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0. Executive summery

Through a research 3xM wants to determine the implaChristian Television programs on a
society for the stakeholders inside and outsidethganisation. This report provides you with
the results of the first impact research in the M#discan country Mali. Mali is a Muslim
dominated country (over 90% of the people are MusWith slightly more than 12 million
inhabitants. Since 1999 3xM supports the "Asscme@hrétienne de la Communication au
Mali" (ACCM) with the production of a weekly 20 mites Christian television program,
aired on the public national television channeérg\Saturday evening. This program is

called "La Bonne Nouvelle" ("The Good News"). Thesearch covers a period of six years.

This impact research started in December 2004 théHirst preparations. The methodology
is based on the book "Research in Church and Misswitten by Prof. Dr. Viggo Sggaard in
1999. Prof. Dr. Viggo Sggaard is senior professdiusler School of World Mission in
Pasadena, California and director of the Asianitltstof Christian Communication. Through
a survey among viewers and in-depth interviews ydsenters and pastors held in April and
May 2005, the basic data for this impact researat eollected.

When we look into the collected data and applg e whole country, we can draw three
major conclusions on the impact of the work of 3aMl its partner ACCM in Mali:

1. 3.1 million peoplein Mali watch the Christian televison program on a regular
bases. This means t#8% of all the inhabitantsof M ali watch "La Bonne
Nouvelle" always or regular on Saturday evening.

2. A far mgority of these viewersare Muslim: 80.4%.

3. Based on theresearch 1% of them became a Christian, if we extrapolate thisto
the Mudim viewer s thiswould mean almost 25.000 people.

Based on this we can say that the accomplishmeatis éine with the mission in Mali:
Reaching out to people by television, give thenetaen notion on Christianity and prepare
them for a change in life.



From the collected data we can draw the followirggmtonclusions:

1.

80% of the viewers indicate that their idea on &tlans and Christianity became more
positive through the television program. 60% ohtlgay they changed their life and
indicate they changed their lifestyle and increasddve and respect for others. From
the people who say they changed 92% claim the ehkasg until today.

Over 80% of the general television viewers speaklisa, the main local language in
Mali. "La Bonne Nouvelle" is biweekly produced md language and therefore comes
close to the viewers.

74% of the viewers live in the moderate social€iasMali. This indicates that the
program is well received by the average Malian. h&fee to keep in mind that
according to UNDP, Mali belongs to the 5 least dtgwed countries in the world.
Therefore "moderate" has in Mali a total differemaning than in the Western
context.

The age of the majority of the viewers is betweéradd 30 years. This is the
generation from which the leaders of the futurecliesen. By influencing them you
can change the future of Mali and its inhabitants.

84% of the viewers watch the program at home thenyard where the average group
size is 13 people (including people younger than THis confirms the perspective
3xM had on the habits and setting of watching tislem in Mali and Africa in

general: Viewers hardly watch television alone; tiyabey watch in groups of

people.

"La Bonne Nouvelle" is slightly more watched in tiugal areas than in the cities. This
is mainly due to the fact that in Mali there isypohe channel with national coverage.
This national channel (ORTM), where the programnsbroadcast nationwide.
Private channels can almost only be watched imtai cities like the capital

Bamako. Due to the private channels in the cityriinaber of viewers for the national
station there is less.

One in three viewers can recall at least one o$thgects of a program out of the
latest ten being aired. It is remarkable to seedah@ng Muslims the remembrance of
topics is larger than among others. This couldcath that they follow the message
with more interest and attention because what hieay is new to them.



These seven main conclusions indicate that theise® programs come close to the viewers
and confirm the picture that 3xM and ACCM had o& tharacteristics of the viewers.

Based on the full report the following recommenolattan be made:

1. 3xM and ACCM strives to come as close as possibtbd viewers by speaking their
language and produce the programs in their culagtting. This study revealed that
the main language of the general television vieuseBambara. When we take into
consideration that almost 40% watch "La Bonne NdeVenly if it is in Bambara
and 3% watch the program only if it is broadcasteldrench we can question the
usefulness of the biweekly French version of "LaaB® Nouvelle". It seems that by
reducing the number of programs produced in Fréinemumber of people who
always watch could increase by 20%.

2. Inthe cities in Mali we see that people tend téclvalso private channels besides or
in stead of the national channel where "La Bonnawdtie" is presently aired. Given
this fact it could be considered to enter into nigions with the main private channel
in Mali (Africable) to offer them the program as w8y broadcasting the program on
the national station and the main private stati@rtumber of viewers can be
increased considerably.

3. ACCM and 3xM strive to produce a Christian telemsprogram that is close to the
mindset of viewers. Therefore the program shoulttaio practical tools to apply the
message in the daily life of the viewers. The refeahowed that the majority of the
viewers found the message practical enough foriegimn in their personal life. But
in the mean time 40% of them think the oppositee¢ms that the impact of the
Christian television program can increase by priisgia more practical message and
practical examples.



l. I ntr oduction.

General
Since 25 years 3xM supports Christians worldwideheir attempt to reach out to their fellow
countrymen with the Gospel of Jesus Christ. Thiedasade this support focuses more on
indigenous Christians who produce Christian Telewiprograms in the Muslim dominated
countries in the so called 10/40 window.
During the past years many people asked 3xM theviailg two questions:

1. Do Christian television programs really reach tlesvers you want to reach?

2. Do Christian television programs really have atumfce in the life of those who

watch?

In answer to those questions we often refer to

research that has been done in mainly Western
countries. There a research study among televisicg
viewers is very common and mainly used for =
commercial purposes. From those studies we kno
that, in the West, television has quite an inflleeon

society and on the personal life of viewers. But in

Television antennas are everywhere in Mali.

the countries where 3xM supports indigenous
Christians, such audience research is not (or yladdine. Therefore it is difficult to answer

the two aforementioned questions with facts andrég from research studies.

Since statistics are more and more necessary @ shes contribution and influence, the
number and content of reactions is used to fif§ tteed. But in countries where many are
illiterate or do not have a habit of writing a é&tor an e-mail or phone in after the airing of a
program, this information is not accurate enougttdkding to Professor Dr. Viggo Sggaard
it is even wrong to draw conclusions on the nun@er content of reactions as these are not

related to the impact of the broadcast based orekesarch done in third world countries.

A large part of the countries where 3xM works carcbharacterised as oral societies with a

high percentage of the illiterate inhabitants. Tiegority of reactions is received by



presenters of the Christian television programs mieet the viewers on the street. This gives
an incomplete picture of the influence and effemtiess of their program, because viewers
who do not happen to meet the presenter(s) areeawtl at all.

To research the validity of local indigenous Chaisttelevision work supported by 3xM the
two questions in the first paragraph need to bevared. Therefore the management of 3xM
decided to do a impact study on Christian telewvisioone of the countries where 3xM is
active at present. Since this is the first impaetlg done by 3xM, it also functions as a pilot
project to see if the system used is applicabteher
countries as well.

The original plan of 3xM was to start with the stua
Ivory Coast where the organisation Africa Christian
Television (ACT) is active to produce and air Ctiais
programs for the Francophone countries in Africat B
after a first reconnoitring visit the situationthre country

became very unstable. This made us review thebttee

study and led to the decision to do the study iti.Ma
In Mali 3xM supports ACCM/AGEMPEM in the
production of a weekly Christian television progreatled Mali in West Africa.

"La Bonne Nouvelle" (The Good News). This 20 minptegram has been on the sole
national television channel in Mali since 1999.

La Bonne Nouvelle is a program where parts of theeBare explained in a storytelling way.
The subjects include Biblical stories as well agadssues like marriage problems, theft,
violence, pollution and corruption. 50% of the miargs are produced in French and 50% are
produced in the main local language Bambara.

Since the inhabitants of Mali are for more than 83%slim, the study would give even more

insight in how this group of people perceives tineiglian television program.

We have defined as the purpose of this researcktuidy the coverage and the impact of
ACCM's television programming in Mali, in orderachieve outstanding stewardship and
constant improvement in the effectiveness of thgeat of television ministry. The objectives
in this regard are defined as follows:



a. To gather information on the distribution of TV s@t Mali, obtain available data on
television coverage and viewer-ship.

b. To study viewers of the Christian television pragna terms of age, educational
level, gender, occupation, language, religious gemknd, living context and general
lifestyle.

c. To measure understanding of key program topicsabypus audience groups.

d. To study how different audience segments valugtbgrams in terms of interest,
importance and relevance.

e. To evaluate the impact of the programs in termsediavioural changes in daily life
by the audience.
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1. Methodology

General

The methodology used in this impact study is takem the book "Research in Church and
Mission" written by Prof. Dr. Viggo Sggaard in 19%90f. Dr. Viggo Sggaard is senior
professor at Fuller School of World Mission in Réesaa, California and director of the Asian
Institute of Christian Communication, presentlyrty in Denmark. Based on this book and
his personal involvement well considered researethad has been set up. The subject of
study is the 20 minute Christian television progiatied La Bonne Nouvelle, produced by
Association Chrétienne de la Communication au N&EGCM), broadcasted on the national
channel ORTM in Mali, every Saturday evening aBRh.

In the introduction to this report the objectivéshe impact study have been given. Based on
the different nature of the information neededfedént strategies have been used to obtain
the data. In regards to objective a, secondaryidathtained through general statistics found
with the National Broadcasting Station ORTM, coman@rstations in Mali and with ACCM.
To obtain additional information in this objectigad also to obtain information on the
objectives b to e, a survey research has been tdkdn addition to get data for objective e
also in-depth interviewers have been done. Inahewing parts of this chapter the process of
setting up the survey research and the in-depénviews is described.

Survey research

In order to get reliable findings about what aé freople in Mali think, the probability data
for this survey research was collected throughaandampling. In a probability sample like
we have done, all members of the research uniglieeld have a known chance of being
selected as respondenté/orking with this method in the context of Malisimany hooks

and eyes because of the lack of data lists inuh&érse) Mali. To overcome this, the method
of stratified sampling was chosen. Through thishodtit is not necessary to have a list of
possible respondents to choose from but the elenentte studied as representative for the

! Dr. Viggo SegaardResearch in Church and Mission, 1996 p. 115.



universe are defined within a group and the salaatf actual respondents is done by random
selectiof.

The illiteracy rate in Mali is considered high ashae to the low development level the
possession of a personal telephone in Mali is IBverefore the choice was made to do the
gathering of information through personal intervgemstead of doing it through phone or
mail.

To get information about the audience of La Bonioeiw¢lle there was not made any choice
in the type, sex, social class and so on, excepthie person interviewed should be over 14
years old. This is done because children undeagleeof 14 in Mali cannot respond to
personal questions on changes in their life.

Setting up a sampling in a country like Mali | e
(developing country, very low developing rate, |
wide/large etc) gives numerous difficulties. For

practical reasons three areas have been chosel |
this impact study: the city of Bamako, the regior”‘ ;
of Koutiala and of Bougouni. Bamako is

representing the cities and Koutiala and Bougo
the rural areas in Mali. The data in this report is Doing a survey in Mali.

based on these areas. But given all these limitatiee think this survey research gives also a
fair impression of the TV-watching habits and igpact on the population in Mali.

A sampling size of 400 is used. This means thathwine apply the information from this
survey to the total of Mali we know that we havetaistical error of 5% and a confidence
level of 95%. We consider this as acceptable fisrrédsearch.

The sample of 400 was divided in two stratas (paiamako 200 and Koutiala/Bougouni
200. This division was done to compensate for the ¢f Bamako as compared to Koutiala
and Bougouni. Note that the 400 sample are peoptehave access to television and are
more or less regular watchers. This means that people have to be interviewed to find 400
people with access to television. In this way atdormation was obtained about the
percentage of the population watching television.

2 Dr. Viggo SegaardResearch in Church and Mission, 1996 p. 118.



The sample of 400 was divided into twenty strafasventy respondents each. Ten stratas
would represent the city and 10 would representuha areas. Then the map of Bamako was
taken and the different districts in the city wased as grid. From the districts ten were
selected as stratas. The same procedure was didnthevidistricts of Koutiala and Bougouni
where in each respective area five districts wibbasen as stratas to a total of ten.

Each strata was visited for four days and everyttaystrata was entered from a different side
through a main road. The interviewers picked th& person they met in the strata on
entering and after an interview had finished. Wés done until the quota of five for that day
was obtainedi

The questionnaire contained in total 87 questiorstlect the data to answer the two
guestions asked in chapter 1.

In-depth interview

Besides the survey information was also obtaineabidh In-depth interviews with selected
individuals: four pastors and nine speakers in bari® Nouvelle. These individuals receive

reactions from their neighbourhood and congregaiimthe television program.

% Based on Dr. Viggo Sggaaiksearch in Church and Mission, 1996 p. 120-122.



[11. Study results

General

In this chapter the results of the survey and ihaeipth interviews are reflected. When
reading the results in this chapter the readetdksep in mind the statistical error of 5%, a
confidence level of 95% and the percentages applthe inhabitants of Mali of 14 years and
older, the people involved in the survey.

In the appendix you will find all the collected dathere the information presented in this
report is bases on. For the method used to cdhiecinformation I like to direct you to

chapter Il of this report.

Number of viewers

The number of inhabitants in Mali by 2004 was eatid to 12.3 milliof As explained in
chapter Il we have divided the population in Maltwo different age groups. The first group
are those from 0 to 14 years old. This group fofit% of the total population in Mali. The
second group are those older than 14 and form Fa%eanhabitants in Mali

The survey shows us that from the people intervie82% watch television and 18% never
watch it. This means that tipetential television audience of 14 years and older in Mali is 5.3

million people.

What is interesting to ACCM and 3xM is the actedévision audience of La Bonne Nouvelle
(LBN). Therefore one of the questions to those whtched television was if they watch the
program La Bonne Nouvelle. The response to thistiuecan be reflected as follows:

- 31% always watch,

- 28% sometimes watch,

- 9% rarely watch and

- 32% of the respondents indicated they never widtishtelevision program.

4 Based on CIA-Factbook database 2005.
5 Based on Worldbank database 2005.



Watching La Bonne Nouvelle (>14)

31%

32%

Oalways
HEsometimes
Ovrarely
Onever

If we apply it to the whole country and we reflduis to the total population in Mali we can
say the following about the audience of La Bonnewdie:

- 3.135 million are regular to always watchers.

- 3.378 million are rare to never watchers.

- 5.777 million are children under 14 who are mothis research.

Based on the above we can say (given the limitatiantioned in chapter Il Methodology)
that from the total of 12.3 million people in M&lil35 million people regularly watch which
IS 25.5% of all the Malian population!

Viewers characteristics

In the production of a television program it is mng@ant to know your viewers and the way
you communicate with them by e.g. the knowledgellexpected from the audience, the
language they speak or the examples you use. Dhnerigis relevant to know the (general)
characteristics of the viewers of La Bonne Nouvelleerms of e.g. their education level and

social class in the Malian society and so on.

Gender:
The gender graph show us that male and female vseave almost equally divided in Mali.
When comparing this to the normal gender divisioiMali we do not see much difference:

Genders in Mali are divided in the same way.



Gender of TV viewers in Mali
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The research shows us that when we look to theggeridhe viewers of La Bonne Nouvelle
there is a slight difference to the gender divisid the total people of Mali. The viewers of

La Bonne Nouvelle are for 44,3% men and 55,7% women

Social class:

The far majority of the general television audiemc#ali lives in the moderate class in
society although also 20% of the poor people retyeatch television. The social class of
the viewers of La Bonne Nouvelle is almost the sasthe general public. It is remarkable
that 9% of the general public belong to the ri@ssland from La Bonne Nouvelle 7% of the
viewers belongs to this social class. Please keepnd that the moderate social class in Mali
has a total different meaning of what people inWestern world mean by moderate. It could
well be that what we in the West consider as vexyr s considered in Mali as moderate.

Social class of TV viewers in Mali
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Education level

Out of the research we learn that most of the t&@v viewers in Mali have an education

level (primary school, secondary school and units@rssome attended a Koran school but
still 23.2% of the television viewers say they #literate. Figures given by Worldbank and

the CIA on literacy on people of 15 year and oldiffer very much among each other much.
Worldbank gives a literacy rate of 19% of the peofllA says it is 46% of the people
wherein the latter is of a more resent date. Is thsearch we have investigated the education
level of people and did not investigate illiteras/such. Having had primary school seems
not per definition indicate that one is literatds@®a fact of shame of saying that you are
illiterate influences the illiteracy rate in surgey

Education level TV viewers in Mali
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When we look into the education level of the viesvef La Bonne Nouvelle we can say that
60 to 70% of the viewers of La Bonne Nouvelle hagee to just an elementary (the illiterate,
primary and Koran school) education.

When we compare the general viewers with the viswéta Bonne Nouvelle we see that the
viewer to La Bonne Nouvelle has a lower educatevel than the general viewer in Mali: It
seems that the viewers of La Bonne Nouvelle areeniliterate or have a primary education
and they have less secondary and university edurcdthe viewers of La Bonne Nouvelle
who attended Koran school are significantly lowert under the general viewers.



Profession

When looking into the day to day activities of tedgon viewers in general we see a large
scale of different activities. Most of them haveéiaties that are not reflected (37%) but the
guestionnaires tell us they have a job as plumloarpenters, welders etc. The second largest
group (21%) is those who have an own businessHhi&dittle shops you see on the street: just
a sheet with fruits or a shelf with other things.

Comparing the rates of (un)employment in this syteeother survey cannot be done. In this
survey we looked at the activities of televisioawers and did not investigate the activities of
the labour force in Mali as such.

Profession of TV viewers in Mali
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When we compare the general viewer with the viesiéa Bonne Nouvelle we see in terms
of profession hardly any difference. The only majdferences are found in the fact that
among the viewers of La Bonne Nouvelle there areerhousewives and less with other jobs.
This is not very surprising given the fact that thember of women watching La Bonne

Nouvelle is larger than the number of women watghelevision in Mali in general.

Religion

Because of the nature of the programs producedQ@M in Mali it is of great importance to
know the religion of the general television viewgrd/ali and of the viewers of La Bonne
Nouvelle in particular. 3xM encourages ACCM (argdather partners) to broadcast their
program on the public (or commercial) national etf&mather than on a private Christian
channel. This because 3xM believes (from reseancle th the West) that to public or



commercial national channels everybody watchedatige private Christian channels mainly
Christians watch.

When we look into the results of this survey we the¢ almost 86% of the general television
viewers in Mali are Muslims. This is in line withe other investigations done on religion in
Mali (CIA and Operation World) who estimate theesaf the major religion in Mali between
85 and 90%.

When we look into the religion of the viewers of Banne Nouvelle we see that the majority
of the viewers is Muslim (80,4%). 16,4% of the vexw/is Christian (either protestant of

Catholic) and the remaining 3,2% indicate they dbhave a religion.

Religion of TV viewers in Mali
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When we look into the above graph we see that tr@mndigenous believers among the
general television viewers in Mali no one seemsatch La Bonne Nouvelle. This in contrast
with the story 3xM heard from an indigenous belrewbo shared that through the Christian
television program from ACCM he became intereste@hristianity and eventually he

converted to Christianity after meeting with Chest in Mali.

Looking into the religion in comparison to the gendie see that the majority of the audience
of La Bonne Nouvelle is female. But it is interegtto see that for Muslims the ratio male-
female is 48-52. For Christians (both Catholics Bnatestants) the far majority of the
audience is female (respectively 79% and 68%).



Viewers LBN by gender and religion
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When we go a layer deeper we can investigate tiggore of the main audience group,
females from 14-30 years old. It shows that 66.7%is group is Muslim, 27.5% is Christian
(13% Catholics and 14.5% Protestants) and 5.8%otlbave a religion. We believed the
latter to be indigenous/animistic, as there is lyaad African without any kind of faith.

Viewers LBN by gender and age
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Watching setting and location

When Africans talk about watching television thely you that they watch television in large
groups consisting of family members, neighboursathers who just happen to pass by.
Often figures are given about the size of theseggoWorldbank once published an average
group size of 6 for Sub Sahara Countries in Afridaough this research we wanted to
establish the average size of these groups.



Group size of general viewers TV in Mali
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From the research we can conclude that the getadeaision viewers in Mali hardly watch
alone. It is most likely that there is a group qiébple or more gathered in front of the
television. When we compare the size of the grougeneral in front of the television to the
group in front of La Bonne Nouvelle we see thatgheup size of La Bonne Nouvelle could
be slightly less.

Specifically for La Bonne Nouvelle we investigateéd actual group size in front of the
television when the program is on. We know fromftigh level investigation that 60% of the
people watch with 7 or more. The investigation sedwhat the average group of people
watching La Bonne Nouvelle at the same time as#me place is 13. In the answers given

we see that some people indicate they watch thgramowith a group of over 25 people.

Agegroup LBN | Man | Woman | Total
Over 40 1 1 2
Age 19 - 40 2 2 4
Youth 15 - 18 - - 3
Children 12 - 14 - - 2
Little children - - 2
Total 3 3 13

The members of the group with whom the generavigén audience watch in Mali must be
family members because almost 80% of the viewetswilevision in their house or the

shared yard of the houses build in a square (sdenage).



Location of watching TV in Mali
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Like the general television audience in Mali thewers of La Bonne Nouvelle like to watch
the program in their own house or yard. Almost 84%ponded that they watch the program
there. When we compare this to the other poss#slive see that those figures are (a little
less) than those of the general viewers. This cmaltate that the Christian program is
regarded more as private or the audience has anenpaf watching the program in a safer

environment.

While Malians in general watch television the laage spoken is the vernacular language and
remarkably not French (only 0,5%). From these ltenaduages Bambara is the most used

language (84%). Bambara is also the most spoker llmeguage in Mali.

Main language of TV viewers in Mali
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Concerning the language of the program we canlsgtyat the moment the program is
produced or 50% in French and 50% in Bambara. Tdie fanguage used (at home) by the
viewers of La Bonne Nouvelle does not differ frdm general television viewer. The main
languages used are the indigenous languages wWieeBambara with 84.3% take the major
part, only 0.5% speaks French at home.

Since the program is aired in two different langgsg is interesting to find out if there is one
language more popular than other languages. Amgytbese figures might lead to the
finding that when the program would be produceBamabara the number of people who
always watch could increase. In the graph belovseeethe languages people watch the
program in. The majority (57%) watches the progmamoth languages, but a large part of
the viewers (almost 40%) only watch the prograBBambara and just a few (3%) only when
the program is aired in French.
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When we want to discover if there is any gain iingithe program in one language only, the
most spoken language Bambara, we have to dig deefier data. From the 40% of the
viewers who only watch the program in Bambara, 368tch sometime and 18% watch
rarely to La Bonne Nouvelle. In the most positicersario these two groups (together 54%)
could be attracted and increase the viewer-shigpdonne Nouvelle when the program is
aired in Bambara only. This could mean that the bemof "always viewers" could increase
by 20%. The program might on the other side lobse38s6 of the viewers who watch the
program only in the French language. These viewpithe other hand are considered as

influential people in the Malian society or foreggs from other neighbouring countries.



Watching behaviour

In the West we know a lot about the habits andchtireber of hours people spend in front of
their television or at least how many hours thewvision is turned on during the day. In Mali
we investigated the frequency of watching televidiy the general public. We see that in this
African country television plays a big role in dalife society. More than 65% of the
respondents say that they watch television eveyyldahe research we did not find
significant differences between the rural areasthacity. In both areas television has

become a part of daily life.

Frequency Rural area

Daily 64,5% 66,0% 65,3%
4x a week 14,5% 14,5% 14,5%
2x a week 11,0% 12,0% 11,5%
1x a week 6,5% 3,5% 5,0%
Less 3,5% 4,0% 3,8%

Since the programs of ACCM are broadcasted on &aglevening it is interesting to
investigate the television habits especially oruBkty evening. It gives an indication if the
day of broadcasting the program is a day where maoyle watch television.

From the people in the research more than 51% oft¢oh television on Saturday evening,
the evening when the program of ACCM, La Bonne Ndleuvs aired. 40% watch sometimes.
Only 9% indicate that they never watch televisionSaturday. This means that over 90% of
the television viewers in Mali older than 14 watelevision on Saturday evening often or

sometimes.

Watching TV Saturday in Mali
51%
O Often

B sometimes
O never

40%




Rural and city
When we look into the geographical spreading ofiingience of La Bonne Nouvelle we see

that 48% of the audience live in the city area a2 live in the rural areas. What is not
investigated is if in the rural areas people wagsis television in total. What we do know is
that the market share of the national televisioth@rural areas is considerably higher than in
the cities mainly due to the fact that other chdsaee hardly or not receivable in rural areas.

That is why this outcome is not surprising.

Televison in Mali
In this part of this chapter we are going to loatoithe general television environment in

Mali. We know from for example the CIA fact bookdanur own experience that the number
of television stations in Mali is low and that metal public broadcast is young.

At the moment ACCM is broadcasting on the natigadvision channel of Mali: ORTM. It
is a policy of 3xM that partner organisations strier broadcasting their programs on the
national television channel for the following reaso

- The coverage and reception in the country,

- Many people tend to watch the national channeit$docal programming and local news

- Representation of Christians on a public chammedns a great deal in the recognition of a
minority group in the country.

Often watching and good reception of TV
viewers in Mali
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In this research in Mali we see that ORTM is theshpopular and best received channel.
When we look into the geographical differences leetwthe city and the rural area we see
that ORTM has on the country side of Mali hardly anmpetition of other channels; almost
70% watch ORTM often. This in contrast with theycwhere 55% of the television viewers
watch often to ORTM. The channel Africable (47,8%ep watch this channel in the city) is
the strongest competitor of ORTM.

Outcome of La Bonne Nouvelle

In the preceding paragraphs we compared the getteaedcteristics of television viewers in
Mali with the viewer of La Bonne Nouvelle in genkterminology. In this and the next
paragraph we go deeper into the outcome and thacingd the weekly television program of
ACCM and give you insight in what the program LanBe Nouvelle does in the life of the

television viewers in Mali.

General content

The viewers of La Bonne Nouvelle have been askeat tiey think about the content of the
program. First in general and later on more specifterms of specific usefulness of topics
and if the content stimulates general values @ (@verall we can say that the viewers
appreciate the messages of the program very mweh 99%) in terms of relevance,
usefulness and stimulation and explanation. Thevarssgiven by the audience in general or

when we separate Muslims do not differ significantl

Usefulness LBN in general
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It is remarkable to see that more Muslim than viesweith other religions, find the program
"very useful". But this difference is levelled byetresponse "useful" and brings us to the
conclusion that Muslims slightly more find La BornNeuvelle "not useful”.

On the usefulness in general we concluded that thare90% of the viewers find what they
see in the program La Bonne Nouvelle useful, (6@¥#y useful and 30% useful). Usefulness
in this study is defined very broad. It is what pleogenerally think in a broad sense if the
program is useful for themselves, others, soc@tyrch and so on.

Because 3xM and ACCM besides this broad usefulvasss to bring also an applicable
message in La Bonne Nouvelle this aspect is inyat&d. A little more than 60% of all the
viewers find the message given in the program agaicable in their daily life. But also 40%
does not find the message practical enough foicgtn in their daily life. The relevance of
the subjects is only questioned by some 3% of ibwers.

Daily applicability of LBN
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The results among Muslims and the general publinataliffer much. But when we compare
it to other religions we see that the messagedmtis more applicable in daily life.

It is interesting to see that Muslims find La Boriieuvelle more useful in general than
viewers with another religion and on the other dide the message when it comes to daily
life less applicable than other religions. ThisIdandicate that Muslims either find the

message good for someone or something outside éhsr they have more difficulty in



applying the message to daily life. It could alseamthat the program is not really practical

for Muslims.

Soecific content: topics of programs

To find out what messages viewers find useful fiemnt they were questioned on the last ten

subjects of La Bonne Nouvelle broadcasted befaredhearch.

Subjects LBN

All

Very useful

Muslim Other
| Musim | _Other |

No remembr ance

Muslim

Job 17.4% 13.3% 34,8% 76.2% 80.5% 58,7
Jesus sacrifice 29.4% 27.0% 39,1% | 52.7% 54.0% 47,8%
Easter 26.0% 21.2% 45,7% 61.2% 65.6% 43,5
| saac/Rebecca 12.8% 9.0% 28,3% | 79.1% | 84.1% 58,7%
Abraham/Sara 16.2% 12.2% 32,6% 73.6% 78.8% 52,2
Noah & family 16.2% 11.6% 34,8% 76.1% 79.4% 63,0
Pur pose of life 17.4% 16.4% | 21,7% 75.4% 76.7%| 69,6%

Adam and Eve 25.5% 20.6% 45,5% 63.4% 68.3% 43,5
Marriage 25.5% 22.2% 39,1% 66.8% 69.8% 54,3
Christmas 26.4% 19.6% | 54,3% 62.5% 68.8%| 37,0%

Most popular in column

Least popular in column

Based on this table we can say that the pictueelogh usefulness is not followed by high
scores on the different subjects. In the most pasitase we see that for the general viewers a
little less than 50% remembers the subject andanmost negative case only 20% remembers
the subject. Because Islam is the dominating atignm the survey the figures for Muslims do
not differ much from the general viewer. But whea f@cus on people with another religion
than Islam we see that those people have a mutdr betnembrance of topics. This is
probably caused by the fact that the subjectsddeiatLa Bonne Nouvelle are known topics

by Christians through what they hear in Church.

When we relate this question to the general questiimut the remembrance of topics we see
a similar picture. In the general question 34% camecall any topic, in this question on

average 31% cannot recall the specific topic asked.



The topic "Jesus sacrifice" is the most populath io general and also among Muslims only.
The sub-top of popular subjects is formed by Chnést, Easter, Marriage and Adam & Eve.
Least popular are subjects of Job, Purpose ofNitgh and Abraham/Sara. The least popular
subject is Isaac/Rebecca. For Muslims we can défimsame groups with the subject "Jesus
sacrifice" as the most popular and "Isaac/Rebeasdhe least popular.

When we look into the other religions we see a tifferent picture. Here the subject "Jesus
sacrifice" is one of the least popular subjectd® most popular is "Christmas"”, the least
popular is "The purpose of life". We believe thatetebration like Christmas attracts a lot of
attention, while the message "Jesus sacrificednsething Christians hear many times in
Church.

Soecific content: core Christian values

In this research we have defined the five most g values that in general should be
communicated through La Bonne Nouvelle. Thesevalaes have been investigated and
when looking to the table underneath we can sdartlggeneral all these values came through
to the public. When we separate the Muslims wetls&e80-90% of the respondents said that
these values are brought to them quite well or vel). This score is for the other religions
even higher. They receive the message in most ehse® 90% very well or quite well. This
could indicate that people of other religions (mp&thristians) understand the message better
because they are either familiar with the messagleey understand the language used by the

Christians in La Bonne Nouvelle better.

Received very and quite well by viewer type

Core Christian Value

Solidarity and Tolerance 89,4% 88,4% 93,4%
Respect for life and environment 90,2% 89,4% 93,5%
Make the Bible known 82,3% 81,5% 86,9%
Explaining Christian Faith 87,6% 86,3% 93,5%
Gives hope, love and encouragemént 91{9% 90,5% 97,8%

Average 88,3% 87,2% 93,0%




Presenters and topics

We have seen that 58% of the respondents tellaighiy watch La Bonne Nouvelle
regularly. As a cross reference questions we adlead about their remembrance of program

topics and names of presenters.

35.7% of the general people watching La Bonne Niberean recall at least one topic. 10.5%
of those who recall one topic can recall a secarand from those who recall two, 2.1% can
remember a third one.

When we separately focus on Muslim viewers we Batthe first remembrance of topics is a
little lower: 34.9%. But from those 15.6% know &®ed and from them 2.6% even know a
third program. This means that Muslims viewers wémember a program have twice as

much remembrance of topics than non-Muslims.

Almost the same thing we see when we look inta¢ineembrance of presenters of the
programs. From the general viewers 51.1% can rdeathame of one presenter (among only
Muslims 46%). 31.6% of those people can recallcaise presenter (among Muslims 54.1%).
From those who already know two 14.7% knows a thresenter by name (among Muslims
32.6%).

This brings us two conclusions:
e Mudimshave a better remembrance of the programs and presentersand

e Presentersare more known than thetopic.

Looking into the details of the most popular preésewe see that there is no difference
between viewers in general and Muslims. Daniél BamgJoseph Camara and Thaddée
Diarra are the most popular presenters, in thisrorlong with the popularity of these
presenters also their messages are seen as thbeatpist. The only female presenter is not
very popular and belongs to the second group.réénzarkable to see that she is a bit more
popular among the Muslims than among the totaleng.

Reacting to programs

From the in-depth interviews held with presentdrisacoBonne Nouvelle and also pastors in
Mali we received information on how people reactit® program. From past experiences we



know that it is very rare that a viewer react dieto the studio of ACCM. What viewers

mostly do is react direct to presenters or to &gpakey know.

From the in-depth interviews it became clear thatr ahe past years the pastors and
presenters receive on average 2 to 4 reactionsnthm@&hen we extrapolate this, the total
number of reactions received on La Bonne Nouvaldd:be 2.500 over the past six years.
When we compare this number to the numbers of viegwen earlier in this report and the
impact of the program shared later on, we agreentt Prof. Dr. Viggo Sggaard says: It is
wrong to draw conclusions on the number and comkrgactions as they are not related to
impact.

Almost all of the reactions are verbal and onca while a reaction by phone or mail is
received. On the other hand it is also not veryarable because in the past (the situation
changed in May 2005) there was not a telephone aumdr a mail address shown on screen

where people could react to.

The presenters and pastors shared that from tireé¢othey receive very negative reactions
from Muslims through the telephone.

When we look into who is reacting to pastors ers@néers we see that 80% of the viewers
who react are people out of the neighbourhood. &fbez they know most of them: 86% but
still there are 14% who are strangers to the pastod presenters. These 14% know that the
pastor or presenter is a Christian and can answérduestions.

80% of the people who react are Muslim.

The kind of reaction people give are not very dsvéne out of three wants just to give their
appreciation on the program and the remaining twtmbthree wants more information. This
last group can be divided into the following maimgcts:

- 36% want more explanation on the topic treateahia of the programs

- 12% want to be counselled for their specific peot

- 12% want to know more about the Christian faith

- 4% is looking for encouragement.



The subjects' people mostly react to are the sealgkcts treated in La Bonne Nouvelle.
Between 66 and 75% of the reactions received aaio®s on social issues treated. It is
interesting to see that social issues cause readtiom people but that the most popular
subject is "Jesus sacrifice”, a more faith relaigoject. We believe it is more sensitive to
discuss this topic and needs a lot of precautioiMali both by the requester and the person

who answers.

Presenters and pastors indicated during the inadefgrview with them that they in almost
24% of the cases answer the questions on thelspatother 24% they arrange a meeting
with that person and for 23% they direct them tharch.

The pastors were asked if they recommend the prmotpabthers. They all responded
positively. 50% makes the suggestion to people thegt every Saturday, 25% daily and
25% from time to time.

The pastors were asked if the program helped thefreir ministry work. This question is
aimed to investigate if La Bonne Nouvelle also iegipastors. Through this edification it
could even be that La Bonne Nouvelle has an infleeoan people who do not watch the
program themselves. This in cases where non vieagirgjuestions to a pastor on a subject
being treated in La Bonne Nouvelle. Through neugims given in the program a pastor
could answer the questions better.

40% of the pastors answered that the program heélged to get into contact with people.
The remaining 60% can be divided equally in thregomanswers: 20% of the pastors say La
Bonne Nouvelle gives them an occasion to evangeéli3% say that they benefit from the
experience of the presenters and the remainingsz@#that the program brings up reactions
of viewers.

Based on this we can conclude that all the pastoyrshat La Bonne Nouvelle helps them in
their ministry by getting into personal contactiwitewers and 20% of them receive new

insights through the program which enables theanswer questions better.



Impact of La Bonne Nouvelle

In this research impact was defined as behavialnahge. Therefore questions were asked in
relation to the change in opinion of the viewersGimistians, the Bible, the ideas about
Christians and their faith and the changes in babit daily life after watching to La Bonne

Nouvelle over the past six years.

Notion on Christian, Christianity and the Bible
Through La Bonne Nouvelle the notion on Christiand the Bible among general viewers

has changed positively in Mali. When we separatslivhs from other religions we see that
the increase in notion among Christians is highantamong Muslims. This indicates to us
that on one hand La Bonne Nouvelle contributeslieteer notion (understanding) of
Christians and the Bible among Muslims and on therchand it edifies the Christians in
Mali

Notion Christians and Bible
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But there are also Malian television viewers whib midt get a better notion on Christians and
the Bible. Among other religions the percentag&ctihg this group is low but among
Muslims this is still 8%. From these 8% Muslims wihm not get a better notion 56% is men
and 44% is woman. It is also remarkable to see@®%t of this group has no or just little
education: 44% has a primary school level, 31%iterate and the remaining 13% went to

Koran school.

Along with getting a better understanding of Chaiss and the Bible also the idea about
Christians and Christianity in Mali became a muettdy: 87% of the general viewers indicate



that through La Bonne Nouvelle their idea on Clarst and Christianity became more
positive. When we focus on Muslims and other rehgiseparately we see that this
percentage for Muslims is 86% and the other refigigmainly Christians) are 93%.

Idea on Christians and Christianity
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But there are also people who indicate that tlkiaion Christians and Christianity became
more negative: 2.6% of the general viewers. Thisgrgage is, when we separate it to
Muslims and other religions the same for both gsoup

When we go deeper into the group of Muslims whabee more negative towards Christians
and Christianity we see that 60% of them is man40% is woman. It also shows that their

education level is low: 80% has a primary schoatll@nd 20% is illiterate.

Changing habits
The intention of the program La Bonne Nouvelleoistimulate the viewers to change their

behaviour and to change spiritually. When askeslytewers responded in large numbers that
the program changed them in one way or the othes.changes among Muslims were a bit
less than among the general viewers but neverthBlé% of the audience in general and
almost 52% of the Muslims say that they have chdmyeway or the other. From the other
religions (mostly Christians) 78% said they changfer watching La Bonne Nouvelle. But
there are also those who never thought about chgnigeir life in any way. 22% of the

general viewers and 27% of the Muslim viewers thdulgis way. They either think that the
way they live is good or they do not receive a ragedrom the program. The remaining ones

are those who want to try or tried to change bigda



Change of habits
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From those who changed or tried to change it ex@sting to see and also verify if the change
they made still last. In line with the people wiay shey changed 91.8% say the change still
lasts. Among Muslims this lasting change percentaig®en higher: 93.8%. It is on the other
hand remarkable to see that among the other refigthanges last for 80% of the viewers.
We believe this percentage is lower as the santedfimessage is heard in churches and

therefore people do not relate it to impact ofwsien broadcasts.

Nature of changes made

The intention of La Bonne Nouvelle is to impact tife of the viewers and therefore it is
interesting to see in the first place what viewsarg they changed after watching the program.
The majority of the general viewers say that thaingd from La Bonne Nouvelle to respect
and love others more. 38.1% of them and 41.8%eMbslim viewers find this the most
important change in their life. Secondly the chaimgifestyle is what people say they
changed after the program. With that they meanttieaprogram gave them other (and better)
moral values for example not to steal, not to figidl not to cheat others anymore.

In line with research done worldwide, we also seklali that people who indicate they
changed to Christianity because of La Bonne NoavuslR.2% of the general viewers and 1%
among Muslims. It means that, if we apply it to Wigole country, during the past six years of
the broadcast of La Bonne Nouvelle 25.000 Musliewars have changed their religion to
Christianity. In the spectrum of the whole convensprocess the place of Christian television



is to make the viewers known with Christianity. @hgh the programs the Christian faith is
explained and people are challenged to think atbat they see. After their curiosity has
been raised, they most probably start talking tasfians in their surrounding. These
Christians share the Gospel with them personallighvactually leads to conversion.

The results in this study proves this statementistiin Television programs make people
aware of Christianity, gives them a better undediteg and is a step on the way for people to

convert later on in their life usually through agmnal contact with a Christian.

Almost 4% (all of them Christians of course) indeghat the program helped them to edify

their Christianity.

Nature of spiritual change
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Because we are especially interested in the saliatitange of viewers we have asked what
the specific changes are. The most given answgroging in faith. 35.8% of the general
viewers give this answer. It is interesting to $e# among Muslims this is 25.5% but it is not
clear what they mean. Have they grown spirituallisiam or do they mean that they grew
spiritually by adopting some of the Christian valu@/hat we do know is that there are a lot
values in the Muslim and Christian religion who #re same. Muslims can remain with their
religion and apply these values in their life.

The majority of the people however says they chdrmyg do not really give a clear answer
about the specifics of their change. In this figld interesting to see that 4.1% of the Muslim

viewers indicate that their spiritual change i¢ thay became interested in Christianity.



V.

Summery of study results

In this chapter you find a summery of the studyltsggiven the limitations stated) which are

more in detail worked out in the former chapter.

82% of the Malians over 14 watch television, tisgh,i3 million people.

85% of them are Muslims which is almost equal ®agkrcentage of Muslims in
Mali.

On average there are 3.135 million people overebts/old watching La Bonne
Nouvelle. This is 25.5% of the total inhabitantdvili.

The majority of the audience is Muslim (80.4%), Gtans are 16.6%.

The age of the majority of the viewers is betweé+8Q and in this group more
women than man watch.

From the general television viewers 23% is illitera

26% of the viewers of La Bonne Nouvelle is illitexa

Most of the television viewers live, according t@lMn standards, in the moderate
class in the Malian society.

3/4 of the viewers of La Bonne Nouvelle life a made life.

More than 65% of the people in Mali watch televs@very day.

The most popular place to watch television in gahisrat home or in the yard.
84% watch La Bonne Nouvelle at home or in the yard

When the television is on more than 6 viewers iatfeant this one television set.
The average group size (including people youngam fi#) in front of La Bonne
Nouvelle is 13 persons.

The program is slightly more watched in the ruraba than cities.

Presenters are better known than subjects of pregra

1/3 of the audience can recall program subject($)dad. Muslims have a better
remembrance of subjects than the other groups.

The content of the programs are considered as liseduapplicable in daily life.
Programs with the topic "Jesus" is very populageneral and among Muslims.
Among Christians Christmas has been the most popy.

The programs contribute a lot to the notion of €leins and the Bible and on the

idea about Christians and Christianity.



A majority of the audience (57%) of the programrajed habits after watching the
program(s).

88% of those who changed say the change lasttadtl.

Most changes are made in the field of love ande@sfor others and a change in
lifestyle.

Spiritual changes are mostly in the field of spmitgrowth.

2.2% of the audience in general claims they chamgé&thristianity after watching
the program.

1% of the Muslim audience claims they changed tas@ianity after watching the
program. If we apply it to the whole country tiisuld mean 25.000 people over the
past six years.

4.1% of the Muslim audience says their spirituargde was their grown interest in
the Christian religion.

ORTM is the most popular and the far best rececrethnel in Mali.

The most used language among television vieweéBansbara.



V. Recommendation

Based on the information reflected in the forgashgpters in this report we can make three
major recommendations to 3xM and ACCM when it cotoehe program La Bonne

Nouvelle:

1. 3xM and ACCM strives to come as close as possibtbd viewers by speaking their
language and produce the programs in their culagtting. This study revealed that
the main language of the general television vieuseBambara. When we take into
consideration that almost 40% watch "La Bonne NdeVenly if it is in Bambara
and 3% watch the program only if it is broadcasteldrench we can question the
usefulness of the biweekly French version of "LaaB® Nouvelle". It seems that by
reducing the number of programs produced in Fréimemumber of people who
always watch could increase by 20%.

2. Inthe cities in Mali we see that people tend toclvalso private channels besides or
in stead of the national channel where "La Bonnawdtie" is presently aired. Given
this fact it could be considered to enter into niegions with the main private channel
in Mali (Africable) to offer them the program as w8y broadcasting the program on
the national station and the main private stati@rtumber of viewers can be
increased considerably.

3. ACCM and 3xM strive to produce a Christian telemsprogram that is close to the
mindset of viewers. Therefore the program shoulttaio practical tools to apply the
message in the daily life of the viewers. The refeahowed that the majority of the
viewers found the message practical enough foriegin in their personal life. But
in the mean time 40% of them think the oppositee¢ms that the impact of the
Christian television program can increase by prisga more practical message and

practical examples.



