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1. WHAT: What is the general context in which the case takes place? What organizational or
development challenge(s) or opportunities prompted you to collaborate, learn, and/or
adapt?

2. What two CLA Sub-Components are most clearly reflected in your case?



3. HOW: What steps did you take to apply CLA approaches to address the challenge or

opportunity described above?



4. RESULTS: Choose one of the following questions to answer.

We know you may have answers in mind for both questions; However please choose one to highlight as part of this
case story



5. ENABLING CONDITIONS: How have enabling conditions - resources (time/money/staff),

organizational culture, or business/work processes - influenced your results? How would

you advise others to navigate any challenges you may have faced?

The CLA Case Competition is managed by USAID's CLA Team in the Bureau for Policy, Planning and 

Learning (PPL) and by the Program Cycle Mechanism (PCM), a PPL mechanism implemented by Environmental 

Incentives and Bixal. 
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	Case Title: Communication strategy for the rural development "Misión Monilia"
	Submitter: Lorena Mejía Rodríguez COP(Director) TCE
	Organization: Fundación Luker -The Cacao Effect -TCE
	Summary: Cocoa in Colombia plays a significant role in socioeconomic terms due to its impact on families in this agricultural practice. Between 2018 and 2021, the production of cocoa crops increased 21%. However, it decreased 10.6% in 2022. Although the exact causes cannot be established, leading experts agree that the monilia (Fungus) was a determining factor of this decline. Losses associated with the disease are subject to weather conditions such as rain and humidity. In 2022, high monilia rates were caused by the rainfall peak during the year. Some data indicates that monilia can decrease the income of a small cocoa farmer by 80%. To address this challenge The GDA Cacao Effect for global development, between USAID Colombia, the Luker Foundation, and Luker Chocolate, in its commitment to sustainable support the cocoa sector, designed the communication strategy "Mission Monilia" "With healthy pods, everyone wins". The CLA aims to make cocoa farmers aware of strategies to attack and mitigate monilia with a simple language, clearly transmitting agronomic and sanitary management practices to attack the disease early, and with a sense of the requiered importance and urgency. This process provides a Cooperation Strategy for National Development (CDCS) with actors from the cocoa-growing union and private sector: The National Cocoa Council, Fedecacao, the Ministry of Agriculture, Agrosavia, the National Chocolate Company and C4D, who will implement the strategy and increase productivity by up to 100%.

(Approximate Word Limit: 200-250)  

	Context: In 2022, cocoa crops in Colombia suffered a major setback: monilia (a fungus that attacks the flowering of the cocoa tree) expanded due to the humidity levels in the country and the high rainfall during the year, which increased by approximately 20-40% compared to previous years and exceeding the expected national average. The consequences went beyond small farmers, impacting the whole cocoa production chain. As a result, a sense of urgency emerged in The Cacao Effect and its producer partners, who were facing several challenges in the project and the opportunity for CLA; 1. Producers with little education and without technical training to control the disease; 2. Communication barriers between the technical staff of the companies in this sector and cocoa farmers. One of the (OD) in the project's ToC is to train and assist in cocoa technologies to improve the living conditions of farmers and their communities. The effort towards this objective and the scenario above prompted the design of the communication strategy to help farmers identify the disease and combat it through campaigns in each region providing training. Keeping in mind that many of the cocoa farmers do not have technological means or connectivity, the training included graphic and audiovisual material, activities using the local language, and jargon, such as radio spots, automated calls, and text messages. A year after the design, the campaign results were published nationally. Unfortunately, the sector did not have the same sense of urgency regarding Monilia, therefore, in 2023, teams from Luker Chocolate, the National Chocolate Company, C4D (Cacao for Development), the National Cocoa Council, the National Government (Ministry of Agriculture), Agrosavia and Fedecacao, worked together to develop a communication strategy wich included an articulated national campaign.
	Dropdown2: [Relationships & Networks]
	CLA Approach: The shortage in the cocoa production chain described above, triggered an internal collaboration between Luker Chocolate and TCE. Since 2019 articulated training plans have been implemented, including BPA, harvest, post-harvest, and integrated pest and disease management. Study guides called "Soy Cacaocultor", incorporate all related aspects of cocoa cultivation, illustrating excellent pedagogical and practical methodologies. After analyzing the experience of the rural communication plan (graphic material, theory of practices, and strategies),  a new strategy emerged, making it easier for the cocoa farmers to understand how to control monilia. The new slogan "Con Mazorcas Sanas, Todos Ganan" (With Healthy Cobs, Everyone Wins) implies an income increase: if pests and diseases are controlled not only in one crop but as a collective effort, all nearby producers will benefit and win. Subsequently, the strategy was launched, initially impacting 670 TCE partners in the project's impact regions: Tumaco, Huila, Urabá, and Bajo Cauca. One year later, the campaign results were announced nationally. TCE based its actions incorporating CLA: a) A great relationship with the cocoa farmer generated trust with the implementation team b) The space provided by Luker Chocolate to transfer technical knowledge and create a strategy in line with the situation c) Radio spots: Radio is the main means of communication in the countryside; in addition, the level of illiteracy in rural areas is high (12.6% of the rural population is illiterate, 2022). Designed short and direct radio spots to reinforce the campaign message. d) Adaptation of the campaign's virtual mascot (Teo) (didactic tickets, peritoneal, automatic calls using the voice of local community leaders, text messages) e) Flyers: Contains a step-by-step to control monilia. Its importance lies in the clarity of the information, the images, short text, and its easy distribution. f) Posters: The point of dissemination are all associations and buying points, which farmers frequent. g) Dreams: printed poster delivered to producers for their homes. The objective is that each farmer based on their own goals visualizes and motivates themselves with all the required cultivation activities. h) Innovation tools; build a chatbot for whatsapp: the cocoa farmer can immediately access information on pests and diseases. The robot will automatically send the digital content of the campaign: videos, flyers, interactive stickers. Stakeholders were a key focus for CLA; after a year, the implemented strategy was presented to the stakeholders: Consejo Nacional Cacaotero, Fedecacao, Ministry of Agriculture, Agrosavia, Luker Chocolate, Compañía Nacional de Chocolates, El Efecto Cacao and C4D. As a result, the strategy was implement thanks to its scope, importance, practicality and easy dissemination. The Luker Foundation led the unification of concepts so that all trained and impacted people would have the appropriate tools to mitigate Monilia. Currently, the national strategy is called "Mission Monilia" and includes the following: a) Field schools. Producers are invited to demonstrate good practices, and cocoa farmers can witness live the integrated management of the disease (demonstrative and interactive). b). Local influencers: Community impact people to disseminate the material from the clarity of the theoretical basis c) Graphic material: Delivery of the kit to generate remembrance d) Radio strategy e) Dissemination for Associations and Cooperatives: Delivery of visual material in associations and points of purchase.
	Dropdown1: [External Collaboration]
	Dropdown3: [A. DEVELOPM ENT RESULTS]
	Factors: We were able to count with the economic resources to develop the campaign. The Luker Chocolate team was willing to explain all the technical issues to the communications team. Luker Chocolate's experience of more than 50 years of research was very valuable for the design, implementation, and execution of the campaign in the TCE project.The main obstacles were in the cocoa sector; cocoa companies are jealous of their technology and practices, so there was a minimum of mistrust. There was always a concern that one company would stand out more than another, so it was a challenge to bring everyone together with the same objective.
	DEVELOPM ENT RESULTS or ORGANIZATIONAL EFFECTIVENESS: Currently within the framework of the project, TCE, the first deployer of the campaign accomplished to train 90% of the 665 current partners, with approximately 2,660 hours of training. Likewise, the productivity results of these partners, who were already in the awareness and appropriation phase of the problem, favored their income levels instead of incurring considerable losses that untrained farmers suffered in the same situation, stands out. The main objective is that Colombia can increase its cocoa production by 20% by 2024 thanks to the correct implementation of the campaign, not only at the regional level but also at the national level. In 2022 Colombia produced 62,158 tons of cocoa, so the target for 2024 is 74,500 tons. In addition, thi year, 2023, the campaign is being reinforced thanks to the field schools. The potential producers reached by the campaign are about 65 cocoa-producing families in the country. To achieve this goal and sustain the campaign over time, a long-term period of 5 years has been estimated, and as the work in the field schools progresses, producers will gradually apply these methods to their crops, expecting first results by the end of 2024. The implementation of a CLA approach has been an unprecedented achievement and has led to the first public-private partnership strategy to improve the quality of life of cocoa producers in Colombia, formulating a technological and communications strategy to integrate disease awareness management in all cocoa-growing regions of Colombia. Its implementation will open the door to the development of a unique strategy for integrated disease management in Colombia.


