THE LOAVES AND FISHES
*OF RESOQURCE MOBILISATION

How $37,000 were parlayed into a million

dollars of value in Brazil's breastfeeding

Communications

Resource mobilisation is no new topic. What may be new is the
way we in UNICEF-Brazil have approached and tackled it in a

particular programme situation. !

But before the particular, the general issue is probably this:
mature analysis of a situation,gﬁay identify a problem which
deserves a priority response of a specific kind. ,But it may be
that the costs involved are beyond our resources. The first
programme reaction to this might be to leawve the problem alone,
while holding that one's coat must be cut according to one's
cloth. This may, of course, be seen as logical if defeatist.

So we might decide to do what we can with what we have, knowing
that it is less than the necessary. Now, this may be an even
worse decision than the first because it might be wasteful. Aall
prograrmes have what may be termed a "cxritical mass," which is
the minimum weight of intervention below which no results are
achieved. A third reaction might be to measure the gap between
the resources reguired and those that we have -- and then attempt
to fill it. (Yes, New York and Regional money are possible if

a good case can be made. But the real issue is what can be done

on the spot, through our own efforts)?

Many exanmples are quotable from UNICEF work in Brazil. But the
one selected here is taken from the field and programme I know
best: Communications in the National Breastfeeding Programme.
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The most cursory examination of the problem shows that the
premature termination of breastfeeding is enormously widespread.
iany millions of mothers are concerned, spread over Brazil's
vast geographical area. There are numerous target groups to be

influenced. It is equally clear that we are concerned not just

with information and education but -- since deeply held attitu-
des and behavicur patterns must be changed -- with persuasion
ettt

ané motivation as well.

g,

Our primary target group is the:low income mother. She is
difficult to reach because she is surrounded by barriers of bias,
misinformation, and negative practice. Yet she must be reached —-
and by a standard message with adeguate frequency. The attitudi-
nal and behavioural changes that are reguired are known to be
asscciated with repeated exposure of the target to the planned

messagce.

All this specifies the use of the mass media. Cnly they could
cover the area and numbers required. Cnl¥y thev can reach over
the walls isolating the target mother and deliver our message
directly, with the réquired frequency. But the very mention of
mass media, used in this way, is frightening. Because it sounds
very much like Advertising! The cost of media time and space

and of the people who must prepare the materials for the media is
high. This apart, it is well known that the mass media need to

be used over substantial periods of time, with a certain continuity
of effort. This again is expensive.

But then consideration of the problem showed that we were
conironted not just with the cost of using the media in this way
but, indeed, with the cost of not using them. It was seen that
turning ‘away from their use would also loge us time —- not just

tize in starting up our communications Operation, but also time
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in covering adeguate proportions of cur target audience.
there would be the more subtle loss cof what may ke termed
"campaign effect" of the mass media: this is the altered

comnunications envircnment that a campaign can create and
nE1gh ened perception that surrounds an issue as a result.
effect, involving large nasses of neople,

desired action at the individual's level.

Thero was another consideration. Televisicn and Radio in
cover lover-income group households and methers substantia
In the cities, say, of Szo Paulec and Rio de Janeiro, ¢

over 80 percent and 70 percent, respectively, of cur targe

in Recife, $0 percent. TV ccvers between 50 and

the group in these cities,

Rede Glebo, the network that first aired the preoaramme's s
attracts scme 75 percent of evening prime time audiences,
75 percent ci Zrazil's TV sets are switched on (1.5 sets b
Zamily, on a naticnal average) .

Finally, the mass media channels in Zrazil are svmpathetic
social programmes. But then their reswonse had never been
the scale and of the tvpe now reguired., How to get that?

The strategy that the programme adopted was to
and fishes that we had and attempt to parlay them into the

numbers requireéd for the masses confronting us.

appeal to Brazilian national pride.
ccsence (familiar to us all in UNICEF)
of

the country to the condition of today's children.

ingredient of the message was to profit from the excellence of

the UNICEF image with the communications industry.

Wwe used was an audiovisual that had originally been created to

the
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start oI the programme. It set forth the problem posed by

the premature termination of breasitfeeding, ocutlined the

naticnal loss involved (in public health and eccnomic terms),
outiined the advantages of breastmilk, detailed the causes of

the problem and therefore what needed to be done by who. This
audiovisual had triggered the programme and seemed uéable with

more grcoups than those first targetied -- the‘top decision-making
and policy-feormulating levels in the Ministries of Health and of
Social Welfare. The audiovisual was used with advertising agencies,

media cwners, etc.

Four advertising agencies were seen. All of them were top firms
because we believed that it would onlv be the large ané financial-
ly stable orcanisation that ccould congsider the tvpe of skill=-
donation that we were after. The advertising agency with whom

we work, CEBA S3o Paulo, responded positively directly after a
showing of the audiovisual and cffered services even before we

could bring up the topic of our own limited financial resources.

The relationship with this firm has been éxtraordinarily hapoy
and productive. In 1983, incidentally, it was voted "Advertising

Agency oI the Year" by the Brazilian Advertising Federation.

The advertisements and advertising material that CBBA has
produced for the prcgramme have been high quality. For what it

is worth, they have been awarded several professional prizes for
their work,

Perhaps even more important than professicnal inputs of this kind,
was the Eooperation we needed of media channels. What +he
programme cbviously required was not small and casual time/space
allctted when nothing else was available to fill empty minutes

Or square ccntimeters. We reedec prime time exposure over
Television and Radio, space in the most widely read ané, therefore,
most expensive publications.
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Te start with, the audiwvisual and UKICZF's relaticns with
TV Glcbo delivered! Tha crcanisation pronmiged free tinme over
DOENE LG B S WEEDE
The campaign zedan in Aucust 1932, -In the first ten months of
alring, just fede Globo's GEPs (o measure of campaign weight
and reacnh) ware the eguivalent of o medium-to-heavy campaign
for nationzl Lrand of cigareties, MNearly 80 nercent of
carget groun meothers in 15 cities had been cxposed: sonme 6 rmillion
target grcud women each had 2 m2an of 150 coportunties to see the
campalgn messzaces.
]

majer TV and radic nesweoriis were zll running
The walue oI just the TV firme donated batween Rugust 1482 and
May 1283 was something over USS7002,00C. Radio and press spacs
are not lncluced. Neor are reyaluies which in the case of the
stars perfiorming in the television cemmercvials would have amcunted
€0 US575,000. Cest cof TV, radio and print production plus agancy
scrvices {(at normal market rates) iz US3280,000. The pregraomme
paid actual cut-ci-nccket cosis totalling scome USE 27,000.

It is porhaps a shade too early to talk about the results of
ua

this camprion,  The fermal guantitative evaluaticon of pProgramme
efZect is scheduled for later this vear, or early 1984. However

s e
cnecdetil straws in the wind sugcest that the resources we

Sccters nandling post-natal and cutpatient clinics report more
s

preastieeding mothers and fewer feeding bottles on view, longer-
duraticn nursing as well. The press, radio and TV are originating
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ial, more and more plentifully, with no pror
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by immediate programme action. Actresses and sccial personalis
cwn with their new-born and a feeding bottle, ncw appear

ding their babies when the media notice the event.
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Televiscon recorded the captain of the naticnal women's volleyball
team cn her reasons for taking her baby aleng for a match in
Buenos ~ires: Dbreastfeeding was the main one. A lzadinc manufaci-

ingerie asked for and cot permission to featurs the

[
H
[#]
. 14
0
th
,J

ign theme in their advertsing for a new brassiere adapted

to the needs of nursing mothers,

Every cne of the 26 States in which the programme #s running
have asked for copies of the mass mediz material. '
The Glcoo telenovela has also begun te take note of the orocramzme.

avriane

The telenovela is enormously powerful among the groups we me

n
rt

want to inlluence. The very widelv watched serial currentliv.cn-
air, "Louco Amer," ran an episode in which 3 or 4 minutes were
- .. . . 4 . .

devoted to a discussion between a orotagOﬂlst anc an anoigonisc

.

orn the rey importance of breastfeeding for extended duraticns..

What am I in fact saying? 1 am sucggesting:

stly, that cur programme dollar is strechable, and can be
parlaved into more:

seccndly, that it is impertant to be confident of this and plan
accerdirgly (this is not without its risks, but calculated risks

are coften sensibled;

thirdly, that a certain entreprencurship may be unavoidable -~

befcre the denors began to appear, the Breastfeeding Programme
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1. "The Two Srazils" -- in general, this would be the South of
Brazil and the more afflucnt sectors of sccioty evervwhere. There
might even be a chance of starting up Develowpment Zducation

within EBrazil, Private indus try and ccrmerce, whom we have

5 ]
Q
t

addressed adequately so far {there alreazdv are priwvate corporations
and Chambers of Commerce that are workinyg in some fields oF socizl
acticn). Within this sectcr we nmust include ceriain non-governnen-

-

tal organisaticns and GCO channels.

2. The media are an important caché of resources -- conventioral
a

v

r 28 well 2s the unconventional media like, igr ingtance,

-~ PR 3 - 3 D £ dees 5 : Peq Trac—=e 1Y
house orwans (which reach an audience of +wc million in Srozily,
T3 ey FrE ¥ 4 1 4 3 4 W= = -t - - - 4
tho publications of Minietries, Secretarizes ang obhor covernment
aaoncics, otc.
- LR e iy R b TP ——— 3 A - -
S. TS33ICLa0Cos ¢ Classe (professicnal bodies of coctors,
s -~ - - - E +— 3 s -~ e - - -“
Pro-esEsicndls, sclontisis and trades unions) are also a useful

scurce oI cenaiicn to our sori of work.

The mossage will continue to be the kiné that worl ed fo
@ ~aticnal ZRreastfeeding Programme: & mix of the appeals of

the Braczilian Child and of the UNICET image.

Specific preducts and instruments will be noccssa:\. But perhaps
¢ incorporation into Country Strategy of
n in a more planned wayv -- and the excitement

of the chase, even in Brazil's worzt eccnonic phase in 20 years.

Gerson da Cunha
September 1933
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