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Problem and HMethodology

Phe present research aims at measuring the
effectiveness of an advertisement campaign organized
and carried out by the Family of the future Society
( F.0.F. ) to probagate a new product in the field
of family planning and contraceptives , a new kind

of oral pills under the brand " NORINEST FE."

The present research has been carried out
with a view to assess such an etfectiveness and
to describe the corresponding changes obtaining in
the course of the distribution of this new brand
cf oral pills so that the findings may be made

use of in planning for future campaigns e

Research Objectives

Main Obgective 3

To assess the effectiveness of the advertisement

campaign under question through analysins and co-relating



its findings on the basis of an objective criterion, i.e., the
content of the wvery campaign and to which extent such a content

was successfully communicated to the targeted sample,

Detailed Research Objectives:

1- to assess the awareness of t he advertisement under

question;

2- to assess how far the advertised message has

been perceived;

3= to assess the ability to recall the content of

the advertised message ;

Y to assess the awareness of the product under
question;
5= to identify those advertising media that proved

most effective in transmitting the relevant

advertised message; and

6= to identify the different attitudes towards using
NORMINEST pills;

Secondary Objectives:

- to assess the degree of awareness of contraceptives

by the targeted sample;

2- to measure the attitudes of females towards family
planning;
3= to measure the atcitudes of females towards

using oral pills;
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4~ to asses the role played Dby opinion leaders;

and.

5- to msses the degree of awareness of F.0.F., and

their activities by bthe tazgeted sample.

Research Steps and Methodology:

To Tealise the objectives of the present research,
the type of research known as " tracking studies " has been

adopted.

Tracking Study is one of the methods used in handliug
the problems of development and change. It implies the
carrying out of a number of successive studies at regular
intervals on the same group of individuals or on similar

groups Over a certain period.

The present research is phased up into two partse The
fPirst one was carried out while the first advertisement wave
was in progress. In that phase, field work was done in
the second half of May 1984 . The second.phase was to be
synchoxrous with the second wave , 1.€ three months gfter the
conclusion of the first wave . Field work of this phase

gtarted in the first week of yeptember .

Questionnaire Was the means of data- collection

for this purposes
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Following is a quick glance at the steps of the

developument of the questionnaire to finally make it

applicable to the community under question, and the modifications

which were introduced in the process;

1~ The determination of the required data in the
light of research objectives, both quantitatively
and qualitatively;

2- Designing the main structure of the questionnaire
in the form of g series of succassive units.
Each unit covers a single problem about which
data are to be collected. This is followed by

putting those units in a logical sequence;

3~ The development of the questionnaire in its

initial form, Then questions were divided up into

two categories;

a) Open - ended questions that give a
respondant the freedom to answer them in her
own language as she deems fit without being
confined to a number of probable answers

already prepared by the research team, and

b) Closed questions with different answers
out of which a respondant has to choose gn

alternative or a group of alternatives.

4- Putting the questionnaire to test with a view
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to ascertain its appropriatensss, both logically

and experimentally, throughs

X A discussion of the questionngire among

the Tesearch team and the consultants;

b'e A discussion of the questionnaire with those
who are in charge of the Hesearch Department
under F.0.Fs That discussion aimed at
ascertaining that the design of the
questionnaire duely served the research
objectives, that it was sufficient to
collect the required data both quantitatively
and qualitatively, and that it was properly
developed and clearly composeds The research
team as well as those in charge of the
Research Department under F.O.F. ~'ere
considered experts in the research field under

question;

X Cuerryingout a pretest of a limited sample of
cases ( respondants) that consisted of 24
respondants. It was made sure, while selecting
this limited sample, that it was
representative of the whole sample. It was also
taken into account that it should repregent

the different educgtional levels so as tn
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find out how simple thke questions included
in the questionnaire were. The limited
sample also covered all the age categories
within the age rar:sunder guestion ( females
between 24 and 35 years ) so as to identify
how far the respondants perceived the
questicns, and the terms used, to identify
the extent of the clarity of those terms
and to what extent the respondents would
respond to each question and the time it
would take to cellect data, remarks and
comments on all the aspects of the questionngire

in form and content ,

The final development of the questionnaire after
modifying it on the basis of the views expressed

by experts and the pretest of the limited sample;

Training the female researchers who would apply
the questionnaire, and briefing them on how to
f£ill in the forms, before starting the field
work, This was corresponded with the
preparation of a guids of the procedural
difinitions as well as instructions that would
help the female researchers in the course of

field work.

The appiication of the questionnaire during the



period May 15 through the end of May 1984 ; and

8- Carrying out & consistency test . A randonm

Sample of 24 cases representing the areas of the
study ( 8 cases from greater Cairo: Sayedda, Dokki
and Qalyoub, 8 cases from Assyout, and 8 casex from
Mansoura and AL- Mahalla AL- Kobra ) was collectede
Then other researchers once again filled in forms
which nad been filled in by the same Trespondants.
That step,' which came a week after the starting of
field work, was taken through an exchange of

positions among the researchers.

Determination of the community to be studied and the technique

of Samplings:

The community under study consists of females between 24 and

35 years, an age period which comes right in the middle of
Portility age s 1e€es 15-45 yoars o

The sample was selected in a way that geographically
represents a conmunity covering three areas, ramely, greater
Cairo, lower Egypt and Upper Egypt |

It was agreed with the officers in charge of research
under F.0.F, that the sample volume would be 500 components
through out the three areas, divided up into two equal parts
each corresponding to a phase of the research. 150 components

were sorted out from three areas in Greater Cairo, namely,

Dokki ( representing a mixed area of Giza Governorate )y



Sayeda Zeiunab ( representing a commor Locality of Cairo
Governorate ), and Qalyoud ( represanting a rural area of
Qalyoubiya Governorate ) on the basis of 50 components from
each « In Lower Egypt a 75 ~ component sample was sorted out
from each of llansoura and Al-Mahalla AL - Kobra where as 150

components were sorted out from Assyout ( representing Upper

Egypt ).

Random sampling was phased as follows:

1- a random selection of localities so as to secure the
selection in each area of two localities, one
representing a relatively low economic and sociagl
standard, and the other representing a relatively
high economic and social standard. Details are as

follows :

x Greater Cairo:

a- Sayeda Zeinab:

p's AL~ Darb AL- Gadeed locality and its side-~
streets ( Sweigat- al- Lala, AL- Darb
Al- Gad@ed St., Sweigat Al- Sgbba'een, and

Qawaweer).

x Al-Ainy locality and its side - streets
( Al- Saba'a Saggayat, AL-- Sadd Al-Barrani,
Workers Quarters of Abl-sl-Reesh, Eastern

side of Qasr AL~ Ainy St. )



a-

Dokkis

TR R

x Al-Mesaha locality ( Okasha, A'amer, Rafa'a,
Rushdan, and Al- Tahraer)e

x Bein Al-Sarayat locality ( Ahmed Al-Zayyat
Ste s Al Sukkexi, Al- Wakeel, and Oueis)e

Qalyoubs

Sidi Al- Ra'ai, Sidi Haib, Yahya Stey Al-Ounmara'a
St., Saeed Pasha Ste, and 10 Ramedan Ste)e

Assyout:

- Al~ Hamra Area ( representing the lower
Social and economic standard) .
- Alexsn & Qulta Area = ropresontiné the

highexr Social and economic standard)e.

Lower Egypts

Msnsoura:

AR

- Judeila locality ( Jami'e Al- Kholl) and
its side - streets ( Madrasst Jazeerat
Al - Ward St., Ezbet Ali, Jani'e Al- Kboli
Eter and Al - Shaheed Abd-el Mone'm Riyad
St

- Torail locality snd its gide - streets

( Talat Haxb, Rizgallah housing Scheme, Botari

St., Mukhtar Al - Misri, and Ali bin Abi
Tale'b).
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b- Al- Mghalla Al- Kobra:

x Ezbet El - Gomhouriya
x Shukri El- Quwatli

A 1regular random selection of houses 3 it was agreed
that u survey of &ll the houses of the locality under
question should be made, then the total number of
houses by the volume of the szmple of each areae The
result would be the regular difference between two
components. The first house was salected through the
simple random selection and it was agreed that the
researchar would apply the questionnaire to only one
respondant in each house . A respondant had to be

chosen according to age categories, 1.€4y:

1St category:s from 24 to below 27 Yyears.
2ud categorys from 27 to below 31 Yyears .
3rd categorys from 31 to below 35 years .

Determination of Data Processing Techniques:

1~

A desk review of the forms was made to make sure that

all the relevant data would be covered thsre by, That
led to the conclusion that there was still a need for
sone additions . They were duly made by the

researchars o

Tnitial tabling of questiomnaires, including the open-

ended questions; was carried out .
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A plan for statistical analysis was
developed on the basic of seceking correlations

between characteristics and variables.

That was foliowed by typifying and
cateporising the data , developing the
basic tables, correlation tables

relating to the correlation between
exposition to advertising media and the
denographic characteristics, and the
correlation between exposition to advertising
media and the demographic characteristics,
and the correlation betweel the
charactevistics, avareness of the mew
pills and the source of Knowledge, all
according to the statistical analysis

plan o
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PART ONE

FINDINGS OF PHASE I or

GCEATCH
I - Tindings Related to Basic
Objectives
1= The Depree of Awareness of Advertisement on the

New Froduct " MOLATNEST Fe "M @

1—- The analysis has shown that most of the
respondants 7649 % of the total number

of respondants ( 346 out of 450 respondants).

were aware of the advertisemnent on the new

product and that they learnt aboutb the new

pills. The highest percentege in this regard

was recorded in Delta ( AL~lshalla and
Hansoura), le€s,87.3 % while the lowes?t
percenta: e vas recorded in Lissyout slecCe,
%4..7 % ( Details to be given on table .
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2= In the same Vein, the analysis of the data has shown
that most of the respondantsy 634 % of the total
number of those who lesarnt about the pills under
question, were aware of the right brand of c¢he pills,
i.es, NORMINEST, and that the percentage of those‘who
failed to mention the right brand was as low as 046 %.
The highest percentage of awareness of the right brand
of the new pills was recorded in Delta ( Al- Mahalla
and Mansoura) , ie€ey 74 % o No respondant in that
area failed t o mention the right brand of the pills

under question. ( Details to be given on table 2).

3- The analysis has shown that a high percentage of
those respondants who learnt aboﬁt the new pills,
41,1 % in all the governorates covered by the
research, were aware of the body that provides those
pills, namely, F,O,F, The highest percentage in this
regard was recorded in Delta, i?e,, 56@5 % while

the lowest percentage was recorded in Greater Calro,
i.e.y 17.4 only . The percentage of those who failed
to mention the right name of the body under question,
namely, FaO.F., was 7.7 % and the lowest percentage
in this regard was recorded in Assyout, l.eey 1% only.

( Details to be given on %able 3 ).

II- The Degree of Perceiving the Advertised Message and the

Ability to Recall its Content:

The analysis has generally shown that the advertised
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message relating to " NORM JES® " Pills was perceived
to a great extent through a1l advortising Media »
percentage variations bstweer various Media

notwithstanding.

- Tt has been found out that respondants could :ecall
a relatively big part of the content of such a
message, percentage variations between warious Media
( TV., Radio, Newspapers and Magazines )

notwithstanding.

Details are given hereunders:

1"‘ ToVo:

a- Conference AD 3

- 69.1 % of the total number of respondants who
watched the " Conference AD " on T.Ve. ( 123
respondants throughout the governorates covered
by the present research ) perceived that the AD
under question dealt with the instructions related
to the intake of the mew pills while 146 % of
them could not remember whether the AD deal® with

such instructions o

The highest percentage of perception ¥a s
recorded in Delta ( Mansoura and AL- Mghalla ) at
83e6 % o The highest percentage of failure to

remember was recorded in Greaber Cairo ( Sayeda,



Dokki, and Qalyoub ) at 19.2 Too

6549 % of the total number of  respondants who
watched that AD ( on T.V. ) perceived that the
new pills were to be taken on g regular daily
basis . The highest bercentage in this regard
was also recoreded in Delta gt 78¢32 % while the
lowest percentage was recorded in Assyout at as

low as %7.5 % ,

- 17.6 % of the total number of those
respondants who stated that the AD under §uestion
dealt with the pericd of intake ( 85 respondants
throughkout the governorates covered by the present
research) stated that the pills were to be intzken
daily, failing to state a specific period of |
intakey, while 14.1 % stated that Pills were to be
intaken for 21 days a month. Both answers were

WIOong.

79.7 % of the total number of respondants whko
watched the AD under question ( on ToVe) perceived
that the AD dealt with the advantages of the new
pills. The percentages recorded in this regard
were 3 100 % in Assyout, 80 % in Delta s and

73«1 % in Greater Cairo} Those who could not

remewber counted for 1% % of the total number.
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324 % stated that the advuntages of the new pillsy
as projected by the AD under question, centred
around having no side«- effects, 24 % stated that
the new pills additionally combined iron, and
15.% % stated that the new pills were sultable
for those ladies who used no method before.

( Details to be given on table Noe 6 ). Other
advantages coun.ed for lower percentages as
follows 3

X Easy to intake 9.6 %
p'd They are suitable for those ladies

who stopped intake of pills no less

than 3 monthse Tett
X They are to be intaken continously

for 28 days 4ot %
X They do not affect Pertility 2.6 %

Respondants succeeded, to a great extent, in
partially recalling the content of the advertised

message related to the n conference AD " as follows:

1- That the new pills have only limited side-
effects 39 frequencies.

2~ That they additionally
combine iron 21 frequencies e

B~ That "NORMINEST" pills
are newly introduced in

the market 15 frequencies .



4= That they are suitable for those

ladies who used no method before 11 frequencies

5- That the new packet contains

28 pills . 9 frequencies

6~ Other components were recorded at lower
frequencies such as ¢ that after holding a meeting,
physicians affirmed that these pills were good
for use ;3 that researches have proved their
effectivenecs ;3 that they are oral ; and that
they are are sultable for use by those ladies

who stopped pills intake .

B ~ The"Packet Ad "

- 71.9 9% of the total number of those respondents
who watched the " packet AL " on T.V. ( 334
respondants throughout the governorates covered
by the research ) understood that the advertisement
under question explainad the instructions of
incake related to the new pills . Those who
failed to remember that accounted for 1l.7 %
The highest percentage of awareness in this
regard was also recorded in Delta at 78.4 % while

the highest percentage of fallure to remember
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in this regard was also recorded in Greater

Cairo at 125 %

59.5 % of the total number of respondants
stated that they understood that the new
pills were to be used on a regular daily

basis » 6.2 % failed to remember thate.

The highest percentage of awareness in
this regard was recorded in Delta at 79.6 %
while the lowest was recorded iun Assyout at
40, 8 % « 'Those who stated that the pills
were to be used for 21 days ( incorrect
answers ) and those who stated that they
were to be used daily without mentioning
any specific period accounted for an equal

percentage 5 le€e 3 1l6el % o

69,5 % of the total number of those
respondants who watched the " Packet AD "

stated that it indicated some advantages of

the new pills « 19.5 % of those
respondants could not remember whether

that AD indicated such advahtages .
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The highest percentage of those who stated
that the AD under question dealt with some
for those advantages was recorded in Delta at

87.2 % - while the lowest percentage was recorded

in Greater Cairo at £ 3.8 %e

Right answers cn the advantages of the new pills
as projected in the " Packet AD " accounted for
672 % wirereas a few respondants , 2043 %
statcd some advantages which were not dealt with

Right answers included that those pills
have less side ~ effects ( 30.4 % ) , that they
additionally co.ivine ivon ( 3243 % ) , and
that they are to be taken continuously for

28 days (( 4.5 % ) o

Wrong answers included that the new pills
were suitable for ladies who never used any
method before ( 10.4 % ) , that they were
suitable for those ladies who stopped pill -
intake for not less than 3 months ( 9.3 % ), and
that they do not affect fertility ( 0.6 % ). Th
That must have taken place due to a

confusion between the " Packet AD "



and the " Conference AD %,

- Respondants also succeed in partially recalling
the content of the advertised messAge related

to the " Packet AD " as follows 3

1- That tl:e packet addivionally

combined iron tallets 99 frequencles
2= That the new pills have

less side~ clloobs 9o frequencies
3= That they avre oral 15 frequenciles
- That they are to be intaken

daily 11 frequencies
5 Other content items with less frequencies

were stated such as § that the AD under
question was meant for physicians and
pharmacists, that the AD showed the
ingtructions of intake, that the new pills
weré available in all pharmaciles; that

a lady hzs to put the pill strip in the
packel; before intake, and that the new pills

are provided by F.0.F.

2~ Newspapers:

A- Open Advertisement in Newspapers gnd Magazines

( " Photo AD ")t

- Respondants succeeded, to a great extents

in recalling some of the items of the



content of the advertised message in

Newspapers as follows 3

1- That the AD dealt with "NORMINEST"

pills and their advantages
2= The call by F.O.F. upon
ladies to use these pills

3= That the pills have less

side- e{tfects

4 That e "4D" included a
picture of the pills'
packet

S5~ That the "AD" was just a
photograph of a lady

6~ That any lady could use
the new pills

7~ That the new packet of pills

additions iy combines iron

8~ That the"AD" give instructions

for intake

Q- That the new pills sre oral

13 frequencies

9 frequencies

6 frequencies

5 frequencies

3 frequencies

3 frequencies

2 frequencies

.2 frequencies

one case

One respondant confused up the AD under

question with some other AD's and, hence, stated

that the "AD" showed a picture of a family.



- In the case of magazines, respondants were ,

relatively, more able to recsll some of the items

of the content of the advertised message as

follows

1-

That the "AD'" showed a

photograph of a lady with

a packet o pills in her

hand 18 Przquencies
That the &0 showed a packet

of piils 16 frequencies

That the AD explained

instructions for intake 4 frequencies

That the AD showed a photograph
alongwitb an article on

pills 3 frequercies

Few respondants stated some other items

with limited frequencies, such gs¢ that

the AD under question dealt with the
adventages of the pills and that it mentioned

that piils were being provided by FeO.F.

Few answers were given where at the respondant showed

confusion of the contents of some AD's such as? that

the AD was projected as a conferehce, that it was a



- 42 -

cartoon, and that it was Just questions and

answers o

B~ The Indirect "AD"™ in Newspapers and Magazines

('Article AD )i

- 60 % of those respondants who wead the indirecct
AD Iin come iewspapers and maggzines stated
that it dealt only with the new pilis, a tact
thot wiows lack of understaanding that AD as well

as failure to recall it.

Those who replied that the AD dealt with other
things ( 2 respondants) stated that it generally dealt
with fawily planninge breast~ feeding, and that it

provides advices to pregnant ladiese.

3~  Radio:

Respondants who listened to the advertisement on the new

pills on radio succeeded in recalling most of its items as

follows:

1- That the AD stated that the new vills
had limited side - effects - 22 frequencies

2- That the AD dealt with the advantages

of these pills : 15 frequencies
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3- That 1t calls ladies for using
"W ORMINEST" new pilis 11 frequencies

4~ That the AD stated that pills

were to be taken daily n frequencies

5- That it stated that they

additionally combined iron

tablets 4 Prequencies
6- And that they are being

provided by Fo0.F,

IIT- Advertising Media Considered Most Effective in Delivery

R

of Advertised Messages @

The analysis has generally shown that T.V. was the most
effective among the advertising media in prejecting the

advertised message about " NORMINEST " pills . Second to it

came magazines with a considerable gap e Those who learnt about

the new pills through T.Ve counted for 74e3 % of the entire

range of sources , while magazines accounted for 8.4 % of those

SOLYCES.
The anzalysis has shown that radio was, tO some extent, the

least effective among such media, as those who learnt about the

new pills through radio counted only for 7 % o

Individual and plural contacts counted for a low percentage

jn this regard, le€es 29 % o ( Details to be given on table

No. 10 ).



Here is a detailed account of the relative effectiveness

of each of the advertising media under guestion:

l“‘ ToVoz

The apalysis has shown that the " Packet AD " on TuVe
was the one most watched as it counted for 62+ 6% out of the
total number of those who watched AD's on the new pills on
T.V. The "™ Confersnce AD  counted for the lowest percentage in

this regard, i.c., 235 % only .

The highest :zrcentage for watching the ™ Packet AD "
was recorded in susyout at 82 % while the lowest was recorded

in Delta at 54.1 % .

The highest percenbage for watching the " Conference
AD " was recorded in greater Cairo at 2907 % o( Details to be

given on table 4 ),

The main regsons given for not watching the AD's on

new pilis on T.Ve were as follows 3
- That a respoadant generally does
not pay concentrated attention to

watching while advertisements are

dieplayed 14 frequencies

- That a respondant is too busy to

Tind time to watch advertisements 11 frequencies
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- That a respondant does not watch

T.Ve at 511 while advertisewents

are displayed 7 frequencies
-~ That a respondant is not a regular

viewer of T.Ve 5 frequencies

That T.V, went out of order while

4 wave was oIl « 3 frequencies

OtheT weasoas such as the non- availability of a
T.V} with a respondant and that a respondant

is not at home while advertisement wave is one

Now we will deal with the degree of effectiveness of
both the " Conference AD W gnd the " Pecket AD " from

respondants ' points of view 3

A- the"Conference AD "

- The time preceeding the Arabic drama series
at 7415 P,Mo was the most common time for
watching the " Conference AD " at 53.6 % e
The percentages pecorded in this regard
were 50 % 1in Greater Cairoy 55¢4 % in

Delta , and 55.6 % 1in Assyout .

The least common time for watching
was mid-day » as watching percentage at thls
time was 85 low as 3,3 % o ( Details to be

given on Table > e
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- Most of those Teéspondants who watched the
" Conference AD ™ y 88.6 % , were impressed
by it. The highest bercentage in thig
Tegard was recorded in Delta at 92,7 %

( Details to be given on Table 7),

Aspects that impressed the respondants most gre

given here in a descending order:

b'q That it is supported by physicians:
opinions and documented 46 frequencies
X That it highlights the

‘advantages of the new

pills 22 frequencies
X That it is easy to

understand 18 frequencies
X That it explains instructions

for intake 13 frequencias
X That it publicises a new

useful contraceptive 12 frequencies
X That is was presented in

a8 new mgnner 7 frequencies
b's That it was frank one case
X That the style of. speech was

impressive one case

- 1lle4 % of those Tespondants who watched the

" Conference AD " » ( 123 respondants ) were not
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impressed by it giving the following reasons in

a descending ordeXx:

X That it was rough 6 frequencies
p'e That it was nct clear

enough 5 frequencies
X That the " Packet ADY

was more abtractive 5 frequencies
X That it was>ﬂather

theatiiz than real 5 frequencies
X That the new pills ,

according to 4 respondant

were not useful 4 frequencies

The " Packet AD *:

- The time preceeding thelArabic drama series
at 7,15 P,M? , in this case as well, was the
most common time for watching the " Packet

AD " at 47 %. The percentages recorded in
this regard were 57.4 % in Greater Cairoy

49 % in Delta , and 32.4 % in Assyoubo

No percentage of watching at mid- day
materialised ( Details to be given on

Table 8 )

- Most of those respondants who watch the .



" Packet AD " ,i}e,, 91,9 %y were impressed
by it. The highest percentage in this
;egard was recorded in Greater Cairo

( Sayedda, Dokki, and Ralyoub ) at 94,2 %

( Details to be given on Table 11).

Aspects that impressed the respondants most gre

given here in g descending order:

X The design of the packet 82 frequencies
X That the AD explains
instructions of intake 40 "

x That it highlights the
advantages of the new pills

and. that they have limited

slde ~ effects 24 frequencies
b'o That the AD is clear and easy

to understaund 33 frequencies
X The way the AD is presented 28 frequencies
X The high quality of the AD 25 frequencies
x That = the AD is serious 19 frequencies

X That it calls ror family

planning 14 frequencies

That it is convincing 8 frequencies

That it is attractive 5 Prequencies
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X That it is the first AD on
contraceptives that is not

conceivable by children 2 frequencies

- 8.1 % of those respondants who watched the ™ Packet
AD " ( 27 respondants ) were not impressed by 1ib,

giving the following reasons in g descending

order:
b'e That it is not attractive 7 frequencies
X That she does not use an oral-

pill - contraceptive 6 frequencies

X That it does not show the

advantages of pills precisely 5 frequencies

X That it is meant -oI physicians
and pharmacists only and bccause 1t
calls the attention of children
to contraceptives, a fact that
embarrasses the mother who, ab
jnitioy does not believe in

family planning

. 2= Newspaperss:

The " Packet AD " in Magazines was the one preferred
most by those respondants who watched the AD on the new pills

in newspapers and magazines at 75 % » followed by tlie



newspapers at 11.5 % , then came the " indirect AD " , 1.€¢

articles, in magazines at 58 %

No respondant expressed

appreciation of the " indirect AD " in newspapers.( Details

to be given on Teble 16).

The main reasons for not watching AD's

pills in newspapers were as follows =

X

-

That the AD did not grasp her

attention at all
That she abinitio does not

use any contraceptive

That she is not a regular

regder of newspapers

That she is not interested

in family planning

That she is not interested
i.n AD'S

That the AD is not clear

That she has no time

on the new

59 frequencies

22 frequencies

18 <frequencies

g Tfrequencies

9 frequencies

%3 frequencies

one case

The " Packet AD " published in the weekly " Akhbar

el — Yom "™ was the one most seen by those respondants who saw

it in newspapers, at 47.4 % o followed by the " Packet AD "



in the daily " Al- Ahram " at 44,7 % « ( Details to be given
on Table 12 ).

66.7 % of the respondants were impressed by the AD

under question for the following reasons

X The way it is presented 10 frequencies
X That the picture of the lady

and the packet was a big and

bright one 6 frequencies
p .4 That its diction is easy to
understand 5 frequencies
X That it is attractive 5 frequencies
p .4 The design of the packet 4 frequencies
X That it explains instructions
+ of intake 2 frequencies

( Details to be given on Table 13 ).

33 % of those respondants who saw the " Packet AD "

in newspapers were not impressed by it for the following

reasons 3

X That it was not clear 2 frequencies

X That magerines were more
attractive 2 frequencies

X That it is not attractive 2 frequencies



b'd That it is not easy to understand

at coertain educationgl levels one cgse

The " Packet AD " published in " Hawa'g " illustrated
weekly was the one most seen by those respondants who saw
the AD under question in magazines, at 67.6 % , followed by
the " Picture AD" published in " Akher Sa'y illustrated weekly
at 12,2 % , then " October" illustrated weekly at 9.5 %.

No respondant stated that che saw the AD under
question in " Tabibak gl ~ Ehas " magazine . ( Details to be

given on Table 14 ).

93 % of those respondants who saw the ™ Picture AD "
in magazines were impressed by it. They were attracted most

by the following :

X The design of the packet 15 frequencies
b'q The way the AD is presented 5 frequencies
X The clarity of the AD under

question & frequencies
p'4 That it highlights the advantages

of the new pills 6 frequencies
p'q The fine colours of the AD under

question 3 frequencies
X That it is attractive 2 frequencies
X The prettiness of the lady who

holds the packet 2 frequencies



X The larg size of the AD

under quest*on 2 frequencies
X The dress of the lady who

holds the packet one case

( Details to be given @n Tadble 15 ).

TLose who were not impressed by the AP under question
stated that it lacked clazrity.

Those who read the " indirect AD "™ on pills in
newspapers and magazines counted only for 1l4.3 % most of
whom read in ™ Hzwa'a ™ i1llustrated weekly ( 7 frequencies )
followed by * Sabal el- Kheir" illustrated weekly ( 2
frequencies). 1o respondants read the AD under question in

the daily " Al- Gomhouriya ".

B Radio:

o ——

79,4 % of those respondants who listened to the AD
under question on radic ( 50 respondants ) got it on the

Commercial Network * Al- Sharq Al- A'wsat". RADIO AL- SHA'B

counted only for le¢6 % .

The main reasons given for not listening to AD's on

pills on radio were as follows :

- That respondants seldom listen

to radio 46 frequencies

- That respondants are too busy to

have time for listening to radio 39 frequencies



- That a respondant does not pay
atbtention to what is broadcagst

on radio 29 frequencies

- That the program she regularly
listens to does .yI» broadcast

AD's 28 frequencies

- That she is neither interested

in family planning nor in

contraceptives 17 frequencies
- That she does rot listen to radio

while AD's are broadcast 13 frequencies
- That the AD on new pills did

not érasp her attention 8 frequencies

- That she iistens only to a

certain program on radio 7 frequencies

90.5 % of those who got the AD on radio were impressed

by it for the following reasons 3

1- That it explains instructions for

intake 14 frequencies
2~ The way it is presented 11 frequencies
- That it is easy to understand 10 frequencies

4= That it is broadcsst before, or
after, good programs ( The timing

of broadcast ) 5 frequencies



5= Clarity 4 frequencies
6~ That it highligiats the

edvantages of the pills 4 frequencies

Phose respondants who were not impressed by the AD

under question stated, for a reason , that it lacked claritye.

Comparglility of Advertising Medlas

cy % of the respondanbs, throughout the governorates
covered Ly the preves: sesearch, wore impressed by the "Packet
AD ™ %elecast oo T.o. . Coldowsd by the " indirect AD" in
newspapers that - ated ror 0,4 %e. The " Photo AD " in

newspapers count-d for as low as 0.8% . { Details to he given

on Table 17 ).

The main reasons given by the respondants for be'ng

impressed by the * Packelt AD " on T.V, were as follows :

1~ The way it is oresentead 24 frequencies
2= The clarity of the AD undex

question 31 frequencies
3~  That it explains instructions

for intake 17 frequencies
4~  That it is audeo ~ Visual 10 frequencies
5-  The design of the packet
6~ That the idea of the AD is new

one 7 frequencies

7—- That it highlights the advantages

of the pills 4 frequencies



Those who were impressed by the " Conference AD " on

T.Ve gave the following main rezsons:

1o That it broadly spoke about the

advintages of the pllls 20 frequencies
2= That it sdopbs a sclentific

way in argumentation 15 frequencies
B Uslng picturs in explaining

instructoong for intake 12 frequencies
Y The clizalty of the AD
5~ Th.% 1t is based on presenting

rhysicigns ' views 4 Prequencies

Iv- Attitudes of Femple Respondants Towawrdes Use of NORMINEST

F

Pills:

e e N

The analysis has shown that a majority of female
respondants ' S4.4 % , are convitced by Norminest Fe. Pills.
The highest percentage was im Delta ( Mahalla and Mansours)
5843 % . ( see Table 18 ).

Reasons given by female respondants for being convinced
by the new pills were as follows :
1- It additionally contains iron tablets
65 frequencies
2~ Marginal side - effects 26 frequencies

5= A good contraceptive 21 frequencies



4~ Basy to use . 7 frequencies
5~ Tts results found better than

those of other contraceptives

through experience 6 frequencies

6- Better than T.UsDe

7- Because physicians accepted it

at the conference 2 frequencies
8~ Tts daily use heljps avoiding

forgetting or error 2 frequencies

Reasons given by female respondants who are not confined

by pills were as follows 3

1- Ho experience with it 70 frequencies
2- It needs physicians consulting 3l frequencies
23— It is harmful 2 frequencies
4~ A woman may forget to take pills one case
5- I.U.D. 18 a Dbetter contraceptive one case

A good number of female respondants have mentioned
that the new pills " Norminest Fe." compared with other brands,
have more advantages. The average percentage of this attitude

was 53.L % '« The highest percentage recorded, l.ee o4 %

was in Deltae.

Advantages of the pills as seen by female respondants
were as follows 3

1~ It additionally containsiron 148 frequencies

2~ Marginel . side~ effects 53 frequencies
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5~ Nice package 8 <frequencies
4~ Kasy to use 8 frequencies
5= The most modern contraceptive
5 frequencies
V- Correlation betwecn exposure to various advertising medig

and demographic characterigtics of femagle respondants:

1- Correlstion between exposure to advertising media and
age™:
- The analysis has shown that a majority of the
sampled Temnle respondants do not read
nowspapers, illiterate who numbered 101 out
of the tntal number of 450 sampled respondants
throughout all the governorates excluded. It
has also shown that thic prevails most iu the apge
category of 3%1-%5 years and prevails least in

the age category of 27 below 31 ysars .

- The analysis has shown that a good percentage
of femgle respondants read newspapers and
magazines as well. This prevails most in the
age category of 31~35 years and prevails least

in the age category of 24 balow 27 years.

- The analysis has shown that the cuyegery of

27 below 21 years mostly read only newspapers,

% It has been confined here to the age categories of fomale
respondants sampled for the present study, i.e., from

24 to 35 years .
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and that the category of 24 below 27 years
mostly read only magazines. Yet, the
percentage of reading only magazines is limited

in all the age categories within the sampled
age range.

- The analysis has shown that a majority of female
respondants always listen to radio ( 263 out of
450 respondants) , and that various age categories
216 more or i... Similar in this regard. however,
the age category of 27 below 3] years shows
a higher tendeucy .

- The analysis has shown that the highest
percentage of those who do not listen to radio
are .n Lhe age category of 31-35 yearsSe
Furthermore, this category also includes a good
percentage of those who are irregular listencrse.

- Furthermore, lady respondants always watch TeVe
( 400 out of the total of 450 who were sampled)e
Most of thew come in the age category of 24 -
below 27 years . The least among them come
in the ape category of 27- below 31 years .

- Phe perecentage of those who never watch TeVe 18
extremely warginal, i.e., 26 respondants onlye
However the rajoribty of them comes in the age

category of 31-35 years .

Thus , it could be said , in generaly that the age category
of 31-35 years 1S, comparatively, the category Teast exposed
To different  advertising media .

Correlation between exposure to advertising media and

work
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The analysis has shown that most of the females who
do not work never read newspapers (146 out of 240 female
respondants do not work). The high percentage of illiteracy
among the non - workers may be the reason. Most of the
literate do not work. This may find a partial explanation in
the fact that the percentage of workers in the sample

was high.

- The analysis has shown that most of the female non -
workers always listen to radio ( 145 out of 240 female
respondants ) then come the employees . Most of those

who never listen to radio are professionals ( within the

sample) .

| A wmajority of nonm =~ workers always watch T.V. ( 210 out

of 240 female respondants ). Employees constitute the majority
among workers who watch T.V. The analysis has shown that an
éxtremely marginal percentage of female respondants ( workers

and non - workers ) never watch T.V. ( only 19 female

respondants ).

Thus , it generally appears that non ~ workers are more

exposed to T.V., then radio, then newspapers. Employees are

more exposed to T.V, , then newspapers, then radio . Professionals

are more exposed to T.Ve,then newspapers, then radio. Woxkers,

as a sub - category of professionals, are exposed to T.V. , then

radio , then newspapers.




3= Correlation between exposure to advertising medix and the

educational level 3

- The analysis has shown that a good perecentage of
female respondants never read newspapers despite the
fact that they are not illiterate ( 89 femgle
corxespondants, most of whomnm are only able to read
and write, a fact which is expected because those
can Tead with difficulty )e Most of those who read
newspapers are intermediate - and secondary - level

educated, then ceme the highly educated. However,
the percentage of those who never read newspapers
among the intermediate - and secondary'— level
educated is higher than that of the higlly educated
( 17.5 % against 1l.4 % e

- The analysis has shown that most of those who alwuys
or sometimes listen to radio are those who only read
and write ( 85.5 % ) , then those who are below
intermediate ( 85,4 % ) , then those who are hihgly
educated ( 85.2 % ) , then those who are
int.rmediate - and - secondary - level educated
( 8l.7 % e

- The analysis has shown that all those who are able
to read and write, and the above - secondary - 1evel
educated ( within the sample ) watch T,Ve A marginal

percentage of those who are below intermcdiate,
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intermediate = and - secondary - level educated, and

highly educated, do not watch T.V. ( 2.4% , 2.5 % and

2e4 % respectively ) . The percentage of those

among the illiterate who do not watch T.V. is as

high as 9.1 %. The percentage of those among the

higher level educated who do not watch T.V. is 50 %
( 3 out of a total of 6 female respondants ).

Thus , it gererally appears that while most of female

respondants are exposed to T.V. , exposure is reversely

proportional to educational level., However, there is g devigtion

from that attitade zmong the illiterate as the percentage of

relative non - exposure is high. A similar reverse proportionality

could be found between cxposure to newspapers and educational

ieveéle The percentage of non - exposure among those who only

read and write is high, whereas it diminishes among who only

are higher - level cducated. Yet , this is not true in the

case of radio. ( details on table 19 ).

VI- Correlation between the source of learning of the new

" Norminest Fe " pills and exposure to advertising medig :

-~ The analysis has shown that female respondants who
leaynt about the new pills through T.V. are the most

exposed to various advertising media . Most of them
always read newspapers and magazires and listen %o

radio . All of them watch T.V.
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A1l who learnt about " NORMINEST FE" pills through
magazines do read newspapers and magazines. Most of
them listen to radio and watch T.V. However, they do

not confine themselves to reading newspapers .

The same is also true with those who learnt about
those pills through radio All of them listen to

radio and all of them are regdlar listeners —~ but they

also watch T.V. and most of them are rogular viewers
and most of them read newspapers and magazines .
However, they do not confine themselves to reading

magazines .

As for those who learnt about the new pills through
newspepers , all of them read newspapers aud
magasines and , at the same time, watch T.Ve. Most

of them listen to radio as well.

Despite the fact that a percentage of female
respondants is exposed to various advertising media,
they learnt about the new pills only through some
personal contact cadres, i.e., relatives, friends or
colleapgues. Most of those who came to learn about

the new pills through relatives do listen to radio
and all of them read newspapers and watch TeVe ‘Most
of those who came to learn about the new pills through

fpiends or colleagues do read newspapers , listen to
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radio and watch T.Ve ( Details on Tables 20, 25,
26, 26 A , 26 Band 26 C ),

VII- The preference of a specific AD in different advertising

media , its correlation with demographic characteristics:

- The anglysis has shown that those , within the
sample, who give top preference to conference AD
on T,V. belong to age category of 24 - below 27
years and are highly educated employees.

- Those who prefer the Packet AD on T.V. belong to
age categoris of 24 below 27 and 31 -35 years .
Mozt of them are non workers and intermediate -

and - secondary - level educated .

- There has been an equgl preference of the Proto AD
on newspapers as each category was represented by
one case « One category belonged to non- workers,
a second to employees and the third to professionals.
As for the educational level, one case was at an
intermedigte - and - secandary level and two

cases were at & high education level.

- As for the Article AD on newspapers ( preferred by
only two cases), those two casés pelonged to the
age category of 27 - below 31 years, both

professionals . One case was at high education

level and the other was at intermediate~ and =
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secondary - education level .

- There has been an equal preference of the
Photo AD on magazines by the age categories of
o4 - below 27 and 31 =35 years . those who
preferred it most were non- workers who were

highly educated .«

- Only four cases preferred the Article AD on
magazines, out of whom three belonged to the
age category of 31-35 years who were non -
workers . Most of them were intermediate - and-

secandary - level educated .
- No respondant preferred the AD on Radio .

VITI- Correlation between satisfaction with " NORMINEST Fe"
pills and the demographic characteristics of the

female respondants :

- The analysis has shown that the age category who
was most satisfied with " NORMINEST Fe" was
that of 31~ 35 years , followed , with a
glight difference , by that of 27 below 31
years '» The reason may be that , at this age,
a lady may think of using a contraceptive after
having given birth to the number of children

she desired.

- This is also supported by the high percentage



of those who are not satisfied with pills
within the age category of 24 ~ below 27
years ( 19.7 % of the total number of
respondants in this category ) compared with
those who are not sgtisfied with them within
the age category of 31-35 years ( 18 % of the

total nuwmber of respondants in this category).

The analysis has shown that most af the

sampled woxiters are satisfied with the new

pills 4 dicuey 50.7 % of the total number of

the sawpicd workers . However, a relatively

high percentage of non - satisfaction with

the new pills within the sample ( 21.5 % out

of the total number of workers respondants

against 15 % out of that of »non - number

respondants ). It is work mentioning here that

the percentages of those who replied in the negative
to this question and those who gave no reply
thereto. In the first case, the percentage was

as high as 15 % , and 20,9 % in the second.

As for the educational level, the analysis has
shown that a high percentage of the intermediate-
and - ceconizry - level educated are satisfied

with these pills ; l.eey 60,9 % of this



category of the sample . Then comes the

category of below - intermediate as the percentage
of satisfaction was 60.5 % » The least satisfied
category was that of the illiterate, as the

percentage of satisfaction was as low as

27-5 % hd

IX- Correlation between satisfaction with the new pills

and source of learning thereabouts:

- The analysis has shown that a high percentage of
satisfactionnwith the new pills appeared among
those who learnt about them through radio as a
mass advertising medium ( 824 % out of the
total number of those who learnt about them
through radio. Then comes the percentage of those
who learnt about the new pills through
magazines ( 56.1 % out of the total number of

those who learnt about them through magazines).

- The lowest percentage of satisfaction was that
of those who learnt about the new pills through
ToVey ieeey 2201 % out of the total number
of those who learnt about them through T, Ve
However , it should be taken into consideration

that a high percentage of this category gave no
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reply to the question concerning their

satisfaction with the new pills or otherwise,

Correlation between satisfaction with the new pills

and the method adopted by female respondants as a

contraceptive :

- The analysis has shown that there is a great
deal of correlation between the satisfaction of
female recuondants with " NORMINEST Fe " angd
their preference of oral pills as a contraceptive
method . The percentage of satisfaction recorded
within this category was 46.3 % while that of

non- satisfaction was only 15 %.

- There was a high percentage of non =~ satisfaction
with the new pills among those who prefer the
I.U.D. as a contmception method, le@ey 25.8 % of
this category .

- Two cases who prefer creams as a contraception

method hgve shown satisfaction with the new pills,
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2 - Findings Related to the Secondary
Objectives of the Research

Awareness of the Targets of F.O.F and its Activities:

- The analysis has shown that most of the sampled
respondants have learnt atout FoOuFey 1e€ey 67¢3%
The highest percentage recorded was in Delta,
ie€ey, 7647 % while the lowest was recorded in
Assiyout, i.e., 62 % out of the total number of

respondants .

- The main source of such kmowledge was T.V. (73%)
then came radio through which only 9.2 % learnt

about F.0.F., followed by newspapers at 5¢3 %

- The percentage of those who learnt about F.O«Fe.
through its Rallies was only 1.9 % of the
sample, whereas 1.6 % learnt about F.O.F through
phazsacist ( details on table 21 ).

- A good percentage of the sample could successfully

define the activities of F.0.F. as follows:

- That it calle for family
planning 130 frequencies
- That it distributes

contraception methods 328 frequencies



- That it distributes '"Noixminest"

pills. 11 frequencies

There were some other replies as follows:

- That it develops AD's on

contraception methods. 10 frequencies

- Thet it treats mothers and

children. 2 frequencies
- That it distributes “Amaan"
tablets. 2 frequencies

- That it is a medical Society 2 frequencies
- That it holds conferences on

family planning one case

- That it examines ladies before

determining the suitable

contraception method. one case

43 respondants, le6ey 1l4.2 % out of the total number
who could confirm learning about F.Oe.Fe., could not

define its activities .

The analysis has shown that a good percentage of
the respondants who have learnt gbout FeOeF.yies.,
&4 %, have also learnt about the methods promoted
by F.OsFe The highest percentagé recorded in this
regard was in Delta ( 71.3 % ) while the lowest

was in Greater Cairo ( 54.7 % ),



The percentage of those who use such methods was
only 45.4 % of those who learnt about them. The
percentage of those who stopped using such

methods was 2.6 %e

The percentage of those who do not use the
methods promoted by F.O.F. despite learning a bout

them was 48.5 % , an obviously high percentages

T.U.D came at the top of the methods learnt
about by the sample as those promoted by F.OeF,,
as the percentage of knowledge there of was

42.4 % o then came the " Amaan " Tablets at
36,2 % o and the last one was " Tops " condoms
at 21.4 %

1.U.D. continued to be the most well-known
throughout the two Zones of Greater Cairo as
well as Delta, while ™ Amaan " foam tablets, were
the most well - known methods for the
respondants in Assyout . However, they also had

a more - or - less knowledge of I.UsD.

I,U.D. was the F.O.F. promoted means which was
‘widely used by the sempled group, as it has

been used by 46 female respondants, whereas foam
tablets have been used by only 16 female
respondants . Only 9 ladies intimated that thelr
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husbands used " Tops " condoms .

The femgle respondants gave the following reasons

for prefering I.U.D.

- That it does not affect

lactation . 14 frequencies
- That it is comfertable 14 frequernc ies
- That it is used upon a

physicionts advice. 12 frequencies
- That it is safe to use as

there is no probability of
forgetting , 1l cowmpared

to pills. 6 frequenciss

The anglysis has shown that a good percentage of
the female respondants who have learnt agbout
FeOuFse have not learnt that there are special
clinics under F.OeFs ( 752 % ) o« The highest
percentage of knowledge of F.0.F. <clinics was
recorded in Greater ¥airo ( 50.5 % ) o This may
be natural in view of the fact that the three
F.OsFe clinics in Greater Cairo are lccated in
Dokki , Sayedas, and Imbaba .
The percentage of the clients of those clinics did
not exceed 15.3 % out of the total numbexr of

those who have learnt about them.

The General knowledge of Family Planning Methods:

Oral pills were the method most learnt about by



the sampled respondants ( %92 frequencies )
followed by I.U.D. ( 337 frequencies ), then
foam tablets ( 157 frequencies ) then condoms
( 130 frequencies) , then ovarictomy ( 28
frequencies ) and finglly coltus interruptus

( 7 frequgncies ).

It nay be worthmentioning here that numereus
contraception methods were referred to as known

ones ( dehtails on table 3 )

The snalysis has shown that T.Ve was , generally,
the main source of knowledge about contraception
nethods, as the percentage of those who learnt
about such methods through T.Ve Was 35¢4 %
compured to other sources of knowledge, followed
by neighbours or colleagues ( 14 % ) « Radio
accounted for 9.1 % , physician B.4% 9 nEwWspapers
8% , magazines 7.7 % » Pharmacist 0.5 % and
seminars 1.7 % ( details on table 4 ).

The research has shown that a majo:ity of the

sampled group are currently using a contrac~ption
method at 64 % in the three Zones ( Greater Cairo,
Delta and Assyout ) . However , the percentage in

the Delta sample was as high as 747 7% o



The female respondants who stopped using a
contraception method accounted for 738 % « The
percentage of this category in Greater Cairo was
as high as 14 % out of the total number of

respondants in this Zone.,

The highest percentage of non- use of any
contraception method was recorded in Assyout,i.ee,

374 % out of the total number of respondants in
that Zone .

Oral pills were the method most widely used by the
respondants , 1.e., 154 frequencies, followed by

I.U0.Ds ( 93 frequencies ) then came the following

methodss

- Condouns 11 <frequencies
- Foam tablets 8 frequencies
- Safe period 7 frequencies
- Coitus interruptus 5 <frequencies
- injectiens 2 frequencies
- ovariotomy one case

- Amaan tables | one case

- Diaphragm one case

Oral pills came at the top of methods stopped by

some respondants after being used (20 frequencies)



followed by I,U,D; ( 9 frequencies ) foam
tablets ( 2 frequencies ) , and finally one

case for each of safe period and condomss

The analysis has shown that there is a positivs
correlation between the knowledge of the
respondants of contraception methods and their
using such methcds , and a positive correlation
between the knowledge of a certain contraception
method and the adoption of the same '« The
percentage of those who use family planning
methods was 65.9 % out of the total number of
those who learnt about them o The percentage of those
who use a certain method ranged from 4.9 % to
83,5 % out of the total number of those who learnt

about that specific method .

The analysis has shown that a good percentage of

the feuwale respondants who currently use no
contraception methods tend to use such methods in
future « The percentage recorded in this regard was
88.% % « This attitude was found highest in

Assyout, i.es, 95+1 % , followed by 92.1 % in

Delta y and 79.4 % in Greater Cairo .

Oral pills came at the top of contraception methods

which female respondants intend to use in future



( 121 frequencies ) followed by IU.De ( 57
frequencies ) , safc period ( 5 frequencies ),
ovariotomy ( 4 frequencies ) and finally 2
frequencies for each of coltus interruptus,

condoms , foam tablets, injectinns, and subcutaneous

capsules .

The main reasons for the preference of oral pills

by the female respondants were as follows 3§

- A met’ ... used before, proved

comfortianble. 39 frequencies

- The best method for family
planning, 31 frequencies

- Its results are guaranteed 30 frequencies

- It does not affect the
ability to have children

in future 5 frequencies
- It is easy to use - 5 frequencies
- It has no side - effects 4 frequencies

- It is being used upon
physiciants advice 4 frequencies
- There is no knowledge of

another method 2 frequencies
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Views of Tergets on Family Planning 3

The analysis has shown that most of the sampled
respondants are aware of the over- population
problem in Egypt ( 96.9 % out of the antire
sample). The percentage of awareness in this
regard was 98 % in Delta and Upper Egypt

( Assyout ) whoreas it was 94.7 % in Greater

Cairo .

The analysis has shown thal most of the sampled
category who were aware of the over- population
problem in Egypt were, to a great extent, exposed
to advertising media o The morcentags of their
exposure to TV ( always ) was 89.7 % 5 to

radio ( always ) 59.1 % , and that of Teading

newspapers and magazines 58e¢1 % .

Those who are exposed to advertising media
but are not aware of tha over— population problem
account for as low as l.l % for each advertising

medium,

The findings of the reéearch have proved that the
age category of 24 - below 27 years was the
category the most aware of the over- population
problem ( 97.9 % of the total sample of this

category ).

Craftswomen and female employees were the



categories the most aware of the over- population
problem ( 100 % for the first category and 98 %

for the second one ).

It may be mentioned that a high percentage of awareness
of the over— population problem in Egypt has been
recorded also among non- workers , lseey 9643 %,

a fact that showed the ineffectiveness of the work

non~- work variable on the awareness of the over-

population problem.

Alsc there was no considerable effect of the
educational level on the awareness, Or non— awareness,
of the over~ population problem . Most of the

sampled groups, their educational levels
notwithstanding, were aware of the over- population
problem , The percentage was 100% for below -
intermediate and higher education levels,

whereas that for the illiterate was 91l.2 % of the
total number of illiterate sappled.

Family planning came at “he top of the solutions
suggested to face the over- population problem
from the points of view of the respondants . This
accounted for 71 % of the entire sample. The
highest percentage was recorded in Assyout sieCey
76.4 % o Then followed guidance and information
as a suggested solution to the over- population

problem as it accounted for 12.7 % , and finally



the reclamation and agre- automation accounted for

5%

The analysis has shown that most of those who
suggested family planning to the over=- population
problem are those who always read newspapers,

listen to radio and watch T.V. ( details on

table 22 ).

It has been generally noticed that the ability of

a Temale respondant to suggest solutions to the

over — population problem is correlated - to a great
extent - with her exposure, always, to various

advertising media ( newspapers, radio and TV ).

Most of the sampled respondants are satisfied with
the number of children they already have, and

do not think of having more children.

The average percentage of this attitude was 60 %.
Tts highest percentage recorded was in Greater.
Cairo, leee, 64e7 % while the lowest percentage
recorded was in Assyout, i,e., 54f7 % o However,
28,4 % of the respondante think of having more
children . The highest percent:uge recorded in

this regard was in Assyout, ieee., 32.6 % whereas

the lowest one was in Delta, i.€ey 24 % »

The analysis has shown no conc.derable correlation

between exposure to advertising media and thinking



of having more children . A good percentage, i.e.,
3248 % of those who read newspapers, 30 % of those
who always listen to radio, and 28.6 % of those who

always watch T.V, think of having more children.

There are, as well , 64.9 % of those who read
newspapers s 59,5 % who do not listen to radio
and 63.6% of those who watch TeVe do not think of

having more children .

This may be an indication that there are other
factors that effect the decision Lo have wore children,
such ss the desire of the husband or that of parents,
the iwpact of friends, religious considerations, the

desire to have a male child, and the pPsychalogical
and social factors with which some ladies are still
obsessed, a fact that may lead them to feel that

having more children would secure a stable family

life .

This makes it imperative to understand the
linits of the impact which communication and
information media can have on a decision to have

children .

The analysis , has shown that the elder a lady

becowes the more she tends to be satisfied with
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the number of children she already had and the
less she tends to think of having more children.
The percentage of those ladies in the age
category of 31-35 years who are satisfied with
the number of children they already have was 77 %
out of the total number of the sample in this age
category . The percentage of those ladies in the
age category of 24 - below 27 years who think of
having more children was 45,1 % out of the total
number of respondants in this categery . This 1s
natural as the younger are oftenly the more

recently married .

Phere hus been no considerable correlation between
work #znd the trend towards having more children.
The percentage of those ladies who £xe satisfied
with the number of children they already have

and do not think of having more children in future
was 63.3 % of the total number of the non- workers
sampled, whereas it was 60.6 % in the case of
employees and 56.6 % in the case of

professionals .

Also there has been no considerable correlation
between the educational level and the trend towards
having more children in future . The percentage

of those illiterate who are satisfied with the
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number of children they already have was 67.6 % , whereas
it was only 50 % in the case of highly educated, 60.9 %
in the case of above~ intermediate level and 6% % in the
case of intermediate -~ and - secondary - level educagted,
This fact reflects the existence of some other factors
that have their iwpact on a decision to have more

children in future .



Table 1

Awareness of the Sample of Advertisment on

New Pills by aTea

Area Af Greater Cairo Delta Assyout Total

Awareness of . . . ,
AD on new Lreq % lreq % |freq| % |ireq | %
Pills,

Have learnt

about them 117 78 131 (87,5 98 65.5| 46 76.9
Never haarad

of them 23 22 19 (12,7 | 52 3,71 104 2%.1
Total 150 100 150 100 | 150 100 | 450 100




Table 2

Awareness of the Sample of the Brand

of the " Product" bWy area

L

Greater Cairo Delts Assyout Total
Awareness of
the brand of freq . % freq | % freq | % freq %
pills.,
Mentioned right| 56 46.3 97 4 69 704 222 634
brand
Mentioneg g 2 1.7 - - - - 2 0.6
wrong brand
No knowledge 10 8. 3 1 0.8 - - 11 3.l
| Do not reuember| 34 28 7 S5l 13 13,3 54 15.5
No answer 19 15.7 26 19.8 16 |16.3 6l | 17.4
Total 121 100 131 100 98 (100 | 350 .| 100
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Table 3

Awareness of the Sample of F.O.F. who

distributes " NORMINEST " pills by

area
Areg ™ Greater Cairo Delta Assyout Total
Awarengss of
o % % a % 2 %

the Body that I'req freq ireq freq

distributes

pills.,

Mentioned 21 17.4 | 74 56.5 | 49 50 4 | 411
right name

Menticned a 9 7okt 17 13 1l 1l 27 707
wrong name

No Knowledge 21 17.4 8 6.1 28 2846 57 | 16.3
LD'o not remember| 48 39,7 2 1.5 4 4ol s4 | 15.5
No answer 22 18.1 30 22.9 | 16 16.3 | 68 | 19.4

Total 121 100 131 100 98 100 350 | 100
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Table &
Percentage of watching T.V. advertisements
on " NORMINEST " pills by area

Area Greater Cairo Delta Assyout Total
Size of T.,V. 1ruq % i‘req 7% fI‘eq % fI‘eq %
advertisement
viewers
Conference AD 52 29.7 55 23%.8 16 12.5 123 23
Packet AD 104 59.4 125 | S54.1 105 | 82 334 62.6
Other 11 Be3 49 21l.2 - - 60 11.2
Do not remembex 8 4.6 2 0.9 7 | 5.5 17 3.2

Total 175 100 231 100 128 100 534 100




Table 5

AT —————

Timing distribution of watching

conference Advertisement by Area

Area Greater céiro Del‘t;a Assyout Total
gii:ezinzzt:gina ireq 7% freq % freq % freq %
At noon 2 2.9 2 242 2 11.1} 6 3,3
Before Arabic 35 50 51 55.4 | 10 55.5| 96 | 53.3
Drama Series
Evening time 20 28.6 | 15 1643 4 22.2| 39 | 21.7
Night time 6 8.5 | 23 25 1 5.6| 20 | 16.7
Do not remember 7 10 1 1.1 1 5.6 9 5

Total 70 100 | 92 | 00| 18 100 180 | 100
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Table

7

Respondants Views on Conference

AD Dby Ares
Area ‘Greater Cairo Delta Assyout Total
. SR
: !
Views expressed treq % freq % freq 7 freq %o
Impressed by it 46 88e5 51 92.7 12 75 | 109 | 860
Not impressed 6 1l.5 4 743 4 20 14 AP
by it .
Total 52 100 55 100 16 100] 123 | 10U
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Tgable 8

Timing distribution of watching Packet

Advertisement by Area

-

Area Greater Cairo Delta - Assyout Total

| T
Time of _
watching Packel 4ireq % freq % rreq % freq %
Ad
At Noon
Before
Drama Series 70 574 72 149 |24 22e4 | 176 | 47
Evening Time 11 9 16 | 10.9| 22 21. 49 13.1
Night Time 34 27.9 24 | 16.3] 31 29.5 | 89 2%.8
Do not remember 7 5.7 3 2 - - 10 247
Ho answer - - 32 21l.8] 18 17.1 50 13.4
Total 122 100 147 (100 | 105 100 374 | 100




Table 9

Adventages of the pills mentioned by " Packet AD "

Sampled Viewers by Area

—
. Area Greater Cairo Delta Assyout Total
1 -
; Advantuges of Pills
- mentioned rreq | g ireq | g freq| ¢ | Lireq| 4
No side effects 32 | 3€.4 80 28 35 | 222 | 147 | 30.4
Suitable for ladies
who never used pills
before 5 3ol 45 15,7 2 1.8 50 10““1
|
Suitable for ladics
who stopped used
pills for not less
‘than 3 months 3 Sk 39 13,6 3 2.8 45 9.3
Do not affect ability i
_to have children 2 203 - - 1 0.9 3 0.6
.Easy to use 7 8 21 7.3 12 | 11 40, 8-3I
, Include iron 26 129.5 78 2743 52 |47.7 | 156 |[32.3
used for 28 days - - 20 Zel 2 1.8 22 4.5
Do not rembmber 5 5¢7 2 0.7 2 | 1.8 9 1.9
Other 10 11.3 1 O3 - - 1l 243
Total 88 100 286 100 109 100 | 483 100
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Table 10

of Norminest pills by.area

Greater Cziro

Area Delta
Source of Sayeda | Dokiki Qalyoub Total NMehallzs | lansoural Total Assyout Total
Kovwledge ‘ )
i 4 - = B h— O .
g = 3] w Sl = g w gl w | 8 w | ¥ w 5. w Aol ow
o LT G4 U & < Qy:ll q;j ‘H
TV, 4116641 | 45 | 67.1 | 36 69,3 | 122 6741 71|78 |64 {CB.Y 125 | 7241 | 105 |es.2 362 | 745
: |- I
Newspapers 8|12.9| 6| 9 1771 18] 929! 31338 ! 8.3 11| s.9 5.9 36| 7.4
Magazines 7[11.3110|1%.9| 2 |38 12 |10.5| 8|8.8 |11 !11.4| 19| 10.2 3 | 2.5{ 41| 8.4
Radio 4 6.5 4 6 6 |11.5 18| 7.7 7177 111 |11.4 18 9.6 2 1.7 34 v
¥.0.F Seminars 1 1.6 - - - ~ 1} 0.6 - - 2 2.2 2 1.1 - - 3 0.6
Arelative - -1 -] - - = -\ -1 -1 - | -1 - - - - - -] -
Afriend or a
COllegue -— et - - . l lo9 l On6 2 2.2 - - 2 l-l 2 1.7 5 l-l
Other 1 1.6 2 3 3 5.8 6| 3.3 - - -~ - - - - - 6 1.2
Tota; 62 100} 67 | 100 52 100 | 181 1001 21| 1c0 %6 100 187 100 119 100 | 48% 100
‘J
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Table

I ———— S ———

11

Respondant's Views on " Packet AD ¥

by Area
Area Greater Cairo Delta Assyout Total
1

Views expressed | ireq %% freq % |freq | % freq | %
Inpressed by it 98 %442 115 92| 94 | 89.5 207 | 91.9
Notv impressed by

it 6 58 10 8 11 10.5 27 Bel
Total o4 100 125 | 100| 105} 100 s34 | 100




Table 12

Newspaper in which respondants

" Norminest " pills ' AD by

saw

Ares

Area Greater Cairo Delta Assyout Total
Newspaper Troy % freq 7 i'req % freq | %
AL- AHRAWM 18 46,2 10 3343 6 | 85,7 M| 44,7
AL~ AKHBAR 18 46,2 17 56.7 1 14, % 36 | 47,4
Do not remember 2 ‘5.1 3 10 - - 5 66
Other 1 2¢5 - -~ - - 1 1.3
Total 39 100 30 100 7 100 76 100




Table 13

Respondants' Views on Advertisement on Pills

published in Newspapers by Area
Aroea Greater Calro Delta Assyout To%al
Views expressed ireq % freq % freq| % ‘reql %
Inpressed by it 16 571 13 684 7 100 36 | 66,7
Not impressed by
it 12 42.9 6 31.6 - - 18 | 33.3
Total 28 100 19 100 7 100 5% 100
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Table 14

Magazine ‘n which respondants saw " NOrminest™

Pills AD Dby Area
Area Greater Cairo Delta Assyout Total
Magazine Treq % freq | % rreq | % freq | g |
Tabibak AL-Khas ‘
Akher Sa'a 3 9.1 6 16.2 - - 9 |12.2 |
October 7 21,2 -~ - - - 7 9e5
Howwa 'a 18 5445 28 7547 4 10 50 | 67.6
| Other 3 9.1 2 Se4t - - 5 6s7
Do not remember 2 6.1 1 247 - - ) 4
Total 33 100 37 100 4 1100 74 | 100




Table 15

Respondants ' Views on Advertisement on Pills

published in Magazines by Area

! .

| Area Greater Cairo Delta Assyout Total
Views expressed | :rcq % fregq | % . freq % | freq %
Impressed by it 23 8845 26 96.3 4 1100 53 93
Not impressed by

it % 1.5 - - - -1 3 543

No  Answer - - 1 3.7 - - 1 1.7
Total 26 100 27 100 4 1100 59 100




Table

16

Distribution of Respondants

preference of AD's on

Pills in Newspapers and Magazines by Area

Area Greater Cairo Delta Assyout Total
Preference freq 7 freq % freq % freq %
Photo AD in
Newspapers. 1 448 4 14,8 1 25 6 2l.5
Photo AD in
Magazines 19 90.4 19 | 70.4 1 {25 39 75
Articles in
Newspapers - - - - - - - -
Articles in
N[agaZineS l 4.8 2 704 - - 5 5.8
No auswer - - 2 7ol 2 |50 4 77
Total 21 100 c7 100 4 100 52 100




Respondants® oprelerence

Greaoter Cuiro Delite
Area
S P SR R | .
Prefercnce by AD's Sxyeda Doxiti EQalyouo ; Total lmEHﬂLLa! msnsourT Totz1l | Assyout Total
i !A | ! 1 i | ~
o " S o P o oo PO o
3 o rC, {owR -~ ‘ e o2 § By ! o Ty LR ,, o 32 ) e © e
L B §- i : o i | . s P ] P
¢ [ ol ot |oc ‘ AT i o -
. ! ; ! . H i ]
, — : 1 !
L [ Lo i i
Conference AD on T.V,. 12 60 15 Zi8G 4 webBeer 3L LD LoiDaY 15:27=1§ 2jizu8 7 éa,g 69120,
| : ! ! 1 |
- o) < ' "y Tl '-: jei ] ! oyt el 4
Packet AD on T.V. 4120 26 B5.32 O iSH. 2 39148.L - InIesl 2615521 71‘3 21 17 BbE.6 | 127 {54
: ' ? | : i
. P - — | !
Photo AD in newspapers -1 - - - - - - - nr.oxoo1b2.ab 2 leﬁ -] - 2! 0.8
1 i i |
i t 1
Indirect AD in newspapers -1 - - - N - =0 = 1l 26l 1 08 - = 11 Ot
. 1 | i | :
. - . - ~ .l o = . ' \ ;
Paoto 4D in magazines 3 115 3 Selh - - 6 Vel 51 6.51  71lb4.5] 12 9.% - - 18] 7.7
i |
Indirect AD in magazines - - 3 6.l - - 31 3.7 - - -1 - - - - - i 13
& :
AD on Radio - - - - - - - -~ - - - - - - - - - - -

A1l equal (nc prefereace)

. |
No answer - - - ' ;

Total 20 1100 | 47 10C

!,_l
I=
}.J
(@]
&}

81{100 | 77 {100| 48| 1001251100 |28 100} 235| 100
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Table 18
Sample's Satisfaction with Norminest pills by Areg
Lrea Greater Cairo Deltg
Respondants , Views Sayeda Dokki Qalyoub' Total | Mahalla L".ansourl[a Total| Assyout Total -
o' o ot ! ! G jog C;*f ot o! ot ]
R1 IS o - R Pes) R o w® O B @, R o R o R Pes) R
F Mo H H i H A H 2
G+ o G o G S~ 4 G H
Use of new pills advisable | 17 40.5| 256|578 15 455 581483 | 28 2941 53! 779 €1|583| 63 563 | 202 54,4
Use of new pills unadvisablg 14 |33,z 13 244 21611 271225 | 30 423 5| 7«8 351252 o4 214 86 23,2
Undetermined 11 f26.2 8/178| 16ju84| 35 292 | 13 1183 | 10 1471 231165 24 2141 82 22:4
No answer - - - - [ A A S I SN S SN (R 1l 10.¢ 1043
Total 42 1100 | 45 | 100 2511001120100 71110068 | 100 1391100 {112 |100 5711 100
: ‘
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Table 19
Sample Distribution of exposure to edveriising neciz by Charzcteristics
Characteristics Ape Cceunotion Eduecational level
K ] — R T 5] © 7
o | o i ! , . =2 = -
. . 2= 12l fgl 15 3 SLost Bl b
mmosvre Yo SV IR s e le s b s L E gles g 121 &l
' I A R I I N N e R ERRR =1 ol
; ol P= = R = . = | &
< ! - - ~ o .
Rozd lewspapers 31| 238} 31| 100} 323 6| 36|27 1 - 1 1100 - 17 91 4 7 18] - 1 i1cC
Read ragezines 41 21 1 o2 -] 3 2] =] - - 7y - 2 -1 51 = - 1] - 7
Read both L4 1 491 501 152! 581 3 47141 1 - 1152 - | 10| 19| 461 12 60 S - | 152
No reading 63| 58| 70| 191 146412 | 13} 17 - 5y — (191} 102 394 15) 20| 4 10 -1 1 }121
Totzl 142114711611 450 24021 | 99 83 2 41 1 1450 102] 67| 421119 23 &8 2 1450
Listen to Radio always| 88| 89| &85 262 14511 62 43 1 2| — |zb653 Sty 371 31y 73| 12 51 5 - | 263
Lister to Radio
sometines 26! 39| 37| 102 47 23 22 1 2y - 1102 19| 20 61 25 241 1 | 2 {102
Do not listen to radio| 27| 19| 38! &4 48 1501} - = - | 84 28] 10| e| 21 13| -~ - 84
Ko answer 1y - - 1 - -] =1 = - - 1 1 1 - - - - - - - 1
Total 14211471161 1450 | 220{21 | 92 8% 2| 4 1 |450] 102 67| 431119 23| 88| & ! 2 |450
Watch T.V. always 129112711431399 | 21119 84 75 i| 4] 1 (3¢9 €2| 62} 39(112| 17 82, 3| 2 |3°¢
Weich T.V. sfmetinmes 71130 ol 29| 15| = 9 | 1| - - lzs| ol.al 3| 4| 6 3 - - 20
Do nct watch T.Ve. 6| 7| 9 22| sl 2 z af -! - .22 11 1, 1y 3| - 31 31 - | 22
Tctal 142114711611450 | 240121 Sg 83 2 40 1 [450) 102 67| 43119 23 &8 2 | 150




=~ 102 -
Table 20

Distributicn of Respondants! Sources of knowledge of Norminest pills

by exposure to advertising media

Exposure to

Read Newspapers

1

! Listen to Rsdio Watch T.V,
advertising media |
0 [a] 4]
Cource of o o 2 o SLI % 4
kmowledge srd | 208 %l e | S0%E o] | diga -
o N 3 © 4 P> L ] o o] © +2 D
2] 31 H (o] [ae] o [ + =z = o o
g ucg o (] 5 g 3y o~ [} ~ o a e =)
= = = < 0 & < s
T. V . 91 | 4 |37 | 120 | 362 213 89 | 60 | 362 241 |21 - | 362
Newspapers 8 | 1 27 - 25 18 9 9 26 35 1 - 36
Megazines -1 2 39 - 41 20 16 5 41 34 6 1 4]
Radio 19 - 15 - >4 27 7 - B 32 1 - bus
F.O0.F. Seminars - |- 3 1 - 3 3 - - 5 3 - - 3
A relative -1 - - - - - - - - - - - -
A friend or a
colleague 111 2 1 5 1 - 5 4 - 1 5
Other Sources 1 - 3 2 2 - 5 1 -
Total 120 8 226 133 487 289 124 T4 487 455 20 2 487
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Table 21

Source of lmowledge of F.0.F for Respondants by Area

Area i Greater Cairo Delta Assyout Total
! I ,

Source of . .

Knowledge 1rreq % freq % freq % freq %
. Radio 14 10.6 19 |l2.9 2 2 | 35 | 9.2

T.V. 79 59.9 112 |7€.2 85 [85.9 (276 | 7.3

Newspapers 15 11,4 5 Aok - - 20 53

Road AD's 2 1.5 - - 6 S 8 | 2.1

Pharmacist 2 1e5 4 2.7 - - 6 l.6

Colleaggue or

freind 4 3 2 | 1.4 2 |2 8 | 2.1

Sister or Mother 5 3.8 - - 1 1 6 | 1.6

Husband - - 1 0.7 - - 1 1Ge3

F.0.F, Seminars 3 2.3 4 247 - - 7 | 1.9

Other 7 53 - - 2 2 O | 24
' Do not remember 1 0.8 - - 1 1 2 | 0s5

Total 132 100 147 100 99 |100 378 | 100




Solutions for Over- population Problem in Egypt Suggested

- 104 =~

Table 22

by Respondants by Area

¥

Area Greater Cairo Delta Assyout Total
Solutions r
Suggested freq 7 freq | % | freq| % | treq| %
Family Planning 115 71 138 66¢3 | 133 | 7644 386 | 71
Geographic Re-
habilitation 6 3e 7 4 1.9 1] 0,6 | 11 2
EmigrationAbroad 3 1.9 2 1 1l | Ce6 | 60 l.1
Reclamation and

land Preperty 13 8 12 5,8 2 | 1.2 | 27 5
Guidance &
Efforts for

Increasing
‘National income - - 9 4.3 | 10 | 5.7 | 19 | 3.4
Other 20 1243 3 le& 32 [ 1.7 | 26 | 447 1
Total 162 100 208 100 |174 | 100 |544 100
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Table

23

Cor.traceptives kmown by respondants by Area

Ares GLeater Cairo Delta Assyout Total
3
Methods known
by respondants ] % freq % freq % Treq %
Oral pills 112 [33.8 |1%6 | 29 |1ss |30.8 | 392 | 30.9
I.U.D. 97 2943 117 |24.9 |123 |26.2 | 337 2606
Diaphragm 10 3 19 4.1 16 3okt 45 3¢5
Foam tablets 44 13.4 58 112.4 55 11.8 157 12.4
Cqndoms %6 10,9 48 |10.2 46 9.8 | 130 10.2
Creams 8 24 12 246 11 2e¢3 31 2ol
Coitus interruptus 1 0.3 5 1 1 0.2 7 0.6
Sub-skin CapsuleL 5 le5 ? 1.5 16 55 38 3
Ovariotomy 4 le2 22 4e7 2 Ou4 28 2e2
_ Safe Period 4 1.2 22 4,7 14 3 40 3e2
Injections 10 3 23 449 31 6.6 o4 5
Total 331 100 469 100 |469 100 | 1269 100
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Table 24
Respondants' Sources of information on Cantraceptives
by Area
Area Greater Cairo Delta Assyout Total
Source of |
information Tunq % treq % Preq % freq %
Newspapers %9 10,6 28 7¢3 | 15 5¢5 82 8
Magazines 50 842 3 | 9.4 | 13 | 5 79 | 7.7
Te V o 115 31l.3 134 469 113 { 41.7 362 5.4
Motion Pictures 10 2e"7 3 0.8 2 0.7 15 1.5
Radio 48 13,1 29 7.5 | 16 5.9 93 9.1
Bulletius 4 1.1 7 1.8 2 0.7 13 1.3
Posters 5 lott 27 Vi 10 3.7 42 4ol
Physician 16 4.4 43 1l.2 27 10 86 8ot
Pharmacist 2 0«5 2 0¢5 1| 0.4 5 0.5
Neighbour or
‘Colleague 50 13,6 34 849 59 |21.8 143 14
Seminars 2 0¢5 8 2¢l v 266 17 1.7
Husband 7 1.9 26 648 311 36 3¢5
Other 34 9.3 7 1.8 - - 41 | 4
‘Do not remember 5 l.4 - - 3 1 8 '0.8
Total 367 100 284 100 |271 | 100 |1022 | 100
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25

Table

Distribution of Respondants' Ymowledge of Wormines:

pills by Characteristice
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Table 26

Frequency distribution of Sample's knowledge of Norminest

pills by exposure to Various advertising media

Exposure to Read Newspapers Listen to Radig Watch T o V. .
advertising
mediag T
[ g
Fuj ] Ke| & 9] 45 H 0] -8
Knowledge 212 = E o) 2 o | &
of pills =R N - a| H| o & o | | | ~
[o N ) — | o] f# — ) + o) U
) | o H N o| o Al w @ « o | d o
B | L B g + B g o)
o (o] (o] O [®) ~ O Q @) [®) ~ (@) o £
=R = e = = < | vl Al = & < v | A
Know about
them 90 (6 |131| 122 |349|204 | 84160 | 1 | 349 521| 23| 5| 349
No Khowledgq 10 |1 21| 69101} 59| 18 (24 | - | 101 78 6| 17| 101
Total 1007 |[152] 191 450|263 [102 (84 | 1 | 450 399 29| 22| k50
L .




- 109 -

Table

26 A

Frequency distribution of Greater Cairo's

Norminest pills by exposure to Various

Sample's

knowledge of
advertising media (covering

Sayeda, Dokki, and Qalyoub )
Exposure to R . ] Watch T.V
advertising ead Newspapers Listen to Radio ate Ve
medig
g @ K & 0 3
Knowledge of 2 § s ;g 9 § % B ~
pills Sl st 2| 8 T | & | 5] 88 & | = = © g 3
[0)] © o) H P © o)) g 4+ o] SE] ] g P o
5| & | 8| o | & | 5| 8 od o | & A 2 S £ =
=z | =2 | || 5 < | =0 P = « &
Know about
them 20 1 56 4] 118 62 40 16 - 118 103 14 1 118
No kncwladge 3 1l 7 21 32 13 9 10 - 32 26 3 3 32
Total 23 2 63 62 150 75 49 26 - 150 129 17 4 150
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Table 26 B

Frequency Distribution of Lower Egypt's Sample's knowledge of Norminest prills by

exposure %o Various advertising media ( covering iahalla & Mansourg )
Bxposure to
advertising Read Newspapers Listen to Radio Watch T.,V,
medig
~
5 S
Knowledge of n “ 4 g @ a H @ =
. O o T -~ 5 ~ @ 1=| =
pills o ﬂ o 3 0} . = o) o —
o] ES) © —~ > 4 2 0 —~ ™ o £ @
£ g o e 8 g 2 o g ! @ o [} +
E o T o o ~ o = © 1 i 8 5 &
= = 8] = = = @ 8 g = = @ f—gl
Know about them 45 13 149 35 132 82 30 19 1 132 125 6 1 132
No knowledge 2 |- 3 13 18 13 5 - - 18 15 1 2 18
Total 47 13 52 | 48 150 95 35 19 1 150 140 7 3 150
4 3
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Table 26 C

Frequency Distribution of Upper Egypt's Sample's knowledge of Normirest pills by
exposure to Various advertising media ( covering Assyout )

Exposure to advertising | . Read Newspapers Listen to Radio Watch T + Ve
media
s

@ uo . Q

Bl el &) 4 > o o | ®

A = o d a £ g B g B

W r' Q- 93] 0 . o @ n 0] -

ot ] ) — > 2 qd »| 4 —~ > » IE) —

0 « J H 3] o] o) o] (1] o fos] ) o o

= o] I 4 B = | - + B g jo] +

) @ c o o — o o~| O /) — o o

=} = ~ = [y < n a = £ < N g =
Know about them 25 2 26 46 99 60 14 25 - g9 93 3 3 99
No Ikmowledge 5 - 11 35 51 33 4 14 - 51 37 2 12 51
Total 30 2 3 81 |150 93 18 39 - 150 130 5 15 150




PART II
PINDINGS OF PHASE II OF THE RESEARCH

1- TFindings related to basic objectives

2- Findings related to Secondary objectives
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1- Findings pertaining to basic objectives

1~ The Degree of Awareness of Advertisement on the New

product " NERMINEST FE " 3

Ihe analysis of the findings has shown that a
high percentage of respondants were aware of
the advertisement on 'NORLLINLST" pillse Those
who have learnt about the new pills accounted
for 8l.% % of the total number of respondants
( 266 out of 450 respondants ) The highest
percentage in this regard was recorded in Delta
( ilansoura and AL- Mahalla ) ot 86.7 e lack
of awareness was highest in Assyout as 1t
sccounted for as high as 7%.3 %. ( Details to

be given on Table 27 ).

The analysis has shown that most of the
respondants , i.e., 8le1l % of those who learnt
sb.ut the new pills, were aware of the right
brand of " NORMINEST" pills. Those who gave a
wrong brand amounted for 4,6 % « The higﬂ;st
percentage of awareness of the right brand was
recorded in Delta at 96.8 % + Only one
respondant in that area gave a Wrong brand for

the pills. ( Details to be given on Table 28).
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PE 37«2 % of those respondants who have learnt abbut
the new pills gave the right name of the body'that
provides those pills, namely, F.O0.F. That was
true in all the governorates covered by this study.
The highest percentage in this regard was recérded
in Delta at ©63.1 ¢ while the lowest was recorded
in Greatcr Cairo at only 15.9 % . ‘'hose who
gave a wrong nume amounted for 26.2 % o Lhe lowest
percentayre in this regard was r.corded in Delta

at only l4.6 ¢ . ( Details to be given on Table

29 ).

1I- The Degree of Perceiving the 4 dvertised Message and

the Ability to Kecall its Content @

The analysis has shown that the advertised message
relating to " INORMINEST " pills was perceiveq to
a preat extent through all advertising Media;
percentage variations among various Iledia

notwithstanding.

Details are given hereunder:

1_ TQV. H

- 76,6 % of the total number of respondants who
watched the " Packet AD " on L'.Ve ( 268
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respondants throughout the governorates covered

by the present reseosrch ) perceived that the

AD under question dealt with intake inctrrctlons
relatcd to the new pills while 6.8 ¢ of ®tlem could
not remember whetlier the 2D  dealt with sucn
instructions . The highest percentage o bihiis
regard was recorded in Delta at 82.2 % . MThe

highest percentage ol fuilure to remenber was also

recorded in Delta ab 10.8 ¢ .

56.3 (% of the total number of rospondmts who
watched that 2D ( on T.V. ) perceived the® the
new pills were to be taken on a regulor duldly
basisc . he highest percentage in this repord was
rocorded in Assy.ut at 7.9 W widle Lhie lowest

perceutsge was roecorded 1in Greater Cairo at as

low a8 294 Go.

It may be noteworthy here that a good
percentage of respondants who watched the '"Packet
AD " ( on T.V. ) in Greater Cairo and Delta stated
that the pills under question were to be taken
daily without giving a specific period, an answer
thet could be considered as a right one to some
extent . Percentapss 1D this regard were recorded

in those two areas st 35.2 % and 10.4 % respectively.
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22.8 % of the total number of respondants, who
ststed that the AD under cuestion dealt with the
period of intake ( 61 respondants throughout the
governorates ccvered by the present research )
stated that the pills were to be taken for 21

days ¢ month, an answer which was wrong.

71,2 ¢ of the total number of re pondants who
watched the " Packet AD ¥ on ©'.V. perceived that
it dealt with the advantages of the new pills .
The pgrcentage recorded in Delta in this regard
was 8l.4 % while that of Greater Cairo did not

exceed 53.8 %.

Those who failed to remember accounted for
19,1 % of the total number of respondants throughout

the governorates covered by the present regearch.

The percentage of right answers on the advantages
of the new pills &s dealt with by the " Packet AD "
wes 6%.3 % while some respondants, i.e.y 34e2 %,
mentioned some advantages which were not dealt

with by the " Packet 4D " . 2.5 % of respondants

( 14 out of the total number of respondants who
stated that the AD dealt with the advantages of the
pills ) said they could not remember the



advantapges dealt with by the AD .

Right answers given included that the new
pills had less side - effects ( 28.7 % ) , that
they additionally combine iron ( 29.9 % ) , and
that they were to be taken regularly for 28 days

( 4.7 % ) o ( Details to be given on P'able 30).

Wrong answers gilven included thiat the new
pills were suitable for ladies who never used any
mesus before ( 13.1 % ) , that they were suitable
t+or those ladies who stopped pill- intake for
not less than % months ( 4 % ) and that they
do not affect fertility ( 3.3 % ) o Yhat must have
taken place dre to confusion by some respondants
between the " Packet AD " and the " conference AD",

both on pills .

Respondants succeeded in partially recalling the
content of the advertised message related to the

" Packet AD " as follows

1- That the pills' packet
contains iron pills 154 frequencies
2- T'hat trhese pillle sre

improved with minor

side - effects 75 frequencies
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3= That they are to be taken daily 3% freguencies
4— That they are aral 28 frequencies
5- That they are contraception

pills for family planning

purnoses 19 frequencies
66— That they are e¢axsy to use 25 frequencies
V= Thot they are used atter

consulting - purysicilun; 8 frequencies

JThat pills come out of
the packet by pressing

tiie latter 8 frequencies

8- That they @re new and they

are available 8t sll

pharmacies . 5 frequencies
Q- That these pills come in
two different colours. 2 frequencies

Some wrong answers were given such as : that
these pills are suitsble tor ladies who had not
used pills for the Last three months ( a component
of the content of the " conference AD " and not of
the " Packet AD ") ( 30 frequencies ); that they
are prcctical and that they could be kept in a

lady's beauty case ( a component of the AD
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published in Rewspapers ) ( one case); and that
a lady who wants to hove a fresh start of her
daily program chould use these pills

( a cuaponent of the content of the AD on radio)

( one case ).

78 respondsnts ( 23.3 of the total number
of respondants who watched the " Packet 4D ")
could r.oL recall the components of the sdvertised

messase .

Newspapers:

A -~ Open Advertisement in Newspapers and Magazines

( " Photo &£D ' ):

- Lespondants succeeded, to a great extent,
in recalling some oif the items of the content
of the advertised message 1n Newspapers as

follows 3

1- Phat the "AD " dealt with the
effectiveness of " NORMINEST"
pills and its minor silde-

effects. le frequeﬁcies
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2~ That the " AD " was formed

up of a lady's photo and

a packet of pills o 11 frequencies

3~ Thet the "™ AD " dealt with

new pills provided with

additional iron tablets. 4 frequencies
4.— That they wre cultable for

liodics who had previously

stopped plillic! intake 2 freguencies

5- Tli:t they are to be used daily 2 frequencies

Some respondants confused up the content of
this " 2D " and those or other " AD's "™ . L7
respondunts stoted that the AD dealt with the
advantzges of the pills and their effect on the
freshness of ladies while performing their
activities ( a component of tlie content of the

AD on radio).

13 out of the total number of respondants
wno stoted that they had seen the AD in
newspapers, failed to recall the components of the

advertised mecssage 1m newspapers .

licspordants were relatively more able to

recell some of the components of the content of
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the advértised message in magazines, as tollows:

1~ That the AD showed a happy

Logking ledy hclding a

packet of pills . 25 frequencies
2- Thst it showed a picture

of the packet . %3 frequencies
3~ Tnat it explained that

the packet additionally

contained iron tablets %2 frequencies
L That the #/D showcd a pocket out of

which there was a strilp

carrying " NOLUINEST rE"

brand . 2 frrequencies
5= Thut it was an AD that cealt

with the instructions of pills

intake as well as their

advantages 2 frequencies

for each

Some answers were given where respondants

confused up the contents of ditferent AD's such as:

that the AD showed a small family of a father, a

mother and two children .



B- The indirect " AD " in Newspapers and lMagazines

( Artic%e AD ) :

Radio:s

©3.6 % of those respondants who had read
the 1ndirect AD in some newspapers and
magazines stated that it dealt , inter alia,
with :he new pllls, @ fact trat sicwes

the ability uvi respondants to perceive and

recall tie D .

Otlier aspects mentioned by respondants
included : Jdealing with contraceptives in
ceneral o Sucn as l.U.D. and providing

medical guidance to ladies

Respondants who had got tnhe AD on the new pills

on radio succeeded 1n clesrly recalling i1ts components,

as follows

l- That the LD dealt with a day in

the life ol an active Llady who

concluded ner deily program with

taking " NORUINESLT " pills . t5 frequencies

2= ''hat thie AD emphasiged the

importance of the pills tor
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ladies as pills do not cause

any Tatligue alter any effort

indoors or outdoors . 10 frequencies
3= That " NORIINLEST ™ pills
intaoke 1is safely guaranteed; 4 frequencies

That " NORGINES " includes

iror. . 4 frequencies

Some regpondants recalled other components at
less frequencies such as: that pills are provided by

I'eOoF. and that they are new pills .

8 out of the total number of respondants who stated
that they had pot the AD on radio could not recall its

cowponents .

ITI- Advertising ledia considered lost Effective in Delivery

of fdvertised liessages:

The analysis has generally shown thst T.V. was the .
most effective among the advertising media in
projecting the advertised message about " NORUMINESTY
pills « Those who learnt about the pills under
question through T.V. accounted for 64.5 % of the

total number of sources . Second to it came radio with

a wide gap at 13.8 % .
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Magazines were the least effective among mass

media in this regord oo it accounted only for 7.1%.

Perscnal contucts ( individual and plural )
together uwade up a low percentsge that did not exceed

3.2 % ( Details to be given on Table 31).

We deal separ-tely hereunder with the degree of

effectiveness of each of these advertising media:

ToV,:

- The «nalysis has shown thst the " Packet AD "
was tlic one most watched as it counted for 95.6 %.
The highest percentage in this regard was rccorded
in Delta at 99.2 % while the lowest was recorded
ir Assyout at 92.8 % ( Details to be given on

Table %2 ).

- The time preceeding the Arabic drama series ( on
both Channels ) was the most common time for
watching the " DPacket AD " ; at 38.4 % , followed

by the evening time AD wave y 8t 31.2 %.
watching  the AD  directly before the
arabic drama series accounted for 39.2 in Greater

Cairo, 38.7 % 1in Delta , and 37 % in Assyout .



A low watching percentage was recorded at

nooln at 3,9 % ( Detnils to be given on Table 23)

- ost of respondants who watched the ' Packet AD",
92 ¢ , were impressed by i1t . The highest
percentage in this regard was recorded in Assyout

at 94.1 % . ( Details to be given on Table 34).
Aspects that impresced the respondants most are
given below in a descending order :

- The disign of the packet 87 frequencies

- Seriousness of the style of

the AD 50 frequencies
- Clarity of the AD 48 frequencies
- Its call for family planning 40 frequencies

- That it explains instructions

of intake and advantages of

the pills %6 frequencies
- 'hat it is attractive and

gives an impression of

credibility of these pills 21 frequencies
- That it gives a clear idea about .

the pills ; 17 frequencies

and about their benefits 17 frequencies
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- That it introduced to the
public a new brand of

pills . 15 frequencies

- The high frequency of its
screening encouraged some

respondants to try pills 5 frequencies
- Thet it is easy to
understand 2 Tfrequencies

- That 1t cannot be easly

perceived by children one case

Few respondsnts took 4 for advantages of the " Packet
AD " , some adventages of the pills such as thot it
( the £D ) additionally combines iron, that it is

easy to use, and that it has minor side-~ effects.

8 % of respondants who watched this AD , 28
regpondants, did not feel impressed by it for the

following reasons ( given in a descending order):

- That it is not attractive
being based on no music or
songs 11 frequencie s
( all in Mahalla AL-
Kobra ).

- Thet it is generally
not exciting 9 frequencies
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- That a respondant is not
interested at all in this

issue 4 frequencies

- That it provides nothing

new ; 2 frequencies
- That it did not explain
the advantzges of the pills; 2 frequencies

- That it is proJected in

a routine oft-repeated

style;. 2 frequencies
Phat it is meant for

physicions and pharmacists

rather than ladies; 2 frequencies
That it is perceivable only

by few people ~ frequencies

- That she discovered,while
using the packet, that it
contained instructions quite
different from those projected
in the AD with the result that

she felt reluctant to use pills one case

Few respondants gave some reasons that were
related to pills in principle rather than advertisement

on them, such ast: that a lady never uses pills, that

pills are not a guaranteed contmy ceptive, and that
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contraception is prohibited by religion.

2~ Newspapers:

— The " Packet AD " in newspapers was the one most
preferred by respondants who saw it in dailies
and periodicals, at 44.1 % , followed with narrow
gap by the " packet 2D " in magazines ot %2415
rn equal degree ol preference was recorded in
so fer as the two" Indirect AD'sY" in newspapers
and mopazines were concernede ( Details to be

given on Table 35).

- The " Packet AD M in " Al-Ahram " daily was the
one most preferred by respondants who saw it in
the newsp:zpers, ot 39.5 % , followed DY the one
in " Akhbar - el- Yom" wcekly at 28.9 % (Details

to be given on Table 36 ).

81.1 % of ruspondants who read the " Packet AD "
in newspzpers relt impressed by it ror the following

reasons

- The way it is presented 12 frequencies
- The " AD " wes attractive

being published on a large

space . 9 frequencies
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That it dealt with the
adventages or the pills.
Tnet it was easy to
understaend

The design ot the Packet
The serious tune of the AD
The czppearance of the lady
who looked freshj

i 4 rrequency of the AD's

appearance

6 frequencies

5 frequencies

5 frequencies

2 frequencies

one case

one case

of respondants who read the " Packet AD " in

newspspers did not feel impressed DY it for the

followiry, reasons 3

The

was

mogazines, ot 72.8 %

It is less informative than

the " Pacltet AD " on T.V.;

It ic not attractive

It merely contained a picture;

and lack of clarity

It is a static sort of AD

3 frequencies

3 frequencies

2 frequencies

2 frequencies

one case

( Details to be given on Table 37 )

" Packet AD " in the weekly illustrated " Haww's

tLe one most read by respondants who sow it in

follows with a wide gap by the
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* Picture AD " in the illustrated weekly " Akher Sa'a";
at 9.1 %. DNo respondant steted  that she rad foen
that AD in " Tabibak AL- Khas " ( literally " Your

Private Physician ) magazine . ( Details to be given

on toble 38 ).

ilost of respondants who stated that they had
seen the " Picture AD " in magazines, le€Cey 9245 %,
felt dimpresscd by it, making emphasis on the

following :

- The desizn of the Packet 16 frequencies
- The cmile of the lady snapped
for the AD gives the impression

that pills do not cause any harm @ rrequencies

- The attractive way of presenting

the D 8 frequencies
- That it dealt with the

advantages of the new pills 5 frequencies
- That the lady looks normal 2 frequencies

( Details to be given on Table 39 ).

Some wrong answers were give due to the confusing
up by few respondants of the contents of different

AD's , such as : The smaller a family is, the better
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they enjoy life, and that the picture shows a Lopy,

sctive family .

Those who were not impressed by the AD under
question gave reasons such as i that the lady looked
an Arabian rather than an Egyptian , that there was
explanation under the lady's picture and the packet,

that uneduc:ted ladies could not understand ite

Those who read the " Indirect AD " in newspapers

counted for a low percentage , i.e., 10.8 % , of the
total number of those who learnt about the new pills

throush drnilies ond periodicals « ost of them read
&

1t in the weekly " Haww'a " ( 8 frequencies ) followed

by the daily " AL~ Gomhouriya " ( 2 frequencies ) and

the weekly '" Sabah - el - Khair " —-( one case)

Radio:

~ Yhe " New Pills " AD on the commexrcial netwbrk
" AL- Sharq AL- Awsat " was the one most
listened to as it counted for 89.9 % of
respondants who got on radio ( 99 respondants )
while " AL - Sha'b " network counted for as low

. s
as 2 (/i/ [
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The " Fallaha " ("Penale Peasant') AD was the
one most listened to among different radio AD's,
as it counted for 26.4 % of those who got the
AD through rsdio , where as the one least
listened to was the " School AD " as it counted

tor 18,2 %.

87 % of respondants who listened to the AD
on razdio , in general , were impressed by i1t,

giving the tollowing reasons :

- It is easy to understand,

serious in style 53 frequencies
- It 1s attractive 16 frequencies

-~ It emphasizes that pills are .
easy to use 'Y frequencies
- The character of the active

articulate lady who leads

a happy life 5 frequencies

- It looks vivid and natural 5 frequencies

- It is easy to understand

by rural women 5 frequencies
- 1t highlights the importance
of fanily planning 5 frequencies

- It is interesting one case
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L% % of respondants who listened to the radio AD
were not impressed by it , giving reasons such as:
it looked exaggerated, it took a long time, it is

nothing new, hence unattractive.

Comparability of Advertising Media 3

lost of respondants were impressed by the " Packet AD "
on T.V. that counted for 8l.5 » through the entire package
of interviews of lhe research , whereas no respondunts wes
impressed by the " Indirect AD " in newspapers and magazines.,

( Details to be given on Table 40 ).

Phe moot importunt reusons gilven by respondents for being

impressed by the " Packet AD " on Y'.V. were as follows :

1= That it is audeg - visual 7L frequencies
2— Thuat it explains instructions
intake 18 frequencies

3- Tne clarity of the AD and

the attractive way in which

it is presented 13 frequencies
4~ That it explains the

advantages of the pills and

encourages their use 9O frequencies
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Ihe most important reasorn given by respondants tor
being impressed by the radio was that radio presented the
AD in an attractive and nice way . ( 6.7 % of respondants
throughout the governorates covered by the present
research felt impressed by the three AD's on radio, namely,
the " Female Peasant ", the " School " znd the

" Housewife " .,

IV- A{titudis of RKespondants Towards use of YNOLINEST

Pills :

- The analysis has shown that a high percentage,
45.6 % 4 of respondsnts were satisfied with
" NOREINLST" pills . The nighest bercentage
in this regard was recorded in Delta at
554 7 + However , the percentzge of lack of
satifaction could not be considered high as
it did nov exceed 33,6 % throughcut the
governorates covered by the present resecarch.
1t has been noticed that a considerable precentage
of respondants could not express a clear- cut

opinion in this respect « ( Details to be

given on Table 4.1).

Reasons given by regpundants for being

sati; "ied with tne new pills included the
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following ( in a descending order):

1~ That they edditionally combine

iron tablets 68 frequencies
2- [linor side ~ effects bt frequencies
3~ Thut they are easy to use and

eflf'ective 59 frequencies
4— That they are new, obviously

clear of old shortcomings 17 frequencies
5- They are a good metnod of

farily planning 10 frequerncies

Some other reasons were given at lower frequenciles
such as ¢ thnt they are available in the market ( 3
frequencies) , that the percentage of hormone in it 1. lower
in comparison with other brands ( 2 frequencies), that the

packet keeps them unvulnerable to micropes, that they are

chieaDs

'ne most impc¢rtant reasons given by those respondants

wno were not satisfied with the new pills were as follows:

L1- because she ha.. not tried
them betore 74 frequencies
2- because that depends upon

hysicians' consultation 41 frequencies
J q



5= because she must choose

the method suitable for her 8 frequencies

Few respondants gsve some other reasons at lower
frequencies, such as ¢ that I.U.D. is the best contraception
method ( 6 frequencies), that pills' cost is high ( 2
frequencies ), th»t the physician said that new pills
results to the occurence of the period more than once
a month ( 2 fregyuencies ), that forgetting to take a pill
in time results in a haemorrrage ( 2 frequencies ), that
she suffered from troubles after trying those pills ( one
case ) , and that she learnt from somebody that they

are haruwful ( onc case ).

- A large number of respondsnts ( 62.3 % ) expressed the
view thnst " NORZINEST" pills are better than other
brands . The highest percentage in this regard was

recorded in Delta at 81.5 % .

- The striking advantages of the new pills from the

points of view of respondants were as follows 3

1- they additionally combine iron
tablets 179 frequencies
2~ they have minor side-~

effects and that they do
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not affect mother's

health | 62 frequencies
5= they ore ezsy to usc 22 frequencies
4 the design of the packet 11 frequencies
5~ they are to be used on a

regular bhasis 10 frequencies
- L. ey are effective 6 frequencies
- tirey wake a lady feel

fresh 5 frequencies
8- they are suitable for ladies

who never used pills before 5 frequencies

9~ they are new , the new being

always belter 4 frequencies
10~ they contain a lowex

percentage of hoymunes 2 frequencies

Some other reasons were given in only one case
each , such as : they were accepted by physicians , they

were put to some tests and experiments .

V- Correlation between exposure to various advertising

media and demographic characteristics of

respondants 3
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Correlation between exposure to advertising media

‘and age

- The analysis has shown thsat a majority of
sampled respondents read newspapers as those
who read newspapers among them, illiterate
respondants numbering 84 excluded, counted
Tor 4.3 % orf the total number of educated
respondants , That prevails most in the
“ge category of 24 ~ below 51 years and
prevails least in the age category of 27 -

below 31 years .

e The onalysis has shown thot reading only
newspapers pfevails most in the age category
of 24 = less than 27 years . However, the
percentage of reading only magazines is
limited in all the age categories within

the sampled age range .

- The enalysis has also revealed that a mojority'
of respondants ( 304 out of 450 respondants )
always listen to radio . The highest percentage
in this regard was recorded in the age

category of 24 -~ below 27 years ,
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The analyéis has shown thot the highest
percentage of those who do not listen to radio
concentrates asround the age category of 27 -
below 31 yeats , as it counted for 21. 8 %

of the total number of respondants in that

age category -

A majority of the sampled respondants always
watceh T.Ve ( 400 out of 450 respondants ) This
prevails wost in the age category of 31- 35
yeaxs ; followed with a narrow gap by the age

cotegory of 27 ~ below 31 years .

Those who never watch T.V. count for a very
limited percentage ( only to respondants wmost

of who are in the.age category of 31-35 years).

Phus, it could be said in genersl , that the

age category of 27 -~ below 51 years is the category

least exposed to newspapers and radio, within +the

age range of the sample , and that the age categoxry

of 3L - 35 years is the category least exposed %o

Correlation between exposure to advertising media

and work

The analysis has shown that almost one third of
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the non- worker females ncver read newspapers

( 41 out of 1%6 respondants are non- workers),
and that reading newspspers prevails most

among professional ond employees. Prefessionals
who read newspapers counted for 83.5 % of-the
total number of professionals against 74.4 %

among the employeces .

- It has been tound out that niost of the female
non- workers always listen to radio, i.e., L59
out of 214 respondants , counting for 74.4 %)
followed by lsdy employees . Non- skillcd female
workers ( as a sub- category of professionals )

never listen to redio .

- A umajority of female non- workers always watch
T.Ve ( 189 out of 214 rcspondants , i.e., |
~88.3 » ) . Employees constitute a majority
among female workers who watch T.V. . The
analysis hes shown that a very limited
percentege of the sampled respondants. ( workers
and non- workers never wetch T.V, ( only 10

respondants ).

Thus , it generally appears that non- workers are more

exposed to TeVe. , then rsdio , then newspapers. Employees
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are more exposed to T.V. , then newspapers, then radio.

Professionals are more exposed to T.V. , then NewsSpapers,
then r:dio o Mon= skilled workers, as a sub- category

of professionals, are exposed to T.V. y then newspsers,

then radio .

5~ Correlation between exposure to advertising medig

end educational level:

- Ihe analysis has shown that slightly more
tian one quarter of the sanpled respondants
( 25.7 % ) never read newspapers despite the
T'act they are not illiterste ) only %6.2 %
out of thoce wno never read newspupers are able
to only read and write , thus finding it
difficult to read newspapers . Yet it has
been found out that 3%Y.2 7 Of respondants of
inter- mediate Level never read newspapers ).
A msjority of newspaper readers is among
the above - intermediate and high education

levels ( 89.2 % and 86,3 % respectively).

- The enalysis of the data has shown that most
of those who listen to radio =( always or
sometimes ) are among the intermediate level

respondants ( 87.1 % of the total number of
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respondants of that educational level )
fqliowed by the below -~ interwediate Llevel

( 85.7 % ) then followed the above~intermediate
( 8l.1 %) and the illiterate ( 81 % ). Higher-
education -~ level respondants sre those who
licten to radio least ( always or sometimes)

at 76.5 % .

The sanalysis has also revealed that all the
above -~ intermediate level as well as the higher
education level respondants watch T.W. and that
a limited perccutage of respondants who are

above = intermediate - level educated and {iwuc
of higher - education level do not watch T.V.

( 8.8 4, 18 % 3 244 % and 2.9 » respondants).
Illiterate respondants who do not watcn T.V.
count for ©6 % of the total number of illiterate,

the reason being the non~ availability of T.v.

5et,

Thus , it generally appears that the categories

of intermediate and above-~ intermediate are the ones

that are exposed most to all advertising media

newspapers , radio, and L'sV. ( Details to be given on

table 42 ).
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Correlation between the source ot learning of the new

" NORMINESY FE M pills and exp,sure to advertising

media

- ihe analysis hos shown that respondants who
learnt about tte new pills throuph I'.Ve are
the ones wost exposcd to dirterent sdvertising
medlia as most of them always resd ncwspapers
and magazines and listen Lo rodio and o mojority

of Cthem alw-ys watcn T.V.

- It hios been found out that all those who learnt

sbout the mew pills through newspapers do read
newsprpers and wegozines sod thot a majority of

them licsten to radio rind wateh eV,

- Also 1t hss been found out that all those wno
lecrnt about the new pillgs through magazines do
recd newspapers and msgazineg and watenh 1'+Ve and

thiat a majority of them listen to radio.

- In so trar as those wno lesrnt about the new pills
tnrough radio, tne analysis has shown that all
of tnem do Listen to razdio , most of them
being regular listeners, that 1l of them do

watch T.v. , most of thnem being regular viewers,
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and that most of them are newspaper - and-

magazine readers .

- Data have revealed that quite a few respondants
came to lezrn about the new pills through
cadres of personal contact such as relatives,
friends or collezgues despite the fact that
all those who lesrnt cbout the new pills
through relatives do read newspepers, listen
to radic and watch T.V. snd that most of
those who learnt about them tixrough friends or
colleagues do read newsprpers, listen to radio
and wateh TaVe  ( Details te he ¢iven on Tables

435 44, 45, 45 A , 45 B and 45 C ).

VII- The correlation between the preference of a specific

AD in different advertising media and demograrhic

characteristics :

- The analysis has shown that most of targets
who gave top preference to the " Packet AD ™
on T.V. Dbelong to the age catigory of 31-
24 years among above - intermediate level

employees .

- Only 4 cases gave preference in favour of

the " Housewife" radio AD , of whom two
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belong to the age category of 24 — below 27

years and two belong to the age - category of
51 ~ 3% years . Two of them are non- workers
and two are employees . Education- wise, one
is below- intermediate , another is above -~

intermediate and t wo are intermediate .

The " Iewsle Peasart " rsdio AD was {iven
breference by only three respondants two of

whow belonged to the age -- catepory of 24 -~ below
27 years ond one to that of 27 - below 51 years.
The three cases belonged to non- workers.
fiducution ~ wise , one was u praduate, snothsm
was intermediate, and the third below -

intemediste .

The " Picture AD " in newspapers vas given
breference by only two respondants one of whom
belonged tu the age - category of 27 - below 31
vears and the other to that of %1 - 35 years .
Both were non workers . Education - wise y one

was a graduate and the other was intermediate.

Both the " Picture AD " in magazines and the

" School AD " on rodio were given preference by
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only one case, each . One of them belonged to
the &ge - category of 27 - below '3l years ,

non - worker intermedicte . The other belonged
to the age -~ cetegory of 3%1-35 years , non =

worker , Dbelow intermediate .

- No respondant gave preference to the indirect

AD in newspapers and magazines .

VIII- Correlation between satisfaction with " NOI..INEST FEM

pills and lihe demographic characteristics of

respondants :

- The unalysis has shown thoat the ege category most
satisfied with " NORUIINEST I'g " pills was that
of 27~ below 31 yeers, followed with a narrow
gap by the age catepgory of 24 - below 27 years
( 41 % of respondants in the first category against ’

37.6 % in the second ).

It is noteworthly that there was'a high
percentage of dissatisfaction among those of the
age category of 31- 35 years , l.€ey 32¢3 % ,
againct 21.1 % 1n the age category of 24 -~ below
27 vears and 26.% % in the age category of 27 -
below 31 years »
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The analysis has revealed a satisfsction of a
good percentage of female workers émong

sampled respondants with the new pills ( 41,1 %
of the total number of female warkars 4IONg
samwpled respondunts ) . However, the percentage
of dissatisfaction with the new pills on the
part of female workers was quite high , i.e.,

3341 % ).

Satisfrnction with the new pills among female
non- workers within the saumple was recorded at
20.6 % ( of the total number of female non-
workurs ) agal st 20.1 % who exprossed
dissatisfaction with the new pills .

Those who could not express a clear-cut opinion
in this regard or could not give any reply at all
counted for a quite high percentage ; 16.2 % in

the first case and 20,7 % din the second .

The analysis has shown thot those of below-
intermediate and intermediate levels are the
categories the most satisfied with using the
new pills , Satisfaction in the first case was
recorded at 45.2 % of the total number of

respondants of each category .
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- Dissatisfoction with the new pills was
highest awonpy the higher - education level
respondants as 1t counted for 16.7 % of the

total number of respondants in this category.

- However, it should be notcd here that some
of the reasons given by dissatisfied
respondants did not include rejection of the
new pills; some reasons were rather logical
sucir as ¢ that using such pills depended
npon consulting a physician who may advise
a lady as to which contraception method
vas suiltable for her, or that a lady had not
tried the new pills before, nence her inability

to Jjudge them o

IX- Correlation between satisfaction with the new pills

and sources of learning thereabout:

- Lhe analysis has shown that a high percentage
of satisfaction with the new pills appeared
among respondants who learnt about them through
newspapers as a mass advertising medium
( 58.5 % of those who learnt about them through
newspapers ) followed by respondants who

learnt about them through radio ( 54.5 % ).
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- The lowest percentage of satisfaction with
the new pills was recorded among those
recpondants who learnt about the new pills
through T.V.e It should be noted here that
a high percentage of respondants who learnt
about the new pills through T.V. ( 20.8 % )
could not form a clear— cut opinion in this
respect, a fact that coincides to sone
extent with a hipgh percentage of illiteracy
cmong respondants who learnt about the new

pille through TV

X- Correlasticn between satisfaction with the new pills

and the contraception method preferred by respondants:

- The analysis has chown the concurrence, to a
preat extent , ol satisfaction with "IOL I EST"
pills by respondunts and the prererence cf oral
pills »s a contraception method . Among those
who prefer oral pills as a conlraception
method, 48.C % expressed satisfaction with the
new pills against 17.9 % who express.d
discatisfaction.

- Among those who preferx L.U.De as a

contraception method , 31l.1 % expressed

discatisfoction with the new pills .
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2 ~ Pindings Related to Secondaxry

Objectives of the Research

I~ Awarenese of the Targets :f F.0.F. and its Activities:

- The analysis has st o>wn that most of the sampled
respondante are awz.;e of F.0.Fe ( 75.8 %)+ The
hirhest percentage in this regard was recorded
in Greater Cairo at 80.7 % and the lowest in

Assyout at 68.7 9 .

- .V, was lhe most popilar source of learning
about F.0.F. , 2t 7C 5 % , followed with a wide
gap by radio at 10.: yw , then came newspapers

at G.% % .

Those who learn #bouil F.0.F. through the latter's
seminars counted only for %3 w% cf the sample
where as Pharwn-oicts :ounted fow only 0.7 ¢ of
the total volume of ccurces for the sample.

( Details to given or Table 46 ).

- A rood percentage col..d successfully identify
the activities of e ..F. 38.4 % of the total
number of replies thit F.C.F. 1s a Socilety
that orgenises confel:ances for probagating family
plarnning « 29.9 ¢ < ted that it 1s a socilety

engaged in distributii contraceptives - 13.35 %
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sald it is a society that is active in calling
for family planning . ( Details to be given on
Table 47 ).

33 respondants , ie€ey 947 %  of the total number
of those who replied in the affirmative as to
whether they were aware of F.0.F. could not

identify the activities of that soclety .

Tne analysis has shovm that a high percentage,
iecey, 69.2 % of those respondants aware of
F.O.Fs were also awgre by methods made
avallasble by that society . The highest
peicentage 1n this regard was recorded in
Lsgsyout at 79.€ % and the lowest in Grester

Cidiro at 5.1..2 o e

The most well known method among respondants
vias I.U.De that counted for 337 % of the
total number of answers, followed by

" HORMINESY " pills at 28.6 % y then came

" Amasn " foam tablets at 22 % and finally

came " To,s " condoms at only 15.7 % .

1.UsDe  continues to be the most well~ known
method in Greater Casiro and Assyout , whereas

" ITOEMINEST " pills have been the most well~-
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known method in Delta , followed with a narrow

gap by I.U.De

Among those r espondants who are aware of éuch
methods, only %7.% % use them . Those who
stopped using thiem counted for 8.5 %

of thoue who sre aware of methods provided by
F.O0.F., , 54.2 % do not use any, obviously

a hiph percentoge .

Tne 1.0.F, providcd method most used by targets
was L.U.D. , os it was used by 66 respondants ,
followed by " Amaan " Foam tablets ( 20
respondante ) then came ' NORWZINEST " pills

{ 18 recpondantc ) . 12 respondants stated that

their hushands were using " Tops " condoms .

The analysis has shown that a high percentage,
ie€s, 76.8 1 ol ruspondants who are aware of
F.0.F., , are , however, unaware of the fact
that F.0.F. has -~.ts own clinics . The highes?t
percentepge of awareness of such clinics was
recorded in Greater Ceiro at 52.1 % whereas
Assyout counted for only lpn and Delta for
17,1 % . This finds explanation in the Light
of the fect that the three main clinics run

by F.0.F. are in Greater Cairo .



- 156«

~ Among those respondants who are aware of F.O.F,
clinics, only 1l2.6 % were visitors of such
clinics « However, the percentage recorded in

Greater Cairoc was 17.2 w

II- The Awareness, in General , by Resopndants of Family

Planning llethods :

- Oral pills have been the conitraceptive most
well- known by the sampled respondants as they
counted tor 28.5 % of the total nuubey of
answers, followed by I.U.D. at 25.2 % , then
came foam tablets ( 1lle2 % ) and condoms
( 8.3 # ) » The least lkuown methods awmonp
ruspondants were injections ( 0.5 % ) , creams
( Ol % ) , Coitus interruptus ( 2.2 % ) and

diaphragms ( 3 % )

- 1t way bu noted worthy here that a respondant
1s usually aware of a diversity of
contraception methods . ( Details to be given

on Table 48 ) .

- Also the analysis has shown that , generally,
T.V. was the main source ot knowledge on
contraceptives for respondants as 41l % of
them received such knowledge through T.V. ,

tollowed by neighbours or culicugues( 13.3 » ),



radio and physician ( Y.5 % each), newspapers
( 7.6 % ), magazines ( 4.Y % ) , pharmacist
( 2.3 % ) and seminars ( l.l % ) « Details to

be given on Toble 49 ),

The @nalysls has shown thatl a maJority ; lee€ey
58 v of the sample are currently using
cenvraceptlon methods tLhwoughout the three
mones ol rvesearch . lHowaver , the percentage

was higher in Delts ag it was recorded at o6k.

Lnose who stoppoed using contraception
methods counted for & % . lhe highest percentage

in tiils regard wos recorded in Cairo at 14 7%.

The nhughiest percentapa of non-use of any
contraceptive was recorded 1n Assyout at SU.Y %
of the total number of respondants in that

Zone o

Oral pills were the method most widely-used by
respondants ( 143 frequencies ) followed by
I.U.D. ( 92 frequencies ) followed by other

methods at lower frequencies ¢

. Condoms , foam tablets 7 frequencies each

o Safety period 5 frequencies



N Coitus interruptus 3 frequencies
. injections 2 frequencies
. Subcutanueous capsules,

ovariotony. one case each

No respondants has used diaphragms or creams.

Oral pills came at the top of methods stopped by
few ruspondants ( 20 frequencies ) , followed by
I.U.D. ( 13 frequencies ) , foam tablets

( 2 frequencies ) and injections ( one case ).

The analysis of the findings has revealed that
a hign percentage of respondants , i.e., 82.7 %
who currently use no method, intend to use such
methods in future . The highest perc atape ™
this regard was recorded in Greater Cairo at
88¢3 % , followed by Assyout st 8C.8 % and
Delta at 784 % .

Oral pills came at the top of methods which
Tespondants or their husbands intend to use in
future at 19 frequencies , followed by I.U.D.,
at 148 frequencies, condoms at 8 frequencies ,
Bafety period at 5 frequencies , then c ame foam

tablets and ovariotemy at 4 frequencies each .

5% respondants 11l.8 % of the total

number of respondants , stated that they use
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methods other than those tabled in the resent

research .

The main reasons given by respcvdants for
preferring oral pills were as follows ( in a

descending order ):

. pills have many advantages 45 frequencies
. they cuse no harm 4% frequencies
. they are the easiest

method to use 27 frequerc ies
. recommended by a

physician 11 frequerc ies
. apprehensive of using

I.U.D. 8 frequencies

The reasons given by respondants fox preferring

I.U.D. were as follows ( in descending order):

. 1t is comfortable , credible 98 frequencies -

. a lady may forget to take

pills sometimes 43 frequencies
. pills weaken a lady's
health 18 frequencies

. she got pregnant despite

using pills 5 frequencies
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. I.U.D. is more proper after

a certain age ¢ frequencies

Views of targets on Family Plarning:

The 2nalysis has shown thuot most of the campled
respondants are aware of an over- population
problem in Egypt ( 96.5 % of the entire

saawle ). The percentazes recorded in this
regacd v s 98.7 9 in Assyout , 96 % in Delta

and $4.7 % in Grester Cairo .

The analysis also hns confirmed that wost of
those respondsnts who are aware of an over-
popul:ition problenm in Feypt are, to a great
extent , exposed to various advertising mediag.
They have been always exposed to T.V, ( 89.7 %)
to radio ( 68 % ) and they read newspapers and

magazines ( 6l.1 % o

Lespondants who are not aware of gn over-
populstion in Beypt, dospite being exposed to
aavertising media , counted for as low as
2.4 % for each advertising medium.

The analysis has shown that the age category of
31 - %5 years , within the age range of the

present rescarch , was the one most aware of
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an over- population in Egypt , counting for
98,8 % ot the entire sample of this age -

category .

If we exclude the categories ot " business-
women " and " craftswomen " ( that appeared in the
sanple at limited frequencies , 1l.€., one case
and 6 coses respectively , all of them aware
of an over - populrtion problem) we will find
out thet professionals are the category the
nost aware of an over— population problem at
97,6 % of the total number of professionals

within the sample .

- Education level had no substantial effect on the
awareness , or otherwise, of an over- population
problem in Igypt . Most of the sampled
respondants , of different education levels were
aware of an over- population problem. The
percentages recorded in this regard were: 100 %
among higher - education level respondants, |
99,2 % among intermediate- level ones, 97.6&%
among the below- intermediate ‘evel ones and

97.% % among the above - intermediate level ones.

The percentape recorded among illiterate respondonts

within the sample was 91.7 %.
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Family pl=nning was at the top of wolutions
sugrested by respondants to overcome the ovey-—
populstion problem as it was sugrested by 6443 %
of respondants throughout the three zones of
research . The highest percentage in this repard

was recorded in Assyout at 70.9 % .

Then, with a wide gap , followed guidance and
information - s a sugpestion solution to the over—
population problem, at 18.6 % , followed by
raising the national income at 5 . 9'%, reclamation
of land end ggricultural mechanisation at S5t % o

( Details to be given on Table 50 ).

Lhe snalysis has revealed that most of those
who suggested family planning as a solution to the
over— populrtion problem do read newspapers,

always listen to radio and a2lways watch T.V.

Also it has been generally noticed that the
more a respondant is exposed to advertising , the
nore able to suggest solutions to the over-

populstion problem she becomes .

A maJority of the sampled respondants ,i.e.,



56¢ 4 % felt satisfied with the number of
children they already had « Hence , they

do not want to have more children. This
attitude was recorded highest in Greater Cairo

at 60.7 % and lowest in Assyout at 53.3 %.

28.7 % cf the sampled respondants intend to
have more children . This attitude was recorded
highest in Assyout at 26 % and lowest in Delta

at 24.7 5 .

No considerable correlation has been established
between exposure to advertising media and the
desire to have more children . Thus respondants
who intend to have more children counted for
Arvs of those who read newspapers, 29.9 % of those
who always listen to radio and 29.5 % of those

who always watch T.V,

At the same time , those respondants who
felt satisfied with the number of children they
already had and , hence , they do not intend
to have more¢ children in future, counted for

59 % of those who do not read newspapers,



- 164 <

57 9 % of these who do not listen to radio

and 70 % of those who do not watcn T.V.

The analysis has also revealed that the elder

a respondant was, the more she felt satisfied
with the number of children she already had.
ence , tlhie absence of desire to have more
children in future o 733 % of those
respondnnts in the age category of 31 = 34 years
felt satisfied with the number of children

they already had where as 48. 9 % of those
respondants in the s ge category of 24 - below

27 yeasrs intend to have more children in future.

The mnal&sis hos shown thnt work had little effect
on thinking of having more children in future ,

57 % of non~ worker respondants felt satisfied
with the number of children they already had,
whereas labourers ( as a sub- category of
professionals ) counted for 27 « 8 % .
employees for 54 % and professional ; in

seneral , for 6l. 2 % .

Like wise, no considerable conrelation has been

establicshed between educaticnal level and the
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intemtion to have more children in future.
65.5 % of illiterate respondants felt
satisfied with the number of children they
already lun—m, whereas higher- education level
counted for 52 « 9 % , intermediate~ level
for 51 . €% , and below - intermediate

level for 42 « 9 % o
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Table 27

Avwareness of the Sample of Advertisment on

" NORLIINEST'" Pills by area

Area Greatcr Cairo Delta Assyout Total
Awareness of
AD on new freq % freq| % freq| % |freq| %
product
Have learnt 126 84 130 | 86.7| 110 | 73.3|3%66 | 8l.3
about the new
pills.
Hever hesrd
of themnm 24 16 20 [13.3 40 | 26.7| 84 | 1847
Total 150 100 150 (100 150 | 100 [ 450 | 100




Table
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28

Awareness of the Samnple of the Brand
of the Product by ares

Greater Cairo Delta Assyout Total

Aliareness of the freq % freq| % freq % freq | %

brand of Pills '

llentioned right

brand 20 55.6 | 126 | 96.8| 101 |ol.s | 297 ler.1

dentioned a

wrong brsnd 13 10°3 1] 0.8 3 2.7 17 4,6

llo lnowtledye 2 1.6 1 0.8 2 1.8 5 1.4

Do not renmenber 41 %245 1 0.8 4 347 L4 2.6

Mo answver - - 1 0.8 - - 1 0.3

Total 126 100 130 100 110 100 366 1C0




Aviareness of the Sample of F.0.TF. who
distributes " NORIINEST". pills by srea
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Table 29

Area Greater Cairo Delta Assyout Total
Awerencss of the
body that freq % freq | % freq % freq | %
distributes pills
Ilentioned right
name. 20 15.9 82 63.1| 24 30.9 136 7.2
Mentioned a
WI 0N nnme 31 24.6 19 4.6 45 © 41,9 96 |z6.2
Ho knowledge 14 11.1 19 14,6 27 24.5 60 |16.4
Do not remenber o0 49,6 8 6.2 3 2.7 71 19.4
o ansver 1l 0.8 2 L.5 - - 3 0.8
Total 126 100 130 loo 110 100 366 1co
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Table %0
Advcntages of the pills mentioned by the

" Packet AD " Sampled Viewers by Area

Area CGreater Csiro Delta Assyout Total
Advantapes of .
Pills mentioned f'req o Treq 7 freq % freq %
No side eifects 35 41,6 80 25.9 49 27.6 le4 28.7
Suitable for
ladies wvho never
used ritls before 6 7el 59 19 9 5.l vz 13.1
Suitable Cor ladiecs
who stopped using
pills for not less

than 3 months 1 1.2 19 6.1 3 1.7 2% 4
Do not ariect
abilivy to have
children il l.2 13 4,2 5 2.8 19 3.2
Easy to use 2 2.4 42 | 13,5 35 [19.8 79 13.8
Include iron 26 31 81 2642 &4 36,2 171 29.9
To be used for 28
days . - - 15 4,8 12 6.8 27 4,7
Do not remember ' 13 15.5 1l 0.3 - - 14 25
Other - - - - - - - -
Total 84 100 310 100 L7 100 571 100




Distributic~y of Sources of

- 173

Table 31

. ¥nowledge of XK.  .miagt vills Ly area
Area Greater Cairo Delta
o) - = ~ ~ o
Source of 2 3 ]I 4 o = o .-S N .
Enowledgze P o : — o Pt o 5 Assyous Totzl
@ A o £ 2 o = :
0 IS i .
g W g 3 b o g o g 04‘ 54 e
. R ® o $3 @ 15 HlOw 3} 1S K 2 o o S
BT A i 2 g E SR E R A
T o Va 40 |77 B4 P7.7 |42 |79.2 | 126 |74.1 |6S [51.2 | 60 (48 120 [49.6 | 106 [B1.6 |361 ] 64.5
Hewspapers 3 |5.8] = - 2 3.8 5 2.9 (15 |11.1 |19 |15.2!34 |13.1 14 10.8\ 53 2.5
llagazines 2 [2.816-(%.2 | 3| 5.7| 11 | 6.5 |15 |12.1) 9 | 7.2{2x | 9.2 | -5 | 3.8 | 40| 7.2
Radio 2 (3-818 H2.3 1 3 ) 5.7 13 | 7.6 131 | 23|32 |25.6/63 |24.2 1 10.8] 77 13.8
F.0.F Seninars - -] - - - - - - - - - - - -2 1.5 2 Ou4t
Arelative 1 {l.9¢2 3.1 - - 7 l.8 1 0.7 1 0.8 2 C.8 - - 5 0.¢
Afriend or a |
Othel‘ 3 :5-8 5 '7.7 2 3-8 10 5.9 1 007 - - l O.L{' - - 11 1-9
Total 52 .lOO 651 100 | 53 100§} 170 100 |135] 100} 125| 100l260{ 100 1320| 100 - 550 100
- ] ! i
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Table 32

Percentages of watching the " Packet AD *

compar ed to other materials on the new pills

on T.V., by area

Lrea Greuter Coiro Delta Assyout Total
Size of T.V.
packet AD ireq % freqi{ % freq % freq ( %
vievers
Vieved puclet
AD 119 Ch 4 129 | 99,2 102 92.8 1350 |95.6
Viewed other
materizl 3 24 - - 4 3.6 7 1.9
Did not view .
any 4 3.2 1 0.8 4 3.6 9 2.5
Total 126 100 130 100 | 110 -100 | 306 100

1 I N
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Timing distribution of watching conference

Advertisement according to respondants!

answers by Area

Area Greater Cairo Delta Assyout Total
Time of '
watching freq % freq| % freq| % freq| %
conference AD

At noon 10 7e2 4 2¢3% 4 2.7 18 %49
Before Arabic

Drama Series 54 39.2 67 28,7 54 37 175 384
BEvening time 46 2304 55 318 g2 | 2848. | 143 3143
Night time 22 15.9 43 (24,9 43 | 29.5|108 |23.6
Do not remembexq o 4.3 4 2.3 3 2 1% 2.8
Total 138 100 173 100 146] 100 | 457 100
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Table 24

Respondsants views on the

" packet AD " by Area

Area Greater Cairo Delta Assyout Total

e
O~

Views expressed freq ) freq| & freq| % freq

Impressed by
it 106 89.1 120 | 93 96 | 94,1 z22 | g2

Not impressed

by it 13 10.¢ 9 7 6 5.9 28 8

Total 119 1C0 129 1C0 102 | 100 550 |1CO
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Table 35

Distribution of Fespondanis prcference of Ad's

on pills in Newspapers and ilngazines by Area

Area Greater Coiro Delta Assyout Total

Preference freq % freq| % freq % freq %

Photo AD in

Hewspapers 2 40 10 55.6 3 27.3 15  |u4.1

Thoto AD in

magazines 1 20 6 %543 4 26,3 11 [32.4
Articles in

ewspapers 1 20 - - 1 9.1 2 5.9
" Articles in

lapazines - - 2 11.1 - - 5.9

ilet inpregsed

by any - - - - ] 2703 3 8.8
Ldifforent - - - - - - - -

Mo answer 1 20 - - - - 1 249

Total 5 100 18 100 11 100 L) 100
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Table 36

Newispaper in which respondants saw

" Norninest " pills ' AD by ATea

Area ' Greater Cairo Delta Assyout Total
Newspaper freq % freq % freq % freq %
AL-Ahram 1 10 21 42,9 g 47.1 20 39.5
A L-tkhbar 3 30 13 26.5 6 35,3 22 28.9
Do not
remember 3 20 8 16.53 3 17.6 14 18,4
Other 3 30 ? 14.3 - - 10 13.2
, |
Total 10 100 49 100 17 100 f 76 1¢c0
|
!




Respondants?! Views on Advertisement on pills

published in Newspspers by Area
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Table

37

Area Greater Cairo Delta Assyout Total
Views ,
expressed freq % freq % freq % freq 5
Impresscd by

it 2 40 22 9441 9 Ol ) 43 8l.1
Not impressed

by it 2 &0 2 949 5 1| 35.7 10 1849
Total 5 100 >4 100 14 100 | 53 100
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Table 38

- Magazine in which r'espohdants saw " NORLIINEST"
Pills AD by Area

Area Greater Cairo Delte Aséyout Total
ngaéi.ne tfreq % fregq " freq % Teeql %
Tabibak Al-~
Khas - - - - - - - -~
Akher Sa'a 2 . 14.3 -2 8.3 - - 4 9.1
October 1 741 2 8.3 — - 13 6.8
}
Howwa 13 . 10 71.5 17 | 70.8 5 83.3| 32 | 72.8
Othex - - 3 | 12.6 - - | %] 6.8
Do not rememben 1 7.1 . - - 1 16.7 2 4,5

i
Total 14 100 24 100 6 ! 100 | 44 100
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Tdble 39

Respondants ' Views on Advertisement on pills

published in Magazines by Area

Area Greater Cairo Delta Assyout Total
Views expressed freq 5o rreq | % freq | % freq %
Impressed by it 9 8l.8 24 1100 4 80 Y 92.5

Mot impressed

by it 2 16.2 - - 1 20 | 3 7.5

Total 11 100 24 | 1C0 5 100 | 40 100
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Table 40
Respondants! preference of £D's on pills by Area
ATrea geatrer Cairo Delta
Preference Sayeda Dokki {Qalyoub | Total Vahalla | ¥ansoura | Total  |Assyout Total
by 4D's -

ot .o o ‘o c - ot o o . ot o

2 o 8 W 8 1358 g =R E\J_ IS f-{) R 2 R g W g R

= = = s s - & & &
Packet £D on TV 4 1100 | 8 [72.7 |5 [71e4 | 27 | 77,4 23 |65.7 | 3¢ | 90.8 | 62 7%.5 |17 4.4 1 C6 | 8Bl.5
Phgto AD in
ne‘”spepers - nd - - - - - - - - l 2-3 1 1.3 l 5.6 2 1.7
Indirect LD in .
NcwWSpoDers - - - ~ - - - - - - - - - - - - - -
Photo 4D in
m2azzines - - - - 1 (14,3 1 4.5 - - ~ - - - - - 1 0.8
T-d*rect AD. in
vagazines -1 -1 - - |- - |- - - - - - - - - - - -
AD on Radio
(Female Feasant); - - 1] 91|~ - 1 4.51 21 5.7 - - 2 2.6 | - - 3 2¢5
AD on Radio
(School) - - - - - - - - - - 1 2¢3 1 1.3 - - 1 0.8
AD on Razdio 5
( Iousewife) - -] - 11 %.1 - - 1l 4.5 2 5.7 1 2.3 Z.e| - - 4 2.4
AD's equzl ( no . _
PI‘Gfel‘ence) - - l 9'!1 l 1403 2 901 7 20 l 2.5 1002 - - lo 8.__)
10 Answvier - - - - - - - - hd 2.9 - - 1 1.3 - - 1 0.8
Total 4 1100(112 100 | 7 180 | 22 1CO | 55 160 43 100 _'78 100 18 {100 11183 100
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41

" Sample's Scitisfaction with Norminest p

ills by Area

Area Grezter Cairo Delta
Recnondénants Sayeda Dokl Qalyoud Total i2zhallg lznsoura Total Assybut Total
Views
’ ot N o o' o
& | | ¥ w 20 R < H S| w &l = Bl ow Alw o w
= s B 3 = =
Use of new
pills‘ . :
Ad#iseable 18 {42.9( 18 | 40.9 |21 22.51 57 |45.3 | 24 | 34,8 4g 78.7 1 72 55.4 | 28 5436 167 |45.6
Use of new
>ilils ’
Unadviseable 13 {30.9( 18 | 40.© |12 30 43 [ 24.1] 38 | 55,1 7.111.5( 45 {34,6 35 |31.8 | 123 | 33.56
Undetermined 11 [ 26.2 81} 18.2 7 |17.5} 26 | 20.6 7 110.1 6 9.81 13 {10 37 [35.6 76 1 2C.8
Iio ansver - - - - - - - - - - - - -] = - - - -
Total 42 | 100 441 100 40 {100 |126 {100 62 | 100 61 160} 1304100 110; 100 366 | 1C0




Sample Distribution of

SRS

C

media by Characteristics

-

Charscteristics

Are

Ceccupation

Zduceticnal level

— I
g ] g |8 |8
Exposure to : u o | S| @ H SRRl & B B
.. A Hlml o3 | o = Al 188 o @ H| 2@
advertising ! ! S22l alsglelal A ol <l © 2 Ltel s
oY) . I 3] =1 o o ) il B ] vl Al g jog & = & —~1
O~ +2 2 ~ Lo |l + U oTl 5 |0 (SO B o 3
media YRl &a 2lglege S 8lo| &|218 |29 8183 Rags s S
& - = 8 a o= Hind A7 7§ [« S &
H i
Read newspapers 33 [46 (36 |115| 32| 6] 48 | 281 = 1 {-1115) 1| 9|10/ 48 171 301 1| -| 115
Read magazines 2 - 2 4 1 - 2 I 41 -1 - 1 1 1 1l -1~ 4
Read bhoth 42 |45 166 (153 62| 4 43 142 11 |1 |- 153 <12 25140 15| 57| 4| - 153
Fo reading 23 |39 |32 414l 6l 3218 |~ {1 |- L | =134 6| 35| 4] 141 - oy
Total 100 1130 {136]366 {136 |16 125185 11 [3 |- |366]| - 55 |42 {124 371102 6| ~ 366
Listen to Radio
alvays. 99 | 92 (113|304 (159 ¢ &1 51 - |4 |~ 304 160 126 | 34| 85 23| 61| 5| - 3Gk
Lister to Radic '
sometimes. 21 1211 761 221 6 23 114 |~ 1 |- 761151 9 6115 7124 - - 76
Do not listen
to radio 12 281 26| &6 21| 3| 20 | 20 11 |- 6| £ 8 2123 2117111 = SIS}
Mo answer L1 2] 1} 4| 2| - 21 = i= |= {- 4112 ~| 11 =| ~1_-1_ &
Total 133 1156|161 {450 {214 1o 126 (85 |1 {6 |- 450 |ea 55 |42 124 371102 6 | - 450
YWateh TV always|i2) 137 1 142]400 {189 |16 {114 75 1= |5 |- {uco 73150 | 35 117| 24| &6 S|l ~-1 uce
Vztch TV some-
times. 3 31 41104 s~ 2 21 {2 |- W& L 1) 1 = z|-]. 10
Do rot wateh V| 9 | 15{ 15| 39| 18 2001 7141 (1 |-{39]|6lua| 6| & 31131~ 39
Xo answer - 1 - 1 i~ = ~|= |- |- L1l =-1 =] =~ = <f-] 1
Tctal 133 {156 161450 214 18 126J 85 |1 |6 |~ jus0|eu 35 142 124 371102 6 ~ 450
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Table 43

Distribution of Respondants' Sources ot knowledge of Norminest
pills by exposure to advertising media

Bxposure to Rezd Newspzpers (4/1 )| Listen to Redic (&/1) Watch ToVe ( 72/ 1 )
advertising
-medils @ 0 w0 .
) o 0 n
Ry o S 5 ~ w |+ ol o E ~
Source of S5 5 ] g 212454 o 5 28l B 3
NS U T - - T - S T a1 B -
. 1 & o ~
knowledge \g = é A § B < 8 = o
TV 104 ) 133 121 | 361 245 63 53 %61 329 2 20 61
Newspapers 23 2 28 - 53 38 2 13 53% 46 1 6 53
iMzgezines 2 | 1 37 - 40 31 1 8 &40 35 - 5 40
Radio : 27 1 40 ° 77 6l - | 16 77 72 - 5 77
F.O.F. Semi_.nars l - - l 2 2 - - 2 b 1 2
A relative 3 - 2 - 5 5 - - 5 4 - 1 5
A friend or a
colleague 7 - 3 1 11 8 1 2 11 10 1 - 1L
Other Sources - - 9 2 11 7 2 2 11 10 - 1 11
Total 167| 7 | 252 | 13| 560 | 297 | 9 | 94 | 560 | 507 | 4 | 49| 560
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Table 44
Distribution of Respondants ! knowledsge of Worminest vills oy Cileracteristics
. Y —.'- 1
haracteristics Age Occupation Educational Level
[¢)]
NEY
Knowledge of ol 3 E
50888
pills 2N o | 5 2| Bl Bl % | S &
~ | M O | - [ W o ! B2 M| A | O H | b
e | ST E S ] BB g8 51,1218 |3 25 -
B u B : ":j—}ﬂ
SR RIS |2 B2l alalal Rl 5] 252888 o
S A E|S15125 a3 =2 |8 |85
quooz—quS’ﬁo =
= s Q
2 <
now about 103 (132 | 131 | 366 |[152 15 [114 7811 |6 |~ {366 50 {39 | 36| 110 11| 6 |- |366
ills.
0 knowledge 30| 24| 30| &84 | 62 3 12 71 ~1- |- | &| 3|16 o 14| 3{ 11| - |- | 84
otal 122 | 156 | 161 | 450 {214 | 18 1261 8511 (6 |~ |450| &4 | 55| 42| 124 37 |12 6 |~ |a50
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45

Frequency distribution of Sample's knowledge of Norminest
pills Dby e xposure to Various advertising medig

Fxposure to Read newspapers Listen to Radio - Watch T. V ,
posure. ( 4/ ( 6/ 1) (7271 )
adverticsing -
media AR o 4:,]’ y 0 E)
H : He | D
' 2| el % |l o |ED]8 5By
Knowledge v | 1] 8 o —~ Py | 4 0 — a p £
2 e o [\ o) P [} o v 420 0]~
of pills 9 | gl n |8 | Blelg|e ) B e) BiE
[} o] ) o & s o e] et -~ o ]
T B SO - 2 0 o |z < || olojeE
= a (O =
Know about T - . ) P
L0413 |126 |73 | 316 (249 | 54| 61| 2 | 366 | 334 [29| 3 | <|365
them
No knowledge | 1L [L [ L7 2L | 50| 55(22| 15| 2| &4 | 67 | 9| 7 (1] s
Total L15 | & |L53 [S4 | 266 |304 | 66| 76| 4 [450 | 401 [%8{10 |1 450
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Teble 45 A

Frequency distribution of Greater Cairo's Sampla's knowledge of Norminest pills

by exposure to Various advertising media
EXPOSU?e_tO Read Newspapers Listen to Radio Watch T, V.
advertising ( 4/ 1) ( 6/ 1) {7/ 1)
medig
g
o]
)] &0 4—: [99]
Knowledge of | § |2 | 81| 8 A @ =3 S
pills g 8|88 | ~la] 7] & |z 2 5188 o
8 | N ) © © ) o g — P © L S
Q@ gl 9|l a| o]zl 9 o w @ = = o o
$ ) g o g — = g o g ~ 8 A = =
= ig - =] < ‘g N = e+ =
Know about
thenm 15 |=-167 1141 c6 S4 1 20 12 = 126 111 14 1 126
No knowledge 211f 7| 2|12 18] = 2l - o 18 4 2 o4
Total 17 1L 1741 161108 112} 24 14 -~ 150 129 18 3 150
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Table 45 — B

Frequency Distribution of Delta's Sample's kmowledge of Norminest pills by

eéxposure to Various advertising media

Exposure to : » 5 Radi dzten ToVe 1
aégertising Read MNewspapers(4/1) Listen to Radio(6/1) atc ¢ 7/1 )
media o '3
5 ol gl & 4”3 a8 o ©
Knowledge of 2 g '§ 3 o | Qﬁ’ = @ = =
© . : @ G . .
piLls s lslwla s Bls |88 2|85 5] 3
2 t) ] P = a = L = = ! $
) o o} o o har o | o o 3 o o
= = m| = = <t o} 0 = == < 99 O =
: g (o
know about them 481 L |44 |27 | 120 85 |10 |34 1 130 120 10 - 130
No knowledge 2| -~ 2 1 1L 15 6 7 6 1 20 18 2 - 20
Total 501 1 j46 | 38| 135 S1L | 17 140 2 150 138 12 - 150
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Table 45 - ¢

——

Frequency Distribution of Assyout's Sample's knowledge of Norminest pills

by exposure to Various advertising media

Exposure to Read Newspapers Listen to Radis Watch/ TSV.
‘ 1
advertising __(4/1) ( 6/15_; ) ¢ 7
medig « -
g‘ 31 8 o 0 2 - 7] o ] o o L? uq:

Knowledge of s Ny 8 = P i 8 = 3 Q 5 5 5 s

) = W) @ [ n » 8 o = o 2 et B o

= 9] A A
Know about them 411 2 (25 32 100 70 8 31 1 110 102 2 6 -
No knowledge 71 - | 8 8 23 31 4 4 1 40 31| 5§ 3 1
Total 4812 133 |40 | 123 | 101 12 |35 | 2 150 | 133 7 | ¢ 1 1
! |
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Table 46

Source of Knowledge of TI.0.F. Tor Respondants by Area

Greater

Area C:i;o Delta [ Assyout Total
Source of . . . ) o . ,
knowledge req % 'req % Freq % Freq %
Radio 7 4,9 29 18,3 8 603 4a 10.3
7.V, ©Opor 71,1 102 jes.2 |99 [77.3 [302 | m0.5
Hewspapers 12 8.5 8 5 7 5.5 27 6.3
Recad 4#D's 3 2.1 11 €.9 5 3.9 15 4.4
Pharnacist - - - - 1 0.8 1 032
Colleapgue or
Priid 2 4| 1 | o6 | 4 | 32| 7|16
Sister or lother| 1 0.7 1 0.6 - - 2 0.5
Fusband 1 0.7 - - . - - 1 0.2
F.0.F. Seminars | 2 | 1.4 | 7 b |4 3,1 13 3
Other 12 8¢5 - - - - 12 2.8
Do not remenber 1 0.7 - - - - . 1 0.2
Total 142 100 159 100 128 100 429 100
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Table 47
Activities of F.O.F. as mentioned by respondants
by area
Area Greater
. Delta Assyout Total
Cairo
Foo,aFo ’
Activities freq % freq ; freq % freq %
Probaration of
Family Planning 54 41.5 3 |1.8 ~ - |57 |13.3
Holding conferences
for cnll for
r,P. 13 10 80 | 4€.7 71 55.9 | 164 284
Distribution of
contracentives 8 6.2 &6 38.6 54 42,5 | 128 2%.2
Rendering sexrvices
of Wother and chilis
care. 7 5.4 20 11.7 1 0.8] 28 645
Other 48 3649 2 1.2 1] 0.8] 51 11.9
Total 12¢ | 100 171 | 100 127! 100 428 | 100
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Table

48

Contraceptives known by respondants by Area

Area . GIS?E?ﬁ Delta Assyout Total
NMethods knovm

by respondants freq % freq| % freq %. freq %
Oral pillp 145 374 127 24.2 156 26.9 438 2845
I.U.D, 129 [33.2 |122 [ 21.5 | 136 |2%. | 387 |25.2
Diaphragn 8 2+1 19 3l 20 Za4 | 47 3
Foan tablets 39 |10 70 12.3% 63 |10.8 | 172 |11.2
Cendous 27 7 54 9.5 46 7.9 | 127 8.3
Creams 3 0.8 : 15 2.6 14 2l 32 2.1
Coitus

interruptus - - 21 3.7 12 2.1 23 2.2
Sabeutaneous

Capsules 10 2.6 37 6.5 54 9.3 101 6,6
Ovariotony 6 1.5 51 9 41 76l a8 64
Safe Feriod 15 2.9 29 6.9 39 6.7 93 6
Injections 6 1.5 2 04 - - g 0.5
Total 338‘ 100 567 1C0 581 |" 100 1536 100
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Table 49

Respondants' Sources of information on Cantraceptives hy Area

Area Greater Delta Assyout Total
Soufce of . .
information ‘freq % freq % freq % freq %
Hewspapers 18 7ﬁ5 23 St 32 11 73 746
slagazines 12 4.9 22 5.2 13 445 47 4.9
TV 131 5.9 126 {29.9 135 {4643 392 (41.1
dotion Ficturcs 2 0.8 - - 2 0.7 4 0.4t
Redio 23 9.5 48 11l.4 20 6.8 91 9.5
Bulletins - - 3 0.7 1 0.3 4 0ot
Posters 2 0.8 12 2;8 15 5.9 29 ]
Thysicign 2G 8.2 | 65 |15.4 6 2.1 91 9.5
Fharmacist 2 0.8 15 3.6 5 1.7 é2 243
liei-hbour or
Ccllezcue 10 4.1 &2 14,7 55 1€.8 127 13.3%
Seninars 3 l.2 5 1 l.2 3 1 11 l.1
Husband 2 0.8 33 7.8 3 1 38 4
Other 18 | 7.5 8 | 1.9 -~ | - 26 | 2.7
Do not remember - - - - 2 0.7 2 0.2
Total 343 | 100 | 422 | 100 | 292 | 100 | 957 | 100




Solutions for Over~ PO

.= 195 -

Table 50

e —————

by Respondants by Area

pulation Problem in Egypt Sugge

sted

Greater

Area Cairo Delta Assyout Total
Solutions . , _ M
sugpested freq % freg % | freq % freq 7

Family Planning 111 69,5 141 56 {139 70.9 | 391 Bl 3

Geographic Re-

hobilitasvion ] 0,6 7 208 1 C.5 9 1.5
It wation Abroad 1 0.6 2 0.8 1 0.5 4 - 0.7

Reclamation &nd

agricultural

rmechanisation. 5 3.1 e 9.5 4 2.1 33 Selt
" Guidnuce &

Iniormation 25 15.% 51 20.2 LY 18.9 113 18, ©

Erforts for

Increasing llztionall

inCOfﬂe 1 0. ) 23 9.] 12 6. 1 56 5. 9

Other 16 10 y | 16! 2 1. | 22 3,6

Total 160 100 252 1CO0 | 186 100 608 100
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1l - Findings Related to Basic Objectives

Awareness of Advertisement of ' NORLINEST FE':

1= The analysis has shown that the degree of
awareness on advertisement on "NORJINEST"
pills has risen in Phase II of the research

compared to Phase 1, as shown in Diagram 1.

% 8l.3
% 7609

Research Phagses

Phase I Phase II
Diagram 1

Development of Awareness of the product through

Phases of Resesrch .
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Also it has been noticed that the degree of
awareness of the advertisement under question
has risen considerably in Assyout , to 73.7 %

in thase 1lI against only 34,7 % in Phase 1.

Likewise , the percentage of those who gave
the right brand of the new pills rose %o

8l.1 % in Phase IT apainst 63.4 %
in Phase I . However , the percentage of those
who gave a wrong brand for the new pills rose
to 4.6 % 1in Phase II against only 0.6 % in
phase 1 throughout the governorateg covered by
the present researct . This might be tha
outcome of confusioun on the part of some
respondants between those pills and other

contraceptives, pills or otherwise .

It has been noticed in Phase II +thot, compared
to phase I, the percentage of those who rightly
gave the right name of the body that provides
the pills, namely , F.O.F. , has declined as

she. .t by Diggram 2 :
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%
100
80
60
41.1 %
40 Q '
G 37.2 %
20
Phages of Research
Phase I Phase II

Diagra&‘( 2 )

Development of Awareness of the Body that
Provides the Pills through Phases of Research

S stmacemas
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Moreover, the percentage of those who failed to give
the right name of that body throughout the governorates
covered Ly the present research rose to 26.2 % in

phase II against only 7.7 % 1in phase I .

II~- The Degree of Parceiving the Advertised Message and the

Ability to Recall its content :

1- The " Packet AD " on T.V.:

- The degree of perceiving the message of the
" packet AD " , as regards instructions for intake,
on the part of those respondants whc watched that
AD , reached 7b.v % in Phase II ageinst 71.9 %

in Phase I.

The precentage of those who failed to remember
that fell down to 0.8 % against 11.7 % in Fhase

I.

The percentsge of respondants ' perception of
the time range of using the new pills has also
decreased . In Phase II 56.3 % of the total
number of respondants could rightly perceive that
pills are to De taken daily on a regular basis,

apainst 59.5 % in lhase I.
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A rise has been recorded in the percentage of
perception by those respondants who watched

the " Packet AD " that it dealt with the
advantages of t he new pills in Phase II compared

to Phase I .

A decline has been recorded in the percentage of
right answers on the advantages of the new pills
mentioned in the " Packet AD " in Phase II ,

le€ey €3.3 % apgoinst 67.2 % in Phase I.

Hence the rise in the percentage of wrong answers,

lecey 2402 % against 20.3 % in Phase I,

Variations in percentages notwithstanding,
right advantages followed the same order obtained
through respondants! answers in Phase I . 'he same

applies to the order of wrong answers.

The point relating t. the additional including
of iron tablets in the pills' packet took a
lead among the points of the advertised message
of the " Packet AD " which respondants could
recall through research thases . However, they
were more successful in Phase II in this

respect
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While the point of the regular daily usse
was the fourth one in order in Phase I, it was
the third one in order in Phase II at
frequencies three times higher than those in

Ph.ase I .

The same applies to the point that the
new pills are oral . "1his point was the third
in order in Phase I whereas it was the fourth
in order in Phase 1l. However, frequencies

almost _Losubled in Phase 11,

Some respondants could recall some points
in Phase I , but could not do so in Phase II,
Those points ( of the " Packet AD * ) included:
that the AD was addressed to physicians and
phasmacists, and that the new pills were

provided by F.O0.I,

On the other hand, some respondants could recall
some points of the " Packet AD " in Phase 11,
but could not do so in Phase I. They included:
that pills are to be used upon consulting a
physician, and that they come in two colours
( the colour of iron tablets being different).

However, these points were recorded at low
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frequencies in both cases .

Findings of research in Phase IT exclusively
witnessed the appearance of some wrong points
attributed to the " Packet AD " due to confusion
on the part of some respondants between different
advertiscd messages on the new pills such as the
" Conference AD " on ©''Vo , the radio AD, and

the newspapers AD .

Newspapers AD :

a- Dirvect AD in newspapers and magazines ( the

Pnoto AD " ) :

Respondants were relatively more successful
in recalling the points of the content of the
advertised message in magazines in Fthase 1I
than they were in Phase I .

The point on the advantages of the pills
in the newspaper AD took lead throughout the

phases of research

The points that the AD included a picture
of a pill- packet and that the AD showed a lady,
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came simultaneasuly second in phase 1I, whereas

in phase I the one came third and the other

fourth .

The point that the new pills additionally
included iron tablets came third in phase 1l of
research with few more frequencies, whereas it came

seventh in phase 1.

In phase L , some respondants could recall
few other points of the advertised messages, such
as : Lthst the AD dealt with instructions of intake,
that it was a call by F.0.F. for using those
pills . This , however, was not possible for
respon&ants to do in phase II.

Phase II findings exclusively witnessed ' the
ability of few respondants to recall some of the
components of the advertised message which were
not recalled in phase I , such as: that the new
pills were suitable for ladies who stopped pill~
intake and that they were to be used dally on

a repgular basis .

e point that the AD showed a photo of a
lady holding a pill- packet took a lead in magazine

AD throughout research phases . lowever, some



- 207 =

respendants added , in phase 1I, that the lady

looked happy .

In phase II, few respondants could recall
some components of the advertised message which
they had not been able to recall in phase I ,
such as ¢ that the AD showed that the pill-
paclket additionally contained iron tablets and
that 1t dealt witn the advantages of the new

pills .

The Indirect AD in Newspapers and Magazines

( Article AD ) :

In phase II, r¢spondonts were able to

perceive and recall the AD under question , whereas

most of respondants failed to do so in phase I.

Radio :

Respcndants who listened to the AD on the
new pills on radio were able , in phase II, to
recall some of its components in a better way
than 1t was in phase I ; so much so that few
respondants were ahle to recall some of the -
components in the very words used in the AD

itself o
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Advertising lMedia Considered [ost Effective in

Delivery of Advertised liessage

Throughout the phases of research , T.V .
continued Lo be the most effective advertising medium
in conveying the advertised message « However, the
percentage recorded 1n this regard was highexr in

phase 1L tnan in Fhase 1T,

llagazines were the medium considered least
effective 1n conveying such a message in phase II,
whercas radio was so termed in phase I, In this
recard , individual and plural contacts counted for
marginz L percentsges o However, they were more
present in prhase II than in phase 1 . This is shown

in the following Diogram @
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Prase 1

Diagram 3

Sources of Learning of the New Pills through

Pluzses- of Research

A comparison is held , hereunder, between

phase 1 and Phase 1L with regard to each of the

AD's under question

The ¥ Packket AD " on T.V.:

- The " Packet AD " watching percentage reached

95.6 % in phase Ll tnroughout the governorates
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covered by research against 62.5 % in phase I

- The best time to watch the " Packet AD " was :
the time preceeding the Arabic drama series, in
both phases of research . A relatively lower
watching percentage was recorded at mid~day in

nil
phase II against/in pheco I,

- In phase II, the percentage of respoﬁhants who
were impressed. by +the ' packet AD " reached 92 %
throughout the govermorates covered by research,

against 91,9 % in phase I .

- The design of the packet was the most attractive
aspect of the AD under question in both phases

at almost equal frequencies .

- In both phases , few respondants stated that they
had been most unhappy with the inattractiﬁeness of

the " Packet AD " as it did not include music orx

singing .

Reasons given by some respondants for being
unimpressed by the " Packet AD " through the Phases of
research included : that it was addressed enly for
physicians and wisrmzclsts , or that a respondant was,
ab initio, disinterested in the issue because, for

exanple , she does not use pills as a contraceptive.
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In Phase II, noteworthy given by some respondants
included: that when they started using pills they
discovered thnt the packet cortained some instructions
other than those explsined in the AD , a fact that

rendered them upprehensive of using those pills,

2 Hewspapers

In thase II; The " packet AD " in newspapers
took lead awonf; the AD's fgvoured most by respondants
who saw the " Fucket AD " in newspapers, whereas the
" Packet Ficture 2D " in magazines wvas favoured most by
respondants in Fhase I , as shown by the following

Diggrams

444 1 %
Photo AD in

75 %

Photo AD in

Photo AD in Hagasines 32,4 %
Newspapers Photo LD in
llagazines

Prase II
Diagram

Q

Comparison of preference of the " Packet AD " in Newspapers
with the " Packet Picture AD " in llagazines Through Phases of
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The " Packet picture AD " published in the
Daily " AL -~ Ahram " was the one most read

in Phacse II, whereas the AD published in
the Vieekly " Akhbar - el - Yom " was the

one moist read in Phase I o

Respondants were iupresced most through both

rhases of research by the way the " Packet
picture AD " was presented , then came the
lact that 1t could easily call attention

owing to its size .

It may be noted thet 8l.1 % of those respondants
who saw the " DPacket picture AD " in
newsprpers in Phase IT felt impressed by it

against 06.7 % in Phase I .

Through phases of research , there has been
consistency in a number of reasons given by

some respondants for being unable to feel impressed
by the ' Packet AD " in newspapers , such as:

that it was unattractive or that it lacked

clarity . In Phase II , some

responcants added other reasons such as :
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that it contained relatlvely less informstion in
comparison with the " Packet AD " on Y.V. and

that it seemed tough .

The " Packet AD " 1in the weekly magazine

" Hawwa'a " continued to enjoy the highest
percentsge of readership amoﬁg those respondants
who resd that 2D in wagazines . The percentages
recorded in thies regard were ©7.6 % and 72.8 %
in Pheses I ond II  respectively o Then came

the " Faclet Picture AD " in the Weekly llapazine
" Atkher Ca'la " despite the fact that it counted

for a lower percentage in Phase 11,

The " Facket AD " in Tabibak AL~ Khas " Magazine
did not enjoy any readership at all in both

Prgses .

The " Packet AD " in magazines enjoyed almost
the some percentage of readership in both Phases
as it counted for 93 % and 92.5 % in TPhases

I and 1I =zrespectively .

The desiin of tne packet continued to be the prime

factor catching respondants' attention in the

" Photo &#D " din megazines in both Phases .
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In Phase I , few respondants stated other advantages
of thrt AD , which were nol repeated in Phase ll, such
as ¢ the nice colour combination, the prettiness of the

lady holding the packet , and her dress .

In Phase 1lI, some responuants stated other advantages
which , in turn , were not mentioned in rhase 1, such as:
that the smile of the lady in the picture was an indication
that the pills were not harmful, and that the lady loolked

normnal

While those respondants vwho felt unimpressed by the
" Photo AD " in wmapazines, in Phase I, explained that
response in ter.s of the lack of clarity in the AD under
question, respondants give <various reasons for that 1n
rhase II, as they viewed that the lady ( in the AD ) seemed
an Arebian rather than Egyptian, and the inclusion of too

much details under the Photo of the lady holding the

Packet

In both Phases of research , there was a limited
percentage of reading with regard to the " indirect AD "
in newspapers and magazines . However it was higher in

Fhase T 4, l1ecs, 143 % , against 10.8 % in rhase II .
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The majority oi those respondants read thnt ' AD " in

the illustrated Weekly " Haww'a " HIagazine.
3= Radio:
- The AD on the new pills on the Commercial

network of " AL~ Sharq ~ AL- Awsat " has
been the one mare listened to than Ad's on
AL-Sha'ab network . Furthermore, the
percentapge reached 89.9 % in Phase 11

arainst 79.4 % in Phese I

- he " Female Peasant AD " counted for the
hirhest percentage of listening in rhase II,
cowpared with the rest of radio AD's ,
namely, the "™ School Y and " Housewife "

AD's .

- Despite the fact thst Phase 1l witnessed a rise
in the percentage of listening to radio AD,
tne percentage of favouring that AD declined

in Fhase 11 .

- 'ne main reasons given by respondants for being
impressed by the radio AD in Phase I included:
thot it explsined intale instructions, the

way it was presented and that it was easy
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to understand . Some of those reasons were
repeated in Fngse II such as ¢ the way it was
presented and that it was easy to understand,
However, other reasons were given . Those
included ¢ that radio AD was presented in
different forms , the character of the " lady"
who Llooks fresh and seems to be Leading a
happy life, as presented by the AD , and that ,
according to some respondants, the AD looked

vivid and s koo L.

- Some respondants expressed being unimpressed by
the radio AD giving reasons’sucn as ¢ thet it
laclked clarity « JIn Phase II, other respondants
gave reasons such as: that 1t seemed
exaggerating , that it takes too much time, and

that it was found unattractive .

Camparabillty of Advertising Medig :

In both Phages of research , the " Packet AD " on T.V.
coatinued to be the most favoured one with a higher percentage
of preference in Phase II, where as the " indirect AD " in
newspipers was the least favoured one, not to speak of the
fact thuet the'indirect AD " in newspapers and magazines recieved
no preference at# all in Phase II, as shown by the following

Diagram:
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The Paclket The‘Photo Theph?ﬁo Indirect Radio Indirect
AD on AD in News- AD 1in AD in AD AD in
Vo bapers Magazines Newspapers Magazines

Diagram 5

Camparability of preference of different AD's in Different

Advertising ledia through Phases of Research .

As for the main reasons given by respondants for prefering

the " Packet AD " on T.V. in both Phases of research , the

reason that it was audeo —Visual ook lead in Phase II while

it had come fourth in Phase I « " The way the AD was
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presented " webtreated from the lead in Phase I to come
third in Phase II, simultaneously with " the clarity of

the AD " +that had come second ir Phgse I

IV- Respondants ' Attitudes towards using " NOEi{INEST Fe"

Pills :

It hns been noticed that satisfaction with

" NOFLUINEST " pills on the part of respondants
witnessed a decline in Phase II, compared to

Phare I , both in individual governorstes and
thirough the entire field of research . In

return , dissatisfaction with the new pills

was recorded higher in Phase II both in individual
governorates and through the entire field of

research , as shown by the following Diagrams
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Satisfaction Attitude —

% dissatisfaction Attitude - - -
Phase I O
Phase I1 @
584 5% 564 3%
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| ' | | | | I |
AR R T L ' ! ‘
The entiroe Greater Delta Assyout

field of Cairo

Reseurch

Diagram 6

Satisfaction and Dicsatisfaction Attitudes
Through Phases of Research and Through the Entire
Tield of Research and in Individual

Governorates

The main reason given by respondants for being

satisfied with the new pills in both Phases was " that they
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additionally combined iron tablets, then came the reason
that they hnd minor side~ effects, that they are a good
controceptive ( third in Phase I, fifth in Phase I,

third in Phase II ).

Some reasons , which had been given in Phase I,
were not wmentioned in Phase II . Those included * that
the new pills were accepted by physicians at the
conference , that tiey were better than the I.U.D. , that
they were to be talen dally on a regular basis with no

chance for fougetting.

Reasons given only in Phase II included: that the
pills under question were new, thus avoiding
shortcomings of previous brands , that they contained
a lower percentsge of hormones iy other brands, and

that the paclict wos to keep them away from microbes.

The medn Justification given by those respondants
who expresscd dicsatisfoction with the new pills through
both Phases of research , was that they had not tried
those pills before , hence their inability to judge
themo Then followed the Justification , also in both
Phases, th-t use of , or adviseability of using , the
new pills depend upea phaysicians ' consultatlion., These
are logical reasons thnt cannot be construed as attributing

any shorteomings to the pills themselves,
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In both Phases, few respondsnts gave some other
reasons that applied to pills in general as a contraceptive
and not specifically to " IIORMINEST ', such as ¢ that
a respondant considers pills a harmful contraceptive
with side~ effects and that she prefers using the

I.U.D,

Fespondants who stated that the new br nd was
better tlan otlliecr brands counted for 62.3 %‘in Phase II

against 5%.1 % in Phase I .

The wmoin adventages of the new pills , from the
points of vinaw of respondants through Phases of research,
included: thot they additionally combined iron tablets,
thet bley liwe minor side- effects, thet it is easy to
use , »nd the desipgn of the packet . LIn rhase 1l , some
respondants added other adventepes such as ¢ that the
new pills make a lady feel fresh , the low percentage of
bormones in the new pills . This reflects the fact that
some respond:nts werc under the impact of new AD's

presented through rodio in new forms .

V- Correlntion between Exposurs to Various Advertising

Media and the Demographic characteristics of Respondants:

1- Correlation between Exposure to Advertising

Jdedia and Age

- Comparison of the findings of the two Phases
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of reseaxrch shown some bagic diffcerences as

has
well as rocomhlances .

Basic differences included that : most of

the sa:pled respondants in Phase II do read
newspapers while most of those in Phgse I do

rot , illiterate excluded in both cases .

It has been fouud out thot the age — category
of 27 - below %1 vyears counted for the highest
percentr e of  listening to radio in FPhase I,
while in Phase Il the age - category of 24 below

%

27 vears did,

Vnile the sce category of 31 - 35 years
encompassed the highest percentege cof those who
do not lister to radio , in Phase I , the uge-
category of 31 =35 yeacs took lead 1in this regard

in Phase 11,

rescmblances included 3
That in both phases , & good percentage of
respondents do read both newspapers and magazines.
In this regard, the age ~ category of 31 =35 years
took lead .
The zge - category of 24 - below 27 years counted

for tlLe highest percentage of those respondants
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who read only newspapers, in both FPhases .

- Most of those respondants who never watch Ta.V.

arc within the age -~ category of 31 - 35 years.

2~ Correlation between exposure to advertising media and

Worlks:

The findings of the analysis , in both phases
have shown a ¢ood deal of consistency to the effect that
non- worker respondants were exposed most to T.V. , then
to radio, then to newspapers . IEmployees were most
expocedto T.V. , then newspapers then to radio .
Professionsils were most expos.:l to T.Ve. , then to
newspapers, then to radio . Iabour respondsnts ( ns a
sub -~ catepory of professionnls , were relative. .ilfferent.
In phase I , this sub~ category was most exp. . to
7.V. , then to radio , then to newspapers , whe: s in

Phase II, 1% was T.V. , then newspapers, then radio .

3— Correlation between exposare to advertising media with

educational level :

The findings of the analysis , through phases of
research , hove shown some aspects of consistency as

well 2s some otlier aspects of inconsistency o

The msin aspects of consistency included 3
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the appearance , in voth phases, of a good percentage
of respondanrts who never read newspapers despite the

fact that t ey wre not illiterate ;

that graduates came second in order among those who

read newspapers in both phases ;

the high percentage of non- watching of T.V. among the
illiterate respondants in both phecses, the variation

in percentsyc from phase 1 to phase Ll notwithstanding.

The main aspects of inconsistency included:

that wost oi those who listen to rnadio , i1n phase I, were
those who only read and write, then followed , with a
narrov gap , the below -~ intermediate Llevel respondants
whereas intermediate - level respondants took lead in

phase Ll in this respect .

that the snalysis has shown , in phase I, a reverse
correlation , oftenly , between exposure to T.V, and
the educationsl level . However , that was not the
case with illiterate respondants . A reverse
correlation was also established between exposure to
newspapers and the educational level . Yet , that
reverse correlation was relatively less striking in

phase IIl.
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VI- Corretation between Source of Knowledge zbout the

New pills and Exposure to Advertising HMedia ¢

The findings of the analysis , through phases of
Tesearch , were consistence as to the concrete correlation
between a given source of kmowledge and the exposure to that
source as an advertising medium . 'hose who knew about the
new pilils through T.V. in both phases were the most

expoced to various cdvertising media

1t alsc nns becn established thst those who knew zbout
the ncw pills throupgh o given source are always, or oftently,
- eXposed to numerous sources . 1lost of those who lmew about
the new pills through newspapers, for instance , do listen
o radio and waten 'V, fost of those who kmew about the
new pllls through redio do read newspapers and magazines

and always watch T.V.

The correlation between obtaining knowledge and the
continious exposure to such a source has 81lso been
establisned . All those who Iknew aboul the new pills through
mapgazines , for instance sy do read newspapers sand nagazines,

and most of them listen to redio and wateh oV,

Vil= Correlntion between preference of ¢y given AD in Various

Advertising 'ledia and the Demographic charscteristics:

The analysis hos y to a great extent, shown inconsistency

in the findings related to the correlation between preference
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of a given £D ond the demographic characteristics. Most of
those who gave preference in favour of the ™ Pac et AD "
in phrse I , for instence , were in the age - category of
3] - 25 ycars . That was consistent with the findings of
the analysis in phase II as « But chéracteristics
differed , as those in phase I were non - workers at

intermediate level , while in phagse II they were employees

at above - intermediate level .

In phase I , no prefercnce was attributed to the
radio AD's , whereas some respondants expressed prelerring
that AD in phasc IL. It may be noteworthy here that
coincided, to & sreat extent , with the change in the forus

in which thoue &D were presented in phase Il.

VIII- Corrvelation between satisfaction with " NORIINEET e

pills and the Demogravhic characteristics of

Respendants

Campsrison of the findings of analysis , with regard
to age through phases of research , has shown a substantial
inconsistence . In phese I , the age -~ category of 24 -
below 27 years took a lead among the sampled age - categories
with regerd to satisfaction with the new pills , whereas a
substantially ligh percentsge of dissatisfaction within

the age - category of 21 - 35 years .



The f{indines of the analysis hnis shovm consistency as
regards the iupnct of work as avariable upon the degree
of satisrrction with the nmew pills . A high percentage
of the sampled worler - respoandants in both phases
expressed satisfuction with the new pills « However ,

a consldsrable percentapge of discatisfaoction was also

recorded within the same catepgory in both phases .

The findin; s relsted to thie impact of educntional
level upon the degree of satisfection with the new pills
through phuges of study hove not shown consistency « The
above- interncdiate level respondants counted for the
highest pexrcentage of satisfaction in phose I, whereas
the helow - intermediate and intermedinte level
respondants ¢ountecd fur the highest percentage of

satisrfacvion i phose IT.

IX- Corielrticn between satisfazction with the New pills

and Sourcvs of lmowledge thereabout @

Trhe findings of the gnalysis through phases of
research hnve shown consistency in that those who lnew
about the new nills through T.V. counted for the loweét
percentare of satisfaction with them, despite *the fect
thet ?.V. wos the source no. 1  through which respondants

bel s

came to lmow about the new pills . That gives an indication



- 223. =

that T.V. 15 a source of information rather than porsuafion

as many females do watch L.V. just for intertainment.

Cn the other hsnd , those who knew about the new
pills through radio and mapgazines counted for a high
percentnpe ol cntisfection with the new pills in phase I.
That wes , to a preat cxtent , ‘consistent with the findings
of sunlyeis in yplese IT ns  those who knew about the new
pills througlr noewshhlels and redio counted for a high

percentoge oi setisfectlon with them.

L~ Correle Licn bebween satisfaction with the New pills

and the contraceptive preferred by Respondants:

Pre Tindinss of the analysis have shown consistency
through phascs of research in e considerable positive
correlntion between the satisfaction on the part of
respondants with WNORMINEZ® v pills and their preference
of oral pills as a contraceptive . It has also chown
a

a high percento e of discatistaction with the new pills

among those recpondants who prefer I.U.D. as a contraceptives

2 - Finding Relsted to Secondary Reseaxrch

Objectives

1- The Deprec of Awarness on the part of Kespondants of

7.0.0e snd thelr Activies 3
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- Those respondants who were aware of F.0.F. counted
for 75.8 % of the total number of sampled
respondants in phase II 2 gainst 67.3 % in phase
I,

The order of importance of sources of knowledge
about F.0.ls in both phages showed a good deal
of consistency , as shovn by the following

Diagrana :

Percentage
% | Phase I ‘
100 et
7% % Phase 1I ‘
80 = '
: 70 5/0
50
40
10. 3% 6. 3% Source of
20 e 4ol 5%
9.2% |72 535177 2.1% - 1.8% kno
-t AR o L0 wledge
| TV 2 “Pem c
F.O.T
T.Ve. Radio Newspapers Road
AD'S Seminars
Diagram 7

A Couparison between phases of Research in

terms of Degree of Knowledice «lout ¥.0.F.
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Among tlhose respondants who confirmed that they

lmew about TF.0.T 4 the percentage of these recpondants
who failed to identify the activities of F.0.T,
declined to 9.7 % din phase II against 14.2 % in

phase L .

The pevcentsre of those respondants who were aware
of methods provided by F.0.F. rose to 69.2 % in

phase IT &painst &4 9% in phase I »

I.U.D. continucd to be the most well - known
methiod provided by 7.0.F. through phases of
researcnh . llowever, the percentage recorded

ip this regard declined in phgse II . " Aman "
foam tablets came second in phase I, third in phase
iT , while " NCHIDIEST " pills came second

order in phase Il

The percentage of those respondants who
use F.0.F, - provided methods, among those
vho know F.CeFo declined in phase I1I, as shown

by the following diagram .
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Use F.0.T do not use
0

48,5 %
do not use

methods |\, . Os T

454 %

Fe O & T, uce IF.QC.I

methods

methods

metheds

Phase I Phase II

Diagram 8

Comparison between phases of Lesearch in terms

of the Volume of use of F.0.F. Provided Methods.

- I.U.D. continued to be the method No. 1 used by
respondants , among F.O.F. - provided methods,

through phases of research , followed by foam tehHhiots

" Aman v .,

The percentuge of those who were not aware of
clinice run by F.0.F. showed only & narrow gap between

both phases ( 76.8 % in phase II against 75.2 % in
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phase I ) . This was also true in the case of
the percentsge of clientship of those clinics among
respondants who were aware of them ( 12.6 % in

phase II against 15.3 % in phase I ).

'he Degree of Respondants! Awareness of Family

planning i‘¢thods in Gieneral :

~  Through phases of research , oral pills continued
to be the contraceptive most well-~ knmown by the

sampled respondants , followed by I.U.D.

- T.v,., continued to be the main :iource of kmowledge
for respondants on contraceptives in general .
It counted 41.1 % of the entlre amalgam of
sources in phase Ll against 35.4 % in phase I,
followed by the neighbour or cclleague at L34 %

in phase II against 14 % in phase I .

- In phase II, those who lmew about family planning
methods through physicigns and pharmacists counted
for 905 % and 2.3 % against 8.4 % and 0.5 %

respectively in phase I .

- The findings of the research showed consistency
through both phases in thot a majority of the
sampled respondants are currently using

contraceptives . However, the precentage
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recorded in their regnrd througnout the
governorztes covered by the preseht research
declined to 58 % in phase 11 against 64 % in
pisse I . Those who stopped using contraceptives
counted for & % in phase II against 7.8 % in

phase I , thus showing a slight increase .

Oral pills continued to be the contraceptive
that counted for the highest percentage of use
amons respondante in both phases, tollowed by

Iqul).

Also oral pills continued to be the contraceptive
that counted for the highest percentage of
respondants who stopped using contraceptives,

also followed by I.U.D.

Phe findings of the analysis through phases of
research have shown a consistenty in the positive
tendency among respondants , who currently do

not, use contraceptiveé , to use such methods

in future . However, tne percentage recorded

in this regord showed sane decline ( 82.5 % in
phace 11 opainst 88.%% in phase I Do

Oral pills took a lead among cont: ~ceptives which
respondants intend to use in future, in both

phases of research .
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Views of Targets on Family Planning:

Through phases of research , the findings of the
analysis have shown consistency in that a

me jority of the sampled respondants were aware
of an over~ population problem in Egypt with
only a narrow gap between the phases of research

( 96.5 % 1n phase 11 against 9649 % * in phase 1),

A concaderable degree of consistency was also
established as repards the exposure of those

respondsnts , who were aware of an overe—

popul: tion problem in Egypt, to adverising

media ~( 9.7 % ol those always exposed to T.V.
in phnse Ll against €9.6 % 1in phase L 3 68 %
of thore always exposed to radio. in phase LI

against 5Y¢ L % 1in phase I 3 and 6l.1 % of
those who rezd newspapers in phase II against

58.1 % in prase I ).

The rindings of research have shown inconsistency
as regords the degree of awareness of an over-—
popul:tion problem among Various age - categories
and work - categories , whereas they have shown
a consistency in terms of positive impact of
educational level on such an awareness . The

age ~ categury of 24 - below 27 yoars counted

ror tne highest percentage of awareness of an
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over- jjopulation pioblem in phase I , whereas
the age - category of 31 -35 years took a lead
in thelr regard in phase Ll . Crattswomen and
female a@mployees were the cqtegorles'most
aware of such a problem in phase 1 , where as
protessionals took a lead 1h thls regard in

phage 1L .

In both phases, educational level has not

shown a considerable effect in thils regard.

Family planmning continued to be the most prevalling
solution suggested to face the over— population

problem from the points ot view of respondants

in both phaces of resesrch . However the

percentage recorded in this regard showed tlic same
decline in phase II, 64.3 % against 71 % in

phase I.

Consistency was also shown in the order of
importance with regard to other solutions

suggested by respondants to face that problem.

Through phases of research a positive correlation

wuS noticed between suggesting family planning
as a solution to the over- population problem by
respondants and their continuous exposure to
advertising media « Also a generally positive

correlstion was noticed between respondants ability
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to suggest solutions to that problem and thelr vontinuous

exposure to advertising media o

- There has been some decline in the percentage of those
respondants who felt satisfied with the number
of children they already had ard , hence , the
absence of tendency on their part to have more
children , in phase II . Hoﬁever, this attitude
renmcined prevalent as shown by the following

Diagram :

40 % 60 % 43.6 5604 %
intend to satlisiied intend to Satisficd
hive more | with the have more with the

o numbe r
children or number of chiildren or T o

children they

leave it ciiildren leave 1t to

God's will

to God's they have
will

Thase I phase IT
Diagram 9

Attitudes of Respondants towards having iiore

children in Future Through Phages of Research.
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Through phases of research , the [indings of the
analysis hoave shovn consistency in the absence
of a considerable positive correlstion between

exposure to advertising media and the intention

to huve more children in future .

A pocitive correlation between age and the
intention to have more children in future has
been found consistent in the findings of

analysic . The elder a respondant was the less

she thouzht of having more children in future .

There was a consistencya s to the limited effect
of worl: s a variable on the intention to have
more chlidren in future . The same was true in
the cace of the effect of educational level

throuph phases of research .
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The adverticcment campaign , in both its waves, proved
effective to a good externt . This was proved by the
findings of the analysis, particularly in phase II
of the resesrch + The awarenecss of respondants of the
product sought to be probagated, nanely, "oV TULST
FILISY rnd its ripht brsnd, has increased. Alco
thelr percoption of the content of the advertised
messace ond its components increased « In  phase 1T
of the rescarch , wozt of tle sampled respondants
successiully recalled there components in clearex

vay ¢nd tict wes true with regard to advertiseanent

in variocus gdvertising media

The rescrrch hes proved tnat TWVe , as a mass
adverticing medium, was the most effective among such
media in terws of presenting an ndvertised message .
iloost of rcupondants ore exposed to it. It alco has
been their main source of information aboutl the
nroduct sousht to be probagdﬁed, nomely " NOLIINEET Fe",

snd ol their information about F.O0.TF. that provides
such pills and about contraceptives . Nevertheless,
it lLre been estoblished that P .Ve has reletively been
less able to perspade and affect , in comparison with
other muus media ( r=dio , newspapers ... ) and

individual contects ( neighbour, rfriend or relative).



In the same vein, it has been established the fact
that T.V. 1s angudeo —Vvisual medium hss been the
main frcior for impressing respondants through

the " TIaclket AD " in both phases of research .

The analysis has shown thot some variables
hive hos o great impact on the degree cf feeling
impressed on the purt of respondants by the
advertiserent campsign or by a certain AD the vein,

on their belief , in principle,,in the idea of
family pl-nning , their preference of pills as g
contracentive, their confidence th:st the z.vertised
pills h~d been accepted by physicians and
consolidabtod throuph research nnd ctudies the
aoriousness of the manner in which an AD is
presented and its naturasl and smooth taste and
finally the adoption in the AD of a style that cannot
be easily uunderstood by children, for some AD's

on contrg.eptives are easily understood by children,

thus causing embarrassmeni Lo mothers.

Despite a decline in satisfaction with "NORMINEST "
pilis in phase II of the r.search , a good
percentuge of respondalivs explained that in terms
of theilr inability to Jjudge the new pills as they

had not tried them., This seems logical . Alsu-it
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hes been noticed th t satisfaction with "G LHELTY
pills was positively correlated with an asb- initio

satisioction with pills as a contraceptive and that
those who prefer vsing I.,U.D.s hove not expressed

satlisfrct on with " LOK ILEST " pills.

Thuas, we crnuot say thrt the advertisemnent
camp:-ign wio not effective enough to per:uade

resvondiants to uce the new pills.

The ~nulyzis has proved thut omphasis on the fact
that the new pill- packet additionslly contained

lron = L.blety who one ci' Lo Lrelord Lhinl
encour:rad respondants to prefer the new brond

OUCE L Fe My, 2s muny respondonts complained
theat othoer bronds Lad cavsed fatigue to ladies who
hed used vhem o Furtherwore, the decign of the new
p:citet woo one of tne advantages of the new product.
Aleo respondr-nts felt impresced by the fronlmess of
the advertisement campoipn as it admitted that, 1like
other bronds , the new pills hi-d sowe side effects,
albeit minor in comparison wit: other brands . It

-

did not deny thet et &

Ul appear:nce of the lady in the AD's on the

new pills in newspapers and radio ( in the second
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adverticcenment wave ), looking fresh and smiling,
had a favoursble dmpact on respondants, <o, much
86 thot core of them sald that proved that the new

pills were not harmful,

The l'indings of analysis have shown the poor effect

ol demopraphic characteristics ( age , work,
educational level ) on the degree of satisfaction

with the new pilles o Despite the fract that phase I

ol the¢ recwirenr had shown a positive correlation
between usnsiefaction with the pills ond age, the

same ccuiv not be completely reconfirmed in phase 11,
thus malzivy, 1t difficult to generalise the attitude
concluded in phase I .

The analysis hes showm thet , mony times respondants
confuced up the contents of different advertised
meguages on frily plenning methodey They confused

up tre mecorges origin: ting from the State Information
S¢rvice, those ovginating from F.O0.F. and the
contents of the various messages on tho product itself,
FFor instrnce, there hss been a confusion between the
xtvertised mese~ge of the " Packet AD " on T.V. and
the " coni'crence D ™ nlso on T.V. , a position that
hag to be rectified through proper steps , especially

when cdvertisement compaigns are probagating a
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certain nrcduct rether than the very idea of

family plsnning.

8-  The resenrclh hrs proved that the adoption of an open-
style rdverlisement on the new pills and the use of
techniques ond methods of attraction such as
Ve le s and dramatic performance. were more elilective
than the adoption of an indirect style bosed on more
citing , « T ct thrt wes confirmed by tie inability of
respond:nte Lo feel impresced by the articl.s
publishcd i newspapers ond mugazince, ag tie latter

were Loo0kew upon by respondants as unaltractive.

S~  The reczearch has also revealed thot repetition and
divevod ool yere effective fretors that helped
thie adverlicement canpaign under question succeeds
The repetition of publishing ox broadcasting /
velecusting the AD's on the new pills had a great
favour:ble effect on the success of the campzigne
Diversirication of the advertising media used
( 1V. , radio and newspapers ) and technical
torms used realised a grester effectiveness to

both waves of the advertisement cawmpaign.

L0~ e research hrs proved that the selection of a

suitable. tining for broadcasting/telecasting the



AD's on pills ( particularly the time preceeding
the Arabic drama series ) was very much effective.
Also the selection of the Weekly issues of

" AL-ihram " and " Akhbar ~ el -~ Yom" was a
successrful one as these two newspapers enjoy the
frectest readership o lience , the grester chance
th:.t tarpets would read &D's published in both

Newspapers .

In the seme vein, presenting some 5D's tnrough
certain nmedia was net successful due Lo the
lack of cxposure of respondonts to those medig

such #3 " Tablbak £L- Khas " lMagazine for example.

Finally , we can cay thaot the advertisement
campoign on M NORMINEST Fe " new pills wes successful to
a great extent . Lts salient features are briefly given

hereunder :

. the clarity of the idea, and the gccess to

it by targets on a wide scale ;

. emphasising the advantages of the product
in a way that enabled targets to easily
perceilve then ;
. the new style of the various AD, namely, the
" Conference AD ", the AD's on radio, and the

newspapers ' AD's
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the inclusion in the AD of sufficient

information on the product ;

the credibility and frankness of the advertised

neseage

repetition with diversification;

the almbst precise inftormation given in the
advertised mescoages

making uge of the characteristics of each
sdvexrtising medium g

However, shortcomain

gs in this campaign may be summed

up as follows :

some of the presented advertised message were

unnecessarily long;

some educational levels found certain AD's
difficult to understand, purticularly the
1"

conterence AD " and the indirect AD's in

newspapers o

tlie impression sometimes on the part of some
respondants that certain advertised messages were
exaggerated , porticularly the " conference

LD " and the AD's on radio.

some respondsnts sometimes turned away from an AD

as the latter laid emphasis on talking about

physiclans and pharmacists ( as in the case of
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the " Packet AD * on T.Ve ) or laid
emphgsis on the necessity to consult g
physician , fact thot has side - effects

though positive and honest ; and

The lack of clarity in some advertising

nedia .
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