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Executive Summary
Brief Description of the Programme

TV programme “First Step” was aired every Saturday from September 2004 till April 2005 on Imedi TV in Georgia. Imedi made this programme in association with UNICEF, according to the infant’s development project. This programme considers elaboration of methods supporting the healthy development of children, ensuring healthy nutrition, early development and elaboration of parental skills for proper up-bringing of the child. The aim of the programme was to inform people about main principles of development, consisting: aspects of physical, mental, psychological and social development.
26 programmes were aired. the duration of each programme was 50 minutes.

The programmes consist of three parts. The first part of the programme begins with the introduction of the programme topic and invited guests. After the introduction part of the film/video footage on the topic of the given programme is aired. During the second part the invited experts discuss the issues related to early childhood development. 

In the third part of the programme the invited experts answer the questions coming from the telephone calls, video questions from the regions or from the audience on the given subject. The subjects of the TV programmes were as follows:  

· Nutrition (including breastfeeding)

· Caring, hygiene

· Immunization 

· Cognitive and psychological development (including play)

· Discipline

Purpose and Objectives of Evaluation

In July-August 2005 Marketing Communications in accordance with a request from UNICEF conducted evaluative survey.  Research was made to: underline programme contemplation, and to estimate viewer’s opinion. Importance and effectiveness of this programme, influence on the viewers and its viability was also researched.

In this project UNICEF representative was Maya Kurtsikidze, and marketing representative was Eto Zhvania.

Methodology

In July-August 2005 the Institute for Polling and Marketing in accordance with a request from UNICEF conducted: Desk Research and Qualitative Survey (4 FGDs in Tbilisi and Batumi).

Desk Research 

The research team studied materials related to the project. The purpose of this stage was to: 

· Get familiarized with the Project and its implementation nature, 

· Find out information about the evaluation topic and elaborate objectively verifiable indicators for the evaluation, 

· Review all materials related to the project,
· Write a short report.
In additional, TV Post Evaluation monitoring Data analysis was written.  This activity has the following structure:

1. All days and time segments will be chosen in the software Ariana

2. For selected time segments  (start and end of each programs) TV audience will be surveyed, which consists of:

a. Total TV (total Audience, reach)

b. Total TV Target (total target audience, women with children 0-3)

c. Audience flow report (quantity of switching in and to)

d. Loyalty (proportion of loyal audience)

e. Effective reach (number of pre determined contacts)

f. Frequencies (Frequencies of watching programs)

g. Audience composition – shows the audience profile of the channels by selected demographics 

h. TV Competitive - compares analyzed parameters across the channels for specific target audience

i. Target – Different target groups could be analyzed by selected channels and time periods in this section

j. Trend – shows tracking of selected parameters across various time periods: dates, weeks, months

k. Summary Parameters – summarizes information by channels to reflect Average Viewing Time for selected  time periods, Average daily reach, Share of Channels

l. AFA – Audience Flow Analysis reflects the channels viewed before and after a pre-determined program

Date source: AGB Nielsen, People Meter Media Audience Measurement project in Georgia.

Qualitative survey 

Qualitative survey was done by using focus group methodology. The aim of Survey was to evaluate the programme “First Steps”. The main thing for research team was to get a deep understanding of the attitudes toward programme.
MC performed the following works: 

· Guideline Design for focus group sessions

· Recruiting of respondents

· FGD implementation

· Audio taping of FGDs

· Transcript writing 

· Report writing

Four (4) focus group discussions,(8 respondents in each FGD) were held: Two (2) in Tbilisi on 27th of July and two (2) in Batumi on 29th of July, city was selected together with the client.. Participants in the group discussions were mothers with 0-3 years old children and the audience of the programmme “First Steps”. The FGDs duration was at average 1- 1,5 hours. The recruiting of the respondents took place from 19th to 26th of July.  Moderator of the FGDs was Eto Zhvania.

Brief Summary of Desk Research

Analyzed target: Tbilisi, Female 4+, Children, Female with 1-3 children, Female 25-35, Female 

35-45, Female 45-55 and Female 55-65.

Whole segment of Female was stable to the program. 

But the Female segment of 55-65 and 25-35 was the most balanced according to share and rating. These target audiences were the best viewers of the program “Pirveli Nabiji”.

In average the program which had the highest rating in all segments was March 19th.

Loyal Audience

Out of the Total TV of target audiences, this program has its own % of audience and as it may be seen from the last row in the below chart the highest loyal audience for this program are Female 25-35 (12,67%) and Female 55-65 (13,29%), which makes it obvious that Female 25-35 are the mothers of babies and most grandmothers are in the age category Female 55-65.  Viewing among other age categories are relatively high, though Female 35-55, who do not have babies or are not grandmothers yet, are less interested in the Program.

Also it can be determined that from Total Audience this program had 8% of constant viewers.  

Channel Migration Trend

Main competitors of the program “Pirveli Nabiji” were “Kurieri on 18:00” and Feature Films and Serials on channel Mze. 

Total TV (Tbilisi)

Generally about 8% of the total audience was watching the channel before the program started.  Additionally about 2,6% of the audience came to Imedi from various channels, mainly from Channel 1 and Rustavi 2, where most frequently documentary movies were shown – on Channel 1 “Mrtsamsi” and Rustavi 2 “BBC Documentary Film”.  

Imedi loses about 2% of the total audience during the program in favor of news program “Curier” on Rustavi 2 and of movies on channels Mze (Soap opera and Film Festival) and Ajara.

Conclusion

The Program was positioned on weekend, namely on Saturdays before prime time, when Total TV is usually very high.  The time segment when the Program was broadcasted is rich with entertainment and news programs as well as movies.  This has constantly caused flow of audiences among various channels.

Recommendation
If such program is again planned, it is recommended to position it earlier or later fixed time, for example before or after news program at 18:00 (Curier), before or after the movies are started, etc.

Main Findings of Qualitative Research

· Positive Factors of the Programme:

· General informative

· The moderator

· Visual (format)

· Films

· Experts 

· The advice of the psychologist

· Credibility

· Respondents’ opinion on the changes was mainly connected with growth of programme length and its frequency that underlines viewer’s positive opinion.

· Negative Factors of the Programme:

· There is no live broadcast
· Problem with calling
· Insufficient information
· The programme is not repeated
· Topics interesting respondents
· First aid

· Syndromes of disease

· Psychological issues of upbringing

· Neuropathological advice

· Herbal medication

· Selection of medication

· Issue of nurses   

· Interesting topics that were identified as very useful and had the greatest response from the respondents:

· Vaccination

· Psychological issues of upbringing

· Feeding

· Pregnancy (Viruses)

· Respondents named another sources of information: magazines, books, doctors and other peoples (friends, mothers) advices, but the most confident source of getting the proper information was named programme “First Step”.
Conclusion

Television programme “First Step” was estimated very positively. It was marked that this programme was very good and useful for young mothers in order to get aware of the upbringing issues.

Recommendation

Existence of this program should be prolonged as it has positive social influence. In order to increase viewer’s loyalty programs should be repeated and it will be more effective if it is more frequent to challenge viewers’ affection. 

The Report 

Desk Research

Below are the graphs which show the Ratings and Share of every program, for different target audiences. These graphs are based on Tbilisi data.

Targets are: Tbilisi, Female 4+, Children, Female with 1-3 children, Female 25-35, Female 

35-45, Female 45-55 and Female 55-65.

As it can be seen from the charts, whole segment of Female was stable to the program. 

But the Female segment of 55-65 and 25-35 was the most balanced according to share and rating. These target audiences were the best viewers of the program “Pirveli Nabiji”.

If we look at the ratings of April 30, we will see that the rating is too low, that is not because the program was bad. The reason is that this was the previous day of Easter and Total TV was low.

In average the program which had the highest rating in all segments was March 19th.
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Female with 1-3 Children:


Female:
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Female 25-35:
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Female 35-45:
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Female 45-55:
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Female 55-65:
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Children:
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Loyal Audience

During the program broadcast Total TV of target audiences are the following:

Total Individual:
29,36%

Female:

33,02%

Female 25-34:

29,37%

Female 35-44:

28,83%

Female 45-54:

42,75%

Female 55-65:

47,93%

Children 4-14:

26,06%

Out of total, this program has its own % of audience and as it may be seen from the last row in the below chart that the highest loyal audience for this program are Female 25-35 (12,67%) and Female 55-65 (13,29%), which makes it obvious that Female 25-35 are the mothers of babies and most grandmothers are in the age category Female 55-65.  Viewing among other age categories are relatively high, though Female 35-55, who do not have babies or are not grandmothers yet, are less interested in the Program.

	 
	Target
	Total Individuals
	Female
	Female 25-35
	Female 35-45
	Female 45-55
	Female 55-65
	Children

	Day part
	Channel\Variable
	AMR %
	AMR %
	AMR %
	AMR %
	AMR %
	AMR %
	AMR %

	18:00:00-18:55:59
	Total TV
	29,36%
	33,02%
	29,37%
	28,83%
	42,75%
	47,93%
	26,06%

	 
	Imedi
	2,44%
	2,98%
	3,72%
	2,05%
	3,03%
	6,37%
	1,77%

	Loyal audience %
	8,31%
	9,02%
	12,67%
	7,11%
	7,09%
	13,29%
	6,79%


Also it can be determined from this chart that from Total Audience this program had 8% of constant viewers.  

Chart below shows the loyal audience of the channels in the given time band (when the program is broadcasted).  As it may be seen housewives and female 25-35 are the main audience of Imedi at given time, as well as female 55-65.

	
	Target
	Housewives
	Female with Children 4-10
	Female with children 1-10
	Female 25-35
	Female 35-45
	Female 45-55
	Female 55-65

	Channel
	Day part\Variable
	AFF
	AFF
	AFF
	AFF
	AFF
	AFF
	AFF

	Imedi
	18:00:00-18:59:59
	168
	134
	134
	149
	83
	127
	269

	Rustavi2
	18:00:00-18:59:59
	119
	55
	55
	79
	95
	109
	175

	MZE
	18:00:00-18:59:59
	132
	89
	89
	117
	77
	157
	214

	I Channel
	18:00:00-18:59:59
	143
	79
	79
	78
	64
	151
	280

	Maestro-Evrika
	18:00:00-18:59:59
	110
	74
	74
	97
	56
	65
	65

	IST
	18:00:00-18:59:59
	55
	47
	47
	128
	168
	86
	112

	202
	18:00:00-18:59:59
	74
	166
	166
	113
	74
	148
	58

	Total TV
	18:00:00-18:59:59
	125
	82
	82
	102
	97
	146
	169


The next graph shows what is the proportion of female audience to program viewing.

If we take all the females and children watching the program as total, in the below chart we can see the proportionate split among the age groups.  Once again we can see that the most loyal to the program “Pirveli Nabiji” was the female segment of age category 55-65 with 34.83%.
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Chart below, shows average time spend by target segments on the program “Pirveli Nabiji” in minutes. 

It means that if the program lasts 50 minutes, for example Female segment on average was watching 14 minutes, Children were watching average 11 minutes and so on.

We can say that every segment was watching the program nearly the same, but again the Female segment of 55-65 and 25-35 were watching longer then everyone else.
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Effective Reach

Chart below shows that average frequency of program viewing was 3.  

	Channel

	Imedi
	

	Description
	Target\Variables
	Reach%
	3+
	5+
	7+
	FRQ

	PIRVELI NABIJI
	Total Individuals
	64,15%
	28,97%
	15,14%
	5,46%
	3

	
	Sex(Female)
	69,14%
	33,49%
	17,74%
	5,42%
	3

	
	Female 25-35
	75,92%
	37,88%
	20,98%
	7,90%
	3

	
	Female 35-45
	67,49%
	20,73%
	3,80%
	0,00%
	2

	
	Female 45-55
	73,65%
	43,46%
	15,81%
	2,05%
	3

	
	Female 55-65
	81,94%
	55,61%
	42,30%
	35,70%
	5

	
	Children
	57,11%
	28,59%
	11,83%
	1,21%
	3


Viewing of the Program lessened towards the end of the series.  


More detailed chart about the Reach of the audiences may be seen in the file: “RCH% and Total TV.xls”

Channel Migration Trend

Main competitors of the program “Pirveli Nabiji” were “Kurieri on 18:00” and Feature Films and Serials on channel Mze. 

Almost every target was switching on “Pirveli Nabiji” after the ending of “Kurieri on 18:00”, as it is shown on the chart below.
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Total TV (Tbilisi)

Generally about 8% of the total audience was watching the channel before the program started.  Additionally about 2,6% of the audience came to Imedi from various channels, mainly from Channel 1 and Rustavi 2, where most frequently documentary movies were shown – on Channel 1 “Mrtsamsi” and Rustavi 2 “BBC Documentary Film”.  

Imedi loses about 2% of the total audience during the program in favor of news program “Curier” on Rustavi 2 and of movies on channels Mze (Soap opera and Film Festival) and Ajara.

Female

Generally about 9% of the total female audience was watching the channel before the program started.  Additionally about 2,7% of the audience was gained either by turning the TV set on or from various channels, mainly from Channel 1 and Rustavi 2, where most frequently documentary movies were shown – on Channel 1 “Mrtsamsi” and Rustavi 2 “BBC Documentary Film”.  

Imedi loses about 2% of the total female audience during the program in favor of news program “Curier” on Rustavi 2 and of movies on channel Mze during the Film Festival only.

Children 4-14

What is most important about the children aged 4-14 that they most frequently moved from Imedi to Maestro-Evrika for the show “Realuri” and “SMS Show” or to channel Mze for movies.

More detailed report about the audience migration to different channels may be seen from the Excel sheet “Migration.xls”.

Competitive Channel Grid Analysis

Conducting the analysis of competitive channel grids, it is noticeable that Imedi, Channel 1 and Rustavi 2 had the most stable grid in the given time segment, 202 and Maestro Evrika had more or less stable grid.  Grid was changing rapidly on Mze and 1 Stereo.

More detailed report about the competing TV programs on the other channels may be seen in the file:  “Competing Programs.xls”

Overview

The Program was positioned on weekend, namely on Saturdays before prime time, when Total TV is usually very high.  The time segment when the Program was broadcasted is rich with entertainment and news programs as well as movies.  This has constantly caused flow of audiences among various channels.


If such program is again planned, it is recommended to position it earlier or later fixed time, for example before or after news program at 18:00 (Curier), before or after the movies are started, etc.

Report of Qualitative Research 

Generally the programme received a very positive evaluation. Even though some negative sides of the programme were also detailed, respondents have noted that this programme is very useful and it should be more consistent. 

“I believe this is the type of programme that never makes you tired.”

Positive Factors of the Programme 

Respondents have named a number of important positive factors of the TV program
· Informative – this programme is informative, scientific and covers a lot of interesting issues which are very useful, interesting and important for mothers.  

“The purpose of the TV program is to provide information to future and young mothers and is achieved very successfully”

“This TV program helps us to discuss the psychological and mental health for future generations”

“There is no such TV program on any Georgian Television channels. It greatly assists us to be well informed on the child upbringing and health issues”.

· The moderator – one of the most important positives was deemed to be the moderator of the programme. It was mentioned that she is very good for the programme and creates a positive attitude and makes the viewer stay by the television. She also matches the format and the topic of the programme.

“The moderator and her narration match the programme very well”

“The moderator has a very good appearance and this is very important for this type of programme. She creates a pleasant attitude towards this programme.”

“I believe the moderator is very effective. Her warm appearance and always smiling eyes go very well with the programme.” 

· Visual – the respondents were also happy with the visual side of the programme. Children in the studio also created a positive attitude. 

“The programme is very pretty, I like the music and the children who play in the studio.”

“I developed a positive attitude from my first viewing of this programme. I liked the large balloons and the children who were playing in them.” 
· Films – films shown in the programme are very good, as the viewer is able to see ways of solving the problem in real situations. It can have a very positive impact and is good in terms of remembering. 

· Experts – experts were also positively evaluated by the viewers. It was mentioned that they inspire trust and that the information provided by them can be trusted by the mother. Provided information is easy to understand and clear for the casual viewer.

“Experts are talking an easy to understand language for the viewer.”
However, there was an opinion that “often there are cases when doctors argue over the question and the question remains unanswered. Which results in a vagueness for the viewer.”
· The advice of the psychologist is very positively received during the programme. All of the groups have identified this as the most important and interesting topic for young mothers. They expressed a greater interest in psychological advice than health as they think considering healthcare advice is more difficult, as the programme does not cover individual cases. Psychological advice is more acceptable and easier to implement for most of the respondents. 

· Credibility of the programme  - The respondents think that the programme in general and information provided by its experts is credible, although some respondents have also mentioned that they almost always check information of interest to them with their pediatrician or personal doctor, as no matter how competent the expert’s opinion is, it is still general and they prefer to check the information with a pediatrician more familiar with their particular problem.

“Sometimes invited experts argue on correctness regarding certain issues and in such cases I rely more on the opinion of my own pediatrician.”

“I usually take simpler advice from the programme, but I trust my pediatrician more.”

“When I watch this programme I have many questions that I then discuss with my pediatrician. My child is very allergenic and I cannot consider all of the advice given by the programme doctors.”

“I still prefer to verify information with my doctor and keep him informed, as invited experts often have different opinions on the same subjects, while personal pediatrician knows the situation relating to my child in more detail.”

A section of the respondents noted that they trusted the information given during programmes more and the programme is the most credible amongst all of the available information sources. 

“I trust the  information broadcast during this programme most, even if there is something different written in a book I always prioritise Firt Step’s position.”

“It was mentioned in the programme that the mother’s milk is good for a child even up till two years f age, as mother’s milk helps to strengthen the immuno system which results in children becoming much healthier. However my personal doctor advised against feeding a child mother’s milk after one year of age. The special  guest on the programme gave us approved advise, thus I trusted their suggestions more.”

The level of trust in this programme within Batumi is higher, due to the fact that the responders note themselves  that the medical service is of a much lower quality than in Tbilisi and accordingly  they trust the local doctors less. They believe that invited experts are more competent than local doctors.

· Concreteness of the advice - Issue of concrete definitions of advice was ambivalently discussed in groups:
There was a difference in the opinions of Tbilisi and Batumi respondents on this issue. Tbilisi focus group members thought it was positive that doctors do not go into great detail while giving advice, they provide more general direction and in certain cases ask them to refer to particular doctors who will discuss their problem individually. 

“It is good that the programme does not provide concrete directions. I do not consider that dose prescription should be done by means on television and my opinion is it should be done individually, after examination of the patient. The experts participating in the TV program should only give directions to a sick person. It is for this reason that it is often said during the programme to refer to a doctor.”

Batumi group expressed a wish to discuss problems in more detail and to provide advice to the viewer which they believe would help them limit the number of visits made to the doctor. 

“Advice should be given in more detail, as sometimes I have a feeling of insufficiency.”

Negative Factors

Respondents have named a number of important negative factors of the TV program and named desired changes for the improvement of the negative factors.
· There is no live broadcast – “I did not bother to call, as I would have to in order to hear my answer. The programme is not broadcast live. I’d rather call my pediatrician and ask.”
· Problem with calling – it relates more to Batumi, where difficulties with connections were highlighted as a problem together with the cost. Tbilisi respondents expressed their dissatisfaction, as the phones are always busy. 

· Insufficient information – despite of that the TV program was generally named as very informative, in definite specific cases the respondents mentioned that sometimes they feel dissatisfaction concerning the information received. The reasons named are the limited time of the TV program. And also that fact that incoming questions are frequently duplicated.

“There is not enough time and often the information remains unexplained. Even though the creators of the programme try to provide as much information as possible during a short period of time.”

“Sometime I feel dissatisfaction with the information received, my child is allergic and there is no discussion in the TV program about the children with allergy related problems and even during the vaccinations I did not receive any information on how to behave, is it permissible to vaccinate the allergic children?”

“Sometimes they jump from one question to another without fully answering the first one. It would be better to answer the first question in detail and then move on to another”. 

“Every programme is about a specific topic, but often it is not discussed in detail with other questions being answered instead.”

“Often the viewer asks the same question resulting in the same discussion an wasting a lot of time on it.”

· The programme is not repeated – it would be good if the programmes were repeated, as someone might miss certain issues, or they might not have time to watch at that point.

· The programme isn’t often and the viewer is not used to it. It is not enough to develop credibility. For some respondents watching of the programme is accidental – “I do not wait for this programme as it is not frequent enough for me to be used to it. Although I always keep watching if I come across it accidentally.”
Desirable changes  
Experts – several different opinions were identified about the experts: some respondents feel experts should be changed often, to allow differing opinions and approaches through this programme. 

“I think it would be better to change the invited experts more frequently as everyone has his/her own opinion and it would be interesting for the viewer to hear a variety of opinions.”

“It would be better to hear several different opinions from the various experts and select the one most appropriate for me.”

This was unacceptable for another group of respondents, as they believe that many opinions on the same topic is confusing and it is important for them to get used to the experts thus helping to develop trust in them. 

“I believe experts should not be changed, as when I watch the same face every Saturday, I develop trust. I think this may not be true if I see a different face every time. It would be good if there were several permanent pediatricians or a psychologist along with some invited experts each week.”

There was a consensus version identified while discussing these two versions. This was about changing experts after some time. The respondents thought it would have been better to have several (3) groups of doctors who are rotated after a period of time. 

· Live broadcasting – the programme should be broadcast live to allow viewers to ask questions

· Increase the length of the programme

· Repeat the programme

· 2 programmes a week – if the programme is more systematic, we will be able to consider their advice more and the level of trust will increase. 
· The topic of the programme should be clearly defined and questions should be asked around this particular topic to exhaust it. “It is difficult to watch the programme only not to miss the information you need. If this distinction is made, it would be better in terms of saving time.”
· Mothers should be able to attend the recording of the programme and ask questions

· Topics for future programmes should be announced during the week, so the viewer can know what will be discussed and whether it is of interest to her.  

· There should be magazines about this programme that print discussed topics, questions and answers, or it could have some space in a particular magazine. 

· Batumi respondents suggested that it would be good if the journalists on the programme “go out in the field” at least once a month to collect questions that could then be discussed during the programme. 

Topics interesting respondents:

· First aid – “It also would be beneficial to learn advice concerning first aid, as frequently mothers panic in emergency situations and experience difficulties how to urgently help the child. Advice learnt in the TV program can be instantly recollected in such cases and be handy in extreme situation.”

· Syndromes of disease and the symptoms for identification – “I think it would be interesting to discuss infectious and rare diseases more thoroughly. I do not know how to distinguish diseases, which is why it would be interesting to discuss symptoms of various diseases.”

· Psychological issues of upbringing – “ Also it would of interest to bring teachers from kindergartens to the programme to hear about their experience of looking after children. I believe they have the most practice in this field. Psychological advice will be enriched if it is accompanied by advice from the practitioner.”

· Neuropathological advice – “There are a lot of nervous children nowadays and I’m interested what is the reason of that, and in general neuropathological advice is very important”

· Herbal medication – “I think that herbal medicines are less harmful than chemical medicines and I prefer to treat my child with herbal medicines, so it’s very interesting for me to understand what experts think about this issue.”

· Selection of medication – “It is very important for the expectant mothers, allergy suffer, doses for children”

· Problems of children relationships

· Issue of nurses  – “It is desirable to devote a TV program about nurse-maids, relations between the child and the mentor, as I know many problems exist is this field.” 

“It is interesting when a nurse-maid should be employed to which child and generally to be more competent in the functions of the nurse-maid.”

Considered advice given by the programme:

During the group discussions several interesting topics were identified that had the greatest response from group members:

· Vaccination – the issue of vaccination was raised during every group discussion and the respondents have mentioned that discussion of this issue during the programme convinced them of the importance of vaccination:

“I was very much interested in the issue of vaccination. I asked lots of pediatricians on how important it was for the child to be vaccinated and I received different answers which confused me. This programme convinced me in the importance of these vaccinations and this was the case when I fully trusted the programme.”

“I was always afraid of vaccinations as I had heard of the dangerous consequences. As a result of these programmes I realized that I had to have my child vaccinated, but I had to go to a good specialist, as dangerous side effects can result from incorrectly given shot and not the injection itself. Vaccination is very important for the immune system of children. As a result I decided to have my child vaccinated.” 
· Viruses – “I am going to have a baby and I will definitely have all kinds of tests to prevent these frequent viruses. I think these types of problems should be covered in the programme regularly, as a good pregnancy is a guarantee to having a healthy child.”
“I had to abort a 6 month pregnancy due to viruses and through this programme I’ve learned that I should not get pregnant again unless both my husband and I are fully cured from it.” 

· Pregnancy – In respondents opinion there are many interesting topics on pregnancy that need to be discussed, as the health of a future baby greatly depends on the health of the woman.

“Many bad results could occur if the pregnant woman has no knowledge. So this topic is very important.”

“In this programme I heard what kinds of consulting a pregnant woman should have to avoid various complications and this made my second pregnancy much easier. I prevented many problems that I had no idea of through the information provided in the programme.”

“Advice of the gynecologist is very interesting for me too, since I also had quite a few problems after pregnancy due to the lack of information. If this programme was on then, I could have prevented these problems, but I will definitely consider it in the future.”

· Psychological issues of upbringing

“From the advice of the psychologist I realized that there are no minor details – everything is very important during upbringing”

“I changed my attitude towards my child as a result of the programme. I realized it is better to keep them free.”

“Attitude towards children has changed. I try not to pay attention when they are acting up. I try to compromise.”

“My child is very stubborn and I could not cope with him. The programme advised leaving him alone sometimes and not to impose our ideas on him. I try to use this method and our relationship is more regulated now.”

“The programme discussed a very interesting topic – how to get your child used to free thinking, let them pick what they want to do or wear.

“My child was very stubborn and than I heard on the programme that we should not just prohibit actions of the child and that punishment is not recommended. In this case we should explain to the child that the action is bad, but the child himself is good. After the programme I tried to act this way and now it is easier for me to communicate with the child.”

· Punishment – “I tried to use the advice of the psychologist with regard to my children and in one case it was true, when the child was acting up I took him to a dark room, he went immediately quiet, although this method does not work any more.”
· Toys – “I had problems with toys. The child was getting bored of them very soon. I heard that I should hide the toy and show it later and this experiment worked.”
“There was a good discussion on various toys – which ones to give to the child and which ones not to give so that they are not swallowed or give allergy. My child had a skin allergy and I could not understand why. In this programme I heard that stuffed animals can cause allergic reactions as they are the source of dust and bacteria. My child constantly played with these toys and even took them to bed. The allergy went away as soon as I took the toys away.”

The issue of wrapping the infant was raised in Batumi only and the respondents had differing opinions on it:

· “I considered the opinion of the pediatrician from the programme about wrapping the child. Before that I was wrapping my first child for several months after birth. The pediatrician advised that it is better not to wrap the baby for better development of the nervous system.”
· “I do not agree with some issues and I cannot consider it. For example, there was a discussion about not wrapping the child, but I do not think it is right – wrapping is very good for proper development of the bones.”
Feeding

· Changing of the food ration – “As a result of this programme I added more vegetables to the food of my child to enrich it with vitamins. Pediatrician also advised that it was better to replace artificial food with porridges prepared at home.”
“My children were allergic and in this programme I heard information on the food that children should not eat. I took out extra protein and carbonados from their ratio”

“The programme discussing food offered advice that a child that does not eat well should have the food changed. I tried this advice on my son and it was true.”  

· Not insisting on eating – 
“From this programme I received thorough, argumented answer on why we should not insist that children eat certain foods. It turned out that this process distracts both the physical and psychical development of the child.”

Although, there has also been opposing idea about this advice: “There was a case when the expert advised not to make the child eat the food. I tried to follow, but the child did not eat for 2 days. This type of advice is sometimes true, sometimes not.”

· Breast feeding – “I could not feed my child with breast milk and I was very nervous. This programme provided useful information on the food that could somehow replace breast milk.”
“I had problems with feeding my child, as he did not take anything else other than breast milk until the age of 1. Through the programme I learned that the baby should receive additional food after 6 months, so I changed the food.”

Other sources of information

Respondents named books (home medicine, Nervous Children by Varabiov, Spoke books), magazines (Healthcare, Family Doctor, Friend) and BBC films as sources of information. One of the respondents has mentioned that the “mother’s calendar” given to her while in the maternity house was very useful. Other sources of information for young mothers are the older generation, acquaintances who are also mothers and doctors. 

Even though several other information sources were named, most of the respondents have noted that TV programmes are very useful for busy mothers, who have very limited free time, so receiving information from a TV programme is easier for them than looking for this information in books and magazines. This requires more time and energy. 

“I prefer to watch this programme instead of reading magazines, as practical experience is always better than theoretical knowledge.”

“I think that parents of young children have no time to read books. So listening to the information is the best way for them.”

Programme Viewing 

Some Respondents watch this programme systematically and if nothing interrupts they watch every programme, because they think, that every topic discussed in this programmed can be very interesting and useful. Some viewer mentioned that, watched this programme by chance that means if they cast an eye on programme they continue watching. 

Attention of the part of the respondents was attracted by the advertising, some of the respondents mentioned that I watched the TV program by chance and learnt about its existence.

“ I was attracted by the advertising, where it was said that your child hears you voice while in your womb. After that I was interested to watch the TV program.”
Respondents also mentioned, that not only they are watching this programme but also there family members, parents, husband’s parents, husband. Some Respondents mentioned that if they cannot watch the programme, then any of the family member (mother, sister, husband or mother in law) watches it and than tell everything.
Respondents also said that they talk about this programme with their friends and relatives who have children.

Conclusion

Generally the programme received a very positive evaluation. respondents have noted that this programme is very useful and it should be more consistent. 

In the opinion of the respondents it is essential to have such TV programs, they assist by giving better information to mothers, breaking old stereotypes and introducing new mothers to methods of upbringing, which in turn promotes the upbringing of a healthy new generation.

Recommendation

· The program should keep going as it has been assessed as a carrier of a positive influence. On the contrary, it will get more familiar if it is released more frequently and is repeated every next day. This will also make the audience to get used to regular watching the program.  

· Live broadcasting of the program is preference as the listeners’ involvement in the program will be more active while watching it. They will be able to call to the studio immediately in regard with any topics that interest them. When a listener gets interested in a specific issue and has a question she prefers to put the question right away to get a prompt answer rather than wait for the next show next week when the topic will be different and the question put forward by the listener may be disregarded. 

· Similar questions should not be repeated in several shows, as this may be boring for the faithful viewer. Brochures or booklets can be prepared on frequently asked questions (or generally on the topics of the program). These brochures or booklets can be distributed through polyclinics to be easily available for any mother. 

Abbreviations

[image: image11.png]Name Description Formula Precalc Data
type

AMR | Average Minute Rating n For ABS(AMA]
Average number of > Weight, * Minutes et |y gy
individuals who have IMR =& on the

seen a specific Duration u::”;;e

programme or day part

1

n individuals belonging to target of reference





[image: image12.png]SHR

ShaRe
Proportion of individuals
viewing a specific
programme or day part
compared to the total
number of individuals
watching TV during the
same interval of time

SHR :M
TVR

“100





[image: image13.png]RCH

Reach
Number of different
individuals which have
seen at least one minute
of a programme or day
part

RCH =" Contacts™™ * Weight,

1,...,n individuals belonging to target of reference.

For
target,
event

ABS





[image: image14.png]AFF

AFFinity

Ratio between the rating
of one target (“focus”
target) and the rating of
another target
(“reference” target)

AMR,

Universe,

AT =—R

Universe,

DX





[image: image15.png]Frequency
(©T3)

Opportunity to see
The average number of times an
individual has been exposed to a
campaign

GRP
RCH

Planning

Abs





[image: image16.png]TR/ 2 For T A
Total > Weight, * Minutes, et | (on
TV | verage number of et
wnverse)

ndividuals waching TV
ing aspecific time.

. indidals belonging o arget of reerence.





Annex 1  - Competing Programs 

Annex 2 - Migration

Annex 3 - RCH % and Total TV

Annex 4 - RTG% and Total TV










PAGE  
1

