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Name Location

Year launched

Reach

Implementing organization

3-2-1 Service

Human Network International (HNI) and 
Viamo

Fourteen countries: Afghanistan, Botswana, 
Burkina Faso, Cambodia, Democratic 
Republic of the Congo, Ghana, Madagascar, 
Malawi, Mali, Mozambique, Nigeria, United 
Republic of Tanzania, Uganda, Zambia

2010
Focus of intervention
Provide on-demand access to local-language 
information related to livelihoods and 
lifestyles even where there is no internet

8 million unique users and more than 
80 million inquiries as of 2017 

©
 V

ia
m

o



UNESCO-Pearson Initiative for Literacy: Improved Livelihoods in a Digital World2

Summary

Access to information is a serious challenge in many developing country contexts. 
Meeting information needs, such as identifying common pests and diseases 
that affect cassava in Zambia, or seeking out malaria prevention techniques 
in Cambodia, is either complicated or impossible because the information is 
unavailable. At other times, people require information on health-related matters 
such as family planning policies in Uganda, or recommendations for prevention of 
mother-to-child transmission of HIV in Botswana. In each of these examples, the lack 
of timely access to reliable information can result in a substantial waste of limited 
resources, or in serious illness.

The 3-2-1 Service was launched by Human Network International (HNI) in 2010 to 
empower information-isolated communities with on-demand access to content 
using mobile phones they already own and in a language they comprehend. Callers 
dial into the service number (321) and are guided through a series of interactive 
voice response (IVR) menu prompts to retrieve information on a variety of topics, 
including agriculture, gender-based violence prevention, microfinance and the 
weather. The service is appropriate for individuals with a low literacy level, as all 
content is delivered in audio format. As the service has expanded to new markets, 
HNI partnered with Viamo to power the technology platform and support the 
expansion efforts to new markets and content areas. As of 2017, the service has 
been deployed to more than a dozen countries, registering more than 8 million 
subscribers, and logging more than 80 million inquiries.

Through the UNESCO-Pearson Initiative for Literacy: Improved Livelihoods 
in a Digital World, this case study is part of a series highlighting how 
inclusive digital solutions can help people with low skills or low literacy 
levels use technology in ways that support skills development and, 
ultimately, improve livelihoods – in contribution to achieving the 
Sustainable Development Goal on education. For more information go to 
en.unesco.org/themes/literacy-all/pearson-initiative.

ABOUT THIS 
CASE STUDY

http://en.unesco.org/themes/literacy-all/pearson-initiative
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Why selected

The 3-2-1 Service gives immense attention to the importance of locally relevant 
content. To ensure that content is targeted and understandable, HNI and Viamo 
follow a thorough and rich content development process with end users and 
local stakeholders, including focus groups, content development workshops and 
content pre-testing. While the content is largely delivered via audio for low-literacy 
populations, it is complemented by text-based messages, bringing in a literacy 
component.

Key takeaways

1 /  The 3-2-1 Service is a mass-media information platform that reaches millions of 
people through low-cost feature phones.

2 /  Viamo has a multi-sector business plan to improve content development and 
enhance programme sustainability.

3 /  The 3-2-1 Service has been tested in more than a dozen countries but is 
constantly seeking opportunities to improve its content and user experience through 
user feedback.
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Context and project origins

A benefit of traditional information channels such as 
radio and print media is their capacity to reach large 
populations. However a major limitation of their 
one-way communication design is their inability 
to provide people with access to information at 
a specific moment of need. If individuals are not 
tuned in or sufficiently literate, they run the risk of 
missing essential information which could improve 
their standard of living. Broadcast media also do 
not accurately track usage data to determine who 
accesses which information and when.

At its core, the 3-2-1 Service is a communication 
tool designed to prompt behaviour change. 
To this end, HNI and Viamo believe that people 
should be afforded access to information that 
is free to the user, available on demand and 
accessible to individuals with low literacy levels. 
Further, the information should be sufficiently 
detailed to resolve an inquiry, linked to support 
services where needed, locally adapted and 
culturally relevant.

 
Figure 1. Community-based message 
style testing, Zambia
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Individuals in developing countries face many 
constraints to information access. Among the 
common ones are escalated poverty and geographic 
isolation, limited access to affordable devices, poor 
cellular connectivity, low reading levels and lack of 
digital proficiency. The 3-2-1 Service was developed 
with these barriers in mind, to increase the access to 
information of a target user base of those without 
access to other information sources.

Poverty remains a primary constraint. As of 2013, 
one out of ten people in the world live on less than 
US$2 per day (World Bank, 2016). Geography plays 
a prominent role in the prevalence of economic 
inequality, with a vast majority of the global poor 
residing in rural areas, and half of them located 
in sub-Saharan Africa (World Bank, 2016). A lack 
of financial resources prevents individuals from 
accessing common information channels such as 

radio, newspapers and news services distributed 
through mobile devices. To respond to this 
challenge, the 3-2-1 Service was designed to be 
free of charge.

In many regions of the world, limited access 
to internet-connected smartphones remains a 
barrier to timely access to vital health information. 
However, a survey of several sub-Saharan African 
countries found a much larger user base for 
basic mobile phones, with roughly two-thirds 
the population having access to a device (Pew 
Research, 2015). Mobile phone ownership 
was more common among men, but women 
were more likely to own a basic phone than a 
smartphone (2015). Therefore, the 3-2-1 Service 
was designed to operate on more affordable 
feature phones and basic handsets that do not 
rely solely on data transfer for information access.

Designing with the user 

 It’s time to think outside the SMS box, 
looking to other more appropriate ways 
to reach populations via mobile phones. 

– Olivia Bell, HNI

DigComp2.1: The Digital Competence Framework for Citizens (Carretero 
et al., 2017), developed by the European Commission, provides 
a common reference on how to describe key areas of digital 
competence and proficiency levels among individuals. UNESCO has 
applied this framework to understand the minimum skills needed 
to use the 3-2-1 Service as well as thirty-one other digital solutions. 
Benchmarking digital competences is recommended, because 
it provides a knowledge base from which to design appropriate 
solutions as well as to track progress in skill development. Please 
refer to the forthcoming UNESCO landscape review Digital Inclusion 
for Low-skilled and Low-literate People for the DigComp2.1 mapping 
and more information.

RECOMMENDATION

Benchmark the 
digital competences 

of users
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As a part of the content development process, each 
message is carefully designed and validated. The 
process involves researching best practices and 
applying country-level field studies to corroborate 
findings based on local contexts, focus groups, 
content development workshops and content pre-
testing, as described below.

 

Message style testing tool. 
After researching successes and failures from 
previous country deployments, Viamo tests critical 
assumptions in the country of interest to understand 
their applicability in the local context. Informed by 
prior implementation, an expansion team may test 
whether local callers prefer content presented as a 
lecture monologue or a conversation in dialogue 
format. Another testable assumption might be 
whether registered users respond better to text 
messages written in the first person or third person. 
Once the Viamo team has gathered feedback on 
these ideas from local end users, they then adapt 
the content development tools and create country-
specific guidelines.

Recently, HNI staff spent the day in a Lusaka household interviewing 
three teenage mothers. The mothers were shown cards with simple 
sentences in their local language of Nyanja:

‘Crops are your livelihood.’

‘Lives of mothers and babies are precious.’

‘Call if you want to know how to take care of your baby and yourself.’

Each of the women stared blankly at the cards. None of these women 
could read, in either their local language or English. The women 
were then given simple mobile phones so they could hear pre-
recorded audio messages on 3-2-1’s IVR system. The women went 
from information isolation from text-based communication to an 
audio messaging system that allowed them to retrieve content for 
improving their health and well-being.

INSIGHT

Identifying  
user needs

The 3-2-1 Service was developed for 
marginalized communities with limited 
education and low reading proficiency. 
To maximize information comprehension, 
Viamo develops the platform’s content so 
that the audio and text messages are as easily 
understood, without any complex technical 
language. For instance, the word ‘measurement’ 
is discussed using examples that are locally 
relevant, such as ‘Plant the seed as deep as the 
tip of your thumb’ or ‘Use one soda cap full of 
pesticide’.

In some instances, low digital literacy affects 
the user experience. Many callers have little 
to no experience with the kind of IVR system 
that drives the 3-2-1 Service. As a means of 
assessing the needs of their communities, 
Viamo conducts pre-tests in each partner 
country to better understand the technological 
literacy of the intended end users. Descriptions, 
introductions, and in some cases gamification 
strategies teach users not only important 
lessons on 3-2-1 topics, but also how to use 
their phone for accessing information.
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As a part of the message style testing, Viamo uses focus group sessions 
to assess the following aspects of the message: gender, person, positive 
or negative voice, message format (monologue or dialogue), tone and 
hooks.

For example, it might test two messages to determine the ‘person’ style 
preferred, which might be the second or third person: 
You should read books aloud to children because it builds vocabulary and 
comprehension skills, as well as promotes positive associations with reading.  
or 
All parents should read books aloud to children because it builds vocabulary 
and comprehension skills, as well as promotes positive associations with 
reading.

Positive versus negative phrasings might be: 
Reading books aloud to children builds vocabulary and comprehension skills, 
as well as promotes positive associations with reading.  
or 
Not reading to books to children could negatively affect their vocabulary and 
comprehension skills.

A monologue versus dialogue example is:  
Reading books aloud to children builds vocabulary and comprehension skills, 
as well as promotes positive associations with reading. 
or  
(recorded content with two different people speaking): 
A: Reading books aloud to children is important. 
B: Why is it important to read to children? 
A: Because it builds vocabulary and comprehension skills. 
B: Really? 
A: Yes, and it also promotes positive associations with reading.

INSIGHT

Viamo’s message 
style approach for 

3-2-1 content
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Focus groups. Feedback from local focus group discussions is an 
important component of the content development process to ensure content topic 
selection is aligned with user needs. Prior to developing Adolescent Sexual and 
Reproductive Health content for Zambia, Viamo held multiple focus groups with 
young men and women to gain insight into the topics that were most relevant in the 
local context. Focus group feedback is also instrumental in assessing content delivery 
strategies such as preferences for the gender of the message ‘voice’, and the message 
tone (serious or lively). In Zambia, for instance, monologue messaging is preferred 
along with a tag linking the content to the official government office, such as ‘the 
ministry suggests’. Meanwhile, in Uganda a dialogue with a casual voice is generally 
preferred.

Content development workshops. As a part of 
the content development process, Viamo engages with key stakeholders in the 
relevant fields, including national and international content experts, implementing 
organizations, and relevant government ministries, to form ‘content committees’. 
These content committees are responsible for developing the messages that will be 
distributed on the 3-2-1 Service by contributing technical expertise related to the 
local needs and common themes from their extensive work in the field.

Content pre-testing. After content is ready for deployment, all 
messages undergo pre-testing before they go live on the 3-2-1 Service. The pre-
testing process involves individual and group interviews with people from the target 
demographic to gather feedback about how well the messages are understood, 
whether listeners can use the information in an actionable way, and to document 
required changes to the messages. The messages are tested in each language 
available, and in both rural and urban contexts. In Zambia, Viamo pre-tested a 
message that discouraged care givers from using bottles to feed their babies. The 
message included the audio ‘The best care givers do not feed babies using bottles.’ 
However, pre-testing feedback revealed that the listeners did not always understand 
what type of bottle the message was referring to. Therefore, Viamo updated the 
message to explicitly reference a baby’s feeding bottle.

1

2

3

All content on the 3-2-1 Service has been developed by local 
committees to ensure that the content is created specifically 
for each country – we do not believe in ‘copying and pasting’ 
information from one country to another. 
– Leah Newman, Viamo
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The digital solution

The 3-2-1 Service is a mobile phone-based 
information system designed to increase access 
to reliable information on a variety of topics 
including health, nutrition, agriculture, gender-
based violence prevention, microfinance and 
weather. Callers can dial into a toll-free number 
321 (or the country-specific short code, for 
example, 667) 24 hours a day. The service delivers 
content across a variety of channels. IVR is the 
most prominent and useful among callers with 
a low literacy level. SMS is available as a means 
of sending topic-related content snippets. 
Unstructured supplementary service data (USSD) 

is similar to SMS, but used to send text between the 
3-2-1 platform and the user’s phone through a menu-
driven interface. Viamo is exploring the use of free, 
simple websites to allow access to written information 
where certain languages are not available with SMS or 
USSD, as is the case for Khmer in Cambodia.

The platform operates through an IVR system. By 
responding to a series of ‘listen, then choose’ steps, 
callers can use their telephone keypad to select from 
among hundreds of pre-recorded voice messages 
based on their specific needs. 

While message presentation varies at the country level, all content on 
the 3-2-1 platform contains three key elements: a definition or fact, a 
description of why it is important and a call to action.

 
Example:

‘Babies younger than six months of age should only take your breast 
milk and nothing else. The breast milk has fat, carbohydrates, proteins, 
water and essential vitamins and minerals. These are all the nutrients a 
baby needs to grow healthy. Do not give them water, food, tea, herbs, 
or other types of milk or liquids. Breast milk already contains enough 
water. Until the baby is older than six months, only give breast milk 
even in hot weather. Fathers and others should not give water. Giving 
other foods or liquids can make babies sick and exposes them to 
diarrhoea-causing diseases. The only exception are medicines given 
by a nurse or clinician.’

INSIGHT

Designing using 
global best 

 practice
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For each country implementation, Viamo works with local 
counterparts to undertake the following activities:  

1 Collaborate with one or more mobile network 
operators (MNOs) to host the 3-2-1 Service’s 
platform.

2 Install the necessary components in the MNO’s 
data centre to support the 3-2-1 Service.

3 Identify key collaborators to participate in the 
content committee for the 3-2-1 Service, selected 
from among a broad variety of stakeholder 
organizations including implementation firms, 
funders and government officials.

4 Support the content committee to develop the 
topics and messages for the 3-2-1 Service.

5 Translate, record, pre-test, finalize and 
upload the messages to all channels of 
the 3-2-1 Service.

6 Conduct impact studies of the 3-2-1 
content by comparing a representative 
sample of 3-2-1 users with a representative 
sample of non-users. Some examples of 
existing studies include the impact on 
gender equity in Madagascar, and the 
impact on nutritional knowledge and 
behaviour in Malawi (see the discussion 
in the Results section below). Additional 
studies are currently under way in Zambia, 
Nigeria and Mozambique.

7 Update the Service’s key messages based 
on user feedback and local context (such 
as epidemics or vaccination campaigns).

Figure 3.The implementation process for the 3-2-1 Service

Figure 2. Example caller journey through the 3-2-1 Service IVR platform

321 Service Welcome 
Message
Thank you for calling the 
667 Service, which gives you 
information to improve your life. 
For more information about :

 ● Health and nutrition, press 1
 ● Agriculture, press 2
 ● Weather, press 3
 ● Gender-based violence, press 4
 ● Land tenure, press 5
 ● Elections, press 6

Health and Nutrition

 For more information about :

 ● Health and Nutrition

 ● For more information about:

 ● Nutrition, press 1

 ● Healthy recipes, press 2

 ● Under 5 clinics, press 3

 ● Water, Sanitation and Hygiene, 
press 4

Under 5 Clinics

For more information about :

 ● Under 5 clinic services, press 1
 ● Immunization, press 2
 ● Vitamin A supplementation, 

press 3
 ● Deworming, press 4
 ● Growth monitoring, press 4

Vitamin A Supplementation Key Message
Children under 5 need vitamin A to promote good 
health, good eyesight and help your child4s body 
fight disease.Vitamin A is found in orange and 
yellow fruits and vegetables like orange fleshed 
sweet potatoes, carrots, pumpkin, ripe mango and 
pawpaw. Vitamin A is also found in green leaves 
like the leaves of rape, pumpkin cassava beans and 
sweet potatoes. Animal foods like liver, kapenta, 
and other small fish are also good sources of 
vitamin A. Vitamin A is in eggs, milk, fortified sugar, 
and breast milk. Oils from sunflower, groundnuts, 
and soya beans helps the body use vitamin A. In 
addition to getting vitamin A from these healthy 
foods, vitamin A capsules are given to children 
between 6 months to 5 years at under five clinics. 
For more information, please visit your nearest 
health facility.

© Viamo
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Example PositionMonitoring and evaluation strategy

As described above, Viamo engages in a 
participatory process with the aim of making the 
3-2-1 messages relevant, understandable and 
actionable in each country context. The intended 
outcome of the 3-2-1 Service is to increase 
knowledge, inform attitudes and beliefs, and 
change behaviours among end users to improve 
their health and well-being.

Embedded in 3-2-1 is the ability to monitor 
knowledge retention and user statistics. As 
part of this process, Viamo embeds quick 
knowledge tests into the IVR platform and 
monitors how users interact with the service 
while keeping track of decisions, menu paths 
and overall usability of the system itself. To 
enhance the user experience, Viamo applies 
a cycle of monitoring, research, evaluation 
and improvement to constantly enhance the 
user experience. Field research complements 
ongoing monitoring efforts to create design and 
service improvements.

To evaluate progress along these domains, the 3-2-1 
Service automatically tracks key metrics each time a 
call is placed. Demographic data is stored through a 
user-generated process callers opt into. It provides 
details of:

1 The aggregate number of calls to the 3-2-1 
Service;

2 Users’ topic selections;

3 Whether individual users are listening to the 
key messages in their entirety;

4 Basic demographic information of those who 
choose to register, such as gender, location 
and age;

5 Responses to the quick knowledge tests.
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Reports are generated along these metrics and presented through a user-friendly dashboard. For instance, 
Figure 4 displays the proportion of user selections from an ‘agriculture’ menu topic. As the dashboard 
illustrates, response selections will vary based on the location in the harvesting cycle. Key stakeholders and 
representatives from the content committee are provided with access to the dashboard so they can monitor 
the outcomes.

Viamo employs dedicated content 
supervisors in each country of operation 
whose role is to conduct ongoing research 
to improve service delivery. The content 
supervisors conduct surveys, focus groups 
and individual interviews with registered 
3-2-1 users as well as those not yet using 
the platform.

Information from user research has been integral to the 
continued improvement of the 3-2-1 Service. For instance, 
in Malawi a theme emerged from the user feedback 
requesting local recipes to be added to the ‘nutrition’ 
content. Now a subtopic offers an option to hear recipe 
ideas that change weekly and are archived, so callers can 
access more than just the one option per week.

Figure 4. Sample illustration of dashboard output for user responses related to maize production
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Results to date

Behaviour change associated with the  
3-2-1 Service has been evaluated by GSMA 
(a trade body that represents the interests 
of mobile network operators worldwide) in 
Madagascar and Malawi. The Madagascar 
evaluation focused on gender equality 
messaging while the Malawi evaluation 
focused on nutrition messaging. Both 
studies showed significant changes in 
behaviour as a result of using the 3-2-1 
Service (Minischetti and Karim, 2015; 
Roche, 2017).

In Madagascar, 91 per cent of female 
participants surveyed believed that the 
3-2-1 content improved their ability 
to make household decisions, 96 per 
cent reported that it had added value 
to their lives, and the vast majority of 
men (98 per cent) and women (93.7 per 
cent) agreed that the gender equality 
information improved their knowledge 
of the importance of education for girls 
(Minischetti and Karim, 2015).

In Malawi, a survey of over 300 3-2-1 users measured at 
baseline and endline revealed that key indicators on user 
practice of positive nutritional behaviours increased between 
11 per cent and 35 per cent, with the largest increases 
associated with healthy breastfeeding practices and vitamin 
A supplementation (Roche, 2017). Additional quantitative 
research, also supported by the GSMA Connected Women 
Programme in Malawi, indicated that use of the 3-2-1 Service 
improves gender equality. Specifically, 91 per cent of users 
surveyed reported that women had more participation in 
household decisions after listening to the 3-2-1 content. Some 
women also reported a shift to managing their own finances 
by opening personal bank accounts as a result of listening to 
the content (Roche, 2017).

Stemming from the success in Madagascar and Malawi, the 
3-2-1 Service has been expanded to numerous countries, 
including Afghanistan, Botswana, Burkina Faso, Cambodia, 
Democratic Republic of the Congo, Ghana, Mali, Mozambique, 
Nigeria, United Republic of Tanzania, Uganda and Zambia.
To date, more than 8 million people have freely accessed the 
service – through calls, SMS or USSD sessions – benefiting from 
more than 50 million minutes of donated airtime.

IMPACT

Empowerment 
through 

information

Qualitative research supported by GSMA illustrates how the 3-2-1 Service 
leads to female empowerment and equitable decision-making power. 
Georgette, a 31-year-old woman living in Madagascar, participated in 
a focus group discussion to assess the impact of the gender equality 
information provided through the local 3-2-1 Service. Married with two 
children, Georgette had previously been a victim of domestic violence. 
She explained how she used the information on the 3-2-1 Service to 
stand up for herself in her household.

‘One time my husband was about to hit me so I grabbed the phone and 
had him listen to the 3-2-1 message which says women have the right to 
leave the household to escape domestic violence. Now the atmosphere 
in the home has changed, he respects my rights and we communicate 
without resorting to violence.’

Georgette shared how she has spread these messages among friends 
and family, and now feels a new sense of self-confidence.
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Sustainability and future plans

Partnerships are key to success for the 3-2-1 Service. Viamo 
engages with four types of partnership to drive the digital 
solution:

1 Content partners – non-governmental or other 
organizations looking to disseminate information on a 
given topic related to their services;

2 Government partners – ministry staff who provide 
additional input and official approval of the messages 
to be included on the platform;

3 Communication partners – an MNO in each country 
agrees with Viamo to offer the mobile-based service 
free of charge to their subscribers or at a nominal cost 
to non-subscribers;

4 Resource partners – funding organizations such 
as USAID, the UK Department for International 
Development (DFID), the Swedish International 
Development Agency (SIDA) and private companies 
provide financial resources to facilitate the content 
development and implementation of the 3-2-1 
Service.

Over the past five years, HNI has 
calculated that its communications 
partners have contributed the 
equivalent of almost 100 years of free 
airtime. As this model has proved, 
incentives to the MNOs in customer 
loyalty offset their operational costs 
of hosting the 3-2-1 Service. Through 
this model Viamo has been able to 
substantively expand its reach of 
users of the 3-2-1 Service and position 
itself as a wide-reaching mass-media 
distribution platform. Viamo has plans 
to grow the 3-2-1 Service, both in Africa 
and on other continents. In 2017, the 
platform is likely to achieve 100 million 
inquiries to the 3-2-1 Service, and 
Viamo hopes to reach 50 million unique 
subscribers to the service.

As part of the 3-2-1 Service business model, Viamo engages 
in an exclusive agreement with one MNO per country. This 
arrangement produces financially beneficial outcomes 
for both the MNO and Viamo. The 3-2-1 Service indirectly 
generates revenue for the partner MNO by improving 
customer retention and mobile phone use. In Madagascar, 
users of the 3-2-1 Service are 16 per cent less likely to leave 
the local MNO for a competing operator than non-users, 
and 3-2-1 users on average spend more time on air each 
month than non-users. Therefore, the communications 
partner is incentivized to continue to host the service free of 
charge to its subscribers while covering the largest recurring 
implementation cost to the programme by subsidizing user 
airtime.

INSIGHT

Improving 
sustainability 

through loyalty
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As part of its efforts to continuously improve the 
user experience with the platform, Viamo continues 
to test additional platform features. Services that 
are currently being developed include a ‘symptom 
checker’ for agricultural pests and diseases, adding 
an early warning system for disease outbreaks or 
daily reporting of inclement weather conditions, and 
creating a system for supporting user-generated 
content. For instance, if a farmer accesses information 
on tomato pests and disease, they will be guided 
through a list of options to specify where the 
problems appear on the plant (fruit, stem, leaves, root 
and so on). Based on the farmer’s selection, the service 
then lists the types of pest and disease that can cause 
the symptoms, and provides guidance on how to treat 
the problem.

Viamo is also in the process of launching a voluntary 
medical male circumcision (VMMC) component on 
3-2-1 in Zambia. Male callers can either access general
information about VMMC, or they can take a quiz in
order to get tailored VMMC counselling information
based on their decisions.

In general, smartphone uptake and data 
access are constantly increasing. However, 
Viamo has found that those with access to 
smartphones often lack the resources to 
purchase data or do not know how to operate 
the internet from their devices. While Viamo 
feels that IVR will remain an important tool 
for communication in emerging economies 
for years to come, it is also testing sustainable 
options to provide multimedia through the 
platform, such as with content that was 
previously provided through a simple web-
based platform. It has recently launched 3-2-1 
online for feature phones, and has a Facebook 
bot in development to push information from 
the audio platform to subscribers’ Facebook 
Messenger accounts, to cater to the changing 
trends in technology among younger callers.
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Example PositionLessons learned and recommendations

Although the 3-2-1 Service was designed for 
use by anyone with a simple mobile phone, 
there have been certain barriers to uptake.

Lack of awareness. Despite Viamo’s
ability to leverage its exclusive communications 
partnership, marketing of the 3-2-1 Service remains 
an ongoing challenge, meaning that many 
potential users simply do not know about the 
service.

Low digital literacy. Field-testing
in target countries has revealed a lack of familiarity 
with using keypads to make selections on the IVR 
platform. As a result, Viamo is building a module to 
teach callers how to navigate IVR systems.

Limitations of audio 
content. Although the service was designed
to function without the use of smartphones or 
data transfer, certain content could be more 
engaging and informative if it used multimedia. 
Images of pests and disease characteristics for 
crops would be more useful to callers than just 
listening to an audio description, for instance. 

Based on these lessons, Viamo has developed 
a series of recommendations to support future 
implementation efforts.

Context matters. Take lessons learned
from each market and make them context-specific 
and locally relevant elsewhere. What matters most to 
users in Uganda may not resonate with listeners in 
Zambia. Farmers in Madagascar may want a different 
tone of voice than teachers in Ghana.

Design with users in mind. 
Viamo keeps its target base at the centre of their 
design process. Through a multi-stage focus 
group and interview cycle, Viamo relies on local 
communities to assess information needs, message 
styling, translation and actionability.

Design for sustainability. 
Ultimately a business model is essential to ensuring 
that the service will remain free and available at scale. 
Therefore, Viamo applies a multi-sector business 
model, working with MNO partners, content partners 
and the private sector to ensure the service has direct 
and indirect benefits that will lead to sustainability.

Figure 5. Content pre-testing on paper
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Contact information
 

Viamo supports organizations to harness information and communication technologies (ICT) for large-
scale development projects. Viamo powers the technology behind the 3-2-1 Service and is managing 
the global expansion of the Service.

Human Network International (HNI) is a global development organization that uses technology to 
support individuals and organizations working in the developing world. HNI created the 3-2-1 Service 
and has authorized Viamo to manage and grow the service.
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ICTliteracy@unesco.org

Stay in touch

UNESCO Education Sector

Education is UNESCO’s top priority because it is a basic 
human right and the foundation on which to build peace 
and drive sustainable development. UNESCO is the 
United Nations’ specialized agency for education and the 
Education Sector provides global and regional leadership 
in education, strengthens national education systems and 
responds to contemporary global challenges through 
education with a special focus on gender equality and 
Africa.

About Pearson 

Pearson is a digital education company, with expertise in 
educational courseware and assessment, and a range of 
teaching and learning services powered by technology. 
Our mission is to help people make progress through 
access to better learning. We believe that learning opens 
up opportunities, creating fulfilling careers and better lives. 

The Global Education 2030 Agenda

UNESCO, as the United Nations’ specialized agency 
for education, is entrusted to lead and coordinate 
the Education 2030 Agenda, which is part of a global 
movement to eradicate poverty through 17 Sustainable 
Development Goals by 2030. Education, essential to 
achieve all of these goals, has its own dedicated Goal 4, 
which aims to “ensure inclusive and equitable quality 
education and promote lifelong learning opportunities for 
all.” The Education 2030 Framework for Action provides 
guidance for the implementation of this ambitious goal 
and commitments.

About Project Literacy 

Project Literacy is a global campaign founded and 
convened by Pearson to make significant and sustainable 
advances in the fight against illiteracy so that all people - 
regardless of geography, language, race, class, or gender 
– have the opportunity to fulfill their potential through
the power of words.
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