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The CGIAR Research Initiative on Sustainable Animal Productivity for Livelihoods, Nutrition and
Gender Inclusion (SAPLING) in Vietnam focuses on the pig and beef value chains to package and
scale up tried and tested technical innovations (in animal health, genetics and feed) and socio-
institutional innovations (e.g. policies, gender and youth-based disadvantage and market
systems). SAPLING aims to improve women's and youth's livestock productivity, livelihoods and
nutrition and reduce negative impacts on climate and the environment. Work package 3 (WP3)
of SAPLING in Vietnam aims to increase economic and decision-making power for ethnic
minority women by addressing local norms that discourage women from engaging in some roles
and benéefits in livestock.

In 2023, the SAPLING gender team cooperated with experts from the Vietnam Academy of
Social Sciences (VASS) to conduct qualitative fieldwork in Mai Son District, exploring the main
social (with a focus on ethnicity) and gender norms that hindered women's involvement in
livestock production. Based on the findings of gender norms, the gender SAPLING team
developed key gender communication messages to change awareness and behaviour of gender
inequality in livestock production. Then, the Thang Long Creative Agency (TCA) team validated
the identified gender messages and established the best communication approaches for a
strategy on social behaviour change communication (SBCC).

Together with the SAPLING gender and TCA teams, the Vietnam Women's Academy (VWA)
developed and implemented a communication campaign based on the recommendation for the
SBCC suggested by TCA. The communication messages were then finalized, respecting the
rights mentioned in the Law of Gender Equality (2006). The campaign promotes women's
empowerment in the livestock sector and contributes to consolidating the achievements of
interventions from other SAPLING work packages.
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Vietnam has achieved a lot in gender equality. It is one of the countries that has eliminated the
gender gap fastest in the past 20 years and contributed to improving the status of women (WEF
2024; Australian Aid et al. 2021; UN Women 2021). However, some inequalities still occur: The
participation of women in organizations and social management structures is still limited, the income
gap between men and women in the same job still exists and the opportunity to access high-quality
jobs for women is lower than that of men (Australian Aid et al. 2021; UN Women 2021; Dung et al.
2020).

For ethnic minority communities in particular, who live in high mountain areas, the level of
enjoyment of social services is still limited. There are gender stereotypes and prejudices in the
concept of the role and position of women. Many women depend on men and are limited in their
decision-making. Many women are not allowed to own property and are not free to decide on
marriage (UN Women 2021). According to the 2023 report by the Ministry of Natural Resources and
Environment, the percentage of women in the northern mountainous region of Vietnam who have
their names on certificates for residential land, agricultural land and non-agricultural land is 62%, but
for other types of land, itis only 17%. Among them, the percentage of women in rural areas engaged
in agriculture is as high as 80% and even higher in ethnic minorities.

In Vietnam, the household economy plays a significant role in socio-economic development, with
more than 60% of the population living in rural areas (Australian Aid et al. 2021; UN Women 2021).
In ethnic minority areas, households mainly rely on cultivation and livestock, so raising animals is
important to the household economy (UN Women 2021; Dung et al. 2020). However, gender
inequality, gender stereotypes and prejudices have become barriers that prevent ethnic minority
women from fully promoting their capacities and roles.

The behaviour change communication campaign supported the capacity of women, particularly
among the Mong and Thai people, to engage in, make decisions on, and benefit from pig and beef
value chains. The campaign provided basic knowledge about gender issues and gender equality in
livestock farming for women and men farmers in villages. Through diverse, rich and attractive forms
of communication, the campaign transferred gender messages to enhance equitable attitudes and
behaviours in daily life, particularly in livestock farming.

This report shows how communication activities were carried out among the target farmers in the
communes of Chieng Chung, Chieng Luong, Hat Lot and Muong Bon in Mai Son District, Son La
Province. The report has four components: 1) Planning a communication campaign; 2) producing
communication products/tools; 3) testing tools; and 4) implementing direct communication
sessions.

A communication campaign was planned to raise awareness on gender equality in livestock and
enhance women's empowerment in the four communes. Activities were planned to promote
women's autonomy and self-determination in the livestock sector and life in general.

The communication content focused on providing new perspectives and understanding on gender
relations, removing barriers and gender stereotypes, and simultaneously encouraging women's
participation in life decisions, especially in production activities. Another important goal was to
promote the recognition of the role of women in family economic development, especially in the
livestock sector, and to promote gender equity and non-discrimination practices.

It is worth noting that the communication activities targeted both women and men. Men were
mobilized to improve gender norms and relations in the locality.

The gender communication messages were:

e Message 1: Women have the ability to generate income and make effective and wise
economic decisions.



e Message 2: Women and men can both be strong and make decisions together for the family.

e Message 3: Women are good breeders and can make decisions about livestock
management.

e Message 4: Women and men can both participate in training to improve knowledge and
share it with other family members.

e Message 5: Career has no gender. Women can be veterinarians, business owners or cattle
traders, or join any other career they want.

e Message 6: Husband and wife should listen to and respect each other's opinions; anyone
can give informed opinions.

e Message 7: Both men and women have the right to own land and property. This benefits the
family and society.

The VWA team suggested targeting women and men who raised livestock and were in the labour
age. If the communication campaign only attracted the participation of the elderly, it would be
almost meaningless. One optimal solution for mobilizing the participation of those in the labour age

was to give the farmers a small allowance when they attended the communication campaignl.

The campaign included direct and indirect communication activities. For direct communication, the
team met farmers in person, interacted with them and held discussions with them in the villages,
while indirect communication was done through the loudspeaker systems in the villages or social
media networks. The products and communication tools outlined included presentations, quizzes,
poems, leaflets, banners, standees and videos.

The duration of the direct communication session in the villages was calculated to be two hours.
Meanwhile, the indirect communication was extended for one month after the direct
communication took place.

Poems

Poems vividly and easily depict messages to be conveyed to the community. In production and daily
life, people often use poetry to remember messages and convey them to each other. However,
sometimes, poems contain negative messages about gender, such as ‘When the husband is angry,
the wife should say less/When the rice is boiling, turn down the heat, how can it burn?’; ‘Men are as
shallow as a well/Women are as deep as a betel box’; ‘A man at thirty is still young, a woman at
thirty is getting old’; and ‘A man with a wide mouth is noble/A woman with a wide mouth ruins the
family’.

Therefore, composing and communicating poems with positive messages and breaking down
gender stereotypes will have a long-term socializing effect on gender. Seven communication
messages on gender equality were expressed in seven poems. Each poem focuses on a specific
message that the project is aiming at (Table 1).

1. Aday's work for local workers is 200,000 Vietnamese dong (around 8 USD). For participating in a
communication session for two hours, each farmer was given VND 50,000 (around 1.5 USD).
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Table 1: Poems used in the communication campaign

Poems in Viethamese

English translation of poems

Message 1

Women have the

Phu nit dau chi & nha
Phu nitr dau chi & nha

Quanh quin trong bép, v&i la quét san

Women are not only in the houses
Women are not only in the house

Hovering around the kitchen, sweeping the
yard

Women and men

Chung minh manh mé nhw nhau,

Cho téi bac dau van gin bé théi!

ability to
generate income | Chan nudi lai gap nhiéu lan Raising livestock is profitable many times
and make . over
effective and Thu nhip rat 6n, thém phan 4m no
wisg gconomic xx A very stable income and warm prosperity.
decisions.
* k%
Viéc nha chdng, v cung lo,
Household matters are the business of both
QUYét dinh kinh t€ em dau né ha husband and wife,
Khén ngoan ich nuéc, loi nha Economic decisions, | would not shy away
from making
Chan nubi hiéu qua that la mirng vui...
Being educated is good for the country,
good for the family
Farming livestock effectively truly brings
greatjoy...
Message 2 Chiing ta cuing manh mé We are strong together

We are equally strong,

Until we are old and gray, we shall stick

good breeders
and can make
decisions about
livestock
management.

Em con la ngudi thu x€p théng minh
Cham lo hanh phuc gia dinh,

Gia dinh &m 4m, ching minh dung xay
*xk

Phat trién kinh té hang ngay

Cham chi tich Iu§, tudi gia thanh thoi

can both be together!
strong and make A AL a
decisigons Céng viéc ban bac cho xudi, Workir;\glg together to solve our problems
together forthe | Nguoi néu y twdng, nguoi tim huéng di smoothly,
family. . One gives ideas, the other finds a direction.
* k%
Binh dang, phat trién la gi?
Equality and development, what is it?
Cung nhau manh mé, cung nhau dong long
Being strong together, being united
Em ra quyét dinh, anh théng . .
I make a decision, you evaluate it
Chan nudi phat trién, cong dong dilén... Livestock farming will never take a step
back...
Message 3 Ngwdi ra quyét dinh quan ly vat nuéi Decision-maker for livestock
management
Em dau chi gidi chan nuéi, L
I am not only good at raising livestock,
Women are

| am also a smart planner

Nurturing our family’s happiness,

A warm family, we build up together.
*kox

Our finances improve day by day

Save diligently for a leisurely retirement
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Con vé quan ly vat nudi

Em chinh la nguoi quyét dinh khén ngoan...

As for livestock management

| can be a wise decision-maker...

Message 4

Women and men

Nguw¢i chia sé kién thirc
Phu nit nam gi&i nhu nhau,

Tham gia tip huin, thém nhiéu diéu hay

One who shares knowledge
Men and women are similar,

Participating in training, learning many
useful things

can both
pal"ti.cipate in Cham chi hoc tap mébi ngay, By studying hard every day,
training to B o L
improve Kién thirc sé ddy theo cap s nhan... Our knowledge will increase
knowledge and . xx exponentially...
share it with
her family e 2 g N e
ot b Nhé chia sé véi nguoi than,
members. o Remembering to share with those close to
Anh em, cha bac xa gan déu hay us,
Kinh nghiém tich luj bao ngay, Brothers and uncles, near and far
Chan nudi thing loi, thém diy hiu bao. With experience accumulated over many
years,
Successful livestock farming, brings forth a
full wallet.
Phu nir hdy lam gi phu nir muén Women should do what women want
Message 5 : :

Career has no
gender. Women
can be
veterinarians,
business owners
or cattle traders,
or join any other

Em lam bit c nghé gi,
Né&u em yéu thich, chidng hé din do
Chan nuéi, budén ban lon, bo

Kinh doanh, bac si hay lam Airline

* k%

You can do any job,

If you love it, do not hesitate
Rearing pigs, trading cows
Business, medicine or aviation.

* k%

A career does not belong to anyone

career they want. | Ngha nghiép dau clia riéng ai
Develop freely, tomorrow you may be rich
Tuw do phat trién, nay mai manh giau )
You shall remember this dearly
Diéunay em nh khac sau Do the job you want; do the things you
Lam nghé em mudn, 1am diéu em mong... dream of...
Message 6 Ling nghe va thiu hiéu Listening and understanding
Vo chdng twong tro 13n nhau Husband and wife support each other,
Husband and Respect both opinions and discuss together

wife should listen
to and respect
each other's
opinions; anyone
can give
informed
opinions.

Tén trong y kién, cing nhau luin ban
Tinh em v&n chang khé khan,

Mong anh thti thi, quan tam mdi ngay
_—_

Chan nuéi quan trong l13m thay,

Y kién sang suét chung minh duara

Dirng khinh than phan dan ba,

My nature is truly not dry,
| hope you will whisper with care every day.

* k%

Livestock farming is of the utmost
importance,

Wise ideas we shall put forth

Do not look down on women,
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Em nhic lai Ia - binh d3ng nhw nhau! I repeat - we are equal!

Message 7 Binh dang ich nwérc, loi nha Equality benefits the country, the family

Nam giéi, phu nit ¢6 quyen, Men and women have rights,

Both men and
women have the
right to own land
and property.

Equality, development, prosperity for every

Binh dang, phat trién, moi mién 4m no .
region

Pat dai, nha Cﬁ’a, |(_)’n, bo Land, homes, pigS, cows

This benefitsthe | pau chung s& hitu ctia minh, clia em Al are jointly owned by me, by you.
family and
society. Frx * kK

Binh ding lgi ich nhigu bén Equality benefits many parties.

Gia dinh, xa hdi, ca em, va minh Family, society, and you, and me

Son La phong canh hitu tinh Son La scene is beautiful

A rapidly developing economy, growing

Kinh t€ phat trién, tién Ién manh giau... strong and rich...

These poems were printed and distributed on leaflets, read during communication sessions and
formatted into cheerful cards sent to the Zalo groups. In addition, the VWA group asked the
women's unions, farmers associations and youth unions at the commune and village levels to
cooperate in sharing the poems. They read these poems in meetings and while interacting directly
with local people. The poems can also be used in suitable modules to teach gender and
development students in the future (see Appendix 1).

Leaflets, standees and banners

The leaflet design was based on the project's target groups and the message that WP3 wants to
convey. The images of a man and a woman, pigs and cows on orange-coloured paper were used to
represent gender equality and prevention of gender-based violence. The bright colours and use of
relatable images relayed messages of gender equality and hope.

Initially, the campaign was expected to distribute a batch of 800 leaflets but more will be handed
out at other commune events in coordination with the women's unions, farmers' associations and
local youth unions. It is crucial to ensure that the number of people accessing leaflets and
communication messages is not limited to the number of direct participants (see Appendix 2, 3).

Video clips

The video clips covered each of the seven messages as engaging lessons that were concise, fun, and
easy to understand. In addition, records from the direct communication sessions were used to make
qualitative video clips with gender messages. The video clips will be sent to local officials and farmer
groups through the Zalo network, a popular social media platform in Vietnam. This way, farmers,
both men and women, have access to this knowledge even after the campaign ends.

The first video, lasting 02 minutes and 22 seconds, has been produced. It synthesizes the seven
messages, visualized through the images and activities of local people. Seven video clips, one for
each of the messages, will be extracted from the full video of direct communication activities in the
villages. All the communication products will be sent to the women and men farmers via Zalo groups
(see Appendix 4).

Gender scientists show evidence that women are good and skillful livestock breeders, often taking
care of livestock and participating in different aspects of the value chain, but are limited in property
ownership or decision-making rights. Within families, the husbands make the final decisions when it
comes to valuable livestock such as cattle, buffaloes or pigs (Gali¢ et al. 2022). Women only have
the power to sell poultry. This division of roles is mostly maintained in families where the spouses are
40 or older. In some younger families, where the wife is more educated than the previous
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generation, she actively participates in the family's livestock activities (Dung et al. 2020; Galieé et al.
2022).

Women's empowerment, significantly enhancing women's economic empowerment, aims to
increase confidence and autonomy and promote women's participation and decision-making in the
livestock sector (Galié et al. 2022). This helps women to participate more actively and effectively, be
recognized more and take better control of family economic activities, which is needed to affirm
positive gender roles in the communities and society (ibid.).

Raising awareness among people in general about the roles and positions of women in livestock
farming (in particular) and the household economy is vital. Local people need to understand gender
and gender roles clearly. From there, families and communities can gradually change harmful and
damaging gender norms that are no longer suitable for gender equality. Empowering women in
livestock farming increases economic power and decision-making rights in families, helping to
progress toward equal, prosperous and sustainable societies.

Initial findings from the SAPLING qualitative research on gender norms show that Thai and Mong
communities maintain many gender norms that regulate the roles of women and men in families and
communities. These norms have been deeply rooted in their lives for many generations. However,
many gender norms are no longer appropriate, and some are even harmful, preventing women and
men from fully developing their potential. Today, the maintenance of traditional norms further
increases the burden of housework on women, prevents them from making effective decisions in
animal husbandry and limits their participation in community activities. Many women still do not
have the necessary autonomy or voice in the common choices of the family and community.

On 19-21 August 2024, the VWA team organized a field trip in Mai Son, Son La, with the ILRI team.
Their objective was to understand the issues (terrain, traffic, time, weather, local activities, customs,
typical local practices etc.) in the area better and discuss them with local officials. The local SAPLING
project coordinator actively supported the VWA team during this trip. The team aimed to:

1) Testleaflets and poems;

2) Learn about the village loudspeaker system;

3) Discuss the plan to implement direct communication with local officials;

4) Observe the travel area and the community meeting house to visualize the layout for the
communication meeting;

5) Learn about the weather and arrange a suitable schedule for the communication session; and

6) Assess access to the internet and use of selected social media platforms?.

The gender communication leaflets were tested in the village event organized by WP42, The work
package 3 leaflets were integrated into the competitions on livestock knowledge.

The VWA team tested the communication tools in five villages: Me village and Rung Thong (in
Muong Bon Commune), Na Sy (in Hat Lot Commune), Keo Lom (in Chieng Luong Commune) and
Khoa (in Chieng Chung Commune).

The team undertook the following activities in the field:

2 Objective 6 was particularly important because the team was considering sharing the messages through
video clips, poems and messages to Zalo groups and local social networking sites after the direct
communication activities.

3 The events were organized from 15 to 23 August 2024 in the eight core SAPLING villages: May, Khoa, Rung
Thong, Cu Nghe, Me, Na Sy, Oi and Mon. Two farmer teams in each village participated in a competition,
answering questions on production, processing and preservation of animal feed; barn preparation, sanitation
and disease prevention; fertilizer production for grass and corn biomass; breeding techniques (including
natural breeding and artificial insemination of cattle and pigs); and gender equality. Participants attending the
events were local authorities, women'’s union, farmer associations and service providers.
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¢ Evaluated the area to gauge access to the villages during the rainy season;

¢ Understood the status of the local loudspeaker system from the centre of communes to
villages;

e Tested communication leaflets to determine whether the women and men farmers
understood the messages, then edited the leaflets;

¢ Observed and evaluated the participation of local people, disaggregated by gender, during
the village events;

e Explored preferred forms of communication in the area;
e Estimated the percentage of people accessing the internet and using social networks;

¢ Evaluated the possibilities of mobilizing target audiences for gender communication
sessions; and

e Established a collaborator network with the women's unions at district and commune levels.

A quick survey in the area showed that people did not fully understand the content of the leaflets yet
this was one of the important tools for summarizing the communication information. Despite all the
participants reading and taking home the leaflets, when asked about first impressions, the local
people said they wanted to understand the content better, and expected the leaflets to be printed in
colour instead of black and white.

The loudspeaker systems in the four communes no longer worked yet it had been expected to be
useful for spreading messages widely. In most areas, there was no funding to maintain the
loudspeaker system. Furthermore, local officials said the number of loudspeakers left was small.

In the four project communes, the ratio of people using smartphones to access the internet and
social media is very high, fluctuating between 65% and 80% for people under 50 years old. Thus,
information shared and exchanged in the villages’ Zalo chat group is very popular. This internet
access was achieved largely due to the Vietnamese government's determination to implement the
national digital transformation project, helping people to gradually connect to the internet and e-
commerce. This is a great advantage that the communication implementation team recognized
during the tool test. The people not accessing the internet are those over 55 or who live in high
mountain areas with no Wi-Fi access. These persons will access the gender messages at direct
communication sessions or at regular women’s union or farmers' association meetings.

The researchers specified the proportion of people participating in community activities in each
survey area as follows:

e For Thai people: The proportion of people participating in community activities was
specified according to the activity (village meetings, women's association activities, farmers'
association activities or knowledge training). Men and women actively participated in local
community activities but men attended more than women.

e For the Mong ethnic group: Most community activities were attended by men. Women's
participation requires specific intervention from social organizations or permission from men
in the family. Women of working age often do not participate in voluntary community
activities.

Thus, men's participation in Thai and Hmong ethnic communities is higher than that of women. This
is in line with local gender norms, according to which community roles are the men's domain and
reproductive roles are the women’s domain. The communication campaign needed to reach both
women and men though, with a target of 50-70% community participation.

Due to the difficulties in achieving the targeted participation rate for local community activities, it
was considered necessary to engage local social organization officials in mobilizing people
according to the desired age and gender ratio. To this end, the project implementation team
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worked with the following local officials: The commune chairman gave general direction, the
women's union was responsible for mobilizing 50% of women and the farmers' association was
responsible for mobilizing 50% of men to participate in communication classes. The establishment
of a network of collaborators received positive feedback from the locality.

From the village sharing events, the survey team drew the following key points related to the
implementation of WP3:

¢ Without specific intervention, the number of people attending the training course will not be
guaranteed quantity and quality. Participants were not evenly divided between men and
women. Also, they were mainly people outside of working age (the elderly and children),
who usually have more time and are less involved in labour duties. Close coordination with
local social organizations and mechanisms is needed to ensure the desired number and ratio
of participants.

e Communication sessions should be combined with cultural and artistic activities. The VWA
group's experience working directly with people shows that combining communication
sessions with artistic performances will attract more people, and people will be more excited
and comfortable interacting with officials from other places. They must also promote the role
of local people in organizing events.

¢ Communication sessions should last a maximum of two hours, with the communication
message and its relevance being optimally simplified: easy to listen to, remember and
understand (avoiding academic jargon).

e Communication implementation time needs to be synchronized with the working time of
local people.

The biggest limitation is that some Mong ethnic villages are inaccessible by car or motorcycle during
the rainy season; the only way to get there is to walk over slippery hills. The rainy season in Mai Son
District lasts more than a month and in August, when the communication events were organized, the
land had absorbed a lot of water, leading to fears of landslides. This year (2024) was particularly
rainy in Vietnam and many natural disasters occurred in the northwest. To meet the criteria of
including the right proportions of both Thai and Mong ethnic groups, the villages selected for
communication sessions should be those involved in the WP1/WP4 as well as the Women
Empowerment in livestock Index (WELI) and Women’s Empowerment in Livestock Business Index
(WELBI) baseline survey of WP3.

Quick interviews with women and men farmers revealed that gender roles are popular; men mainly
undertake the production and community roles while the women undertake the reproductive role.
Gender stereotypes have been deeply ingrained in the local culture for a long time. Wives must
obey their husbands and abide by most of the decisions made by men. In community activities,
except for the progressive women, the participants are mainly men, the elderly and children.

When the field team asked local people the reasons for the limited participation of women in
community activities, most answered that women of working age, due to the nature of agriculture,
tend to the livestock and crops all day. They often do not have time off when the weather is suitable
for working. During bad weather, they do housework, spending little time on community activities.
When working with the local women's unions, the team suggested that the training be held in the
evening to encourage the participation of women. However, the response was that it was even
more difficult for husbands to allow their wives to leave the house in the evening.

The VWA and ILRI teams discussed the feasibility of implementing direct communication activities
during the rainy season. Based on the weather within the previous 15 days in Mai Son, they
discussed the accessibility of villages by motorbike. They then selected nine villages for
communication events—It Ho, Khoa, Keo Lom, Oi, Rung Thong, Me, Long Khoang, Cu Nghe and
another three villages when there is an extra budget—after considering different priorities:
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¢ Villages that have benefited from other WPs;
e Villages where the WELI/WELBI baseline survey was conducted;
e Villages with the target ethnic groups of WP3 (Thai and Mong ethnic minorities); and

e Locations within the SAPLING farmer group model.

Each communication session lasted a maximum of two hours, including question and answer
activities, games with prizes and leaflet distribution. The targeted groups were women and men
farmers, village vets, livestock service providers and traders at cultural houses with support from
women’s union officials. A video clip was recorded for each communication session.

The communication sessions started with the introduction of all the participants and the display of
the seven messages included in the poems and leaflets.

e After training on the first two messages, facilitators presented typical examples of women
who were good at doing business locally and nationally.

e After training on the third message, audience members participated in a game where they
answered questions about the roles of women and men in animal husbandry.

e After training on the fourth message, there was another game called ‘Do you agree or
disagree?’. The facilitators discussed ideas about gender equality in education and training;
for opinions that differed from the majority, the instructor invited participants to explain their
views.

e After training on the fifth message, the participants played a game called ‘Jobs/careers for
women and men’. All classes were divided into three teams which answered these
questions: ‘What jobs/careers are suitable for women?’ ‘What jobs/careers are suitable for
men?’ ‘What jobs/careers are suitable for both women and men?’. Each team had to write
down as many jobs as they could think of and stick the notes on the boards. Afterwards, the
facilitators led a discussion based on the responses.

e After training on the sixth and seventh messages, the facilitators invited a village
representative to give a conclusion on the messages.

Farmers were allowed to ask the trainers questions about the information given during the training
sessions. The trainer invited farmers to recite the poems distributed and the team did a quick
assessment to collect feedback from the audience. The farmers could be asked to translate the
poems into Thai and Mong languages (see Appendix 5 for the presentation used in the
communication session).

The team organized communication to raise gender awareness among local people and officials in
four communes: Muong Bon, Chieng Chung, Chien Luong and Hat Lot. Each communication session
mobilized an average of 60 Thai and Mong people per village, including those who participated and
benefited from other SAPLING work packages. The communication activities took place on 5-6
September and 12-13 November 2024. The total number of participants was 663, of which 296
were men (44,6%) and 367 were women (55,4%).

From 12-13 November 2024, the team organized communication sessions to raise gender
awareness for local people and officials in three villages in Chieng Chung, Chien Luong and Hat Lot.
The feedback was positive and some farmers and village officials hoped that the sessions would
continue to be implemented in the area in the future.

Rapid assessment of the effectiveness of the communication sessions showed that women and men
farmers participated enthusiastically in the activities. They found the messages and poems easy to
understand and relatable. Moreover, they developed a deeper awareness of issues related to
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gender equality in livestock farming and were determined to diversify their family livelihoods based
on what they had learned. In addition, some women’s union staff and village heads gave feedback
on what they learned from the project's direct communication methods to apply to other local
communication activities in the future.

After the direct communication activities in the four communes of Hat Lot, Muong Bon, Chieng
Chung and Chieng Luong in Mai Son District, Son La Province, in early September, the VWA team
continued to implement indirect communication activities through farmer associations and women's
unions. The communication products included a video (animation) conveying seven gender
messages, 10 poems and seven short videos from the direct communication sessions held in the
villages in September.

These communication products were sent to the leaders of the farmer associations and women's
unions of the four project communes, Zalo groups of eight farmer groups and a Zalo group with 800
members of the Chan Henh project. Collaborators in branches of the women's unions and farmer
associations continue to be responsible for forwarding these communication publications on their
social media platforms, such as Zalo or Facebook. In particular, the poems and messages on gender
equality were integrated into the activities of the women’s unions. At the commune level, the
women’s unions were implementing the reproductive health care propaganda sessions under
Project 8 of the Central Committee of the Vietham Women's Union. As of now, women's unions in
two communes, Muong Bon and Hat Lot have integrated Project 8 activities in six villages. The
activities were elaborately staged and led by a facilitator.

Although the effects of indirect communication activities are not as clear as those of direct
communication, they are a good way to continue to consolidate and convey messages about gender
equality in livestock farming (including to people who participated in direct communication and
those who have not had the opportunity to participate in direct communication). This method also
continues to consolidate the sustainable effectiveness of the project. Because the communication
products are transferred to local officials and people, the local women's unions in particular continue
to use the communication products in combination with other propaganda content in meetings and
activities.

In summary, the communication campaign has brought about positive results, changing people's
perceptions of gender equality in livestock farming and promoting women's economic
empowerment. Men are recognized as important agents of change and they actively participated in
the communication campaign. Although the participation ratio did not reach the expected 50%, the
participation of 44.6% of men in the entire communication campaign is a positive result that
contributes to promoting positive changes in the community. It also contributes to the formation of a
positive mindset about inclusive gender equality.
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Table 2. Villages with interventions of WP1/WP4 and WP3 baseline surveys selected for the
direct communication sessions

Commune | Village Ethnicity | Interventions WP3 baseline surveys
Business WELI/ | Gender
) Breed Feed developm | WELBI | norms
Animal ent survey | study
and and
health . (farmer
genetics | forage
group
model)
It Ho Mong X X
Chieng = -
Chung May (*) | Thai X X X
Khoa Thai X X X X X
Mong and X X
KeoLom | Thai
Chieng
Luong Mon (*) X X X
Oi Thai X X X
Rung X X X X X
Muong Bon Thong Mong
Me Thai X X X X
Long Thaiand X X
Hat Lot Khoang | Kinh
CuNghe | Thai X X X X X
Na Sy (*) | Thai X X X X

(*) The communication activities in the villages of May, Mon and Na Sy were carried out later, after additional

funding was approved.

Table 3. Participants attending the direct communication sessions in villages

N. Date Commune Village Note
order
1. 5 Mé (morning) Total number of participants:
September2024 72 (including 27 men)
Muong Bon
Rirng Théng Total number of participants:
50 (including 06 men
(afternoon)
2. Cu Ngheé Total number of participants: 41
(including 17 men)
Hat Lot (morning)
Long Khoang Total number of participants:
49 (including 25 men)
(afternoon)
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N. Date Commune Village Note
order
3. Chiéng Chung It HS (morning) Total number of participants:
73 (including 31 men)
6 September
2024 Ban Khoa Total number of participants:
80 (including 45 men)
(afternoon)
4. Chiéng Lwong Oi (morning) Total number of participants:
72 (including 33 men)
Kéo Ldm Total number of participants: 81
(including 38 men)
(afternoon)
. May Total number of participants:
5. 12 November Chieng Chung 94 (including 53 men)
6. 12 November Chieng Luong Mon Total nymber of participants: 21
(including 5 men)
Nasy Total number of participants:
7. 13 November Hat Lot 47 (including 16 men)

Table 4. Schedule for transferring the communication products through Zalo groups

N. order Media content Date Recipients
1. Media product package (7 21 October 2024 Women's unions and
clips, 1 animation clip, 10 farmers’ associations of four
poems) project communes
2. Clip illustrating the 4 22 October 2024 Eight farmer groups
messages in general _
Goup Chan Hénh
Women's unions
Farmers’ associations
3. Leaflet illustrating 7 23 October 2024 Eight farmer groups
communication messages
Goup Chan Hénh
Women's unions
Farmers’ associations
4. Message poem number 1 24 October 2024 Eight farmer groups
Goup Chan Hénh
Women's unions
Farmers’ associations
5. Video message 1 24 October 2024 Eight farmer groups
Goup Chan Hénh
Women's unions
Farmers’ associations
6. Message poem number 2 25 October 2024 Eight farmer groups
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N. order

Media content

Date

Recipients

Goup Chan Hénh
Women's unions

Farmers’ associations

Video message 2

25 October 2024

Eight farmer groups
Goup Chan Hénh
Women's unions

Farmers’ associations

Message poem number 3

26 October 2024

Eight farmer groups
Goup Chan Hénh
Women's unions

Farmers’ associations

Video message 3

26 October 2024

Eight farmer groups
Goup Chan Hénh
Women's unions

Farmers’ associations

10.

Message poem number 4

27 October 2024

Eight farmer groups
Goup Chan Hénh
Women's unions

Farmers’ associations

11.

Video message 4

27 October 2024

Eight farmer groups
Goup Chan Hénh
Women's unions

Farmers’ associations

12.

Message poem number 5

28 October 2024

Eight farmer groups
Goup Chan Hénh
Women's unions

Farmer’s associations

13.

Video message 5

28 October 2024

Eight farmer groups
Women's unions

Farmers’ associations

14.

Message poem number 6

29 October 2024

Eight farmer groups
Goup Chan Hénh
Women's unions

Farmers’ associations

15.

Video message 6

29 October 2024

Eight farmer groups
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N. order Media content Date Recipients

Goup Chan Hénh
Women's unions

Farmers’ associations

16. Message poem number 7 30 October 2024 Eight farmer groups
Goup Chan Hénh
Women's unions

Farmers’ associations

17. Video message 7 30 October 2024 Eight farmer groups
Goup Chan Hénh
Women's unions

Farmers’ associations

Gender training material for livestock development in Mai Son District, Son La Province

Key gender insights from the CGIAR Initiative on Sustainable Animal Productivity for Livelihoods,
Nutrition and Gender Inclusion

Transforming gender norms and empowering women in livestock farming

CGIAR empowers gender equality in agriculture in Vietnam
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https://cgspace.cgiar.org/items/d96d6fd6-e8cc-4633-844f-fa652cd62978
https://cgspace.cgiar.org/items/d0456cd6-6271-4423-8648-0a5b256ccd62
https://cgspace.cgiar.org/items/d0456cd6-6271-4423-8648-0a5b256ccd62
https://www.youtube.com/watch?v=2KizSxuW1ow
https://www.youtube.com/watch?v=Z70_sb3zjdc
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Photo 2: Communication session in Cu Nghe Village (photo credit: Viethnam Women’s Academy).
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Photo 3: Communication session in Long Khoang Village (photo credit: Vietnam Women’s Academy).

Photo 4: Communication session in It Ho Village (photo credit: Vietnam Women’s Academy).
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Photo 5: Communication session in Rung Thong Village (photo credit: Vietnam Women’s Academy).
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& INITIATIVE ON
E%% Sustainable Animal

Productivity
CGIAR

The CGIAR Research Initiative on Sustainable Animal Productivity for Livelihoods, Nutrition and
Gender Inclusion (SAPLING) is working in seven countries focusing on livestock value chains to
package and scale out tried-and-tested, as well as new, innovations in livestock health, genetics,
feed, and market systems. SAPLING aims to demonstrate that improvements in livestock
productivity can offer a triple win: generating improved livelihoods and nutritional outcomes,
contributing to women’s empowerment, and reducing impacts on climate and the environment.
Its seven focus countries are Ethiopia, Kenya, Mali, Nepal, Tanzania, Uganda and Vietnam.

It forms part of CGIAR’s new Research Portfolio, which delivers science and innovation to
transform food, land, and water systems during a climate crisis.
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| N o “T‘TJ""TCE CGIAR BIOVBI'SIty & CIAT Science for resilient livelihoods in dry areas
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