
Developing Foundation Market 
Systems

Embedding the rural audience at the 
centre of Radio Business in Uganda
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Programming Function: Enhancing In-House Capacity

Commercial Radio Stations
•38 stations trained

•At least 55 Business programs

Trainers/Technical Inputs
•30 Professionals in ToTs

•8 commercially sustainable
•160 Business Journalists
(including 20 from Sudan)

Rural Audience 
•7 Million listeners

•35% dedicated listeners

Entrepreneurial flair 
missing among Trainers

Audience-led  programming 
skills still poor

Audience-
oriented 
business 
journalism 
skills poor



Programming Function: Making Development Newsworthy

Sources of Information
(Content Providers)

•15 Humanitarian Assistance organisations
•10 Local Governments

•5 PSD Agencies

Commercial Radio Stations
•15 radio station in conflict area

Lack Media-
friendly formats

Limited uptake & 
interpretation

Do not see 
viable 
market

Underutilised 
for the benefit 
of rural 
audiencesCommunication 

not tailored for 
Radio

Consultants 
lack industry 
experience

Development & Communication 
Consultants

•2 Graduate-level training institutions
•4 Communication Consultancies



Research Function: Media & Audience
Commercial Radio Stations

•1 Station trained
•Research with gender considerations

Advertisers
•Unilever 

(Gender considerations)

Media Research 
Companies

•1 regional player engaged

Rural Audience
•2 Nation-wide surveys

(1900 respondents)
•14 Listener forums
(1300 respondents)

•Excludes direct feedback FIT-SEMA’s Role

•Developing in-house capacity for audience research among partner stations

•Maximising productivity of existing audience research infrastructure (Agents, letters, listener forums)

•Facilitating direct contact between partners stations & advertisers in developing innovative collaborations

•Carrying out independent research incorporating rural listeners & disseminating to industry

•Working with existing Media Research company to improve sampling & reporting of Media survey

Ad Agencies
•4 Agencies engaged

Rural research 
infrastructure 
poorly utilised•Sampling 

‘along the 
tarmac’

Rely on subjective 
opinions

Effectiveness of 
communication 
questionable



Radio Marketing Function: Enhancing In-house capacity

Commercial Radio Stations
•5 Sponsorship deals ($15,000/Month)
•4 Nation wide deals soon
•Sectors: Microfinance, Agribusiness,
Consumer products, Telecommunication

Radio Marketing 
Consultants

•Considering ToT (Modelled on the RAB)

Rural Audience
•Consumption habits getting sophisticated

Ad Agencies/Advertisers
•Including rural radio in their 
communication planning & budgets
•Developing innovation long term 
sponsorship packages & collaboration

Enhancing 
interaction 
through listener 
forums

Brokering 
interaction 
& 
relationship

Improving 
selling & 
marketing 
skillsHelping them 

interact rural 
audiences



Examples of Impact Created

CBS Radio producer gives detailed explanation on 
the following case studies.
Nalongo Semwogerere a beekeeper and poultry 
farmer on improved yields after listening to radio 
programme
CBS mobile radio programme on cassava farmers 
in Rakai district the programme highlighted the 
need for organised farming as result they have 3 
hectares of cassava due for harvest
Mzee Lwanga a rice farmer in the Sese Islands on 
the serialised rice growing Programme aired on 
CBS.
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