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EXECUTIVE SUMMARY: what’s the
story?
Future generations will be better able to cope with
natural disasters if they watch Amrai Pari.
Male Amrai Pari viewer, 20–45, south-west Bangladesh, qualitative evaluation
study, 2014
In the last 30 years, Bangladesh has experienced nearly 200 climate-related disasters including
droughts, extreme temperatures, floods, cyclones and storm surges. The impact of these events
has been exacerbated by poverty, high population density, a flat and low-lying landscape and, in
some cases, inefficient institutional structures. Weather-related events have killed thousands,
destroyed homes and devastated livelihoods in a country where farming remains the main
source of income for almost half the population.i
The 2012 Climate Asia surveyii demonstrated that most people in Bangladesh were aware
of the increasing frequency of extreme weather events and felt a strong sense of personal
responsibility to take action. However, over half of respondents (56%) did not know how to
respond to the changes they were facing and just 51% felt prepared for a future cyclone, with
the poorest people feeling least prepared.iii The identified barriers to action included: not
knowing how to respond, a lack of resources, a perception that no one else in their community
was taking action, a feeling that the government and non-governmental organisations (NGOs)
should provide support, and a perception that whatever they did alone or as a community
would have little effect.iv
Funded by DFID, under the Global Grant project,v BBC Media Action’s resilience project was
designed on the back of these Climate Asia findings and aimed to help Bangladeshis cope
better with sudden shocks, like cyclones, and adapt to long-term stresses, such as drought and
changing rainfall patterns. The project ran between 2013 and 2017 and, in its final year, was cofunded by the European Commission’s Humanitarian Aid Office (ECHO). Its core outputs were
the reality TV programme Amrai Pari (Together We Can Do It) that aimed to inspire people to
take action by showing communities adopting simple and cheap techniques, and the TV public
service announcement (PSA) Working Together that aimed to increase awareness about why it
was important to prepare for crisis and how communities could do this, as well as motivating
viewers to take action. BBC Media Action also produced eight radio magazine programmes
around Amrai Pari, created a dedicated Facebook page and carried out capacity strengthening
with local NGOs and radio broadcasters to improve practitioners’ ability to communicate
effectively with communities about natural hazards.
BBC Media Action conducted a mix of quantitative and qualitative research throughout the
project to inform its development and evaluate its impact. Two nationally representative
household surveys and two tracker surveys were carried out during the project, alongside
qualitative studies with audiences, and NGOs and local radio broadcasters who took part in
the capacity-strengthening activities. In total, BBC Media Action spoke to more than 10,000
people in Bangladesh during project research.
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Key findings from the research
Despite an estimated 22.5 million Bangladeshis tuning into BBC Media Action’s resilience
programming over the project’s lifetime, the projects flagship output, Amrai Pari, struggled
to maintain its audience following a change in broadcaster from state-owned Bangladesh TV
(BTV) to ATN Bangla, a cable and satellite channel. In the transition, its reach dropped from
15.8 million in 2015 to 5.9 million the following year. In 2016, programming, including a TV PSA,
reached 11.4 million people.
Amrai Pari reached an audience representative of both men and women; this is unusual for
a factual programme in Bangladesh which often struggle to engage female audiences. It was
popular with 15–24-year-olds and attracted people living in rural and urban areas. Although
Amrai Pari initially struggled to reach those in the lowest education brackets in 2014, this
improved over time.
Viewers found Amrai Pari educational and inspiring. They talked about how it stood out from
contemporary shows in that it tried to encourage people to be self-reliant and to work
collectively. They appreciated that the show demonstrated new and replicable techniques that
were relevant to them and seeing people like them take small actions gave them confidence
that they could do the same.
Almost half (47%) of Amrai Pari viewers reported they had taken action (such as storing food,
learning a new skill and diversifying the crops they grew) as a result of watching the programme.
More regular viewers were more likely to report impact: 69% of those who watched five or
more entire episodes said they had taken action. Beyond these self-attributed actions, advanced
analysis showed that even after controlling for other factors that might influence whether
people take action or not (such as their age, education or income level), Amrai Pari viewers
were more likely to take action than non-viewers.
The majority (78%) of the audience felt Amrai Pari had improved their understanding of how
to prepare for extreme weather or natural hazards, or to make changes to their lifestyles or
livelihoods to cope with longer-term changes in the environment. Regular viewers were more
likely to feel they could take individual action without government support than non-viewers.
Advanced analysis (structural equation modelling) helped BBC Media Action understand this
relationship further. It suggested that Amrai Pari influenced the uptake of resilient actions via
two pathways: through increasing awareness of risks, which in turn drove action; and through
reducing perceived need for government support, which is linked to higher self- and collective
efficacy, and ultimately increased resilient behaviour.
The research also found that BBC Media Action’s capacity-strengthening activities played a key
role in supporting better coordination between NGOs working in disaster risk reduction and
communities in the disaster-prone Barisal region. All participants said that the training sessions,
improved their understanding of the need for audience research and systematic design of
communication (including two-way communication). Smaller, local NGOs particularly benefitted
from this training – they found it easier to implement communication strategies because they
had a greater influence on how their organisations operated. Large organisations said the
training had helped reinforce their prior knowledge.
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1. INTRODUCTION
This report presents a synthesis of all research completed under the Global Grant resilience
project in Bangladesh between 2013 and 2016. The main focus of this report is the evaluation
of the project’s impact on the outcomes it set out to achieve in its theory of change.
Where relevant, this report also draws on formative research and monitoring data collected
throughout the project, as well as relevant data from external sources. More detail on the
research strategy and methodologies used can be found in section 2.
The report unfolds as follows. Section 1 provides an overview of the resilience and media
context in which the project functioned and the project’s objectives and activities; section 2
describes the research approach; section 3 presents and discusses the evaluation’s findings;
section 4 offers some final conclusions.

1.1 Project background
A combination of poverty, high population density and low-lying geography makes Bangladesh
particularly vulnerable to natural hazards and extreme weather. In the last 30 years, Bangladesh
has experienced nearly 200 climate-related disasters including droughts, extreme temperatures,
floods and storms. These events have ruined homes, resulted in the deaths of thousands of
people and, since farming remains the main subsistence and income source for almost half the
population, have destroyed livelihoods.vi
Bangladeshis have been noticing the changes in their environment for a long time. Research
carried out by BBC Media Action in 2012 as part of the Climate Asia project vii found that:
• People perceived changes in the climate (such as higher temperatures, lower rainfall
and less predictable weather), but 45% felt insufficiently informed as to how they
could respond.
• Lack of government support and lack of resources both acted as barriers to people
taking action in response to climate change.
• People in different parts of Bangladesh were feeling the effects of different types of
extreme weather and natural hazards. Some were finding it difficult, or impossible,
to take any action.
• Some 82% of the population felt it was their responsibility to make changes in
order to be better prepared for climate change.
• A strong sense of community participation prevailed; people were in the habit of
working together to solve local problems related to climate change.
• Many people were motivated to take action in response to climate change and
were doing so. For example, they were supplementing their income with other
work, growing alternative crops, migrating, and changing jobs to make more money
and provide for the next generation.
BBC Media Action’s resilience project emerged in response to these identified needs in 2013,
with the aim of helping people in Bangladesh to improve their resilience to unpredictable
weather, natural hazards and economic stresses resulting from changes in the climate.
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Media access in Bangladesh has increased since the project’s outset and is high (see figure 1).
As of 2016, all adults (100%) have access to a mobile phone and the vast majority (90%)
have access to a TV, either at home or elsewhere. Access to cable and satellite TV has almost
doubled in the last three years, from 42% to 81%.viii Bangladeshis can now watch a plethora of
TV channels; the most popular channel, ATN Bangla, is watched by 59% of all TV viewers, having
overtaken state-owned BTV, watched by 43% of TV viewers in 2015.ix Indian TV channels are
also entering the market, creating an increasingly competitive and fragmented TV landscape.x
Radio access, at 39% of the adult population, is far less prevalent than TV.
During the lifecycle of the project, internet penetration grew – partly thanks to the increase
in smartphone access – from 10% in 2014 to 16% in 2016. Access in urban areas is higher than
in rural areas (28% versus 13%) and higher among young people (29% of 15–24-year-olds are
internet users, compared with 6% of 55–64-year-olds). Some 39% of 15–24-year-olds in urban
areas have access to the internet, compared with 25% of rural youth.
Figure 1: Media access among Bangladesh’s adult population

86%
81%
90%
28%
24%
39%
99%
95%
100%
10%
11%
16%
2014 Tracker (reach) survey
Base= 2,599

2015 Governance endline*
Base= 2,650

2016 Resilience endline
Base=2,820

Note: figures exclude those who answered “don’t know” and those who did not answer

*2015 media access figures were taken from the Bangladesh Global Grant governance endline survey which asked
directly comparable questions
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1.2 Project objectives
Against this backdrop of high levels of access to media and the critical need to improve people’s
resilience to the negative impacts of changes in the weather, BBC Media Action’s resilience
project in Bangladesh sought to help people understand how they could take action, and reduce
some of the barriers they were facing in doing so. It aimed to ensure people were better able
to avoid the severe effects of sudden shocks (e.g. cyclones), to recover quickly from them, and
to adapt their lives and livelihoods to long-term stresses (e.g. drought and changing rainfall
patterns). The project specifically sought to encourage families and communities to take action
in advance of shocks or stresses and to support NGOs to better communicate with at-risk
communities.
While the project’s outputs aimed to be broadly relevant to people in Bangladesh, its main
target audience was those living in areas experiencing the effects of increasingly extreme
weather: the north-west (Rajshahi and Rangpur rural areas); the south-west (Khulna and Barisal
rural areas); and two cities with populations of over 1 million (Dhaka and Chittagong), as well
farmers and fishermen.
The project’s theory of change, which was developed based on findings of the Climate Asia
research and built on BBC Media Action’s resilience approach, is detailed in figure 2.

A community working together to dig a pond in an episode of Amrai Pari
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BBC Media Action’s resilience approach
BBC Media Action aims to strengthen the
resilience of vulnerable groups, enabling
them to thrive in the face of change.
When people are not sufficiently resilient
and humanitarian emergencies occur, the
organisation’s aim is to help people survive,
cope with the crisis and recover quickly.
BBC Media Action’s projects support
resilience by focusing on food and water
security, economic security and disaster
risk reduction – while considering how
each area influences the others. An
integrated approach to building resilience
across these focus areas can help improve
people’s ability to weather a range of
shocks and long-term stresses. BBC
Media Action’s approach to resilience
posits that trusted, practical and
inspiring programming drives change by
supporting individuals, connecting
people and influencing power.
These three aims are interconnected,
and different projects emphasise different
elements of these, tailoring activities to
address context-specific challenges.
In terms of supporting individuals,
BBC Media Action’s projects reach large
populations and influence knowledge,
attitudes and behaviour at scale. Its work
empowers people by influencing:
– Knowledge and
understanding: people need to
understand the issues that affect their lives
and livelihoods and know about practical
actions they can take to improve their
situations. This may include the risks and
opportunities that people face and what
options they have for change.
– Attitudes, beliefs, norms:
attitudes (the way people think or feel
about something), beliefs (what people
think to be true) and social norms (what
an individual believes others think about

behaviours and the pressure they feel to
“go along with” the opinions of others)
can be shaped and challenged by the mass
media. Some of the most critical attitudes,
beliefs and norms that are relevant to
resilience and humanitarian response
involve perceptions of risk, self-efficacy,
willingness to change and expectations for
what will happen as a result of new actions.
– Skills: media and communication
can support the development of life skills
such as analytical, decision-making and
problem solving skills, which can help
people make sense of the increasing
information available and reach informed
decisions. Media and communication can
also support the development of technical
skills (such as business practices or farming
techniques) by providing instructions or
encouraging people to seek local services
to acquire new capacities.
In terms of connecting people, BBC
Media Action’s projects foster discussions
and information-sharing among individuals
and groups. Its work connects people by
influencing:
– Discussion: discussions with
friends, family, community members
and professionals are a key influence on
people’s beliefs, attitudes and behaviour.
People who are vulnerable to shocks
and stresses, or coping with a crisis,
need ways to discuss existing problems,
share ideas and seek solutions. Media
and communication can enable and
amplify these discussions, making them
accessible to wider populations, especially
marginalised communities.
– Collective problem solving
and innovation: media and
communication can help people consider
problems in a different light and spark
fresh ideas on how to tackle them.
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BBC Media Action’s resilience approach cont.
They can share innovative ideas across
audiences of millions at a time – from
farming techniques to methods for
protecting assets during severe weather.
This is especially important for addressing
challenges such as changes in climate.
– Voice to marginalised groups:
challenges such as land rights, urban
development and the ability of public
infrastructure to facilitate economic
opportunities and withstand hazards
require participation and discussion.
Media can bridge social and geographical
divides to facilitate more rounded and
representative dialogue.
In terms of influencing power,
BBC Media Action’s projects provide
the opportunity to unite people and
the authorities that represent them so
they can jointly explore innovative ways
of addressing emerging and persistent
problems. The organisation’s work
influences power by:
– Influencing the agenda: the
media can raise awareness of key social

issues by highlighting the concerns and
needs of the public. For example, in areas
where flooding is perceived as inevitable,
the media can highlight the risk and raise
discussion about the suitability of existing
infrastructure and options for investment.
– Supporting people to
question power holders: the
media provides a platform for people
from all sections of society to ask direct
questions to those in power – increasing
answerability and responsiveness. This
affects attitudes, norms and behaviour on
who can question who on what.
The Global Grant resilience research
programme was developed to explore
both direct and indirect influences of BBC
Media Action’s programming, enabling
the organisation to reflect on, and adapt,
assumptions underpinning its work – such
as how these different areas of influence
operate to encourage people to take
action to be more resilient.

Man listening to radio. Source: TV PSA for Cyclone Viyaru response
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Figure 2: Bangladesh Global Grant resilience project’s theory of change
Needs/challenges to be addressed:
People need to:
• Engage with and understand the risks
• Know that self-help is effective (and more effective than relying on the government)
• Feel less helpless or worried
• Understand what resource-efficient adaptations are available: water, agriculture, health and hygiene,
lifestyle (fuel and water use), livelihoods, etc.
• Know how to access help with, and tools for, implementing adaptations
Based on the assumption that:
• Needs are divergent across different geographic locations and socio-economic sections of society
• Individual, family and community needs may conflict
Objective 1:

Objective 2:

Objective 3:

Objective 4:

Clearly explain the
hazards associated
with extreme
weather events in
Bangladesh.

Clearly demonstrate
replicable,
co-operative
adaptations that can
be made to mitigate
the risks posed by
those hazards.

Collate and publish
success stories that
show adaptation
in practice and
demonstrate the
beneficial outcomes
for affected people.

Support NGO
humanitarian actors
in Barisal division to
better communicate
with their own
target populations.

Cumulative outcomes:
• People better understand why it is important to prepare for crises
• People have better information about the adaptations they can make to prepare for natural crises
• People are more motivated to take action that will help them cope better with natural crises
• NGOs are better equipped to communicate with communities at risk from natural crises that they are
seeking to assist
Based on the assumptions that:
• Adaptations for mitigating risks exist and can be clearly demonstrated using media
• The target population is receptive to information in these areas in terms of the hierarchy of their
existing needs

Impact
People in Bangladesh – particularly Rangpur and Rajshahi (NorthWest), Khulna and Barisal (SouthWest),
Dhaka and Chittagong (cities with populations of one million plus) – can better cope with future crises (with a
focus on extreme weather events)
Based on the assumptions that:
• Resources to implement adaptations are available to target populations
• The strong sense of self-responsibility within the target population remains at its current level
• The combination of motivation and knowledge is effective in causing target populations to take action
• Governmental and other regulatory barriers do not prevent communities taking self-initiated action
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1.3 Project activities
To achieve these objectives, the project – that ran from 2013 to 2017 and was funded by DFID,
with the final year co-funded by ECHO – centred on several key activities and outputs. These
included: the production of reality TV series Amrai Pari, a TV PSA (entitled Working Together),
and eight radio magazine Amrai Pari programmes; the creation of a dedicated Facebook page;
and capacity strengthening with local NGOs and local media.
All project components, as well as key national events that took place throughout the project,
are depicted in figure 3 and described in more detail below.
1.3.1 Reality TV series: Amrai Pari
The project’s flagship output was the reality-style TV series Amrai Pari. It aimed to help and
encourage communities to work together to improve their economic well-being and prepare
for extreme weather events. The programme visited communities in the most susceptible areas
of Bangladesh as they worked to make themselves more resilient. It showcased a range of
people taking actions – such as strengthening storm defences in fishing areas, making cyclone
shelters more accessible and welcoming, growing different types of vegetables and storing these
in different ways, and starting a new business – that viewers could replicate. It specifically sought
to feature methods that used locally available materials and did not require a lot of resources.
Climate Asia research found that people in Bangladesh placed a lot of importance on being
respected by their local neighbourhood and fitting in with their community. It found that people
felt collective approaches were effective, particularly where external support was not available.
A sense of community involvement and working together was therefore felt to be an essential
part of the TV programme, the motivational title of which reflected the spirit of working
together.
Amrai Pari ran for three series of eight episodes each and was the first programme to use a
‘makeover’ style format in Bangladesh. It challenged communities to do something against the
clock, such as building a bridge to ensure a village could be evacuated safely and quickly in the
event of an oncoming natural disaster. This helped to create a sense of drama, while underlining
what people could achieve if they worked together. It featured community members and
experts demonstrating simple, cheap and replicable techniques and used animation to reinforce
these.
The programme was adapted over the course of the project to cater for the needs of the
target audience. Series one focused on a single community working together in a ‘makeover’
style format with one additional technique showcased. Series two increased the variety of
techniques shown in each episode. Series three had a stronger focus on how communities
could work with local government officials and organisations to improve their resilience,
featuring people who had already taken beneficial action.
Series one ran from May to June 2014 on BTV. The first three episodes of series two were
broadcast on BTV in December 2014, after which the broadcaster was changed to ATN Bangla
(a cable and satellite channel). ATN Bangla broadcast the full series two from April to May 2015
and series three between December 2015 and February 2016. The total 24 episodes featured
61 different examples of people taking action.

14
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Quantitative

Qualitative

MAY–AUG 2012
Climate Asia –
nationallyrepresentive survey

Climate Asia study
– focus group
discussions and
in-depth and key
informant interviews

MAY–AUG 2012

PRE-2012

JAN–FEB 2014
Baseline –
nationallyrepresentative
survey

JUN 2014
Audience
feedback –
focus group
discussions

2012

JUN 2014
Tracker (reach)
survey – nationally
representative

SEP 2014
Qualitative evaluation –
community assessments,
focus group discussions
and key informant
interviews

Cyclone Viyaru

MAY 2013

2013

JUN 2015
Tracker survey –
nationally representative

JUN–JUL 2015
Capacity strengthening
evaluation
study – in-depth
interviews

2014

AUG 2014
Capacity-strenthening activities start

APR–MAY 2015
Second season of Amrai Pari airs on ATN Bangla

MAY–JUN 2014
First season of factual reality
TV programme Amrai Pari airs on BTV

Figure 3: Bangladesh Global Grant resilience project timeline

MAR–APR 2016
Endline – nationallyrepresentative survey

FEB–MAR 2016
ECHO evaluation –
focus group discussions
and in-depth, paired
depth and key informant
interviews

SEP–OCT 2015

Cyclone Roanu

MAY 2016

2016

ECHO formative
research–
focus group
discussions and
in-depth and key
informant interviews

Cyclone Komen

JUL 2015

2015

DEC 2015–JAN 2016
PSA airs
MAY 2016
Additional social
media activities
commence

DEC 2015–FEB 2016
Third season of Amrai
Pari airs on ATN Bangla

NOV 2015–JAN 2016
Amrai Pari radio magazine
programme airs

1.3.2 TV PSA: Working Together
The project developed a minute-long PSA focused on the benefits of working together to
prepare for natural hazards. It comprised a short drama featuring a rural family in Bangladesh
that had benefited from taking action (including planting flood-resistant crops and securing their
roof) to prepare for extreme weather. Initially, the rest of the community was suspicious of
their actions, but the local leader explained the value of the family’s action and the community
was inspired to take collective action to repair a flood barrier. The PSA was broadcast on three
cable and satellite TV channels (ATN Bangla, RTV and Bangla Vision) in December 2015 and
January 2016. It aired three times daily at peak time, and 1–3 times daily at off-peak on each
channel.
1.3.3 Radio magazine programme: Amrai Pari
This show included adapted parts of the Amrai Pari TV series, with additional success stories
about actions that individuals were taking. It was broadcast for one series only, every Saturday
afternoon on Bangladesh Betar (the state broadcaster), from November 2015 until the end
of January 2016. Targeting a younger audience, the show aimed to highlight how people
(particularly young people) could take action to be more resilient.
1.3.4 Social media: Amrai Pari Facebook page
In 2014, the project launched an official Amrai Pari Facebook page1 to help market the TV series.
In May 2016, it was developed to share re-versioned content from the show and to engage
urban youth in disaster preparedness using innovative ways of disseminating information – such
as animations – on what to do in the event of an earthquake. The page included: animated
PSAs, PSAs featuring celebrities like Bangladesh cricket team members, a music video and a
360-degree photo-story.
1.3.5 Community outreach2
In 2016, BBC Media Action trained the Bangladesh Red Crescent Society and other local
partners on how to use Amrai Pari toolkits that had been designed for use at community
screenings (for those without access to a TV) in more remote areas. The toolkits featured
copies of all Amrai Pari episodes, a discussion guide to facilitate conversations with communities
post-screening, stories to share of people taking action, and a series of games linked to the TV
output. In all, BBC Media Action trained 289 outreach volunteers.
1.3.6 Capacity strengthening of NGOs
In 2014 and 2015, BBC Media Action undertook capacity-strengthening activities with six
NGOs in Barisal. These aimed to equip staff with the skills needed to improve their disaster
risk reduction (DRR) communication and coordination efforts and, thereby better inform the
communities they work with about the risks of natural hazards and how to prepare for them.

This can be viewed here: https://www.facebook.com/bbcamraipariofficial/

1

As these activities took place in the latter half of 2016, i.e. after the fieldwork had been conducted for the
endline survey evaluation, they do not form part of this evaluation.

2
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1.3.7 Capacity strengthening of local media
Funding received from ECHO to support the third series of Amrai Pari also included provision
for strengthening the capacity of community-based and other local radio stations to produce
and broadcast radio content focused on disaster-preparedness planning. BBC Media Action held
training workshops with staff from three community radio stations and 11 regional stations
of the state broadcaster Bangladesh Betar, and provided follow-up support to two community
radio stations that made shows on disaster preparedness.

Community members planning their activities with the presenters of Amrai Pari
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2. RESEARCH
Research was a core component of the project in Bangladesh and was implemented by BBC
Media Action’s Research and Learning group.xi The programme of research was designed to:
• Inform project activities
• Monitor results and report to the aggregate-level Global Grant logframe
• Evaluate the project against country-specific objectives and key individual outcomes
(such as knowledge, discussion, efficacy and taking action) based on the project’s
theory of change.
As discussed above, the project was informed by Climate Asia research, the largest study in the
world of perceptions of climate change. This helped to inform and shape the project’s design.
BBC Media Action undertook nationally representative baseline and endline surveys as part
of this project. The former sought to benchmark key indicators that the project aimed to
shift over its lifetime. These included knowledge of actions that can be taken, actual actions
taken and levels of self and collective efficacy. BBC Media Action also conducted two tracker
surveys that monitored reach,3 impact4 and outcome5 that were used to report to the aggregate
Global Grant logframe annually.6 An overview of the quantitative surveys undertaken under the
Bangladesh Global Grant resilience project is provided in table 1.
A range of quantitative analysis methods were used to explore data collected across these
studies. This included basic descriptive analysis7 and tracking of trends over time, and regression
modelling to compare key outcomes (such as increased likelihood of taking action) between
those exposed to Amrai Pari and those unexposed. The latter analysis tested the impact of
the programmes on audiences while controlling for potential confounding factors such as
age, education levels or location (urban/rural). Structural equation modelling (SEM) was used
to test the pathways within the theory of change, exploring if and how exposure to Amrai
Pari influenced taking action and through which pathways (increasing knowledge, encouraging
discussion, etc.)

Reach is defined as all those who report having seen or listened to BBC Media Action resilience programming
within the last 12 months at the point of data collection.

3

The impact indicator is defined as the percentage of people reached by BBC Media Action resilience-focused
programming who reported that they took action to deal with shocks or stresses as a result of watching the
programme(s).

4

The outcome indicator is defined as the percentage of people reached by BBC Media Action resiliencefocused programming who agree that the programmes have increased their understanding of how to deal with
stresses (longer-term issues i.e. problems with availability of water, fuel, food and housing) or shocks (i.e.
cyclones, river erosion, floods, tidal wave or others).

5

The Global Grant logframe is the monitoring framework to which all countries within the Global Grant
project report annually. The logframe includes the key indicators of reach, outcome and impact, which were
measured annually, as well as other key indicators related to project outputs.

6

To test whether differences between groups (including between those exposed and those not exposed
to BBC Media Action programming) were significant, significance testing was carried out using a T-test.
Throughout this report, only differences between two groups where p=0.05 or less are reported as
significant.

7
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Table 1: Overview of quantitative research studies
Study

Data
collection

Baseline
survey

January–
February 2014

Sample size

Criteria

Purpose

n=3,500

Nationally representative,
adults aged 15+

• Inform programme
development
• Evaluation (collect
baseline measures of key
outcomes (i.e. knowledge,
efficacy action taken)

Tracker
(reach) survey

June 2014

n=2,600

Nationally representative,
adults aged 15+

• Monitoring (measure
programming reach)

Tracker
survey

June 2015

n=1,170

Nationally representative,
adults aged 15+

• Monitoring (logframe
indicators)

Endline survey

March–April
2016

n=2,820
(randomly
selected)
plus 651
(purposively
sampled)8

Nationally representative,
adults aged 15+

• Monitoring (logframe
indicators)
• Evaluation (collect
endline measures of key
outcomes (i.e. knowledge,
efficacy action taken)

Community members working together to build a bridge on an episode of Amrai Pari.
This survey included 651 booster cases, which were purposively sampled based on people who had watched
Amrai Pari. This was employed after initial scoping indicated a lower than anticipated programme reach,
to ensure there was a robust enough number of cases to carry out exposed versus unexposed analysis to
understand the impact of programming.

8
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Alongside this, qualitative studies were conducted throughout the project to explore the impact
of programming on audiences in more nuanced ways than quantitative analysis allows, and to
attempt to understand if, and why, any change in people taking action occurred. Qualitative
methodologies were also employed to explore the impact of the project on the objectives
beyond audience level, i.e. at NGO and media practitioner level.xii Table 2 provides an overview
of the qualitative studies completed under the Global Grant resilience project in Bangladesh.
Table 2: Overview of qualitative research studies
Study

Data
collection

Method

Participants

Focus of the study

Audience
feedback
study

June 2014

6 focus group
discussions
(FGDs)

Amrai Pari audience
members

Understand audience
feedback and perceptions
of the first TV series of
Amrai Pari

Qualitative
evaluation
study

September
2014

6 community
assessments
4 FGDs

Viewers and non-viewers in
the north west and south
west regions and in an
urban slum

• Understand the
contribution that
Amrai Pari’s had made
to audience members’
knowledge, understanding
and attitudes on preparing
for extreme weather
events

3 key informant
interviews
(KIIs)

Local leaders

• Map where Amrai Pari
had had an influence
• Understand community
leaders’ views on preparing
for natural hazards
Capacitystrengthening
evaluation
study

June–July 2015

18 in depth
interviews
(IDIs)

NGO practitioners and
BBC Media Action staff

Understand the impact of
the capacity-strengthening
activities

ECHO
formative
study

September–
October 2015

6 FGDs
12 IDIs

Community members
aged 19–75 from Barguna,
Khulna and Lalmonirhat

6 KIIs

Local government officials

Understand the barriers
preventing community
members from engaging in
local disaster preparedness
activities

National and local DRR
experts
ECHO
evaluation
study

20

February–
March 2016

3 FGDs
11 IDIs
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Amrai Pari series three
viewers and radio staff who
participated in the capacitystrengthening activities

Understand the influence
of the third series of Amrai
Pari on audiences and the
impact of the capacitystrengthening activities

Research strengths and limitations
This report uses both quantitative and
qualitative methods to examine the extent
to which the project has achieved its
objectives and, within this, the relationship
between exposure to BBC Media Action
programmes and key governance
outcomes. It does not aim to
describe individual groups or factors in
detail, but to identify patterns to help
understand the influence of
BBC Media Action’s project activities.
A series of validity checks were
implemented throughout the research
process to ensure that data collection
and analysis were rigorous and robust.
All quantitative samples were nationally
representative in order to create a
snapshot of the population at one point
in time. Data was cleaned and weighted
to account for any errors or limitations
in data collection. Advanced statistical
methods were used to analyse the
relationship between exposure
to BBC Media Action programmes and
resilience outcomes of interest as
accurately as possible.
Nevertheless, limitations of the research
should be considered. Primarily, it is not
possible to control for the effects of all
variables that may influence the outcome
in question. For example, when analysing
uptake of resilient behaviour, analysis
does not account for broad contextual
factors such as the recency of extreme
weather events, or personal motivation.
The measures used were often selfreported and therefore may have been
prone to response bias. For example, many

questions relied on a respondent’s
perception of how much they know about
climate change. Results should be
interpreted with this in mind. Moreover,
analysis does not identify the direction of
an association – whether one thing (i.e.
exposure) comes before the other (i.e.
taking action). In sum, causation cannot
be inferred from this analysis – significant
findings demonstrate a relationship
between two variables, but do not suggest
that one causes the other.
Finally, because survey data is crosssectional, change in outcomes over time
may be due to a change at the population
level, as opposed to change as a result
of exposure to the programme. Analysis
among those not exposed to BBC Media
Action programmes over time provides
insight into population-level changes and
results are interpreted with this in mind.
To account for some of these limitations,
a mixed methods research approach
was used, and qualitative methods were
utilised alongside surveys to strengthen
and validate findings, where appropriate.
While qualitative methods do not provide
numbers or nationally-representative
findings, they provide a more in-depth
understanding of engagement, knowledge,
attitudes and behaviours, and why and
how change does or does not happen.
When brought together these findings
provide a more holistic account of
the relationship between exposure to
BBC Media Action programming and
resilience outcomes.
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3. EVALUATION FINDINGS
The following sections outline findings from the evaluation of the project. This includes
performance against headline indicators monitored throughout the project, a breakdown of the
reach of Amrai Pari, feedback on audience engagement with programming and evaluation of the
impact of programming on key outcomes related to resilience.

3.1 Headline indicators
Figure 4: What did the project achieve?

Reach of programming
110

102.6

103.9

Increased knowledge and understanding
105.2

82%

100

97.4

90
80

88.2

2015

Base=67

2016

Base=935

86.7

78%

70

Millions

60
50

Taken action

40
30
20

15.8

10
0

9.4

2.7

2.1

2014

2015

2016

Base=2,599

Base=1,170

Base=2,820

Adult population
Reach

37%

11.4
5.9

Potential audience
Regular reach

2015

Base=67

47%
2016

Base=935

Definitions:
Adult population	Those aged 15 years and above. The total population of Bangladesh is taken from
the projected population at the time of each survey from the 2011 Bangladesh
Bureau of Statistics data.
Potential audience 	All those who report having access to TV, radio or the internet in the household or
elsewhere.
Audience reached	Those who report having seen/listened to programming (Amrai Pari TV and radio
series, and/or the TV PSA) in the 12 months prior to data collection.
Audience regularly reached	Those who report having seen/listened to at least every other episode of Amrai
Pari within the last 12 months at the point of data collection.
Outcome	The percentage of viewers/listeners who report that the programme(s) (Amrai
Pari TV and radio series, and/or the TV PSA) improved their understanding of
resilience issues (‘a lot’ or ‘a bit’).
Impact	The percentage of viewers/listeners of programming (Amrai Pari TV and radio
series, and/or the TV PSA) who report that they took action to deal with shocks
or stresses as a result of watching or listening to Amrai Pari.
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3.2 Audience reach of programming
Key insights
n I n

total over the three-year-long
project, BBC Media Action’s resilience
programming (Amrai Pari TV and radio
and the TV PSA) reached an estimated
22.5 million Bangladeshis.
Pari’s reach was affected by the
change in broadcaster in 2015. Not only
did its audience become increasingly
urban, but its size also diminished –
falling from 15.8 million people in 2014
to 7.5 million in 2016. 		

n Amrai


However, this was bolstered by the PSA,
which reached 3.9 million people alone.
n D
 espite

factual programmes usually
appealing more to men than women in
Bangladesh, Amrai Pari was consistently
successful at reaching both genders
equally. It also became increasingly
effective at reaching those in the lowest
wealth and education groups, having
struggled to engage them in 2014.

3.2.1 Reach of the programmes
One of the main advantages of media and communication-based projects is the scale that
can be achieved through the broadcast media. As such, reach is one of the key measures of a
project’s success (though it is certainly not the only measure of success). In order to achieve
the broadest reach possible, Amrai Pari was broadcast on the most popular TV stations: firstly
BTV and, later, the cable and satellite channel ATN Bangla.
Over the course of the three-year-long project, BBC Media Action’s resilience programming
was watched by an estimated 22.5 million Bangladeshis cumulatively.9 Amrai Pari reached a
peak audience in 2014, reaching 15.8 million people (that is, 15% of the adult population). As
depicted in figure 5, the show’s reach dropped significantly between its first and second series.
This is likely due to its move from being broadcast on state-owned BTV to privately-owned
ATN Bangla. Although the latter was the most popular cable and satellite channel in Bangladesh
at the time, the fragmentation of the TV landscape that took place during the project’s lifetime
rendered competition for viewers far greater than at the project’s outset,10 meaning that a drop
in viewers was anticipated.
Although Amrai Pari’s reach dropped (from 15.8 million people in 2014 to 5.9 million in 2015), in
2016 it was bolstered by the broadcast of the TV PSA. In total, in 2016, 11.4 million people were
reached by BBC Media Action resilience programming in Bangladesh; the TV PSA reached 3.9
million people alone, a total of 4.9 million people watched both Amrai Pari and the PSA, and 2.6
million watched Amrai Pari on its own.
Estimated cumulative reach refers to the number of people who have been reached by BBC Media Action
programming over the lifetime of the project, and is calculated using an assumption that 10% of the audience
are new listeners/viewers year-on-year. More detail on the cumulative reach calculation can be found in
Appendix 1.

9

For instance, 18% of people who watched BTV only had access to this channel and the national parliament
channel in 2014. However, by 2016 this had fallen to 10%, with the majority of Bangladeshis then also having
access to cable and satellite (66%).

10 

BANGLADESH | COUNTRY REPORT

23

Figure 5: Reach and regular reach of Amrai Pari (2014–2016)
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Regular reach

Sources: 2014 (n=2,600) and 2015 (n=1,170) tracker surveys, and 2016 endline survey (n=2,820 random 		
sample only).

BBC Media Action recognises that watching or listening to a programme once is unlikely to
affect outcomes and that detectable impact requires frequent engagement with programme
outputs. As such, it is hypothesised that those who watch or listen to BBC Media Action
programming regularly are more likely to demonstrate impact as a result of the intervention.
Regular and sustained engagement can be difficult in an increasingly crowded TV market such
as Bangladesh. Despite this, 9.4 million people (9% of the population; that is 60% of Amrai Pari
viewers) tuned into Amrai Pari regularly in 2014, indicating a high level of engagement when the
programme first aired. However, regular viewership decreased with the change in broadcaster:
falling to 2.7% of the population in 2015 and 2.1% in 2016 (46% and 28% of Amrai Pari viewers
respectively).
As with reach, low regular viewership could be due in part to the extended choice of channels
available on cable and satellite TV. Qualitative research revealed that when the broadcast
channel changed, people did not know at what time and on which channel to find Amrai Pari, so
they did not prioritise watching it.
As well as competition from other channels, competition from popular programmes airing
at the same time as Amrai Pari may have hindered its reach. For example, the most popular
TV series on the TV rating points (TRP) ranking11 in 2016 was Sultan Suleyman, broadcast on
Deepto TV at the same time as Amrai Pari’s third series.xiii

TRP is a tool to determine which programmes are watched the most. A device called a “people’s meter” is
attached to the TV set in a number of households to calculate TRP. BBC Media Action does not use TRP for
its reach calculation as it may not be a representative measure, nor is it a constant measure (as it changes
every month).

11 
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3.2.1.1 Reach in a competitive landscape
As figure 6 illustrates, other programmes similar to Amrai Pari also felt the effects of
Bangladesh’s expanding TV market. The reach of Hridoye Mati O Manush (The Land and the
People are in My Heart), broadcast on Channel I (a cable and satellite channel), declined
between 2014 and 2016, while that of Banglar Krishi (Agriculture Bangladesh), broadcast on BTV,
remained stable. Both these programmes focused on similar agro-economics and development
issues to Amrai Pari.
Figure 6: Comparative audience reach of factual TV programmes (2014–2016)
60

% of population reached
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41
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20

26

24
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15
6
Hridoye Mati O Manush

Banglar Krishi
2014

2015

7

Amrai Pari
2016

Sources: 2014 (n=2,600) and 2015 (n=1,170) tracker surveys and 2016 endline survey (n=2,820 random sample
only). Note: the differences in Hridoye Mati O Manush’s reach from 2014–2015 and 2015–2016 were significant, but
the differences in Banglar Krishi’s and Amrai Pari’s reach from 2015–2016 were not. See the Technical appendix for a
detailed breakdown of test statistic values and significance.

3.2.1.2 Reach of Amrai Pari by platform
Although Bangladesh’s TV market had become increasingly crowded, TV remained an effective
way to reach people. In 2016, the majority of Amrai Pari’s audience (99%) tuned in via TV, with
radio and online platforms accounting for less than 1% of listeners/viewers (see table 4).
Table 4: Reach of Amrai Pari by platform (2016)
Reach %

in millions

Amrai Pari (overall)

7.1%

7.5m

Amrai Pari TV

7.0%

7.4m

Amrai Pari radio

0.4%

0.4m

Amrai Pari online

0.1%

0.1m

Sources: 2014 (n=2,600) and 2015 (n=1,170) tracker surveys and 2016 endline survey (n=2,820 random sample
only). Note: individual platform figures do not add up to Amrai Pari’s overall reach as the overall figure accounts
for double counting (i.e. where an individual has accessed programming via multiple platforms, they are only
counted once in the overall figure).
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Amrai Pari on Facebook
From May 2016, as well as posting
episodes of the Amrai Pari TV programme,
the show’s Facebook page hosted a
range of other content – music videos
and animations – designed to engage
young, urban audiences on issues such as
earthquake preparedness or what to do in
the event of a fire. This group was targeted
as they were most likely to access and use
this platform.

Between May 2016 and April 2017, the
videos posted on the page received over
275,000 engagements (likes, shares or
comments) and 3.1 million views (84% of
which took place after 1 September 2016).
The page itself doubled its number of
followers (rising from 55,372 on 2 March
2016 to 104,516 as of April 2017) and
women accounted for an increasing share
of followers (rising from 9% in March 2016
to 17% as of April 2017).

3.2.2 Amrai Pari’s audience profile12
Amrai Pari was designed to have a broad appeal across the population, with all Bangladeshi’s able
to associate with its key themes of working together and taking action. However, its primary
audience was intended to be those who were most vulnerable, most at risk of natural hazards
and extreme weather, and most in need of information on how to prepare for these events.
Surveys from 2012 and 2013 identified these people as those living in the areas most prone
to increasingly extreme weather: the north west (Rajshahi and Rangpur rural areas), the south
west (Khulna and Barisal rural areas), and the two cities with populations of over 1 million
(Dhaka and Chittagong), as well farmers and fishermen.13
Figure 7 shows the demographic breakdown of Amrai Pari’s audience in its final year and
compares this with the national population to assess the representativeness of its audience.14
Despite factual programmes usually being more popular with men, from its outset through to
the final series, men and women were equally represented in Amrai Pari’s audience. The show
also successfully reached younger people (34% of its audience was aged 15–24, which is overrepresentative of that group within the national population).
There were some shifts in the profile of Amrai Pari’s audience over the course of the project,
most likely because of the change in broadcaster. In 2014, Amrai Pari reached urban and rural
audiences as per their proportions within the population, but by 2016 urban audiences were
slightly over-represented in the audience. This reflects ATN Bangla’s high viewership in urban
areas. Likewise, while viewers came from across the country in 2014, in 2016 they were
more likely to be from the two main divisions of Dhaka and Chittagong, where ATN Bangla
viewership was highest.
Unless stated otherwise, all differences between groups or between measures reported in this section are
statistically significant at p<0.05, as are comparisons with the sample population. Due to low cell counts
in 2015, no direct comparisons have been made between 2015 and 2016 results. For more information on
audience profile and significance tests used, see the Technical appendix.

12 

This analysis was based on segmentation undertaken as part of the Climate Asia research project. Further
information can be found at: http://www.bbc.co.uk/climateasia/research-methodology/segmentation

13 

National population statistics are based on the overall survey sample (random only, excluding booster
sample), which is nationally representative.

14 
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Figure 7: Demographic profile of Amrai Pari’s audience (2016)
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Amrai Pari was increasingly successful at reaching some of the poorest and least educated
people in Bangladesh. The percentage of its audience with ‘no schooling’ rose from 11% in 2014
to 17% in 2016 (compared with 21% and 23% of the adult population, respectively). Similarly,
the proportion of the audience in the lowest income category – those unable to afford
food – climbed from only 1% in 2014 to 6% in 2016 (compared with 1% and 4% of the adult
population, respectively).

Amrai Pari: showcasing different groups
Amrai Pari tried to ensure that different
groups were represented on screen
and in stories. It featured communities
from rural areas (some very remote)
and urban locations to resonate with
target audiences identified in the
project’s theory of change.
Engaging women and those from
lower socio-economic groups was also
critical to ensuring the programme
was inclusive and captured some of

the untold stories of communities
taking action. For example, women
were frequently showcased as
leading such action and engaging with
government structures to do so, as
well as pursuing livelihoods that helped
to improve their income. The final
episode of series three featured some
of Bangladesh’s biggest national cricket
stars supporting a Dalit15 community to
deal with the problem of waterlogging.

3.2.3 Working Together PSA’s audience profile
While Amrai Pari’s audience was equally split between men and women, the PSAs audience was
skewed towards men: 70% of its audience was male. This male bias may be due to the fact that
close to half of the PSA broadcast slots were within news programmes (202 minutes of 451
minutes of total air time), which itself generally attracts a higher proportion of male viewers.xiv
As with Amrai Pari, the PSA reached disproportionately more urban people than in the general
population (28% versus 23%). This contributed to the overall resilience programming (exposure
to Amrai Pari and/or the PSA) having a disproportionately higher reach among Bangladesh’s
urban population in 2016: while 23% of the Bangladeshi population lived in urban areas, 30% of
people who watched either Amrai Pari or the PSA lived in urban areas.

The Dalit community exists throughout South Asia – members are sometimes referred to as “untouchables”.
In Bangladesh, they often face discrimination, human rights violations and exclusion. The community typically
undertakes menial or dangerous jobs. It is almost unheard of to see members of this community featured in
the media.

15 
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3.3 Engagement with the programming
Key insights
n A
 udience

members engaged with Amrai
Pari because it reflected the experiences
of people from across the country and
dealt with issues that were relevant to
their lives

 udience members felt the show was
n A
educational and unique
 udience members discussed content
n A
from the show with others to
consolidate understanding, validate

whether new techniques worked and
share ideas
 mrai Pari adapted its content to
n A
audience feedback, and the shift in focus
towards highlighting the economic
benefits of adaptation techniques
paid off: audience members said they
felt inspired to try techniques that
were cheap, easy-to-implement, and
economically beneficial

As outlined in section 1.3.1, in seeking to engage audiences and inspire and motivate people
to take action, Amrai Pari showcased people doing things to make themselves and their
communities more resilient to unpredictable weather, natural hazards and economic stresses
resulting from these changes. As it was a national TV show, Amrai Pari included stories from
different areas of the country, with people making adaptations to prepare for different kinds of
natural hazards. It employed a makeover style format (which was new to Bangladeshi audiences)
so viewers could relate to the people featured in it and see people like them use the techniques
covered. This format allowed the programme to break down techniques and helped audience
members understand how they could apply them and work together to overcome a problem.
The format evolved over the course of the project in response to audience research (see box
overleaf).

Filming emergency TV broadcasts in Dhaka
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Amrai Pari: an example of adaptive programming
The project adapted the content of Amrai
Pari in response to audience research
about what drives viewers to take action.
For example, in light of calls for more
information about how people could work
with local government to support them
to take action, the third series followed
communities as they worked alongside
local government and other stakeholders
through disaster management committees
to implement change.
Likewise, because viewers said they
wanted more information about the
economic benefits of taking action, the
final series showcased more stories of
how people could make extra money from

Research

Programme

30

Power structures
are a barrier

Amrai Pari I
Community
participation,
cheap and
replicable
methods,
working
together
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making changes. During research, viewers
had reported appreciating Amrai Pari’s use
of stories highlighting economic benefits
of actions and some had taken action
as a result. For example, communities in
urban slums reported being inspired to
grow mushrooms, after having seen (from
Amrai Pari’s first series) that doing so could
provide them with additional income.
Furthermore, where the first series
had focused on the programme team
working with a community to try one new
technique together each week, the third
series focused on sharing a wider range of
stories of individual successes to inspire
people to try things on their own.
Economic benefits
Shorter stories
Detailed explanations

Amrai Pari II
Involvement
with local
government
and NGOs

Amrai Pari III
Existing
success
stories
that led to
economic
gains

Audiences found Amrai Pari relevant, inspiring and educational
Qualitative research found that audience members, especially those from rural areas, felt
connected to the content of Amrai Pari and that it dealt with issues relevant to their lives and
livelihoods. They appreciated the way it shared real-life stories from different disaster-prone
areas across Bangladesh.
Viewers also found the show educational and appreciated the novelty of its format. In a tracker
survey conducted in 2015, 76% of respondents said the programme was unique and 91%
said that after watching it they felt motivated to find out more about the issues covered. Its
makeover format that challenged communities to do something against the clock helped to
create a sense of drama and, at the same time, underlined what people could achieve if they
worked together.Viewers said they found Amrai Pari interesting because they learned new
techniques which they could apply in their lives. Additionally, seeing communities ‘like theirs’
gave them confidence that they could take action too.

I learned that planting trees on rooftops is possible. I
thought that if they [the communities showcased on Amrai
Pari] can plant trees on a rooftop, I too can do so by bringing
fertile soil from another area, placing this into a sack and
planting a tree.


Male Amrai Pari viewer, 18–40, urban, qualitative evaluation, 2014

A screen shot from the Working Together PSA
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Viewers discussed and shared the techniques they saw with other people
At endline (2016), more than a third (35%) of audience members said they had discussed Amrai
Pari with others. Qualitative research found that they did so to consolidate understanding,
validate whether new techniques worked, and to share ideas with others. For example, urban
audience members said they would share agricultural techniques from the show with relatives
living in rural areas, who might be more likely to use them.

Though we do not have a problem with salinity, we might
have relatives in those areas and we would be able to show
them how to prepare the soil for growing crops. Then they
would benefit.


Male, Jessore, ECHO evaluation, 2016

Unsurprisingly, urban and rural based respondents found different techniques helpful according
to their differing needs (see figure 8). While homestead gardening was a popular topic in urban
and rural areas, those living in rural Bangladesh were more likely to be interested in tree
planting, raising house plinths to protect them from flooding, building a toilet and constructing
a bridge. Meanwhile, those living in urban areas were more interested in rooftop gardening and
water purification – likely due to the lack of access to potable water in cities.

Audience (%)

Figure 8: Perceived helpfulness of the techniques shown in Amrai Pari 2016
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Source: 2016 endline survey (n=798, of which rural=601 and urban=197).

People took actions that were easy
Unsurprisingly, qualitative research found that people took actions that were easiest to replicate
(such as planting trees beside their home and rooftop gardening) as these were the most
straightforward and attainable. Although people found some of the more challenging techniques
interesting to watch, such as building a community bridge, they did not report replicating them
as this required more time and money, as well as collaboration with others. As mentioned
above, the Amrai Pari team adapted the programme in light of such feedback and, in the third
series, concentrated on illustrating actions that were simple, feasible to do alone and, where
appropriate, would confer economic benefit.
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Audience (%)

Figure 9: Top five most helpful techniques from Amrai Pari versus top four actions taken 2016
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Audiences struggled to understand formal processes
The third series of Amrai Pari provided information on local formal processes for disaster
preparedness and risk planning, and how communities could get involved in these. While some
qualitative research participants identified the importance of having disaster management
committees (DMCs), most viewers found it hard to understand these more formal processes
and structures. They reported being mostly unaware of the existence of any DMC in their
communities, and did not know who the members were or what roles they played in disaster
preparedness. They felt that using terminologies such as DMC, community risk assessment
(CRA), and community-based disaster preparedness (CBDP), and using animation to narrate the
process, made these new concepts difficult for them to understand. The production team also
felt that it was a challenge to explain such a complex process within the scope of one segment
of the programme.

Villagers of Khajura in Bangladesh build a bridge to the cyclone shelter during filming for Amrai Pari
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3.4 Impact on audience-level resilience outcomes
Key insights
n O
 ver

three-quarters of viewers (78%)
said Amrai Pari had improved their
understanding of how to deal with
shocks (e.g. cyclones) or longer-term
stresses (e.g. changing rainfall patterns,
drought).Viewers were also less likely to
feel they needed government support to
take action

n A
 udience

members felt more confident
about making a change than people
who had not watched or listened to the
programmes

than non-viewers. These findings are
in line with qualitative research, which
found that people were taking actions
they had seen on Amrai Pari that were
easily replicable and made their daily
lives easier
Why did people take action?
To understand how watching Amrai Pari
led to people taking action, a model which
hypothesised how change happens was
tested. The analysis showed that
n P
 eople

n A
 lmost

half (47%) of Amrai Pari viewers
said they had taken action as a result
of watching the programme. These
included making adjustments to their
home (63% of those who had taken
action); storing water/food/goods (56%)
and making water safe for use (54%).
Beyond these self-attributed statistics,
advanced analysis showed that even
after controlling for other factors
that might influence whether people
take action or not, such as their age,
education or income level, Amrai Pari
viewers were more likely to take action

who regularly watched Amrai
Pari were more likely to report higher
awareness of climate change risk, which
was associated with a greater likelihood
of making simple changes to prepare for
adverse weather

n People


who regularly watched Amrai
Pari were less likely to feel they needed
government support to prepare. They
had higher levels of self-reliance and
belief in their ability to pull together
as a community. These factors were
associated with small increases in the
uptake of simple actions

The objectives of the project were to: improve people’s understanding of why it is important
to prepare for the impact of adverse weather events; to ensure they had reliable information
about the adaptations they could make to prepare for natural crises; and to increase their
motivation to take action that would help them cope better in these events.
The project also sought to amplify a number of drivers of resilient behaviour that were
identified in the Climate Asiaxv study – such as perceived risk, self-efficacy, collective efficacy and
discussion.
To evaluate the extent to which the project achieved these aims, regression analysis was
conducted on the endline 2016 data to examine the relationship between regular exposure to
BBC Media Action programming and resilient behaviour and the drivers of resilient behaviour.
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An overview of the results is provided in table 5. Two important considerations when
interpreting these results are as follows:
1. M
 ore people saw the PSA than saw Amrai Pari. As a result, the sample size for the
group regularly exposed to Amrai Pari is smaller than for the group exposed to the
PSA. Overall, 210 research participants were regularly exposed to Amrai Pari and
606 were exposed to the PSA. Due to the small sample size, statistically significant
relationships may be more difficult to detect between outcomes of interest and
exposure to Amrai Pari, compared to exposure to the PSA.
2. A notable proportion (79%) of the group who were regularly exposed to Amrai Pari
were also exposed to the PSA. Of the 210 survey respondents who watched Amrai
Pari regularly, just 45 people had not been exposed to the PSA. Due to an insufficient
sample size, it was not possible to examine the relationship between exclusive
exposure to Amrai Pari and the project objectives. With such a large proportion of
this group exposed to the PSA, it is difficult to disentangle the impact of Amrai Pari
and the PSA.
Table 5: Overview of regression results

Perceived
risk

Knowledge
of actions

Selfefficacy

Collective
efficacy

Discussion

Perceived
need for
government
support
(barrier)

Taking
action to
be more
resilient

Regular exposure
to Amrai Pari

Exposure to the
PSA

Source: BBC Media Action endline survey data (2016). 							
Note: Green boxes indicate that there is a statistically significant association (to the level of p≤0.05) between
exposure and the outcome in the expected direction (positive). Red boxes (none, in this instance) indicate a
significant association in the opposite direction to that expected (negative). Grey boxes indicate there was no
significant association between exposure and the specific outcome.

3.4.1 Increasing perceived risk
Risk perception relating to climate change among Bangladeshis increased over the course of
the project. In 2013 just over a third (34%) of Climate Asia research respondents felt their area
was at high risk of experiencing a disaster, this increased to 46% in 2014 and 48% in 2016.16
Both qualitative and quantitative research throughout the project showed that the more at-risk
people felt, the more likely they were to take action.

We want to survive during disasters; this urge motivates
us to do something [to fight disasters].
Amrai Pari viewer, south-west, qualitative evaluation, 2014



This includes respondents who selected 8 or above on a scale of 1–10, where 1=no risk and 10=very high risk.

16 
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Descriptive analysis indicated that people exposed to either Amrai Pari or the PSA were more
likely to perceive a higher level of risk related to climate change, compared to those not
exposed to the programmes. However, regression analysis (see box below) revealed that only
the PSA had a significant association with this when other factors that may influence a persons
perception of risk were taken into account.17 As discussed above, the low base size for the
Amrai Pari group, relative to the PSA group, may limit the ability to detect statistically significant
results here.
Analysis indicated that location also affected risk perception. People in the south-west region,
where there was a higher frequency of natural hazards like cyclones and issues of salinity, felt at
high risk, while people in cities felt at low risk. In rural areas, people were more likely to rely on
the land for their livelihoods and therefore felt at higher risk from weather-related events than
people in cities. Results also showed that people’s risk perceptions lessened as their income
levels increased. This may be in part due to poorer people living in less robust houses, having
fewer resources to manage shocks or stresses, and depending on the land for their livelihoods.

What is regression analysis?
Regression analysis is a statistical technique
that is used to examine the relationship
between two variables while controlling
for the distorting effects of other factors
or characteristics. For instance, someone
who is living in an area affected by natural
hazards may be more likely to watch
Amrai Pari and also be more likely to be
taking action to become more resilient.
Regression allows researchers to see
whether there is an association between
watching Amrai Pari and taking action, even
once the effects of other explanatory
factors like location or gender have been
cancelled out.
This analysis cannot prove that exposure
to BBC Media Action programming causes
a particular outcome, as it does not

identify the direction of the association.
For instance watching Amrai Pari could
increase taking action, or the fact someone
is already taking action could make them
more likely to watch Amrai Pari. However,
regression analysis provides a more
robust method of understanding the
association between the programme and
key outcomes.
In these regressions, the analysis controlled
for the socio-demographic factors of
gender, age, urban/rural location, location
by target audience (north-west/southwest/cities of one million people or more),
income and education level, to ensure the
associations identified were not influenced
by these other factors.

3.4.2 Improving knowledge
The project aimed to improve audiences’ understanding of how to deal with ‘shocks’ (e.g.
cyclones) and ‘stresses’ (e.g. drought, changing rainfall patterns) by giving them information
on what adaptations they could make, and how to access help and tools to implement these
actions. At endline in 2016, the majority (78%) of Amrai Pari audience members reported that
the programmes had increased their understanding of how to deal with shocks and stresses,
either ‘a bit’(49%) or ‘a lot’(29%).
The adjusted R square of the model is 0.068 and the F value is 18.958 (significance < 0.001). See the Technical
appendix for full results.
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Qualitative research found that many of the techniques were not new to the audience, but
Amrai Pari reinforced their existing knowledge and motivated them to take actions with the
resources available around them. The 2016 endline survey also showed that a higher proportion
of people who watched Amrai Pari felt well-informed about things they could do to cope with
climate change-related issues (69%) than those who had not watched the show (59%).
Regression analysis revealed that, when controlling for other factors, such as gender, age and
education, exposure to the PSA was significantly associated with a higher level of knowledge
of ways to prepare for disasters.18 Notably, this was the main focus of the PSA, which showed
the benefits of a family preparing for a disaster. There was no significant association detected
between exposure to Amrai Pari and higher levels of knowledge19. While the limitations of Amrai
Pari’s smaller sample should be considered when interpreting this result, the fact that people
were likely to watch the PSA multiple times and therefore had more opportunities to retain
knowledge on the techniques demonstrated, may have contributed to the effectiveness of the
PSA in improving knowledge.
3.4.3 Building efficacy
BBC Media Action considers efficacy, or a persons confidence that their actions will have the
desired or intended result, to be an important driver of resilient behaviour.
In the context of resilience, BBC Media Action believes efficacy consists of a number of
components. These include self-efficacy (an individuals confidence in their own ability to take
resilient action), collective efficacy (belief that a community could work together to take action),
and finally the extent to which people believe they needed the support of government or
NGOs to take action to become more resilient. The impact of BBC Media Action programming
on each of these elements of efficacy are explored in detail below.
3.4.3.1 Perceived need for government or NGO support
The Climate Asia survey in 2012 and the baseline survey in 2013 showed that the main barrier
to people taking action to build their resilience to changes in the weather was feeling that they
needed government or NGO support to do so. Programming aimed to reduce this barrier by
showing audiences that there were many simple and cheap actions they could take themselves,
or with their community.
People who either watched the PSA20 or watched Amrai Pari regularly21 were significantly
less likely to report needing government or NGO support, compared with their unexposed
counterparts, even after controlling for factors like gender, age, and education.

The adjusted R square of the model is 0.031 and the F value is 8.853 (significance < 0.001). See the Technical
appendix for full results.

18 

The adjusted R square of the model is 0.028 and the F value is 8.019 (significance < 0.01). See the Technical
appendix for full results.

19 

The adjusted R square of the model is 0.020 and the F value is 6.101 (significance < 0.001). See the Technical
appendix for full results.

20 

The adjusted R square of the model is 0.024 and the F value is 7.111 (significance < 0.001). See the Technical
appendix for full results.
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3.4.3.2 Self-efficacy
Regression analysis also showed that people who were exposed to the PSA22 or regularly
watched Amrai Pari23 were significantly more likely to feel confident that they could influence
things that happen in their lives. This is consistent with the finding that Amrai Pari and PSA
audience members were less likely to feel they needed government or NGO support to
become more resilient.
According to the regression analysis, people living in north-west Bangladesh (Rangpur and
Rajshahi) reported higher self-efficacy than elsewhere. This was supported by qualitative
research findings that suggested people in this area strongly believed in their ability to work
together without external support, whereas in the south-west, where there are many NGOs
operating, people had a greater expectation of, and were more reliant on, outside help (and had
lower levels of self-efficacy).
The inclusion of activities in which women generated income or worked together in Amrai
Pari motivated both sexes to embrace opportunities for women. For example, seeing women
making dolls, packets and mats, and doing poultry farming in the show was appreciated by both
male and female research participants, especially as these activities could be undertaken at
home. Male participants liked the idea of women contributing to the family income.
3.4.3.3 Collective efficacy
Climate Asia research found that, of all seven countries surveyed, Bangladeshis placed the
highest importance on fitting in with their community. The research showed that people who
felt they could work together with their community were more likely to be taking action to
adapt to risks associated with climate change, as they were discussing potential solutions with
others and sharing resources. The research revealed that people felt less able to take action if
they did not know anyone else in their community who was responding or if they thought their
family wouldn’t approve if they responded. Experts in communication workshops pointed out
that many actions – such as raising people’s houses or growing new crops – would be more
effective if done together.
Therefore, the project aimed to show community members working together to inspire
people to take action, as illustrated by the title Amrai Pari (Together We Can Do It). Qualitative
research conducted throughout the project’s lifetime suggests that the show successfully
conveyed the importance of working together.

We have been working together for a long time but we
learned [from Amrai Pari] that our togetherness is the key to
solving any problem.
Amrai Pari viewer, female, north-west, qualitative evaluation, 2014



However, regression analysis did not detect a significant association between exposure to
either Amrai Pari or the PSA and people’s perceptions of collective efficacy.
The adjusted R square of the model is 0.028 and the F value is 8.105 (significance < 0.001). See the Technical
appendix for full results.
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The adjusted R square of the model is 0.028 and the F value is 8.082 (significance < 0.001). See the Technical
appendix for full results.
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This result is perhaps not surprising – Amrai Pari and the PSA did not explicitly set out to help
people understand each other’s differences or to show how they could work better together.
Instead, showing people working together for the common good was used as a mechanism to
motivate people to act. The show and PSA sought to make collective action the norm.
The last series of Amrai Pari, while still incorporating a community ethos, also showcased
people taking action independently. The majority of actions that audience members reported
having taken as a result of Amrai Pari (discussed earlier) were individual ones, such as making
adjustments to their homes or storing food. Results from qualitative research suggested this
was because community actions were larger scale, more one-off and more difficult to achieve.
3.4.4 Prompting discussion
Discussion among friends, family, community members and beyond are a key influence on
peoples beliefs, attitudes and behaviour. The more people can discuss problems they are facing
and share ideas and potential solutions, the more likely they are to be able to cope with shocks
and stresses. BBC Media Action believes that media and communications can inspire and
amplify such discussions, and sought to do so through the Global Grant project. As mentioned
in section 3.3, over a third (35%) of Amrai Pari viewers said they discussed the programme
with others. To further understand whether the programme had an impact on whether people
discussed preparing for extreme weather, regression analysis was conducted.The results
showed that, after controlling for confounders like age, gender and education, watching the
PSA was significantly associated with increased discussion.24 However there was no significant
association detected between regular exposure to Amrai Pari and increased discussion.
3.4.5 Were programme viewers more likely to prepare for extreme weather?
Nearly half (47%) of all audience members (of Amrai Pari and/or the PSA) reported that
they took action to deal with shocks and stresses as a result of watching or listening to the
programming.This represented an increase from 37% of audience members in 2015.25 The three
most prevalent actions taken by Amrai Pari viewers were: making adjustments to their homes
(63%); storing water/food/goods (56%) and making water safe for use (54%). These findings
were in line with qualitative research in 2014, which found people were taking actions that were
easily replicable and made their daily lives easier.
People who watched the PSA26 or regularly watched Amrai Pari27 were more likely to have
taken action (such as growing different crops, storing food or water, or making adjustments to
their home) than non-viewers,28 even when controlling for other factors (such as age, gender,
education, location, income). The analysis also revealed that when controlling for other factors,
The adjusted R square of the model is 0.031 and the F value is 9.009 (significance < 0.001). See the Technical
appendix for full results.
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In 2015, 67 people were reached by Amrai Pari. The 37% of people who reported that they took action as a
result in 2015 reflects a cell count of 24 and therefore should be treated as indicative.
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The adjusted R square of the model is 0.024 and the F value is 7.044 (significance < 0.001). See the Technical
appendix for full results.
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The adjusted R square of the model is 0.021 and the F value is 6.417 (significance < 0.001). See the Technical
appendix for full results.
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These findings are the result of separate regression models being run to look at the association between the
PSA and key outcomes and the Amrai Pari programme and key outcomes.
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people with higher levels of education were more likely to take action than those with lower
education levels and, notably, women were more likely to take action than men.
The qualitative research showed how modelling people taking action helped to inspire others
to do the same:

I saw someone implementing a potato storage system in
the programme. I liked the programme and felt inspired to
build one.
Amrai Pari viewer, male, rural, south-west, ECHO evaluation, 2016



Engagement levels were calculated based on how many programmes people had watched and
how much of each episode they watched.People were split into those with low, medium and
high levels of engagement29. More engaged audience members were more likely to report having
taken action as a result of watching or listening to the show (see figure 10). For example, 69%
of people who were highly engaged with the show said they took action, compared with 36%
who had a low level of engagement.
Figure 10: Proportion of viewers who took action as a result of watching/listening to Amrai Pari
(2016)
100%
90%
80%
70%
60%
50%
40%
30%
20%
10%
0%

69%
49%

47%
36%

Overall

Low

Medium

High

Engagement level

Source: 2016 endline survey. Base sizes: overall n=744; low n=200; medium n=456; high n=118

Testing the pathways to taking action
To examine the relationship between individual outcomes, such as the uptake of resilient
behaviour, and better understand the pathways to change, advanced analysis (SEM) was carried
out on the 2016 endline dataset.
The analysis tested a theoretical model of how Amrai Pari contributes to behaviour change.
The theoretical model was informed by existing literature, the Climate Asia study and Amrai
Pari baseline research. It hypothesised that Amrai Pari would contribute to increased uptake of
744 respondents were identified as ‘engaged’ viewers. Viewers with ‘low engagement’ (n=200) reported that
they typically watched less than half of any particular episode of Amrai Pari (although they could have seen as
many as 15 episodes in total). Respondents with ‘high engagement’ (n=118) had viewed at least five episodes
and reported watching more than half of each episode. The remainder of engaged viewers (n=456) were
categorised as ‘medium engagement’.

29 

40

COUNTRY REPORT | BANGLADESH

resilient actions by audience members and that it would do this indirectly by increasing their
perceived risk, discussion of climate issues, knowledge, and self-efficacy and decreasing their
perceived need for support. It posited that there are a number of different pathways through
which behaviour change can occur. For example, it was hypothesised that one pathway involved
people becoming more aware of their risks related to climate change after watching Amrai
Pari, which would in turn make them more likely to discuss the issues. These discussions would
then increase their knowledge and self-efficacy and ultimately lead to them adopting resilient
behaviour.
The theoretical model is outlined below. The pathways that were found to be significant based
on the SEM are identified by dark green arrows. Pale green arrows and boxes indicate variables
that were non-significant in this model.
Figure 11: The theoretical model tested and significant pathways found using SEM
Perceived
risk
Exposure to
Amrai Pari

Taking action
(or being
likely to
do so)

Discussion

Other
controls:
age, gender,
marital
status,
income,
education,
region, socio
-econimic
class

Knowledge
Self-efficacy
Perceived
need for
support

Collective
efficacy

This SEM identified two pathways between exposure to Amrai Pari and uptake of resilient
action.
1. P
 eople who regularly watched Amrai Pari were more likely to report
higher awareness of risk, and higher perceived risk was associated with a
greater likelihood of taking resilient action.
Viewers understood that they were affected and this was then associated with making
simple changes to prepare for adverse weather. This was a direct relationship – people
who felt at risk from weather-related changes took action.
The first series of Amrai Pari explicitly tried to influence risk perception, as Climate Asia had
found that awareness of climate change-related risks was low, and that perceived risk was a
key driver of taking resilience-building action. This was less of a focus in the second series, but
as the third series covered a greater number of potential issues people could be facing, it may
have contributed to increasing audience members’ risk perception. As mentioned above, risk
perception increased over time, rising from 34% in 2013 (Climate Asia data) to 48% in 2016
(endline survey).
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2. People who regularly watched Amrai Pari were less likely to feel
they needed government support, which is associated with increases
in self-efficacy and collective efficacy, which are associated in turn with
small increases in the uptake of resilient behaviour. Research conducted
throughout the project, and before, consistently showed that perceived need for
government support was a main barrier to people taking action to increase their
resilience to weather-related risks. Therefore, reducing the perceived need for
external resources, drawing viewers’ attention to the power dynamics that hinder
support and encouraging people to take action individually or with their community,
were key objectives throughout all three series of Amrai Pari and the PSA. The
modelling results suggest that this approach was successful.
Full details of the analysis and results can be found in the Technical appendix. Note that the
results from the SEM outlined above were significant, but the effect sizes were not large.
Therefore, statistically speaking, it cannot be concluded that these pathways are robust. Going
forward, and with a more fine-tuned understanding of the key variables at play, this model can
be modified and further tested to better understand how change happens.

3.5 Impact on NGOs and the media sector
In addition to programming, the project also supported NGOs and radio stations to
communicate effectively with communities on how to cope with the shocks and stresses they
were experiencing as a result of changes in the climate. By building the capacity of these types
of organisations, the project aimed to contribute to sustainable change at different levels (i.e.
audience, practitioner and organisational levels).
3.5.1 Capacity strengthening with NGOs, 2014–2015
The objective of BBC Media Action’s capacity-strengthening activities was to ensure that
partner NGOs in the Barisal region were better equipped to communicate with communities
at risk from natural crises (see box opposite). A qualitative evaluation, carried out to
understand the impact of the capacity-strengthening work, included in-depth interviews with 18
NGO staff members and a small number of community members. The evaluation looked at how
the training had improved NGO practitioners’ knowledge and skills around effective disaster
risk reduction. It also examined whether this training had influenced wider organisational ways
of working, and whether any changes in how NGOs communicated with communities had been
noticed by community members.
All participants interviewed appreciated the training sessions. Most mentioned that they
had improved their understanding of audience research, choice of formats and systematic
design of communication. Key learnings from the sessions were around designing two-way
communication, carrying out audience research prior to designing any programmes and better
audience engagement techniques. The smaller, locally-based NGOs reported having less prior
knowledge and benefitting most from the training sessions. They found it easier to implement
the communication strategies because they had a greater influence on how their organisations
operated.
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BBC [Media Action] impressed the importance of
communication on us, so when we are thinking of some new
project ideas, communication with communities is
automatically a top priority.


NGO participant, Speed Trust, capacity strengthening evaluation, 2015
Capacity strengthening activities to support NGOs
Barisal, a district in the south-west of
Bangladesh, is frequently hit by cyclones
and floods and adversely affected by
salinity.xvi A high number of NGOs work
there, and people are more aware of the
presence of NGOs (63%) than in any
other division in Bangladesh.
However, Climate Asia data showed
significantly lower levels of trust of
NGOs in Barisal compared with the rest
of Bangladesh, and although there was a
strong sense of collective efficacy, there
were indications that the high presence of
NGOs was creating an over-reliance on
them to solve problems caused by natural
hazards and extreme weather.xvii
The project used BBC Media Action’s skills
to train NGOs on disaster risk reduction
(DRR) communication, and shared insights
from Climate Asia data with the aim of
increasing the reach and sustainability of
the resilience project.

This component of the project consisted
of a series of capacity-strengthening
activities with a mix of six national and
international NGOs working in Barisal.
Throughout 2014 and 2015, these activities
included:
• Multi-agency training workshops
and refresher training, to promote
shared understanding of effective DRR
communication between agencies
delivering DRR in Barisal
• Communication strategy development
for DRR projects that NGOs were
running
• Local level co-ordination meetings
to promote government agencies’
understanding of DRR communication
• Bi-monthly regional meetings at the
request of six NGOs
• Community screenings (of Amrai
Pari), as part of partner NGOs’
communication strategies
• Workshops with the Dhaka-based
central staff of the six NGOs to keep
them updated on field activities.
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Developing communication strategies
The evaluation found that all six NGOs which participated developed communication strategies
as a result of the training. NGO participants reported a range of methods that they learned and
have since implemented, including:
•
•
•
•
•

Collecting and using audience feedback
Pre-testing messages
Using different formats to meet their audiences’ preferences
Putting messages in local languages and dialects
Using local trusted personalities to communicate information to resonate with
target audiences and be more effective.

After participating in the outreach activities, we have
made some changes in our communication strategy… We
have conducted a workshop with children to understand
which channels they access and which programme formats
they prefer. Before, we didn’t think in that way about
choosing programme channels and formats, but BBC Media
Action has made us think about these things.


NGO participant, Plan International, capacity strengthening evaluation, 2015

Using audience research to adapt communication
Drawing on audience research, NGOs trained by BBC Media Action reported experimenting
with different formats to communicate more effectively with their audiences. For example,
following successful Amrai Pari community screenings, one NGO designed its own video for
community screenings. Another had previously arranged folk songs and courtyard meetings
for its beneficiaries, but changed to mobile phone messaging, based on beneficiaries’ reported
preferences.
Improving DRR coordination between NGOs and government stakeholders
BBC Media Action’s facilitation of local-level DRR coordination, particularly between NGOs
and government stakeholders, was seen as a key success. NGOs benefitted from avoiding the
duplication of activities and ensuring that consistent DRR information was communicated
between them.
Wider organisational impact
Having reviewed the communication strategy of its local Barisal field office, one NGO’s central
communication team decided to use it to inform the development of the organisational
communication strategy. It was difficult to evaluate how the NGO’s target beneficiaries
perceived these changes, as data collected from community members themselves was very
limited. However, the community members interviewed did report receiving DRR information
from different NGOs in various formats, including via face-to-face training.
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Improving support: longer-term and targeted at senior levels
Training participants also pointed to areas for potential improvement in the capacitystrengthening activities and support. The short timeframe of the capacity-strengthening project
was seen as a barrier to sustainable change. NGO participants felt that longer-term support
from BBC Media Action would allow them to implement their communication strategies more
successfully. They also suggested that the training should be targeted at senior-level stakeholders
in NGOs, who have greater scope to influence project design and communication strategies.
3.5.2 Capacity strengthening with local media, 2016
The final year of BBC Media Action’s resilience project, was co-funded by ECHO. This funding
enabled the third series of Amrai Pari to focus more on how communities could work together
with local institutions to prepare for natural hazards. Alongside this, the additional funding
enabled the project to focus on strengthening the capacity of community-based and local
radio stations to produce and broadcast editorially robust radio content to support disaster
preparedness planning.
These capacity-strengthening activities incorporated training sessions, follow-up activities
and training with senior radio staff (‘training for trainers’). The training was completed with
staff from three community radio stations and 11 regional stations of the state broadcaster
Bangladesh Betar, and provided follow-up support to two of the community radio stations that
made shows on disaster preparedness.
A qualitative evaluation conducted in 2016 aimed to understand the impact of these capacitystrengthening activities. It also aimed to understand whether local officials/community leaders
had improved their interaction and engagement with community members to plan and
implement local-level disaster preparedness measures (in line with the revised focus of the
project in the final year). Interviews were conducted with 11 members of staff from the three
community radio stations (including two station managers), three staff from Bangladesh Betar
regional stations and two local leaders who participated in the local radio shows.
Radio’s role in raising community awareness about local disaster
preparedness organisations
Training covered DMCs and CBDP, which were new concepts to the participants. Training
exercises, such as making pilot radio shows, helped participants to understand the important
role that radio stations could play in local-level disaster preparedness. Participants felt that
radio shows could raise awareness among people in their community about the existence
of the DMC, its members and activities. Consequently, they hoped people would seek help
from their committee members about disaster-related problems, which would ultimately help
communities become more resilient.
Some community radio staff reported implementing new production techniques in their
existing radio shows after receiving training. Examples included incorporating community
members voices in the show, changing the presentation style, and using imaginary characters to
make the show more entertaining.
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Entertaining, participatory, and engaging training helped reinforce existing
knowledge
Entertaining games and practical sessions – such as producing pilot radio shows based on local
natural hazards – and interviews with local people, were highly appreciated by the trainees.
Radio staff reported learning new editorial and production techniques, which they felt would
help them produce more entertaining and engaging radio shows (both disaster preparednessrelated and otherwise) to attract and retain listeners’ attention.

I never had the idea that training could be conducted in
an entertaining way before participating in BBC Media
Action’s training. I have participated in other trainings but
those were lecture-based and seemed tedious. Interaction
between the trainees and the trainers was absent there. BBC
[Media Action’s] training was the best training.


Community radio staff, Radio Sundarban, Khulna, ECHO evaluation, 2016

Follow-up activities helped radio staff feel confident to apply learning
BBC Media Action provided follow-up support to two of the community radio stations, working
with them to produce radio shows on CBDP. This practical experience helped consolidate
their understanding and made them confident to apply their learning in future. One of the
community radio stations, Radio Nalta, aired the programmes it developed during these followup activities.
Barriers to implementation of learnings: lack of staff, low budgets, and
bureaucratic challenges
Reliance on funding from various donors hindered community radio stations from trying out
new programme ideas. Lack of human resources made it difficult to manage different tasks
within a limited time frame, which hampered programme quality. On the other hand, Bangladesh
Betar staff said that internal bureaucracy was a key challenge in implementing new disaster risk
reduction programmes.
Local leaders viewed community radio as a useful tool in supporting
interaction with communities about local disaster preparedness planning
The project aimed to involve local leaders in disaster-related local radio programmes so
they could engage with their communities to plan and implement disaster preparedness
measures. The study did not find any evidence of a change in interaction between leaders and
communities on these issues, possibly because the research took place so soon after they had
participated in training, and before they had had enough time to interact with communities
about disaster preparations. Local leaders did, however, acknowledge the potential for local
radio stations to act as a mediator between them and communities.
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4. CONCLUSIONS: to what extent
has the project met its objectives?
The Bangladesh Global Grant resilience project aimed to support and encourage
individuals, families and communities to take action in order to prepare for, and
adapt to, unpredictable weather, natural hazards and economic stresses resulting
from changes in the weather. It aimed to do this by supporting people to:
understand why it was important to prepare for such crises; access information
about actions they could take; and improve their motivation to take action. The
project also aimed to ensure the sustainability of the project outcomes through
capacity strengthening with NGOs and local media on communicating better with
local communities around these issues.
At the end of the project, are people taking action to be more resilient to the
effects of climate-related risks? If so, to what extent did the BBC Media Action
resilience project influence this outcome and the drivers to taking action?
In short, the evaluation suggests that BBC Media Action’s resilience programming
has contributed to audience members taking action to be more resilient to these
risks. Audience members themselves draw direct links between what they have
seen or heard on the programme and actions they have taken.
The results further suggest that, by continually refining format and content in
response to audience insights, the project was able to achieve greatest impact in the
final season of Amrai Pari. This finding reinforces the value of adaptive programming.
The findings suggest that the programming contributed to resilient behaviour by
amplifying viewers’ perceived risks and minimising the belief that they needed
help from governments or NGOs to take action to mitigate these risks. Amrai Pari
sought to leverage Climate Asia’s findings that people who felt more connected
to others in the community were taking more action to reduce their exposure
to climate change-related risks. However, showcasing people working together
to take action on the programme did not appear to translate into viewers taking
community action. Going forward, the role of collective efficacy in motivating
people to take action needs to be further explored.
There is evidence that the project will continue to sustain some of its impacts
through its local-level capacity-strengthening partnerships. These capacitystrengthening activities have empowered local media and NGOs to improve their
communication around natural hazards and disaster response.
But there is still some distance to travel in order to ensure that people in
Bangladesh are able to respond to, and prepare for, the risk of natural hazards
and extreme weather events. There is much work to be done around facilitating
engagement between local leaders, community members and formalised support
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structures within the local and national government systems. This may prove a key area for
future projects in Bangladesh to address more systematically.

The city of Dhaka, Bangladesh.
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5 APPENDICES
1. Cumulative reach calculations
Cumulative reach measures long-term engagement in a particular country and
across all countries, and the measure was used to set the overall reach targets at
the beginning of the Global Grant. The measure uses a calculation acknowledging
10% of new listeners and/or viewers within existing audiences, year-on-year.
The 10% is seen as a conservative estimate and takes into account the following:
• 15-year-olds entering the survey data and older people leaving
• New viewers or listeners reached by programming
• Natural turnover – people reached previously but no longer viewing
or listening
• Increased geographical reach, improved access and new broadcast
partnerships.
This 10% is applied on the principle of adding the ‘‘lowest reach’’; this means that if
the reach figure for the prior year is higher than the current year, then 10% of the
reach from the current year is added on to the cumulative reach figure. In turn, if
the reach figure in the current year is higher than the reach figure from the prior
year, then 10% of the reach figure from the prior year is added to the total amount.
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