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1. INTRODUCTION 

With an estimated 70% of the total population of Nigeria living in rural areas, agriculture is a 

mainstay of economic activity. Also, 

about 70% of the total farming 

population is composed of 

smallholder farmers, cultivating less 

than 5 ha and producing up to 90% of 

the total national output. Poverty 

remains largely a rural phenomenon, 

with two-thirds of the rural population 

considered poor. The livelihood of 

smallholder farmers has been 

constrained by a host of challenges: 

low productivity; paucity of 

opportunities for value addition; 

environmental degradation; limited 

access to productive assets and 

inputs; inadequate support services 

(extension and research); limited access to rural financial services; inadequate market and rural 

infrastructure (including water supply); post-harvest losses and a constrained enabling 

environment. 

 

To address these challenges, the Government of Nigeria and IFAD contrived the VCDP, 

adopting the value chain approach, to enhance productivity increases, promotion of agro-

processing, access to markets and opportunities to facilitate improved engagement of the 

private sector, and farmers’ organisations themselves, in the development effort.   

 

The programme development objective is “incomes and food security of poor rural households 

engaged in production, processing and marketing rice and cassava in the targeted LGAs of the 

6 targeted states enhanced on a sustainable basis”. The programme will be implemented over a 

six year period in Anambra, Benue, Ebonyi, Niger, Ogun and Taraba. The project activities are 

focused on the following three priority areas of intervention called components. 

 Component 1: Agricultural Market Development 

 Component 2: Smallholder Productivity Enhancement   

 Component 3: Programme Management and Coordination  

 

The primary target groups for the programme are poor rural households engaged in the cassava 

and rice value chains. This includes smallholder farmers cultivating up to five hectares of land 

devoted to cassava and rice, and small-scale processors and traders, with emphasis on women 

and youth. The total programme cost is estimated at USD 105.9 million, over a period of 6 

VCDP is well anchored in Nigeria government’s vision for 

agricultural transformation through commodity value chain 

approach, with emphasis on enhancing productivity and 

access to markets for rice and cassava smallholder 

farmers. 

The Value Chain Development Programme (VCDP) is a 

Federal Government of Nigeria (FGN) and International 

Fund for Agricultural Development (IFAD) programme that 

focuses on supporting cassava and rice value chains for 

small farmers in the six states of Anambra, Benue, Ebonyi, 

Niger, Ogun and Taraba while also addressing the 

constraints along the value chains. 



years. IFAD’s contribution is a loan of USD 75.4 million (71% of total cost), with an additional 

USD 0.5 million grant. The remainder of the financing is from federal, state and local 

government contribution, as well as beneficiary contribution.  

 

2. RATIONALE FOR VCDP MEDIA ENGAGEMENT STRATEGY 

An essential ingredient in raising an organization’s profile in order to ensure that key 

achievements are effectively, adequately and appropriately communicated to the target 

audiences, is to have in place a strategic media plan. The essence of a media plan is to ensure 

that an organization’s visibility is focused towards achieving the desired end.  

 

The media has an important role in shaping policy discourse and creating visibility for a cause it 

believes in, hence many organisations make conscious efforts to strategically engage the media 

to promote their activities and achievements. In order to sustain and expand its partnerships 

with key stakeholders especially the Federal and state governments in the face of competing 

programmes in VCDP states, that requires funding contributions, VCDP needs to put in place a 

plan to promote her issues to target audiences and stakeholders via the media, including online 

and offline communications. 

 

It has therefore become imperative that VCDP begin a systematic and structured engagement 

with the media to promote its capacities and achievements through the dissemination of case 

studies, stories of impact, lessons learned and best practices with an overall aim of 

demonstrating value for money to stimulate government’s interest in its activities and regular 

payment of counterpart funds as stipulated in the IFAD loan agreement.  

 

Publicising VCDP’s work in mainstream media will help to inform high-level discourse and 

government’s support for rice and cassava value chains and ultimately lead to achieving 

VCDP’s goal of reducing rural poverty, increase food security and accelerate economic growth 

on a sustainable basis. 

 

Furthermore, VCDP's mandate to increase incomes and create jobs for Nigeria's rural poor 

requires that target audiences have a broad based awareness of the project, its interventions 

and the opportunities created by the project. Communication and media engagement is required 

to provide useful information to varying audiences such as partners, stakeholders, beneficiaries 

and general public. This information will enable partners and beneficiaries to leverage 

opportunities provided as a result of VCDP initiatives.   

 

This approach will require the leveraging of relationships in the Nigerian media and the 

utilization of social marketing skills.  

 

 

 

 



3. MEDIA STRATEGY GOAL AND OBJECTIVES 

3.1 Goal:  

 

To galvanise government support, commitment and funding to make rice and cassava value 

chains a top priority development issue in the government’s agenda through effective media 

dissemination. 

 

      3.2 Objectives 

 

 To partner with the mass media to increase VCDP’s visibility in the public domain 

especially at the states level. 

 Create awareness on project interventions and demonstrate programme successes 

among key stakeholders and general public  

 To influence government and policy makers to create an enabling environment for 

agricultural value chain development by providing funding and policies to drive value 

chain approach.  

 Showcase stories of impact from the communities where VCDP works to highlight how 

the programme has impacted on target beneficiaries.  

 To build and strengthen capacity of media to encourage specialisation in agricultural 

value chain reporting  

 

 

3.3 Outcomes 

It is expected that the successful implementation of the action plans emanating from the media 

engagement strategy shall lead to: –  

i. Improved funding and commitment by the government of VCDP participating states to 

programme implementation success and sustainability 

ii. Increased awareness and visibility of VCDP interventions, impact and achievements  

iii. Significant improvement in rice and cassava value chains service delivery and rural 

poverty reduction 

iv. Positive changes in the country’s food security and accelerated economic growth on a 

sustainable basis through contributions of VCDP’s value chain actors. 

 

 

4 TARGET AUDIENCE/STAKEHOLDERS 

 

In developing a media strategy, one of the basic questions to ask is; who do you want to reach? 

Target here could be defined as “... a desired goal,” while audience is described as “those 

reached by the media including radio, print or television programming.” We need to clearly 

identify those audiences with whom VCDP needs to communicate to reach its desired goal. The 

target audiences cut across internal and external clients. Specific target audiences include but 

not limited to the following; 

 



 Community level - farmers’ groups, women /youth organizations’, apex associations’ 

community leaders, CBOs. 

 LGA level- local government chairmen, local government department of Agric. and local 

organizations’-NGOs.  

 State level – State government, Ministry of Agric., ADPs, Development 

departments/agencies and Non-VCDP participating states  

 Federal level – Federal government of Nigeria, Federal ministry of Agric. & Rural 

Development  (FMARD), Federal Ministry of Finance, Senate and House Committees on 

Agriculture, other relevant MDAs- SON, NAFDAC, BoA,   

 Donors – IFAD, development partners 

 Private sector- commercial banks, off-takers, marketing organizations’, service providers  

 Research institutes/Academia/Professional Associations 

 Youth/women groups 

 Value Chain Steering Committee (VCSC) 

 Media 

 General public 

 

 

 

 



 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 4: VCDP stakeholder groups. 
 
 
 
 
 

 

5. STRATEGIC APPROACHES  

 

The focus of this media strategy is to formulate guidelines on how VCDP can reach its diverse 

stakeholders, explore what strategic options are available for gaining more visibility in the 

media, share results and successes and showcase stories of impact to target stakeholders and 

beneficiaries and at what cost. The strategic approaches is tailored to effectively deliver key 

VCDP messages and create better understanding of the work VCDP is doing towards achieving 

its goal of reducing rural poverty, increase food security and accelerate economic growth on a 

sustainable basis. 

 

The media strategy is developed in full consideration of the methods of transmission of VCDP’s 

messages, ideas and works. In view of this, it is expedient to employ an integrated approach 
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combining processes to influence organizational reputation and cultivate relationships with 

target stakeholders through multiple channels. In this context, some strategic options are 

postulated. 

 

5.1. Developing Media Relations  

 

A proactive media relations effort should be a vital part of VCDP organizational engagement 

programme. The media requires special attention and understanding of their modus operandi. 

They set agenda and have the cardinal duty to educate, entertain and “accurately inform” the 

public about an organisation’s issue. Engaging with the media proactively will help to promote 

positive relationships on accurate reporting and identify issues that can be jointly promoted. As 

VCDP develops positive media relations, it is imperative to build capacity of management and 

staff on media relations as every staff is a representative of the organisation and may be 

required to speak on organizational issues at any point in time. 

 

5.2. Cultivating Media Relationships 

 

Why it is necessary for VCDP to cultivate 

relationships with the media is to establish a 

mutually beneficial relationship with journalists so 

that we can contact them when we need urgent 

reportage and vice versa. To cultivate positive 

relationship with the media, the CCU team needs to 

understand the media, what motivates them, what 

makes ‘news,’ deadlines etc and work to provide 

information that meets their needs. There are 

numerous distinctions between print, electronic and 

internet news organisations although all of them go 

with the generic name of ‘media.’ Just as they are 

different, there are even stark differences between 

specific functions within news organizations. It’s 

important to understand these differences before 

engaging with the media.  

 

Technology and society have changed dramatically. At one time, newspapers were king, but 

with the advent of radio and television, people’s perception of news also changed. It became 

easier to get the news as it unfolds. The advent of the Internet has brought a whole new 

dimension. We now have the ability to search out news and opinions from almost anywhere in 

the world, whenever we want them. Today, newspapers, radio and television are gradually 

losing audience to the Internet and social media.  

 

 

 

 

BOX 1: Cultivating media relationships: 

 Up-to-date media lists complete with 
names of editors, reporters or producers 
for all media outlets VCDP plan to use 

 Know deadlines, and work within hours 
of the medium we  want to use 

 Have a clipping file for all relevant media 
coverage for a complete record of 
coverage of VCDP's work 

 Regular contact with the editor and 
reporters who are designated Agric and 
business reporting contacts 

 Media tours,  round-tables, luncheons 
and breakfast meetings 



5.3 The Message  

The message to be sent out should reflect the issues and concerns associated with the 

identified target audience. They need to have correct information about VCDP’s work. We need 

to determine what information that would add value to existing relationship with them and better 

our reputation. 

 

Another key area is to develop message points for whoever is speaking on behalf of the 

organisation to ensure consistency and uniformity. The talking points or message points should 

be brief and consist of basic facts about the issue being publicized.  

 

Although all VCDP staff both at the state and federal level are representatives of the 

organisation, it is worthy to note that the National Programme Coordinator (NPC), State 

Programme Coordinators (SPCs), IFAD Country Programme Manager, IFAD Country 

Programme Officer and Knowledge 

Management and Communications Expert 

remain the face of the organisation at all 

times. Any staff granting interview to the 

media must clear with the NPC or the KM 

Expert. Any staff mandated to grant 

interview should be conscious of 

implications of comments made in media 

presence and should confirm the 

organisation’s position on topic of the 

interview with the NPC and or relevant 

technical lead.  

 

5.4. Media Profiling/Analysis 

 

A media analysis will help to identify media 

organisations who have been covering 

VCDP activities or who are likely to show 

interest in covering the programme’s 

interventions. This will enable the 

programme develop a media database of its media partners. Further, it is essential to develop 

an instructive profile of how we want our organisation and issues covered in the media. 

 

 

5.5. Building a ‘Media’ Team 

 

Team management is very crucial for effective media strategy implementation. Time and 

resources should be applied to the day-to-day activities of engaging with the media in boosting 

VCDP’s profile. We need staff to handle media engagements such as issuing press releases, 

contacting reporters, keeping and maintaining media database, filing newspaper clippings, 

tracking number of hits on the internet and generally making relevant information available for 

BOX 2: To be information media ready 

 We must have accurate, concise, 

interesting information about our 

organisation - its background, mission, 

goal and objectives, programmes 

interventions and benefits etc 

 Have a clear message and talking points 

on the issues we plan to raise 

 Hold introductory meetings with members 

of the press who are likely to cover our 

organisation and issues 

 Maintain an information base that is a 

valuable resource to the press, including 

a portfolio of data and stories 

 



the media. However, since we can afford a robust media team, we could engage a media 

consultant to support the implementation of the media strategy in the six VCDP states and at 

the national level. 

 

5.6 Budget 

 

This is a very critical aspect of any plan for engaging with the media. Publicity is an expensive 

venture and any activity targeted at raising the profile of an organisation has budget 

implications. This is because, resources are needed for hosting a media roundtable, media 

tours and for supporting the media to cover programme activities.  

 

There have been a lot of controversies concerning the 'brown envelope’ syndrome associated 

with journalists. While this is not being encouraged, the fact remains that light entertainment 

may be given to journalists who attend and cover specific activities of the organisation. Besides, 

honorarium is needed for transporting and training journalists to provide effective coverage. 

 

6.0. CHANNELS, TOOLS AND ACTIVITIES  

 

In order to cultivate the media effectively, the media team would embark on the following 

preliminary activities; 

 

Stakeholder Identification: Make a list of the newspapers, magazines, radio stations, 

television stations, international press and prominent Internet sites to engage with (develop 

database of media persons) and identify the appropriate person at each of these organizations 

with whom we want to cultivate a relationship.  

 

Print publications: For print publications, we would work with the Agric Editor and “beat 

reporter” who cover Agric issues or community news reporter. It’s also helpful to build a 

relationship with the editor of the newspaper or magazine, as they are the gate-keepers and 

management decisions rest with them. 

 

Digital/Electronic (TV, Radio & online media): Identify the news department of these 

organisations and establish relationship with the news assignment editor, news director or a 

specific reporter. Once we have our list of media contacts developed, we can now identify 

opportunities to communicate with our media contacts in a systematic way.  

 

6.1. TOOLS 

The mass media as the name implies, are methods of communication that reach large groups of 

people quickly and effectively. These include radio, television, newspaper, film/videos, music, 

theatre, magazines and internet. Having good media relations is not enough for getting into the 

papers or television or radio. The key is timing. There are various tools or ways that can be 

explored in order to get our organization information into the mass media as listed below; 

 



Information Package: We would need a comprehensive information package such as press 

kits, flyers and brochures readily available to share with journalists. The purpose of the press kit 

is to provide basic information that will elicit further inquiries. To influence media coverage, we 

also determine what the main news angle to communicate is.  

Editorial: If an issue becomes a major story then we can get the print or electronic media to run 

an editorial or ‘big story’ on it. These carry the most weight in policy circles and are a good way 

to bring issues onto the agenda, or state a position in an evolving agenda.  

 

Feature articles: Feature articles provide another way of getting our issues into the paper. It is 

usually lengthier and makes room for giving details and background information about the issue 

we want to publicise. Sometimes, we can also use our media contact to write a column on our 

interventions. 

 

Internet/social media: The internet has opened up a whole new way of publicity for 

development organisations. VCDP website, Facebook, twitter, blogs and YouTube are some of 

the tools that we would effectively utilize to generate debates, talking points and showcase the 

programme interventions and impact.  

 

Special Events: Special events, such as ‘World Food Day,’ national and state agric 

conferences are avenues to raise awareness on VCDP activities. The management or 

designated spokesperson for the programme could use the event to comment on topical 

agricultural issues including what the programme is doing. 

 

Value Chain Ambassadors: Working with key influential personalities in the states as Value 

Chain Ambassadors or Champions is another way to get the state government support and 

commitment to the programme. The programme would undertake ‘power mapping’ to determine 

those it could engage as VC champions to push the programme’s issues and advocacy to 

government at state and national level. 

 

 

6.2. Suggested Activities 

 

Below are lists of suggested activities that will lead to positive engagement with the media in 

publicizing VCDP activities. 

 

Advocacy Visits to media houses: The next step after stakeholder identification is to plan a 

visit to selected media houses to familiarise ourselves with the workings of the media. The visit 

would be an avenue to provide information on VCDP and get to meet the contact persons one-

on-one.  

 

Press Briefing/Sensitization meetings: The essence of this meeting is to encourage, build 

support and commitment from media representatives for improving effective and accurate 



reporting about your organizational issues. This meeting also helps to improve their knowledge 

and understanding of VCDP and its goals and objectives.  

 

Media tours: We will take select agric. editors on field visits to VCDP intervention sites to see 
the project supported clusters and interact with beneficiaries and partners. This is an excellent 
opportunity for the media correspondents to have first-hand experience of the project work. This 
will also ensure that key achievements are effectively, adequately and appropriately 
communicated to stakeholders and the general public.  
 

Media coverage of VCDP events: Although the programme has a MoU with News Agency of 
Nigeria to cover of its activities, it will also build strategic relationships with Agric. editors of 
select media to promote and create visibility for the project activities. The programme will work 
strategically to ensure the media is always present during key events such as flag off or visits to 
intervention sites by the state government. Adequate coverage by the media will enhance 
VCDP’s work and stimulate interest and support from key stakeholders in supporting and 
sustaining the project interventions 
 

Special feature on print and electronic media: The project will feature on select TV and radio 
programmes including print media interviews. This will also provide good opportunity to create 
visibility for the project work and results. 
 

Press releases and journal articles: The project needs to regularly issue press releases on 
select project initiatives. In addition, articles will be written up for publication in national and 
international journals. 
 

Media round-tables 

Media round tables are like discussion seminars and more elaborate. It may take place over a 

two-day period if it has to do with capacity building of journalists to equip them to report on 

agricultural value chains. The specific objectives of these roundtables are to explore the roles 

and responsibilities of journalists for ensuring accurate coverage of agric issues and improving 

their knowledge. This seminar provides a platform for experience sharing and brainstorming 

with reporters’ issues such as their experiences in covering value chain issues, barriers to 

effective coverage and their specific roles and responsibilities as agenda setters.  

 

Media breakfast meetings/luncheons 

Finally, one key aspect of working with the media is to appreciate and commend them at all 

times for covering our activities. One of the many ways to foster our relationship with the media 

is to have breakfast meetings or luncheons and use the opportunity to highlight programme 

issues we would like the media to focus on and build strategic media alliance.  

 

Radio jingles/Radio programmes 

VCDP may at some point in the life of the programme consider using radio jingles and 

programme to raise awareness on the programme interventions and impact.   

 

 



Media campaigns 

VCDP will also run media campaigns to draw government and key stakeholders attention to 

specific issues it wishes to address.    

 

 

  

 



7.0 Implementation plan: key activities, performance indicators and time line 
 

Specific  Media 

Objectives 
Key activities Timeline  

Planned      

target 

Output/Outcome 

measures  

Responsibility Budget 

MO.1. To partner with the 
mass media to increase 
VCDP’s visibility in the 
public domain especially at 
the states level. 
 
 
 
 
 
 
 
 
 
 
 

 

M.1.1.  Identify and 
build partnerships with 
media correspondents 

First quarter 1  
*A media database 
is developed and 
regularly updated. 
 
* Improved 
relationship with the 
media 
 
 

KMC 
advisor/Media 
consultant 

 

M.1.2 Sensitization 
visits to select 
media houses 

First quarter 1 

 

 

*Media Editors and 
correspondents are 
sensitized on VCDP 
goal and objectives 
and willing to 
support the 
programme. 
  
 

 

KMC 
advisor/Media 
consultant 

 

M.2.1 Organise Media 

parley to 
strengthen media 
relationship 

        

 

Fourth quarter 2 * Media 
correspondents are 
effectively 
promoting VCDP 
activities and 
achievements  
 
*Increased visibility 
of VCDP work  
 

KMC 
advisor/Media 
consultant 

 



Specific  Media 

Objectives 
Key activities Timeline  

Planned      

target 

Output/Outcome 

measures  

Responsibility Budget 

MO.2. Create awareness 

on project interventions 
and demonstrate 
programme successes 
among key 
stakeholders and 
general public 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

M.2.1 Issue press 

releases and 
video news 
releases to TV 
and radio stations 

        
 

First-fourth 
quarter 

12 
 

 

 

 

*At least 12 press 
releases issued as 
well as video news 
releases 
 
*Increased visibility 
of VCDP activities 
and impact 

KMC 
advisor/Media 
consultant 

 

M.2.2. Facilitate media 

coverage of 
VCDP key 
activities 

First-fourth 
quarter 

 

36 
Media 
correspondents are 
effectively reporting 
VCDP activities and 
achievements 

KMC 
advisor/Media 
consultant 

 

M.2.3. Develop radio 
jingle to sensitize 
key stakeholders  

Second 
quarter 

6 *At least 2 slots per 
day in select radio 
station in 
programme states. 
 
* Increased visibility 
of VCDP activities 
and impact 

KMC 
advisor/Media 
consultant 

 

M.2.4. Use social 

media to 
effectively 
engage 
stakeholders and 
general public on 
organization 
activities and 
results 

First-fourth 
quarter 

 * Increase in VCDP 
Fans base and 
followership (social 
network pages 
(Facebook, Twitter, 
YouTube) 
 

*Stakeholders and 
general public 
follow and get 
engaged on the 
organization 
activities through its 
social networks 
 

KMC 
advisor/Media 
consultant 
 

 

 



Specific  Media 

Objectives 
Key activities Timeline  

Planned      

target 

Output/Outcome 

measures  

Responsibility Budget 

 

MO.3 To influence 

government and policy 
makers to create an 
enabling environment for 
agricultural value chain 
development by providing 
funding and policies to 
drive value chain 
approach.  

 

M.3.1. Special feature 

on print and 
electronic media 
to advocate for 
funding and 
enabling 
environment for 
value chain 
development 

Third quarter 4 *The general public 
is informed and 
sensitized in 
advocating for 
government 
commitment to rice 
and cassava value 
chains 

KMC 
advisor/Media 
consultant 
 

 

M.3.2 Identify and 
engage VC 
ambassadors  as 
advocates for 
government 
commitment to 
rice and cassava 
value chains in 
participating 
states 

First-fourth 
quarter 

1 *Increased 
government funding 
and commitment to 
VCDP 

KMC 
advisor/Media 
consultant 
 

 

M.3.3. Identify and 
participate in 
fora /policy 
dialogues on rice 
and cassava 
value chains  

First-fourth 
quarter 

2 Increased 
government funding 
and commitment to 
VCDP 

KMC 
advisor/Media 
consultant 
 

 

M.3.4. Organise 
special flag-off of 
VCDP 
intervention sites 
by Governors of 
participating 
states 

First-fourth 
quarter 

6 Increased visibility 
for the government 
and funding 
commitment to 
VCDP 

KMC 
advisor/Media 
consultant 
 
 

 



Specific  Media 

Objectives 
Key activities Timeline  

Planned      

target 

Output/Outcome 

measures  

Responsibility Budget 

MO.4. Showcase stories 

of impact from the 
communities where 
VCDP works to 
highlight how the 
programme has 
impacted on target 
beneficiaries.  

M.4.1. Shoot baseline 

videos of project 
intervention sites 

First-fourth 
quarter 

6 Baseline videos are 
produced and used 
as advocacy tool 
and baseline 
materials to show 
project impact later 
on 

KMC 
advisor/Media 
consultant 
 

 

M.4.2. Organize Media 
tour of project 
sites   

First-fourth 
quarter 

6 Media 
correspondent 
report and support  
project activities 
implementation 

KMC 
advisor/Media 
consultant 
 

 

M.O.5. To build and 

strengthen capacity of 
media to encourage 
specialization in 
agricultural value chain 
reporting 

M.4.3. Organize Media 
roundtable/capa
city building   

Third quarter 1  

Media 
correspondents are 
further equipped in 
reporting rice and  
value chain 
development issues 

KMC 
advisor/Media 
consultant 

 

 

 

 

 

 

 

 

 



 


