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ABSTRACT 

Communication Strategy of Oromia Regional Governmcnt Communication Affairs 

Burcau: Effectivencss of Implcmcntation and Challengcs 

Wondwosscn Mcngcsha Gemeda 

Addis Ababa University , 2014 

Effecti ve and planned communication strategy IS not on ly an essential aspect of the 

co ntemporary organi zation, but can al so be seen as the basis of sustaining organi zations. This 

paper acknowledges the importance of commu nication stra tegy fo r awareness creation and 

alt itude de ve lopment. I-ience, the study ex plored the effectiveness of im plementation and 

cha ll cnges o r' ORGCAB comm unication strategy on creatin g aware ness and deve loping alt itudes 

of the community. Participatory, social mobilization and the two-steps flo w of communication 

theories encompass the underpinning fo r the theoret ica l part of the paper. Three basic research 

qucstions we re rai sed to guide the study. and scholarl y articles related to the issues we re 

di scussed. Both non- rando m sampling (i.e. Purposive sampling) and systematic sampling 

methods we re used to se lect the subjects. Both qua li ta ti ve and quantitati ve resea rch methods were 

employed. Therefore. the researcher employed qualitative content anal ys is as a major method and 

quantitati ve as supporti ve method. The data for the study were gathcred through questi onnaires 

and in-depth interviews with key informants. The data composed from questi onnaires was 

delibe rated using SPSS package throu gh quantitative co ntent analys is. Fu rthermore. the data obtained 

from conducted interviews was di scussed and ana lyzed qua litati ve ly. In additi on. a document was 

also the tool employed fo r gatheri ng the data. The findi ng of the study showed that the bureau' s 

communicat ion strategies were implemented with inadequate knowledgc. inappropri ate 

techniques and insuffici ent faciliti es . Besides, the study revealed that the bu reau' s segments and 

stakeholders we re implementing the comm unication strategy with ineffi cient feed backs and 

limited co llaborati on. Finall y. the study concl uded th at the bureau's com munication strategy was 

implemented ine ffecti vely; and recomme ndat ions were provided based on the conclusion. 



Acknowledgments 

My deepes t gratitude goes to my adviso r. Dr. Negeri Lencho, for hi s in val uable ad vice. He gavc 

me constructi ve guidance and comments throughout the course of the stud y. Greatest 

appreciation is also extended to my wife, Abyot Negassa. and my mother. Beke lech Burayou, for 

their financi al and moral support whi le I was conducting the stud y. I would also li ke to 

appreciate a ll my informants for their va luab le information. Finally, I wou ld like to extend 

spec ial thanks to my friends and classmates for their construct ive ideas and comments in the 

process of the study. O ve r all , J wou ld like to thank the Almi ghty God for His help in a ll my life 

and works including the achievement of th is thesis. 

II 



TableofContcnts 

Contents Page 

List of Tab les v 
List of Acronyms VI 

CHAPTER ONE : INTRODUCTION ..... . .............. I 

1.1 .Background of the study .. ..... .............. .. . . .............. I 

I .2.Statement of the problem ... ... ........ .. ............. .. .... ..... ....... 2 

1.3. Obj ecti ves of the Study ..... ........................ . ......... ... .................. ....... ....... .. 4 

1.3. 1. General Objective .. .......... 4 

1.3.2. Specifi c Obj ectives of the Study ...... .... . 4 

IA.Basic Research Questions ... .. .......... 4 

1.5. Signi fi cance of the Study ......... . ...... ..... ..... .......... ................. .......... ... ........... 5 

1.6 . Scope of the Study. . ..................... .... ........ .. ..... ... .............. 5 

1.7. Limitation of the Study ... 

CHAPTER TWO: REVIEW OF RELATED LITERATURE .. 

2. 1. Organ izat ion and Comill unication . ............. . . 

.. ) 

6 

. ... 6 

2.2. What is Effective Com illunication Strategy?. . ............... 7 

2.2. 1. Design and Components of Communication Strategies .............. . 10 

2.2 .2. Effectiveness of Communication Strategies Implementation .. ........... 13 

2.2.3. Illl portance of Effective ly Implementing Comll1unication Strategies-- IS 

2.3. Factors Affecting the Effec ti veness of Communicat ion Strategies 
1m pie III C n ta t ion ------- ------------------ ---------- ---------- ------- ------- ---- ------- I 8 

2.'1. Theoreti ca l Fraillework of the Study .. ................. ....... .. .... ........ ...... .... .. ....... 20 

2.'1.1. Part icipatory Comlllunicat ion Theory .............. .... ... ........ .... .. ...... ...... 20 

2.4.2. Social Mobiliza tionColllmunieation Theory ... ........... ... ............ .. ... .... 23 

2.'1 .3. The Two-S tep now ofComlllunication Hypothesis ................. . 25 

~.5. All overvicw ofOromi a Regional Governlll elltColl1munieation Affairs 

i3u rea u-------- ------- ----- ------ ---- ---- --- --- -------------- ------------- ------ --- ---- --2 6 

III 



CIIAPTER THREE: RESEARCH METHODOLOGY ... 

3 .1 Research Design ....... . 

3.2 Me thod of the Study ...... .......... .. .. .. ....... .. .. 

3.3. Data Sources ............... ................. ................. . . 

3.4. Sampling Tech niques and Procedure 

3.5. Data Co ll ection Tools 

....... ... .... ... 28 

. .. 28 

. 28 

. 29 

29 

....... 30 

3.5. 1. Questionna il'es ........ .... ........... ... ....... .......... .... ..... ....... ..... . ... ..... ..... . 3 1 

3.5.2 . In-Depth Indi vidua l Interview . 

3.6. Method of Data Organizati on .... 

.. ................. .. .... ..... ... ...... .... ........... 3 1 

. ...... .. ................... ................... ..... 32 

CHAPTER FOUR: DATAPRESENTATlON,ANALYSISAND 

o rsc V SS I ON OF F I NO IN G S------------------------------------------------------------33 

In troduction ... ..... ............... ...... ........ ...... .. ... .......... ...................... .. .. ....... ...... ..... . 33 

4. I Demogra phi c l3a ckgrou nd ------------------------ --. ----------- ------------ -- ------ -3 3 

4.2 DataPresentation and Anal ysis ---------------------------------------------------- -35 

4.2. 1 Des ign and Means ofORGCAI3 Communication Strategy 

1m p I em en ta t i on -- ----------------------- ------- ------- --------------------- ----35 

4. 2 .2 . Effec t ive ness of OR GCA I3 Co mmuni ca ti o n St ra te gy 
1m pi e me n ta ti 0 n ------ ------- ------- -- ---- --- -- - ---- -- -- ---- --- -- ---4 0 

4.2 .3 . Challenges on Effectiveness of ORGCA I3 Communication Strategy 

J m p I emen ta ti on -- ------------------------------------------- ----------------- --44 

4 .3 Discuss ion of Fi nd i ngs- ----------------------------------- ---------------------------4 7 

4.3 .1. Accommodati ng Factors fo r the Implemcntation orthc ORGCA 13 

Co mmu n i ca t ion S tra tegy ------- ----------- --------------- ----- ------ ------4 7 

4.3.2 . Encouraging Effectiveness ofORGCAB Communication Strategy 

Implementation----------- -------------- ---------- -----------------------------49 

CHAPTER FIVE: CONCLUSIONS AND RECO.\1MENDATIO NS----------S\ 

5. I . Conc Ius ion--------------- ------- -------------------------------- ------- ---- ------------5 I 

5.2. Reco mm enda t i 0 ns------- ------- -- ------- -------- ------------- ------- --------- --------53 

REFERENCES 

APP ENDICES 

IV 



List of Tables 

Ta ble 1: Age and Sex of Respondents 

Tab le 2 : Educat ional Status of Respondents 

Table 3: Responsibility of Respondent s 

Tab le 4 : Officials and ex perts knowledge (v iew) ofORGCAB communi cation 

strategy in frequency and percen tage 

Ta ble 5: Means of implementing ORGCA B communicati on strategy in 

frequency and percentage 

Table 6 : Prov iding feedbacks in frequency and percentage 

Tab le 7: Chall enges on Effectiveness o f ORGCAB communicati on strategy 

imp lementati on infrequency and percentage 

v 



List of Acronyms 

AIDS: Acquire Immune Defi ciencies 

EGCAO: Ethiopian Government Communication Affairs Office 

FAO: Food Aid Organization 

FGD: Focus Group Discuss ions 

GDCS: Guidelines fo r the Deve lopment of a Comm uni cat ion Strategy 

O'fP : Growth and Transformation Plan 

GWP: Global Water Partnership 

MDG: Millennium Development Goals 

N GO: No n- Governmental Organi zation 

ORGCAB: Oromia Regiona l Government Communicat ion Affa irs Bureau 

ORSGCAMD: Oromia Regional Sectors Govern ment Communicati on Affairs 

Main Department 

ORG CSGGB: Oromiya Regional Government Civil Service and Good Governance 

Bureau 

OTV: Oromia Telev ision 

PSCB: Public Service Capac ity Bui lding 

S PSS: Statistical Package fo r Social Science 

SSME : Small Scale Micro E nterprise 

UN: United Nations 

UN ICEF: United N ations Children's Fund 

VI 



Chapter Onc: Introduction 

1.1 .Background of the study 

Com muni ca tion is a mu ltifaceted process, which needs tol erance and has great sign ificance in 

creating awareness and developing attitudes. It has inordinate role for image bui lding and active 

community participation on holi stic deve lopment or a nation. As de ve lopment in every aspect 

des ires active partic ipation of the community, crea ting awareness and developi ng att itudes or the 

commun ity needs to get priority in every deve lopment aspects. 

According to Daniels & Spiker ( 199 1, cited in Thomas E. and Mark 0.2008. p. 12) , 

"Communication is one o f the most dominant acti vities occurring in an y work sett ing, and it is 

complex. dynam ic. irreversible, ongoi ng, contextua l, and simul ta neous which enhances our 

understandi ng or organi zational communication." 

Communication deli ve red organizationa l po licies. strategies and programs which crea te 

awareness and devc lop att itudes of the community so as to implement wit h active participation. 

Governmental communication strateg ies mainl y focu s on the peace. deve lopment , good 

gowrnance. e ffi ciency and quality of implementation of government deci sions and deli very of 

public services (ORGCAB communication strategy, 201311 4). The establ ishment or Et hi opian 

Govern ment Communication Affairs Office (EGCAO) at the leve l of ministry confirms that 

attention is given ror com munication to create awareness and deve lop alt itudes so as to get active 

community participation on the implementat ion of its policies, strategies and programs. Effect ive 

implementation or Growth and Trans formation Plan (GTP) of the country needs awareness 

creat ion fo r acti ve participation of citi zens. Awareness creation and attitude deve lopment 

communicat ion strategies on government policies, strategies and programs are one of the 

essenti a l techn iques for organizationa l communication li ke ORGCAB (lb id). 

The Oromia Regional State is the most popu lous region wh ich is bo rdering with all regional 

states except Tigray. The region has 18 zones and 12 lirst level cities. There are many regional 
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bureaus. offices. agenc ies. and enterprises of the region which arc located in Finfinne. the capital 

c ity of thc region. T he Orom ia Regional Governme nt Communicat ion Affai rs Bureau is one of 

the secto rs which were establi shed in 1995 as Oromia Culture and Informat ion Bureau. Later, 

since 2000 named as Oromia Information Bureau then changed its name to Oromia Reg ional 

Governmen t Communication Aflilirs Bureau since 2008 . The Bureau has structura l departments 

and offices from regional level up to di stri cts. Nowadays , the bureau is impl ementing several 

comm unicat ion strategies with the purpose to create awareness and develop atti tudes o f the 

pub li c on government policies, strategies and programs through the set structures. 

The Bureaus' communication strategies mainly foc us on creati ng awareness and developing 

atti tudes of the community on the policies, strategies and programs of sec tors which acquires 

spec ial attention in Mi ll ennium Deve lopment Goals (MDG) like Hea lth. Education, Water 

Mineral and Energy, Women 's and Chi ld rcn AITairs Bureaus, Road Authori ty, Small Scale 

Micro Enterpri se. These sectors are indicated as the poverty reduction sectors. Hence, thi s study 

focuses on e ffectiveness and cha llenge of implementing communication strategies o f Orom ia 

Regional Gove rnment Communication Affai rs Bureau. 

1.2 .Statcmcnt of the problem 

Creat ing awareness and deve loping attitude of human being is not a sim ple task that can be 

ac hi eved overnight. It IS identifing and managi ng issues and community to ensure that 

organi sat ional goals are a ligned to values and norms of the community: and that it builds 

relationships through communication with th ose on whom the organisation depends to mee t its 

economic and soc io-politi ca l goals. Effectiveness imp lies open cOllllllunication and comm itment 

to an ethi ca l exchange of ideas at an organi zation . Effecti ve group communication, a ll owi ng the 

ci rcul ation of lllessages, effective li s tening. and knowledgeab le information fl ow. is one of the 

influent ial factors when seek ing effect iveness of o rgan izational communication strategies 

implcmenta ti on.Effecti ve ly and efficiently implement ing organ izat ional comlllunicat ion 

strateg ies ailll to ac hieve organi zati ons' goa l and mission (S hobajo. 20 I I). 
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Assess ment of organizational communi cation strategies implementation need to concentrate on 

its effectiveness with respect to strateg ic di rection, so as to adapt it to changing circumstances, 

engage management in the essenti al tasks of leadership communicati on. estab li sh a basis fo r 

acco untabili ty, and to chart progress. Effect iveness of communication strategies implementati on 

needs to be constantl y reviewed and continuously improved. effecti ve comm unication strategies 

imp lementation mean integrated a ll the organ ization 'S programs and actio ns. messages and cl ear 

Icadcrship heha vior. Continuous analys is, planning, implementat ion and rate are among the main 

pr inciples of effect ive communicatio n strategies implementation (B laze naite 20 II ). 

The problems of ineffectively implementing organizational communicati on strategies are lack of 

cmployee's know ledge, skill s. and mot ivati on to commun icate. Morcover, absence of identifying 

and overcoming comm unication barr iers such as inadequate manage men t, lack of budget, 

turno ver of employee, lack of continuous supervision, and effective choice of means of 

communication . are other problems which hinder the effecti veness of organizational 

communication strateg ies implementat ion. Likewise , the managers' incapabi lity to communicate. 

th rough effective ve rti ca l or hori zo ntal commun icat ion with provid ing fecdbacks regu larl y on 

time. respecting rea l-ti me communication and encourag ing cmployee sc i f-aware ness. directl y 

foster effectiveness o f organizational communicat ion implementation (Miller, 2006). 

Besides, lack of professional standing; absences of multiple o rgan izatio nal perspecti ves on the 

app ropriateness and role of informati on setups; focus on technology rather than on organizational 

culture and di ffe rences as to the val ue and implementat ion of ongoing assessment and 

improvement strategies are the constrai ning facto rs which confront the effecti veness of 

organi zational communication strategies implementation (Ma iers et ai, 2005). Minimizing those 

factors requ Ires designing and effect ive ly implementi ng appropriate organi zati ona l 

communication strategies. In the contex t of Oromia Regiona l Go ve rnment Communication 

Anilirs Bureau. it s communication strategies are designed for creating awa reness and att itude 

development or the societ ies on government po li cies, strateg ies and programs. The 

cO lllmunication strategies intend to address vari ous soc ial, economic and po lit ica l issues through 

filce to face and media of communication. However. no resea rch has becn cond ucted so far on 

3 



the effectiveness of implementing the strategies. Therefo re, thi s stud y attempts to investi gate the 

e ffectiveness and cha ll enges of ORGCAB communi cation strategy impl ementat ion. 

1.3.0bjectives of the Study 

1.3 .1. Genera l Objective 

The major objecti ve of the study is to investigate the effecti ve ness o f imp lementation and 

cha ll enges of Orom ia Regional Gove rn ment Communication Affa irs Bureau's communication 

strategy. 

1.3.2.Specific objectives of the St ud y 

Specificall y the study intends to: 

• Identi fy means of communicati on strategy implementation used by Oromia Regional 

Government Communication A ffairs Bureau 

• 
• 

Examine how effect ive the imp lementation of the bureaus ' communicat ion strategy are 

Assess the cha ll enges that Oromia Regiona l Govern ment Communication Affai rs Bureau 

faces in implementing its communication strategy 

IA.Bas ic Rcsearch Questions 

The study attempts to answer the followi ng basic questions: 

• 

• 
• 

What are mea ns of communication strategy implementation used by Oromia Regional 

Government Communication Affai rs Bureau in creating awareness and developing 

societal/community attitudes towards the gove rnment polic ies, strategies and programs? 

How effec ti ve is the implementatio n of the communication strategy of the bureau? 

What are the cha ll enges that Oromia Regional Govern mcnt Com munication Affa irs 

Bureau is facing in implementing its communicat ion strategy" 
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1.5. Significance of the Study 

The researcher believes that the findings of thc study may help ORGCAI3 to identify its 

limi tat ions and Improve the implementation of its communication strategy. Furthermore. the 

finding of this study may also serve other organi zations to des ign and implement effecti ve 

communi cation strateg ies. It may also serve as a refcrence for those interested to do further on 

the fi eld . 

1.6. Scopc of the study 

Th is study focuses on the effecti veness of implementation and chal lenges to Oromia Regional 

Government Communication Affairs Bureau communication strategy. Even though ORGCA B 

has engaged in othcr communication acti vities. the study mainly concentrates 0 11 communication 

strateg ies that are creating awareness and developing attitudes of the community on government 

policies, strategies and programs. 

I. 7. Limitation of the study 

The research was conducted under some lim itat ions li ke, time and financial constraints. shortage 

of" references. especiall y lack of local research linding. related to the topic. If not for these 

I imitat ions. the study would have been in a better shape. cvcrtheless. the researcher did all his 

best to overcome the constraints and produce a qual ity research work. 
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Chapter Two: Review of Related Literature 

2.1. Organizatiou and Communication 

We are born in orga nizations, educated by organ izations, and most of us spend much of our lives 

workin g for organizations. Simply pul. [rom birth to death. organizations impact every aspect of 

our li ves. An organi zation is a consc iously coordinated social unit composed of two or more 

people. which functions on a relati vely continuous basis to ac hieve a common goal or set o f 

goals. We organize together to achi eve what we cannot accomplish indi viduall y. Organizing 

happens through communication. When we study organizational communication our focus is 

primarily on corporations. manufacturing, the service industry. and for profit businesses. 

Howeve r, organi zations also include not-for-profi t companies. schoo ls. government agencies. 

small businesses. and social o r chari table agencies such as churches or a local humane society 

(Etzioni et al 1964, cited in Laura K. et ai, 2001 ). Accordi ng to these scholars an organi zation 

has a dec isive part in human life. 

O n the other hand Fiske ( 1990, p. I) de fines cOlllmunicat ion as " talking to one another and 

spreadin g information through several channels." He further desc ri bes communication as one of 

those human act ivities that everyone recogni zes but few can de fin e satis factoril y. Moreo ver, 

cOlllmunication plays significant ro le to bring about the desired change for development 

programs. Communication is a vital social process that enab les communiti es to reach consensus. 

which is critical for reaching deve lopment and making the necessa ry social changes (Servaes. 

2008). Chri stensen and Corn eli ssen (20 10) as cited in Blazenaite (2011). they wo uld argue as 

comm un ication is central to organ izational ex istence. All organi zati ons are dependent on the 

many vo ices of its individual speakers, and organizational communication investigation has been 

cmphasizi ng the 'scal ing up' from communication between indi vidua ls (micro) to the 

o rgani zation (macro). Therefore , the given investi gation considers the input of an individual 

communicator (Blazenaite, 2011 :p.87). 

I\ccording to Laura et al (2001) organizati onal communicati on is the sending and recei ving of 

mcssages among interrelated indi viduals with in a particu lar env ironme nt or setti ng to achieve 

ind ividual and com mon goa ls. Organ izational communication is hi ghly contex tual and culturall y 
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dependent, and is not an isolated phenomenon. Indiv idual s in organ izations transmit messages 

through face-to face , wri tten , and media ted channel s. O rgani zati onal commu nication large ly 

focuses on building relationships, or repeated interpersonal interac ti ons, with internal 

o rgani zational members and interested ex ternal publ ics. As to Laura et al (200 I ) organizational 

communication is the co ll abo ratio n activ ity which intended to achieve particular and co ll ecti ve 

objec ti ves. 

Besides. as Barrett (2002) suggests in Kingston (2007). the leve l of organizat ional change is the 

result of organi za tiona l communicatio n. Strategic change of organization requ ires a greater 

communicati on e ffort, using several techn iques, wi th opportuniti es fo r dialogue, and a fo llow-up 

assess ment to ensure that a ll stakeho lders of the orga ni zatio n understand the change. He further 

suggests that major organi zational change requires a carefull y planned communication effort 

such as a med ia and face to face communicati on plan , wi th employee wo rkshops. lots o f 

opportuni ty for feedback , and regular eval uati on of the success of organizational communication 

( Kin gston 2007:p.12). By the same token. Kulvisaechana (200 I) cited Stohl ( 1995), as 

o rgani za tional communicati on is essentia lly viewed as the co ll ective interacti ve process of 

generating and interpret ing messages between people withi n the o rgani zati on through eithe r 

direc tiona l (o ne-way) o r bidirectiona l (two-way) manner of com munication. 

A high bureaucratic organi zation tends to shape its communicatio n practi ces in a verti cal formal 

way. such as a top-down chain of command through written fo rms of comm unication , whil e 

personal interactions may not be well ex posed (K ul visaechana, 200 I ).Sc ruti ni zed from those 

perspect ives. as any orga nizationa l progress is the result of effective ly communicati ng 

o rga ni zational messages and organi zati onal change should appropriate ly be communicated. so as 

to promote and build the image of the organi zat ion. 

2.2. What is Effective Communication Strategy? 

EITect ive comllluni cat ion strategy is an approach to the des ign and impl ementation of programs 

that increase thei r impact on behavior and social change. An effec ti ve communication strategy 

encompasses systematic approach. we ll designed. audi ence cente red. theory and evidence based. 
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~nterta i ni n g. multi-d imensio na l. and cost e lTective (McKe~ d a l. 2004).Cook et al (2004). 

suggest that e ffecti ve communication strategy is the se lec ti on of appropri atc communication 

objecti ves and the identifi cation o f the spec ili c brand awa reness and brand alti tude strategy. Thi s 

ge neral strategy has to be linked to the roots of the organ ization and must be treated seriously. 

A ll of the employees and people invo lved in the o rgani zat ion must commit to the strategy 

entirely. There is no way that an organi zation can fun cti on we ll with the outs ide worl d if it does 

nOI have a sound plan for how to info rm the pub li c of what they do (J bid ). 

Acco rd ing 10 framework on e lTective rural communication for development effecti ve 

communicati on strategy in a deve lopment process cannot be one-way because it requires 

feedback and continuous exchange of information betwee n partners and interest groups, 

commu nities and offi cial entiti es (FAO. 2006) . Sc rvaes (2008) argues that. effeclive 

communication stra tegy can help to ensure that the design and action plan of an organizational 

project take into acco unt the attitudes. perce ived needs and capac iti es o f the people which the 

projec t is trying to add ress . In a ge neral perspective 01' guidelines and too ls for developing 

cO lll mun ication stra tegies for joint UN teams on AIDS (UNA lDS). effec tive comlllunications 

st rategy has fi ve pr imary characteristics: two-way (i ncludes contributions or disc uss ion between 

the giver and the receiver). access ib le (physicall y. menta ll y and sty li sti ca ll y to those who makc 

up the audience). ti me ly (co ming at the right ti me for thc audience). acc urate(providing thc 

corrcct andlor approved informati on) and planned (all owing for reinforccmen t of mcssages. 

tesling o Cprocesses and assessment of success), (UNA IDS, 2008). 

Fu rthermore, as to Steyn (2002), ef fecti ve communication stra tegy is im plementati on strategy 

deve loped as pa rt of a communicati on plan. Also il focuses on the ac tiviti es of the 

communication function using ef fec ti ve commun ication stra tegies to sol ve key strategic and key 

communication issues in the relationships with stakeholde rs and to al ign communication with 

organ iza ti onal goa ls maki ng a contribution towards organi zational effectiveness (Steyn 2002. 

p.I')). Sim ilarl y. Blaze naite (20 11 ) argues Ihat. ef"ICc li ve comm unicati on strategy IS 

~onceptua li sed as a functional strategy. providing focus and directi on to the communicati on 

func tion. II is faci lita ted by a practiti oner perfo rmi ng the ro le of thc commu nicat ion manager at 

the fun ct ional organisati onal level. ft is the outcome of a strateg ic thin king process by senior 
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communicati on practi ti oners and top manage rs. tak ing strateg ic decisions on the management of 

the communication with, strategic stakeholders. Moreover. effective communicati on 

strategy makes the ommunication function relevant in the strateg ic ma nagement process by 

providing the link between the orga ni sation ' s stratcgic goals and it s communication plans. 

Likewise. cffective communication strategy incorporate communicati on and public relations 

comm unica ti on management which is practi sed as a strategic management function ; that it 

ass ists the organisation to adapt to its env ironmen t by ach ieving a balance be tween commercial 

imperati ves and soc ially acceptable behaviour. It identifi es and manages issues and stakeho lders 

to ensure th at organi satio na l and communication goals are ali gned to soc ietal and stakeho lder 

va lues and norms; and it builds relationships through communi cation with those on whom the 

organi sation depcnds to meet its economic and soc io-poli tical goa ls. One of the points value 

stating here is the existence of organi zation depends on effect ive communi cation strategy and the 

organ izational communicat ion strategy needs commi tment in order to implement effecti vely 

8lazenaite (20 II ) 

On the other hand an effecti ve communicati on strategy should not mcan creating med ia 

"agitation", such as for example. a banner advertising the inauguration of a project workshop, 

media coverage of an event of this sort on radio and telev ision , or interviewing the person 

responsible [or the proj ect or the fi e ld program. Doi ng so igno res the fact that communication 

plnnning and implementat ion requires a considerab le amount of time, linancial and human 

rcso urces, as we ll as continual and va ried multimedia activitics. An effec tive communicati on 

strategy should be developed duri ng the proj ect or program fo rm ulation phase and encourage and 

accompany consultati on and di a logue between all the partners and actors invo lved in the 

program or project. j( must be based upon a participatory approach methodology with regards to 

the different phases and should al so use the most appropriate means of communication needed 

for carrying out the project, (FAO. 2002) . Correspondingly, th is po int of vicw shows as effcc ti vc 

cOlllmunica ti on strategy is beyond all ocati ng information th rough scveral mechanisms. 
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2.2 .1. Design and Comp onents of Effect ivc C ommunication S trategies 

The Guidelines and too ls for deve loping com munication strategies for joint UN teams on AIDS 

show designing e ffective communicati on strategies of an organi zatio n foc us on what is needed to 

ac hieve the goa ls of the organi zation and focus on the communication rec ipient rather than the 

information provider. These focus areas need to be clearl y de fined with rega rd to the effect ive 

communicati on strategy. A communications sit ua ti on analys is helps determine what should be 

addressed in an effecti ve commu nication strategy. The emphasis described here is founded on a 

need for information that exp lains both what is happening and why it is happening (UNA lSD, 

2008). Steyn (2002) suggests that effecti ve comm unicati on strategies al igned with organizational 

st rategies communicates an organi zati on's miss ion, vision, values and extra, to the stakeholders. 

Gui de lines for the Deve lopment o f a Communicat ion Strategy (G DCS). Cook et al (2004). 

,'c ilerate that. initiall y, the effecti ve organizationa l communication strategy has to come up with a 

mi ssion , vision and goal to determine what they are go ing to do fo r the community. To have a 

successful communication strategy. an ini tial process must be developed and ensure maintain a 

focus on the original goal. Also, people are very in tune with catchy mottos and missions that can 

be easily port rayed to the public . A miss ion also cons ists of the organi zations values and beli efs 

that ex plain the reasons why the organi zation exists. Th is is more for the internal employees to 

know why they are pushing so ha rd to get more people invo lved. 

Designing produc ti ve communication strategy stems from the inside and the beliefs of the 

employees whi ch foll ow those of the main organi zation miss ions that can be easil y portrayed to 

the public. Designing the two twigs of an effecti ve communication strategy. goa ls and important 

sel f-c hecks are intertwined and dependent upon each other. The goals of the organization area set 

of ideas that must be checked regularl y. To begin with, it has to be understood the audience that 

the organization is trying to reach, since it is ineffecti ve to market to the wrong target aud ience . 

Addi tional ly. in a nonprofit organizat ion, it is always important to know what resources the 

organization has at its di sposal, be it financial ly or just shear mass of vo lunteers. To start every 

organ ization needs to be ab le to have fina ncial stabi lity and thi s is ex tremel y difficu lt to ac hieve 

in the case of nonprofits since most of their money comes li'om sponsors or the government. 
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Also , the last task in creating effective communicat ion strategy is to eval uate what has happened 

late ly. Therefore, a communication strategy is not a simple task to create, but something that is 

go ing to have to be refined over a rather long time period and will never be perfected, but has 

that room to improve and change with the wo rl d 's dai ly changes (Cook et ai, 2004). 

Servaes (2008) depicts that effective communication strategy can keep a dialogue open among 

those involved in an organi zational proj ect, thereby addressing problems as they arise . Such an 

ongoing effecti ve communication strategy flow can also help to ensure coordination and proper 

orchestration of inputs and services to an organizat iona l in itiati ve . Effecti ve communication 

strategy spreads information about successful organizational experience as a st imulus to others, 

keeps a dialogue open among al l concerned in an organization. and helps to smooth 

organi zational proj ect implementation. 

Acco rding to fra mework on effecti ve rural communication for deve lopment designing e ffecti ve 

communication strategies need clear objectives , identification and assessment of audience 

groups, careful message design and choice of channels, monitoring and feedback. Moreover. 

developing effecti ve communication strategy requires. setting goa l, assess ll1g resources. 

identifying target groups, partners and , resu lt, choosing the medium, and monitor performance. 

These steps highli ght that a clear sense of objectives. key actions and dec ision points, major 

players, tim ing, available resources and organizational commitments are pillars of effective 

communication strategy (FAO, 2006). 

Further, a communication strategy for deve lopment programs re vea ls that , design of effective 

communication strategy includes three communicati on components ad vocacy, social 

mobilization and behavior change communicati on aro und each comm unication objective. 

Advocac y is communication targeted at leadership and the powers that can be taken acti ons to 

support objectives . Advocacy is not on ly creating mass awareness or awareness among leaders. 

Advocacy should always go beyo nd awareness and lead to spec ified action. Whi le, social 

mobili zation is a process of harness ing se lected partners to rai se demand for or sustain progress 

toward a deve lopment objecti ve. Social mobilization enli sts the parti c ipat ion of institutions, 

community networks and social and religious groups to use thei r membersh ip and other 
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resources to strengthen participation in activities at the grass-roots level. Moreover. behavior 

change communication involves face-to-face di alogue wi th indi viduals or groups to inform. 

moti vate, problem-so lve or plan . with the objec ti ve to promote behavior change (UNICEF. 

2008). 

In add ition, Cook et al (2004), argue that appropriatel y des igning effective communication 

strategy is important to understand the stages and characteri stics of behav ior change. On the 

other hand , individuali zed, complex information and problem-so lving are the three effecti ve 

com muni cat ion strategy components used strategicall y to accompli sh the communication 

strategies objective . T he strategy docu ment should be di sseminated in the draft stage fo r 

comments from the communication coordination group and other key stakeholders; and in its 

fi ni shed form , to a wider circle of stakeholders, counterparts and partners. The next step wi ll be 

planning the implementation: Who's going to do what? When are they go ing to do it? What 

resources and other inputs are necessary? Following planning and imp lementati on begins. From 

the po int of these writers view I argued that, designing effect ive comm unicati on strategy 

embraces several issues. which desires prudcntl y organizing and eflieiently setting. When 

design ing a communica tion strategy, there are two main e lements an organization should 

consider: branding and the internet. Branding is an essenti al part of a communication strategy 

because it helps related the organi zati on to an image or an idea. 

Once the image or idea is recognizably related to the orga ni zation , somcone who sees the brand 

will think of that organi zat ion. Considering the ro le of internet. while designing organi zational 

commu ni cati on strategy in the computer generation is a lso important. Some nonprofi t 

orga ni zations onl y target the elderl y or those who are low income. In these s ituatio ns. the use of 

the web as a communicati ons tool wou ld not be as important. These are necessary considerations 

to make when determining which elements to inclucle in organ izati onal communication strategy. 
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2.2.2. Effectiv eness of C ommunication Strateg ie s Implementation 

Effectiveness of communication strategies implementation needs to understand the audience; 

what they need. ho w thcy mi ght want to receive it, and what their information and 

commun ication habits are. The selection of messages or conte nt areas is an important pa rt of the 

implementing communication strategies e ffecti vely. It starts with looking at the audiences and 

then looki ng at what needs to be communicated. A message can be vicwcd as a theme or strand 

made up of vari ous content over time. All messages must be based on evidence and need , in the 

same way that information must be accurate, accessib le and timely (UNA IDS, 2008). 

Shelby (1998) comments that, appropri ate choices of communi cation channel are those most 

likely to resu lt in communicati on strategies effect ive ness and efficiency - for both message 

senders and receivers ; they are those that provide perceived qual ity to communication processes. 

Al though. Clampitt (1991) illustrates that face-to-face communication is a more persuasive 

channel for effective implementation of comm unication strateg ies, because it provides a dynamic 

and effective way for dealing with employee objections. However, a rich media like face-to-face 

communication costs the organiza tion more in terms of time and energy than lean med ia like 

emai I. 

In the same way. Kingston (2007) views effectiveness of organizational communication strategies 

implementation as be contingent on the communication channells used by the organ ization met the 

preferences of the participants. cost-e ffective communi cations with matching impact, 

appropriateness and where information was eas il y accessible. What is more, communications 

strategies implementations we re more like ly to be effecti ve when the communicator was 

someone that was trusted. and was perceived to be pass ionate and knowledgeable. 

According to guidelines and tools for developi ng communication strategies fo r joint UN teams 

on AIDS (UNA IDS), an effective communication strategies im plementation, understand where 

the majority of the target audience are positioned with in the process of change. Only once this 

has bcen correctl y identified can the appropriate com munication activi ties be developed. 

Moreover. effective impl ementation of communication strategies consist of g iving peop le 
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thinking space and time, clear information. being honest. li sten in a two-way communication 

proccss. ack nowledge other people ' s views and fears. focus on priorities in communications. 

look forward by communicating plans and vision. establi sh a new world by repo rting what is 

happening and prai se and focus on results (UNAIDS, 2008). 

As a Chatham House Report (2011) indicates, effectiveness of comm uni cation strategies 

implementati on by its definitio n is at the heart of infl ucnce and engagemen t, and its influence is 

fu ndamcnta l in the pursuit of strategic goa ls. Effecti ve ly implementing communicat ion strategy 

must be establi shed upon a strong understanding of any given information environment. 

Implementing communication strategies effective ly has been understood to be a two-way process 

and , if properl y configured should inform the periodic adaptation and adjustment of po li cies and 

strategies. 

Musyoka, (2011) eited in Lihalo (201 3) comments that , effecti veness of communication 

strategies imp lementation is process or paths that an orga ni zation takes in orde r to be or reach 

where it sees itse lf in the future. She argues that, effectively implementing communication 

st rateg ies is large ly an internal admin istrati ve activ ity. It entail s working through others. 

organi zing. motivating, and culture creating strong links between strategy and how the 

orga ni zation operates. It also entails a process of converting the formulated strategies into viable 

operati ons that wi ll yield the organizations targeted results. M usyoka further argues that delicate 

and sensiti ve issues are involved in effectiveness of communication strategies implementation. 

such as rcsource mobil ization. restructu ring, cultural changes. technological changes. process 

changes . po licy and leadership changes . T he changes can be adapti ve (ca ll ing for installation of 

known pract ices). innovati ve (introducing practices that are new to ado pting organizations) or 

radi call y innovati ve (introducing practices new to all organi zations in the same business or 

industry). On the other hand Kulvi saechana (200 I). remarks that, effectiveness of di rect 

communicati on strategies implementation are designed to change behav iors o f the target by 

implying the specific action that the source wants the target to take. For instance. 

recommendations. requests and appeal s to lega l ob li gations fall into thi s type of influence 

strategy. Whereas effecti ve ness of indirect communication strategies implementation are 

designed to change the target 's beliefs and attitudes about the desirability of the intended 
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behavio r; no spec i fic action is requested directl y. An example of indirect communication content 

is information exchange. whereby the source uses discussions on general business issues and 

ope rates procedures to alter the target 's attitude about desirable behaviors. Besides, Hahn et al 

(200 I) argue that, to be successfu l in ou r orga ni zational comm unication strategies 

implementat ion , we need to be earnest participants, as wel l as active listeners, to ensure effecti ve 

communicati on and mutual sati sfaction. Organ izations cannot successfu ll y ope rate witho ut 

effectiveness of its communication strategies implementat ion at every leve l. 

2.2.3. Importance of Effe ct ive ly Implementing C ommunication St rategies 

Effecti vely implementing communication strategies has clari fy exactly what you have to get 

completed and it also shows what you shou ld continue to look. According to Guidel ines and 

tools for deve loping communication strategies for joint UN teams on AIDS (UNA IDS, 

2008)effectivencss of communications strategies implementation benefit many other act ivities. 

The objecti ves of implementing the communicat ion strategies effectively are to: increase the 

enic iency of the organization; increase commitments of the staff, encourage teamwork and 

strengthcn the funct ionality of the team, where members work together in a coord inated manner 

towa rds a common. recogn ized and agreed goa l. 

Besides. implemcnting communication strategies effectively plays a key ro le in creating. 

cohesion ( working together to communicate the same messages , to be consul ted and to 

contribute to the team removes embarrass ing confusions and weaknesses). access (without 

knowledge management systems that support the ident i li cation and dissemi nation of information 

and experi ence. individuals cannot be kept up to date and involved),strength(maintaining 

horizontal and vertica l comm unications, fac ili tat ing communications channe ls, managing 

messages and enables the team to max imize its added va lue and capacity to carry out advocacy 

and behavior change work), efficiency (increasing knowledge management and lesson-learn ing 

means that whee ls are not rein ve nted. response times are reduced and people are able to focus on 

construct ive inputs rather tha n feel ing exc luded and having to duplicate activities). 
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Wil lner (2006) emphasize as. effectiveness o f communi cation strategies implcmentat ion 

deve lops partnerships among governments. loca l communit ies, and NGOs to encourage and 

moti vate people to work together for change. Further create awareness and suppo rt fo r 

sustainable deve lopment issues, acce lerate and improve people 's behav ior. on adoption of 

tcchnolog ies and performances that lead to maintainab le progress. Empower loca l people to 

spcak for thcmse lves and to continue their efforts into the future . As for understanding th e 

importancc of cffccti ve ness of communica tion strategies implementation , Kul visaec hana (200 I) 

asserts that implementing communication strateg ies e ffecti ve ly is important for both manageri al 

and organ izational success. The noti on of e ffecti veness of communication strategies 

implementation is not mere ly confined with an interactive col labo ration between employees, but 

it al so has an impact on organi zat ional issues. 

Furtherm ore, Grenier et al (2000). in Baker (2002). pos its that communicati on is not onl y an 

essential aspect of these recent organi zational changes, but effectiveness of communicatio n 

strategies impl ementation can be seen as thc foundatio n of modern organi zations . With thi s 

rcspect, effec ti veness of communication strategies implementation is particular ly useful in 

illustrating how communications can be used to assist an organization in rea li zing its core 

obj ecti ves. Im plementing communication strategies effecti ve ly seeks abo ve all , to strengthen the 

o rgan izat ions effectiveness. principall y by rai sing understandi ng and support amo ng key 

consti tuencies of the organization 's mission; and using communication as a tool in the delivery 

o f the o rgan izati ons ' operati onal acti vities. 

Cook et al (2004) suggests that, effective ly implementing communication strategies are very 

significant, since a ll organ izations have some so rt of method to portray their core message to the 

community. Without having a communication strategy that effectivel y reaches the predetermined 

target audiences, there is no way that the organ ization with influence as many peop le. If the 

organi zation is go ing to spend the time to fi gure out their key messages. it would be best to 

deve lop a strong communication strategy. Add itional ly, thi s would guarantee the time was not 

wasted and the message will reach the publi c sector in the easiest way. Moreover, they move on 

to argue that the purposes o f the effecti ve ness of communicat ion strateg ies implementation are to 

close the gaps that may exist between them. T here are poss ibly different gaps that need to be 

16 



closed through effect ive implementation of organizational comm unication strategies. The 

organization al vis ion-employees or culture gap develops when the leadership mo ves the 

organization in a strategic direction whic h is a management communicat ion issue not understood 

or supported based on knowledge by employees. Whi le the organ izational status - employees or 

cul ture gap is caused by a misa lignment between the organizati on' s reputation and culture. The 

organi zational status-vis ion gap is also the result of confl ict between what the leadership of thc 

organizat ion sees as its future and key stakeholders ' and customers perceptions or ex pectations 

of the organizati on. Thus, effectively implementing communicati on strategies playa vital ro le 

fo r an organi zation in achiev ing its strategic prioriti es. 

Laura K. et a l (200 I) asserts that , as effecti veness of communication strategies implementation is 

the key to organizationa l success, an ineffective comm unication strategies implementati on can 

cause many problems that can impact relationships. producti vity, job sati sfaction and moral as 

we interact in organizations. If effecti veness of communicat ion strategies implementation can 

fa il and a massage can be understood in different ways, it will be misunderstood in the manner 

that does the most damage. The more effecti veness of communicati on stratcgies implcmentat ion 

there is, the more the organi zation to be successful. 

As a compilation of pape rs on practicc of public relations in Afri ca: 

The purpose of effecti veness of communication strategies implementation is to 

integrate all the organization's programs. Besides, sound effective ly 

implementing communication strategy is essentia ll y to achieve maximum result 

with minimal resources and to ensure that insti tutional efforts arc fuJl y aligned 

with over all goa ls and obj ectives. Another use is to simplify the process for our 

planners, particularl y in areas re lated to intcrnal and ex ternal communicati ons and 

public relations, including but not limited to market ing. ad vertising. media 

relations. crisis management, and public relations counseli ng, pri nt, on line and 

electroni c communications and social media strategies. branding and process 

management. Mo reover. effect iveness of comm unication strategies 

implementat ion has a vita l ro le on awareness creat ion (S hobajo, 20 I I . p.1 06) 
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2.3. Factors Affecting thc Implemcntation of Effective Communication Strategies 

Acco rding to Framework on Effec ti ve Rural Communication fo r Deve lopment assert, the 

effectiveness of communicati on strategies implementat ion is hindered due to hi erarchi cal, top­

down . one-way. and undifferentiated communication to bene fi ciari es . prevents effecti ve 

com munication in the sense of mut ual learning. Organi zational working environment often does 

not allow communication skil ls to be deve loped or implemented (e.g. time pressure , overload 

with admini strati on, no incentives) . The lack of accountability to cli ents makes the service 

pro vider much less interested in communication , since the feedback of employee on the quality 

of serv ices has little influence on their remuneration. Rottenl y, neglecting capacity building in 

the necessary communication skill s of professional s and fron t line staff of techni cal services. In 

suffi cient support and follo w up. particularly in rural areas hamper not only media 

communication, but even face-to-face comm unication . The lack of resources inhibits their ability 

to utili ze new media and communication opportuniti es. These cultures of many organi zations do 

not support the effective implementation of communication strateg ies (I' AO, 2006 ). 

Laura K. et al (200 I) comments that, ineffectiveness of organizat ional communication strategies 

implementation occurs due to information overl oad, COlllll1lmication anxiety, unethical 

communication, bad timing, too little informat ion. message d istortion , lack of respect. 

insuffic ient informati on, minimal feedback, ineffective communication , and even dis interest or 

apathy. As Baker (2002) cited Rogers (1976) depict that. in the contemporary world effecti ve ly 

implementing communication strategies are challenged by several factors. Hori zonta ll y the 

e ffecti veness of communication strategies implementation is affected th rough, consistent and 

long-term supervision, continuous eval uation and remarks. But they are al so chall enged along a 

ve rti ca l axis which shows that the strategic effort includes a ran ge o r constituent pillars with very 

di ffe rent characters (military. trade, di plomacy. aid and so on) at diffe rent stages of deve lopment , 

and with diffe rent requi rements as far as communi cations strategies are concerned. In these 

conditions, consensus and coherence may be impossible to ach ieve. 

By the same token, Robert and Paul (2011) argue that, the fundamental problem for ineffective 

cO lllmuni cation strateg ies implementati on is an iterated reacti ve approach to communications 

st rateg ies imple mentat ion that in itselr is insuffi c ient to cope with the relat ionship between 
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strategy, policy and action. On the other hand , the barriers of effectively implementing 

com municati on strategies are depcndent on the typc of strategy. type of organization and 

preva iling circumstances which can be avoided if strategy deve lopment is coupled with 

effec ti ve ness of implementation. Li halo (20 13) asserts that, effecti ve ness of communication 

strategies implementation delayed by the lack of understanding of a strategy and the inabi lity to 

connect strategy formulation and implementation has an impact on successful implementation, 

lacks of direction from manager's leads to employees not knowing what the organization is 

ex pecting from them, and a part of the employees cou ld have built the ir own goal s aligned to the 

organizational goals. 

However, the organi zation goals might be different from how the employee has understood them 

and set the goals. Motivation problems can also make some employees to put the ir own interest 

ove r the organ izati on at the organization's expense. A motivational problem arises also when an 

organization favors other departments thus the departments not favored may boycott any 

strategic direction by the organization. Employees also compare what and how other 

organi zation are doing and expect at least the same level in their own organization. As we ll, 

culture also ean be a barrier to communication strategy implementatio n. Inappropriate systems 

utilized during the process of operation, institutionalization and control of the strategy are often 

sources of chall enges during strategy implementatio n. Lack of leadership from top executi ves 

arises when the top managers and leaders do not commit themse lves to the process of 

communication strategies implementati on in an organi zation . 

Lynch (2000) and Canhada (201 1),cited in Lihalo (20 13) suggests that, when communicat ion 

strategies implementation goes beyond the plmmed time, rigid and bureaucratic organizational 

structure and insuffic ient financ ial resources to execute the strategy form part of systemic 

barri ers. For any strategy to be effecti ve ly implemented, it requires we ll trained and competent 

manpower. But the cost of training the staff, lack of qua lified people to train and limitation in 

time may act as a barrier to effectiveness of communicat ion strategies implementation. 

Res istance to change normally leads to de lays, add itional costs and destabi lizes organization 

change process . People working in an organ ization sometimes res ist change proposa ls and make 

strategy di ffi cult to implement. 
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Further. the barricrs to e ffecti ve ly implementing communication stratcg ies include lack of 

consensus. knowledge. understanding and transparency regardi ng the meaning of the 

o rgani za tions' mi ss ion and vision. lack of rel ation between strategic content and strategic 

process, lack o f coherence between strateg ic planning and resource a ll ocation, lack of strategic 

feedback, a relat ively inflex ible formal structure due to IT, lack of involvement of the 

o rgani zation 's management and using techniques that are inappropriate to o rgani zat ional 

reality. As a Chatham /-l ouse Report (20 11) comments, the challenge o f effectively implementing 

communication strategies is to ga in insight rega rd ing the relat ion between the orga ni zatio n's 

strategic prioriti es and its internal and externa l stakeholders' agendas, needs and wants. 

2.4. Theoretical Frameworl{ of the Study 

T he need to study, understand , and e ffecti ve ly use organization al communication has been. fo r 

many indi vid uals, an after-the-fact en li ghtenment (Thomas E. and Mark D.. 2008 ) 

Communication strategies goals wo uld requi re a more holistic approach to understand the role of 

communi cati on strategy in the currcnt wo rld . Such cons iderat ions wou ld in turn enable a more 

uni fied understanding of the ro le of a ll components in the communicat ions too l box that are 

relevant to responslvc strategy. Particul arly, in order to communicate strategica ll y. 

communication strategy must be adaptive to the leve l and moment of app lication. The need for 

flexibilit y supports the view that communicati on strategy should be seen more as a framework 

than as a paradigm in its own ri ght (Paul , 20 I I ). 

2.4. 1. Participatol), Communication Theory 

According to framework on effective rura l communication for deve lopment. parti cipatory 

approac hes shou ld result In effecti ve communicati on stra tegies im plementatio n and have 

meaningful e ffects on po licies, institutions, wealth d istributio n and people 's atti tudes and 

liveli hoods (FAO. 2006) 

Parti cipatory communicati on theory is close ly assoc iated with Paulo Freire's model of 

communicati on which cons isted of fi vc key concepts : dia logue, conscientious, prax is, 
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transi'ormation. and critical consc iousness. Dialogue cons ists of the back and forth 

communication bctween those wi thin developmcnt organizat ions and those they se rve. 

Consc ientious is the ack nowledgemelll, awareness and handling of the inherent power 

differential and poss ibl e di senfranch isement between the organizat ion and the native populat ion. 

Prax is in volves the ongo ing exami nation of theory and real wo rl d practice. Transfo rmation re fe rs 

to the enlightenment or education of the nati ve population in a way that promotes active 

consciousness and criti cal thinking in regards to their situation andlor why certain change 

implcmentation is taking place. Critical consciousness is the active socia l and political 

i nvol vement of thc benefi ciaries. 

Acco rdin g to Freire. the incorporation of the abo ve in the design of a development project would 

Icad to a more dcmoc ratic fo rm of communicat ion. Likewise. McPhail (2009) suggests that, 

participatory communication thri ves on input from people from a ll wa lks of life and of every 

socioeconomic sphc re. 

Thc participatory approach embodies multiple leve ls of entry regarding in terven tion and 

commun ication in order to involve all key fig ures invo lved in the soc ia l change process . This 

approach starts from the bOllom-up and establishes open forms of communication based on trust 

in order to mobi li ze and organize participants based on common goal s fo r change. 

Public-based strategy, particularly those uSing participato ry approaches . can improve the 

communication strategies thro ugh invol ving benefic iari es in poli cy design. implementa ti on, and 

eval uation. Participatory approaches can help empower communiti es . create a sense of 

ownership, and foster accountabi lity to implement the pol ic ies, strategics and programs. Such an 

approach is recommended to be used as the basic methods and approaches appl icab le to the 

communication strateg ies. 

Community partic ipat ion can lead to increased equ ity and sustainabil ity if the process empowers 

di verse members of communities especially the most di sadvantaged. to mobili ze and gain access 

to resources and to advocate for change to impro ve their positions (K ri stin , et al. 2006) 
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According to the Global Water Partnershi p (GW P), parti cipatory approaches cover a wide range 

o f tools and methodol og ies which a ll have one common feat ure : they a ll attempt to actuall y 

in vo lve "the pu bli c," and give them both a stake in the outcome of the process and power to 

determine its di rection. Most participatory approaches work with groups o f people (G WP, 2002). 

Participato ry communication is mostl y a sclf~determin ing mode l in that it docs not focus on 

desc ribi ng conditions that already ex ist but rather seeks to perpetuate enviro nmen ts, espec iall y 

withi n the econol11ic deve lopl11 ent of third world nations that encourage the indi genous 

popUlat ions and the interve ning pa rti es to communicate in such a ras hio n. Hav ing a tightly 

Cocused objecti ve. literature on parti cipatory communication tends to lean towards evaluation of 

change imp lementat ion with real world projects and exam ining the ell'ec ti veness of inclusion of 

nat ive ci ti zens in the deve lopment or third world countri es. T he literatu re also d irfers in the 

application of part icipa tory actio ns as either an end in itself. or as a mea ns to end - whether that 

is soc ia l. cult ural. economi c, or political in na turc. Three rationales ex ist fo r participatory 

communication: the native population possesses relevant inrormation regarding their own 

ci rcumstances and is a uni que resource w ithout which a deve lop ment project might Cail: the 

native population has the fun damental human right to contribu te to the format io n of their own 

advancement; and inclusion of the nati"e population will draw more support whic h will in turn 

faci litate the ac hi evement of commo n goal s (McPhail. 2009). 

On the other hand. 13ergda ll (1993) in Mul wa (2003) stated that popular participation has become 

a buzz-word in development comm unity in recent years as more and more actors have reali zed 

that improvement in li v ing conditi ons are not brought about from above by some benign agency 

but by the beneficia ri es themsel ves taking an acti ve part in the process o r bringing abo ut the 

change. 

However, it would be fair to acknowledge at thi s j uncture the fac t that community participation 

has meant d iffe ren t things to different people. Hence. there can be no s ingle de finiti on or 

un iversall y accepted understandi ng o f the concept of part icipatio n. The practi ce of participation 

is equa ll y re lat ive. as its interpretation and therefore its appli cation will large ly be d ictated by the 
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c ircumstances on the ground . For some, participation is an effort to invol ve the community in the 

implementati on of already drawn-up blue print plans. Empowering pcoplc starts from providing 

co rrect and up-to-date info rm ation and the ap propriate skill s needed for behaviors change and 

mainte nance. I-fence, the impress ion here is the involvement of the commu nity in publ ic -based 

strategies ensures the sustaina bility of those strategies. 

McPhail (2009) re iterates that participatory communicati on stresses the basic right o f all peopl e 

to be heard. to speak fo r themse lves and not to be represented or rewarded by another party. This 

open approac h to communication attempts to faci litate trust and is aimed at rec ruiti ng the 

participat ion o f the native popu lations in third world countries in their own deve lopment 

Accordingly, the Oromia Regional Government Communication Affa irs Bureau commun ication 

strategy implementation requires invo lvement of the public on govern ment po li cies. strategies 

and programs need effective and participatory communicat ion strategies to create awareness and 

deve lop altitudes . As a resu lt. the parti cipatory communicatio n theory seems more applicable to 

this study. 

2.4.2. Social Mobilization Communication Theory 

Acco rdin g to a coml11unication strategy for development programs, social 1110bil ization is a 

process of harnessing selected partners to raise demand for o r sustain progress toward a 

deve lopment objecti ve. Socia l mobili zati on enlists the participation of inst itutions. community 

nctworks and social and rel igious groups to use thei r membership and other resources to 

strengthen participation in activ iti es at the grass- roots level. The backbone of deve loping the 

social mobili zation component of a communication strategy comes fro m a combination of data . 

participant and behavioral analyses and community input. The issues on community part ic ipation 

are relevant here in that the vo ice of the community should help direct social mob ilization 

objecti ves and activities. Consultation will be needed w it h the community to ascertain which 

inst itutions: soc ia l. political and relig ious groups will have the most influence on the primary 

part icipants (UNICE F, 2008).The social mobil ization, incorporates, teachers, students, re li gious 

groups, farm ers' cooperati ves, micro-cred it groups. civ il society organizations, professional 
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associations , women's groups and youth assoc iat ions. Whether fo rm al or non-formal, 

organi zations se lected fo r soc ial mobil ization should be chosen according to the follo wing 

criteri a: genc ra ll y the group has a wide geographic spread ove r the coun try with a structurc 

emanati ng I·j·om the nat ional leve l down to lower leve ls of admi nistrat ion-to d istr icts and below. 

Its participation in a cause can be tr iggered and act ivated at the national leve l. The group is 

al ready known and accepted by the comm uni ty targeted in the communication strategy. 

ormall y. the task the group is req uired to perform is compatiblc with the va lues and principles 

underly ing the group's core vision ([bid). 

Soc ial mo bi lization is the bas is of partic ipatory approaches and e ffecti veness of comm unicati on 

strategies implemcntati on programs. It is a powerful instrument in decentral ization policies and 

programs aimed at strengthening awareness and att itude o f the community at local level (Biruk 

ci ted Mukundan (2006). Brown (2001) comments that mobilization refers to a process in which 

pcople jo in together to take action oriented measure to accomplish one or more objectives. 

Thompson and Pertschuk ( 1992) in other words suggest that mobilization is a process through 

which commu ni ty mem bers become aware of a problem, identify the prob lem as a high priority 

for community act ion. and decide steps to take act ion. More to the po in t. social mobilization as a 

component in the communication strategies is best used when: the bchavior bcing promoted or 

thc messages to di sseminate are s imple and peop le are generall y aware of an issue. Furthermore, 

effectiveness of comm unication strategies implementati on can be accompl ished through means 

of communication approach. For the most part, behavior change com municati on invol ves face­

to-face dia logue with individuals o r gro ups to info rm, motivate. problem-so lve or plan, with the 

objective to promote behavior change (UN ICEF, 2008). 

In addit ion. Mukundan (2006) add resses the issue of soc ia l mobil izatio n in noting that fo r 

success ful social mob il ization of the rural poor. there is a need for improved access to public 

inlo rmat ion on loca l deve lopment issues d irectly linked with their liveli hood interests. 

Commu nity is a word that encompasses many diffe rent types of soc ial gro ups. o rgani zations and 

institutions. In the development lex icon, social mobil izat ion is a ll ied with empowerment and 

participation of these com muni ty uni ts. An extra plus is that many types of neighborhood groups. 
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health and litcracy programs and the mass media-newspapers. radio and te levision-also pia) a 

vital rol e in social mobili zation in the community level (Mukundan. 2006). The overall noti on is 

that effecti veness of communication strategies implemcntation has someth ing to do with the 

context in which a parti cu lar society is li ving. In thi s regard thc ORGCAB communication 

strategy intended to create awareness and develop altitude o f the communi ty on government 

policics. strategies and programs which focused on achiev ing thc MOG goals based on the GlP 

of the country. 

2.4 .3 . T he Two-step flow of Co mmunication Hy pothes is 

The two- step fl ow theo ry was first introduced by Paul Lazarsfe ld, Bernard Berelson and Hazel 

Gaudet in the People 's Choice. This theory argued that ideas often flow from the mass media to 

the opinion leaders and from them to the less active sections of the population. The two-step 

flow of communication saw the commun ication process simply as a message going from sender 

to a receiver. The hierarch ic view o f commu nication can be summarized in Laswell 's class ic 

form ul a: "Who says what through which channel to whom with what e ffect?" (Laswe ll cited in 

Servaes. 1999:23 ) 

Accordi ng to Lazarsfeld , et al in Servaes (1999:23) cited in Temesgen (2007. p.34), the first 

formulat ion o f thi s approach is: "Idcas often (low fi'om electron ics and print media to opinion 

leaders and from these to less act ive sections of the popu lation" T hus. two elements are 

invo lvcd: the first is the notion of population divided into "active" and "pass ive" participants, o r 

"opin ion leaders" and "followers": and the second is the not ion of a two-step fl ow of 

communication influence rather than a direct contact between "stimulus" and "respondents" (or 

the so-called bu llet or hypodermic nccd le theo ry). 

The ge neral conclusion of thi s line of thought is that mass communication is less likely than 

personal influence to have a direct e ffect on social bchavior. However. as Lin ( 1973) quoted by 

Servaes ( 1999), the two-step flo w hypothes is neglects the fac t that a greate r amount of 

in formatio n flo ws di rectly from the media to users without pass ing throu gh opinion leaders. 
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In the samc ve in, the two-step n ow theory is critic ized for being li near and simplistic (li'om the 

mass med ia to opinion leader. and (i'om opin ion larders to indi vid uals) in its interpretation of the 

complex reality of into rmati on now. Whereas, the mul ti-step theo ri sts such as McQ uail and 

Wind hal ( 1983), Schenk ( 1985), argued that opinion leaders might obtain the ir informat ion other 

than through the mass media-through interaction with other opinion leaders. who disseminate thc 

information to the ir fol lowers. ind ivid uals in the social sys tcm (Na ti!'u. 2006: 18, cited in 

Tcmesgen, 2007. p. 35). 

Acco rding to the multi -step now theory of communicati on a more concrete information now 

from mass mcdia to opinion leader; from opini on leader to another op inion leader, as we ll as to 

thc community. On the ground of these facts, the ORGCA B communicati on strategy is designed 

based on the GTP of the country which was planned with the opi nion leaders. So as to rea li ze the 

expccted goal s and changes of the plan th is fl ow of information should be practical from below 

by the community those who need it on their own behal f. However. in the contex t of our country 

the commu nication strategies setup and the media practice need im prove lll cnt so as to play thi s 

ro lc indeed. 

2.5. An overview o f Oromia Regional Government Communication A ffairs Burea u 

Among the O romia regional government sector bureaus, offi ces. agenc ies. and enterpri ses 

loca ted in the capital c ity of the reg ion Finfinne (Add is Ababa). the Oromia Regional 

Government Communicat ion Affa irs Bureau is one of the scctors which was establi shed in 1995 

as Orom ia culture and prcss bureau . Latcr. since 2000 named as Oromia press bureau , then 

changed its name as Oromia Regional Go vernme nt Communication Affa irs Bureau since 2008. 

The bureau has struct ure within departments and o ffi ces from rcg ional leve l up to woreda. In its 

orga ni zationa l structure the bu reau has 1.759 huma n powers. Nowadays the bureau is 

im plementing seve ral comlll un icat ion stra tegies whi ch create awareness and deve lop attitude o f' 

the soc ieties of the region on government po li c ies. s tra tegies and programs with these structures. 
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The bureau' s comm unication strategy IS implemellled thJO ugh face to face and media 

communications. The bureau has two main departments at the zo nal and wo reda leve ls. namely 

the first department is government informati on and media sou rce and the second is governmelll 

and publi c relati ons department. Whereas the bureau has one additional ma in department at the 

bu reau leve l, which is the department o f communicators capac ity building and mcdia 

deve lopment. In add ition there are sub departments which support these two main de partments. 

[n 36 regional sec tors, there are governm ent communicati on a ffa irs main departmcnts led by 

communicators on the leve l of deputy manager of these regional sectors. 

T hesc mai n departments have their own staff hav ing fro m 4-9 human powers. Thc stakeholders 

of the bureaus are med ia, the rural and urban com munity, of the region which engaged on several 

acti vities; li ke farm ing, trade, commercia l acti vities and private and government employees. 

I-Ienee , thi s s tudy examined the practi ces and cha ll enges of the bureau 's com municatio n strategy 

on crea ting awareness and building attitudes o f its stakeho lders on gove rnment po li cies. 

strategies and prog rams. 
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Chapter Three: Research Methodology 

3.1 Research Design 

As indicated in chapter one. thi s study was main ly des igned to in vestigate the effec ti veness and 

chall enges of Oromia Regional Government Communi ca ti on Affairs Bureau Communi cation 

Strategy implementation and thi s chapter d iscusses the mcthod employed in ca rrying out the 

study. Th is study is a descripti ve des ign where qualitati ve and quantitative methods were 

employed as a princ ipal and supplementary method, respectively. 

As to Frey et a l (199 1). generall y behaviori sts col lect atomi stic quantitative units of analys is 

under controlled conditions. On the other hand . phenomenologists typicall y co llect holi sti c 

qualitati ve units of analys is under natural is ti c condi tions. Understand ing complex phenomena, 

such as 'communi cation' o ften demands combining both app roach. 

Mixcd resea rch method wh ich combines both qualitati ve and quantitati ve methods has been used 

so as to strengthen the reli ability of the study. As to Creswell (2009 cited in Adane, 201 2), th e 

problems addressed by social science re searchers are complex; and using e ither qualitative or 

quant itati ve approaches by themselves is inadeq uate to thi s compl ex ity. Bes ides. using 

tr iangulat ion approach provides and expands the researcher 's understanding of resea rch problem 

he/she investi gates. Hence. in order to reduce such lim itations. the triangulation (mi xed) method 

was thought to be applicable to this study. 

3.2 Method of the Study 

This stud y mai nl y foc used on qualitati ve data and partly on quant itative data that were supposed 

to give some descriptive funct ions. Understanding how human beings act and interact therefore 

necessi tates acquiring both quantitative and qualitati ve data (Rajasekar et al. 20 13). 

As to Frey et a l (199 1) communication rescarchers usuall y rely on three ge neral techniques for 

measuring research concepts: questiorUlaires, interviews and focus group d iscuss ion which 

comprisc both qual itati ve and qual itati ve methods. 
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3.3. Data Sources 

To assess the effect iveness and chall enges of ORGCAB communicati on strategies 

implementation, the stud y employed primary data from kcy info rmants who were wo rking at the 

bureau and the bureau 's segments. Secondary data were also ga thered from documents of 

ORG CAB communication strategy. Therefo re, both primary and sccondary data we re co llected 

for furthe r anal ys is. 

The 20 13114 document of ORGCAB communication strategy; which guides the practice of 

creating awareness and developing attitudes of the communities on governmen t policies. 

strategies and programs was se lected and anal yzed. The document anal ys is enables the 

re searcher to examine in what ways the experts and concerned officials implement the 

communicatio n strategies . Furthermore, the bureau' s 20 13114 supervision report used so as to 

evaluate the effectiveness of implementation and challenges of ORGCAB communicati on 

strategy. 

3.4. Sampling Techniques and Procedure 

In order to co ll ect the desi red data using appropriate research technique which guides the 

researcher on the process of gatheri ng the necessary data is important. Under the circumstances 

where lack of time and finan ce is principal , sample is the best way to stud y a given research 

problem. So as to deliberately include the structural subdi visions of ORGCAB in thi s stud y, the 

researcher has appl ied purposive sampling technique. This tec hnique was preferred as it is 

relevant to se lect key informants of the questionnaires and interview. 

The study targeted experts and officials wo rking in ORGCAB and its segments. From the 160 

total staff offic ials and experts in the bureau and its subd ivision of regio nal sectors, zonal and 

cit y admini stration 25 %( 40) have been selected with systematic sam pling techniques so as to 

gct aut henti c data. In the resea rcher 's conception. thesc purposive ly selected experts and 

offlc ials know more abo ut the effecti veness and challenges of' ORGCAB communication 

strategies implementation. 
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The selected respo ndents encompass 15 fro m communication offices of zone and city 

adm inistration , 15 !i'om regional sectors government cOllllllunication departments and 10 from 

ORGCAB experts and offic ials. T he questionnai res were. therefore. distributed to 40 experts and 

offic ials. 

furthermore. the researcher conducted individual in-depth interviews through purposively 

sclecting 3 experts and officia ls who were directly working on the topi c of the research and also 

with I representative from members of one purpos ively se lected Small Scale Micro Enterpri se 

(SSME) which was establi shed with the support of the bureau 's awareness creat ion and attitudes 

deve lopillent for the stakeholders. The interview took a week to explo re details on the particul ar 

issues relevant to the study . 

3.5. Data Coll ection Tools 

Triangulating data by using several data collection approaches is parti cularly importan t when 

undertaking organ izationa l research (Kingston. 2007). Several ty pes of data collection tools were 

employed in this study, such as questionnaires, in depth individual interviewees and focus group 

discuss ion wh ich provided the data . As Pattern (2004) cited in Adane (20 12:61), fo r qual itative 

researc h method purposive sampling is counse led. As a resu lt the resea rcher purposi ve ly selected 

individuals who had experi ences in implementing communication strategy of ORGCAB. Thc 

questionnaires were distributed to the systematically se lected 40 experts and officia ls. 

An interview guide was also prepared to conduct the interview with the purposively se lected 4 

interviewees. The guide conta ined different close and open ended questi ons on the effecti veness 

and chall enges o f ORGCAB communication strategy im plementation. To maintain the validity 

and reliability of the study all the researcher 's activ ities of gatherin g and cod ing data were 

checked and advi sed in every bit with adviser. 
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3.5.1. Questionnaires 

The objective of the questionna ire was to explore the effectiveness and cha ll enges of ORGCAB 

communicati on strategy im plementation from the po int of views of experts and offic ials in 

ORGCAB and its segments . Therefore, the questi onnaire was di stributed to 40 ex perts and 

officia ls. From a tota l o f 40 questio nnai res di stributed to cxperts and official s in O RGCAB and 

its segments, 35 questi onnaires were properl y compl eted and returned, 5 were incomplete and 

cxc luded from the analysis. Close and open ended questi ons, ranking questions, and multi-choice 

qucstions were included in the questionnaire. 

Qucstionnaires are commonly used in survey rcsea rch to gather information [rom large sample. 

S ince questi onnaires can bc mass-produced easily and inexpens ively and d istributed wide ly in 

person or through the mai l (o r even through an on line, computer netwo rk). they are useful for 

reaching large sample. Morcover. man y respondents can be give n an identical question naire 

whi ch makes reli abl e measurement techniques for survey research. As to Frey et a l ( 1991) there 

are two general strategies fo r ad ministrati ng questi onna ires: resea rcher admini stcrs 

questi onnaires which are administered in person by the researcher, and self-administered 

questionnaires. which indi viduals complete by themselves at the ir own direction. To do so, 

deliberately both strategies were applied on th is study. 

3.5.2. In - Depth Individnal Interview 

Intervie w was al so a major tool for thi s stud y, which enab les the researcher to question 

rcspo nden t deep ly about research prob lem. The personal nature of the interview provides 

resea rchers with both benefits and potential determinants in conducting survey (Frey et al 199 1). 

As Cohen ct al (2003) cited in Kingston (2007) the aim of an in-depth interview is to investigate 

more dee pl y into the ex peri ences of indi viduals. Mostl y in-depth interview parti cipants we re 

fam il iar with the ra ised issue and tend to be com fortabl e with qualitati ve interviews in 

comparison to other research techniques. 
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They allow the interviewer to almost ' have a conversation' with the interviewee about something 

of mutual interest. and can be less threatening than other techni ques (such as observation). Even 

if there are a number of diffe rent types of qualitative interview. in-depth indi vidual inte rview 

was a versatile approach appl ied in this study. In-depth indi vid ua l inte rviewees were pu rpos ively 

se lected and conducted with 3 communi cation experts and department head of ORGCAB and 

regional sectors government commun ication affairs ma in departments, as wel l as with I 

representative from members of purposively se lected one association sett led with Small Scale 

Micro Enterprise (SSME) at Bi shofiu town, which engaged on fu rniture production and the 

discuss ion approximate ly. took an hOUL 

In the process of cond ucting this. a semi-structured interview questi on gu ide was used to ensure 

consistency between the research issues and the data gathered. As Brewerton & Mi ll ward, 200 1 

mentioned in Kingston (2007) to acquire rich data fro m the interviewee. the semi-structured 

questions of interview allows the interviewer to analyses more deeply into areas of interest. As a 

result. the resea rcher has taken notes in the process and used tape recorde r to record the 

interviews having acceptance with the interviewee which in the meantime allowed for intensive 

note-taking so as to give va lue-oriented mean ing about communi cation strategies effective 

implementation and challenges. 

3.6. Method of Data Analysis 

As stated earl ier. the researcher employed mixed research method. Hence, the data were 

analyzed based on appropriate quantitativc and qual itative research methodologies . Quantitative 

da ta that was col lec ted by using the questionnai re was interpreted and analyzed us ing Stati stical 

Package fo r Social Science (S PSS). The resu lts were presented by using descripti ve stati sti cs. 

percentages and frequencies. The qualitati ve data obtained from interview also interpreted 

qua li tative ly in the study. Fi na ll y, thc results were summari zed and recommendations were 

drawn fro m the conclusion. 
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C hapter Four: Data Presentation, Analysis and Discussion of Findings 

Introduction 

'fhe mai n objective of this study was to examine the effect iveness of ORGCAB communicat ion 

strategy implementation and challenges on creati ng and developing the regio nal communities' 

awareness and attitudes on government po licies, strategies and programs. In thi s chapter. the 

anal ys is of the data obta ined using questi onnaires and in -depth interviews are presented. 

Accordingly, the major tech ni ques of communicat ion strategies. ways of the communication 

strategies implementation. appropri ateness extent of ORGCAB's communication strategy and its 

e ffective ness are presented and anal yzed using data from questionnaires and in depth in tervi ews. 

The questi onnaire cons isted of a total of 36 questions, 4 open-ended and the rest were close­

ended. The questi onnaire was aimed at revea ling the out look of officia ls and experts on the 

effecti ve ness of imp lementation and chal lenges of the ORGCAB communication strategy. 

Moreover, the way ORGCAB and its segments, ex perts and ollieial s implementing the bureau' s 

CU IIlIllunicati on strateg ics and what challenges they confronted were d iscussed based on the 

informati on obtai ncd fi'om in-depth interviews. For the sake of con fidential ity. the researcher 

coded the name of informants. The findings of survey data collccted th rough questi onnaires and 

in depth interviews were presented and di scussed simultaneous ly in thi s chapter. 

4.1 Demographic Backgr'ound 

The de mographic background of sample informants was indicated by age, sex. occupati on, and 

educational qualification as fo ll ows: 
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Table J :Age and Sex of Respondcnts 

I Ag~-" 
-----------

FI-cqucncy Percent 

- - '----
20-29 27 6 1.4 

30-39 II 25 

40-49 4 9. 1 

-
50-59 2 4.5 

To tal 44 100 

- -- -- ---1-----
Sex Frequency Percent 

- ----
Male 30 68.2 

Female 14 3 1.8 

Total 44 100 

.- --

The data were di vided into four age groups based on cutting poinis that divide the whole data 

into four equa l parts: 20-29. 30-39, 40-49 and 50-59. As can be seen from table - I above 60% of 

respondents we re aged between 20- 29, 25% respo ndents were aged between30-39, and 9.1 % 

respondents were aged between40-49 and 4 .5% respondents were aged above 50-59 yea r. 

Amongst respondents. 68.2 % of the respondents were male respondents and 3 1. 8% respondents 

were female. 

Table 2: E ducational Status of Uespondents 

----
Educational Status Frequency Percent 

- Diploma 10 22.7 
- ---
HAII3Sc 32 72.7 

f----
MA/MSc and above 2 4.6 

Tota l 44 100 
-

34 



As presented in ta blc- 2 above , the educational status of the respondents was . 22 .7% had 

Diploma, 72 .7% had BA/BSe degree and 4.6% had MA/MSc degree. Th is data indicates us that 

the majorit ies of the informants were qua lifi ed and had hi gher cd ucation in social sc ience 

depa rtments, mai nl y Journali sm and communica tion and lingui stics. 

Table 3: Responsib ility of Respondents 

Educational Status Frequency Percent 

Public Relations Officer 30 68.2 
- - --
Department Head 2 4.6 

Expert 12 27.2 

Tota l 44 100 

The above table- 3 shows that responde nts in the study had diffe rent occupation are background. 

the majority o[the respondents were pub lic relation officers. 68. 2% and 27.2% were experts, and 

4.6% were department heads. 

4.2. Data Presentation and Ana lys is 

·t2 . 1. Dcsign and Means of ORGCAR Communication Stra tegy implcmentation 

Designi ng effective communicat ion strategy concentrated more on the inside and the beli efs of 

the employees whi ch fo llow those of the main organi zation miss ions, visions and goals that can 

be eas ily portrayed to the public. The 20 13114 ORGCAB communicati on strategy also indicates 

as the bureau' s communication strategies designed to create awareness and deve lop att itudes of 

community on go ve rnment po li cy. strategy and programs. th rough effecti ve ly implementing with 

the bureau's officia ls and ex perts hav ing adequate knowledge. As the reg iona l sector 

government communication experts' state, the practi ce of communication strategies needs a ski ll 

intensive wo rk through the translation of any tool. technique, process, and method of doi ng from 

knowledge to impleme ntatio n. Particu larl y. practic ing communication strategies based on 
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knowledge to create awareness and deve lop attitudes ensure that the target group understands the 

messages. and a llows the communicato r to identify unexpectcd intcrpretations of the message. 

As a resu lt. before im plementing the strategies ha ving adeq uate knowledge of organi zational 

communica ti on strateg ies and sett ing appropriate means of communi cation is necessary for 

commun ity" s awa reness creation and atti tude deve lopmcnt. 

Moreover. these issues need to be we ll constructed , and knowledgeabl y communicated in a 

plan ned and pre-dete rmined way. The bureau' s communicative issue is not a simple issue, rather, 

it might be easi ly di storted ; bits cou ld be lost; it cou ld be wrong; it cou ld be also used [o r 

negative as well as pos iti vc purposes; it might be frighten people; it co ul d be bore or conFuse 

people; it co ul d be made up; and it could be hidden. Likewise, comm uni ca tions activities could 

fa il to communicate. 

Furthcrmore. the respondents that indicated the curre nt connicts occurred in the region on the 

issue of integrated plan of the Oromia special zone and Addis Ababa is one of the im pli cations 

wh ich happened as a result of communicati ng on the issue without kn owhow. In this regards, the 

bureau's structural segments offic ial s and ex perts ' needs to have nccessary knowledge to 

communicate effectively what they know. Th is implics the 20 1311 4 ORGCAB communication 

strategy was not well designed and be ing one of the constraining lactor which hinder the 

e ffectiveness of the bureaus commu nication strategies impl ementat ion. Besides. the fi ndi ng of 

questionnaires on the knowledge (view) of the bureau's structural segments o fficial s and experts· 

on the ORGCAB comlll unication strategy is presented as fo llows: 
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T able 4: Offi cia ls and Experts Knowledge (view) of ORGCAB C omm unication Strategy 

in Frequency and Percentage 

--- --- - --- ----
How do you view (yo ur knowledge) of Frequency Percentage Valid Cumulati ve 

ORGCAB Communicati on Strategy percen tage percent age 

Exce llent 2 5. 7 5.7 5.7 

Very good 0 8.6 8.6 14.3 J 

Good 5 14 .3 14 .3 28.6 

Sati sfilctory 7 20 20 48 .6 

Poor 18 5 1.4 5 1.4 100 

Total 35 100 100 
--- -

As it can be seen fro m the above table - 4, 7 1.4% o f the bureau structura l segments, official s and 

cx perts have no adequate knowledge (Sat isfactory and Poor) on the ORGCAB comm unicati on 

strategy. Th is fi nding shows that the bureau's communication strategies are often practiced with 

lack o f basic knowledge o f the bureau's communication strateg ies. From the react ions of key 

informants o f in-depth interview, the resea rcher pcrce ived that there are hi gh rate o f o ffi cia ls and 

experts ' turnover from the bureau' s structural segments. 

Further. the newly recrui ted experts and appo inted offi cial s pract ice the bureau 's communicati on 

strategy without ha ving suffi c ient short and long term tra in ing. Howeve r. the 201 3/ 14 ORGCAB 

commu ni cation strategy indi cate that "knowledge base communication stra tegy on awareness 

crea tion and att itude development are important to sol ve the prob lems hinderi ng the cOlll muni ty 

active parti cipat ion on implementation of govcrnment polic ies, strategies and programs 

success full y" (ORGCAB com munication strategy, 20 13/1 4, p 38). 
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Table 5: Means of Implementing ORGCAB Communication Strateg), in Frequency and 

Percentage 
----- - ----

Ilow yo ur o ffi ce o r deparlmenl Frequency Percentage Valid Cumu lat ive 

i mplementi ng the bu reau's commun ication percentage percentage 

strategy 
--

Meeting 3 8.6 8.6 8.6 

Ex hibition 2 5.7 5.7 14.3 

Holidays 
, 

8.6 8.6 22.9 j 

Newsletters (Ka llacha) 
, 

8.6 8. 6 3 1. 5 j 

Bulletin 
, 

8.6 8.6 40. 1 j 

Brochure 4 I 1.4 I 1.4 5 1. 5 

arional media(ETV) 2 5.7 5.7 57.2 

Reg ionalmedia(OTV) 8 22. 8 22.8 80 

Community radio 
, 

8.6 8.6 88.6 j 

Mini media 4 llA llA 100 

Total 35 100 100 
------ -~ - -

The result in table - 5 shows that 77. 1 % ORGCA B communica ti on strategy was implemented; 

us ing media communicati on channe ls; mainl y with electronic med ia. The finding ind icated that 

the bureaus' comm unicatio n strateg ies were predominantl y practi ced by reg ional med ia Oromia 

Television (OTV) 22 .8% and loca l media (communi ty radio and mi ni media) 20% respectively. 

This indi cates that the communicat ion strategies of the bu reau which ha ve been targeted on 

awareness creati on and deve loping alti tude of the community on gove rnment po licies. strategies 

and programs, so as to build image of the region and create consensus amo ng government and 

the community were implemented mostl y re lyi ng on media communication than face to face . 

Furthermo re, the 20 13114 ORGCA B communication stra tegy desc ribe that having continuous 

meeting ( face to face communicati on) with the community on government policies. strategies 

and programs created consensus amo ng government and the eommunity(ORGCA B 

Communication strategy 201 311 4, P 36). 
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Neve rtheless , the st rategies which were intended on creati ng awa rcness and deve loping att itudes 

like: the ORGCAB communication strategy need more or continuous and interacti ve face to face 

communica ti on. 

Table 6: Providing Feedbaci{s in Frequency and I>crcentage 

How yo ur office or department gets Frequency Percentage Va lid Cumulat ive 

feedbacks fro m the bureau? percentage percentage 

._--
Monthl y meet ing 

, 
8.6 8.6 8.6 j 

Written feedbacks monthl y 0 0 0 0 

Quarterl y meet ing 5 14.3 14 .3 22 .9 

Written feedbacks quarterl y 0 0 0 0 

Meeting and written feedbacks once 

with in six months 14 40 40 62.9 

Mee ting once with in Six months 

Tota l 13 37.1 37. 1 100 

35 100 100 

Tab le - 6 indi cates as feedbacks were provided 40% through written and meeting. whi le 37. 1 % 

only through meet ing once with in six months, respecti ve ly. On the other hand, according to thi s 

fi nding. 8.6% monthl y meeting feedback and 14.3 % qua rterly meeting feedbacks we re prov ided 

As thi s findi ng showed monthl y and quarterl y written feedbacks were not provided. However, 

the 20 13/14 ORGCAB communicat ion strategy implied as "Feedbacks regularl y probed on the 

effectiveness of the bureau ' s communication strategies practice on custo mer sat is faction. 

awareness creat ion and attit ude deve lopment" (ORGCAB communicati on strategy, 201 3/ 14, p 

38). 

As Informant 2and 3 explained 

Even if the ORGCA!3 communication strategy proposes as ",rillen(eedbacks given 

monthly. qlfarterly, and yearly on the progress o(regional seclors communication 
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activities. the practice shows as the bureau was providingleedbacks only through 

qllarter~)1 meeting. Yet. the bureau was not provided any wrillen .feedbacks lor 

the ir department, within the past lour years, and they were suggested as this is 

due 10 less allention was given on providing wrillen feedbacks to the regional 

seClOrs government communication departments (Personal interview, April 20-

221201-1) 

Moreover, informant I described that "The bureau 's 201 311 4 communicati on strategy stated that 

th c customer sa ti s faction assessments apprai sed regularl y twice in a year, which is the main 

inputs for the bureau to revised it s communi cati on strategy. However. the bureau's customer 

sat isfacti on was not investi gated within the past four years." He further elabo rated as 

implementi ng the bureau 's communication strategy without assess ing customers' sati sfaction is 

challenging task so as to address the targeted issues to its clienteles . 

4,2,2, Effectivcness of ORGCAB C ommunication St rategy Implemcntation 

Expen in fo rmed that the ORGCAB communication strategy di sseminated a message comprises 

several soc io-political and economic issues; and categorizes which comm unicati on strategies can 

most e ffecti vely reach particular target populat ions. [n this rega rd , the 20 13114 ORGCAB 

communi cation strategy have been planned for creating and deve loping the regional 

communiti es continuo us aware ness and attitudc development on government polici es, strategies 

and programs so as to bui ld active community participation and have been building common 

consensus among government and the communities. These strategies di ctate the di rection of the 

bureau 's vision for a year or more practiced gradua ll y focusing on poverty all ev iation sectors 

like educat ion. health , wate r, road bureaus and small scale micro ente rpri ses . 

According to the qualitati ve result. even if the bureau's communi cati on strategies concentrated 

on these sectors, there are gaps which need more efforts so as to create awareness and develop 

attitude of the communities on the policies, strategies and programs of these sectors. 

Furthermore. the finding of thi s stud y indicates as ineffective ly implementi ng the bureau' s 

commun ication strategies results fa iling long-term goa ls on sustainabl c awa reness creation and 
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attitude development on po licies. strategies and programs. The resu lt further showed , lack of 

knowledge based communication. lack of official s, experts ' commitment. continuous awareness 

creating and att itude development we re the majo r gaps of the bureau ' s communi cation stra tegies 

implemen tation. Besides, an appropriate comm uni cat ion strategy was of utmost importa nce in 

making all stakeholders to co ll aborate towards the scttled goa ls ofORGCAB. 

As in-depth interview with key informants the 20 13114 ORGCAB communicat ion strategy 

document indi cated the bureau' s major means of communication strategies practices was face to 

f~l cc communication, e lect ron ics and print mcdia communicat ion . These means of 

comm unication embraced several med ium of face to face and med ia communication, such as 

meeting. supervision. ex hibition , briefing kits, training and te levision, radio, bulleti n, brochures. 

ema il , direct mail , educat ional or briefing videos, leaflet, tel ev ision park, mini media, community 

radio (ORGCAB communicat ion st rategy, 20 13114. p 36-37). As a result , the ORGCAB 

communication s trategy need to incorporate all s takeholders and le ve ls of segments whose 

suppo rts arc req uired for the awareness creation and att itude deve lopmen t to be effecti ve ly 

im plemented, (i'om the comm unity to the regional level. 

Based on the respondents result, the bureau 's commu ni cation s trategies were implemented 

through means of comm unication d isseminated message to targeted groups. The ORGCAB 

communication strategy indicated w hich means of communicat ion can most effectivc ly reach 

particul ar target populati ons and how par1icul ar means of communication can help achieve 

pa rti cular goals. They further explained that the two main means of the bureau's communication 

strategies were face to face and med ia communications. w hich comprised d ifferent mediums. 

Each med iu m has its own advantages and disadvantages, so that each may be best suited to a 

pa rti cular circumstance. Face-to-face comm unication in seeki ng communities ' views and 

concerns is highly recommended in the bureaus ' communication strategies. Consequentl y, face 

to face communicati on plays a vita l ro le for the ORGCAB communi cat ion strategy which 

env isioned at creating awareness and develops att itudes of the targeted gro up, so as to create 

mutual unde rstand ings. 
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Resides, mass media can rai se the bureaus ' communication stratcg ics awa rcness of spec ific facts. 

becausc. the mass media arc asslimed to carry a certai n authority and reliabi lity. Mass media can 

also bc a means to reach rapid ly and model behavio rs and posit ive altitudes in the person of 

rcspected members of the target commun ity on the issues 0 [' the bureaus' commun icat ion 

strategies. As the 201 311 4 the bureaus' com municat ion strategy describes face to face 

commu nication becomes pri mary. while the mass med ia playa supportin g ro le. The docull1ent 

al so illustrated as when mass med ia arc being used. it is important to know which rad io stat ions 

and tele vision programs are popular with the target population. 

Acco rdingly, the ORGCAB communication strategy practi ced both face to face and media 

cOll1 munications in order to create awareness and develop the alt itudes of the comll1unity, which 

enables them to actively participate on government policies. strategies and programs 

i III plemcntation. 

The key informants responded that: 

From their20J 311-1 experiences they gave priorities for prim and electronic media 

so as to measure their success with number of infOrmation they have been 

provided through these media, quantitatively. Besides. they used lace to Flce 

communication on others scheduled meeting as message transmitter. J-101I 'ever. as 

a cOl11mLinicaror they have to practice the ORGCAlJ communication strategy more 

with scheduled and prearranged{clce to .{clce communication issues in order to 

promote and built image of their sector as well as their /'egion which is one of 

their major role. ((Personal imerview. April 20-221201·/, Injimnants 2 and J) 

The SSMEs informant a lso stated as 

"The zone and city administration communication office offiCials and experts were 

less attentive on communicat ing the bureau '.I' communicat ion strategies to the 

community properly throughfi;,ce to fixe communicat ion having consistel1lmeetings. 

flmher they were more focused on pril1l and electronic media; as \I 'ell as act as 

facilitators than communicators. "(Personal interview, Apri11 S120J4, Informants:!) 
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As these key informants ' s tated the burcau's commu nication strategy w hi ch focused on creating 

awareness, deve loping att itudes of the communities to bui ld image and create consensus become 

mo re effecti ve mainl y us ing face to face communication than med ia com mu nication. Moreover, 

communicating face to face has opportunity fo r d iscuss io n and giv ing feedback. 

Acco rding to informant I , the ORGCAB evaluates and monitor its activities to ensure as 

thc bureau is pract icing its communi cation strategies sati sfactory. Feedback is one of the 

bureau 's mechanisms to eva luate effecti veness of its communicati on strategies 

practice.(Personal interview, April 16/2014) 

Besides, monitori ng and evaluation are part of the ongoing management of the ORGCAB 

communication strategy, and it usual ly focuses on the process o f implementation . The bureau' s 

communicati on strategies monitoring and eva luat ion lead di rect ly to modifications of the overall 

program. as we ll as the strategies. mcssages and approaches oCthc bureau. 

Acco rd ingly, monitori ng is more of process based assessment " ,. hile evaluation is progress based 

assessment which was concentrat ing on the bureaus ' communication strategies success In 

achiev ing predetermined objectives of awareness creat ion and attitude dc vc lopment. Moreover, 

as the 20 1311 4 ORGCAB communication strategy feedbacks gathering fro m cmployees. 

s takeholders and customers who were relevant to im plementation of the bureaus com municat ion 

stratcg ies. served as a significant eva luative function fo r the bureaus' managers. Also, it is 

fu ndamenta l fo r ma nagers to gather and provide feedbacks on the practice of the bureaus' 

communication strategies. 

T he establisl'U11 ent of effecti ve in formation-gathering systems is one o f the practices so as to 

monitor and eva luate the ORGCAB comm unication strategy. Mon ito ring and eval uation of the 

bureau's comm unicati on strategy scheduled to cxecute with in its segments. Eva luat ion and 

monitoring reports, supervision. and meeti ngs are the malor too ls of the ORGCAB 

commun ication strategies monitoring and eva luati on works. 
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Thc 20 13/ 14 ORGCA B comtllun ication s trategies indi ca ted that the bureau standard ized these 

too ls so as to ensure its consistenc y. In thi s regards, the 2013/ 14 O RGCAB communication 

strategy impl y as a plan for gathering and provid ing feed backs drawn up during the initial stage 

of the ORGCAB communication strategy design. Accordingly. the bureau planned to give 

feedbacks at least quarte rl y to its segments. Contrary to thi s. the findin g of the study shows as 

provid ing feedbac ks was no t provided regularly properly on time. 

4.2 .3. Challenges on Effectiveness of ORGCAB Communication Strategy Implementation 

As the study key in-depth interview info rmants indicated human resources ha ve a significant rol e 

on effect ively impl ementing of the bureau's communication strategies. One of the main 

cha ll enges on implementi ng the bureau's communicati on strategies was high rate of offi cial s and 

ex perts tu rno ver. Th is hi gh rate of turnover resulted in lack of knowledgeable and skill ed 

manpower. The newly appointed officials and recruited ex perts ha ve di fferent backgrounds and 

they ha ve been implementing the bureau ' s communi cati on strategy without getting adequate 

tra ini ng. Furtherm ore. short and long terms on job trainings were not given on ti me for the 

rec ruited offi c ial s and experts. According to these respondents. ORGCAB stri ved on providing 

training thro ugh capacity buildi ng programs for experts w ith the support of PSCBs (Pu blic 

Service Capacity Bu il ding) trai ning budget. As these respondents informed, the desires for 

training was inadeq uate to provide training which could not cope up wi th the rate of turno ver. 

Nevcrthcless as a communicator these offic ial s and experts shou ld know what they communicate 

and in what way they have to communicate to their audi ences. 

Besides, they should develop mechanisms of gathering information from the ex ternal and 

internal world so as to have the abil ity to di sseminate message accessibly, accurately and timely. 

However. some of the appointed offi c ia ls were assigned without approvi ng their capabilities of 

communicating the bureau 's communication strategies properly as we ll as few of them appointed 

as re legation. 
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On the other hand. practi ce of communicat ion strategies requires an initi al and continuing 

allocati on of appropriate resources . remuneration and log istics. However, the a ll ocated budget 

re muneration and logistics fo r bureau were not adequate so as to implement the bureau's 

communication st ra tegies e ffectively. As a result of these prob lems. the offi cials and experts 

pract iced the bureau 's communicat ion stra tegies with the support o f other sectors. Thi s is one of 

the reasons that lead th e bureau 's o ffi cia ls and experts' to release , the employees . 

Moreover, the 201311 4 second quarter supervIsion reports acknowledged as the regional 

government gave less attention for thi s sector and the bureau was not committed enough on 

prov iding appropri a te feedbacks and supports. Addi tionall y, there were no co ll aboration alllong 

the re gional , zonal and woreda communicators on planning, supervising and evaluating. As a 

result. the official s and experts were di scouraged with these chall enges . 

As these informants ex plained, the effecti veness of the bureau 's communication strategy 

im plementation needs may fa il to succeed the des ired results even if the bu reau has for mulated 

an approp ri ate strategies it could not be much frui tful and the stra tegies may fa il to achieve the 

des ired goals unl ess the bureau 's top managers should be committed enough on the bureau 's 

comlllunication strategies practices. There fore, for the ORGCAB to be able to achieve its 

targeted strategic obj ecti ves these challenges should be resol ved in time and properl y. 

Furthermore, the fi nding o f respondents through questionnaires on the chall enges of the bureau 's 

cO llllll uni cation strategies impl ementati on impli es similar results. 
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Table 7: Challengcs on Effectivcness of ORGCAB Comm unication Strategy 

Implcmentation Presented in Frequency and Perccntage 

What are the main challenges of yo ur office or Frequency Percent Va lid Cumulative 

dcpartment on implementing thc bureau' s perccnt percent 

communication strategy? 

Budget 10 28.6 28.6 27.5 

Turnover 9 25.7 25.7 54.3 

Lack of training 6 17. 1 17. 1 71A 

Low remuneration 7 20 20 91A 

Lack of logisti cs 
, 

8.6 8.6 100 J 

Total 35 100 100 
----

The fi nding indicated In tab le - 7 above. that there are several institutional challenges that 

ORGCAB is facing in practicing its communication strategy. The finding shows that ORGCAB 

is mainly facing on lack of budget and hi gh rate of turno ve r. 

However. the 2013114 ORGCAB (p. 4 1) communication strategy indicate that "the concerned 

bodies must allocate necessary budget and human power which enable the bureau to implement 

its strategies effectively" Bas icall y, the bureau' s budget was allocated to major areas in a 

communicat ion programs communication research. monitoring and evaluation, training/capacity­

building. development and production of print materi als , development and production of 

broadcast materials. special events and local planning and coordi nation meeti ngs (ORGCAB 

communication strategy. 20 13114, p 4 1). 

r:urthermore, lack of adeq uate traini ng, supervIsion and feedbacks were the significant 

challenges. which hinder the effective practi ce of ORG CAB communication strategy. Similarly. 

providing inadequate logist ics. low remuneration wh ich exalt staffs turnover. inadequate 
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partici pation of the officials. ~xperts and stakeholders on developing the bu reau's 

com munication strategies are the dominan t chal lenges. wh ich the bureau may look into . 

4.3 Discuss ion of Findings 

Th is section deal s with th e d isc ussion on how the bureau ' s com munication strateg ies are creating 

awarcness and de ve lop ing att itudes of the com munity on gove rnment policies. s trategies and 

programs as found in the analysis. It ident ifi es downsi des and cha lle nges faced by the official s 

and experts in implementing the strategies by interrelat ing them wi th theo ries and models 

d iscussed in the literature review part. 

4.3. 1. Accommodating factors for the implemcntation ofthc ORGCAB Communication 

Strategy 

The Oromia Regional Gove rn ment settl ed favorable structure for effective implcmentation of the 

com mu nication strategy. In thi s regard at the leve l of dep uty manager. government 

commu nication affai rs mai n department in the regional secto rs and at the zonal and wo reda leve l 

the deputy manage rs of the sectors as communicators. These commun icators coo perati vely 

ap plying the strategies having common plan through mobili zing resources that are bei ng used to 

addrcss gaps, such as fac ilitating logisti cs, providing trai ni ngs and material s. 

The study ind icated that messages d isseminated through these communicators foc us on creating 

awareness and develop ing atti tudes of the community on the ir own secto r po lic ies. stra tegies and 

programs. These communicators also correct the wrong perception of the community and 

rep laced with deve lopmental atti tudes and create active parti cipant c iti ze ns. 

The supe rvision report fou nd out that the co llaboration of these communi cators were not well 

organized and susta ina bl y a ttempted to plan. monitor and eva luate their acti vities monthly, 

quarterly and yearl y. Furthermo re, they were not properly provid ing necessary feedbac ks on time 

to their customers and stakeho lders. Concerning feedbacks, Blazenaite (20 II ) ex pl ains as proper 

feedback in cO l11l11 unicat ion processes is of para l11 0unt il11porlance when secur ing the 

effectiveness and dynal11ics of a ll paral11eters in the cOl11l11un icat ion systel11, espec iall y along the 

lines of ve rti cal cOl11l11unication. 
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Besides, Hershey (2005) expresses the feedback as that can shed some light on what is and is not 

working well . This is essential inform at ion: we want to know wh ich of our products and tools are 

hitting their targets, and which are miss ing. We want to know how our audience receives them, 

and how their perception of us might be changing. Ilow might we change both our strategy to 

renect our use rs views and experiences with our communicat ions. 

S imilarly, communication ex perts tend to concur on some general guidelines for giving and 

receiving feedback as we ll as feedback should be given soon afier the particular situation. but at 

a time when it is likely to be received we ll. In many cases, if a problematic situation is allowed 

to continue for a long period, it might be very difficu lt to correct it later (Sky. 2003). 

Participatory approaches. also support public -based strategy like the bureau ' s communication 

strategies as it can improve the communication strategies through involving beneficiaries in 

pol icy des ign, implementati on, and eva luation. The study showed the ORGCAB communication 

strategy was applied th rough different means of communication. suc h as face to face and med ia 

communications. Face to face communication was the main and preferred means of 

cOlllm unicat ion for effect ive implementation of the bureau ' s cOlllmunicat ion strategies. At the 

zonal and woreda level the communicators ' proximity to the community favored them to face to 

face communicate. yet, did not practiccd by the communicators, indeed they sometimes tried to 

use filce to face coml11unicat ion through meeti ng, exhibition and holidays. Even though, they did 

not set agendas and schedu le by themse lves, instead they used the others' schedule. 

However, accordi ng to La rkin, communication should be face to face where poss ible - they even 

go so far as to say that if it is not face to face , then it isn't comm unication (Lark in 1994).Besides 

soc ial mobili zatio n communication theory recommended as widesp read change of behavior in 

short periods of ti me, a goa l that attempt on awa reness creation and attitude deve lopment 

succecded and dominated by face-to-face communication (UN ICEF. 2008). By the same token 

the multi-step theorists such as McQuail and Windhal, argued that opinion leaders mi ght obta in 

their information other than through the mass med ia-through interaction with other op inion 
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leaders. who di sseminate the information to their follo wers, ind ividuals In the social system 

(Nat ifu. 2006, c ited in Temesgen, 2007). 

The study partic ipant s explained that there is good opportu nity which enables the communicators 

to use the regiona l media and local channels, like commun ity radio and mini med ia. Whereas. the 

study revea led that there was maximum use of e lectronic media and minimal usc o f print med ia. 

Ilowever. mostl y they concentrated on using the regional electronic media. Lack o f budget and 

skill ed manpower were among the ex planat ions g iven for these problems. Mainl y implementing 

the bureau's communication strategies without having adeq uate knowledge was one of the main 

chall enging factors. 

Acco rdin g to Hershey (2005) assessed that we can only communicate what we know and we 

must understand and respect our communications abilities and limits, as we ll as our time and 

resources: communicat ions can be timc- and sk ill- intcnsive work. Blazcna ite (20 II ) agreed with 

Hershey's argument and underline as training and deve lopment for organiza ti on members 

enhances the communicators' communication ski lls. knowledge. and motivat ion to 

communicate. He a lso emphasized that detecting and overcoming organi zational communication 

strategies barriers (lack of knowledge, commi tment. budget, feedbacks. supervision , rate of 

turno ver and inadequate management style) may resolve large communicati on issues. sometimes 

challenging strateg ic communicati on of an organi zati on. 

4.3.2. Encouraging Effectiveness of ORGCAB Communication Strategy Implementation 

The study al so showed that the com municators strived to use model indi viduals who succeeded 

on implementing the strategies and play an important rol e in persuading and encouraging the 

community to acti ve ly participate on the implementat ion of the bureau' s strateg ies. Moreover, 

the communi cators tri ed to use model smal l scale micro enterpri ses; those app lied the strategies 

and benefited engaging on several act iviti es. These models were award ed and somcti mes get the 

chance to tcac h and share thei r experi ences. 
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The study ind icates, the community was more re li able on the witness of these mode ls than the 

communicators thought. Because, they were practicall y observed from these models the result of 

implementi ng the strateg ies. The study al so found infl ucntial and re li gious leaders used for their 

role in makin g massages accepted. They ha ve been deli verin g thi s message durin g communit y 

gathering and reli gious ceremonies. The opin ions and supports of these leaders were found to be 

signifi cant in influencing indi viduals and communities' awareness and att itudes. 

Furthermore. the one,to-fi ve deve lopment army group structures were other mechani sms of 

implemen ting the strategies. These groups ex pected to apply the strategies through enhancing the 

comlnLmity"s act ive parti cipation. 

Accord ing to the Globa l Water Partnership (GWP), participatory approaches cover a wide range 

of tool s and methodologies ha ving one common feature , they all a ttempt to actuall y involve "the 

public," and give them both a stake in the outcome o f the process and power to determine its 

direction. Most participatory approac hes work with groups of people (GW P, 2002). However. 

the study identifi ed gaps of communicators in that they did not use these models effectivel y and 

the one-to-five development arm y groups' activities were not continuous and supported 

sustai nab ly with thc comm uni cators. 
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Chapter Five: Conclusions and Recommendations 

This secti on has attem pted to summari ze whether the bureau's communication strategies have 

been we ll designed and pe rfo rmed so as to create awa reness and deve lop atti tudes of the 

comm uniti es to be active partic ipant and benefit communi ties. It a lso noted the chall enges 

affecti ng the executi on of the strategies and suggests recommendations to thi s end. 

5.1. Conclus ion 

The study has revealed that the design and means of implementing the ORGCAB 

communicati on strategy shou ld revised acco rding to the bu reau' s target to create awareness and 

deve lop attitudes of the community. As a result achieving awareness creation and behavioral 

change of the community on government policies, strategies and programs needs stri ving, 

beyond publicizing. In thi s regards, hav ing a we ll-des igned strategy which compri se need 

assessments. co ll aborat ion with stakeholders and in tegration of concerned communicato rs. has a 

significant role on the effecti veness of the bureau's communication strategy implementation. 

The study also ind icated that the effcctiveness of the burcau's communicat ion strategies 

implementation has impacted on the execution of government polici es . strategies and programs. 

The bureau' s communication strategy concentrated on awa reness creati on and developing 

attitude of the communi ti es so as to be active participants and benefic iaries' of govenU11ent 

policies. strategies and programs. The ORGCAB communicati on strategy was consistent wi th 

the participatory. social mobili zation and two·step no w app roaches whi ch can help empower 

communi ties create a sense o f ownership. innuencc to have a direct effect on socia l behav ior and 

foste r accountabil ity to implement the poli cies. strategies and programs. Likewise, modeling isa 

res pec table instance of the bureau's strategies that was playing a vital role to create awareness 

and develop attitudes. The study has shown that mode ling is encouraging the community in order 

to benefit acti ve ly implemen ting the government poli cies, strategies and programs. 

Besides. the cooperation o f communicators was bringing intended results through applying the 

sectors' policies. strategies and programs with active community partici pation. Similarly the 
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study fo un d out tha t thc communicat ion strategies by cmbracing the innuential and reli gious 

leaders we re creat ing awareness and deve loping attitudes of the communit y so as to be acti ve 

parti cipants and bene fi c ia ries having a sense o f ownership. Thi s was supported by the multi- step 

now theory of communication whi ch suggests a more concre te info rmation flo w from mass 

med ia to opini on leader; from opi nion leader to anot her op inion leader. as wel l as to the 

comm un i t y. 

Although. the bureau and its segments use mul ti-face ted methods which contrib ute for the 

ove rall e ffecti ve practices of the strategies. it needs more commitment on cont inuous execution 

of the methods. Regardl ess of these, the study indi cated that 7 1.4% of the bureau structural 

segment offic ial s and experts' ha ve no adequate know ledge o f the ORGCA B communicat ion 

strategy. l li gh ratc of turnover was the reaso n fo r lack o f offi c ia ls and ex perts' knowledge on the 

bureau· s commu n icati on strategies. 

On the other hand, the finding of thc study showed that the ORGCAB co mmunicati on strategy 

whic h were intended fDr c reating awareness and att itude deve lopment we re mainl y practiced 

through media communica tion . Fu rther, the managers did not gi ven neccssary a ttention to the 

bu reau ·s segments on providing feedbacks on time and regul arly. Lacks of budget and managc rs 

commitment were the causes for these gaps. 

As the finding of the stud y indicated, the bureau and its segments gavc pri oriti es fo r the event 

issues th an fo r s trategic issues . Similarly, accordi ng to the research 's find ing. the bureau's 

criti ca l problems were ignored without gettin g any so luti ons. It is poss ible to conc lude that 

ex perts and oftlcials in ORGCAB and its segments we re practic ing the bu reau's communicat ion 

strateg ies within unfavorab le conditi ons and no so lution was givc n fo r the problems they faced. 

These call s for the need fo r sustainable effect ive implementation of the bu rcau 's communicati on 

strategies for it had has many chal lenges sho ul d be given due attention. 
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5.2. Recommendations 

Based on the findings of the study, the researcher has come up with thc following major 

recommendations: 

• Thc bureau 's communicati on strategy requires appropriat~ budgct al location. and other 

resources to accomplish the identifi ed acti vities with effec ti ve ly implement ing the strategy. 

However, the existing a llocated budget of bureau was not able to successfull y appl y the 

bureau' s communication strategy. Hence, the team of ORGCAB deve loping the 

communication strategy would need to consult with the reg ional so as to develop a reali sti c 

budget. In thi s regards, each activity of the strategies al so will need to be va lued and likely 

prioriti zed as essential , and implemented if additional resources become available. In addition 

to cost ing each planned act ivity of the bureau's communications strategy. the allocated budget 

will also need to take into considerati on salaries of the employee. This enables the bureau to 

overcome one o f its major problems the rate of high turnover. The bureau and concerned 

reg ional government sector. such as Oromia Regional Govcrnment Civil Service and Good 

Governance Bureau (O RG CSGGB) shou ld so lve the problem o f high tu rn over of the bureau' s 

cmployee . 

• The duties and responsibilities of communicators on the executi on o f the bureau 's 

cOll1munication strategy need to be identifi ed at an ea rl y stage of des igning the strategy. 

Besides. thei r commitment and co ll aboration with the bureau has important role for the 

effecti ve implementat ion of the bureau's communication strategy. In many cases. this role is 

rega rd ed after the bureau 's strategy are made, reducing its potenti al bene fit s. However, the 

bureau ' s communication strategy requests cooperati on to implement effec ti ve ly. as a result it 

is essential ha ving and executing integrated plan and strategy among the bureau and 

communication affairs ma in departments of sectors, as we ll as at the zo nal and woreda leve l. 

This cooperation al lows the bureau to app ly the same acti vities once so as to avoid repetiti ve 

and perform on time wisely using resources. This integrat ion should be applied continuously 

planning, eval uati ng and supervis ing effecti veness of communication strategy implementation 

among regional , zona l and , woreda commu nicators. 
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• Efrecti ve implementati on o f the bureau 's communication strategy will require a good 

unde rstandi ng of the target audience and the reason the bureau wa nts to communicate wi th 

them. Ensuring as eve ryo ne has a role on implementing the strategy the bureau has to give 

pri ority for active community participati on. This role became effecti ve through participati ng 

communiti es. private sector, partners and other concerned stakeho lders. beginning from 

planning process, so as to create a sense of ownership. I-laving a sense of ownersh ip and 

common consensus is important for effecti ve executi on of the bureau 's strategy. As a result 

identi fying the targeted audiences and respect ing the bureau' s sta keholders role has a great 

impact on effectively implementing the bureau's communication strategy. 

• Several regional sectors saw communication acti vities, as a supporting instrument. However, 

gove rnment comm unication affa irs main departments o f regional sectors played a decisive 

role on commu nicat ing the sectors government policies, strategies and programs. In thi s 

regards essenti al attenti on should be given for this departments begin ning from appointing the 

proper communi cato rs at the leve l of deputy managers. Therefore, the regio nal govenUllent 

shou ld indu lgence thi s sector as for the others. 

• It is important to determine how the bureau's comm unication strategy issues will best reach 

the bureau's target audiences. The study indicates the bureau's communication strategy 

practiced more through mea ns of media communication ; however it is difficult to acco mpli sh 

the bureau 's strateg ies concern creating awareness and deve lop ing att itudes on government 

po li cies, strategies and programs with thi s means of communication. S ince each medium has 

its own advantages and disadva ntages, the bureau and its segments shou ld define which 

means of communication access to its pa rticular audience and achieve its strategies - face to 

face or med ia communicati on such as, meeting, exhibitions. special events. ho lidays, 

electron ic. print media and the web. Commun ication objectives identify ho w participants' and 

partners' behaviors will develop or change, to what ex ten t and over what period of time. They 

should not be confused with a program outcome or impact, but renect onl y what 
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communication can achieve. A communication objective shou ld not desc ribe an activity - it 

shou ld express the outcomes of ac ti vit ies . 

• Continuous capaci ty-b uildi ng is a lso extremely im porta nt for the bureau's manpower whose 

primary engaged on communicating the bureau's communication strategy issues with target 

popu lations. T he study shown the hi gh rate of turnove r resu lted unski lled man power; yet. 

adeq uate training which ove rcome thi s problem was not given. Therefo re. the bureau' s 

communication strategy was not implemented successfull y with adequate communicati on 

sk ill s. As a res ul t cont in uous trainings and supervision should be g iven for the employees so 

as to execute the bureau's communication strategy based on knowledge. Moreover, 

conti nuously monito ring and eva luati ng their performance is essenti al to provide appropriate 

feed backs on time. T raini ng in th is sector for effectiveness of commu nication strategy 

implementa ti on nceds to be included in pre-serv ice and in-serv ice train ing courses. Specialists 

in thi s fi e ld of work need to be recru ited and trai ned, particu larly in advisory services, and 

need to be g iven the necessary resources to contribute to e ffect ively implementi ng the 

bureau's commun ication strategy. When trai ning is given to inp ut dea lers giving ex tension 

advice in embedded services. emphas is must be placed on the communi cation issues as well 

as the tec hn ica l content. The bureau should alloca te and look fo r adeq uate bud get so as to 

provide these trainings with exte rn al and internal ex perienced professiona ls. 

• Furtherm ore, researches on the topic can be through in other ac tiv it ies se tt ing lls ing se lection 

of confirmed data co ll ecti on approaches to assess the commu nicati on strategy appli ed for 

awareness creati on and att itude development. Such as im provements of the bureau's 

comm unicati on strategy practice, the bureau's employees' j ob sati sfac ti on, and customer' s 

satisfacti on etc. 
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Appendix A 

The aim of this qucstionnaire is to obta in informat ion needed to conduct MA thesis rcsearch for 

the fulfillm cnt of Master of Arts in Journali sm and Commu nication. This program is carri ed out 

by the school of journal ism and communi cation organi zed under Addis Ababa Uni vers ity. Since 

yo ur accurate response is very valuable fo r the success of the study, as a resu lt you are kindly 

requested to respond honestly and genuine ly. The researcher promises yo ur response will not be 

used for any othcr purposes. Thank you for yo ur cooperati on 

I. Questionnaire for communication officers and experts of the bureau's segments 

from regional level up to zones 

Personal Information 

A. Sex: Male Female 

S. Age 20-29 ___ 30-3 9 _ 40-49 __ 49-50 __ 

C. Educat ional Background Diploma _ _ SA/BSc degree __ MA/MSc and above __ 

D. Responsibility Public Relations offi cer __ Expert __ Department head 

E. How long has it been since you employed in the o lIice? 

Less than one year _ Two years __ More than two years _ 

I. Please answer the questions by tick ing (,I') on your al ternati ve 

Poor Satisfactory 2 Good 3 Very good 4 

I How do you view (yo ur knowledge) of the Oromia Regional Go 

Coml11unication Affairs Bureau 's communication strategy? 

ve rtlment 

----------------._--------

~ How far the cO l11munication strategy of Orol11 ia regional go 

communi cation affa irs bureau (ORGCAB) are effectively implem 

creating awareness and changing attitudes of the community on go 

policies. strategies and programs? 

ve rnment 

ented on 

vernm cnt 

--

-
I 

1-

Excellent 5 

2 1 4 ) 

-- -- -

5 
---



2 Pl case answer thc questi ons by ticki ng (v') on yo ur a lternati ve 

Never Rare ly 2 Sometimes 3 Usuall y 4 Always 5 

2 .1 How yo ur o ffice or department i mplementi ng the bureau' s commu n icat i on I 2 
, 

4 5 J 

s trategy intended at creating awareness and changing alt itudes of' the I--
community on gove rnment po licies_ strategies and programs? With face to 
face communi cati on strategies 

2. 1 .1 Meet ings 
-- ---- - 1-- 1---

2.1.2 Holidays 
- -------_. 1-----I-

2.1.3 Ex hibit ions 

2.14 Panel discussions 

2.2 With channe ls o f' med ia 
~.2. 1 Nationa l media ---
~. 2 . 2 Regional media 
-- - ---- --
~. 2 .3 Community radio 
------ --

:.2 4 Mini media 

.2 .5 Ncws letters (Ka liacha) 
- -- -

.2.6 Brochure_ booklet a nd Magazine 

._ .. - ---.-------. ----- --
.2.7Ncws_ Programs and documentaries 

_. _ .. _--- -- -- ---- --.- --~.--
._- --- ---. -.--- ._-

.3 How does the burea u monitor. cvaluate and give su pports for yo ur acti viti es_ as 

wc ll as provide feedbacks? 

.3. 1 Providing and evaluating monthly check li st and report on regu lar meeting 
----
.3.2 Prov id ing and eva luating quarte rl y plan and report on regular meeting 

.3 .3 Providing and eval uating six months pl an and report on regular meeti ng 
--- . "--.. --~----.-- .. - ._-- - 1---
34 Providing and eva luati ng year ly plan and report on regular meet ing 
.. _----- I-----
J.s Monthly supe rvision 
--
J.6 Quarterl y superv ision 

-- . 

3.7 Six months supervision 

3 .8 Yearly supervision 
-
3.9 Tdephone 

- - --- - --- - -- -- -- ---
3.10 Fax 

3. 11 Emai I 

,. 12 Postal serv ice 
.. -



3 Please answer the questions by ti ck ing (/) on your alternative 

Face to face I Email 2 Postal se rvice 3 Fax 4 Telephone 5 

; I 2 I 3 I 4 I 5 I 

4 Please answer the questions by ticking (/) on your alternati ve 

Never Above one year 2 One year 3 bcfore nine months 4 

before six months 5 before three months 6 Before one month 7 

I 2 0 4 5 6 7 J 

4. 1 I-low long has it been Sll1ce yo ur office or department gets _. I-- --

feedbacks from the bureau? 
--L 

Monthly Written Quarterl y Written Meeti ng with in Meeting 

4. 2 Ho w your office meeting feedbacks meeting feedbacks ancl SIX once 

or department monthly quarterly written months wi thin 

get s feedbacks feedbacks Six 

fro m the once months 

blll 'eau? 

~-



5 Please answer the questions by ticki ng (/) on your alternat ive 

Lack of (profess ion) knowledge Lack of commitment 2 Lack of man power 3 

Rate o f turn ovcr 4 Absence of enough financial and professional support (budget. 

supervision, trai ning. feedback) from bureauS 

I 2 
, 

4 5 ~ 

5.1 What are the malll c ha ll enges of yo ur offi ce or department on 

implementing the hureau' s communication strategy? 

6 Do yo u think the community has been provided adequate information with the bureau' s 

communication strategy which creates awareness and attitudinal change o f the community 

on government policies, strategies and programs? Yes __ No __ 

6. I If you r response to question No 6 is yes. what are the progresses of the community on 

applying gove rnment po licies. strategies and programs? 

7. Are there an y measures taken by the bureau to improve its communicati on strategy'? 

Yes No 

7. 1 If your response to questio n No 7 is yes. what are the measures has to be taken? 

._-_._- -

- -- -------- -----



8. Does ORGCAB 's invo lve your offi ce o r departme nt on identifying prob lems and searching 

so lutions fo r the improvement of the bureau 's com municati on strategy? Yes __ No __ 

8.1 If yo ur response to quest ion No 8 is yes, how? 

9. Is there any recomme ndation which you will provide to impro ve the ORGCAB 's 

communicati on strategy? Yes __ No __ 

9. 1 Jf yo ur respo nse to question No 9 is yes. what is the recommendat ion? 



Appendix B 

II . Questions 1'01' in-depth individual interview with selecl'cd or samp le communication 

experts of ORGCAB and regional sectors 

Personlllinformation 

A. Sex : Male Female 

8. Age 20-29 __ 30-39 __ 40-49 __ 49-50 __ 

I'. Educat ional Background Dipl oma __ BA/BSc degree __ MA/MSc and above __ 

C. Status Pub li c Relati on Orlicer . __ Department head ___ Ex pert __ 

D. How long has it been since you employed in the office? 

Less than one year __ Two years __ Mo re than two years __ 

I. How far the bureau's comm unication stra tegy effecti ve ly implemented and add ressed its 

stakeholders appropriatel y? 

2. Have you observed any prog ressive att itudinal changes that yo u conceive resulted from the 

awareness creati on and attitude de ve lopment prov ided by ORGCAB' s communi cati on 

strategy? Ex plain 

3. How much is your parti cipati on on design ing the O RGCA B' s communicati on strategy? 

4. What are the maj or gaps and obstacles of Oromia Reg iona l Governmen t Communication 

Affa irs Bureau on implementing its comm unicat ion strategy effective ly? 

5. How do yo u exp lain the current status of the bureau's communication strategy on creati ng 

awareness and changing attitudes of the communi ty on government pol icies. strategies and 

programs? 

6. What reco mmendation can yo u give to improve the ORGCAB 's comm unicati on st rategy? 



Appendix C 

III. Questions ftl!- in-depth individual interview with Representative of SSME 
Personal Information 

A. Name of the SSME ________ _ 

B. Establi shed in ___ _ 

C. N umbers or members -------------
D. Engaged on _________ . ____ _ 

E. Name of the rep resentat i ve 

F. Pos ition orthe rep resentative ________________ . 

I. What is the contribution of ORGCAB com munication strategy ror you r SSME attitude on 
government po li cies . strategies and programs so as to establi sh your associati on? 

2. Ex plain any progress that yo ur SSME have observed wh ich yo u conce ive rcs ul ted from 
these awareness and att itudinal change deli vered by ORGCAB·s communication 
strategy? 

3. Does ORGCAB's invo lve yo ur SSME in designing and improv ing the bureau·s 
com munication strategy? 

4. What are the major gaps and obstacles or Oromia regional government communication 
arfa irs bureau on implementing its communication strategy e flectively? 

5. What recommendation can you give to improvc the ORGCAB 's communication 
strategy? 



Appendix D 

Code and Titles of the Interviewees 

The interviews conducted tool, place between April IS and 22, 2014 

---
Code Title 

Informant 1 Department head of ORGC AB 

Informant 2 Expert ofORSGCAMD 

Info"mant 3 Expert OF ORSGCAMD 
----- -
Informant 4 Representative of SSME 
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