedback on
the execution or tone & manner



0.5 FLIP CHART

* The flip chart has been well received by the Anganwadi %
workers. This is further supported by the lack of any
negative feedback, either on the content/form or the W
mechanics of demonstration ' ~

*• The observation indicates that the demonstration has been ^
more effective among the women members of the audience, A
followed by children, and then by men

* Generally, the women's response to the demonstration has £
been good in absolute terms

* The Anganwadi workers unanimously feel that the flip 9
chart is a means of communicating to the illiterate, backward
classes and women 9

•
* Since the video van's reach among women is low, the flip ^

chart could play a major complimentary role via grass root -w
level workers, to reach rural women ^

* The flip chart is easy to use and hence the mechanics is
not a problem. This is universally felt £

*
* However, it should be noted, that some effort is required

in training the Anganwadi worker to undersiarid and use 0
the flip chart. This training or familiarisation need not
take more than say half an hour, but is important W

m
* On the drawbacks of the flip chart, the problem is again

that of language, observed in Ranchi. The self articulated 9
suggestion is the use the dialect so that it makes it easier ^
for the presenter to use the flip chart effectively ™

IE



'3.6 LES3CNS & DIRECTIONS

In principle, all the communications forms and the basic
approach of using folk theatre, has been ratified beyond
any doubt

These have- passed all the tests whether on Message
delivery or on Execution/Tone & Style

•'-Some small areas of improvement could be considered e.g.
highlighting of some of the issues. The aspect of Water
handling (use of ladle) warrants greater emphasis

* On execution, tone & style, the study does not reveal any
action points. Hence, the communications , developed are
good enough for field release, subject to the minor
amendments which may be considered

* However, an important lesson has also been learnt. The
communications were developed in Hindi for the Hindi belt.
Yet, the Language and Execution of the audio visual/audio
faced problems in Ranchi (Bihar), very much a part of the
Hindi belt. On a closer look, the Ranchi district has
tribal pockets, where the people ar»e ethno-
linguistically starkly different from the popular concept
of the typical Hindi belt rural citizens

13



And, religious diversity has not been a discriminator in
the nature of response to the communications. This is best
illustrated by the similar reaction to Dharti Maata by
both Hindus and Muslims

Hence,, while considering communications for mass and wide
appeal, we need to bear this factor in mind. The issue
really is that of ethnic compatibility and not religious

For regional or local treatment, the dialect and the
social milieu depicted in the communications is of
paramount importance, perhaps not so much the religious
nuan ces

14
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'1.1 BACKGROUND

* The National Drinking Water Mission and UNICEF are in the
process of developing a social mobilisation strategy
which 'aims at achieving effective management of drinking
water and handpumps, in rural areas

Several communications options for the strategy have been
rieveiaped by LINTAS, the communications consultant to the
programme

* Prior to releasing the communications materials, Client
wished t
gross*" n
this end

g
wished to p're-test the options in the field, to cheeky for
gross*" negatives. A research study was commissioned9 to

STUDY - FIELD PRE-TEST OF SEVERAL COMMUNICATIONS FORMS

16



.2 THE COMMUNICATIONS OPTIONS

* The following options were checked for gross negatives
and message comprehension :

- Nautanki via VOW (1)

- Mela song (3)

- Posters (3)

- TV Adaptations of the nautanki <4)

•; — Radio adaptations of the nautanki (4)

- Flip chart (for use by Anganwadi workers) which has
, £4 charts in 4 distinct capsules

* In addition, the overall impact of the mela package was
evaluated

# Initially, the plan was to create a "Jal Mela". However
this was not carried out and in reality, only the impact
of the usual VOW show was assessed, through a different
research design



1.3 EVALUATION FRAMEWORK

* The end purpose of this exercise is to assess the general
acceptability of the developed options and obtain cues for
correction '•

* This research sought to evaluate the following :

- Efficiency of the VOW operations

- Noticeability/Registration/Comprehension

- Relevance, credibility ,

""- Tone and style, execution

- The Dharti Maata mnemonic, for any specific dissonance

- Impact of the VOW show - by assessing the change in Knowledge.
Attitude and Practice

- Flip chart - ease of demonstration, areas of improve-
ment in content and style

STUDY FOCUS - GROSS NEGATIVES OF INDIVIDUAL OPTIONS

- OVERALL IMPACT OF MELA PACKAGES



1.4 TARGET GROUP

* Men and women in rural areas were interviewed

# The age group covered was 20-30 years

* Anganwadi workers were also interviewed to get responses
on the flip chart •

* One district each were covered in Bihar, MP, Rajasthan,
East UP and West UP



.5 STUDY LOCATION 4 COVERAGE

The test region comprised Bihar, West UP , East UP,
MP and Rajasthan. One district was covered in each region
mentioned above. Since UP is commonly known to be a
heterogeneous state, it was decided to cover the two major
distinct zones - East and West UP

The focus of the total exercise is rural India. Hence,
the study coverage was rural areas. In order to
replicate the reality of actual implementation of the
communications strategy, we covered villages with
population of 1001 + and wî yjj any health facility (PHC,
Sub-centre etc)

The study canvas •

Bihar East UP West UP MP " Rajasthan

District Ï Ranchi Mirsapur Sultanpur Rajgarh Jaipur

vow _/
TV Spot _/
Radio Spot ' _/
Mela song + Poster _/
Flip chart _/
Impact of VOW(Mela) _/

V
"/
7

J
J
"j
J

/
*/
./
/

20



* The following sample sizes were achieved for each capsule

Ranchi M'pur S'pur R'garh J'pur

VOW observation
VOW audience interviews
TV Spot 1

2
3

Radio
4

Spot 1
2
3
4

1 *•
2 +

Ms la song
Mela song
Flip chart
Impact of VOW

Poster
Poster

- Pre
- Post

5
66

72

77
75
75
76
20
155
147

5
75
X
!•:

X

:<

'A

a
76
74
20
X
V'

75
75
•75

75 •

75
—
-

75
75
20
150
150

55
79
63

81.
71
—
—
77
71
15
152
142

66

72
66

73
69
71
74
15
140
155
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'1.6 METHODOLOGY & DESIGN

* The methodologies used to check out each of the
communications options have been detailed below :

VOW observation

* The MODE team observed and recorded audience reaction at
tht time whan the Video Van screened the programme in the
villages

* Also, before the VOW show, the MODE team observed and
noted efforts made to publicize and announce the show
i.e. whether people came on motorbikes to announce the
show, or whether megaphones were used etc

For the observation of audience dynamics, the following
measures were considered

- approximate no. of people at beginning of show

- rough composition by young/old, men/women

- no. departing during show

- no. joining during show

- qualitative assessment in terms of general response,
extent of satisfaction, annoyance, boredom, enthusiasm
etc

Client provided a route plan of•the VOW shows before
hand. The MODE team synchronised with the movement of trie
VOW as per the route plan



VOW audience interviews

Post performance of VOW, the MODE team contacted the
required number of respondents amongst the audience and
made a note of their Addresses. Within the next E 4 hours,
the respondents were visited at their homes and interviewed

For the interviews, a largely structured questionnaire
was used. The respondents were interviewed individually.
Equal number of men and women were interviewed

*- The interview was as follows !

- Spontaneous reaction

Registration of key contents/recall

- Message comprehension

- Connotation. Association, Comprehension of the Dharti
Maata mnemonic

- General response to the episode- Likes, Dislikes,
Tone and Style,.Dissonance areas

TV/Radio Spot .

* The main test objective was to assess whether the
TV/Radio spots can stand up on their own in an
advertising clutter, therefore they should have ideally
been tested out in an actual telecast/broadcast. As this
was infeasible, a simulated exercise via an in-h<all test
was carried out



* Respondents were recruited And brought to a central
location/hall in the village in batches (of 3-5). An ad
capsule containing the test spot and 3 other ads were
exposed to the respondents. After this, recall/registra-,
tion was established. The TV spot/Radio spot alone was
then exposed twice, and further probing was done

* A respondent was exposed to only the TV or Radio spot. The
interviews were carried out on a one to one basis

* Only villages with electricity were selected

* The sequence i

- Top of mind recall/Aided recall '

- Registration of key elements

- Message comprehension

- Association, Comprehension of Dharti haata mnemonic

- General reactions on tonerand style variable, likes
and dislikes

Posters and Mela Song

* For the posters and mela song, the method used was an in-
hall test. Respondents were recruited and escorted to a
central location (a room, hall, open space or community
centre)

* In the location, the 3 posters were put up against a
wall. Respondents were first made to take a look at the
posters and then interviewed. Thereafter, one" of the two •
mela songs were played on a cassette player and responses
to it elicited. In any one village, both mela songs were
tested among different sets of respondents

2 4 . . . • ; . ; :



A largely
interview.

structured questionnaire wa.s used for
The interview was on a one-to-one basis

the

* A set of common parameters were used to assess both the
posters and mela songs. These were :

- Recall and registration of key elements

- Message comprehension

— Comprehension, Association, Connotation of Dharti
Maata mnemonic

— General response - Specific likes/dislikes, tone and
style, relevance, dissonance

Flip chart

In this capsule the focus was to check ease of use of the
flip chart by the deliverer of communications. Therefore,
in a village, we got the Anganwadi worker to demonstrate
a section of the flip chart to a typical audience. The
audience was gathered by the MODE team. The presenter was
not given any special training, only a general familiarisation
before the demonstration

While the Anganwadi worker was demonstrating, the MODE
interviewer observed and recorded her skill at presenting
and the audience reaction and dynamics. Thereafter she
was interviewed for her point of view as well as for
the views of the audience

As in a normal situation an Anganwadi worker would • not
use all E4 charts, for this exercise she was made to
demonstrate only one capsule comprising 6 charts. The
four capsules had been marked and each was treated as an
independent Stimulus

•* As Anganwadi workers &r@ only present in villages covered
by the ICD3 programme, thus exercise was confined only to
villages falling under an ICDS Block,
headquarters was contacted to obtain a lis'
with Anganwadi workers

u
The block

of villages
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Impact of VOW

The Video on Wheel also screened shows during/weekly
haat or me la situations. As the objective was to assess
VOW and other communications material used in the me la
in the context of the overall target population, it was
necessary to see if changes had taken place in knowledge,
belief and attitude as a result of exposure to the VOW show

* To assess the change if any, we followed the twin village
* method. This method is briefly explained below s

- I f the show was to be held in village A, a twin
village say village B was selected, Village B was
similar to village A in terms' of proximity, population
'and with similar profil* of water sources and hralth
facilities

- A day before the show, a mind set mapping survey was
conducted in village B. This provided the pre exposure
status on knowledge, belief and attitude

- The day after the show, a similar survey was conducted
among the residents of village A, thus giving the post
exposure status. IV"was ensured that the post survey
was conducted only among residents of the village thus
obviating chances of including anyone from village B ,.

- The difference (Post - Pre> on any measure was the •
indication of any change caused by the show

* Also, in the post survey, mass appeal of the show was.
gauged. Recall comprehension and reactions regarding the
VOW show in general and the water film in particular was
also assessed

* In each village for the post survey, a minimum quota
fixed for those visited the show was 20

* flirzapur was excluded for this exercise. Three shows - were
held in a district <in 3 villages). Therefore 12 shows
were held in all and the impact «assessed

26



Sampi ing

For Radio/TV spot and posters and mela song, villages
with a population of 1000 + were selected ensuring
geographical dispersion. Within a district, villages were
chosen for the different exercise, e.g. the villages
chosen for posters and mela song were not covered for
Radio/TV spot or tor the pre mela survey

For the flip chart demonstration, a list of villages with
Anganwadi workers was obtained from the ICDS block
headquarters. The required number of villages were then
selected ensuring geographical dispersion

For the VCW observation and interviews. Client specifies
the route plan and villages to be covered by VDW in
advance. The MODE team syncnronised with the VOW team and
reached these villages in time to observe the pre show
publ i ci ty

Fieldwork

The entire fieldwork: was conducted during mid July and
September 1st week, 1991
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'1.7 THIS REPORT

* After the introduction, the findings have been presented
in following sections 1

1/ VOW observation

2/ VOW audience reaction

3/ TV spot

4/ Radio spot

5/ Mela song

6/"""lnp«ct of VOW

7/ Posters

8/ Flip chart

The questionnaires and observation formats used are
appended

* Wherever possible the scripts relevant to each • section
have Deen provided



AEBREVIATIONS USED

R a j g a r h
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2 VOW OPERATIONS
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f. 1 THE KEY CONCERN

When we address the issue of VOW operation, the crux of
the matter really hinges on the reach of the medium. It
is beyond any debate that it is indeed a powerful medium,
with high impact, but this benefit needs to be weighed
against the cost of reach

In the following pages we have shown the reach achieved
by various shows. Not only the gross reach, but the
composition of the audience is also of importance. The
primary ^target group is women. Hence, reach among women
becomes the first measure ,

In this construct, reach of VOW is reflected By the crowd
size for each show
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T..2 REACH AND ITS COMPOSITION

* The figures are given as below, for each village

- Average audience size (average of crowd sizes
at the start and at the end of show)

- 7. breakup by Children, Teenager, Men, Women

"/. change of crowd size from start to end. A
negative would mean that there were less people
at the end comparsd to the beginning



Typically a show has a crowd size in the order of 50G.
This can be taken to be the gross reach

The reach among the primary target group (women) is about
1ó7.. Thus, each show reaches, on an average» say about
500 x 16!' » 30 women. This should be the basis for any cost
benefit analysis

However, VOW has higher reach among men (over 40"/.) and
teenagers (about 25/1), who constitute the secondary target
group. While they may not be primary, their importance in
water management is not insignificant. This - additional
factor merits consideration when an evaluation of the
medium is being done

One observation needs to be made regarding inter district <>••
variation. Raj garh, Sultanpur amd Mirzapur performance
has been better, both in terms of crowd size, and
proportion of women attending. The scenario is the worst
in Jaipur, particularly in terms of women's participation.
."pvi* is not surprising given the poor status of w.omen in
Rajasthan which has been brought to light by numerous
studies on the subject

34
• • • • • • ' * • • . • . • . ' ' . . , . _ • ' • ;



n i 1.1, r i •;T. R a.? o a r hi

Village

K a r e d i
Kali peeth
Mac hal pu r
Shoj pu r

Average
Audience
size

583
515
783
878

Child Teenager Men Women Change

*/.

y.

29

14

E7
EO

ES

E3
36
45
31

19
•14

a
E6

- 25'/.

+ 25'/.

H-12E'/.

District i Sul tanDUr

Village

Tala
Tundol
R q g r i
Pithoria

Average
Audi enc
size

EóS
5E8
295
103

e

• /

. /

y.
*/.

Child

17
9

30
3E

Teenager

36
35
45
37

Men

34
43
16
32

Women

12
13
10
0

Change

1 34
- 127'.
+ 147/'.
4- 73"/.

•

•

An overview across all districts shows the pattern below

Audience size

Upto 300
201 - 500
501 - 900
901 +

Proportion of women

Upto 10"/.
10.1 -
15.1 - 20'/.
20.1 */. +

No. of shows

9
4
6
Z

9
5
4
3



2.3 A PROSPECTIVE VIEW

* We know from experience that the pre publicity effort has
% a direct bearing on the crowd size and audience

, composition (particularly the representation of women)

• • In this case, we believe that the best possible effort has
— been made towards f>rw publicity, consistently for all
™ shows

A * Since the morning, and leading upto the show (evening),
the organisers made the effort. The van and motorcycle was

A used for announcement. They covered the village on foot
using a megaphone, played songs, and even videographed

0 the residents for projecting it in the;^ evening (this
devize was a good crowd puller)

£•, ... •*•••

0 « W e sincerely believe that more intensive pre publicity
perhaps is neither feasible nor practicable

# •* This obviously has cost benefit implications particularly
vis-a-vis the primary target group

w * One way of looking at this is to accept the restricted
' reach of VOW among women, but use it primarily for the
™ . secondary target group

A - * And, for women, consider other channels of
^ communications. We will later see that the interpersonal
£ route (flip chart used by Anganwadi worker) is one such

viable option
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3 VOW AUDIENCE REACTION



INITIAL REACTION

Si!l^

Enjoyed the show
d not enjoy

RAJ

All M F

100 100 100
0 0 0

SUL

All M

MIR

All M

100 100 100 100 100 100
0 0 0 0 0 0

Ja se (35) (29) (26) (73) (35) (40) (75) (34) (41)

%hm «how
not

iase

ftll

100
0

JAI

M

100
0

F

100
0

All

91
9

RAN

M

91
9

F

9
9

(42) (24) (66) '(34) (32)

• We also decided to analyse the reactions of Muslim
respondents separately, to see if the VOW show and the
nautanki on water was acceptable to them

Enjoyed the show
Did not enjoy

Base

MUS

97
, 3

(32)
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The main stated reasons -For enjoying the show have been
given below, across the segments :

RAJ SUL

All M All M

MIR

All M

It was interesting 24
It was educative 24
It talked about handpump 3S
Talked about general 7
cleanliness

About drinking clean 68
water storage & handling

Music and dance O

14
15
34
3

69

0

JAI

23
31
43
12

62'

0

8
27
39
11

49

5

0
20
45
0

29

0

RAN

15
30
33.
20

69

10

17
13
65
27

92

1

0
21
77
26

100

MUS

32
7

56
27

89

0

All M All M

It was
It was
It.tal
Talked
About
water

Musi c

interesting
educative

ked about hand pump
about cleanliness

drinking clean
stogare and handl

and dance

6
43
39
53
13

ing
24

*7

57
32
43

31

4

50
70
20

12

6
44
31
0
3

32

47
33
0 .
12

E4

9
4 1
23

. 0

41

é
28
34
16
81

9

(Multiple responses)

The VOW show was universally liked across the states. A
large number of people find the show interesting and
educative. A sizeable section enjoyed the show because it
carried handpump/water/sanitation related messages

Thus we can say that the basic hurdle has been crossed.
The show and its contents are universally acceptable



2.2 SALIENCY GF THE vPAANI KI KAHAN1' FILM •

Q ! Please tell me about everything you saw and heard at
the show

Major mentions All

Play(drama) on water 33
Drink water from handpump53
About drinking clean 100
water, storage & handling

Maintenance of handpump 33
surroundings

Song and dance sequence 45

All

RAJ

M F

34 31
32 54
73 100

34 31

45 46

JAI

M r

Play (drama) on water 32 31 33
Drink water from handpump3S 31 30
Drinking clean water, 88 100 37
storage & handling

Maintenance of handpuitvp 33 48 62
surroundings

Song and dance sequence 73 76 67

SUL

All M

39
37
36

F . All

14 60
60 18
29 44

48 29 63

40 43 38

RAN

All M

MIR

M

32
25
97

71

16

12
67
32

20

53

12
76
39

21

62

13
36
22

19

44

38 27
14 27

98 100

68 73

9 22

MUS

41
44
•33

28

66

It is evident from the responses that recall of the water
handpump film is truly universal
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".3 THE COMMUNICATIONS CONSTRUCT

* Given below is the basic framework of the water chain relevant
for the intended messages of this communications package

.Water and diseases

Sources of water

Hand pump water

Maintenan ce

'S* or jig e

Handling

Personal hygiene

. •* For registration of key elements and message
comprehension, we have attempted to club various
responses broadly under the above message categories
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3.4 CONTENT RECALL

7.

RAJ SUL MIR

Key elements recalled

Water & disease related
Handpump related
Maintenance related
Collection/storage
related

Handling related
San i tat i on/Hygi en e
related

Can't say

Water & disease related
Handpump related -
Maintenance related
Collection/Storage
related

Handling related
Sanitation/hyaiene

All

44
54
37
69

17
67

4

All

18
27
59
32

9
44

M

50
57
43
57

18
64

4

JAX
)r~' •-•• •

M

17
26
60
28

10
53

F

38
50
29
85

17
72

4

F

16
£9
38
37

a
29

All

31
29
40
28

7
44

0

All

23
62
27
11

2
17

M

34
43\
37
29

3
46

0

RAN

M

36
56
29

- 12

* 3
15

F

23
18
58
28

10
43

0

F

9
69
25
9

0
18

All

14
32
6?
45

12
44 -

0

M

12
35
79
50

15
47

0

MUS

2?
28
59
34

9
32

F

14
29
61
41

10
44

0

Can't «ay 3 0 3 2 3 0 0

(Multiple responses)

* The recall of relevant element? is very high across all
the states and segments

•:••$-»:•;



3.5 MESSAGE COMPREHENSION

Main messages

Drink clean water/Avoid
well pond water

Drink hand pump water
Keep surroundings clean
Storage related
Use ladle (handling)
Sanitat ion/hygiene

All

50

54
'17
35
6

•19

RAJ

M

39

50
25
33
4

F

63

58
S
37
s'
17

All

29

41
59
26
15
£7

SUL

M

18

40
60
33
14
28

F

48

42
58
18
15
36

All

44

43
36
53
13
36

MIR

M

45

47
38
53
21
14

F

44

39
34
54

T

54

say

Drink clean water/Avoid
well pond water

Drink hand pump water
Keep surrounding clean
Storage related
Use ladle (handling)
Sanitat ion/hygiene

Can't say

All

27

29
48
38
11

JAI

. M

43

36
48
36
10
67

c

24

17
50
41
12

All

44

59
26
11
6
•?

RAN

!"i

22

76
25
IS
=?

• F

57

41
16
3
3
0

MU

34

53
47
34
16
25

21

The intended messages of the 'water and handpump'. film
have been communicated. Compared to the other messages
the comprehension of the ladle (handling) message was low.
A hypothesis is that this could be possibly,because of the
visual cue. The shape of the ladle varies across regions,
and a singular depiction might have been the problem. This
is also true for the verbalised term used in the film
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3.6 LIKES & DISLIKES

Likss

Meisage related
Execution related

All

36
71

RAJ

M

51
64

F

16
79

All

100
17

SUL

M

100
20

F

ioo
15

All

100
25

MIR

M

100
21

F

86
46

Nothing in particular 8 11

All

100
23

JAI

M

97
33

F

100
4

All

19
21

RAN

M

30
33

F

6
6

MU

77
28

Message related
Execution related

Nothing in particular 0 0 8 64 41 88 13

RAJ Syi_ MIR

Dislikes Ail M F All , M F All M F*

Nothing in particular 100 100 100 100 1OO 100 100 100 100

MUS

Nothing in particular 100 100 100 92 94 91 94

* There are no major gross negatives about tfte water film.
However, in Ranchi, a large section have liked nothing in
particular

All

100

JAI

M

100

F

100

All

92

RAN

tt

94

F

91

43



3.' EDUCATIVE VALUE

Q Is there anything you learned from the hand pump film ?

RAJ SUL MIR JAI RAN MUS

Drink clean water/Avoid well
pond water

Drink handpump water
Keep surroundings clean
Storage related
Use ladle
Sanitat ion/hygiene

Nothing

47

54
3S
56.
23
39

21

31
25
43
23
53

19

21
56
S9
15
60

17

37
44
5S
11
46

6

9
12
15
3
10

19

31
28
22
EH
40

64

Most of the respondents seem to have gained relevant
knowledge from the.film. The exception is Ranchi where a
large section claim to have learned nothing
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3 . 8 TONE & STYLE

Understanding

Everything understood
Not understood language

Language

Difficult
Easy

Pace
it-

Alright
Too „slow
Too fast

Entertainment

Entertaining
Not entertaining

Identification

Identified
Did not identity

All

100
0

4
96

100
0
0

100
0

96
4

RAJ

M

100
0

0
100

100
0
0

100
0

93
7

• F

100

o.

s
92

100
0
6

100
0

100
6

All

100
0

5
95

93
4
3

-

100
0

99
1

SUL

M

100
0

3
57

94
3
3

100
• 0

97
3

F

100
0

8
93

93
5
3

100
0

100
6

All

89
3

17
83

81
1
17

100
0

97
3

MIR

M

100
0

9
91

91
0
9

100

• o

100
0

F

80
5

24
76

73
2
24

>

100
0

95
5
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Understanding

Everything understood
Not understood language

Language

All

98
•P

JAI

M

9S
2 •

r

100
0

All

53
45

RAN

M

71
29

34
63

ML'

94

Difficult
Easy

Pace

Alright
Too s1ow
Too fast

Entertainment

Entertain ing
Not entertaining

Identification

Identified
Did not identify

2
9S.

97
0
3

100
0

98
2

2
9S

95
0
5

100
0

98
2

0'
100

100
0
0

100
0

100
0

- 29
61

64
ó

30

83
12

61
39

13
82

7 1

(f

21

as
12

OS
35

63
38

56
3

41

83
13

56
44

9
91

81
a
13

94
6

38
13

* There are no major negatives with the execution of the
-Film. However, some dissonance is observed in Ranchi,
with the tone & style, and language, more so among the women,
The social milieu depicted in the film could have been a
major reason for this dissonance in Ranchi



DHARTI MAATA



3.9.1 THE FORM

Reactions to the form

Liked
Disliked
Cannot recall

uiked
I.si iked
-=nnot recall

All

100
0
0

All

89
0
1 1

RAJ

M

100
0
0

JAI

M

93
G

100
0
0

F

83
0
17

All

95
0
5

All

52
3

45

SUL

M

100
0
0

RAN

n

62
Ó

32

F

90
0
10

F

41
0

59

All

3S
0
12

MIR

M

94
0
6

MUS

88
0
'•3

*

F

32
0

17

* The reactions to Dharti Maata Are positive, and the device
has been liked. In Ranchi, there is a sizeable section
that has not been able to recall Dharti Maata. We feel
that here again the reason for non response is the lack
of understanding because of the language/dialect, and also
the lack of association with the social backdrop of the film

* The anxiety that the Form would create dissonance among
the Muslim audience ïs'fully allayed. Dharti Maata is
liked by the Muslims as well

Symbolism : What did pharti Maata mean or represent to you ?

say

RAJ SUL

11

MIR

Mother Godess
Earth/Motherland
Womanhood/Mankind
Water

All

71
12
14
4

M

71
14
11
:

r

71
3 "
17
0

All

2S
4

£2
3

M

34
3

69
0

F

£2
6

56
6

All

25
0

26
3

M

OÓ

0
9
0

F

, 6
0

41
6
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All

69
3
H7
0

JAI

M

72
0

33
0

F

£5
•10

25
0

All

0
6
0
6

RAN

M

0
0
0
9

F

0
15
0
0

MU

25
4

3?
*̂/

Mother Godess
Earth/Motherland
Womanhood/Mankind
Water

Can't say 0 0 0 67 61 77 14

•* Dhar Li Maata is seen generally as a sMother/Godess' figure
or as representing womankind/earth/human race

* We feel that the essencs is being communicated fairly
well across the segments. Her» again, a bulk of the Ranchi
audience have not been able to respond properly.
Therefore we are again faced with the issue of ethnic
consonance



3.9.E THE COMMUNICATIONS DELIVERED

RAJ SUL MIR JAI RAN MUS

Message conveyed

Drink handpump water
Other relevant messages

Can't say

Any'thing not understood

Noth ing

52 54 37
100 100 100

93 100 9£

46
100

0

97

33
86

17

94

57
100

96

* The Dharti Maata device has been very successful in
communicating the intended messages
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3.10 IN SUM

The video adaptation of the nautanki on water has cleared
the gross negative check very successfully. It is universally
liked and enjoyed

There are no problems as such with registration, message
delivery and execution. On message delivery, it, can be
observed that universally one or more of the messages relating
to the water chain are played back

However Ranchi is an exception. There is clear evidence
of comprehendabi 1 ity problems. Our view is that since
the area surveyed in Ranchi falls in a tribal belt, the
dialect and social milieu is starkly different from that
depictedin the film.

The Dharti Maata mnemonic is ratified. There &re no gross
negatives, and it causes no dissonance among the Muslim
communi t v



4 TV SPOT

•



.1 ABOUT THIS SECTION

In this section, we will treat each spot as a separate
communiations material, and present the findings for each
in four separate sub-sections

TV spots I & II had been shown only in Rajgarh and
Sultanpur districts, whereas spots III & IV were shown in
Jaipur and Ranchi. This had been decided in the initial
phases of the project. Mirzapur was excluded for this
e;; e r c i s e »

* The main messages carried by each of the TV spots have
been briefly outlined in the beginning of each
section. This N«s been done to jive 'as 5. better
understanding about the registration and message delivery
for each spot



4.2 TV SPCT

* The main elements/messages of this version are :

All wster sources such as the river, wells, lakes ar
open. The invisible germs contaminate the water and when
people drink this water they suffer from diseases

Dharti Maata's message...

The solution to these problem of health is present in the
village itself...the hand pump

Hand pump water is not open, therefore germs cannot
ccntaminate it

Only drink handpump water



4.2.1 NOTICEABILITY

* As the spot was shown to the respondents along with other
three ads containing social messages, we will look at
their relative noticeabi1ity

Paani Ki Kahani

Girl child
Immunisat ion
Status of women

Base

ALL

99

30
89
58

79)

RAJ

M

100

82
100
59

(34)

F

98

7,fl
SO
58

(45)

riLL.

96

80
97
91

(75)

3ÜL

M

97

86
100
86

(25)

P"

?5

75
95
95

(40)

VERY GOOD PERFORMANCE ON NOTICEABILITY



4.2.2 CONTENT RECALL

In the TV spot too, like the film screened
there are several messages touching upon
aspects of the water chain. Let us now
extent these message have registered

by the VOW van,
most of the .
see to what

Drink clean water/Avoid well
pond water

Hand pump water is clean/good
from underground

Drink hand pump water
Keep surroundings clean
Storage related
Use ladle to dispense water
Uiash hands

Can't say

A 1 1

•—11 t

0

Q

62
15
12
9
9

RAJ

M

0

n

71
12
21
3
0

F

0

0

53
18
EH
•13
16

ALL

20

71
7
14
0
3

SUL

M

43

26

56
9
9
0
9

F

óó

6

58
5

21
0
3

18- 15 20

TV Spot I contained the single main message
handpump water*. This has registered among
half the respondent. Registration of one or
relevant/elements has also been achieved

of 4Drink
more than
the other



4.2." MESSAGE COMPREHENSION

RAJ SUL

Drink clean water/Avoid well
pond water

Drink hand pump water
Keep surroundings clean
Storage related
Use ladle
Wash hands

Can't say

ALL

Z4

53
5
5
4
3

M

H4

59
0
3
0
0

F

Z4

4?
9 .
7
7
4

ALL

64

76
12
3
3
11

M

34

91
14
0
0
3

F

63
10
5
->
18

20 18 ZZ

* The intended message has been delivered almost
universally. The primary message 'Drink handpumo water'
has been played back by a large section, but more by the
men than the women



4.2.4 LIKES & DISLIKES

Likes

Message related (drink hand pump
water, keep water covered,
wash hands etc)

Execution related (liked the
motherland, scene, liked
everything etc)

Nothing in particular

Dislikes

Nothing in particular

RAJ SUL

ALL M F ALL M F

61 64 5B 100 100 100

21 29 3 10

24 24

100 100 100 100 • 100 100

* No gross negatives emerge



4.2.5 TONE & STYLE

Understanding

Understood everything

Language

Difficult
Easy

Not liked

Nothing (disliked)

Entertainment

Yes
No

Identification

Yes
No

RAJ SUL

ALL M F ALL M F

100 100 100 100 100 100

13 12 13 7 9 3
87 SS 87 92 91 95

97 100 96, 100 100 100

97 97 98 99 100 98
3 3 2 1 0 3

96 94 98 ?9 97 100
4 o S 1 3 0

There are no negatives whatsoever in the execution of the
television spot (I). Its scores on comprehenaability,
language, pace, entertainment value, relevance and
identification, have been almost ideal



4.2.6 DHARTI MAATA

Reactions to the -form

Liked the parts where Dharti
Maata was shown

Did not like it

Symbol ism

Mother/Godess
Earth/Motherland
Womanhood/Mankind

Can't say

ALL

99

1

RAJ

M

97

3

F

100

0

ALL

100

0

SUL

M

100

0

F

100

0

73.
0
9

65
0
12 ,

SO
0

• 7

41
19
36

51
17
26

33
20
45

14 15 13

* The form is liked universally. To most, the Dharti
symbol represents a sMother/Godess' figure, it is also seen
to represent womankind and earth/motherland

Message conveyed

Drink hand pump water
Drink clean water/Avoid well
Other relevant messages

Anything not understood in
Dharti Maata's message

No thing

ALL

62
34
15

RAJ .

n

35
31
3

F

44
44
24

ALL

85
53
25

SUL

M

91
43
17

r-
i

SO
63
34

96 93 100 100 100 100

The main messages that Dharti Maata conveys in TV spot 1
are played back as desired. To the respondents in Rajgarh
and Sul tan pur, Dharti Maats's message was easy to
comprehend

60



4.3 TV S? LJ I _ ±

"he messages covered in TV spot II

1/ Keep surroundings of handpump clean. Wash and clean the
platform/place around the handpump. Do not let germs
enter the handpump water

2/ Clean utensils/vessels thoroughly before filling water
in them

3/ Do not put hands in the vessel containing water. Use a
ladle <*tisni*) to dispense water

4/ Before and after eating food, wash hands with soap or
ash. Wash hands with soap/ash after defecating and before

1 touching vessel containing drinking water



4.3.1 N0TICEAB1LITY

Recall - aided

Paani Ki Kahani

Girl child
Xiwnuni sat i on
Status óf women

RAJ

ALL

97 97 97

BUL

ALL M

96 91 100

84
93
50

34
92
50

83
93
50

76
97
£3

S3
97
91

70
9S
35

N0TICEAB1LITY - VERY HIGH



4.3.E CONTENT RECALL

Drink clean water/Avoid well
pond water

Handpump water is clean/Comes
from underground.

Drink hand pump water
Keep surroundings clean
Storage related
Use ladle
Wash hands

Can't say

ALL

0

0

S3
32
13
15
£1

RAJ

M

0

0

01
32
11
16
1ö

F

0

0

43
23
17
13
27

ALL

19

3

41
49
48
28
35

SUL

M

23

0

66
43
40
26
26

F

16

5

20
55
56
30
43

O

* It can be observed the registration of one or the other
elements in TV spot II has been achieved... A sizeable
section . has recalled the specific message 'Keep
surroundings clean'. Other messages specific to this
particular spot have also been recalled such as 'wash
hands' and use 'ladle* to quite an extent. The primary
message inherent to all the spots, viz. 'drink hand pump
water' has been recalled by a majority



4.3.3 MESSAGE COMPREHENSION

Drink clean water/Avoid well
pond water

Drink hand pump water
Keep surroundings clean
Storage related
Use ladle
Wash hands

Can't say

ALL

16

50
9
0
6

26

4

RAJ

M

16

66
11
0
3

a-
**»
*3

F

17

3Q
7
0
10
50

*•ƒ
/

ALL

2H
48
42
EO
£4

0

SUL

M

18

4?
57
40
,-i ™»
; /

17

0

F

23

'IS
. 40
38
£3
30

0

* The essence of the intended message has been delivered
almost universally



4.3.- LIKES DISLIKES

Likes

Message related
Execution related

Nothing in particular

Dislikes

Nothing in particular

RAJ SUL

ALL M F ALL M F

65 63 59 100 100 100
19 21 17 -3 7 a

31 18 47 0 10

100 100 100 100 100 100

There are no gross negatives in this TV spot. It should
be noted however that quite a large number of respondents
an Rajgarh have likea nothing in particular



4.3.5 TONE & STYLE

Understanding

Understood everything

Language

Difficult
Easy

Not liked

Nothing

Entertaining

Yes
No

Iaentifi cation

Yes
No

RAJ SUL

ALL M F ALL M F

100 100 100 100 100 100

13
87

99
1

:1 J

*9 97

100
O

97
3

•100

3S 74 93 100 100 100

100 100

o o
100

o

91
9

9S
S

90
10

96
4

100
0 •

93
S

NO DISSONANCE ON TONE AND STYLE



4. 2. o DHAF.TI MAAT A

Reactions to the form

Liked*
Disliked

Symboli sm

ALL

97

RAJ

t-l

95
5

F

100
0

ALL

100
0

SUL

M

100
0

F

100
0

Mother/Godeas
Earth/Motherland

/Mönk ind

78
0
A

84
0
0

70
0
10

41
8

44

51
11
34

33
5

Message conveyed

Drink handpum'p water
Keep surroundings clean
Keep water in clean utensils/
clean utensils

Use ladle to dispense water
Wash hands with soap
Other relevant messages

Can't say

56
22
11

0
26
16

9

53
E9
3

0
26
21

3

53
13
17

0
27
10

17

41
41
12

H7
48
16

3

49
54
17

31
51
9

0

25 >
30
8

33
45-
23

The Dharti Maata mnemonic is liked universally, with
desired spirit being conveyed effectively

.he

As a communications device, xDharti Maata* has been quite
successful in delivering the intended messages that were
contained in *,his particular television spot. One or more
of the relevant messages that Dharti Maata conveyed have
been played back. However, there is evidence that not all
the messages enjoy the same saliency. In Rajgarh the
message "use ladle' is not salient



4.4 TV SPOT III

* The main messages/elements in this spot are •

- Villagers followed the advice of Dharti Maata and
started drinking hand pump 'water and saved themselves
from diseases

The germs tried to get into vessels cota'ining water by
the villagers covered the vessels with a lid

- They tried to dirty people's hands - but the villagers
were well prepared - they washed their hands with soap
and water

- The villagers started using ladle to dispense water

- They first washed their hands always before Filling
water in vessels or drinking



N0TICEAEIL1TY

Recall - Aided

P&ani Ki Kahani

Girl child
Immunisati on
Status of wsmen

Base (All)

RAN

ALL M

72

33 95

33

JAI

ALL M

94 TOO

78
S9
72

55
as

72
90
87

65
72
a.4

65
03
39

66
76
4?

41

NOTICEABILITY - VERY GOOD PERFORMANCE.

PERFORMANCE SLIGHTLY BETTER THAN OTHER SOCIAL ADS



4.4.2 CONTENT RECALL

Drink clean water/Avoid well
pond water

Hand pump water is good/clean
comes from underground

Drink hand pump water
Keep surroundings clean
Storage related/keep water
covered/in a clean utensil

Use ladle
hands

Can't say

Ease (All)

ALL

11

0

63
1 I

29

15
35

4

7E

RAN

M

"15

0

73
•IS

33

18
24

0

33

F

8

0

64
5

20

13
26

8

39

ALL

10

8

38
42
24

7
•19

6

72

JAI

M

12

16

41
59
19

3
28

3

21

F

5

3

35
23
28

10
13

e

* Once again, the performance in terms o-T memorability is
quite heartening. Most of the elements in this spot have
been recalled universally

A specific element in the spot viz the handling message
(use ladle) is not as salient



".",.3 MESSAGE COMPREHENSION

Drink clean water/Avoid well
pond water

Drink handpump water
Keep surroundings clean
Storage related
Use ladle
Wash hands

Can't say

ALL

£3

• A4
£3

&
10

1°

RAN

M

39

4S
39

o
1?

r"

13

41
15
13
10
3

33

ALL

21

23
£1
23
7
11

>

JAI

M

19

23
19

3
6

~\

F

E6
•

SO
2ó

10
15

13

Here again, all the messages contained in spot III do no'
enjoy the same degree of registration or comprehension,
The handling message (ladle), and washing hands, perhaps
merit greater highlighting. The same is true for the
storage (keep water covered) message in Ranchi



4.4.4 LIKES AND DISLIKES

7.

Likes

Message related
Execution related

Nothing in particular

Dislikes

Nothing in particular

ALL

79
9

•=••?

RAN

• M

90
9

12

F

71
11

31

ALL

90
15

17

JAI

M

99
• 6

13

F

£3

20

93 97 90 99 97 100



4. 4. f TONE J. 3TVL=L

RAN JAI

ALL

Unde r stand ing

L'uder stood everything

Language

Difficult
Easy

Not liked

Nothing (disliked)
Language

Entertainment

Yes
No

Identification

Yes
No

97 100
0

ALL

S5 91 7? 99 100 98

38
63

15
as

56
44

21
78

o
91

30
68

92
6

97
0

87
10

94
1

97
3

93
0

95
5

99
1

100
0

78
22

82
18

74
26

82
18

100
0

98
3,

68

Some dissonance "can be observed in Ranchi and Jaipur. In
Ranchi, there is clear evidence of comprehendabiXity
problems, more so among the women. This gets reflected in
the language and identification. In Jaipur too, a sizeable
proportion of women have expressed difficulty in
understanding the language and in identifying/relating
to the situation/people depicted in the film

In Ranchi district, since the survey area, fell in *
tribal belt where the dialect is quite cifferent from
Hindi, such « problem is not surprising. In addition, the
social milieu depicted in the film could have caused
dissonance in both Ranchi and Jaipur. This issue perhaps
points to the
c o mmu nications

need for regional/local rendition of the



4.4.6 DHARTI MAATA

Reactions to the form

Liked it
Disliked it

Syumbo1i sm

Mother/Godess
Earth/Motherland
WomanKind/Mankind

Message conveyed

Drink ri&ndpump water
Other relevant messages

Can't say

Not understood

Nothing

ALL

Bé.
14

RAN

M

.100
0

F

90
10

ALL

90
10

M

97
3

F

85

39
14
21

39
a

27

38
21
15

53
18
7

75
19
6

35
IS
S

09
8

83
3

54
13

65
30

75
34

5S

79 94

33

67

19

97

30

80

•» Once again we ' can observe that comprehension * is a
problem among women in Ranchi as well as in Jaipur. This
we feel is a result of language and ethnic incompatibility



The messages carried in TV spot IV

— Drink water only from handpump

— Don't put your hand inside vessel containing water,
use a I Adi e to take out water

— Cover the vessel of water with a i id

the riand pump — Don't wash clothes, Don't have
* bath. Don'* bathe cattle. If dirty water is allowed
to accumulate near the ourr.p, germs mi:; in the water and
this water seeps into the earth. The hand pump water
gets contaminated



4.5.I NOTICEABILITY

Recall - Aided

Paöni Ki Kahani

Girl child
Immunisation
Status o-f women

Base (All)

RAN

ALL . M

96

31
34

77

100

36

93

41

JAI

ALL M

66

97 93

36
73
73

63
S3
90

53
64
33

57
54
33

59
76
33

WATER FILM" ENJOYS THE HIGHEST SALIENCY



4.5.£ CONTENT RECALL

Drink clean water/Avoid well
pond water

Hand pump water is good/clean
comes from underground

Drink hand pump water
Keep surroundings clean
Storage related
Use ladle
Uiash hands

ALL

22

0

45
60
12
S
10

RAN

M

11

0

33
64
25
1 1
6

F

31

0

56
56

15

ALL

14

4

14
80
40

i t

JAI

M

19

0

19
81
33
11
16

r

7

6

17
79
48
7
14

Perhaps «::pected 1 y, the most empasised message in spot IV
viz. 'keep surroundings clean*,, is the most salient



4.5-.3 MESSAGE COMPREHENSION

7.

RAN JA1

ALL M F ALL M F

Drink clean water/Avoid well 31 • 25 42 14 17
pond water

Drink handpump water
Keep surroundings clean
Slorage related
Use ladle
Wash hands

Can't say 10 3 12 ? 2 17

# The ladle message has not been delivered effectively as
" observed in spot III. This could be due to many reasons
e.g. emphasis placed in the execution, relevance of the
message to the audience or it could also be that visually
the ladle depicted in the film is not exactly what they are
familiar with in their region. This issue merits attention

25
E7
16
3
4

42 .
ES
14
3
0

H9
Z7
17 '
H
7

20
21
33
E
14

27
4è
19
3
11

10
E4
52
0
17



4.5.4 LIKES AND DISLIKES

Likes

age related
Execution related

Nothing in particular

Dislikes

Nothing in particular

ALL

9o
5

RAN

M

91
3

F

9S
7

ALL

99
11

JAI

M

100
11

F

93
10

14 .,14 15

94

10

95 100 100 100

* There are no specific negatives



4.5.5 TGNE & STYLE

Understanding

Uuderstood everything
Could not understand the
language

Language

RAN JA1

ALL • M F ALL- M F

90 92 38 100 100 100
10 8 IE 0 0 O

Difficult
Easy

Not liked

Nothing (disliked)
Language

Enter tainment

Yes
No

Iaentifi cat ion

Yes
No

29
61

22
-78

54
46

14
86

8
92

21
79

90
3

94
0

33
5

9/
' 0

100
0

93
0

100
0

100 100
.0 0

95 100
0

90
10

82
18

72
28

90
10

36
14

95
5

76
24

As in the case of TV spot III, the language poses a
problem. A majority of women in Ranchi particularly, faced
this language problem. A significant number of women in
Jaipur too faced this problem. This is obviously because
of the incompatibility of the dialects with Hindi

SO



4.5.6 DHART1 MAA7A

Reactions to the form

Liked it
Disliked it

Syumbol i SIT.

ALL

95

RAN

M

92

a

F

98
2

ALL

88
•12

i A T

1*1

92
8

t-

S3
17

31
12
22

42
6

25

22
17
20

47
14
18

£2
8

24

28
2 1
10

Mother/Godess
Earth/Motherland
Womankind/Mankind

Can't say 21 14 27 15 5 2S

Message conveyed

53
54

64
47

44
62

30
100

41
100

17
90

Drink hand pump water
Other relevant messages

Can't say 13 14 12 15 S 24

It gets further reinforced that Dharti Maata is an
effective communications vehicle

31



4,0 REACTIONS OF MUSLIMS

Finally a look is warranled at the anxiety of the Dharti
Maata mnemonic and its,, possibility of causing dissonance
among some religious communities

We will now examine the reactions of the Muslim
respondents to the Dharti Maata mnemonic

All Muslims

Reactions to tne form

Liked it 100
Disliked it 0

Symboli sm

Mother/Godess 36
Earth/Motherland 13
Womanhood/Mankind 15

Can't say 13



All Muslims

Message conveyed

Drink hand pump water 67
Other relevant messages 76
Can't say 6

Not understood

Nothing 93

Base (All) • 103

The fear that the Dharti Maata mnemonic may cause
dissonance among the Muslim population is proved to be
baseless. Even among the Muslims, the Dharti Maata symbol
is near universally linked and is seen as mainly a
Mother/Codess figure or as representing womankind/earth.
The responses of the Muslims is not different vis-a-vis
that of the total sample



4.7 TV SPOT - TC SUM UP

* The test spots &re as noticeable, and in some cases
slightly more noticeable, than the other spots. In absolute
terms, the score is extremely high. A combination of the topic
of the spot, its relevance and the execution, has resulted in
a. very salient rendition of the communications

* Registration of elements and message delivery is not a
. concern area. Universally, one or more of the messages of
the water chain are played- back. However all the messages
do not enjoy the same saliency or degree of registration.
A specific example is that of handling i.e. 'use of
ladle'. Even in the two TV spots, in which this
particular message was emphasized, the play back is quite
low.. This merits greater highlighting. A possible reason
could be that a ladle looks (or is called) different
in different regions., and the kind depicted m the TV spots
is alien to the respondents. This needs to be looked into

In general, tone and style and execution of t.\e TV spots
have no dissonance points. This is true en
comprehendabi1ity, language, pace, entertainment
relevance and identification. However Sanchi has emerged
to be a slight exception. There is a clear evidence of
comorehendabi 1 i ty problems. The. area surveyed in Rancni
district falls in a tribal belt where the cialect is quite
different from Hindi. Thus the fact that there has Deen
dissonance is not surprising

In Ranchi and also Jaipur to some extent, there were
problems- in relevance and identification, particularly
among the women. Perhaps this points to the need for
local treatment in the execution. The language used, the
dialact and the social milieu need to be compatible with
that of the target audience

tl"i«l Dharti riaata isay c^use ci 3 sofian z 5 .siTicr £
r*ligi:us :oirimumties s'Canas fully ïill&yea. The

reactions of nuslims to thö mnemonic ars similar to ths
ot..ers, bhicn is very hsartsning



5 RADIO SPO"



5.1 ABOUT THIS SECTION

As in the <V spot section, the four radio spots will be
treated separately as individual communications materials

Radio spots I & II were exposed in Rajgarh and Sultanpur
and Radio spots III & IV were exposed to Jaipur and
Ranchi respondents



5.2 RADIO SPOT I

#
* Messages in Radio spot I

- People get sick because they drink dirty water

Open sources of water such as uncovered wells, rivers
ö ü i i pCnü= ï r i D ü i d b e ë 'VOidSd e i "w i"i e Wc.1 3 !' C 3 ü ". ei 1 " =

germs

The handpump is the solution to prevent illness. The
water f ren1! the hane pump conies •from under -i fnur.i , thij.-i

cannot cor.* amina'te it

- Villagers drank handpump water and got rid of diseases



5.S.1 NQTICEABILITY

Recall - Aided

Paani Ki Kaiiani

Clean hands

Uncovered food

Base (All)

RAJ

ALL • M

3UL

ALL M

99

91

72

ai

9a

93

C2

45

100

S9

32

2b

100

97

92

" T*5

100

100

94

100

95

90

40

• In this case the noticeabi1ity of the 'Paani Ki Kahani'
spot has been compared with two other social ads. Tne
performance is good, both in relative and in absoulte terms



5.2.2 CONTENT RECALL

Drink clean water/Avoid well
pond water

Handpump water is good/clean
comes from underground

Drink hand pump water
Ke<=p surroundings clean
Storage related
Use ladle to take out water
Wash hands

Can't say

ALL

46

0

67

11
0
2a

RAJ

M

49

0

6?
0
16
0

33

F

42

0

64
6
6
0

22

ALL

5S

16

57
EO
21
0

21

B'JL

M

6-1

14

57
14
14
0
17

i-

55

13

58
E5
2S
0

25

O

* The key elemen'ts of Radio spot I are very memorable



5.2.2 MESSAGE COMPREHENSION

Drink clean water/Avoid well
pond water

Drink hand pump water
Keep surroundings clean
Storage related
Use ladlt
Wash hands

Can't say

ALL

33

65
5
o
0
10

RAJ

M

.18

76
4

0
7

F

53

53
6
Ó

0
14

ALL

41

'60
£0
zs
1
5

SUL

M

49

74
1-i
34
0
3

F

35

48
£5
E3
3

a

RELEVANT MESSAGES DELIVERED

or.



5.2.4 LIKES AND DISLIKES

Likes

risssêje related
Execution related

Nothing in particular

Dislikes

Not;-iing in p«rt i ;u 1 ar

RAJ

ALL M

26

C O

79
E9

•100

SUL

ALL M

?S 100

0
100
• 0

•/.

F

100
0

3

'.00

•

* Thus, execution is not a concern area



f

5.2.5 TONE Z, STYLE

Understanding

L'uderstood everything

Language

Difficult

Not

Not

Ent

Yes
No

1 iked

hing

ertainment

RAJ SUL

ALL M F ALL M F

100 100 100 100 100 100

22 22 22
77 J 7 o 7S

99
1

24

98 100
2 0

100
0

11
89

100
0

35
05

96 93 100 100 100 100

100
O

* The radio spot is universally liked by most Rajgarh and
Sultanpur respondents



S.2.Ö THE DHART1 MAATA MNEMONIC

Reactions to the form

Liked it
Disliked it

Symbolism

Mother/Godess
Earth/Motherland
Womankind/Mankind

Can't say

Message conveyed

Drink hanapump water
Cther relevant messages

Can't say

Not understood

Nothing

ALL

98
2

RAJ

M

100
0

F '

94

ALL

100
0

3UL

M

100
0

F

100
0

56
0
0

SE
0
0

92
0
0

59
5

31

77
0

46
10
36

14 18 10

79
61

7S
49

31
75 as94

89
83

83
10O

100 100 . 100 100 100 . 100

The choice of 'Dharti Maata' as & communications device is
ratified on;» again



5.3 RADIO SPOT II

* The messages carried in Radio spot II are :

- Drink hand pump water - it- comes straight from the
earth

— Do not bathe animals at the handpump. For bathing
animals, take them to the river and ponds. Handpump water
is meant for drinking

- It is the villagers* respcr.sibi 1 ity to keep the
handpump clean

* Dharti Maata's message :

Don't let dirty water accumulate near the pump. Germ
will get (mixed in the stagnating water

The dirty water will seep through the earth and
contaminate the clean handpump water



5.2.1 NDTICEABILITY

Recall - Aided

Paani Ki Kahani

Clean hands

Uncovered food

RAJ

ALL 1*1

SUL

ALL M

99

92

£5

97

S7

7-1

•100

97

ss

100

93

*^

100

94

100

93

98

#

NOTICEABILITY - VERY GOOD PERFORMANCE



5.3.2 CONTENT RECALL

Drink clean water/Avoid well
pond water

Hand pump water is good/clean
comes from underground

Drink hand pump water
Keep surroundings clean
Storage related
Use ladle to take out water
Wash hands

Can't say

ALL

18

0

69
^^
£./

15
0

20

6

RAJ

M

16

0

66
39
3
0
16

8

F

21

0

73
12
30
0
24

3

ALL

29

10

32
60
15

17

5

SUL

M

b

ó

29
60
9
0
11

3

F

40

13

35
60
20
5

23

8

The relevant messages have registerted well. The main
message in spot II i.e. keep surrundings clean, has been
recalled exceptionally well in Sultanpur

96



,.3.3 MESSAGE COMPREHENSION

Drink clean water/Avoid well
pond water

Drink hand pump water
Keep surroundings clean
Storage related
Use ladle
Wash hands

Can't say

ALL

17

54
32
a
0
11

RAN

M

"11

50
42
3
0
13

F

24

53
21
15
0
9

ALL

16

47
45
4
1
15

JAI

M

9

54
C A
-j 1

6
0
17

F

23

40
40
"\
3
13

8 0

* The relevant messages have been delivered effectively



3.A LIKES AND DISLIKES

RAJ 3UL

ALL M F ALL M F

rfelated ., 96 33 100 100 98 100
Execution related 18 21 13 • 4 0 8

Nothing in particular 8 8 9 5 to 5

Dislikes

Nothing in particular > 100 100 100 100 100 100

* There are no negatives whatsoever with the execution



rONE 2. STYLE

Understanding

Uuderstood everything

Language

Diffi cult

Not liked

Nothing

Entertainment

Yes
No

RAJ SUL

ALL M F ALL M F

100 100 100 100 100 100

7
92

86

8
39

74

6
94

100

4
76

99

0
100

100

8
93

9Q

99 97 100 100 100 100
1 3 0 0 0 0

#

0

* The film is widely acceptable. It scores high on
comprehendabi1ity, language, entertainment value and
enjoyment

QQ



THE DHARTI MAATA MNEMONIC

Reactions to the form

Liked it
Disliked it

Symbol ism

Mother/Godess
Earth/Motherland
Womankind/Mankind

Message conveyed

Drink handpump water
Other relevant messages

Can't say

Not understood

Nothing

RAJ

ALL M

93

a

100

89 97
11 3

12

100 100

SUL

ALL M

99 100 98

90
0
3

65
70

87
0
3

63
75

94
0
3

67
66

55
a

" 23

51
91

63
11
14

63
100

48

30

40
01

100 100 100

CHOICE OF SYMBOL - FURTHER SUPPORTED

100



5.4 RADIO SPOT III

* The messages contained in this version are }

- Wash and scrub vessels be-fore filling it with water

- Do not dip your hands in the vessel

- Use ladle to dispense water

- Cover vessel with lid

- Handpump, is Dharti maata's gift to us, 0 source of
good, clean water

101



NOT'US

PI

Recall - Aided

?aan: Ki Kahani

Clean hands

'Jn cove red food

Base <A11>

ALL

79

75

RAN

M

09

78
J

72

r

33

SO

7S

ALL

93

90

JAI

M

£9

100

S1

F

97

B'

n:

36 41 73 37

NOTTICEABILITY OF SPOT - VERY HIGH

102



5.4.2 CONTENT RECALL

Drink clean water/Avoid well.
pond water

Hand pump water is good/clean
comes if'ram underground

Drink handpump water
Keep surroundings clean
Storage related
Us? ladle to take out water
Wash hands

Can't- say

ALL

44

0

25
1

64

17

1

RAN

M

55

0

25
r>

53
42
14

3

F

29

0

24
0

73

20

0

ALL

38

11

25
•14

31
,2. 'i

10

1

JAI

M

c?

r>

So
11
too

19

0

F

ó7

19

16
10

0

- •

KEY ELEMENTS REMEMBERED



5,4.3 MESSAGE COMPREHENSION

Drink clean water/Avoid well
pond water

Crink hand pump water
Keep surroundings clean
Storage related
Use ladle
Wash hands

Can * t say

ALL

7

14
1

18
12
6

22

RAN

M

12

0
HO
•17

6

14

F

2

7

2
17

f

it

29

ALL

23

IS
A .*
1 1

31

14

•1

JAI

M

£6

19
j>

17
14
14

0

F

16
19
46
16
14

13

•* The relevant
- delivered

messages of the water chain have been



5.4.4 LIKES AND DISLIKES

Likes

Message related
Execution related

Nothing in particular

Dislikes

Nothing in particular

RAJ

ALL • M

7.

SUL

ALL M F

59 90 16 100 -100 100
26 3 14 19 HE 16

1 25 36 11

99 100 9S 99 97 100

No gross negatives are evident
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5.-+.5 TONE £ STYLE

Jnde

Uu de

rs

rs

tand

tood

Language

D i f f
Easy

Net

i«c

li

uit

ked

ing

everything

Nothing (disliked)

Entertainment

Yes
Mo

RAN JAI

ALL M F ALL M F

97

40
60

99

97
3

100

£3

95

51
49

97 100

97 98
3 2

100 100

19
81

99

97
3

14
So

97

94
6

100

24
76

100

100
0

* A large section in Ranchi found difficulty in understanding
the language used in the film. On all other counts the
film is rated very high

'.06



>.4.0 THE DHARTI MAATA MNEMONIC

Reactions to the -form

Liked it
Disliked it

S ym b o 1 i s m

M c ••". h e r / G o d e s 5
Ear th/Motherland
Womank ind/Mank i nd

Message conveyed

Drink hand pump water
Other relevant messages

Can't say

Not understood

Nothing

RAN

ALL M

32

34

100
n

90
10

50
40

14

94

o/
14

49

76

ALL

93

43
58

21

93

M

50
69

3

100

89
11

3 3

6

3 2
5
7

5 3
2 1

4

5 3

0

5 7
1 9

8

46
49

86

•» A large segment in Ranchi are unable to comprehend the
message conveyed D V DharLi iiaala. Language is obviously
the. barrier
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5.5 RADIO SPOT IV

* The messages in radio spot IV are :

- Don't put your hands inside drinking water vessel

- Before meals, after defecation and before handling
vessels/pots containing water, wash your hands with
soap or ash

- Dirty hands have invisible germs on them. When we
touch clean water with dirty hands, the clean water
gets contaminated

1OS



5.5.1 NOTICEABILITY

V.

Recall - Aided

Paani Ki Kahan:

Clean hands

Uncovered food

Ease (All)

ALL

84

9S

76

RAN

M

36

91

71

F

83

93

SO

ALL

96

99

96

JAI

M

100

96

93

F

?3

100

9S

75 35 40 69 42

HIGHLY NOTICEABLE
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5.1.1 CDNTENT RECALL

RAN JAI

Drink clean water/Avoid well
pond water

Hand pump water is good/clean
comes from underground

Drink hand pump water
Keep surroundings clean
Gtoraoe related '
Use ladle to take out water
Wash hands

Can't say

* There has been very nigh registration of the wash hands
message, as this was the central theme of Radio spot IV

ALL

57

0

15
4

25
8

73

0

M

58

0

11
0

23
17
69

0

F •

59

0

18
3

£.3
0

78

0

ALL

13

2

ti

14
55

46

9

M

13

0

11
15
ó3
11
AS

4

F

9

4

2
14
5

45

12

110



5.5.3 MESSAGE COMPREHENSION

•/.

RAN JAI

Drink clean water/Avoid well
pond water

Drink handpump water
Keep surroundings clean
Storage related
Use ladle
Wash hands

ALL •

41

11
4
19
3

20

M

52

11
3
18
6
H6

F

30

10
5

21
0
15

ALL

23

4
•12

HO
ó

26

M

34

7
4

34
4
22

F

17
12
"7

Z9

Can '"» say 19 SB

•» The essential messages have been communicated. However,
quite a few women in Ranchi have been unable to
understand the messages in the film

11 -1



5.5.4 LIKES AND DISLIKES

Likes

Message related
Execution related

Nothing in particular

Dislikes <>

Nothing in particular

ALL

S7
0

RAN

M

as
0

99
0

ALL

100
18

JAI

M

100
4

i~

100
ZS

99

34 18

100 93 100 100 100

NO GRDS3 NEGATIVE

11E



5.5.5 TONE & STYLE

LANGUAGE/DIALECT - PROBLEM IN RANCHI

Understanding

Uuderstood everything

Language

Difficult
Easy

Not liked

Nothing (disliked)

Entertainment

Yes
No

RAN

ALL M F ALL M F

99 100 98 100 100 100

39
01

46
54

33
68

£0
7/

30
hi

14
S3

97 TOO 95 100 100 100

99 100 98 97 93 100
1 0 3 3 7 0

113



5.5.6 THE C'HARTI MAAT A MNEMONIC

Reactions to the form

Liked it
Disliked it

Symbolism

Mother/Godess -•
Earth/Motherland
Womankind/Mankind

Message conveyed

Drink handpump water
Other relevant messages

Can't say

Not understood

Nothing

ALL

96
4

21
10
1

13
05

RAN

M

100
0

43
23
3

11
74

F

93
/

3
0
0

15
57

ALL

S3
17

54
17
2

13
100

JAI

M

ai
19

41
22
4

15
100

F

£3
17

62
14
0

,. 12
100

33 20 45

73

19

86

19

81

19

88

* Dharti Maata is not as successful as a communications
device in Ranchi. A large section of the respondents are
not able to understand the message conveyed by the device

114



5.6 DHART1 MAAT A - THE RELIGION ISSUE

* We will now look at the Muslim respondent's responses to
the Dharti Maata mnemonic. As in the TV spot, the
responses o-P all the Muslim respondents -from all four
districts have been merged

Reactiopns to the -form

Liked it
Disl iked

Symbolism

Mother/Godess
Earth/Motherland
Womanhood/Mankind

Ca't say

Message conveyed

Drink handpump water
Other relevant messages
Can't say

Not understood

Nothing

Base (All)

All Muslims

100
0

44
13
13

30

44
73
26

90

117

It gets Turther supported that the use of the Charti
Maata symbol will not causs dissonance among sorh«
religious communi t ies , particularly the f\ui i ims



5.7 RADIO SPOT - TO SUM UP

There are no emergent problems on registration, message
comprehension, tone and style, and execution for all the
-Four spots

Ranchi has emerged to be an exception. Even though Ranchi
falls under the Hyidi belt, the test area was in a tribal
pocket where the people speak a distinctly different dialect
and are different from the typical Hindi belt villagers.
It is perhaps worth relooking at the renditions, bearing
in mind the factor of ethno-linguistic compatibility

The Dharti Maala symbol has not caused any dissonance
among the Muslim respondents. It is effective as
communications device and is universally liked

11Ó



6 MELA SONG



6. -i ABOUT THI5 SECTION

* As mentioned earlier, two versions of the mele song had been
developed -for pre-testing

* Results of the pre-test for each song are presented
separately in two sub-sections. In the beginning of each sub-
section the relevant mela song script (in Hindi) has been
presented

* The me'ssage focus, for both the songs is common. The '
songs carry messages on the following issues :

- Water and health

- Right source identification..- hand pump

- Maintenance of hand pump s.ites

- Proper handling of water

- Washing hands with soap or ash

- Covering excreta

* The duration of each song was oetween 3 and S minutes

ifc



6 . 2 MELA SONG I
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6.2.1 REACTIONS TO THE SONG

Liked the song
Disliked the song

Base (All)

ALL

100
0

RAJ

M

100
0

f-

100
0

ALL

100
0

SUL

M

100
0

F

100
0

ALL

100
0

MIR

M

100
0

F

10G
0

38 29 75 40 76 35

Lil;ed the song
Disliked the song

Base (All)

ALL

9o
4

71

JAI

M

100
0

32

It.

9Z
S

34

ALL

96
4

75

RAN

n

94
6

25

r

93
2

40

• This mela song version has been liked universally by
respondents across ail the five districts



ó.£.£ MESSAGE COMPREHENSION

RAJ

ALL M

Drink handpump water 54 53 54
Keep surrounding of handpump £9 34 23
Storage related 10 11 10
Use ladle to take out water 3 0 5
About- cleanliness/hygiene 14 13 1i

Can't say 4 5 3

SUL

ALL M

50 52
£7 23

7 3
36 43

3 0

MIR

ALL M

51
20
IS
10

37
34
33
12
37

26
37
9

•

Ier
of handpump

Drink•handpump w
Keep surrounding
Storage related
Use ladle to take out water
About cleanliness/hygiene

Can't say

ALL

38
39
£4
6
3£

JAI

M

38
34
10
ó

•) 1

F

38
44
31
5

33

ALL

36
35
16
4

RAN

M

29
34
11
0

26

F

43
35
SO
S

21

10 10

The intended message(s) have been successfully conveyed
to the respondents. One or more of the messages in the
water chain i.e. water and disease, correct water source,
rnaintenance of handpump sites, proper handling of wsler
and cleanliness are universally played back. However,
compared to the other messages, it can be observed that
the handling message i.e. use of ladle does not enjoy *n
equally high saliency

O •*(



c . ̂. - -TONE AND STYLE

RAJ BUL I". IR JAI

Nol understood

Nothing

Pace

Too fast

Language

Difficult

Entertainment

Yes
No

Enj oyable

Yes
No

Relevant

Yes
No

Identifiable

Yes
No

1OG 100 -100 100 100

99
1

97
3

100
0

100
0

E7

100
0

64
10

100
0

100
0

1

1

100
0

97
3

9a
4

93
4

94

15

16

93

93

* Scores on comprehendabi1ity, pace, entertainment value,
enjoyment, relevance, and identification are almost ideal
in a&solute terms. However, a small section in Ranchi and
Sultanpur found the pace somewhat fast and the
language difficult to follow ,

* The responses of the men and women respondets were more
or less similar. Thus in this case we have presentee
only All figures, though in Ranchi there were more
women who t'ound the pace of the song too -Tast and the
language difficult to comprehend



6 .2 MELA SONG I I
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t.2.1 • REACTIONS TC THE SONG

Liked the song
Disliked the song

Base (All)

ALL

100
0

RAJ

M

100
0

r

100
0

ALL

99
1

SUL

n

100
0

F

9S
3

ALL

100
j

MIR

M

100

a.

io:

71 36 •75.

Liked the sonj
Disliked the song

Base (All)

AL^

100
0

JAI

I*!

100
0

ti.

lOO
0

/-, 1 1

r1l_t_

1

RAN

M

'•GO
0

93
2

74 ,34 40 40

SONG II - ALSO LIKED UNIVERSALLY



6.3.2 MESSAGE COMPREHENSION

Drink handpump water
Keep surroundings clean
Storage related
Use ladle to take out water
About cleanliness/hygiene

Can't say

ALL

59
20
20
7

37

4

RAJ

M

75
17
H5
8

31

0

F

43
22
14
6

43

9

ALL

59
3E
19
3

36

3

SUL

M

5£
29
11
3

34

6

F

$5

25

36

10

ALL

51
47
36
12
16

0

MIR

M

41
47
47
•*, ^

23

0

Drink handpump water
Keep-surroundings of handpump clean
Storage related
Use ladle to take out water
..About cleanliness/hygiene

Can't say

ALL

40
25
E7
7
33

JAI

M

47
33
32
9

32

"F

31
33
£3
5
33

ALL

34
13
26
3

35

RAN

M

31
3
19
0

42

F

38
• 7

33
5

31

KEY MESSAGES - DELIVERED

#

125



Nol

•100 100 100 100

f £. 5 1

Language

Difficult

Entertainment

Yes
No

Enj oyable

Yes
No

Relevant

Yes
No

Identifiable

Yes
No

1 31

3 16

100
0

100
0

100
0

99
1

1ó

99
1

100

100
0

100
O

96
4

99
• 1

a

96
4

95

96

99
• 1

99
1

* There ^re no emergent gross negatives on the execution of
the mela songs. The language used and the p«ce of the
song has posed s. problem in Suit an pur •



7 IMPACT OF VOW



-7. -i THE "i

*• Impact of any commuicat ions effort is normally measured
via change in Kowledge, Attitude and Practice

* However, it is unlikely that a change in Practice can be
effected in a short duration. Therefore our focus will be
on Knowledge and Attitude for evaluating the impact of
VC3W. The tacit, assumption is that if Knowledge & Attitude
reflect change in the desired fashion, then Practice
will also change accordingly, given adequate time and efforts

* l/et us recapitulate the method by which the impact of the
Video van show was assessed

— If the show ŵ is held in Village A, a twin village say
Village B was selected

— A day before the show a survey was conducted in
Village B, on Knowledge, Attitude and Practice. This
gives the pre—exposure status on VOW

— The day after the show, a similar survey was conducted
among residents of Village A (The village in which the
show was held). This gave the post-exposure status

— The dif f erence (Post — Pre) on any measure indicates
the change caused by the show i.e. the impact

* This e::ercise was net conüucteü in Mirzapur
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7. £ PERCEPTION - WATER &, DISEASES

G Ï Are any diseases caused by drinking dirty water ?

7.
RAJ

ALL M F

Pre Post Pre Post Pre Post

Yes, dirty water causes 62 55 65 60 60 48

diseases

Base (All) (152) (143) (75) (79) (77) (64)

• '

SUL
ALL M F

Pre Post Pre Post Pre Post

Yes, dirty water causes 53 57 64 72 41 41
diseases

Base (All) (152) (143) (75) (79) (77) (64)

JAI '

ALL ' M f F

Pre Post Pre Post Pre Post

Yes, dirty water causes 50 78 58 S6 40 69
diseases '

Base (All) (140) (155) (£2) (84) (57) (71)

,29



RAN

Yes, dirty water causes
d iseases

Base (All)

pre Post Pre Pos'

47 22 43 £5

Pre Post

51 20

(155) (144) (76) (77) (79) (70)

* Impact of change in belief and perception is evident only
in Sultanpur and Jaipur. There is no indication of change
in Rajgarh and' Ranchi



7.3 PERCEPTION OF GOOD WATER

Good water

Hand pump water
Well/Pond water
Tap water

Hand pump water
Well/Pond water
Tap water

Hand pump water
Well/Pond water
Tap water

Pre

74
5
9

Pre

S3
8
6

Pre

61
25
9

ALL

Post

S9
2
6

ALL

Post

87
11
0

ALL

Post

68
8
12

RAJ

M

Pre

84
10
5

SUL

M

Pre

92
5
1

JAI

M

Pre

60
30
8

Post

91
4
1

Post

92
7
0

Post

71
10
8

Prs

64
3
13

Pre

75
11
11

Pre

61
18
11

F

Post

86
Z
3

V.

F

Post

83
15
0

V'

'F

Post

65
7

15
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water
W*l. °ond water
Tap -"̂ ter

Pre

5£
6
0

ALL

Post

53
3
1

RAN

M

Pre

5
0

Post

4<?
4
•1

Pre

43
t>
0

F

Post

57
3
O

* 0V« this measure the impact on belief is generally visible
among men and women of all the states



/.4 uuRuc; Dr-

Hand pump
Dugwel1
Piped water
Tank/Pond/River/
Canal etc.

p

s

1

re

*t

3
•1

RAJ

Post

94
3

0

Pre

87
12
1
0

SUL

Post

92
S
0
0

J

pre

64
26
7
1

Post

73
1 1
•is

0

R

Pre

40
46

e
6

AN

Post

54
38
4

change
at
is itself

already know the

look
level

in faeiie-fs is indeed
the 'pre' -Figures it

not i cecifale .
can be seen

high. A majority of the
sources of good water

However, if we
that the datum
res pond ent s

Our contention is that- since the datum level is high, we
must focus our message on the subsequent levels of the water
chain viz. maintenance, storage and handling.. These
issues have already been addressed in the film to quite
an extent

# On examining the female and male responses separately, we
find trie results to be similar



RAJ SUL JA1 RAN

Pre Post Pre Post Pre Post Pre Pos'

Hand pump water comes
from underground...
well, lake water i s
o pen...has germs

Agree 98 99 9S 91 92 97 93 96

Hand pump water...not
sweet...Hut best,
safest

Agree 99 99 97 92 94 97 94 94

höndpuiïip wate r . . . wo r tfc»
the inconvenience

Yes 36 90 73 39 32 92 37 43
No 14 9 27 11 17 S 63 50

* The impact in UP and Bihar is more evident. Once again we
car. caserve that the datum level i= high



r.6 S3ME OTHER BELIEFS REGARDING WATER

RAJ BUL JAI RAN

Pre Pos! Pre Post Pre Post Pre Post

Sweet tasting water is
the best/safest

Agree

Clean looking water is
the best/safest

81 61 97 95 89 90 90 90

Agree

Water in which food
cooks well is best/safest

75 67 90 87 76 90 97

Agree 86 85 98 95 91 74 94 95

# Here we find that majority of the rural citizens have
wrong beliefs. Most of them believe that sweet tasting
water, clean looking water, and water in which food cooks
well, is the best/safest -for consumption. This issue
merits focus. It would be perhaps prudent to highlight
some points regarding what safe water actually is in
future communications



7.7 MAINTENANCE OF HANDPUMP

RAJ E'JL JAI RAN

Pre Post Pre Post Pre Post Pre Post

Spontaneous mentions '•

Keep surroundings of
hand pump clean

Make a cement platform

Should not bathe/wash
at the pump

_-/_ _,_,__
Agree
Disagree

78
**»

100
0

80
1

96
3

80

84
16

83

89
11

64
3

91
9

60

95
4

59
0

9Z
6

55
1

90
7

# The communications impact has been marginal. But it
should be noted that the existing Knowledge level is
considerably high

* In Rajasthan and Ranchi, the Knowledge level of the women
respondents regarding handpump maintenance is not as
high as that of the men

12b



7.8 PERSONAL HYGIENE

RAJ . SUL JAI RAN

Pre Post Pre Post Pre Post Pre ' Post

98
•1

87
IE

86
13

89
9

97 93 03
1S

Washing only with water
is not enough

Agree 97
Disagree E

* Considering that these respondents &re rural citizens,,
the attitude towards' personal hygiene is ideal. The
question really is whether this is refelected in practice



7.9 ACTUAL REPORTED PRACTICE

Based on the pre survey data

RAJ SUL JAI RAN

Do you bathe/wash near the pump ?

Yes t 7 46 41 26
No J 93 54 49 74

Usual method of hand washing :

Water + Soap 51 23 43 38
Water + Ash • 16 1 15 5

Water + Mud 20 47 39 20
Only water 12 31 11 34

Inspite of the very positive attitude towards handpump
maintenance and personal hygiene, the situation is not
as good in reported practice. It is obvious that the
stated response is divergent with the actual practice,
specially in UP, Raj asthan and Bihar

Therefore, despite the apparently high datum level, the
need for communications (such as the presenl one) is
justified
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7.10 THE SOURCES OF WATER

RAJ SUL JAI

Pre Post Pre Post Pre Post
Vill. Vill. Vill. Vill. Vill. Vill

Main source of
drink ing/cook ing water

Base (All)

RAN

Pre Pos
Vill. Vi

Hand pump

Traditional
Mark II

Du gwe11

Open
Cohered
Piped water
Tank/Pond/River/Canal

30
E1

26
3

20
0

17
37

14
E
29
1

47
19

£7
7
0
0

39
40

17
5
0
0

E2
41

0
31
0

12
14

a
1

65
0

1
E3

—r f\
1 t

I
1
0 : • •

* The above provides a backdrop for the analysis discussed
so far



r UP - IMPAC" O" VOW

The current reported level of knowledge and altitude on
most measures is very high. Given this situation
measurement of change becomes insensitive

However, we also observe that the respondents' actual
behaviour relating to personal hygiene, hand pump
maintenance etc is divergent -front their stated attitude.
We also, notice that on some issues such as the
qualities of good water, the people have wrong
perceptions "

Therefore, the need to change Knowledge, Attitude and
Practice euists. The current developed communications is
essentially in the right direction. Some issues may need to
be further highlighted



6 POSTERS



hree posters were shown to one o •" r, i E / l-i e r
opinion. The respondents were escorted *.G &. central
venue? where the p>o£.ters had been pat up. They were
to see the posters end then exposed to one of the two
niela songs

*• A reduced version (photocopy) of the posters hes Deen
given in the beginning of each sut— section. The actual
size o-f each poster is 14" :; 1?"

* The message -Focus -for each poster is broadly as follows

Poster 1 - Water & health

- Use of handpump

- Maintenance of hand pump site

Poster E - Water handling

Poster 3 - Personal hygiene - hand washing

- Proper hand wash with soap or ash



8.E POSTER 1
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Drink hand pump. water
Keef- su r found ings of hand pump
clean

The message focus of this posier was use of handpump
maintenance of hand pump sitt. Both these messages appear
to have registered. The message 'J.eep surroundings of
hand pump' clean' (maintenance) enjoys 0 nignfer aegree o-
registration

RAJ BUL KIR Hi ' K1-1N

Understanding

Understood everything

Base (All)

98 100 100 99 97

(148) (150) (150) (145) (151)

* The posters sre clear in communicating the intended
messages. The- responses o-f male and female respondents
are more or less alike



I.Ï..Z „IKES AMD DISLIKEE

RAJ ;SJL MIR JA1 RAN

Spe cif i c likes

Telling LIE 1.0. drink hancpurnp wstsr 21
The message keep surrounding of 73
hand pump clean

Nothing in parti cul-ar 3

Specific dislikes

Nothing in particular 100

£5
• 1 1

60

99 100 9?



£ . 3 POSTER E

14 to





*• Here, the nisssfioe {o:u; is water hancil ing. The specific
messages covered are keep weier covered, keep w»;er in A
clean vessel, use ladle ID dispense water. Let us new see
whether these message» have Deen delivered effectively

RAJ SUL MIR J A I RAN

hessages

59
37
4B

73
43
66

75
6E
62

67
26
62

42
4S
46

Keep water covered
Keep water in a clean.vessel
Use ladle t

Understanding

Understood everything 99 100 100 99 97

Base ( A l l ) (148) (150) (150) (145) (151)



LIKEE AND riS-IKES

•^rw

RAJ MIF: JAI

öpecific

Thee messages " USE» laciie 3£
: Cover water v&sse2. 5E.
"' Store water in E3

zie ar, ut ens. il

Nothing in particular 5

Specific dislikes

Nothing in particular 99 100 100 100 97



£ . 4 POSTER 3



vJSJtgQ



Z.A.". COMPREHENSION

Messages

Wash hands with soap- and &zh

Maintain cleanliness

Unde r stanii.pg

Unoerslood everything

Base (All)

RAJ BUL MIR ' JAI RAN

c-> 92 °9 96 98

C Z'. 9 0 O

9° 100 100 99 100

(148) (150) (150) (145) (151)

>
The main message in this pbster, on hand washing habit, has
been communicated very effectively



è.-A.l -.IKES AND

RAJ EUL MIR JAI

Specific likes

Telling -us to wash hands witn
soap or ash

Talks about cleanliness
Nothing in particular

8?

O
7

59

44
E

£3

7.
O

11
10

SO

Specific dislikes

Nothing in particular 99 99 100 99 9£



£.5 THE NH" PICTURE

* The three pesters ere each designed tc focus on
dif-e"ent aspects of the water chair.

*• The delivery of the respective intended messages has beer,
almost universal. There no r.as been negative feedback
whatsoever on the executior. or on any specific aspect

•» Thus the visual and the copy used in the posters is
ratified and needs no amendments



? ANGAtMWADI WORKER FLIP CHART



•** The effectiveness of tne "lip chart he.5 neer,
from various ancles. The aspects ere :

i / Audience respor.se tc the demonstration

ii/ Ease of use fay trie presenter

iii/ Presenter's response to the flip ch*rt

* In this section, the above aspects have been

* For the purpbse of the study, the Anganwadi worker was
made to demonstrate only a part o*f the flic chart. The
presentation was divided into A distinct sections. And
each demonstration was made with only 1 section. Within a
district, an equal number of demonstrations were made with
each section. Ule have shown data for all sections
together., otherwise trie sample sizes &r^ toe small



<7.E 7URMARDÜNI. TIME

* A E £, background in-f or mat ion, the time taken from beg inn in;
to end of ali discussion is important. This gives an
idea, of the load on the Anqenwacii worker

Turnaround, time per section

RAJ BUL ' MIR RAN JAI

Upto 10 min
11 - 20 min
21 - 30 min
30.1 min •+•

Base (15) (SO) (21) (19)

34
47
7
7

0
25
70

5
SO
EO

0
70
20
10

40
53
0

• 7

TYPICALLY - 15 TO HO MINUTES



*• The response of children, men anc women are indicated,
based on ociervation of eacn aeinonslrjiiion

*• hencfc we have shown the a ate. »ef»ere.iely for e»cn capsule
of the flip chart \since the topics differ, and hence tne
likely level of audience response/, but for =-.il districts.
taken together (for sample size adequacy)



, I'. CL i r. t'-

reaction

P o s i t i v e
r;i::ed

Indif-f/Negative

Enthusiasm about subject

Good
Mixed
Not much/None

Interest in ciemo.
High
Mixed
Not much/None

Base

en:

E':
36

her;

3 c
• I T

W o m e r:

25

C h i

4 E
36

h e n

3 o
4

WOITlE V;

71

29

'i O

2 1
3S
4E

67
£5

a

25
46
29

25
'17
5 £

5 0
4 6

36
46
17

42
13
46

75
17
s'

29
5Ê
12

E l
21
5B

4 6
50

4

(24) CE.4)



. 1 . a :=•.- i :'

#

Overal 1 react i or.

Inoiff/Negative

Enthusiasm about subject

Good
Mixec
Not much/None

Interest in demo.

^ Mixed

9

MM,

Ct.1

43
£9

33
4S
19

43
43
14

her

29

5£

33
29
35

J29
S4
48

•Won, er

23
14

7o
••4

10

76
14
10

31
"?£'

H4

5S
33
14

29
14

r.er

24
43

29
£4
4S

24
3S
36

v* J o n • ~ 7

^̂  ̂

r

71
£4
5

76
24
0

•
High
Mixed

^ Not much/None

— Base (21) (21)

.* It clearly emerges that the women have been most
receptive to this form of interpersonal communication,
compared to children and men

* Even in absolute terms, the women's response can be said
to be fairly good

• As we discussed earlier (Chapter 2), the reach of VOW
among women is low. Interpersonal communication is an
alternative, and the form of the flip chart demonstration
by the Anganwadi worker is ratified, as an effective
channel



i Gr £

Wfe mus*, prefëice this section wit.S thfc I"ÈC'
did not provide -for any foriri&I training oi
worker to conduct the demonstration. This
in mind while evaluating the • f eecii»acl;:

that trie study
the Angsnwadi

should be borne

The first react ion

Good for illiterate
Teaches about cleanliness/hygiene
To drink hand pump water
About water management,
maintenance, stora.ge & handling
Positive - Form & style•related

Base

RAJ SUL

65

MIR

40

RAN

40

JAI

7
73
Zl
E7

45
30
0
10

20
50
60
45

70
50
20
20

0
100
0
0

(15) <E0) (20) (20) (15)

* Despite lack of any formal familiarisation with the
particular flip chart, the Anganwadi worker receive the
device favourably, exhibiting the desired response

They were asked for which groups would the
be most relevant and interesting. Near
answer was Illiterate/Eackward/women - The
target group of this form of communication

demonstration
unanimously the
intended prime

••=,£•



i-'o nier.

Chilaren
Those wno niisuse

Sa se «AU;

10
7r,
0

J p^ 1

c
c

:£jy czo; (20) c *.t)

* They were further asked About their view -cif the -flip
chart demonstration vis-^-vis the prime target audience.
The response has indeed been very heartening

Demonstration vis-a-vis crime auience

Interesting
Educati ve
Relevant/Appropriate

RAJ BUL MIR RAN JAI

100 100 100 100 100
100 100 90 90 100
100 100 100 100 100

* They also felt that the audience understand" the message
near universally

Messaoe corriprehensi on — Of audience

The audience....

Understood messages
Not understood

Base «All!

*/.

RAJ SUL MR RAN JAI

93 100
7 0

100
0

100 100
0 0

1=0



'ül-iE L KANNEF:

*• Given be low are- the Anoanwaii worker's Cpir;icin :

Any part boring
Any part not credible
Any part visual & message not
matched

Points needing clarification

Base (All)

RAJ

0
w w

7

20

SUL

0
0
0

0

MIR

5
10
0

0

RAN

0
0
C'.

10

JAI

0
0
0

• o

* Their suggestion for improvement were also obtained

Suggestion for improvement

Should use other media
Use of dialect
Covering with soil - Needs
elaboration

More simple/lucid/pictures
Greater detail
More on water borne disease

Nothing

Base (All)

RAJ SUL • MIR

19 95

RAN JAI.

13
13
7

2 7 •

7
7

5
0
0

0
0
0

30
0
15

10
5
0

0
70
5

0
0
5

0
0
0

20
0
0

80

* One relevant comment pertains to making the flip charts
more lucid, "perhaps using greater simplicity and more
effective visual support

* Adoptation to local dialect is a major issue particularly
in Ranchi (a tribal pocket)

161



9.6 MECHANICS OF DEMONSTRATION

Easy to explain/demonstrate

Base (All)

RAJ SUL MIR RAN JA1

100 100 100 95 100

A more positive response is not possible to come by



TO SUM

•ir Inlerpersonal communication can be z, viable alternative to
reach rural women, in view of the poor reach of VOW

«• The flip chart used has come out in a very favourable
light, and thus could be put tc field use

* The only real improvement area is an attempt to
regionalise (even within the apparently homogeneous Hindi
belt) in terms of local dialects

* We must add, that for actual field use a small
familiarisation/training component for the grass root
level workers in the use of the flip charts will make trie
effort even more effective

#

•16"



10 RESPONDENT PROFILE



#

ELECTRICITY IN HOUSE

Has 84

HOUSEHOLD DURABLES

Radio
TV
Pump
Sewing machine

SOURCE OF DRINKING WATER
~ r 'ii irr i ~ J • * — ~ ~ ' ^ ^ ^

Tap
Handpump/Tubewel1 •
Traditional
Mark II

Well :
Ope.n
Covered '

CASTE

Scheduled Caste
Scheduled Tribe
Others

RELIGION

Hindu
Muslim
Sikh
Christian

MARITAL STATU5

Single
Married '
Ulidow/Widowe r

Base (All)

53 .
26
11'.
23

23
7
7'
7

54
41
4

49

38
Ï7
3

2O

22 ,32

26
24

26
2

14
16
68

85
15
0
0

7
90
3

56
11

31
1

• t

43
8

41

89
11
0
0

3
92
5

9
59

4
0

16
6

77

97
3
0
0

—
93
0

0
23

71
0

7
46
44

BE
0
0
1£

a

3

(152> (150) (140)



We 'have presented the dist ire'- wise' pro-Tile of the
respondents, beseü on the Impact of VOW pre survey.
This is & randoni sample and hence should be mor
representative than trie other samples, which are mort
purposive. Mirsapur was not covered, hence is absent.
In any case, UP is represented by Sul tan pur

RAJ SUL" JAI RAN

AGE

Upto 30 yrs
21 - 25 yrs
£6 - 35 yrs
36 - 45 yrs
•46 +. yrs

Avg (Yrs)

EDUCATION

Illiterate
Literate but no •formal
education

Primary/Middle
High school
Certificate/Diploma
Graduate +

OCCUPATION OF ME

Cultivator
Agricultural labourer
..Household' industry
Servi ce
Art i san
Others

TYPE OF DWELLING

Kuch he.
Semi kuch he.
Pu, CCé'

13
29
52
4
1

17
17
27
17
21

9 •

3
5
•1
2

9
2-1
33
17
19

(27) (33) (27) (33)

44
7

31
13
1
4

62
7 .

19
7
3
3

35
5

32
16
1

12

41
13

28
. 12

2
3

30
16
1
10
0
35

53
16
0
10
0
2 1

o
IB
3
16 .
0 .

54

e.

0
25
"

44

60
'Je.
•It

65
*l to'

1 Ó

•10



^ ^\ P^ * ^ • r , • '~^

Jhe cked t-v auoè -•vi ;or

THIS SECTIONS IS 70 5E FlLi_£ü BASED ON OBSERVATION OF TKE
DEMONSTRATION.

No. of people attending demonstration

No. of women above 1£ yrs „

No. of girls below IS yrs

No. of men above 15 yrs

No. of boys Delow IS yrs

Time taken from first chart to end of
discussion

COMMENTS ON DELIVERY OF DEMONSTRATION. OBSERVE WHETHER', TCO
FAST/ARTIrlCIAL/LACK OF EN7HU3IA5K/DEGREE OF INVOLVEMENT/
EASE OF USING FLIP CHART ETC.



OBSERVE & TICK APPROPRIATE!

Mixed.

J n d i -" -f ï- r e r, 'v

N s 5 & 11 v ï •

ENTh'JEIABK AEÜUT &ÜE.JECT

Good

Mixed'

Not much

None

INTEREST IN THE DEMONSTRATION

riign

Mixed

Not much

None

Did anybody ask questions.
How many ? (RECORD NO.) •

Did anybody make negative/
derogatory remarks ?
How many ? (RECORD NO.)

Did anybody make positive
supportive comments ?
How many ? (RECORD NO.)

Did anybody leave/want to
leave in between
How many ? (RECORD NO.)

Specific comments or queries which indicate lack
understanding on the part of the audience ?

Were B.^y ciufcj- '•-• i or. a asks-i regs rd j T\Q the me: £ act1 ''



Were Uiprp any p a r t s m t h e cspt-u 1 e/ po i n l s lNt ; t neeaeci
c l e r i f ) t i l i a n " I* 'YES' wNicr. oner

ANGANWADÏ WORKER INTERVIEW

INTERVIEW ANGANWADI WORKER AFTER DEMONSTRATION

Q1. Whêt is your opinion o» the flip charts, you just
demonstrated ? RFCORD VERBATIM.

JFI ÏSJT U & ^TV !̂ 3rnïï?t enjf Tra E 9

English,

Q2«. You just talked about some things. This is lively to b* most
r»itv»nt & Interesting to what kind of people xn your
village/?

?RB ŝ HpfT

English.

Q 2 b . Do you feel that such p e o p l e is likely to find it ?
READ OUT FROM BELOW.

t«c cit^i iv, • T$* ^ ? Y

Interesting ?

D) Educative i.e. sayino
they do not ';now ''

"C) Re levant or a p p r o p r i ^ t r tw Vrit>m
t ^ e i r l i f e ?



4
.G2.. Do you think: thai the people; understood the messages of the 0

flip charts ?

TOT 3iTC tuVti % ?c t f T ~ TTTcT b ï foï ufr cïfrï rPTSrr * 9 0
Yes : -1 wo : 2 ASK G2t. A

G3b. What all did they not understand '•' Can you tf-Ii me the pa a o A
no(s) and the topic/part that was not understood '

HIT ^fi ïm. Tfh | KIT 3ÜT ^ cJH fe n^T CT ruW^TPI ccTT

04. In your opinion was there any part that was uninteresting or
boring to the audience ? IF 4YëS* Which ports ?

ÜT 9 W É T ?T̂  ̂ N ÏÏT

;'Q5«. What _ changes/modifications woql'd'-you 'r'èc'Oitiménd lo m»k» the
flip ch*rt» timpltr & marc i-rite resting "both ta^the user &
the audience 7 •;
srnr ^ r 15?W tmf at" ^ ^fhr ^ f ïifrt 3ftr ^ra^ Vgftwr
ft t 5 A rt 9 •

the re any pa r t (•& )/^as pe c t ( s ) d i f f i c u l t f o r the audience t o
be l i eve or accept n If-" YEB •" Which F'*'r^ï' ?

epi _j W s-TR 6 Twin W P BJT ToTWT CT TQ-i q I ti ^v=TT ^ I T r ö BTcTT

KPT 9



G ó . Do y o u i r . i r u . l i i e r e w e r e arv. cè.r 1 s / De.oes i r . w n i c r t r i e v i s u a l
a n ü t n e m e & s « o e £ i £ no*, rrió". t r '' I r ' Y E S ' w r . i c r i o n o t "

scrr :-TT ciiTr > ^- ^ Gsr r r i ?TT !-rrr U7 r~ 1 icsf; src srrr H^T

Q7. Were t h e r e any p o i n t s t h a i , n«?eaed s p e c i a l d a n f i c e l i o n /
e x p l a n a t i o n 7 I F %YES * : Whicn unes ?

STÏÏ \ luicf 3iTT ïfr "W^r ö^T /fe-crfiT
j * - i < " e r •

08*. For you, were the charts easy to explain and demonstrate ?

& trrf a^ 3rrfmfr T̂ fmsrr artr
Yes : 1 GO TO 9 No : 2 ASK 08b

Q8b. Why do you say so ? 3 ^ ^ff ĝ ff $$[ > 9"

Q8c. Whicn parts wert difficult to handle or explain ?

Q 9 . Were there any messages that you found difficult to convey ?
'Vgp-< Ï Utoi c* oneji.? % * v »
W$ w u ÖQ5T e üff SiiHOJi cflcTT 5 1a> clflTHF wicH e 9

AGE - EDUCATION

Primary/mddle school ! 1
Hiofi school : 2
Certi+'i cate/Di floma s ^
Graduate + t 4

OSE



L I F E . ' " E

PROJECT ?OC?_?.S/ SiSCEI : 1 RAJGAEE : 2 MODE
MILA 3ONO SCLTANFTT. : 3 MIFJA?-^ : 4 ?.-3055p

U?_ OU'.IR. JAITJR 5 APR'91

Male : 1 Fenale : 2 ye.lt Seng played : 1 2

Jiane of respoacenr __ _ ________ , _

Address .

District „ Village

Venue (centrally located" or in a corner of village/in a school/
PEC/BRIEFLY DESCRIBE).

Interviewer - _"_._______._————------ -

Checked by _____-__-.= __Superti«*_r

POSTERS

INVITE RESPONDENT TO LOCATION WHERE POSTERS ARE PUT UP. LET
RESPONDENT TAKE A GOOD LOOK AT THE POSTERS AMD THEN INTERVIEW IN
SAME ROOM/VENUE.

V i T r m % ? PROBE.

=Cf 3fTW WT qïïT% vt ^ % T W 71 c 9 317^ fncf WT cPR̂ T % 9

PROS.; ' ff

English

i_ _ ! _ _ _ _ ^ _> fv * 4

Eaglish



Q2b. ï& 4 i ~ i' rï *rrii ^5 c üfT t ö C-fiT rvn̂ F ^ * r r é i 9 ^ O ^ *

English

Q2c. 7QT =?T HI n:< 3 v£t c?r§ oïti öTïï % EiT 3TTT3

English

Q2d.

Egnlisb-

Q3a. Sf^T 4] rt< H
^T T i T t T "55 Ï H T WT-elcilUI CfT TFT % 9 'üT?

• PROBE,

English

03b. ^T tfrrer ïr W m % tsrHts 3rnr irft ?m TT "è % ? PROBE.

English

03c.

Eïiglish



English

STi
3i7T p ^ 9 -

fcrr §e i yfH^ imr ^ ^ TT T% ^ 9 HÏQHE

English

^irc

English

ilL^AJê-^.L?
PLAY MELA SONG. CODE SOI.'G PLATED

Q. ? a . ^ •''*'̂  ^ T^T % I orT5 ?TT

: • 1 2

Tdt TtTT TTc; I 9



,. r*t.jr I 7:"!; 9

" * ? " • ~. i " " V i l 7*-J i iJcTi 5 I 5"'1-! i - ; i $

c PH03E. riTr-c\n"''
s i ?, i c i 9

English

Q6a. ter WC TST. UT 9 pHOBE

English

Q6b.

PROBE.-

f Wti öTrt !5t,""3n" óiTTo

English

Q7a.

Q7b-

Q7e

öfïï
ET

c l

C l

ïïTïïT TOöïï* T IWÏÏ

3i I 4 cpl c?Tont i g t 9

zé*

T^C?! ijo !ÏÏ" 9

KT "H I j f f ^ ei i f-iC> e f t sTn T-HCÏ i 9

- I



nn
* ' • >

^ I

i \ . Jl I -i £•' _-, t t Ji I 's C u l



3

: _ : - . : - • • s : . o !•

•!i:Ti S c h o

e i atove

ei

O

Reti-ed/Dependant s
earning

ELECTRICITY IN HOUS

Yes

HOUSEHOLD DURABLES

Radis
TV
Pu.TlD
Sewing machine ,

RELIGION

Hindu
Mus 1 in-
3iKh
Christian

?
o

TYPE OF HOUSE

Semi kachha
Pucca 3

SOURCE QF DRINKING WPTEPfVERIFY)

.•1

2
3
4

1
2
3
4

Tap
HandDU.Tip/Tubewei 1:

Traditional
nark II

Weil :
0?<?r>
Covered

CASTE

SC
5T
Others

•

MARITAL STATUS

? 1 n. Q 1 é •

w ; i o«v / w i d o w g r

P

:

r

m

P '

1

2
3

4
5

•'i

3

•;

"HANK



LIFE.QRE

PROJECT M£L-\

SCHEDULE

TO BE FILLED IK EY SU~'

District

Mela held i 1

Date Locatie
village/Near school/flea

Time Fro» J

^VISOF. FOP.

Hot hald

n cf ::ela
r PHC e t c .

Rajgarh ; 2 MODE

3 ::irzapur : 4 ï*-80S5D

Jaipur : 5

EACH Vï--,AGE SURVEYED

V i l l a q e ( j ( „ M Li, | I IB

ï 2

(Ccntrall located/corner of the
) . BRIEFLY DESCRIBE.

To :

Source of information : PHC : 1 Sub Ce-ntjre t

•» 3 Assanv&di worker i

Local. Knowledgeable person t

Other . V' ..

2
4

5-

1. Total no. of households

2»-. Total population

3, Pre-doainant reli^;.cn group: Sindu z 1 Muslin t 2

5 .

Main caste grcup :

Predoninoat?.;* oched"led caste

Predortinar.My scheduled tribe

l.r&ili—:.r.;r.Uly others

No. of hanCpuctpj : Traditional

1

2

3

Currently working

6. Other sources of cV_-inking water

Cper 1 I7o.

2 . iO.

rip*u v r . t t -

Supervisor's signature Date



LIFE QSE

SAXCHI • 1

LIFE GUAÏSE SULTAHPTJR : 3 Ï0E2APC3. ;

J/ "PUS. : 5

3ëla held ; T Ikila not held • 2 ?iala~visited T~ï

llale : 1 Fen ale • 2 Hot visi ted : 2

Ms3c 2 f respond?nt '
Address _

2
IU3C55D
/JU'31

T
Booster : 2

District

Interviewer D a t e

CtaiT&CT MALE/FEMAIi Supervisor

FROBE & EECORD

Checked by

TlrT %

Yes ASK Q.lc No : 2 GO TO Q.2a

Ht isTlMi ?<ih" Tpfr ^ csi <" I ghf t * 9

If =7% ^TcfT §n o"l -41 TtuV ^ rT, T-ïaï". oi *ïïT «Ti Hi

T t% Tup% ofrT c r̂T aci-iii a rJWT t ? 3fi < ? 3ii



Q,2a. .-STHT frT S üiPÏÏ" SrÏÏ"^ a: "rW ^Tnt ^THcT: ?5*=f W r JpïT 3$T 1= 9^ f W r
PROBE & RECO2D 3EL0W *"

Handpunp : "
Traditicr.r.! : 1
Mark I I : 2
Dugwe11 :
Open : 3
Covered : A
Piped water : 5
Tank/pond/river/canal : 6
Others : "
(Specify)

©
(MENTION SOURCE IK Q2a . )

1 No • 2

Q.2c , " . ' tft% ^ 1cT? §7%f/3r=5T TpfT tpM ÏTT % 9

f 9
PROBE ON*LOOKS, TASTE, COOKING TIME ETC.

w TT=fr ^ r ^ r ISÏÜWT-I' ?
.READ OUT SC'J??^ ; TV.Oli 25LOW. . ^

Handpump ; 1
Dugwall , ; 2 . 0
"Piped water : 3
Tank/Pond/River/Canal : 4 . #

Q.2e. 3rnr

t 5 s'04^-1 cT BIT TTnt T-'-ICJCIT £, ^c T R T wpqt^ c

IT C-TTnT ï wSfv ö?,fï7> cT '-TTit ïïëTT THnT %, ïïïï^ oT| c Iu 1

C T uii G a ; w i ofTT ï̂ T a 9

Yes : 1 No : 2

Y^i 1 No : 2



-a-

Q .3c . Tzy 2 i T T ~~£r \ ~ Wr ^ TTT

Y E S : No ; 2

Q .3d . crrr 3,-jq- ^-j^r '_ ^ « q-p~ ^ ^ —j j 3 ™ ^ 37H HQ U

Q .3f .

Q * * •

Q .

Q .

Yes Ho

HTTTT

n o TTnV
a> eTlMI vT3fft* ^ I TOT STTT

Yes No

3/ÏT

srnr

ïr sf cw *fr.
Y e s " > : " 1 N o > : 2

English

o-rrr

Yes

53 ïï

% 9

No :

W

T^i fi" •5tr<jOi c T u i i n i %r<jO % uj*ni

cf
H f̂fT ^ 9

Yes No

* * * * *



Q.5c . s i i d m RI 3rnT 3r-Tn M<T J, ion ^QM T: O <t3cT ~ 9

English

,5b. i ^ r twcT cwa 3nrr ^ rrtr ot% 1' 9
PRCBE FOB. OCCASION & EECOSD

Eaglish

Q.5c. lU^T tT 3TR" SŴT ST3I "tW, ÏÏVS UTcT % 9 "

Only water Ï I Water+Soap : 2 Water+Ash T 3

Watcr+Ash+Mud : 4 Others .: 5 _ (Specify)

Grrrrr %t$ 'sruf Q?T itr^Tpft'.cr qhïr ^ H I T ^ I * wt fh^r QJ

Yes : 1 Wo : 2

• THZ MELA : ASK_aNLY_I^_VILLAG£_VEEKE^MELA_WAS_HZLB

Q ,6a . W 'jrPT uTRrf ^ T5i 3ÏTT0 Tfft ^ ^rjj IVT/cft lïïïï qg W |3TT IJT 9

Yes : 1 V.o : 2 CLOSE AFTER CLASSIFICATION

_ ,, ^ir 2rr̂  w ^ T è̂r "tr 9 •

Y e s : 1 GO TO Q . S d . He : 2 ASK Q . 6 c .

o .6c . ÎTM ^Ft ̂ i Wf ^St ^1 9 .



- J -

t"r -"" 'V •? --ii - "^ -"" : i ; - : i

i - ü f:':. ' ; c r . c r ;

.": c o : ; ar: i. s £ J S C ZT. e ar. C an r. c un c e c

Vis ;ci ; . >• r.irp.a-, c.i/ lluhV.i-'A/ ethe

Mor. c;; s s : ;T : ; ' ; l eE cizë i arsnsuac
on me

Others

Q.7a.

I ? NOT VISITED, ( Q 6 b ) , CLOSE AFTSR CLASSIFICATIOK.

M Tcn-fi sTT

FOR EACH VISIT.ASK 3 . 7 b - O , 7 e . THEN REPEAT FOR NEXT VISIT.
S T A R T • • • • • '

AM/TM

•I?', -i JM i -.cCil Si I *

" ̂ P 3fTT "3̂ T 9 RECORD

Q.7c 9 RECORD IN MINUTES

Q . 7 d . ir 9 :>rrTb ?rry whr WST 9
• *

REPEAT
FAOSE '» CODC iTÏCTH FRIENDS i FAMILY POSSIBLE)
C.7bN-C7-2 F£3L"JT2ST/;ISI". .AS.XJJTTO TEIS.D V I S I T .

1 '*< j

o .7f . ~-\/



Q , £ a ,

V ± s i -
7b
Tir.c Duration

Accompanied bv (7c)
- — i — — -

/lcne Friends Family

2

2

2

Q.8b, 3rnr

Q.9at

% 9

|3TT 9 T^T uft"

Q.9b.

Q,10a.

Q.I Ob.

aai'it ïïtc T^ V 9 PROBE

9 ÏÏ 3ii -«QI •

.Yes : 1 ASK Q . l O b . So :

ü qjit 3 BT

GO TO Q . 1 1

«Tct

-7 ^

V * " " " " " ^ ' " " ~ ~ ™ " "



0 .7 f ,

-ii — - TV": ! i ; - 'u

Hedrü f : " ' j t r . c : ;

Anr. iur\c.:c by ^ : ' . . ; : v i l l s : . -~s

" : ; ü: ;Er. i5ê. 's c r . i er.ü anccuncet

'icv. er. ^ C : C T C ; ' : 1 C Ï C ^ E Ó £sn:uac

5

Others : 6

Ir NOT VISITED, (Q6b), CLOSE AFTER CLASSIFICATION.

70ÏI EACH VISIT ASK Q.7b-Q.7c. THEK REPEAT FOR NEXT VISIT.
START t • '•

Q . ~ b . t y ï ï ^ Tor ' n^T SiTT "=tT 9 RECORD AM/TM

q . 7 c 3iTT 'TcxTTt \? rT^ ^ T T C ^ T 9 RECORD I N M I N U T E S

Q .7d „ ïï^JT 3TTT 5f^I ifc ^T TTTi" ^ vTTlT H 3 9 :rTTo5 fTT>J C P N WIT 9
> • *

rr.CBE :* CODE CSC-TH F R I E N D S i F A M I L Y P O S S I B L E ) R E P E A T
Q ,7bN-Q v7-:^?C;Pv r S E T / . ' I S I ! . ' .AS.KJJTTO "EIRD V I S I T .

ï!o



Q.£a.

7c

Thiri

Vac l» o

^ 9

«.CCQET5

.••lcne

1
i
L

anied by

Friends

2

2

2

vrr 9

(7c)

Family

3

3

3

Q.9a. TfeT |3!T 9 fTÏÏT 3mft Bit" | o ^ST ÏÏ ĝ TT

?fturr 9
• • q a n l "ETTc TS ̂ 1 9

3ÏÏTöTr

.Yes 1 ASK Q. I O b . So GO TO Q . 1 1

J * • " «•-•——•

• » v B>1 — L _ |B m _ ,̂  M, ̂  ̂  L



CLASSIFICATION

.GE YRS

OCCUPATION

CultiratOT

A g r i c u l t u r e labour

Household Industry

Service

Artisans

Student

Retired/Dependants

Other earning.

ME

• 1

2

3

4

5

6
7'

8

Ill iterate
Literate but no formal
education

Priraary/Ktddl-e

High School

Certificate/Diploma

Graduate 6 above

Kachha

Semi kach'ua

Pucca

2

3

4

5

6

1

2--
3

ELECTRICITY_IN_HOOSE

Yes
No- ...

HOUSEHOLC_

Radio

TV

Pump

Sewing machine

RELIGION

Hindu

Muslim

Sikh

Christian

I

2

1

2

3

4

X

2

3

L

Tap :
Handpuap/^ubawell

Traditional
Mark I I

W e l l : * • ' '

Open

Covered

CASTE

MARITAL_STA.TUS

Single

Harried
Wi do w/ Wiido we r

: 2

; 3

f

: 4

: ' 5

1

2

3

1

2

3

THANK it CLOSE



-ire urr

RA:: CHi

SPOT '.-. i

MIRJAP1T : 4 P-S055T
AP?.

T r : 1 Radio : _ ".i"1 - • 1 ,-c-aIe

";2̂ i'> cf Re. sper. der. T :

Address .*..

District .- Viilace.

.Venue £cr in-hall test (Centrr.llv Ir cited or in a comer cf village/
in a school/PKC etc. BRIEFLY DESCr.IBE.

Interviewer -

Checked by. . Supervisor

2.

3.

4.

s .
6 .

3.

Olh,

ï SIT

PLAY TV CAPSULE/RADIO CAPSULE TVICE. ...

RING CODE APPROPRIATELY CF CAPSULE PLAYED

. . TV; : 1 2 3 " 4 ' ... ..£adio : 1 2

O.a WT 3TPT «fTTT écè^fc t ? 3:'P^i ^ tMFTTST 2l>fr

w ÏÏR 5?rr?r i h mjr I v at?'TOT

erf gïïT 9 ftRTT CTT rrrb Qmt" v

*Pr ads "?Hio" p-os.' v<as Vn

Rirl n>.il<^ ranrr.. r.r-'^ 1 2

Innur.izatic-n '.'n'-r*veT3.:' -onrt 1 ^

Ki '^s fa i ''5. Vflhnni' 1 2
Kahani'

Bride Burning Sa'e "nter



o. ie. smr.

0.2.

0.2a.

Q2b.

3TTT

rpfrirra wffe ^r.irr.qTT

r?it
3J 7*

m-n «a.

•• • — 1 ~ . * •+ . J — _

. "","* .. V ..• ',._•„«*„_

" • * _ •

- ^

' : ' " ' • •

English

•

•

•

1 1 «P

^ .
TH « 3il !!cS

• - . _

T W1

srnre

hwi

• • •

• • • * •

T357 7% ïï 9
.

!

•

1 ÜTT



ïï i è un* 3T7ïï
1E l

'Eqgilsh

t t t é l i i " TTft..3T gïïl' 53 ^TT T"î lc|T

AS-1 OIüJc IF T7/BADI0 SPOT HAS' EAHHMA3M, APEEIffiEiff' U^ IT
(IE IV/BADIO SPOT 1 &.2Ï

t"5i!Mi t̂ tïïff trrtTxifr TT?it srnft" I sitr dl rol I ,
B HPT ^ 7 MT 9

•N *._ _ r _ . ~



• ' * • £ . -

J T J T 9
7BT ^T

Q3e

oto.
Only for n-Hesporüents

ef —
l e l

ft wr rf



OCCUPATION

£•3••": culture labour
HC'UïaTioIi Industry
Servi ce
Artisans
Student
Retired/Dependants
Diner earning

ELECTRICITY IN HOUSE

Yes
NO

HOUSEHOLD DURABLES
.—.

Radic
TV
Punt o
Sewing machine

RELIGION

Hindu
Muslim
3i«h
ChrisXian

f.E

3
A
5
ê
7
S

ate Dut. no formal
cat i or.

Pr-mary/Midcie
riigh School
CsrliTicate/Diplon-.a
Graauate & above

TYPE OF HOUSE

Kechha
Semi kachha
Pucca

2
3

1

1
E
3
4

1
2
3
4

SOURCE OF DRINKING

Tap
HandpuTip/Tubewel 1:

Traditional
nark II

Weil :
Open
Covered

CASTE

SC
5T
Others

MARITAL STATUS

WATER(VERIFY)

•
•

:

*
*

•

•
•

:

ï

1

2
3

4
5

I
S
3

Single •
;¥is. rr i sd
widow-widower

1

2

THANK A CLCSE



F.0JECT VOW
AUSISKC
OUAIRE

ÜAKCHI

: 5

2 MODE
« "-3055D

A F ? / 9i

District illar. e

"aoe

Address

Interviewer _ Date

Checked by Supervisor

SHOW

IT

PROBE AHD POST CODE.
^ ïfï" cfhir 9 3ilU*l tiST^ del tUI 9

3-'
4..

5*

Beard fron others
Announced by other v i l l a g e r s
The organiser cane and announced
Was "told by Sarpanch/Mukhlya/

other opinion leaders
Men on Motorcycles cane & announ

ced on megaphones
Others

1
2
3

5
6

QIC. am* 1 9 PROBE.

Q1d.

JEriEllsh.

TT vTHT 3Ta ScTT̂ T 9



, N w _ i , -"i. ""

TH er, 1 x r. ïïriT^M 9

English '

a n i l l ÏÏTE TH IT ? PROBE.

English

Q2d. TOT 3l|i**|i||»fl it Vpf r tqjriïH ^S 3RT TO 3iW cTnt 9 PROBE.

••" " " • • I l

Q2eirnft"t£) qëHl flhrJJ ^ ^ t W HTfT Üt üit STTÏÏöTh smft lët

English

Q2f. "Tpit "ir wr$\ " ter "• • • ÏÏ m tfraT 9 Ö ^ - ^ T T vfrsrr 9 FHOBE

English

3iT§ 9 ?HOBE FOR LAKGÜAGE/

English



™ F

« -1 ••• n ;

Q3b. 3HT ^rT cCT CTSTT t 9

• 3 c .

English

•«ft-

Q3d. ^ J T ï ï ï ftiPT ^ ^ f t " wht 5T?T t , üJT "EJTcfT TRTr" ocTT Tit rft 5nT »

: 1 J y« 3 3 P*?j

Q3e. '3t7TT^ " tRrf t 4 l d l " b ^5T ^ ^h? ?fr 5TTT

English

Q3f. TT "tRcft ïïTTiT" ~

English

TW W % 9
•

"Ui *?i C5i 5s! -;, " :-n;^i iQti^w JU < j i i Q^o rï-ft" 9

^ 7 #



• f :

• i # 3FTT ^iTT! nT 3ïT
~ 9

ÏÏPT :rr^5 ;ÏÏÏT" Tf^t rrrit ^ ^ 9

ÏÏ7

fi<».iwi <. f 9

ü f r ü < < * n i < c l : "••. 3



VRE .Z-'JCATIDN OF RE=3~;O

r; !

II iterate
:-e;"s.t* but nc f arms

Cult i Vff.tor

Agriculture labour
Household Industry
5ervice
Artisans
Student
Retired/Dependants
Other earning

ELECTRICITY IN HOUSE

Yes
No

HOUSEHOLD DURABLES

Radic -
TV -
Pumo
Sewing machine

RELIGION

Hindu
Muslim
Sikh
Christian

3
4
5
ó
7
8

High Schooi
C=rtifi;ate/Diploma
Graduate & above

rYFE OF HOUSE

Këchhe
Semi kachha
Pucca

•1
S
3

SOURCE OF DRINKING WATER(VERIFY)

•5
2..
3
4

2
3
4

Tap
Handpump/Tubewel1J "

Traditional
Mark II

Well :
Open
Covered

CASTE

SC
3T
Others

MARITAL STATUS

: 1

: 2
: 3

: 4
• B

: -1
• 2
: 3

: 1

THANh Z, CLÜ5E



. / " ^

Ter:r >\ - n r

I V . s l r i c t ; "::".-•>.

e of :.

Dale Checked £>;•

Supervisor's 5 ignatiir •:•

INFORMATION AKOUT VILLAGfT

Source of information ! PHC : 1 Sub rentre : 2

ANM : 3 Angsnwedi w r t e r t 4

' ^ • . . -

Local knowl«?d9? p^r

Others

". Total no. of households

Z. Total population

3. Pre-dominant religious group t Hindu : 1

4. ê»!.n cast? grcup :

Predominantly 5c^o^'.;i *»•? csst-~ * 1

nreilo8T;inartiy sch^J'jled t.r'b*»* : r*

Dr#dofr.inert' y other- : 2

3. No. of handpump= : Trad i t : onA l

Dugweüc Open : ' No. , Pi r-

Dcgwells c?vei ••J. " Z • :.-.t. ,

Tank/Pnnd/P: v r T C • nj.i ". 2

GBSEP'-'ATIOMS Or.' r".£-VDW SHOW P'.!ELICITY

THIS SECTION IS TO -BE WEITTFTri BA=ED DM YOUR OPSEPVATIO"' AriD
"•?-iee?n4,w u n u cnMe PÏOBI rr T̂ l Tu? VT< i.AGF AN HOUR BEFORE THE



Wt,: '

OWN WORDS

't.

f r..jt:
U . A t VOW s h o w w i l l

c lone ? WRITE IN YOUR

QEa. D: '. ^ny pu.-^on/f-orsun^ on motorbil.'es/scooters make the
'• announcerr.ent uiing iri

Q2b-- Was «>r.y local announcer used to inform people ?

,;i :: Yes : I No : 2

QHcV Uhat was said Xn attract people ?

GSi. Hc«> many people- ;;.ade the announcement

RVE VOW SHOW St.'!; RFCORD

AUDIENCF

AUDIENCE COMPOSITION

ftT STAPT*NO.) ." AT EMDCNO.)

;• J Children upto 10 yrs

Girls 11 - 20 yrs • i { !

Boys A,* - SO yr? !

Uo!T.en 21 - 25 yrr. I

plen 2* - 35 y;-s
 ;

Women ~i -' ",0 >•:• -:• • !

Me,. ?i - SO yr..

:*.er = i - !

TOTAL



AUDIENCE RESPONSE:

MEN BOYS WOMEN GIRLS

#

#

", . APPROXIMATELY HOW MANY :
LEF*: 3 E F 0 R = ; T H E 2'ri--\-i EN'DED? I

2. DID ANY EODY LAUGH/CLAP'
SMILE"7 ROUGHLY WHAT PROP f".)!

3. DID Af.'YSCDY MAKE POSITIVE !•
SUPPORTIVE COMMENTS ? :
ROUGHLY WHAT PROP CV.) :

4a DID ANYBODY MAKE NEGATIVE :
DEROGATORY COMMENTS ?
WHAT PROP (X) :

•

4b. Some typical comments by audience

m

•QSa* Among all the films shown, water.'handpump related and 'others
Cf.ilms & advertisements), whjch one < 5) «attracted the
attention of the audience most, according to you ?

Q5b. Your comments on how the Hand pump (w.u»r) nautanki film
was received ? Your assessment on >»:<tent of satisfaction,

£> enthusiasm, boredom, annoyance.

m
#

m
m

1

#-. OBSERVER 'S ADDITIONAL COMMENTS ABOUT THE l-JHOLE SHOW.



T i m e vi/tï^n T h t s h e w s I - r t«•:!

T i r r . 6 v ' l - .:•• ' i n ' h i - 1 - * r . - . i t • 1 _

Lo . * * T . i r r o f T, I Ï « •. ::v::w ' i c 1 " 1 1 * ^ a !*<•»;••' <•,' t-n « f i a c j ' / n e a r a s c h o o l
PHC feT' ' . > ^ ; r - i l ! y . ' : n " . ' . * 5 i o r a t ••>. . ' o r n v r ;J T 'fU.f> v i l l a g e .

BRIEFLY srr-cRrrïP"..

of HandpuiTifi NaiJt?»-.!:


