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8 Different LAPM Communication Campaigns 

Ghana: Vasectomy 
Honduras: VasectomyBangladesh:  
Vasectomy 
Kenya:  IUD 
Azerbaijan:  Reversible FP Methods 
Guinea:  IUD 
Uganda:  IUD 
Ethiopia:  IUD 
Tanzania:  Multiple methods 
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Presenter
Presentation Notes
ACQUIRE introduced demand interventions as part of an integrated approach to improve access to reproductive health and family planning services in 9 different countries.  In Ethiopia, Guinea, Kenya, and Uganda, the focus was on the IUD. Work conducted in Bangladesh, Ghana, and Honduras emphasized improving the image of and the quality of services for vasectomy. Tanzania worked to promote all four of the LAPMs (hormonal implants, the IUD, female sterilization, and vasectomy) under an umbrella campaign supporting FP generally. Azerbaijan’s campaign addressed all reversible FP methods. 

In most countries, the main challenges related to LAPMs were addressing low awareness as well as misinformation and myths and rumors.  Our communications efforts focused on positioning these methods in a positive light—as well as highlighting key benefits/method attributes.  These efforts also strived to inform consumers where methods were available—in many cases, mentioning specific healthcare facilities.  The “call to action| always encourages people to talk to their healthcare provider for more information.

Multiple communication channels were used, primarily radio, but also television in some markets, outdoor, as well as community outreach—always with the goal of using the best media to reach our target audience.  For most of this work, we worked directly with local advertising agencies.





Key Issues for Promoting  IUCDs 

Key Issues Key Messages to Consumer 
Positioning v. Repositioning of IUCDs 

Repositioning: Addressing myths and negative 
information 

“Coil doesn’t interfere with my day-to-day-
activities; it’s a suitable and trusted FP method” 

Positioning:  Long-acting is key, but reversibility is 
even more important 

“Coil is good for us to 12 years—but it can be 
easily removed, anytime I want another child.” 

Presenter
Presentation Notes
Uganda, Kenya, Guinea, Ethiopia, Tanzania:  positioning  (increasing awareness/correct knowledge) v. repositioning (addressing negative perceptions)

Ethiopia:  “Reliable as my choice….Reversible when I decide” 

Tanzania:  “have a plan for family planning”



ACQUIRE Kenya:  
Assessing the Impact for IUDs 

Kisii District: “Now you know the 
Truth” campaign integrated 
mass media &  

 community outreach 
– National and local radio for 6 

months 
– Poster and leaflets 
– Experiential marketing 
– 75 Peer Educators 
– 375 CBD Agents 



ACQUIRE Kenya:  
Higher Acceptance upon Message Exposure 

Data indicates that messages and communication made 
 impact on consideration 
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1/3 of women & men who 
saw IUD messages 
reported they would 
consider getting an IUD in 
the future 
Women who did not see 
messages were 1/2 as 
likely to report considering 
the IUD vs. those who did 

Consideration for getting IUD in future 
People exposed to IUD message vs. those not exposed 

Presenter
Presentation Notes
Data from the research also indicate that people who are exposed to the message are more likely to consider use in the near future.  We see on this chart 2 groups of respondents, sorted by sex.  The maroon bar shows people who did not report seeing an ad about the IUD and their consideration for getting an IUD.  The blue bar shows the amount of people who did see IUD advertising and would consider getting an IUD in the future.  As you can see, there are significant differences between the “had seen” and “had not seen advertising” with both sexes.  The differences were even greater for women.  Women who had seen the IUD messages were 100% greater for stating they would consider getting an IUD vs. those women who did not see any messages.



Kisii: Amount of Quaterly IUD insertions with Communications Activity
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ACQUIRE Kenya: The Impact of Communication 
 361% increase in 2006 vs. previous year 

Radio 
Campaign 
Finishes 

(December 06) 

Communication 
Activities Start 

Launches  
(July 06) 

Note: Q1 07 & Q2 07 are compensation radio spots that did not air as originally scheduled 

Presenter
Presentation Notes
This graph depicts the monthly statistics for IUD insertions from Jan. 2005- March. 2008.  The boxes track ACQUIRE interventions and help shed light on the monthly variations in IUD insertions.

The first significant increase in IUD services follows the IUD Clinical training in Oct. 2005. This increase came prior to the demand interventions being put in place.  The next major increase follows the launch of the IUD campaign in July 2006. The insertions increased by 50% at the start of the campaign (August vs. July 2006), and insertions continued to increase significantly as the campaign continued into Q 4 2006.   During the most concentrated period with radio spots (July – December) a total of 679 IUDs were inserted, representing a 285% increase compared to the same period last year.   Although IUD uptake declined gradually following the end of the campaign and during a period of district restructuring, IUD provision increased again. This trend occurred despite the civil unrest occurring in Kisii due to the election.  The amount of IUD uptake indicates that communications (along of improved provider services) has a lasting influence on behavior change and continued acceptance. 



Key Issues for Promoting Vasectomy 

Key Issues Key Messages to Consumer 
Repositioning:  Addressing myths and negative 
information 

“Vasectomy is a safe, easy, and permanent way 
to plan your family.”  “No worries about unplanned 
pregnancies. 

Concerns over castration and sexual impotence “Most importantly--our sex life hasn’t changed” 
“his sexual performance hasn’t changed” 

Understanding other key benefits “No worries about unplanned pregnancies.” 
“20 minutes or less” 

Presenter
Presentation Notes
Bangladesh: “My Husband is Best”
Ghana/Honduras:  Why is this Man Smiling?



ACQUIRE Ghana:  
Assessing the Impact for Vasectomy 

Accra and Kumasi  Districts: 
“Permanent Smile” campaign 
integrates mass media (radio) 
and community outreach 
– National and local TV and radio 

for 5 months 
– Poster and leaflets 
– Telephone hotline 
– Nurses in the community 
– NSV Champions 

 



Ghana:  
Demand Decreases When Communications Lapse 

Ghana Vasectomy Procedures - Q1 03 to Q1 08
in relation to Mass Media Activity 
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Ghana:  
Knowledge and Attitudes Shift After Multiple Exposures   
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Knowledge and attitudes toward vasectomy among men 

Presenter
Presentation Notes
While increases in awareness of vasectomy can be achieved relatively quickly, changes in knowledge and attitudes require sustained exposure over time.  The Ghana Panel Study conducted in 2008 showed that the most significant differences between Waves 2 and 3 (Wave 2 was a 6-week campaign in Jan 2008 and Wave 3 a 6-week campaign in March 2008), are related to knowledge and attitudes for vasectomy.  Whereas awareness did not increase further during these two phases of the campaigns.  For example, perceptions of vasectomy as a trusted method increased from 39 to 50% betweens Waves 2 and 3, and vasectomy being simple and fast increased from 28% to 37%.  Negative attitudes toward vasectomy were also reduced, such as vasectomy affecting a man’s sex drive, where “agree” responses declined from 28% to 21%.  These data suggest that while increases in awareness can be perceived immediately, more systematic changes in positive and negative attitudes toward vasectomy started to shift after multiple exposures to the campaign.




Key Issues for Promoting Implants 

Key Issues Key Messages to Consumer 
Addressing supply issues is key prior 
to developing any promotional 
campaign 
Multiple implants in the marketplace 
with differing effectiveness periods 

“there’s a new kind of implant; it’s 
good for up to 3 years” 

Concerns over how implant will affect 
movement in their arm & that it is 
visible in the arm 
Ease of insertion, nothing to take 
everyday, and ability to breastfeed are 
key attributes 

“easily inserted in the arm” 
“can use while breastfeeding” 

Presenter
Presentation Notes
BCC/demand creation activities for implants have been limited given the relatively high uptake of the method, which has generally caused more concerns/issues around commodity security.



Key Issues for Promoting Female Sterilization 

Key Issues Key Messages to Consumer 
Perception that FS is for women who 
are too old or too sickly to have more 
children 

If you and your partner are sure that 
you don’t want anymore children, i.e. 
at any age. 
No more worries about family planning 
“Nothing to do everyday, and no side 
effects” 



www.respond-project.org 
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