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How it works in Jharkhand?

 Mobile phone based platform for crowd-sourcing local information from remote 

villages, and making it available for anyone to access over phone

Village groups call into 

a toll-free number to 

tell stories and 

experiences

The  submitted stories 

are validated and 

moderated by a trained 

editor

Validated stories 

are published 

online

Validated stories are 

also published for 

access on same toll-

free numberOther people can call into the toll-

free number to listen to the  

validated stories

Valuable statistics 

and reports can be 

derived from the 

information 

collected
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Running Campaigns that impact the rural remote 

communities

SHG AIDS
Water

Conservation
Migration

Gender

Gap

Community 

Sourced

GV and Partners 

Typically contains :
Information on the 

Topic 

Views and Opinions of 

Callers
Queries

Experience/Life 

stories

Interviews of 

experts

Songs, Drama & 

Poetry
Quizzes

Topics of campaigns (awareness and informational) are suggested either by the community

or selected centrally on the need-to-know basis. Field representatives and callers contribute

stories and concerns on the chosen topic which then are send to relevant agencies for their

actions and response.
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The consumer response to MobileVaani in 12 months

 ~ 2000 calls per day

 ~ 34,000 callers

 ~ 6 min average time per call

 ~ 11,000 returning callers

 Main areas: Dhanbad, Giridih, Bokaro, 

Latehar, Palamu, Garhwa

 90% community sourced content

 Local news

 Opinion on topical issues

 Guided discussions and campaigns

 Grievances and feedback on government 

schemes

 Cultural artifacts including folk songs and 

poems
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Profiling the consumer by listening to them

Poor Infrastructure
11%

Unemployment
38%

Corruption and 
Red Tapism

19%

Others
32%

Reasons for Migration

Unskilled 
Labour
55%

Clerical staff
23%

House-
Maids
22%

Work Profile of Migrants

Mental, 
Physical 

and 
Financial 

Exploitation
57%Human 

Trafficking 
and 

Kidnapping
11%

Miserable 
Working 

Conditions
17%

Denial of 
Wages

10%

Poor Health 
due to 

continuous 
work
5%

Problems faced at Work

Qs Answers

Number of water bodies per Panchayat? 6.5

Drinkable water? None. Used for bathing, washing clothes, water for animals

Were some water bodies funded under 

MNREGA?

Yes, each village had at least one MNREGA funded body. Around 30% of the water bodies had 

been funded under MNREGA and RRR

Renovations required? Yes. But no maintenance funds had been sanctioned by the government

Used for pisciculture? Agriculture? A few small scale setups for pisciculture, but none of the bodies are perennial and hence not 

suitable for pisciculture and agriculture



g o o n j :  s o c i a l  m e d i a  f o r  e v e r y o n eMobile Vaani: Technology. Media. Development

• Community sourced queries, information,

experiences, grievances are sent to relevant

CSO partners and Government Departments

in the form of reports and recommendations

• Voices from the community is also shared

with Panchayat Nama for publishing them

Government 

Officials, DC, 

BDOs

CSOs

Responses, 

expert 

advices  go 

back to the 

community

Response, 

actions are 

communicated 

back to the 

community
Mobile Vaani

Facilitation of the consumer’s voice… completing the loop
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Step-by-step guide for setup of new Mobile Vaani operations
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Process to set up the client project and scale up
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Typical MobileVaani platform deployment GANTT chart
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Please Note-GramVaani maintains a roster of potential candidates for addressing its immediate 

and foreseeable requirements based on budgeted projections

Step 1: The Gram Vaani staff on-boarding process
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Typical qualifications and experience of moderators and field staff:

 Experience of working in the development sector, with an understanding of 

media and communication 

 Computer literate and internet savvy

 Proficiency in Hindi, English and some of the local dialect

 Good writing skills

 Good communication skill

 Knowledge about existing government schemes and their status

 Knowledge about functioning of media/ social media

 Knowledge and understanding about social issues

 Intent of working with and in the community

A prime example: Building a team of content moderators
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Step 2:

GramVaani 

staff training 

process

Please Note- Training is a regular 

exercise in GramVaani due to the 

development and deployment of new 

technologies and operations.
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Step 3: Community mapping and landscaping process
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Community mapping and landscaping results

Objective: Understand the area of operation      Method: Secondary research

Population 3,29,66,238

Male Population 1,69,31,812

Female Population 1,60,34,426

Sex Ratio 947/1000

BPL Population 70%

ST Rural population 91%

Tribes 28%

SC 12%

Others 60%

No. of Districts 24

No. of Blocks 260

No. of Villages 32620

Literacy 67.63%

Male 78%

Female 56%
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Objective: Understand major issues that Mobile Vaani can help address

Method: Secondary research and field visits

Mapping of developmental issues: Some examples

Developmental

indicator

Status Responsible agency Solution strategy

Health • Mortality : Rural 10 per 1000; 

Urban 6 per 1000

• Of every 1000 live births, about 

71 die before they reach their first 

birthday (highest in India)

• 9 of every 1 0 deliveries take 

place at home

• 45% of women in Jharkhand 

reported to have reproductive 

health problems

• 85% of women have not heard 

about HIV/AIDS

• Half of Jharkhand’s households 

don’t have toilet facilities

Govt. and private 

hospitals, PHCs, SHCs, 

ASHA workers, CBOs 

and NGOs

Data collection,

highlighting case studies, 

connecting to relevant 

agencies, running 

awareness programmes, 

eliciting feedback from 

the common 

people/users of JMV
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Some more examples…

Developmental

indicator

Status Responsible 

agency

Solution strategy

Education
• Primary Schools/1000 children is 12

• Average no. of class rooms in primary 

schools are 2

• High dropout among females and tribals

• 40% literacy among STs

• 27% literacy among female STs

Govt., private 

schools, State 

Educate 

Agencies/Boards,

Teachers, 

Community, 

NGOs

• Primary Data 

collection

• Highlighting 

stories through 

media

• Partnering with 

relevant NGOs

• Connecting Govt. 

agencies

• Awareness 

creation through 

programmes

• Community 

engagement 

through training 

and workshops

Livelihood • 80% rural population depends on 

agriculture for livelihood

• 70% of the people of Jharkhand are either 

small or marginal farmers with less than 1 

hectare of farmland

• 92% of total cultivated area is un-irrigated

• No or nominal water conservation 

practices

Govt. agencies, 

Training institutes, 

NGOs, Elected 

Representatives, 

Corporate bodies

Other issues Electricity, drinking water, pollution, crime, 

govt. schemes, employment, drought
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Objective: Understand community needs Method: Field visit for community surveys

Mapping of community informational needs

Informational need Examples Solution strategy

Govt. Schemes •Need for registration for migrant labourers 

•Entitlements in PDS for BPL
•Responses to questions by govt

officials, NGOs

•Expert advice

•Networking with relevant resource 

partners 

•Interviews of ASHA workers, 

teachers, experts

•Interviews of SHG women

•Discussion of JMV users on 

particular topics

Agriculture •How to start a mushroom farm

•How and where to do soil testing

Health •Information on HIV/AIDS

•How to obtain health cards 

Education •What comes under RTE

•Entitlements of tribal students

Employment/livelihood •How to form and run SHGs and MFIs

•Schemes of govt. available for livelihood

Cultural Expressions •Folk songs

•Children’s entertainment items

Special slots for entertainment

items contributed by community
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Step 4: 

GramVaani 

community 

engagement 

process
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Organizing Community Workshops

Introduction 

to 
MobileVaani

Live call 
experience 

to the 
users

Community 
representatives 

share their 
experience
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Community meetings and activation
Training the field community 

reps

Wall paintings

Some examples of our community and market activation initiatives

Group training
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Step 5:

MobileVaani 

technology 

deployment 

and 

integration 

Process
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Site A Site B Site C

Gram Vaani’s cloud hosted 

telephony setup at IIT Delhi

Voice 

recordings 

stored on 

central 

server

1

Internet 

access

Content moderators in 

state office monitor 

content over the 

Internet. They also 

transcribe and extract 

data from the content 

for analytics

2

Published items can be 

heard by the communities
3

Data and content on 

redundant storage

Phone line Call records Analytics

Note on scalable backend: The Gram Vaani voice infrastructure is designed to scale in a 

distributed manner by adding more phone lines and storage on-demand. The current 

architecture can support up to 16x30 parallel calls at all times, to be able to reach out to 

over  60,000 users per day

Technology architecture
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• Power backup, reliable Internet access

• Hosted at IIT Delhi’s data centre

• One click setup for new partners

• Independent call-in number

• Independent web admin interface

• Accessible from anywhere

Gram Vaani’s cloud 

hosted telephony 

setup

Cloud hosted setup
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Step 6: 

MobileVaani 

crowd sourced 

content 

acquisition and 

publication 

process
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Content moderators 

housed in local office
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Objective: Partners who will help achieve the objectives

Step 7: Scaling up… working with strategic partners

Objective Partners Alignment of incentives

Provide an avenue for self-

expression

NGOs, SHGs, Interest 

groups and community

Catchment Groups have a 

voice for themselves. 

Highlight problems communities

face in their day-to-day life

NGOs, media, 

community, field-

volunteers

Community Gets a voice

Help improve government

schemes by collecting social audit 

data

ASHA workers, interest 

groups, volunteers, 

communities, NGOs

Financial Incentive for ASHA 

‘s, feedback for various 

benefit schemes

Provide an avenue for local 

cultural expression

Folk groups/ artists, 

community

Medium for mass reach and 

acknowledgment

Provide a source of livelihood to 

local entrepreneurs off the 

platform

Training institutes, Govt. 

agencies, SHGs, NGOs,

MFIs, VLEs, Corporate

Local employment for VLE’s, 

NGO representative. 

Business avenue for local

Business community

Spread knowledge about 

schemes, issues, markets, etc

Govt. departments, 

Corporate, NGOs

CSR obligation, benfits to 

beneficiaries.
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State level consultations to strike 

strategic partnerships with local 

NGOs and government 

departments
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Step 8: Analysis of data analytics methodologies, community 

engagement tactics and community needs
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Go to state 

view

Dashboard view: From national to local
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Understand low 

satisfaction index

Dashboard view: From national to local
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Listen to the voices of 

the community

Dashboard view: From national to local
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Depiction of data presentation and formats
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S U S TAI N AB L E  AN D  V I AB L E

MobileVaani’s Business Model
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Content and programming strategy

0

2

4

6

8

10

12

7 am- 9 am 9am - 11 am 11 am - 3 pm 3 pm- 6 pm 6 pm- 9 pm 9 pm- 7 am 

MobileVaani program schedule

Desh ka Haal

Ghar Parivar

Aap ke Khet

GramVaani 

Natak

GramVaani Gup

Shup

GramVaani lok

kathain

Desh ka Haal

Ghar Parivar

Yuva-Vaani

GramVaani 
Paathshala

GramVaani 

Natak

GramVaani 

Arogya

GramVaani 

Baalak

Aap Ki Awaaz 

GramVaani 

Sangeet Mala

Desh ka Haal

Yuva-Vaani

GramVaani lok sangeet

Aap ke Khet

GramVaani Natak

GramVaani Gup Shup

Ghar Parivar
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Enable Local Entrepreneurs by providing avenues for sustainable livelihoods

State clusters Descriptor MPCE
Average spend by the rural 

consumer in the cluster

Growth in rural MCPE 
spend from one level 

to the next

Cluster 1 Below 950 900 NA

Cluster 2 950-1200 1075 13.50%

Cluster 3 1200-1500 1350 26%

Cluster 4 1500-1800 1650 22%

Cluster 5 1800 and above 2000 21%

Classifieds heads

Monthly rate plan for 
personal ads

CATTLE (Buyer/Seller) 1000

Real Estate (Buyer/ Seller) 2000

Local grocer (kirana stores) 1500

Local stationery store 1500

Local tailor 200

Local electrician 200

Local civil contractor 2000

Local cycle dealer 1500

Local solar products dealer 500

Tractor/ farm equipment ( buyer/seller) 3000

Local pump mechanic 200

Local tractor mechanic 200

Local tuition/Tutorial 2000

Local singer 1500

Local doctor 2000

Local pharmacy 1000
Local agric inputs distributor 3000

Local Mobile phone retailer/repair shop 200

Matrimony 200
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Sustainability 

and 

scalability of 

the 

enrollment 

process 

using 

partners in 

the field

Please Note- Process agnostic to where the target community is domiciled
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Activating ASHA workers for MobileVaani field operations
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AN S W E R I N G  S O M E  K E Y  Q U E S T I O N S

Crucial insights about GramVaani capabilities
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Understanding the potential of MobileVaani as the definitive “new media” for 
the BoP

 MobileVaani addressable market are those 

consumers, who are not destitute and can potentially 

afford a basic mobile phone. These are translated to 

about 1.86 crore people.

 The estimated number of mobile phone users in this 

segment are 50% of the addressable population- 93 

lacs.

 These 93 lacs are found across the 24 districts of the 

state.

 MobileVaani operates in only the 13 most vulnerable 

districts of the state, and we can thus safely assume 

that our addressable market in these 13 districts is 

50 lac users.

 Assuming that in a family of 3 children and 2 adults, 

a total of 5 people share the mobile phone, with a 

user base of 36,000 users as on date with 

MobileVaani, we currently reach out to 1,80,000 

users across 13 districts.

 MobileVaani thus has managed to penetrate 3.7% of 

the target community
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3 key reasons why MobileVaani qualifies as the social media solution for the 
BoP

Reason 1-
The average monthly mobile internet 

expenditure is beyond the reach of ALL BoP 

target communities, which begs the 

question…if not the internet to access social 

media, then what?

Reason 2-
Adoption of Mobile Internet in India lags global 

benchmarks and opens up the space to 

explore alternatives (GSM/CDMA?)
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Final reason for qualifying MobileVaani as the social media platform for the BoP

Only 6% of the total digital brands are focused on the media and 

entertainment space, and NONE are focused on the huge untapped 

BoP consumer!
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Our in-depth understanding of India’s administrative landscape

RURAL URBAN



g o o n j :  s o c i a l  m e d i a  f o r  e v e r y o n eMobile Vaani: Technology. Media. Development

Translates for potential to deep dive in the community and deliver superior quality data
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SWOT analysis for the Mobile Vaani platform

Strength

- Definitive social media platform for the 
BoP

- No comparable solution exists for the 
target demography

Weakness

- Rides on community trust. Susceptible 
to propagation of mis-information, but 
can be editorially controlled

Opportunity

- Whitespace in the BoP. Rural and low-
income communities have no media for 
themselves

- Growing mobile phone penetration. 
Right time for intervention

Threat

- Competition from local media to create 
parallel systems. Can be controlled by 
first-mover advantage to rapidly build 
market share

Mobile Vaani
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Risk assessment matrix for Mobile Vaani operations

Risk Severity Mitigation

Failure to get 

community traction

Major Our work in Jharkhand has given a good handle on 

whom to look out for community representation, who 

can help gain quick traction

Spreading of mis-

information on 

platform

Moderate Editorial policies and direct community interaction on a 

small sample will flag any such incidents

Failure to form local 

strategic 

partnerships

Moderate Incentivization through tie-ups with local government 

agencies will make it easier to partner with local NGOs 

and civil society

Failure to build local 

entrepreneurial

revenue

Minor Initial mapping exercise will reveal strength of local 

economy; the exact nature of intervention can be 

custom designed accordingly

Failure to build long 

term sustainable 

revenue

Major Our work in Jharkhand has helped us understand client 

requirements and deliver value to brands; this will help 

us replicate the network to more areas
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