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Problem and Methodology
 

at measuring the
 The present research aims 


campaign organized
of an advertisement
effectiveness 

future Societ-y


out by the Family of the 

and carried 


in the field
a new product

( F.O.F. ) to probagate 


, a new kind 
of family planning and contraceptives 

" NOIRPllEST FE." 
of oral pills under the brand 

out
been carried
has 


and
 
The present researcn 


an effectiveness
to assess such
with a view 


cnanges obtaining in
 
to describe the corresponding 


new brand
 
the course of the distribution of this 


may be made
 so that the findings
of oxal pills 


future campaigns

use of in planning for 


Research Objectives
 

Mlain Obective :
 

the advertisement
To assess the effectiveness of 


campaign under question through analysins 
and co-relating
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its findings on the basis of an objective criterion, i.e., the 

content of the very campaign and to which extent such a content 

was successfully communicated to the targeted sample. 

Detailed Research Objectives:
 

1- to assess the awareness of the 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 ; 

4- 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 attitudes of females towards 

using oral pills; 



4- to asses the role played by opinion 
leaders;
 

and
 

and
 
5- to asses the degree of awareness 

of F.O.F. 

their activities by the tareeted sample.
 

Research Steps and Methodology:
 

To realise the objectives of the present 
research,
 

studies " has been 
the type of research known as " tracking 

adopted. 

the methods used in handlingoneTracking Study is of 

implies the
 
the problems of development and change. 

It 


carrying out of a number of successive 
studies at regular
 

same group of individuals or on similar
 intervals on the 


groups over a certain period.
 

The present research is phased up 
into two parts, The
 

are
 
first one was carried out while the 

first advertisement 


done in
In that phase, field work was 
was in progress. 

the second half of May 1984 • The 
second phase was to be 

, i.e , three months after the 
synchorous with the second wave 


Field work of this phase
conclusion of the first wave • 


in the first week of $eptember
staxted 


the means of data- collection
 
Questionnaire was 


for this puxpose. 



Following is a quick glance at the steps of the
 

development 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 a 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 forms Then questions were divided up into
 

two categories;
 

a) 	 OpeL - 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 an
 

alternative or a group of alternatives.
 

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

and experimentally, through: 

A discussion of the questionnaire amongx 


the research team and the consultants;
 

x 	 A discussion of the questionnaire with those
 

who are in charge of the Research Department
 

under F.O.F. 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 composed. 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 CQT2!-ying out a pretest of a limited sample of
 

cases ( respondants) that consisted of 24
 

It was made sure, while selecting
respondants. 

this limited sample, that it was 

representative of the whole sample. It was also 

account it should representtaken into that 

the different educational levels so as to
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find out how simple the questions included 

in the questionnair:e were. The limited 

sample also covered all the age categories 

within the ago var.,, under question ( females 

between 24 and 35 years ) so as to identify
 

how far the respondants perceived the
 

questions, 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 collect data, remarks and 

comments on all the aspects of the qvestionnaire
 

in form and content . 

5-	 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;
 

6-	 Training the female researchers who would apply
 

the questionnaire, and briefing them on how to
 

fill in the forms, before starting the field
 

work. This waa corresponded with the
 

preparation of a guide of the procedural
 

difinitions as well as instructions that would
 

help the female researchers in the course of
 

field 	work.
 

7-	 The application of the questionnaire during the
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1984 ; and 
period May 15 through the end of May 

Carrying out a consistency test • A :vandom8-


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 cases from
 

) was collected.and AL- Mahalla AL- KobraMansoura 

Then other researchers once again filled 
in forms
 

which had been filled in by the same 
responwants.
 

which came a week after the starting 
of
 

That step, 


was taken through an exchange of
 field work, 


positions among the researchers.
 

studied and the technique
of the community to beDetermination 

of Sampling: 

between 24 and
under study consists of females

The community 

35 years, an age period which 
comes right in the middle of
 

.
 , ioe.? 15-45 yearsfertility age 


selected in a way that geographically
The sample was 


represents a community covering three 
areat, namely, greater
 

Egypt and Upper Egypt
Cairo, lower 

of research 
It was agreed with the officers in charge 

that the sample volume would be 500 components
under F.O.F, 


into two equal parts
 
through out the three areas, divided 

up 

each corresponding to a phase of 
the research. 150 components
 

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


area of Giza Governorate ),
a mixedDokki ( representing 



Sayeda Zeinab ( representing a common Locality of Cairo 

Governorate ), and Qalyoub ( represanting a rural area of 

Qalyoubiya Govexnorate ) on the basis of 50 components from 

each . In Lower Egypt a 75 - component sample was sorted out 

from each of Mansoura and AL-Mahalla AL - Kobra where as 150 

components were sorted out from Assyout ( representakng 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 social
 

standard, and the other representing a relatively
 

high economic and social standard. Details are as
 

follows :
 

x 	 Greater Cairo: 

a-	 Sayeda Zeinab: 

x 	 AL- Darb AL- Gadeed locality and its side

streets ( Sweigat- al- Lala, AL- Darb 

Al- Gad@,d St., Sweigat Al- Sabba'een, and 

Qawaweer). 

x Al-Ainy locality and its side - streets 

( Al- Saba'a Saggayat, AL-- Sadd A1-Barrani, 

Workers Quarters of Abi-.il-Reesh, Eastern 

side of Qasr AL- Ainy St. ) 



B- Dokki; 

Okasha, A'amer, Rafa'a,
 x Al-Mesaha locality ( 

Rushdan, and Al- Tahreer). 

Ahmed Al-ZayyatBein A1-Sarayat locality (
x 

St. , Al Sukkaxi, Al- Wakeel, and Oueis). 

C- Qalyoub: 

Yahya St., Al0umara'a
Sidi Al- Ra'ai, Sidi Haib, 


Saeed Pasha St., and 10 Ramadan 
St.).


St., 


x • Assyout:
 

Al- Hamra Area ( representing the lower
 -

Social and economic standard) 
. 

- representing the 
- Alexan & Qulta Area 

Social and economic standard).higher 

x Lower Egypt: 

a- Mansoura:
 

Judeila locality ( Jami'e Al- Kholi) and
 
-

- stzeets ( Madxasat Jazeerat
its side 


Ezbet Ali, Jami'e Al- Kholi
 
Al - Ward St., 

Shaheed Abd-el Mone'm RiyadSt., and Al -

St. 

- streets

Torail locality and its side 

( Talat Harb, Rizgallah housing 
Scheme, Botari 

St., Mukhtar Al - Misvi, and Ali bin Abi 

Taleb). 



b-	 Al- Mahalla Al- Kobra: 

x Ezbet El - Gomhouriya
 

x 	 Shukri El- Quwatli 

2-	 A regular random selection of houses : it was agreed 

that a survey of all the houses of the locality under 

question should be made, then the total number of 

houses by the volume of the sample of each area. The 

result would be the regular difference between two 

components. The first house was selected through the 

simple random selection and it was agreed that the 

researchear would apply the questionnaire to only one
 

respondant in each house . A respondant had to be 

chosen according to age categoxies, i.e.,:
 

1St 	 catogory: from 24 to below 27 years.
 

*
2td 	category: from 27 to below 31 years 


.
3xd 	category; 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 there by, That 

led to the conclusion that there was still a need for 

some additions . They were duly made by the 

researchers , 

2-	 Initial tabling of questionnaires, including the open

ended questions$ was carried out 



-19 

was3- A plan for statistical analysis 

basic of seeking correlationsthedeveloped on 

and variables.between characteristics 

4- That was followved by typifying and
 

the data , developing the
cateCorisinG 

tablesbasic tables, cowrelntion 

relsting to the correlation between 

e7cposition to advertising, media and the 

and the 
demographic characteristics, 

to advertisingbetween expositioncormelation 

demographic characteristics,media and the 


between the
and the correlation 

of the newawarenessc],aractevistics, 

source of Knowledge, all
pills and the 

statistical analysisaccording to the 

plan
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PART ONE 

I OFFIIIDIEGS OF P14ASE 

BasicI - FindinLs Related to 

Objectives
 

on theof AdvertisementThe Degree of Awareness 


Hfew P.oduct " UOITh1, EST Fe "
 

The analysis has shown that most 
of the
 

1-


% of the total number , 76.9respondants 

346 out of 450 respondants).
of xespondants ( 

on the new 
were aware of the advertisement 

product and that they learnt 
about the new
 

in this regard
pills. The highest percentage 

in Delta ( AL-Mahalla and 
was recorded 

i.e., 8 7.3 % while the lowest
Mlmsoura), 

,ie.,recorded in LssyoutpexcentK.e was 

3L.7 % ( Details to be given on table I). 
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2- In the same Vein, the analysis of the data has shown 

that most of the respondants, 65.4 % of the total 

number of those who learnt about the pills under 

question, were aware of the right brand of Tihe pills, 

i.e., NOPJMINEST, and that the percentage of those who 

failed to mention the right brand was as low as 0.6 %. 

The highest percentage of awareness of the right brand 

of the new pills was recorded in Delta ( Al- Mahalla 

and Mansoura) , i.e., 74 % , 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 about the new pills,
 

41.1 	% Li all the governorates covered by the 

research, were aware of the body that provides those 

pills, namely, F.0.F° The highest percentage in this 

regard was recorded in Delta, i.e., 56.5 % while 

the lowest percentage was recorded in Greater Cairo,
 

i.e., 17.4 only . The percentage of those who failed
 

to mention the right name of the body under question,
 

namely, F.O.F., was 7.7 % and the lowest percentage
 

in this regard was recorded in Assyout, i.e., 1% only.
 

( Details to be given on table 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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Pills was perceived 
message relating to " NORY" ESV " 

through all advertising Media , 
to a great extent 

percentage variations betweer various 
Media
 

notwithstanding.
 

It has been found out that mespondants 
could recall
 

a relatively big part of the 
content of such a 

message, percentage variations 
between various Media 

and Magazines )
( T.V., Radio, Nevespapers 

notwithstanding. 

Details are given hereunder:
 

1- T.V.:
 

a- Conference AD : 

% of the total number of respondants 
who 

69.1 


" on T.V: ( 123 
" Conference AD

watched the 


respondants throughout the 
governorates covered
 

AD 
by the present research ) perceived that tho 

under question dealt with 
the instructions related 

14.6 % of 
to the intake of the new 

pills while 


them could not remember 
whether the AD dealt with
 

such instructions o
 

The highest percentage of 
perception was
 

and AL- Mahalla ) at 
in Delta ( Mansourarecorded 

The highest percentage 
of failure to
 

83.6 % . 
Sayeda,
 

remember was recorded in 
Greater Cairo ( 



Dokki, and Qalyoub ) at 19.2 %.
 

65.9 % of the total number of responlrants who
 

watched that AD ( on T.V. 
) perceived that the
 

new pills were to be taken on a regular daily
 

basis . The highest percentage in this regard 

was also recoreded in Delta at 78.3 
o while the
 

lowest percentage was recorded in Assyout at as
 

low as 37.5 % •
 

17.6 % of the total number of those
 

respondants who 
 stated that the AD under question
 

dealt with the period of intake ( 85 respondants 

throughout the governorates covered by the present 

research) stated that the pills were to be intaken
 

daily, 
failing to state a specific period of
 

intake, while 14.1 % stated that pills 
 were to be
 

intaken for 21 days a month. Both answers were
 

wrong.
 

79.7 % of the total number of respondants who
 

watched the AD under question ( on T.V.) perceived 

that the AD dealt with the advantages of the new 

pills. The percentages recorded in this regard 

were : 100 % in Assyout, 80 % in Delta , and 

73.1 % in Greater Cairo. Those who could not
 

remember counted for 13 % of the total number.
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32.4 % stated that the advuntageS of the new pillst
 

as projected by the AD under question, centred
 

around having no side.- effects, 24 % stated that
 

and

the new pills additionally combined iron 


stated that the new pills were suitable
 15.3 % 


for those ladies who used no method before.
 

( Details to be given on table No. 6 ). Other
 

lower percentages as
advantages counted for 


follows :
 

9.6 %
 x Easy to intake 


They are suitable for those ladies
 x 


who stopped intake of pills no less
 

7.4 %
than 3 months. 


They are to be intaken continously
x 


4.4 %
for 28 days 


They do not affect fertility 
2.6 %
 

X 


Resondants succeeded, to a great extent, 
in
 

partially recalling the content of the 
advertised
 

as follows:
" Conference AD " 
message related to the 


1- That the new pills have only limited 
side

39 frequencies.
effects 


That they additionally
2-


21 frequencies .
combine iron 


3- That ' 0PJAINEST" pills
 

are newly introduced in
 

15 frequencies .
the market 




4-	 That they ale suitable for those
 

ladies who used no method before ii 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 affirmded that these pills were good 

for use ; tha)t researches have proved their 

effectiveness ; bhat they are oral ; and that 

they are are suitable for use by those ladies 

who 	stopped pills intake
 

B - The"Packet Ad " : 

- 71.9 % of the total number of those respondents 

who watched the " packet Ab " on T.V ( 334 

iespondants throughout the governorates covered 

by the research ) understood that the advertisement 

under question explained the instructions of 

in'ake -relatedto the new pills . Those who 

failed to remember that accounted for 11.7 %, 

The highest percentage of awareness in this 

regard was also recorded in Delta at 78.4 % while 

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

Cairo at 12.5 % • 

59.5 % of the total number of respondants 

stated that they understood thEt the new 

pills were to be used on a regular daily
 

basis , 6.2 % failed to remember that.
 

The highest percentage of awareness in 

this regard was recorded in Delta at 79.6 % 

while the lowest was recorded in 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 , i.e. , 16.1 % 

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 

xespondants could not remember whether 

that AD indicated such advantages 
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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 wes recorded 

in Greater Cajiro at f3.8 %. 

Right answers on the advantages of the new pills
 

as projected in the " Packet AD " accounted for 

6 7. 2 %-w'ereas a few respondants , 20.3 % , 

stateid some advantages which were not dealt with 

in that AD . 

Right answers included that those pills 

have less side - effects ( 30.4 % ) , that they 

addi{ionally c ±b-ii i:-on ( 32.3 % ) , and 

that they are to be taken continuously for 

28 days ( 4.5 % ) • 

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 " 
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and the " Conference AD " 

also 	succeed in patlIally recalling
Respondants 

relatedof the advertised mes-;agethe content 


the " Packet AD "1as fro-llows :
to 

That the packct aditLioiaallyI-


99 fxequenciesLabletscombined iron 

2-. That the new pill.Is have 

92 ±-, equancies
less 	sidu- i]:t,, 

15 frequencies
the: ai'e ouLal3- That 1 

be intaken4- That they are to 

11 frequencies
daily 


less 	frequencies
5- Other content items with 

the AD underas 	 thatwere stated such : 

meant for physicians and
question was 

showed thethat 	the ADpharmacists, 

the new pillsof intake, thatingtructions 

thatin all pharmacies,were available 

the pill strip in the 
a lady has to put 

new pills
packet before intake, and that the 

are provided by F.O.F. 

2- Newspapers:
 

and Magazinesin NewspapersA-	 Open Advertisement 


( " Photo AD "1):
 

to a 	 great extent, 
_ Respondants succeeded, 

of the items of the
in recalling some 
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content of the advertised message in
 

Newspapers as follows :
 

1-	 That the AD dealt with 'TNORMINEST" 

pills and their advantages 13 frequencies 

2-	 The call by F.O.F. upon
 

ladies to use these pills 9 frequencies
 

3- That the pills have less 

side-- e(-Lect-s 6 frequencies 

4- That AD)" included a 

picLue of Lhe pills' 

packet 	 5 frequencies
 

5-	 That the "AD" was just a
 

photog:raph of a lady 3 frequencies
 

6-	 That any lady could use
 

the new pills 3 frequencies
 

7-	 That the new packet of pills 

additiona~.,j combines iron 2 frequencies 

8-	 That the"AD" give instructions
 

fox intake 2 frequencies
 

9-	 That the new pills are oral 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.
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case of magazines, respondants were
In the 
, 

relatively, more able to xecull some 
of the items 

of the content of the advertised message 
as 

follows : 

That the "AD" showed a1-


photograph uf a lady with 

a packet of pills :in he:e 

18 fraquencieshand 

showed a packet2- That the AD 

16 frequenciesof p1L s 


That the AD explained
3-


L frequenciesinstructions for intake 


That the AD showed a photograph
4-


alongwitb an aiticle on
 

3 frequer.cies
pills 


other items
 
5- Few respondants stated some 


with limited fxequencies, such as: 
that
 

the AD undex question dealt with the
 

advantages of the pills and that 
it mentioned
 

that pills were being provided by F.O.F.
 

Few answers were given where at the 
Tespondant showed 

such as: 
confusion of the contents of some 

AD's that
 

a
 
the AD was projected as a conference, 

that it was 
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cartoon, and that it was just questions and
 

answers *
 

B-	 The Indirect "AD" in Newspapers and Mlagaz.-M"s 

( Article AD )z 

60 % of those respondants who ,ead the indir(,t 

AD in scwe w paprs and magazines statedI 

t , declt with new ,,I ,,t on]-ly the C"- t 

thL.D L..Aovjw; ick of urnderstandjai-; that A) as wclI 

as f.lure to recall it. 

Those who replied that the AD dealt with othe.r 

things ( 7 respondants) stated that it genera.lly dealt 

with faiiily planningp breast- feedi-ng, and that it 

provides advices to pregnant ladies.
 

5-	 Radio:
 

Respondants who listened to the advertisement on the new
 

pills on radio succeeded in recalling most of its items as
 

follows:
 

l- That the AD stated that the new pills
 

had limited side - effects 22 frequencies
 

2- That the AD dealt with the advantages
 

of these pills 15 frequencies
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it calls ladies foxusing
3- That 

11 frequencies
,NORmINEST" new pills 


4- That the AD stated that pills
 

7 frequencies
 
were to be taken daily 


5- That it stated that they
 

additionally combined iron
 

4 frequencies

tablets 


And that they are being
6-


provided by F.O.F.
 

III- Advertising Media Considered 
Most Effectiva in Delivery
 

of Advertised Messages :
 

The analysis has generally 
shown that ToV. was the 

most
 

effective among the advertising 
media in projecting the 

" pills o Second to it 
" NORMINEST 

advertised message about 


. Those who learnt about
 

came magazines with a 
considerable gap 


of the entire
74.3 % 

the new pills through T.V. 

counted for 


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

soutces, to some extent, the
 

The analysis has shown 
that radio wass 


least effective among 
such media, as those who 

learnt about the
 

7 %
 
new pills through radio counted 

only for 


Individual and plural 
contacts counted for a 

low percentage
 

( Details to be given on 
table
 

in this regard, i.e., 
2.9 % • 


No. 10 ).
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Here is a detailed account of the relative effectiveness
 

of each of the advertising media under question:
 

T.VQ
 

The analysis has shown that the " Packet AD " on T.V. 

was 62 6% out of the
the one most watched as it counted for 


total number of those who watched AD's on the new pills on
 

T.V. The " CoufeIrP.cO AD '!" conted for the lowest percentage in 

this regard, i~e, 2 only 

The hLe:.!7 e'etage for watching the " Packet AD
 

was -recorded i .ut au 82 % 
 whije the waslowest recorded
 

in Delta at 54.1 %'
 

The .;Lhes percentage for watching the " Conference 

AD " was xecoided in greateaj Cairo at 29.'7 % .( Details to be 

given on table 4 )o 

The main reasons given for not watching the AP's on
 

new pills on ToV', were as follows : 

That a respondant generally does 

not pay concentrated attention to 

watching while advertisements are
 

displayed 
 14 frequencies
 

That a respondant is too busy to
 

find time to watch advertisements 11 frequencies
 

http:CoufeIrP.cO
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That a respondant does not 
watch
 

at all while advertisementsT.V. 
7 frequencies 

are displayed 


That a respondant is not a regular
 

5 frequencies

viewer of T.V. 

out of order whileThat T.V. went 

5 frequencies*AD wave was on 


such as the non- availability of a 
O-heT ,oasons 

and that a respondant
T.V. with a responldant , 

on. 
is not at home while advertisement 

wave is 


Now we will deal with the 
degree of effectiveness of
 

" from
AD " and the " Packet AD 

" Conferenceboth the 

points of view : 
respondants 


AD ":
A- The"Conference 

seriesthe Arabic drama 
The time pxeceeding

-

at 7.15 P.M. was the most 
common time for
 

AD " at 53!6'% 
watching the i" Conference 

The percentages recorded 
in this regard
 

in
 
in Greater Cairo, 5 5.4 % 


were 50 % 
in Assyoutand 55.6 %Delta , 

The least common time for 
watching
 

as watching percentage 
at this
 

,was mid-day 

% • ( Details to be low as 3.3time was as 

given on Table 5 ). 
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Most of those respondants who watched the 
" Conference AD " 9 88.6 % , were impressed
 

by it. 
 The highest percentage in this
 
regard was recorded in Delta at 92.7 %.
 
( Details to be given on Table 7).
 

Aspects that impressed the respondants most are
 
given here in a descending order:
 

x 
 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 frequencies
 

x 
 That it publicises a new
 

useful contraceptive 
 12 frequencies
 

x 
 That is was presented in
 

a new 	manner 
 5 frequencies
 

x 
 That it was frank 
 one case
 

x That the style of.speecil was
 

impressive 
 one case
 

11.4 % of those respondants who watched the 
" Conference AD " , ( 123 respondants ) were not 
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by it, giving the following reasons in
impessed 

a descending order:
 

6 frequencies
That it was xough
x 


That it was not clear
x 


5 frequenciesenough 


x That the " Packet AD" 

5 ftequencies
was more ai-cnctive 

x That .t :eathexc 

5 frequenciestheatz'i than -eal 


x That the new pills
 

according to 4 iespondant
 

4.frequencieswere not useful 

" B- The Packet AD ' 

The time preceeding the Arabic dxama series 

in this case as well$ was the 
at 7.15 P.M , 

most common time for watching the " Packet 

AD " at 47 %: The percentages recorded in 

this regard were 57.4 % in Greater Cairo, 

AssyoUt.o49 % in Delta , and 32,4 % in 

at mid- dayNo percentage of watching 

materialised ( Details to be given on 

Table 8 ). 

Most of those respondants who watch the 
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" Packet AD " ,i.e., 91.9 %, were impressed 

by it. The highest percentage in this
 

regard was recorded ji Greater Cairo
 

( Sayedda, Dokki, and !Ralyoub ) at 94.2 % 

( Details to be given on Table 11). 

Aspects that impressed the respondants most are
 

given here in a 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 

side - effects 
 34 frequencies
 

x That the AD is clear and easy 

to understand 
 33 frequencies
 

x 
 The way the AD is pre~ented 28 frequencies
 

x The high quality of the AD 
 25 frequencies 

x That the AD is serious 19 frequencies
 

x That it calls for family
 

planning 
 14 frequencies
 

x That it is convincing 8 frequencies 

x That it is attractive 3 frequencies
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That it 	 is the first AD on 

contraceptives that is not
 

2 frequencies
conceivable by children 

" Packet
 
8.1 % of those respondants who watched the 

were not impressed by it,AD " ( 	27 respondants ) 

the following reasons in a descendinggiving 

order:
 

7 frequencies
x That it is not attractive 


That she does not use an oralx 


6 frequencies
pill -	 contraceptive 

That it does not show the
 x 


5 frequencies

advantages of pills precisely 


That it is meant -or physicians
x 


and pharmacists only and bocause it 

of childrencalls the attention 

to contraceptives, a fact that
 

embarasses the mother who, ab
 

initio, does not believe in
 

family 	planning 

2-	 Newspapers: 

was the one preferred
The " Packet AD " in Magazines 

most by those respondants who watched the AD on the new pills 

75 followed by the 
in newspapers and magazines at % P 
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then came the " indirect AD " i.e. newspapers at 11.5 % , 

at 5.8 %. No respondant expressedarticles, in magazines 

" in newspapers.( Detailsappreciation of the " indirect AD 

to be given on Table 16).
 

The main reasons for not watching AD's on the new 

pills in newspapers were as follows ; 

x That the AD did not grasp her 

59 frequenciesattention at all 

x That she abinitio does not 

22 frequencies
use any contraceptive 


x That she is not a regular 

18 frequenciesreader of newspapers 

x That she is not interested 

9 frequenciesin family planning 

x That she is not interested 

in AD's 9 frequencies 

That the AD is not clear 3 frequenciesx 


one case
That she has no time 

The " Packet AD " published in the weekly " Akhbax 

was the one most seen by those respondants who saw 

x 

el -Yom " 

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

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
 

x 	 That its diction is easy to 

understand 	 5 frequencies
 

That it is attractive 	 5 frequencies
x 

x 	 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 : 

x That it was not clear 	 2 frequencies 

That mag&2$ines were more 

attractive 2 frequencies 

x it not attractive 2 frequencies 

x 

That is 
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x 
 That it is not easy to understand
 

at certain educational levels 
 one case
 

The " Packet AD " published in " "Hawa'd 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'
" 
 illustrated weekly 

at 12.2 % , then " October" illustrated weekly at 9.5 %. 

No respondant stated that she 
saw the AD under
 
question in " Tabibak al - Khas 
" 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
 

x 
 The way the AD is presented 5 frequencies
 

x The clarity of the AD under
 

question 
 6 frequencies
 

x That it highlights the advantages
 

of the new pills 
 6 frequencies
 

x 
 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
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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 an Table 15 ). 

Those who were not impressed by the AD under question 

x 

stated that it lacked clarity. 

' Those who read the 1 indixect AD " on pills in 

newspapers and magazirnes counted only for 14.3 % most of 

whom read in " HvaaK " illustrated weekly ( 7 frequencies ) 

followed by " S:bah a'- Eneir" illustrated weekly ( 2 

frequencies). I1o rospondants read the AD under question in 

the daily " Al- Gomhouriya ". 

3- Radio:
 

79.4 % of those respondants who listened to the AD
 

under question on radio ( 50 respondants ) got it on the
 

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

counted only for 1.6 % 

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
 

attention to what is broadcast
 

on radio 29 fxequencies
 

That the :Lrogram she regularly 

listens to does "Ok broadcast 

AD's 28 frequencies 

That she is neither interested 

in family plaming nor in 

contraceptives 17 frequencies
 

That she does not listen to radio 

while AD's are broadcast 13 frequencies 

That the AlD on new pills did 

not grasp her attention 8 frequencies 

That she listens 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 : 

1- That it explains instructions for 

intake 14 frequencies
 

2- The way it is presented 11 frequencies 

3- That it is easy to understand i0 frequencies 

4- That it is broadcs t before, or 

after, good programs ( The timing 

of broadcast ) 5 frequencies 



5- Clarity 4 frequencies 

6- That it highlights the 

,d.wvantages of the pills 4 frequencies 

Those xspon,.UItsa who wei'e not impressed by the AD 

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

Compara 1i.i ol eotis i Media:W. 


--% o ~ih .,':,: x.i.;s,, throughout the governoxates'.'. 

covered h: the :,,a: :ihc.',:wo:te impressed by the "Packet 

AD " telcast .> T .J j Lw..J]d by the ' ndirect .AD" in 

nOwspaPers tht .:-;ted fo1- O,4 %. The " Photo AD " in 

newspaperi:s cor11 t,, K oiLas low a6 0),,8% . ( Details to be given 

on Table 17 ),' 

The ma::I r.,asons given by the respondants for be.g 

" 
 as follows :impressed by th(, " Packet AD on ToV 9 were 

1- Tile way it is presented 54 frequencies 

2- The clarity of the A.D under 

question 31 frequencies 

3- That it explains instructions 

intake 17 frequenciesfor 

That it is audeo - Visual 10 frequencies
4-


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 -ills 4 frequencies 
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Those who were impressed by the " Conference AD " on 

T.V. 	gave the followin; main reasons:
 

I--	 T.ba it bzoadly spoke about the
 

adv .riLages of t pills 	 20 frequencies 

2-	 Thut it adoptos a scientific 

way :in aigumen L:ation 15 frequencies 

3-	 Us.Lng pLsi-) oxplaining 

ins t:i e Lc~i intake 12 frequencies_r, 

4-	 The cof. the AD 

-5-	 Tv, A'-, i.s based on presenting 

physicias ' views 4 frequencies 

IV-	 Attitud:: of Female Pespondants Towa.,dB Use of NOITMNEST 

Pills. 

The analysis has shown that a majority of female 

wespondants ' 54.4 % , are convitced by Norminest Fe. Pills. 

The highest percentage was in Delta ( Mahalla and Mansours) 

58.3 % 	. ( see Table 18 ). 

Reasons given by female respondants for being convinced 

by the new pills were as follows : 

I- It additionally contains iron tablets
 

65 frequencies
 

2- Marginal side - effects 26 frequencies
 

3- A good contraceptive 21 frequencies
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7 frequencies
4- Easy to use 


5- Its results found better than
 

those of other contraceptives
 

frequencies
through experience 6 


6- Better than I.U.D.
 

7- Because physicians accepted it
 

2 frequencies
at the conference 


Its daily use helj!s avoiding
8-


2 frequencies
forgetting or error 


Reasons given by female respondants who 
ace not confined
 

bi pills were as follows :
 

70 frequencies
1- No experience with it 

31 frequencies
It needs physicians consulting
2-


2 frequencies
It is harmful
3-


one case4- A woman may fo:rget to take pills 

casebetter contraceptive one 
5- I.U.D. is a 


A good number of female respondants 
have mentioned 

that the new pills " Norminest Fe." compared with other brands, 

The average percentage of this attitude have more advantages. 

The highest percentage recorded, 
i.e. 64 % 

was 53,'L % • 

was in Delta. 

by female respondantsof the pills as seenAdvantages 

were as follows
 

148 frequencies

I- It additionally contain iron 


51 frequencies
effects2- Marginal, side-



5- Nice package 8 frequencies 

4- Easy to use 8 frequencies 

5- The most modern contraceptive 

3 frequencies 

V-	 Correlation between exposure to various advertising media 

and demographic characteristics of female respondants: 

1- Corxelation between exposure to advertising media and 

agex:
 

The analysis has shown that a majority of the 

sampled. fermnle respondants do not read 

nawsppijrs, illiterate who numbered 10i out
 

of the total number of 450 sampled respondants 

throughout all the governorates excluded. It
 

has also shown that this prevails most i-i Le aEjct.1 

categoxy of 31-35 years and prevails least in 

tha age category of 27 below 31 years 

The analysis has shown that a good percentage 

of female 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 bilow 27 years. 

The analysis has shown that the caegcry of
 

27 below 31 years mostly read only newspapers,
 

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

24 to 35 years
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and that the categoTY of 24 below 27 years 

mostly read only magazines. Yet, the 

is limitedpercentage of reading only 	magazines 

within the sampledin all the ae categories 

age range.
 

The analysis has shown that a majority of female
 

265 out of
respondants always listen to radio ( 

age categories450 respondants) 	 , and that various 

similar in this regard. however,aie more or 

the age category of 27 below 51 years shows 

a higher tendency . 

has shown that the h.ghestThe analysis 
not listen to radio
percentage of those who do 

are ri Lhe age category of 31-35 years. 

also includes a goodFurthermore, this category 

percentage of those who are irregular listeners.
 

Furthermore, lady respondants always watch T.V. 

sampled).( 400 out of the total of 450 who were 

Most of them come in the age category of 24 

below 27 years . The least among them come 

in the age category of 27- below 31 years 

The perecentage of those who never watch T.V. 
is
 

26 respondants only.
extremely marginal, i.e., 

However the iajority of them comes in the age 

category of 31-35 years . 

Thus , it could be said , in general, that the age category 
o s e d 

of 31-5-years is, comparatively, the categorye i 

to different advertising 	media 

between exposure 	 to advertising media and 
Correlation 

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 liste[1 to radio are professionals ( within the 

sample) . 

A majority of lion - workers always uatch T.V. ( 210 out
 

of 240 female respondants ). Employees constitute the majority
 

among workers who watch T.V. The analysis has shown that an 

extremely 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.V,,then newspapers, then radio. Workers, 

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

radio , then newspapers. 



- 61 

between exposure to advertising madi and the3- Coielation 

educational level :
 

The analysis has shown that a good perecentage 
of
 

female respondants never read newspapers despite 
the
 

illiterate ( 89 femalefact that they are not 

only able to read
corwespondants, most of whom are 


a fact which is expected because those
and write, 

can read with difficulty ). Most of those who read 

newspapers are intermediate - and secondary - level 

then ccme the highly educated. However,
educated, 


the percentage of those who never read newspapers
 
level
aong the intermediate - and secondary 

educated is higher than that of the hihly 
educated
 

( 17.5 % against ll.4 % ). 

shown that most of those who alwtys
The analysis has 

those who only read
 or sometimes listen to radio are 


below
then those who are
and write ( 85.5 % ) , 

, then those who are hihglyintermediate ( 85,4 % ) 

( 85.2 % ) , then those who areeducated 

level educated
- secondary intxmediate -and 


( 81.7 %). 

The analysis has shown that all those who 
are able 

- 6econdary - level 
to read and write, and the above 


A marginal

educated ( within the sample ) watch T.V. 


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

highly educated, do not watch T.V. ( 2.4% , 2°5 % and 

5.4 % 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 generally appears that while most of female 

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

proportional to educational level. However, there is a deviation 

from that attitade among the illiterate as the percentage of 

relative non - exposure is high. A similar reverse proportionality 

could be found between oxposuie to newspapers and educational 

ltvel. The percentage of non - exposure among those who only 

-readand write is high, whereas it diminishes among who only 

are higher - level educated. Yet 1 this is not true in the 

case of radio. ( details on table 19 ). 

VI- Correlation between the source of learning of the new
 

Noxminest Fe " pills and exposure to advertising media : 

- The analysis has shown that female respondants who 

learnt about the new pills through T.V. are the most
 

exposed to various advertising media . Most of them
 

always read newspapers and magaznes and listen to
 

radio . All of them watch T.V. 
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All who learnt about " NORMINEST FE" pills through 

magazines do read newspapers and magazines. 
Most of 

However, they dothem listen to radio and watch T.V. 


.
not confine themselves to reading newspapers 


same is also true with those who learnt about
The 


All of them listen to
those pills through radio .
 

and all of them are regular listeners - but they
radio 


and most of them are rogular viewers
also watch T.V. 


and most of them read newspapers and magazines 

do confine themselves to readingHowever,, they not 

magazines . 

As fox those who learnt about the new pills through
 

of them read newspapers anad newspepers , all 

same time, watch T.V. Most , at theiagazines and 


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
 

cadres, i.e., relatives, friends
personal contact or 

to learn about
Most of those who came
colleagues. 


pills through relatives do listen to radio
the new 


and watch T.V. Most
 
and all of them read newspapers 

of those who came to learn about the new 
pills through 

, listen to 
friends or colleagues do read newspapers 
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radio 	and watch T.V. ( Details on Tables 20, 25, 

26, 26 	A , 26 B and 26 C )o 

VII-	 The preference of a specific AD in different advertising 

media , its correlation with demographic characteristics: 

The analysis 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 

Ma~t of them are non workers and intermediate 

and - secondary - level educated . 

There has been an equal preference of the Photo 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 

intermediate - and - secondary level and two 

cases were at a high education level. 

As for the Article AD on newspapers ( preferred by 

only two cases), those two casos belonged 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
 

. those who
24 - below 27 and 31 -35 years 


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

secondary - level educated
 

No respondant preferred the AD on Radio 

VIII- Correlation between satisfaction with " NORMIEST 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 

slight 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
 

birth to the number of childrenhaving given 

she desired.
 

This is also supported by, the high percentage
-
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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 satisfied with them within
 

the age category of 31-55 years ( 18 % of the 

total number of respondants in this category).
 

The analysis has shoim that most Df the 

sampled woi:ers are satisfied with the new 

pills , i 50.7 % of the total number of 

the sampluU 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 - _oc-:.I.;j- level educated are satisfied 

with these pills , i.e., 60.9 % of this 
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. Then comes the
category of the sample 

category of below - intermediate as the percentage 

% . The least satisfiedof satisfaction was 60.5 

category was that of the illiterate, as the 

percentage of satisfaction was as low as
 

27.5 % . 

ith the new pills
Correlation between satisfaction w
IX-

and source of learning thereabout:
 

The analysis has 	shown that a high percentage of
 

satisfaction with the new pills appeared among
 

athose who learnt 	about them through radio as 

mass advertising medium ( 82.4 % out of the
 

total number of those who learnt about them
 

thxough radio. Then comes the percentage 
of those
 

who learnt about 	the new pills through 

% out of the total number ofmagazines ( 56.1 


those who learnt about them through magazines).
 

The lowest percentage of satisfaction was 
that
 

of those who learnt about the new pills through
 

out of the total number
T.V., ire., 22.1 % 


of those who learnt about them through T. V.
 

, it should be taken into consideration
However 


that a high percentage of this category gave no 



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 h;As shown that there is a gxeat
 

deal of correlation between the satisfaction of
 

female ,e ,ondands with " NORMfINEST Fe " and 

ther' rence oi§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 contiaception method, i.e., 25.8 % of
 

this categoxy
 

Two cases who prefer creams as a contraception
 

method have shown satisfaction with the new pills.
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2 - Findings Related to the Secondary 

Objectives of the Research
 

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

- The analysis has shown that most of the sampled 

67.3%.respondants have learnt about F.O.F., i.e., 


The highest percentage recorded was in Delta,
 

76.7 % while the lowest was recorded ini.e., 


62 % out of the total number of
Assiyout, i.e., 


respondants
 

- The main source of such knowledge was T.V. (73%) 

then came radio through which only 9.2 % learnt 

about F.O.F., followed by newspapers at 5.3 %. 

- The percentage of those who learnt about F.O.F. 

through its Rallies was only 1.9 % of the 

sample, whereas 1.6 % learnt about F.O.F through 

pha--iapist ( details on table 21 ). 

A good percentage of the sample could successfully
-

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

That it calls for family 

planning 130 frequencies
 

That it distributes
 

contraception methods 38 frequencies
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That it distributes "Noxminest"
 

pills. 11 frequencies
 

There were some other replies as follows:
 

- That it develops AD's on 

contraception methods. 10 frequencies 

- That it treats mothers and 

children. 2 frequencies
 

- That it distributes "JAmaan" 

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, i.e., 14.2 % out of the total number 

who could confirm learning about F.0.F., could not 

define its activities 

The analysis has shown that a good percentage of
 

the respondants who have learnt about F.0.F.,i.e.,
 

64 %, have also learnt about the methods promoted 

by F.0.F. The highest percentage recorded in this 

regard was in Delta ( 71.3 % ) while the lowest 

was in Greater Cairo ( 54.7 % ). 
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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 3.6 %. 

The percentage of those who do not use the 

methods promoted by F.O.Fo despite learninga bout 

them was 48.5 % , an obviously high percentage, 

I.UJ.D came at the top of the methods learnt
 

about by the sample as those promoted by F.O.F.,
 

as the percentage of knowledge there of was 

came the " Amaan " Tablets atLI.2.4 % , then 

Tops " condoms36.2 % , and the last one was " 

at 21.4 %. 

I.U.D. continued to be the most well-known
 

throughout 	the two Zones of Greater Cairo as
 

foam tablets, were
well as Delta, while " Amaan " 

the most well - known methods for the 

respondants in Assyout . However, they also had 

a more - or - less knowledge of I.U.D. 

I.U.D. was the F.O.F. promoted 	means which was
 

widely used by the ,Jampledgroup, as it has
 

been used by 46 female respondants, whereas foam
 

tablets have been used by only 16 female
 

O ladies intimAated that their
respondants Only 9 
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husbands used " Tops "1condoms 

The female respondants gave the following reasons
 

for prefering I.U.D.
 

That it does not affect 

lactation . 14 frequencies 

That it is comfortable 14 frequencies 

That it is used upon a
 

physicion's advice. 12 frequencies
 

That it is safe to use as
 

there is no probability of
 

forgetting , If couipared 

to pills. 	 6 frequencies
 

Tho analysis has shown that a good percentage of
 

the female respondants who have learnt about
 

F.0.F. ha4ve not learnt that there are special 

clinics under F.O.F. ( 75.2 % ) • The highest 

percentage of knowledge of F.O.F. clinics was 

recorded in Greater Cairo ( 50.5 % ) o This may 

be natural in view of the fact that the three 

F.O.F. clinics in Greater Cairo are locted in 

Dokki , Sayeda, and Imbaba 

The percentage of the clients of those clinics did 

not exceed 15.3 % out of the total number of 

those who have learnt about them. 

I-	 The General knowledge of Family Planning Methods: 

- Oral pills were the method most learnt about by 
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the sampled respondants ( 392 frequencies ) 

( 557 frequencies ), thenfollowed by I.U.D. 


foam tablets ( 157 freauencies ) then condoms 

( 28
(130 frequencies) , then ovariotomy 


and finally coitus interruptus
frequencies ) 

( 7 frequ~ncies ). 

numerosIt may be worth mentioning here that 

were to as knowncontraception methods referred 

ones ( decails on table 3 ). 

analysis has shown that T.V. was , generally,The 

the main source of knowledge about contraception
 

methods, as the percentage of those who learnt
 

about such methods through T.V. was 354 % 

of knowledge, followedcozrqp,32d to other sources 

by neighbours or colleagues ( 14 % ) . Radio 

, physician 8.4% , newspapersaccounted for 9.1 % 

8% , magazines 7.7 % , Pharmacist 0.5 % and 

seminars 1.7 % ( details on table 4 ). 

has that majority of theThe research shown a 

sampled group are currently using a 
contiacoption
 

Greater Caimok
method at 64 % in the three Zones ( 

, the percentage in Delta and Assyout ) • However 

the Delta sample was as high as 74.7 %. 
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The female respondants who stopped using a
 

contraception method accounted for 7.8 % .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 recordad in Assyout,i.e.,
 

37.4 % out of the total number of respondants in
 

that Zone
 

Oral pills were the method most widely used by the 

respondants , i.e., 154 frequencies, followed by 

I.U.D. ( 93 frequencies ) then came the following
 

methods:
 

- Condoms 11 frequencies 

- Foam tablets 8 frequencies 

- Safe period 7 frequencies 

- Coitus interruptus 5 frequencies 

- injections 2 frequencies 

- ovariotomy one cazz 

- Amaan tables one case 

- Diaphragm one case
 

Oral pills came at the top of methods stopped by
 

some respondants after being used (20 frequencies)
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followed by I.U.D. ( 9 frequencies ) foam 

tablets ( 2 frequencies ) , and finally one 

case for each of safe period and condoms,
 

The analysis has shown that there is a positive
 

correlation between the knowledge of the
 

respondants of contraception methods and their
 

using such methods , 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 '. The percentage of those 

to
who use a certain method ranged fxom 64.9 % 

83.3 % out of the total number of those who learnt 

about that specific method , 

The analysis has shorn that a good percentage of
 

the female respondants who currently use no
 

contraception methods tend to use such methods in
 

future , The p.ercentage recorded in this regard was
 

88.3 % , 11his attitude was found highest in 

Assyout, i~e, 95;1 % t followed by 92.l % in 

Delta , and 79.4 % in Greater Cairo 

Oral pills came at the top of contraception methods
 

which female respondants intend to use in future
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C 121 frequencies ) followed by I.U.D. 57 

frequencies ) , safe period ( 5 frequencies ), 

ovariotomy 4L frequencies ) and finally 2 

frequencies for each of coitus interruptus, 

condoms , foam tablets, injections, and subcutaneous 

capsu les . 

The main reasons for the preference of oral pills
 

by the female respondants were as follows
 

A rwt.. used before, proved 

CoIli&0J, 1 bl0. 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 

physician's advice 4 frequencies
 

Thexe is no knowledge of
 

another method 2 frequencies
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I- Views of Tergets on Family Planning : 

- The analysis has shown that most of the sampled 

respondants are aware of the over- population 

problem in Egypt ( 96.9 % out of the ;mtire 

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 that most of the sampled
 

category who were aware of the over- population
 

problem in Egypt were, to a great extent, exposed
 

to advertising media . The 7 rcentage of their 

exposure to T.V'. ( always ) was 89.7 % , to 

radio ( always ) 59.1 % , and that of reading 

newspapers and magazines 58.1 %
 

Those who are exposed to advertising media
 

but are not aware of th3 over- population problem
 

account for as low as 1.1 % fo.o each advertising
 

medium.
 

The findings of the research 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 
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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 , i.e., 96.3 %, 

a fact thzt showed the ineffectiveness of the work 

non- work variable on the awareness of the over

population problem. 

Also, 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
 

over- population
notwithstanding, were aware of the 

problem . The percentage was 100% for below 

levels,intermediate and higher education 

whereas that for the illiterate was 91.2 % of the 

total number of illiterate sampled, 

Family planning came at the 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 ,i.e., 

Then followed guidance and information76.4 % . 

as a suggested solution to the over- population 

problem as it accounted for 12.7 % , and finally 
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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 female respondant to suggest solutions to the
 

- population problem is correlated - to a great
over 


extent -with her exposure, always, to various
 

advertising media ( newspape-2s, radio and T V)° 

orji 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 %. 

Its highest percentage recorded was in Greater 

% while the lowest percentage 

-

Cairo, i.e., 64*.7 


recorded was in Assyouto i.e., 54.7 % ' However,
 

28.4.% of the respondants think of having more 

children . The highest percentage recorded in 

this regard was in Assyout, i.e., 32.6 % whereas 

the lowest one was in Delta, ioe., 2-4 % . 

The analysis has shown no conaiderable correlation
 

between exposure to advertising media and thinking
 



- 80 

of having more children * A good percentage, i.e., 

32.8 % 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 , 59,5 % who do not listen to radio
 

and 63.6% of those who watch T.V. 
 do not think of
 

having more children
 

This may be an indication that there are other 

factos that effect the decision to have more children, 

such as the desire of the husband or that of parents, 

the impact of friends, religious considerations, the 

desire to have a male child, and the psychological 

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
 

limits 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 

becomes 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 

satisfied with
 category of 31-35 years who are 

the number of children they already have was 77 
% 

out of the total number of the sample in 
this age 

of those ladies in the 
category . The percentage 

- below 27 years who think of
 age category of 24 

having more children was 45.1 % out of 
the total 

. This is 
numbei of respondants in this categoxy 


natural as the younger are oftenly the 
more
 

.
recently married 


There has been no considerable correlation 
between
 

work vnd the trend towards having more 
children.
 

of those ladies who re satisfied
The percentage 


with the number of children they already have
 

and do not think of having more children in future
 

total number of the non- workers 
was 63.3 % of the 

in the case of 
sampled, whereas it was 60.6 % 


in the case of
employees and 56.6 % 


professionals
 

Also there has been no considerable correlation
 

between the educational level and the 
trend towards
 

. percentage

having more children in future The 


satisfied with the
 of those illiterate who are 
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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 63 % in the 

case of intermediate - and - secondary - level educated. 

This fact reflects the existence of some other factors 

that have their iwpact on a decision to have more 

children in future . 



- 83 -

Table 1
 

Awareness of the Sample of Advertisment on
 

New Pills by area
 

,1 -- . 
--

Area Gxeater Cairo Delta Assyout Total
 
----_ _ 

Awareness of
 
A o weq % £req % frcq % £req

ATD on new 
Pills. 

Have learnt 
98 65.3 346 76.9

about them 117 78 131 8 7,% 

Never hoad 

19 12. 52 - 104 23.1of them 23 22 


100 100 100 450 100
Total 150 150 150 
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Table 2
 

Awareness of the Sample of the Brand
 

of the " Product" by area 

Greater Cairo Delta Assyout Total 

Awareness of 
the brand of freq %'feq % fre % 
pills. 

Mentioned right 56 46.3 97 74 69 70.4 222 63.4 

brand 

Mentioned a 2 1.7 - - - - 2 0.6 
wrong brand 

No knowledge 10 8. 3 1 0.8 - - 11 3.1
 

Do not xedembex 34 7 13 13.3 54
28 5.4 15.5
 

No answer 19 15.7 26 19.8 16 16.3 61 
 17.4
 

Total 121 100 131 100 98 100 350 100
, 



Area -

Awareness of 


the Body that
 

distributes
 

pills.
 

Mentioned 


right name
 

Mentioned a 


wrong name
 

No Knowledge 


Do not remember 


No answer 


Total 
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Table 3 

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

distributes " NORMINEST " pills by
 

area
 

Assyout Total
Greater Cairo Delta 


% % %
 

74 56.5 49 50 l 4+ 41.1
21 17.4 


9 7.4 17 13 1 1 27 7.7 

21 17.4 8 6.1 28 28,.6 57 16.3
 

1.5 4 4.l 54 15.5
48 39.7 2 


16.3 68 19.4
22 18.1 30 22.9 16 


121 100 131 100 98 100 350- 100
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Table 4 

Percentage of watching T.V. 

on " NORMfINEST " pills by 

Area Greater Cairo Delta 

Size of T.V. ifruq % feq % 

advertisement 

viewers 

Conference AD 52 29.7 55 23.8 

Packet AD 10 59.4 125 54.1 

Other 11 6.3 49 21.2 

Do not renemibe 8 4.6 2 0.9 

Total 175 100 231 100 

adveitisements 

area 

Assyout Total 

freq % freq % 

16 12.5 123 23 

105 82 334 62.6 

60 11.2 

7 5.5 17 3.2 

128 100 534 100 
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Table 5
 

Timing distribution of watching
 

conference Advertisement by Area 

Delta Assyout Total

Area Greater Cairo 


% freq %q
Time of watchin freq
freq
AD
Conference 


2 2.9 2 2.2 2 11.1 6 3.3'At noon 


35 50 51 55.4 10 55.5 96 53.3
Before Arabic 

Drama Series 

39 21.715 16.3 4 22.2
Evening time 20 28.6 

23 25 1 5.6 50 16.78.5
Night time 


1.1 1 5.6 9 5
Do not remember 7 10 1 


' 92 100 18 100 180 100
70 100
Total 




yConference6 

~"~''" i Viewers by-Area,~ 

dvantaas of -the pil o < A.D'th~~' 

Gx'eAter Cair~o Ielta Assyout4 Total"~~ 

~ Advantages,
 
4~~ mant~oid xq~ ieq A feq'.&,:t'
) £eq 

N'o "Xide,.effdct 21. 36,8~ 41 '29.3 12 37 5 1 274'"320 '4~ 

Suitable' fox,1 4 '7 25' 17.9 6 18.9 35. 45.3i 44r
ladies who never ~ 
used any'4method ' "~~ 

-who stopped- using d '"" "" ""r4 

A;.c.*pills fox less ' -"' 'i "4"'~
 

than 35months. .~ .~
 

/ Do not affec'tV' 4 7. '~ 1" 0* 17 5l' 2 .A63, ~"6~ 'V 

"4''"2 90 

itcudeiEn 1s' 28t2 7 95:22.,9 '"'2'".922 24 

Ote "1.7, 1Q 544 

-Do," no*'Vebe ''4 24 1,4 2 

~~Used 1o00oul' $' 100,, l'j~4~V.100~~~14 4: .$Q. .4 229~";~j 
4'7 10 4 32'4. '' 

"'"~"'' "''i' '4.,.' 4'for 8 d~yo ~ ' " "" '<""~ 44~V4V, 4~ 444 4 

A 4 
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Table 

-

7 

Respondants 

AD 

Views on Conference 

by Area 

Area 

Views expressed 

Impressed by it 

Not impressed 

by it . 

Total 

feq 

46 

6 

2 

OGeatexCairo Delta 

freq 

88.5 51 

11.5 4 

100 55 

92.7 

7.3 

100 

Assyout 

fxeq % 

12 75 

4 20 

16 100 

Total 

fx eq % 

109 8t) 

14 ll . 

125 100 



- 90 -

Table 8 
Timing distribution of watching Packet 

Advertisement by Area 

Area Greater Cairo Delta Assyout Total 

Time of 
watching Packe ±xeq % Lxeq % freq i'req % 
Ad 

At Noon 

Drama Series 70 57.4 72 49 34 32.4 176 47 

Evening Time 11 9 16 10.9 22 21. 49 13.1 

NighrTime 34 27.9 24 16.3 31 29.5 89 23.8 

Do not rememiber 7 5.7 3 2 - - 10 2.7 

No anzwer - - 32 21.8 18 17.1 50 13.4 

Total 122 100 147 100 105 100 374 100, 
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Table 9 

Adventages of the pills mentioned by " Packet AD " 

Sampled Viewers by Area 

Area Greater Cairo Delta Assyout Total
 

Advantages of Pills
 
mentioned I'2'e % freq .req % req 


No side effects 32 36.4 80 28 35 32.2 147 30.4
 

Suitable for ladies 

who never used pills
 

before 3 3.4 45 15.7 2 1.8 50 l0.-'*
 

Suitable for ladies
 

who stopped used 

pills for not less, 

than 3 months 3 3.4 39 13.6 3 2.8 45 9.3 

Do not affect ability 

to have children 2 2.3 - - 1 0.9 3 0.6 

Easy to use 7 8 21 7.3 12 11 40. 8.3 

WInclude iron 26 29.5 78 27.3 52 47.7 156 32.3 

used for 28 days - - 20 7.1 2 1.8 22 4.5 

Do not rembmbex 5 5.7 2 0.7 2 1.8 9 1.9 

Other 10 11.3 1 0.3 - - 11 2.3 

Total 88 100 286 100 109 100 483 100 
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Table 10
 

Distribution of Sources o2 knowledge of Norminest 
pills by area
 
Area L Greater Cairo 
 Delta
 

I. 1
 

Source of 
 Sayeda Dokki 
 Qalyoub -otal1 
 eha11Llarlsouxa 
 Total Assyout Total
Ymov7ledge
 

C'C 
CHI' C 

T.V. 
 41 66.1 45 67.1 
36 69.3 122 67%4 71 78 
 64 66.7 135 72.1 105
2* 6?47 88.2 362 74
 
Newspapers 
 8 12.9 6 9 4 7.7 18 9.9 5 3.3 

8 8.3 11 5.9 7 5.9 56 7.4
Magazines 
 7 11.3 10 14.9 
 2 38 19 10.5 8 8.8 
 i2 11.4 19 10.2 3 
 2.5 
 41 8.4
 
Radio 
 4 6.5 4 
 6 6 l15 14 7.7 7 7.7 
 11. ll.4 18 9.6 2 
 1.7 34 7
F.OoP Seminars 
 1 1.6 
 1 0.61  2 2.2 
 2 1.1 
 - - 3 0.6Arelative 
 - , _ -  _ 
 - - - 0 

Afxiend or aCollegue 
 -
 - - - 1 1.9 1 0.6 2 2.2 
 - - 2 1.1 2 1.7
Other 5 1.11 1.6 2 3 3 
 5.8 63 .3 
 - .
 .
 .
 .
 .
 . . 6 
 1.2
 
Total 
 62 100 67 100 52 
 100 181 100 91 100 96 
 i00 187 i00 
119 1001 487 100
 



Area 

Vewvs expressed 


Impressed by it 


Not impressed by
 

it 


Total 
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Table 11
 

"Respondant's Views on Packet AD " 

by Area 

Delta Assyout Total
Geater Cairo 

% f±req % freq %frsq % ITeq 


92 94 89.5 307 91.9
98 94.2 115 


10 8 11 10.5 27 8.1

6 5.8 


105 100 3I+ 100
04 100 125 100 


-,- 
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Table 12 

Newspoper in which respondants saw 

Norminest " pills ' AD by 

Area 

Area Greater Cairo Delta Assyout Total 

Newspaper 1,eq % freq % freq Y freq % 

AL- AHRAM 18 46.2 10 33.3 6 85.7 34 44.7 

AL- AKHBAR 18 46.2 17 56.7 1 14.3 36 47.4 

Do not remember 2 5.1 3 10 - - 5 6.6 

Other 1 2.5 - - - - 1 1.3 

Total 39 100 30 100 7 100 76 100 
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Table 13
 

Respondants' Views on Advertisement on Pills 

published in Newspapea's by Axea 

Avea Greater Cairo Delta Assyout Total
 

Views expaxessed -".1oq % fLoq % fleq % fleq % 

Impressed by it 16 57.1 13 68.4 7 100 36 66.7
 

Not imnpressed by 

it 12 42.9 6 31.6 - - 18 33.3 

Total 28 100 19 100 7 100 54 100
 



Area 


Magazine 


Tabibak AL-Khas
 

Akher Sa'a 


October 


Howwa'a 


Other 


Do not remember 


Total 


- 96 -
Table 14
 

Magazine i.which respondants saw " NOrminest" 

Pills AD by Area 

Gxeater Caiio Delta Assyout Total 

f£eq % f.eq feq % faeq 

3 9.1 6 16.2 - - 9 12.2 

7 21.2 - - - - 7 9.5
 

18 54.5 28 75.7 4 10 50 676
 

3 9.1 2 5.4 - - 5 6.7
 

2 6.1 1 2.7 - - 3 4
 

33 100 37 100 4 100 74 100
LI - I 



-- 
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Table 15
 

Respondants ' Views on Advertisement on Pills 

published in Magazines by Area 

Area Greater Cairo Delta Assyout Total
 

Views expressed eq % fxeq % fxeq % fxeq % 

Impressed by it 23 88.5 26 96.3 4 100 53 93 

Yot impressed by 

it 3 1. 3 5- 3 

.7 1 1.7No Answer -1 

27 100 4 100 57 100Total 26 100 
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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 % foq % freq % 

Photo AD in 
Newspapers. 1 4.8 4 14.8 1 25 6 11.05 

Photo AD in 
Magazines 19 90.4 19 70.4 1 25 39 75 

Articles in 
Newspapers - - - - - - - -

Articles in 

Magazines 1 4.8 2 7o4 3 5.8 

No 4swer 2 7.4 2 50 4 7.7 

Total 21 100 47 100 4 100 52 100 
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Tn ble 17 
Respondants' peference of AD's on pills by Area 

Gre,:tf r Cio et3 

Area G
 
I I 

P-efecnce byAD's Yo ub T ok,a 1!.-'.:=,Our AssyoutPreference by AD's S 

1 i! I 

Conference AD on T*.o_ __ _ 12_K 60 15 I !LL_ r7 27. -1 LI .7 ,2 

Packet AD on T.V. 4 20 26G .3 9,4 .3039 .o 226- 1-" 71,564- 17 F, 6 

Photo AD in newspapers - 11 2 -3 

Indirect AD in newspapers 2 . 2 1; 12. 

Photo AD in magazines 51 3 64.- - 6 5. 7145120-
Indiret D - 6.4 

All equal (no preferece) 5 1 6 1 

- 4 113.No answer - -

Total 20 100 47 100 1 !00 81 10 77 100 48 100 125,100 29 100 

Total
 

6,12. 

127 52 54 

2 08 

!1 0.4
 

18 7.7i 

4
 

255 100 
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Table 18Sample's Satisfaction with Norminest pills by Area:: GxoateT Cairo Delta 

Respondants , Views Sayeda Dokki !alyoub Total Mahla Lansour Total Assyout Total 

Use of new pills advisable 

Use of new pills unadvisabl 

Undetermined 

No 

1? 

14 

11 

40.5 

33.3 

26. 2 

26 578 

11 244 

8 178 

15 455 58 48.3 

2 1Gc 27 225 

16 484 35 292 

-nser. 

28 39. 

30 423 

13 183 

. . 

53 

5 

1C 

779 

7.4 

l14,7 

81 583 

35 25? 

23 165 

63 

24 

24 

1 

563 

214 

2L4 

0.9 

202 54.4 

86 23.2 

82 22 1 

1 0.3 

Totaz42 
100 45 1000 3 3 L)oo120 100 1 100 68 lOO 139 

.11 

100 371 
.1 

10 



- "01 -

Table 19
 
Samle Distribution of ep.Dosure med.- C2-' to advertisir- b C, -'r aristics 

Characteristics Age _n ___ Edu c Io va l 

xpos re to C) I I 'F 

advertising media . C) Ff 

__L8 - i I00~ 
Road Vewspapems 51 58 31 100 3-3 6 36b 23 -00 - 17 94E 711c 

Read mnagazines 4 2 1 - 332  -1 -

Read both 44 49 59 15 59 3 41 1 - -t15 10 1914612 60 5 152 

No reading 
 63 58 70 191 146 17 - 3- 191 102 39 15 20 4 10  1 191 

Toa 4 4 114042 4 1 450 102 67 43 119 2.3 8816 2 5Listen to Radio alw-ays 88 89 86 26. 145 11 43 21 - 1263 54 37 51 73 12 51 5 - 263 

Listen to Radio -

sometimes 26 39 37 10 47 
72 22 1 2 - 102 19 20 6 25 5 24 1 2 102 
Do not listen to radio 27 19 38 84 8 3 l - -  84 28 10 6 21 6 13 -- 84 
No answer - i 91 1-

Total 
 142 147 161 450 240 21 83 2 4 1 4501 102 67 43 119 23 88 6 2 450 
Watch T.V. always 129 127 143 599 211 19 8j 75 1 4 1 390 82 62 30 112 17 8 2 I 

Watch T.V. s4metimes 7 13 o 29 15 - 1 -I - 29 9 4 3 4 6 3 - - 29 

Do not watch T.V. 6 7 9 22 22A 4 - _. ,l22 1 1 3 - 3 - 22 

Tota 142 147 161450 24021 9 83 2 4 1 102 67 45119 23 88 6 2 +50 

Ii 
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Table 20
 

Distribution of Respondents' Sources of lznowledg; 
of Noxminest pills 
by exposure to advertising media 

ad'v-ertising mediaEposure toNespapers., Listen to Radio 
 Watch 

Source of ) C Ell 
knowledge 6 q C 4 ;4 

FrEa C5 0 frt C 0 
E-liE ! 

0Co 0 0 P -

T. V 91 
 4 137 130 36 213 '89 60 362 541 21 


Newspapers 1 8 1 27 36 18 9 369 35 1 
Ma ga z in, s - 2 39 41 20 16 5 41 34 6 
Fadio 19 - 15 
 34 27 7  1 


F.O.F. Seminars -  3 3 3,5 5 -

A relative - - -

A friend or a 
colleague 1 1 2 1 5 4 1 5 4 
Other Sources 1 - 3 2 6 4 2 6 1- 5 

Total 120 8 226 13 487 289 124 174 487 30I_ -A55 

T.Vo 

4a 4.)
O 

0 
E 

- 36 

1 41 

- 3454 

- 3 

1 5 

- 6 

2 487 

362 



- 103 -

Table 21
 

Source of knowledge of F.O.F for Respondants by Area 

Area - Greater Cairo Delta Assyout Total 

Source of 
Knowledge lieq /0 freq % ftreq % f£eq % 

Radio 14 10.6 19 12.9 2 2 35 9.2 

T.V. 79 59.9 112 76.2 85 85.9 276 7,3 

Newspapers 15 11.4 5 3.4 - - 20 5.3 

Road AD's 2 1.5 - - 6 6.2. 8 2.1 

Pharmacist 2 1.5 4 2.7 - - 6 1.6 

Colleague or 

fleind 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 - - 1 003 

F.0.F. Seminars 3 2.3 4 2.7 - - 7 1.9 

Other 7 5.3 - - 2 2 9 2.4 

Do not remember 1 0.8 - 1 1 2 0.5 

Total L32 100 147 100 99 100 378 100 
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Table 22
 

Solutions fox Over- population Problem in Egypt Suggested
 

by Respondants by Area
 

Area Greater Cairo Delta Assyout Total
 

Solutions 
Suggested freq fxeq % ±req % freq % 

Family Planning 115 71 138 66.3 133 76.4 386 71 

Geographic Re

habilitation 6 3.7 4 1.9 1 0.6 11 2 

EmigrationAbroad 3 1.9 2 1 1 0.6 60 1.1 

Reclamation and 
Land Property 13 8 12 5.8 2 1.2 27 5 

Guidance & 

Information 5 3.1 40 19.3 24 13.8 69 12.7 

Efforts for 

Increasing 

National income - - 9 4.3 10 5.7 19 3.4 

Other 20 12.3 3 1.4 3 1.7 26 4.7 

Total 162 100 208 100 174 100 544 100 

-
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Table 23
 

Contraceptives known by respondants by Area
 

Area Greater Cairo Delta Assyout Total 

Methods known 
by respondants 0. % fx e % f£%eq ,fvuq % 

Oral pills 112 33.8 136 2 9 144 30.8 392 30.9 

I.U.D. 97 29.3 117 24.9 123 26.2 337 26.6 

Diaphragm 10 3 19 4.1 16 3.4 45 3.5 

Foam tablets L4 13.4 58 12.4 55 11.8 157 12.4 

Cqndoms 36 10.9 48 10.2 46 9.8 130 10.2 

Creams 8 2.4 12 2.6 11 2.3 31 2.4 

Coitus interruptus 1 0.3 5 1 1 0.2 7 0.6 

Sub-skin Capsulei 5 1.5 7 1.5 16 5.5 38 3 

Ovariotomy 4 1.2 22 4.7 2 0.4 28 2.2 

Safe Period 4 1.2 22 4,7 14 3 40 3.2 

Injections 10 3 23 4.9 31 6,6 64 5 

Total 351 100 469 100 469 100 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 "% ±req % ?rq % %rcq 

Newspapers 59 10.6 28 7.3 15 5.5 82 8 

Magazines 30 8.2 36 9.4 13 5 79 7.7 

T. V 115 31.3 134 34.9 113 41.7 362 35.4 

Motion Pictures 10 2.7 3 0.8 2 0.7 15 1.5 

Radio 48 13.1 29 7.5 16 5.9 93 9.1 

Bulletiiis 4 1.1 7 1.8 2 0.7 13 1.,3 

Posters 5 1.4 27 7 10 3.7 42 4.1 

Physicioji 16 4.L 43 11.2 27 10 86 8.L[ 

Pharmacist 2 0.5 2 0.5 1 0.4 5 0.5 

Neighbour or 

Colleague 50 13.6 34 8.9 59 21.8 143 14 

Seminars 2 0.5 8 2.1 7 2.6 17 1.7 

Husband 7 1.9 26 6.8 3 1 36 3.5 

Other 34 9.3 7 1.8 - - 41 4 

Do not remember 5 1.4 - - 3 1 8 0.8 

Total 367 100 384 100 271 100 1022 100 
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Table 25 

Distribution of Respondants' kmowledge of Norminaest pills by Characteristice
 

Characteristics -Age 0ccuation - E cational Level , Number :f Child3M 

Knowledge of -. a . 0-
pills I U> ,Ij "I "lI U) 

H -On 0 Mpt 0 I C7% C C,5 
pills H0 rOI c I~1L-. r FU)C 

(0 

know about 125 108 116 349 172 16 8868 -4 1 349 59 50 310219 80 4 2349 32 72 L09 845 8 349V~ 
pills TotalM 1 i C2 1 02 i50 67 630311 $a 5 0151031 $4 07. 1150201 

I'M0Imowledge 17 39 45 101 68 5 11 15 2- -101 4317 10 17 44 8 2 -101 3518 26 2618 7 3 101 

Total 142 147 161 450 240 21 99 8.. 2, 4 1~ 450 10j 67 43 119 63 88 6 2 450 35 90 135 110 53 15 12 450 

_ __ __ __ _ - - - - - - -I _ _II- . 
...... - - *". _ - A_ 
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Table 26
 

Frequency distribution of Sample's knowledge of Norminest
 

pills by exposure to Various advertising media
 

Ebcposure to Read Newspapers Listen to Radic Watch T . V. 
advertising 
media 

U 2 gn *rM1 R(2 
Knowledge Q a) P HH ) 
of ills O 2W 4- (12 CO 4- -

A1 N C H -P 0 gi H- P-P Z 0 WD 
(12 CO rd COcr O Qr) ~1 cO CO5 (2O a) 1 -3 

tobO c 4-) F 0 -P 0 
k 1 0 0 0 H 0 0 0 0 H 0 0 E

z ~ E- ~ C) ~E-i U) ' 

Know about 

tb4em 90 6 131 122 49 204 84 60 1 549 321 23 5 549 

No Knowledge 10 1 21 69 101 59 18 24 - 101 78 6 17 101
 

Total 100 7 152 191 450 263 102 84 1 450 399 29 22 450
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Table 26 A 

Frequency distribution of Greater Cairo's Sample's knowledge of 

Norminest pills by exposure to Various advertising media (covering 

Sayeda, Dokki, and Qalyoub ) 

Exposure to 
advertising Read Newspapers Listen to Radio Watch T.V. 
media 

Knowledge of 0 U) - • 4-)
P40FAAr4 0H 

p i l l s P N 0 a 9 U 0 4-3 
0 U rd 4 -P 4-) 0F-a -P C -P -P &40) 

cc4 00 r 0 0 -a c o 

Know about 

them 20 1 56 41 118 62 40 16 118 103 14 1 118 

No knowledge 3 1 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 Sarple's 
knowledge of Norminest pills by
 
exposure to Various advertising media ( covering MaThalla & Yansoura ) 

Exposure to
advertising 
 Read Newspapers Listen to Radio Watch T.V.
media 
 ,___-.. 

Knowledge of 
CD 4z-P 

Toa0 -3pills grqrd CO H 

5 l1 V 
-P -3 M H -AD~ 1 CO CO a) 0 0 z 0 0 4zWD CO 0 H 0 0 0CI 0a 0 CI0 0 -4 CO~f 0 

Know about them 
 4+5 3 4+9 35 1132 82 30 19 1 132 125 6 1 132 
No knowledge 2 - 3 13 18 13 5  - 1s 15 1 2 18
 

Total 473 52 4+8 150 95 35 19 1 150 140 7 3 150 

- - - - - I~d L 
-



Table 26 C 

Frequency Distribution of Upper Egypt's Sample's knowledge of Normihest pills by 

exposure to Various advertising media ( covering Assyout ) 

Exposure to advertising Read Newspapers Listen to Radio Watch T . V. 

media _ 

02 ,-2 --- -P 

P4 0 
W2M02 

0P rd 
00 (D 02M 

0 

P4 
02 

N 
CES rd CO 

P 
3 

4 '-P 
a) 

$ -
M 2 

H 
2CIS 

-P 
(D 

4-D-
0 0 

0 O a 0 0 H a 0--i 0 0 0 

9
Know about them 25 2 26 46 99 60 14 25 - 99 93 3 99 

No knowledge 5 - 11 35 51 33 4 14 - 51 37 2 12 51 

Total 30 2 37 81 150 93 18 39- 150 30 5 15 150 
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2- Findings related to Secouidaxy objectives 
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1- Findings pertaining to basic objectives 

The Degree of Awareness of Advertisement on the New
 

product " NERIVINEST FE " : 

1- The analysis of the findings has shown that a 

high percentage of respondants were aware of
 

pills. Thosethe advertisement on '0OLIIU&ST" 

pills accountedwho have learnt nbout the new 

for 81.3 L of the total number of iespondants 

( 366 out of 450 respondants ). The highest 

recorded in Deltapercentage in this regard was 

( iiansoura and AL- I,.ahalla ) at 86.7 %. Lack 

of awareness was highest in Assyout as it 

( Details toaccounted for as high as 75.5 %. 


be uiven on Table 27 ).
 

of the
2- The analysis has shown that most 


respondants , i.e., 81.1 % of those who learnt 

abut the nei pills, were aware of the right 

brand of " iORI, IhEST" pills. Those who gave a 

4.6 % . The highestwrong brand amounted for 


percentage of awareness of the right brand was 

at 96.8 % . Only onerecorded in Delta 

respondant in that area gave a wrong brand for 

the pills. ( Details to be given on Table 28). 
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3- 37.2 % of those respondants who have learnt about 

the new pills gn3ve the right name of the body that 

provides those pills, namely, F.O.F. That was 

true in all the governorates covered by this study. 

The highest percentage in this regard was recorded 

in Delta at 63.1 while the lowest was recorded 

in GTeatr Cairo at only 15.9 O . Those who 

gave ,-j wiong n:me amounted for 26.2 '0 The lowest 

percuitage in this regard was r corded in Delta 

at only 1.6 ,. ( Details to be given on Table 

29 ). 

II- The Degree of Perceiving the Advertised Message and
 

the Ability to Recall its Content : 

The analysis has shown that the advertised message 

relating to " ITOR.]INEST " pills was perceived to 

a great extent through all advertising Media, 

percentage variations among various Media 

notwithstanding. 

Details are given hereunder: 

1- T.V.
 

76.6 % of the total number of respondants who 

watched the " Packet AD " on T.V. ( 268 
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the g0\overnorfltcs coveredrespondants throughout 

by the present reseax:ch ) pthcee.ved that lie 

AD unciux question dealt vitli intake inv. :,ctions 

6.8 . - of4-em couldrelated to the new pilLs whiu 

tie AD dealt vit)' suchnot remember whether' 

instiuctions The lighest percentap.e :n t:Ls. 

'
regard was recorded in Delta at 82.2 %O The 

highest purcentaLe of i' ilUre to rei2Cmbea was also 

recorded in Delta aL ].0 8 c 

56.3 	 of Lhe total number o" rcQszondan.. who 

) perceivcd thu thewatched that !-D ( on T.V. 

new pills were to be taken on a regular c iiAy 

basis . The highest percentage in this regard was 

d in Assy..ut jt 77.9'" v,,;wile iowetsJrC.-crd 


Cairo at as
percent.ge was rLcorded in Greater 

low as 29.4 %. 

It may be noteworthy here that a good 

"ocket
 percentage of respondants who watched th-e 

AD " ( on T.V. ) in Ureater Cairo and Delta stated 

that the pills under question were to be taken 

daily without giving a specific period, an answer 

that could be considered as 	a right one to some 

extent . Percentagos in this regard were recorded 

% _espectively.in those two areas aEt 35.3 	% and 10.4 

http:percent.ge
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22.8 % of the total number of respondants, who 

stated that the AD under ouestion dealt with the 

period of intake ( 61 respondants throughout the 

governorates covered by the present researcl ) 

stated that the pills were to be taken for 21 

days v month, an answer which was wrong. 

71.2 J, of the total number of re pondants who 

watched the " Packet AD " on T.V. perceivud that 

it dealt with the advantages of the new pills . 

The pejcentage recorded in Delta in this regard 

was 81.4 / while that of Greater Cairo did not 

exceed 53.8 %. 

Those who failed to remember accountvd for
 

19.1 % of the total number of respondants throughout
 

the governorates covered by the present reaearch.
 

The percentage of right answers on the advantages 

of the new pills as dealt with by the " Packet AD " 

was 63.3 % while some respondants, i.e. 54.2 %, 

mentioned some advantages which were not dealt 

with by the " Packet AD " . 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 
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advantagus 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 , ) .	 ( Details to be given on Table 30). 

Wrong answers given included that tfe new 

pills were suitable for ladies who never used any 

13.1% ) , that they were suitablemeans 	 before ( 

or, those ladies who stopped pill- intake for 

not less than 3 morths ( 4 % ) and that they 

do not iffect fertility ( 3.3 ) TIhat must have 

taken place 	 due to confusion by some respondants 

" AD conference AD",batween the Packet " and the " 

both on pills . 

Respondants succeeded in partially recalling 	the 

thecontent of the 	advertised message related to 


" Packet AD 	 " as follows " 

1- That the 	pills' packet 

iron pills 154 frequenciescontains 

2-	 That t.iese pills are 

implroved with minor 

side - effects 75 frequencies 



- 120 

3- That they are 'to be taken daily 33 frequencies 

4- That they tre aral 28 frequencies 

5- That they are contira3ception 

pills 	for family planning 

purposes 19 frequencies 

6- That they are esy to use 25 frequencies 

V- Thrft they a, !sed ifter 

consulting,, piysicl.n; 8 fiequencies 

That I)il s come out; of 

the packet by press.ng 

the latter 	 8 frequencies
 

8-	 That they are new and they 

are available at all 

pharmacies . 5 frequencies 

9-	 That these pills come in 

two different colours. 2 frequencies 

Some wrong answers were given sucn as : that
 

these pills are suitable for 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 piactical and that they could be kept in a 

lady's beauty case ( a component of the AD
 

http:press.ng
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published in Newspapers ) ( one case); and that 

a lady who wants to hove a fresh start of her 

daily program should use these pills 

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

( one case ). 

78 respondonts ( 23.3 of the total number 

of rospondants who wvtcned the " Packet AD " ) 

could tot recall the components of the advertised 

message . 

2- Newsp pers: 

A - Open Advertisement in ewspapers and Magazines 

( " Photo AD " ): 

espondants succeeded, to a great extent,
-

in recalling some of the items of the content 

of the advertised message in Bewspapers as 

follows : 

1-	 That the "AD " dealt with the
 

effectiveness of " EORMINE:ST'
 

pills and its minor side

16 frequencies
effects. 
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2-	 That the " AD " was formed 

up of a lady's photo and 

a p>akt of pills . 11 frequencies 

3-	 That the " AD " dealt with 

new pills provided with 

additional iron tablets. 4 frequencies 

4.-	 Tht t~hey aLa ,ithb].e for 

l:dies vno had pviousl.y 

stopped pilis' intake 2 frequencies 

5-	 T]i-.It they a.re to be used daily 2 frequencies 

Soue respondants confused up the content of 

this " PD " and those of other " AD's " . 17 

xesponda-its stated theft the AD dealt with the 

advanta:1cs of the pills and their effect on the 

freshness of ladies while performing their 

activities ( a component of the content of the 

AD on 	 radio). 

i3 out of the total number of respondants 

wno stated that they had seen the AD in 

newspapers, failed to recall the components of the 

advertised message in newspapers 

lispondants weie relatively more able to 

recall some of the components of the content of 



- 123 

the advertised message in magazines, as folLows:
 

1- That the AD showed a happy 

loqking lady hoilding a 

25 frequenciespacket of pills . 

2- Th,3t it showed a picture 

3 frequenciesof the packet .
 

5- Tn-t it exyplained that
 

the pck(ut idda°tionally
 

3 frequencies
contained iion tablets 

4- That the JD showed a pjcket out of 

whiich theie was a strip 

"- !O1-DI EST FE" 

2 frequencies
brand • 


AD th t dealt5- Thut it was an 


with the instructions of pills 

their
intake as well as 


2 frequencies
advantages 


for each
 

respondants
Some answers were given where 


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

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

mother and two children * 
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B-	 The indirect " AD " in Newspapers and Magazines 

( Aiticle AD ) 

63.6 % of those respondnts who had read 

the indiLect AD in some newspapers and 

magazines stt tu tnat it dealt , inter alia, 

with .lhe nitw 1;il.s, a fact tLat sLowes 

the ability of zuspondants to perceive and 

recall t:e AD . 

Other aspects mentioned by respondants 

i.ncluded : dealing with contraceptives in 

general . SuCn as 1.U.D. and providing 

medical guidance to ladies 

3-	 Padio: 

Respondants who had got the AD on the new pills 

on radio succeeded in clearly recalling its components, 

as follows : 

I-	 That the AD dealt with a day in 

the life of an active lady who 

concludod ner daily program with 

taking " 11CAU0L3'!_T " pills . '45 frequencies 

2-	 That the AD emphasized the
 

importance of the pills for
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ladies as pills do not cause 

any fatlgue after any effort 

indoors or outdoors . .0 frequencies 

3- That " VUEIE'ST " pills 

intake is safely guaranteed; 4 frequencies 

That " fUI,.IflLSI " includes 

iror. 4 frequencies 

Some respomdmnts recalled other components at
 

less fiequeix:cies such as: that pills are provided by
 

F.O.F. rind that they are new pills . 

8 out of the total number of respondants who stated 

that they 1-,d got the AD on radio could not recall its 

coimpollel i;uZ . 

III-	 Advertising Media considered Mv:ost Effective in Delivery 

of Advertised .'Iessages: 

The analysis has generally shown that T.V. was the. 

most effective among the advertising media in 

projccting the advertised message about " 1'OiMIIMST" 

pills . Those who learnt about the pills under 

question through T.V. accountedf or 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 regard a it accunted only for 7.1%. 

Personal contacts ( individual and plural ) 

together uide up a low percentage that did not exceed
 

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

We deal separtely hereunder with the degree of 

effectiveness of each of these -jdvertising media:
 

T.V.: 

The zinalysis has shown theft the " Packet AD 

was tue one uiost watched as it counted for 95.6 %. 

The highest percentage in this regard was rucorded 

in Delta at 99.2 § while the lowest was recorded 

in Assyout at 92.8 % ( Details to be given on 

Table 32 ). 

The time preceeding the Arabic drama series ( on
 

both Channels ) was the most common time for 

watching the " Packet AD " ; at 38.L % , followed 

by the evening time AD wave , at 31.2 %. 

watching the AD directly before the 

arabic drama series accounted for 39.2 in Greater 

Cairo, 38.7 % in Delta , and 37 % in Assyout . 
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A low watching percentage was recorded at 

noon at 3.9 % ( Detnils to be given on Table 33). 

,1ost of' resnondnnts who watched the " Packet AD", 

92 , were impressed by it . The highest 

percentage in this regard was recorded in Assyout 

ait 94.1 •.( Details to be given on Table 3L). 

Aspects that impressed the Tespondants most are 

given below in a descending order : 

The disign of the packet 87 frequencies 

- Seriousness of the style of 

50 frequenlciesthe AD 

- Clznrity of the AD 48 frequencies 

- Its call for family planning 40 frequencies 

- That it explains instructions 

of intake and advantages of 

36 frequenciesthe pills 

- That it is attractive and 

gives an impression of 

21 frequenciescredibility of these pills 


That it gives a clear idea about
 

17 frequencies
the pills ; 


and about their benefits 17 frequencies
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That it introduced to the
 

poblic a new brand of 

pills . 15 frequencies 

The high frequency of its 

screening encouraged some 

respondits to try pills 5 frequencies 

That it is easy to 

understand 2 frequencies 

That it cannot be easly 

perceived by children one case
 

Few respondants took , for advantages of the " Packet 

AD " , some advantigs of the pills such as that it 

( the AD ) additionally combines iron, that it is 

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

8 % of xespondants who watched this AD , 28 

respondants, 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 frequencies 

( all in ahalla AL-

Kobra ). 

That 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 advantages of the pills; 2 frequencies 

That it is projected in 

a routine oft-repeated 

style ; 2 frequencies 

That it is meant for 

physicions and pharmacists 

rather than ladies; 2 frequencies 

Theft- 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 ns: tha-t a lady never uses pills, that 

pills are not a guaranteed contraceptive, 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 

narrowand periodicals, at 44.1 1 , followed with 

gap ), the " packet 1.D "1 in magazines at 32.1%• 

An equal degree of preference was recorded in 

so fr as the two" Indirect AD's" in newspaipers 

toand iiirgazines were concerned. ( Details be 

givei on Table 35). 

The " Packet AD " in " Al-Ahram " daily was the 

one most preferred by respondants who saw it in 

the newspapers, at 39.5 % , followed by the one 

el- weekly at % (Detailsin " Akhbar - Yom" 	 28.9 

to be given on Table 36 	 ). 

" 81.1 	 % of respondants who read the " Packet AD 

by it 'or the followingin newspapers felt impressed 

reasons : 

- The way it is presented 	 12 frequencies 

- The " AD " ws attractive 

being published on a large 

9 frequenciesspace . 
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Thnt it dealt with the 

pills. 6 frequenciesadv,,ntags eL the 

Twt it was easy to 

5 frequenciesunderstand 

the Packut 5 frequenciesThe design of 

tune of the AD 2 frequenciesThe serious 

The appearance of the lady 

who looked fies1i; one case 

. i.requency of the AD's 

appoa rance one case 

18.9 % of rxspondants who read the " Packet AD " in 

newspapces did not feel impressed by it for the 

followin- reasons : 

It is less informative than 

Packet AD " on T.V.; 3 frequenciesthe " 

3 frequenciesIt is not attractive 


It merely contained a picture; 2 frequencies
 

and lack of clarity 2 frequencies 

one case
It is a static sort of AD 


( Details to be given on Table 37 ) 

The " Packet AD " in the weekly illustrated " Haww'a 

was the one most read by respondants who sow it in 

by themogazins, at 72.8 % , follows with a wide gap 
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" Picture AD " in the illustrated weekly " Akher Sa 'a"; 

at 9.]. %. No respondant st ted that she r.ad voon 

that AD in " Tabibak AL- Khas " ( literally " Your 

liivate Physician ) magazine . ( Details to be given 

on table 38 ). 

iost of respondnts who stated that they had
 

seen the " Picture AD " in magazines, i.e., 92.5 %, 

felt impressed by it, making emphasis on the 

followinG : 

The design of the Packet 16 frequencies
 

The tmiile of the lady snapped
 

for the AD gives the impression
 

that pills do not cause any harm 9 frequencies
 

The )ttractive way of presenting
 

the AD 
 8 fiequencies
 

That it dealt with the
 

advantages of the new pills 3 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 pictuxe shows a L-ppy,
 

active family •
 

Those who were not impressed by the AD under
 

: that the lady looked
question gave reasons such as 


an Arabian rather than an Egyptian , that there was 

explanation under the lady's picture and the packet, 

that uneduc::Itud ladies could not understand it.
 

Those who read the " Indirect AD " in newspapers 

counted foi a low percentage , i.e., 10.8 % , of the 

new pillstotal numbe!r of those who learnt about the 

through dilies and periodicals . ,,ost of them read 

it in the weekly " i,.w'va " ( 8 frequencies ) followed 

by the daily " AL- Gonihouriya ( 2 frequencies ) and 

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

3- Radio: 

The " New Pills " AD on the commercial network 

" AL- Sharq AL- Awsat " was the one most 

89.9 % oflistened to as it counted for 


respondaints who got on radio ( 99 respondants ) 

while " AL - Sha'b " network counted for as low 

as 2 / 
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The " Fallaha " ('Fenale -Peasant") AD was the 

one most listened to among different radio AD's, 

as it counted for 36.4 ' of those who got the 

AD through radio , the onewhere as least 

listened to was the " School AD "ias it counted 

for 18.2 %. 

87 % of respondants wno listened to the AD 

on r..dio , in general , were impressed by it, 

giving the ±oilowing reasons :
 

It is easy to understand, 

serious in style 33 frequencies 

It is attroctive 16 frequencies
 

It emphasizes thait pill,:: 
are .
 

easy to use '? 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 

- It highlights the importance 

of family planning 3 frequencies 

- It is interesting one case
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1; 1 	 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. 

ComparabOiity of Advertising Media : 

l;ost of respondants were impressed by the " Packet AD " 

on T.V. that counted for 81.5 ;o through the entire package 

of interviews of the research , whereas no respondnts was 

impressed by the " Indirect AD " in newspapers and magazines. 

( Details to be given on Table 40 ). 

The mout important reasons given by respondants for being 

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

1- That it is audeo - visual 71 frequencies 

2- That it explains instructions 

intake 18 frequencies 

3-	 The 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 	 9 frequencies
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The most important reason given by respondants for 

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 " and the 

" housewife " . 

IV- Attitudns of Respondants Towards use of "WOLiCINEST" 

Pills
 

The analysis has shown that a high percentage, 

15.6 % , of respondants were satisfied with 

EOWfJThEST" pills . The nighest percentage 

in this regard was recorded in Delta at 

55.4 p . However , the percentage of lack of 

satifaction could not be considered high as 

it did not exceed 33.6 % Uhroughcut the 

governorates covered by the present research. 

It 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 41). 

Reasons given by respondents for being
 

satl:"ied with the new pills included the 
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following ( in a descen.ding order): 

I- That they additionally combine 

iron tablets 68 frequencies 

2- IJMixior side - effects b4 frequencies 

3- Thit they are easy to use and 

effective 59 frequencies 

4- That they are new, obviously 

clear of old shortcomings i7 frequencies 

5- They are a good method of
 

fami.Ly planning 10 frequencies 

Some other reasons were given at lower frequencies 

such as : thn:t they are avr.lable in tfe market ( 3 
frequencies) , that the percentage of hormone i-n It :i. lower 

in comparison with other brands ( 2 frequencies), that the
 

packet keeps them unvulnerable to mizropes, that they are
 

cneap,
 

Tme most important reasons given by those respondants
 

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

i- because she ha.. riot tried 

them before 74 frequencies 

2- because that depends upon 

physicians' consultation 41 frequencies 



- 138 

3-	 because she must choose
 

the method suitable for her 8 frequencies
 

Few respondents gave 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 freuutjncies ), theft forgetting to take a pill 

in -time result,,; in a haemorl-age ( 2 frequencies ), that 

she suffered from troubles after trying those pills ( one 

case 	) , and tut she learnt from somebody that they 

are harmful ( one case ). 

A large number of respondents ( 62.3 % ) expressed the 

view thrit " NOTIIEST" pills are better than other 

brnnds . 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 respondents were as follows ; 

1- they additionally combine iron 

ta blets 179 frequencies 

2- tiey hve minor side

effects and that they do 
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not affect mother's
 

health 62 frequencies
 

they are easy to usn 32 frequencies 

4- the design of the packet 11 frequencies 

5- they are to be used on a 

regular basis 10 frequencies 

6- L: ey a e effective 6 frequencies 

7- they 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 better 4 frequencies 

10- they contain a lower 

percentage of hoy,: nes 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 : 
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- Correlation between exposure to advertising media 

and age 

The analysis has shown that a majority of 

sampled respond,.nts read newspapers as those 
who read newspapers among them, illiterate 

respondants numbering 814. excluded, counted 
'for 74-.3 of the total number of educated 

respondants . That prevails most in the 

-,ge category of 24 - below 31 years and 

pievails least in the age category of 27 
-

below 31 years . 

The analysis has shown that reading only 

newspapers prevails 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 analysis hos 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 analysis has shown thrnt the highest
 

percentage of those who do not listen to radio
 

-
concentrates around the age category of 27 

below 31 yea±s , as it counted for 21. 8 % 

of the total number of respondants in that
 

age category .
 

A majority of the sampled respondants always 

watch T.V. ( 400 out of 450 respondants ) This 

prevails most in the age category of 31- 35 

yeaj.s ; followed with a narrow gap by the age 

c~tugory of 27 - below 31 years 

Those who never watch T.V. count for a very
 

liiiited percentage ( only to respondants most
 

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

general , that theThus, it could be said in 

- below l years is the categoryage category of 27 


least expo,;ed to newspapers and radio, within the 

age range of the sample , and that the age category 

of 31 - 35 years is the category least exposed to
 

T.V.
 

Correlation between exposure to advertising media
2 

and work : 

- The analysis has shown that almost one third of 
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the non- worker females never read newspapers 

( 41 out of 136 respondants are non- workers), 

and that reading newspi-pers prevails ost 

among professional Indemployees. Prefessionals 

who read newspapers counted for 83.5 % of the 

tota number of professionals against 74.4 Y
 

amoneg the employces. 

It h,s been fuund out that iost of the female 

non- workers always listen to radio, i.e., 159 

out of 214 respondants , counting for 74.4 %)
 

followed by lady employees . Non- skilled female
 

workers ( as a sub- category of professionals )
 

never listen to radio .
 

A m:ijority of female non- workers always watch
 

T.V. ( 189 out of 214 respondants , i.e., 

SC.3.3 7o ) . Employees constitute a majority 

among female workers who watch T.V. . The 

analysis Las shown that a very limited 

percentage of the sampledrespondants. ( workers 

and non- workers )never watch T.V. ( only 10 

respondants ). 

Thus , it generally appears that non-, workers axe more 

exposed to T.V. , then radio , then newspapers. Employees 
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, thnewspapers, en radio. 

Professionals axe more exposed to T.Vo , then newspapers, 

then radio . I'on- skilled workers, as a sub- categoary 

of professionols, are exposed to T.V. , then newspEaiexs, 

are more exposed to T.V. then 

then radio . 

- Correljtion between toexposure advertising media 

c'nd educatioinal leveJ.: 

1Tim analysis has shown that slighltly more 

titan one quarter o the sampled respondants 

( 25.7 % ) never read newspapers despite the 

L'oct they are not illiterate ) only 36.2 % 

out of those wno never read newspapers are able 

to only read and wite , tnus finding it 

dli'ficult to read newspapers . Yet it has 

been found out that 3'/.2 7o of respondants of 

inter- mediate level never read newspapers ). 

A majority of newspaper readers is among 

the above - intermediate and laigh education 

levels ( 89.2 % and 86.3 % respectively). 

The analysis of the data has shown that most 

of those who listen to radio -( always or 

sometimes ) are among the intermediate level 

respondaonts ( 87.1 % of tile total number of 
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respondants of that educational level ) 

followed by the below - intermeliate level 

( 85.7 % ) then followed the above-inveimediate 

( 81.1 %) an(] the illiterate ( 81 7o ). Higher

education - level respondants axe thtose who 

listen to radio least ( always or sometimes) 

a t 76.5 7o • 

The anlysis flis also revealed that all the 

above - intermediate level as well as the higher 

education level respondants watch T.V. imid that 

a limited perccatage of respondants who are 

above r intermediate - level educated and t.:,oc 

of higher - education level do not watch T.V. 

( 8.8 >, , 1.8 % ; 2.4. and 2.9 7o respondants). 

Illiterate respondants wno do not watcn T.V.
 

count for 6 % of the total number of illiterates 

the reason being the non- availability of T.V.
 

sete 

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 T.V. ( Details to be given on 

table 2 ). 
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VI- Correlation between the source of learning of the new 

OR1.iJi1A1'JT FE " pills and exposure to advertising 

media : 

'-The analysis h,:,s shown that xespondant;s who 

learnt about the new pills tn roun1'T.V. axe 

thu ones most exposcd to c lfiferent -'>dvert sing 

media as most of them always re i. i,uwspapers 

and m,<;u sinus and 1iston to rad:io andl a 'ojority 

of tlhey a ,ys vwatcn T.V. 

It has beai found out thaft all those who learnt 

o bout te new pill.s tl.i'ough newspjpers do read 

newsp,.pers and maCgazines ,.ijd that majoritya of 

them liLsten to radio an watcLn '.V. 

Also it has been found out that ail thiose wno 

learnt about the new piliLs tnrougn magazines do 
re~d newspapers and ma~azanes and watch T.V. and 

triat a majority of them listen to radio. 

in so far as thlose wno learnt about the new pills 

tnough radio, the analysis has shown that all 

of tnem do -Listen to radio , most of them 

being regular listeners, tnat all of them do 

watch T.V. , most of tnem 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 learn about the new pills through 

cadres of personal contact such as relatives, 

friends or colleagues despite the fact that 

all those who learnt ,bout the new pills 

through relatives do aad newsp-pers, listen 

to r;dio and watch T.V. -ind LlhaL mo, b of 

those who learnt about them through friends or 

colleagues do rea-,d newsp,-peis listen to radio 

;-'nh4 wntui-; T.V, ( Dldt- 4i ; ta bo uiv~n on Tablop 

L-3i 4-, 45, 45 A , 45 B and 115 C ). 

VII- The correlation between the preference of a specific 

AD in different advertising media and demographic 

characteristics : 

The analysis has shown that most of targets 

who gave top preference to the " Packet AD " 

on T.V. belong to the a e cat gory of 31

34 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 2LI - below 27 

years and two belong to the age - category of 

31 - 37 years . Two of them are non- workers 

and two are employees . Education- wise, one 

is below- intermediate , anothti is above 

intermediate and Lwo are intermediate . 

The " ]e:!lle Peasart " ,dio AD was Liven 

preference by only tLree respondants two of 

whom belonged to the age --catetjury of 24 - below 

27 yoars and one to that of 27 below 31 years. 

The three cases belonged to non- workers. 

Jiduciiion  wise , one wau a gaduato, anothie.v 

was intermediate, and the third below 

intemediate . 

The " Picture AD " in newspapers \:as given 

preference by only two respondants one of whom
 

belonged tu the age - category of 27 - below 31
 

years and the other to that of 31 - 35 years . 

Both were non workers . Education - wise , one 

was a gxaduate and the other was intermediate.
 

Both the "1Picture AD " in magazines and the 

School AD " on radio were given preference by 
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only one case, each . One of them belonged to 

the age - category of 27 - below years , 

non - worker intermediate . The other belonged 

to the age - category of 31-35 yeors , non 

worker , below intermediate 

No respondant gave preference to the indirect 

AD in newspapers 3nd magazines 

VIII- Correlation between satisfaction with " NO..IITUEST FE" 

pills and L'ie demographic characteristics of
 

respondants :
 

The tanalysis has shown th:.t the nee category most 

satisfied with " NO1IINEST FIT' " pills was that 

of 27- below 31 years, followed with a narrow 

gap by the age cetegory 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 , i.e., 32.3 % , 

against 21.1 % in the age category of 24 - below 

27 years and 26.3 % in the age category of 27 

below 31 years , 
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The analysis hais revealed a satisfaction of a 

good percentnge of ferfale workers among 

sampled respondants with the new pills ( 41.1 % 
of the total number of female wrk<ra " Jong 

sampled respondants ) . However, the percentage 

of dissatisfriction with the new pills on the 

part of feaiale workers was quite hiji , i.e., 

33.1i0 ). 

Satis fnction witKi the new pills amon- female 

non- workers within the sample was recorded at 

30. 8 5 ( of the total numiber of female non

workuis ) agai"'rt 20.1 % WhO oxprsed 

dissatisfaction with the new pills 

Those who could not express cleara -cut opinion 

in this regard or could not give any reply at all 

counted for a quite high percentage ; 16.2 76 in 

the first case and 20.7 % in the second . 

The analysis has shown thot those of below

intermediate and intermediate levels are the 

categories the most satisfied with using 
 the 

now pills , Satisfaction in the first case was 

recorded at 45.2 % of the total number or
 

respondants of each category 
. 
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Dissatisfaction with the new pills was
 

hiLhest amonC, the highex - education level 

respondants as it counted for 16.7 % of the 

total number o:f 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 ratler logical 

SLGCil as : tlht nsin - such pills depended 

l.pon consulting a phlysician whio :ay advise 

a lady as to which contraception method 

was suitable for her, or that a lady had not 

Lried the new pills before, nence her inability 

to judge them . 

IX-	 Correlation between satisfaction with the new pills
 

and sources of learning thereabout:
 

'Theanalysis has shovm that a high percentage
 

or satisfaction with the new pills appeared
 

among respondants who learnt about themi through
 

newspapers as a mass advertising medium
 

( 58.5 Y of those who learnt about them through 

newspapers ) followed by respondants who 

learnt about them through radio ( 54.5 6 ). 
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The lowest percentage of satisfaction with 

the new pills was recorded among those 

respondants who learnt about the new pills 

through T.V. It should be noted here that 

a hiuh percentage of i espondants who learnt 

about the new pills through T.V. ( 20.8 % ) 

uould not form a clear- cut opinion in this 

respect, a fact that coincides to some 

extent with a high percentage of illiteracy 

iaong- re:,ponslnts vwho learnt about the new 

!:i],:tha-ou,,'h T.V. 

X- Corelaticn between satisfaction with the new pills 

and the contraception method preferred by respondants:
 

The analysis has shown the concurrence, to a 

,!reat extent , oC satisfaction with "U0L.O.-ilEST" 

pills by respondtmts and the preference uf oral 

pills as a contraception method . Among th]ose 

who piefer oral pills as a contraception 

method, 48.9 % expressed satisfaction with the 

new pills against 17.9 % who expressed 

dissatisfaction.
 

Among those who prefer I.U.D. as a 

contraception method , 31.1 % expressed 

dis.,-tisfaction with the new pills . 
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2 - Findings Related to Secondary 

Objectivc3 of the Research 

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

The analysis has st )wn that most of the sampled 

respondants are awa.e of F.O.F. ( 75.8 %). The 

fiCllest percentage JL this regard was recorded 

in Greater Cairo at 80.7 % ond the lowest in 

Assyout at 68.7 OL 

T.V. was Lhe m,os:t po])lar source of learning 

about F.O.F. , at 70 5 % , followed with a wide 

gap by r3dio at 10.' , then came newspapers 

at 6.3 • 

Those vjwho learn .::boul F.O.F. through the latter's 

seiars countud onl for 3 /, cf the sample 

where as Phar: ,r-ejats :ounted A, only 0k..- , of 

the total volume of _.,.urces for the sample. 

( Details to given or Table 46 ). 

A good percentage COLd successfully identify 

the activities of F. *.F. 38.i % of the total 

number of replies thzb F.0.F. is a Society 

that organises confej3nces for probagating family 

planning . 29.9 / c.ted that it is a society 

engaged in distributi,, contraceptives - 13.3 % 
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said it is a society that is active 
=n calling
 

for family planning . ( Details to be given on 

Table 47 ).
 

33 responcJnts , i.e., 9.7 % of the total number
 

of those who replied in the affirmative as to
 

wether they 
were aware of F.O.F. could not 

identify the activities of that society .
 

Trio naiysis has shovn that a high percentage, 

i.e., 69.2 % of those respondants aware of
 

F.O.F. were also 
 awaxe by methods made
 

avilable by that society 
. The highest
 

percentage in this regard was recorded in
 

Assyout 
 at 79.6 % and the lowest in Greater
 

C;:ir, at 51.2 y .
 

The most well known method among respondants 

was I.U.D. that counted for 33.7 % of the 

total number of answers, followed by 

" IIOr*;[I E'T " pills at 28.6 /m , then came 

" Amaan " foam tablets at 22 % and finally 

came " Toj s " condoms at only 15.7 5 .
 

±.U.Do continues to be the most well- knovm
 

method in Greater Cairo and Assyout , whereas 

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

gap by I.U.Do
 

Amon" thho ;e r ol;pondclnts who are aware of such 

.methods, only 37.3 " use them Those who 

stopped usiin,,i -1:1ern counted for 8.5 lo 

of tho:e vho are avw;are of methods provideci by 

do not use any, obviously'
F.O.]. , 54.2 b 

a nigL pereite , 

Tne Y.0.0F. p:rovid(:d method most used by targets 

was i.U.Do , is it as used by 66 respondants 

followed by " Amnai " foam tablets ( 20 

xespondlafl- ) then came " IT,:]lTIST " pills 

r1ni,-18 ,,. 12 respondants stated that 

their riusbndsl, wuere using " Tops " condoms 

The arialisis ,as shown th-:t a nigh percen'Uage, 

i.e., 76.8 , of rctspond'-nts wno are aware of
 

F.O.F. , are , however, unaware of the fact 

that F.O.. Ihas :.us own clinics . The nighest 

of such clinics waspexcentage of awareness 


52.1 % whereasrecorded in Greater Cairo at 


Assyout counted for oniy lp and Delta for
 

17.1 % . This finds explanation in the light 

of the fact that tlhe three main clinics run 

by F.O.F. are in Greater Cairo 



Among those respondants who are aware of F'.O.F. 

clinics, only 12.6 % were visitors of such 

clinics . However, the percentage recorded in 

Greater Cai'co was 17.2 7o . 

I- The Awareness, in G-eneral , by Pesopndants of Family 

Planning M.lethods : 

Oral pIiJ.s nave been the contraceptive mosit 

well- RKnown by the sampled respondtints as they 

countod for 28.5 lub of the total numbe,*, of 

answers, followed by I.U.D. at 25.2 ,;b , Lhen 

came foam tablets ( l12 % ) and condoms 

( 8.3 ) Theh Lea, t knlcawn methods aIong 

r',.spondants were injections ( 0.5 % ) , creams 

( 0.1 5 ) , Coitus interruptus ( 2.2 b ) and 

diaphragms ( 3 7o ) 

it may bu iiotod worthy here that a respondant 

is 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 of knowledge on 

contraceptives for respondants as 41.1 % of 

them received such knowledge through T.V. , 

followed by neighbours or ;,;,uos( 13.3 7 ), 
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radio and physician ( .)5 7, each), newspapers 

( 7.6 7 ), magaz2tncs ( ., ) ,4-*9 pharmacist 

( 2.3 Yo ) and seminars ( 1.l ) * Details to
 

De given on TLble 4-9 )
 

The analysis i:ms sliown Aht a majority ,i.e., 

58 ' of the sample are CuIImrtIy un-gJ 

conti aception mu,thods thulos .iou t ule tnxee 

z onc of1 esearo 1tow,&er t e percentage 

was h.[;her in Delts as i t was recoded ,u b6W/. 

IOse Whlo StoppuC' using contraception 

meei.ods counted. for 8 1,,i. ',Tireninest percentage 

in 61his arerrd i nCair ;.a t L.7 

T'he nigost percent', of non-use of any 

contraceptive was :r:cordeu_ in Assyout at 5U.'/ o 

of the total number of xespondants in that 

Zone 

Oral pills wexe the met-hod most widely-used by 

iespondants ( 14.3 frequencies ) followed by 

I.U.D. ( 92 frequencies ) followed by other 

methods at lower frequencies : 

Condoms , foam tablets 7 frequencies each 

Safety period 5 frequencies
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* Coitus interruptus 3 frequencies
 

" injections 2 frequencies
 

Subcutanejous capsules,
 

ovariotomyo one case each
 

No respondants has used diaphragms or creams. 

Oral pills came at the top of methods stopped by 

few zrspondants ( 20 frequencies ) , followed by 

I.U.D. ( 13 frequencies ) , foam tablets 

( 2 frequencies ) and injections ( one case. 

The rinalysis of the findings hss revealed t1t 

a hiIL percentage of respondants , i.e., 82.7 % 

who currvurntly use no method, :Lntend to uLe such 

metho,ts i future The highest peic '
 

this regard. was recorded in Gxeatex Cairo at
 

88.3 % , followed by Assyout at 80.8 % and 

Delta at 78.4 %.
 

Oral pills cane at the top of methods which 

itspondants or their husbands intend to use in 

future at 19 frequencies , followed by I.U.D. 

at 148 frequencies, condoms at 8 frequencies , 

Safety period at 5 frequencies , then csne foam 

tablets and ovariot,my at 4 frequencies each 

53 respondants 11.8 % 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 respc'idants for
 

preferring oral pills were as follows ( in a 

descending order ):
 

pills have many advantages 45 frequencies 

they czuse no harm 4.3 frequencies 

they -re the easiest 

i:iethod to use 27 frequerc ies 

recomitended by a 

physician 11 frequermies 

apprehensive of using 

.U.D. 8 Trequencies 

The reasons given by respondants fox' preferring
 

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

it 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 3 frequencies
 



- 160 -

I.U.D. is more proper after
 

a certain age 2 frequencies 

I- Views of targets on Family Planning: 

Theanalysis has shown thtS most of the sampled 

x spconcIdnts Eire aware ol an over-, population 

problem in IEgypt ( 96.5 % o- the entire 

sa5plle ) The percentoes recorded jn this 

refd ....'- % in98.7 Assyout , 96 i in Delta 

'and /%.7 in Greater Cairo 

The analysis also ha s confirmed that ".,oot o1 
those respondents wlo )re aware of an ovei.

popul.,tion problem in Egypt are, ato great 
extent , exposed to vnrious advertising media. 

They have been aliways exposed to T.V. ( 89.7 %) 
to r..dio ( 68 10/ ) and they read newspapers and 

magazines ( 61.1 % ) . 

Tespondants who are not aware of an over
popultion in Egypt, c AJ; .io being exposed to
 

advertising media 
, counted for as low as
 

2.4 % for each advertising medium. 

'The analysis his shown thait the age category of 
31 
- 35 years , withini the age range of the 

present research , was the one most aware of 
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an over- population in Egypt , counting for 

98.8 % oi the entire sample of this age 

categoy 

If vie exclude the categories of " business

women " and " craftswomen " ( that appeared in the 

saii.ple at limited frequencies , i.e., one case 

and 6 cases respectively , all of them aware 

of an over - populition problem) we will find 

out that professionals are the category the 

most awanre of an over- population pioblem 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 

pr;oblem in Egypt . Most of the sampled 

ruspondants , of different education levels were 

awore of an over- population problem. The
 

percuntages recorded in this regard were: 100 %
 

among higher - education level respondants, 

99.2 % among Intermediate- level ones, 97.6% 

among the below- intermediate level ones and
 

97.3 % among the above - intermediate level ones. 

The pe3:centa[re recorded among illiterate respondan.ts. 

within the sample was 91.7 %. 

http:respondan.ts
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Family pl!hnijing was at the top of volutions 

suggestud by respondants to overcome the over

population problei as it was sug, ested by 64.3 % 

of responnnts throughout the three zones of
 

research . The highest percentage in this regard 

was recorded in Assyout at 7 0 , 9 % . 

Then, with a wide gap , followed guidance and
 

infoiration s a sug&,-estion solution to the over

population p:roblem, at 18.6 % , followed by 

raising the na-tional income at 5 • 9 %, reclamation 

of land .nd agricultWval mechanisation at 5.4 2 

( Details to be given on Table 50 ). 

The onal'sis hqs revealed that most of those
 

who suggested family planning as a solution to the
 

over- popul.-tion problem do read newspapers,
 

always listen to radio and always watch T.V. 

Also it has been generally noticed that the 

more a remxondant is exposed to advetising , the 

rore able to suggest solutions to the over

population problem she becomes .
 

A majority of the sampled respondants ,i.e.,
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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 o 

28.7 % of the sampled respondents intend to 

have more children . This attitude was recorded. 

highest in Assyout at 36 % and lowest in Delta 

at 24.7 % 

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 

rc of those who read newspapers, 29.9 % of those 

who always listen to radio and 29.3 % 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, 
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57. 9 % of those 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. 

Hence , the absence of desire to have more 

children in future 73.3 % of those 

respondurnts in the age category of 31 - 34- yeurs 

felt satisfied with the number of children 

they already bad where as L-B. 9 % of those 

respondants in the c ge category of 24 - below 

27 years intend to have more children in future. 

The unaly.sis hzis shown th:t work bliad little effect 

on thinl:ing 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 % r 

employees for 54 % and professional , in 

general , f, r 61. 2 /5 

Like wise, no considerable conrelation has been
 

established between educational level and the
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intention to have more children in future.
 

65.5 5% of illiterate respondants felt 

satisfied with the number of children they 

already 1t4vco, whereas higher- education level 

counted for 52 • 9 i , intermediate- level 

for 51 • 6 1 , and below - intermediate 

level for L2 . 9 • 



TABLE OF PHASE !I OF 

THE RESEARCH 
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Table 27
 

Awareness of the Sample of Advertisment on 

NORIIEST" Pills by area 

Area Greatur Cairo Delta Assyout Total
 

Awareness of 

AD on new freq freq % freq % freq 0 

product 

Have learnt 126 84 130 86.7 1lO 73.3 366 81.3
 

about the new
 

pills.
 

Eever heard
 

of them 24 16 20 13.3 40 26.7 84 18.7
 

Total 150 100 150 100 150 100 450 100
 



_________ 
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Table 28 

Awareness of the Sample of the Brand 

of the Product by area 

Gxeater Cairo Delta Assyout Total 

AWareness of the fieg freq freq freq 
brand of Pills 

[entioned right I 

bland 70 55.6 126 96.8 101 91. t3 297 F..1 

,.entioned a 

wronG brand 13 10.3 1 0.8 3 2.7 17 4.6 1 

No ]:no'aled,-e 2 1.6 1. 0.8 2 1.8 5 1. 4 

Do not remenbor 4l 32.5 1 0.8 4 3,7 L., 12.6 

1,1o answer - - 1 0.8 - 1 0.3 

Total 126 lo 130 100 110 100 366 1CO 

t.________________________________________ 
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Table 29 

Awareness of the Sample of F.O.F. w4vo 

distributes "i VO1RI:!fEST". pills by area 

Aroa Greater Cairo Delta Assyout Total 

Awareness of the 
body ttnt freq freq % freq % fxeq % 

diL.tributes pills 

Mientioned ri(Jht 

name. 20 15.9 82 63.1 34 30.9 136 37.2 

r,.entioned a 

If.;nIme 31 24.6 19 14.6 J;.5 41.9 96 26.2 

11o Inowvled-e 14 11.1 19 14.6 27 24.5. 60 16.41-

Do not iemem.ber 6U 4 7.6 8 6.2 3 2.7 71 1.9.4 

No answer 1 0.8 2 1.5 - - 3 0.8 

Total 226 100 130 loo 110 100 366 100 



Area 


Advantages of
pills mentioned 

No side effects 


Suitable for 

ladi.er wo never 
used J iiln befox'e 

Sutlgble 2or ladies 

who stopped usirng 
pills for not less 

trian 3 months 

Do not affuct. 

ability to have
 
children 


Easy to use 


Include iron 


To be used for 28 
days . 

Do not remember 


Other 


Total 
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Table 30 

Advantages of the pills mentioned by the 

" Packet AD " Sampled Viewers by Area 

GroatJr C0iro 
 Delta Assyout Total
 

I'veq freq freq £req
f ,
 

35 
 41.6 80 25.9 49 27.6 164 28.7
 

6 7.1 5 19 9 745.1 13.1 

1 1.2 19 6.1 3 1.7 23 4 

I 1.2 13 4.2 5 2.8 19 3.3 

2 2.4 42 l3a5 35 19.8 79 13.$
 

26 31 81 26.2 64 36.2 171 29.9
 

15 l.8 12 6.b 27 
 4.7
 

13 15.5 1 0.3 
 14 2.5
 

- - - -

16I 31i 100 1'/7 IO0 571 i00
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Tablc 31 

Distiibuti-, of Sources o 1' novIedge of I , Pill by axea
 

Area Greater Cairo 
 Delta 

Souice of 0 H
 
Know edbe
r-a P 0 Assyout Total 

• . -.-- 4 -. 0 

HC) H 0C) F-zH' C-" t 

T o V. 40 77 4+ 57.7 42 79.2 126 74.l 69 51.2 60 48 L29 49.6 106 81.6 361 64.5 
Newspapers 3 5.8 - - 2 3-8 5 2.9 15 11.1 19 15.2 34 13.1 14 10.8 53 9.5 
;.! azines 2 3.8 6 - 9.2 3 5.7 11 6.5 15 11.1 9 72 2 9.2 5 3.8 0 7. 

Radio 2 3.8 8 13 3 5.7 13 7.6 31 23 32 25.6 65 24.2 1 0.8 77 13.3 
F.O.F Seminars  - - - - 2 1.5 2 0.4 

Arelative 1 1.9 2 3.1 7 l. 18 0.7 1 0.8 2 0.8 - - 5 0.9 

Afriend or a 
Colleague 1 1.9  - 1 1.8 2 1.2 3 2.2 4 3.2 7 2.7 2 1.5 11 1.9 
Other 35.8 5 7.7 2 3.8 10 5.9 1 0.7 - - 1 0.4 - - i 1.9 

Total 52 lO0 65 100 53 100 170 i 100 135 100 125 100 260 100 130 100 :560 100di~ i. ti. Ii 
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Table 

-

32 

Area 

Size of T.V. 
packet AD 

viev ,r s 

Percentages of watching the " Packet AD " 

compa: ed to other materials oh the new pills 

on T.V. by area 

Greater Coiro Delta Assy6ut 

ireq % freq freg % 

Total 

freq % 

Vievwod 

AD 

p-cl:ot 

119 04.4 129 99.2 102 92.8 350 c5.6 

Viewed other 

material 3 2.1i4 4 3.6 ? 1.9 

Did 

any 

not view 

4 3.2 1 0.8 4 3.61 9 2.5 

Total 126 100 130 100 110 .100 366 100 



Area 


Time of
 

watching 
conference AD
 

At noon 


Before Arabic
 

Drama Series 


Evening time 

Night time 


Do not remembei 


Total 
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Table 153 

Timing distribution of watching conference 

Advertisement according to respondants' 

answerp by Area 

Greater Cairo Delta Assyout Total 

freq % freq % freqfreq 

10 7.2 L. 2.3 4 2.7 18 3.9 

54 39.2 67 15 54 57 175 38.4 

33.4 55 31.8 42 28.8 143 31.346 

22 15.9 43 24.9 43 29.5 108 23.6
 

6 4.3 4 2.3 3 2 13 2.8 

138 100 173 100 146 100 457 100 
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Table 

-

3' 

Respondl.nts 

packet AD 

views on the 

" by Area 

Area Greater Cairo Delta Assyout Total 

Viows expressed freq % freq x£req ffreq , 

Impolssed by 

it 106 89.1 120 93 96 9Lo i 322 92 

hot impressed 

by it 13 10.9 9 7 6 5o9 28 8 

Total 119 100 129 100 102 100 350 1C 
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Table 35 

Distribution of Eespondants preference of Ad's
 

on pills in Newspapers and ?.ahazines by Area
 

Assyout Total
Area Greater C,iro Delta 

freq % freq % freq % freqPreference 


Photo AD in
 
27.3 15 11-4.1
Newspapers 2 40 10 55.6 3 

Photo AD in 

33.3 4 36.3 11 32.4mragazines 1 20 6 

Articles in 

1 20 - - 1 9.1 2 5.9lNewspaipers 

Articles in 

::gazines - - 2 11.1 - - 5.9 

1ot i:pres-,ed 

by any.. .. . 3 27.3 3 8.8 

I 'Lf -ii....{i y- - ---

- 1 2.9 
No answer 1 20 - 

1 100 7)4 100 
Total 5 100 18 100 
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Table 36 

Newspaper in 

" Norminest 

which respondants saw 

pills ' AD by Area 

Area 

Newspaper 

Greater Cairo 

f: eq ' 
-r 

Delta 

r 
freq % 

Assyout 

freq % 

Total 

freq % 

AL-Ahram 1 10 21 42.9 8 47.1 30 39.5 

AL-.Akhbax 5 30 13 26.5 6 35.3 22 28.9 

Do not 

remember 3 30 8 16.3 3 1.7.6 iL. 18.4 

Oher 3 30 7 14.3 - - 20 13.2 

Total 10 100 49 100 17 100 6 1CO 
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Table 37 

Respondants' Views on Advertisement on pills 

published in Newspapers by Area 

Area 

Views 
expressed 

Gxeatex Caixo 

free,f refreq 

Delta 

% 

Assyout 

freq 

Total 

f r e q 

Impxessed by 

it 2 40 32 94.1 9 64.3 413 81.1 

Not impressed 

by it 60eO 2 l5e7 5 10 1P;9 

Total 5 100 34 100 14. IGO 53 100 
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Table 38
 

Magazine in which xespondants saw " NORLI.ITEST"
 

pills AD by Area
 

Aea Greater Cairo 
 Delta Assyout Total 

M ga zine freq freq 
 % freq ffCeo 

AL-

Tabibak 

Khas
 

Akher Sa'a 
 2 14.3 
 2 8.3 
 4 9.1
 

October 
 1 7.1 2 8 3 3 6.8
 

Howwa a 10 71.5 17 70.8 5 63.j 32 72.8 

Other 3 .12. 6.8 

Do not emeebea 1 7.1 - - 1 16.7 2 4.5 

Total 14 100 24 100 6 100 ij.4 100 



- 181 -

Tdble 39
 

Respondants ' Viewjs on Advertisement on pills 

published i-n 2: gazines by Area 

Area Greater Cairo Delta Assyout Total 

Views ex:pressed fxeq P req % freq % freq % 

Impressed by it 9 81.8 24 100 4 80 37 92.5
 

Not inipressed 

by it 2 18.2 1 20 3 7.5
 

Total 11 100 24 100 5 100 40 100
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Table 40 
Respondants, Preference of AD's 
on pills by Area 

Aiea Gxeate= Cairo Delta
 

Preference Sayeda Dokki IQalyoub Total Iahalla M-nsoura Total Assyout Total 
01 0 hal1 a asua T1by AD's 

-	
0 AsytToa 

Packet AD on TV 4 100 8 72.7 5 71.4 17 77r.4 23 65.7 30/ 90.8 62 79.5 17 94.4 9)6 81-5 
Photo AD in 
newspapers . . .1 1 1.3 1 5.6 2 1.7
Indirect AD in 

nefsspopers - _ _ 
Photo ADin 
M2 6.73 Z.tS - - - - 1 14.3 1 4.-5 1 0.8 
T-	 3 rect AD. in 

-%gazines 
- - - - -

AD on Radio 
(Female Peasant)9 - - l 9.1  1- 4.5 2 5.7 2 2.6  - 3 2.5 

AD on Radio(School) 
 . - 1 23 1 1.3 - - 1 0.8 
AD on Radio 

( iu f:e) - 1 0.1 - - 1 4.5 2 5.7 1 2.3 3 7 r - - 4 3*AD's equal ( no 	 -. 4 
.P.eference) - - 1 9-1 1 14.31 2 9.1 7 20 1 2.3! 8 10.2 - -Ko 	 10 8.5.	 - -nswe-- - 1 2.9 - - 1 1.3  - 1 0.8Total 
 4 100 11 100 7 I10 22 ICO >5 00 43 100 ?8 100 18 100 .113 100 

: . O 
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Table 41 

Saiples Stisfaction with Norminest pills by Area
 
Area 
 Greater Cairo 

Delta 

Rezpondents, Sayeda. Dokhii Qalyoub Tc-a Ital AssyOut Total 
ha. 17nsoura Tota.s~ou oa11a 

Viev~s 

DiiC) ) 01iC)D H H Q, 

Use of nevw 

pills 
Adviseable 18 42.9 18 40.9 21 52.5 57 45.3 24 34.8 48 78.7 72 55.4 78 34!6 167 45.6 

Uze of new 

tnadviseable 13 30.9 18 40.9 .12 30 
 43 34.1 38 55.1 7 11.5 45 34.6 35 31.8 123 33.6
 
Undetermined 
 11 26.2 8 18.2 
 7 17 5 26 20.6 7 10.1 6 9.8 13 10 
 57 35.6 76 20.8 

Io answer  - - - I _ 

T.ot 1.42 100 4-4 100 40 
100 126 200 6 10 100 100 15 00 10 00
6L-_- 100 366 10o 
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Table 42
 
Sample Distribution 
of e:,-csuIO to advertJ.n-...... ci-sis media b7 CharacteristicsAge Cccu- tJon Educ-ticnal level 

.°  Exposure to Cs I 4.) -IP (0T10j. - 5 >.advertising F "C -Pa i C - C) 
I o) 0 0 omedia Pc ' -oK0 0 C ("  _Z:

0-
0- 0 0 .1 

H 0 3
Read new~spapers 33 -46 36 115 32 6 

0 
48 f 12 8 1 04 73 1
Readmr~aaZ ine s 2 - 2 4 1 - 2 1R-eed both -- 4-- 1 1424 5 66 1 1--153 6244342 4

Totealing 11--53-223 39 32 2540194 41 6 32 14 - I  94 - 34 6 35 4 14 1-
 4
 
Total adi 100 130 136 366 136 16 125 85 1 3 - 366 - 55 42 124 37 12 6 - 360 

al-ays. 99 92133159-8 
 5 4 -0460
 
Listen to Radio

sometimes. 
 21 34 21 76 
32 6 23 
 14  1 - 7615 9 6 15 7 24 
 - - 7Do not listen 
 70
to rqdio 12 28 
26 66 21 
 3 20 20 1 
 -No ans-wei 871 2 1 4 2-6 2 4 23;-1 21 -Total 133 156 
161 450 21418126 
85 1 6  450 55
Watch TV always 121 137 142 400 189 16 114 

42 124 37102 6 - 450 
76 -

I; 

5 - 4C0 73 50 35 117 34 86
W.tch TV some-
 4CO

-I10Il

Uie. 
 41 6 
- 2 '9 151539182 - - - 0 _ 110 711- 3964 1
6 6 31 answer --o 1 - 39 
Ttal 

1 1 - - - .L 1 - - 7 - - - 391133 156 16145021418126 
85 1 6 -50 84 35 42 124 
 1 
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Table 43 

Distribution of Pespondants' Souices oi-1mowledge of Norminest 

pills by exposure to advertising media 

Exposure to Read I\ewspapers (4/1) Listen to Radio (6/1) Watch T.Vo ( 7/ 1 )

advertising

imedia D tc;


H Z 0 CO 0 

-P c - 0 -P .H ct CC.) -P 4P 

S o u rc e of - 0 -- 9. Ird _P 0 
U1 D H 0q0 r" 0 H r= 

H- OA0H E-Imowledge 0~ 0 
0 r: 0 2 

TV 104 3 133 121 361 245 63 53 361 329 2 30 361 

Newspapers 23 2 28 - 53 38 2 13 53 46 1 6 5 3 

!!agezines 2 1 37 - 40 31 1 8 40 35 - 5 40 

Radio 27 1 40 9 77 61 - 16 77 72 5 77 

F.O.F. Seminars 1 - - 1 2 2 - 2 1 1 2 

A relative 3 - 2 - 5 55 4 1 5 
A friend ox a 

colleague 7 - 3 1 11 8 1 2 11 10 1 - 1 

Other Sources - - 9 2 1I 7 2 2 ±1 10 - 1 11 

Total 167 7 252 134 560j 397 69 94 560 507 4 49 560 
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Table 44 

Distribution of Respondants ' knowledge of Norminest Dills by Characteristics
 
:harcteiistics Age Occupation I Educational Level
 

Knowledge of 

a'*1z 

pills -P rd (D' 
Q' 0 H
.- ' -P Id 
o) r, m a . a' 0

-P 0 CCa O' 2 H 

p H 
d H,

Q~0C) 'a ~ a' Qaa -. ~ v 
n [N H 0 0 1 a'ot l(NJ 1 E-1 -D H 161 52i 6- z'0H *H %2 EH 7 i W_- 6 -5
0 U) CO tC2 -P H rda' 'H HF-I :3~- 0 0P 

P-1 Pq C- 0 
0 

Q) 0o 0' 

ko about 103 132 131 366 132 13- 114 78 1 6  366 50 39 36 1±0O 34 91 6 - 366 
ills. 

okolde30 24 30 84 62 3 2 7 84 34 16 6 1413 11- 8 

otal 132 156 161 450 2i4 18 12 15 1 6 - 450 84 55 42 124 "6 453711:2 
1) 1 1_-_L_5 
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Table 45 

Frequency distribution of Sample's Imowledge of Norminest
 
pills by exposure to Various a.dvertising media
 

Exposure to Read newvspapems Listen to Radio Watch T. V
 

( 4-1) - 6/- 7/

advertising 


media 1 •
U) t1 to2 4--P 

R U) £4I ( U) -D0 0)
) 4:- H H Q) F'--


Knowledge v a v H P -P (1 H ) -P
A (D C K -P P L ,p ) C-41 
of pills rA Id F-P i a) 0 4a 0 F4 w 

F; ( 0 0 0 H 1 9 0 P M .,,;, 
C1) CO 0 C-i 0 0 C-1 0 0 

CO 0 Z . U) 0 0 E 

Knov about 04 3 136 73 316 24F9 54 61 2 366 334 29 3 366 
them 

146 kmowledge ii I. 17 21 5U 55 1"2 -15 2 E4 67 9 7 1 84 

Total 15 4 153 094 366 304 66 76 4 450 401 38 10 1 450 
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Teble 45 A 

Frequency distribution of Greater Caio's 
Sample's mniowledge of Norminest pills

by exposure to Variuus advertising media 

Exposure to Read Newspapers Listen to Radio
advertising (4/ 1 ) 
T Watch T. V. 

media ( 6/ 1 )- 7 
7/ i ) 

Knowledge of' 
 r 0
DD -P -Hpills o 

.i Q) 
.

-I -
 o
p i sC-5 rq r--: H0 U2Fq Or, 0O-P0P 

0D o0 0 0 l 
-o CO) Z; E-

Know about
 
them 
 15 - 67 14 96 
94 20 12 
 126 111 
 14 1 
 126
 

No knowledge 2 1 
 7 2 12 18 
 4 1 2- 24 18 
 4 2 
 24
 

Total 
 17 1 74 16±108 l12 24 14  150 129 
 18 
 150
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Table 45 - B 

Frequency Distribution of Delta's Sample's knowledge of Norminest pills by 
exposure to Various advertising media
 

Expouet

advetisingue to Read Bewspapers(4/i) Listen to Radio(6/l) Watcn C-o. ( 7/1 ) 

media I 
12 D 

RM MtIrC HJ -PKnowledge of a o ri D Q d 

. 

3 
P4 .f0 *HG D 

pills 
 4 N ) -0 -P -P 9 1 ; -P -P H
M u od co c 0 oz o -o Q) 0 

co DU 0 0 -A 0 0 0 H 00US 
P4 Erz 0o E- 0 i 

know about them 48 1 44 27 120 
 85 I0 34- 130 120 10 - 130 

No knowledge 2- 2 11 15 6 
 7 6 1 20 18 2 - 20 

Total 50 1 46 38 135 91 17 40 2 150 138 12 - 150 
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Table 45 - C 
Fxequency Distribution of Assyout's Sample's knowledge of Norminest pills 

by exposure to Various advertising media 
Exposure to 
 Read Newspapers 
 Listen to Radioadvertising ,'-Watch T.V. _ (4/1) 
 (6/1 ) 
 (7/ 1)
media 


-P 

Q) U) -P U2 *H 12)Knowledge of P4 Tu2 QD )P, M Q H 02W rd q - i -poz co HAD's on pills )) 
0 o Z 0-- Q ) o0 zH 0 0 M 0 0P4 0 EA 00 0 -4 O:il ca EH
 

Know about them 
 41 2 25 32 100 70 8 31 
 1 110 102 2 
 6 
 110
 

No knowledge 
 7- 8 
 8 23 31 4 L 1 
 40 31 
 5 3 1 
 40
 

Total 
 48 2 -3 40 123 101 12 35 2 150 133 7 
 9 1 
 150
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Table 46 

Source of Knowledge of F.O.F. for Respondants by Area 
Greater 

Area Ca ire Delta Assyowt Total 

Source of
 
knowledge Freq % Freq 5 Freq % FrCq %
 

Radio 
 7 4.9 29 18.3 8 6.3 44 10.3 

ToV. 01 71.1 102 64.2 99 77.3 
 302 70.5
 

IeISpaPers 12 8.5 8 5 7 5.5 27 6.3 

Road !AD's 2.1 11 6 9 5 3.9 19 .4 

Phaimacist 
 - - 1 0.8 1 0.2 

Colleal~ua o
 

d 2 1.4 1 0,6 4 3.1 7 1.6
 

Sister or ':other 1 0.7 1 - 2 0.50.6 -

F u sbnnd 2 0.7 - - - - 1 0.2 

F.O.?. Sominors 2 1.4 7 4.4 4 3.1 13 3 

Other 
 12 8.5 -  - - 12 2.8 

Do not remez'ber 1 0.7  - - - 1 0.2 

Total 1112 1CO 159 100 128 100 429 100 
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Table 47 

Activities of F.0oF. as mentioned by respondants
 

by area 

Area Gr eater
Car 
 Delta 
 Assyout 
 Total
Cairo 

F.0.F. I 
Activities freq fxeq ; freq y fieq 

Proba-ation of 

Family Planning 54 41.5 3 1.8 57 13.5 

Holding confeiencec 

.Lo. cqll for 

F.. 13 10 80 46.7 71 55.9 164 38.-4 

Distribution of 

contraceptives 8 6.2 66 38.6 54 42.5 128 29.9 

Rendering so-vices 

of Vother and caij

care' 7 5.4 20 11.'7 1 0.8 28 6.5 

Other 48 36.9 2 1.2 1 0.8 51 11.9
 

Total 130 100 171 100 127 lO0 L28 l0 
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Table 48 

Contraceptives Iown by respondants by Area
 

Aea 
Greater 

Cr ixo 
Delta Assyout Total 

Methods 1.mowm 
by xespondants freq % freq f eq req 

Oral pill,. 1115 37.4 137 24.2 156 26.9 438 28,5 

I.U.Do 129 33.2 122 21.5 136 23.4 387 25.2 

Diaphragm 8 2'1 19 3.4 20 3.q 47 3 

Foam ablets 39 10 70 12.3 63 10.8 172 11.2 

Cendouis 27 7 54 9.5 46 7.9 127 8.3 

Creams 3 0.8 15 2.6 14 2.4 32 2.1 

Coitus 
intexruptus - 21 3.7 12 2.1 33 2,.2 

...:1xu.tanoouos 

Capsules 10 2.6 37 6.5 54 9.3 101 6°6 

Ovaiiotoy 6 1o5 51 9 4l 7.1 98 6.4 

Sale Period 15 3°9 39 6.9 39 6.7 93 6 

Injections 6 1.5 2 0.4 - - 8 0.5 

Total 338 100 567 00 581 100 1536 100 
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Table 49 

Respondnts' Sources of information on Cantxaceptives by Area 

Greater
Area Cr, Delta Assyout Total 

Source of
 

information freq % frec % freq % freq %
 

"Ow papers 18 75 23 5.4 32 11 73 7.6
 

:agazines 12 4.9 22 5.2 13 4°5 47 4.9
 

T.V. 131 3.9 126 29,9 1.5 46.3 392 41.1. 

..otion Pictures 2 0.8 - - 2 0.7 4 0. 4 

Radio 23 9.5 I8 11.4 20 6.8 91 9.5 

Bulletins - - 3 0.7 1 0.3 4 0o4 

Posters 2 0.8 12 2.8 15 5.9 29 3
 

Thysici n 20 8.2 65 15.4 6 2.1 91 9.5 

Ph rnmcist 2 0.8 15 3.6 5 1.7 22 2.3 

771hbour or 

Cclle:ue 10 4 .1 62 14 .7 55 18.8 127 13.3 

S3eminrs 3 1.2 5 1.2 3 1 11 1.i 

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 
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Table 50 

Suggested
Solutions fox Over-	 popul3tion Problem in ECyp 

by Respondants by Area 

TotalAssyoutDeltaA roaCairo Geater 

Solutions req 0req ... . .req 
freqsuggeste di 

56 139 70.9 391 64.3 
Family Planning i1 69.5 141 


Geographic Re

habilitatiol 1 0o6 7 2.8 1 C,5 9 1.5 

0.5 4 0.7 
h-," : tio-, Abro&d 1 0.6 2 0.8 1 

Recohimation ztnd
 
a)gricultLural
 

2.1 33 5.4
5 3.1 24 9.5 4

Rnechanisation. 


Guid: nc
 18. 6
18.9 113

25 15.6 51 20.2 37

Inioxmation 

Efforts for
 

,Increasing U.nItion 
1 0.6 23 9.1. 12 6.1 36 5.9
 

inco.-e 


22 3.64 1.6 2 116 10
OMher 

160 100 252 1CO 196 100 608 100 
Total 




PART III 

Comparability of Findings of 

Phases I and iI 

1- Findings !elated to Basic Objectives 

2- Findings Related tu Secondary Objectives 
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1 - Findings Related to Basic Objectives 

I-	 Awareness of Advertisement of' " NOtRUI'NEST FE" 

J.-	 The analysis has shown that the degree of 

awareness on advertisement on 11-Oh'-,=EST" 

pills ha"" risen an Phase II of the research 

compared to Phase 1, as shown in Diagram 1. 

O0
 

80 	 7o 81o3 
% 76.9
 

60 

4O
 

20
 

Research Phases
 

Phase I Phase II
 

Diagram 1
 

Development of Awareness of the product through
 

Phases of Reseorch
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Also 	it has been noticed that the degree of
 

awareness of $he advertisement under question
 

has risen considerably in Assyout , to 73.7 % 

in Phase II against only 34.7 % in Phase 1. 

2-	 Likewise , the percentage of those who gave
 

the right brand of the new pills rose to
 

81.1 % ii Phn:i II agaj-n;t 63.41 % 

in I'hase I . However , the percentage of those 

who gave a wrong brand for the new pills rose 

to 4.6 % in Phase II against only 0.6 % in 

phase 	I throughout the governorates covered by
 

the prwo.nt research . This might be the 

outcome of confusjohi on the part of some 

respondants between those pills and other 

contraceptives, pills or otherwise 

3-	 It has been noticed in Phase II that, 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 

shc.j by Diagram 2 : 
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100
 

80
 

60
 

41.1 % 

40
 

37.2 %
 

20
 

Phases of Research
 

Phase I Phase II
 

Diagxa ( 2 ) 

Development of Awaxeness of the Body that 

Provides the Pills through Phases of Research 
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Moreover, the percentage of those who failed to give
 

the might name of that body throughout the governorates
 

covered by the present research rose to 26.2 o in
 

phase II against only 7.7 % in phase I 

The Degree of Perceiving the Advertised Message and the
 

Ability to Recall its content : 

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

- The degree of perceiving the message of the 

" packet AD " , as regards instructions for intake, 

on the pert of I-hose respondants who watched that 

AD , reached 7b.0 % in Phase II against 71.'-',, 

in Phase I. 

The precentage of those who failed to remember
 

8
that fell down to o. % against 11.7 % in Phase 

I. 

The percentage of respondants I perception of
 

the time range of using the new pills has also
 

decreased . In Phase II 56.3 % of thq total 

number of respondants could rightly perceive that 

pills are to be taken daily on a regular basis,
 

against 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 TI , 

i.e., 63.3 % against 67.2 % in Phase I. 

Hence the rise in the percentage of wrong answers, 

i.e., 34. 2 % against 20.3 % in Phase I. 

Vaiiations in percentages notwithstanding, 

right advantages followed the same order obtained 

through respondants' answers in Phase I . The 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 use 

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
 

PhTase I 

The same applies to the point that the 

new pills are oral This' point was the third 

in order in Phase I whereas it was the fourth 

in order in Phase 11. However, fiequencies 

almost -' ubled in Phase II. 

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 

ha2cis ts, and that the new pills were 

provided by F.O.F. 

On the other hand, some respondants could recall 

some points of the " Packet AD " in Phase Il, 

but could not do so in Phase I. They included: 

that pills axe to be used upon consulting a
 

physician, and that they come in two colours 

( the colour of ixon tablets being different).
 

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

Findings of research in Phase II exclusively
 

witnessed the appearance of some wrong points
 

attributed to the " Packet AD due to confusion
" 

on the part of some respondants between different
 

advertised messages on 
the new pills such as the 

" Conference AD " on T.Vo , the radio AD, and 

the newspapers AD 

2- Eewspapers AD :
 

a-	 Di.lect AD in newspapers and magazines ( the 

Photo AD " ) : 

Respondants were relatively more successful
 

in recalling the points of the content of the
 

advertised message in magazines in Phase 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 iI, 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 11 of 

research with few more frequencies, whereas it came
 

seventh in phase 1. 

In phase I , some respondants could recall 

few other points of the advertised messages, such 

as : Lhat the AD dealt with instructions of intake, 

that it was a call by F.O.F. for using those 

pills . This , however, was not possible for 

resporidants 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 daily on 

a regular basis . 

The point that the AD showved a photo of a 

lady holding a pill- packet took a lead in magazine 

AD throughout research phases . however, some
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respondants added , in phase II, that the l-ady 

looked happy
 

In phase II, few respondants could recall 

some components of the advertised message which 

they hiad not been able to recall in phase I 

such as : that the AD showed that the pill

packet additionally contained iron tablets and 

that it dealt with the advanages of the new 

pills , 

- The Indirect AD in Newspapers and Magazines 

( Article AD ) : 

In phalie II, xrspondants were able to 

perceive and recall the AD ander question , whereas 

most o:f respondants failed to do so in phase I. 

- Radio : 

Tespcndants who J.istened 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 it was in phase I ; so much so that few 

respondants were able to recall some of the 

components in the very words used in the AD 

itself o 
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III-	 Advertising Media Considered Most Effective in 

Delivery of Advertised M.essage : 

Throughout the phases of research , T.V 

continued to be the most effective advertising medium 

in conveying thne advertised message . However, the 

percentage recorded in this regard was highex in 

phase 1. tn n in Plhase II. 

Uilagazines were the medium considered least 

effective iA conveying such a message in phase II,
 

whereas iadio was so termed in phase I. In this 

regard , individual and plural contacts counted for 

r.rrgina± pcicentsges . iowever, they were more 

present in ,.IL-ase IT than in phase I . This is shown 

in the following Diogram : 
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70 
10 

so 7individual 

60 

40 

20 " 

0* 

C. 

Phase 1 

Diagram 5 

T.V. 

Radio
 

Newspapers
 
Iga zines
 

Plural
 

contacts
 
E;4 ,5% 

co 

0cY'H C\J 

Phase il
 

Sourcez of Learning of the New PJ..Ls through 

Pb-ses- of Research
 

A comparison is held , nereunder, between 

phase i and Phase li witn regard to each of the 

AD's under question : 

- The "Pacl~et AD " on T.V.: 

The " Packet AD "1 watching percentage reached 

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

The best time to watch the " Packet AD 'I was : 

the time preceeding the Arabic drama series, in 

both phases of research . A relatively lower 

watching percentage was recorded at mid-day in 
701
 

phase II against/in ph,_-o I. 

In phase II, the percentage of respondants who
 

were impressed by the " packet AD "t reached 92 % 

throughout the governorai;s 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 f.requencies 

In both phases , few xespondants stated that they 

had been most unhappy with the inattractiveness of 

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

singing . 

Reasons given by some respondants for being
 

unimpressed by the " Packet AD " through the Phases of 

researcn included : that it was addressed only for 

physicians and . i<J:cists , or that a respondant was, 

ab initio, disinterested in the issue because, for 

example , 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 th,-t the packet contained some instructions
 

other than thoue explained in the AD , a fact that 

rendered thiem .pprehensive of using those pills. 

2 Newspapers : 

In Phase II, The " pucket AD " in newspapers 

took lead atlon; the AD's favoured most by respondants 

who saw the " Pucket AD " in newspapers, whereas tne 

" Packet Picture AD " in magrazines was favoured most by 

respondants in Phase I , as shown by the following 

Diagram: 

44.j 1%Y 
Photo AD in 

75 roNewspapers
 
Photo AD in ef2.


IVaL zn e.S _ 

Photo AD in le 32.4 Ole 

Comparisoni ofn preernc ofottheD epp inaktAD"i 

wIth tecr agazines-n 


Diagram 

Comparison of pefeTence of the "1Packet AD "in Newspapes 

wvith the "1Packet Picture PD " in H.agazines Through Phases of 
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The " Packet picture AD " published in the
 

Daily " AL - Ahram " was the one most read
 

in Phase II, whereas the AD published in
 

the Weekly " Akhbar - el -Yom " was the
 

one moist read in Phase I
 

Respondants were impressed most through both 

±j-ases of' research by the way the " Packet 

picture AD " was p.resented , then came the 

fact tl.,it it could easily call attention 

owinrg to its size
 

It may be noted that 811 % of those respondants 

who sa,' the " Packet picture AD " in
 

newsp':,,ers in Phase II felt impressed by it
 

Fagainst 66.7 % 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 w-is unattractive or that it lacked 

clarity . In Phase II , some 

responuants added other reasons such as 
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thrt it contained relatively less informrtion in
 

comparison with the " Packet AD " on T.V. and 

that it seemed tough 

The " Packet AD " in the weekly magazine 

Hawwa 'a " continued to enjoy the highest 

percent),e of readership among those responda:nts 

who re,d th:,t A.D in magazines . The percentages 

recorded in this regard were b7.6 % and 72.8 % 

in Phase-: I ,nd II respectively . Then carne 

the " Pac!-:et Picture AD " in the Weekly .,11azine 

" A 'khEn Sa'a " despite the fact that it counted 

for a lover percenta-ge in Phase II. 

The " 1,,cket AD " in Tabibak AL- ias " iviagazine 

did not enjoy any readership at all in both 

Prases . 

The " Packet AD " in magazines enjoyed almost 

the szlme percentage of readership in both Phases 

as it counted for 93 % and 92.5 % in Phases 

I and II respectively . 

The desinrk of tne packet continued to be the prime
 

ftctor catching respondants' attention in the 

" Photo I-D in magazines in both Phases 
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In Phase I , few respondants stated other advantages 

of thut AD , which ware not repeated in Phase ii, such 

as : the nice colour combination, the prettiness of tne
 

lady holding Ulie packet , and her dress . 

In Phase iI, some respondants stated other advantages 

which , in turn , were not mentioned in ilhase 1, such as: 

that the smile of the lady in tule picture was an indication 

that the pills .,.ere not harmful, and that the lady looked 

normal . 

While tho~se respondants who felt unimpressed by the 

" Photo AD " in magazines, in Phase I, explained that 

response in tex:.s of the lack of clarity in the AD under 

question, respondWnts give various reasons for that in 

±iiase II, as they viewed that the lady ( in the AD ) seemed 

an Axabian 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 

Phase I , i.e., 14. , against lO. % in vhase II 
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The majority of those respondants read thr~t " AD " in 

the illustrated WVeekly " Haw'a " Iagazine. 

Radio:
 

The AD on the new pills on the Connercial 

network of " AL- Sharq - AL- Awsat " has 

been the one more listened to than Ad's on 

AL-Sa 'ab networc . Furthermore, the 

pezrcent -ie reached 89.9 % in Phase II 

against 79.4I% in Phase I . 

The " Female Peasant AD " counted for the 

his,,ie st percentage of listening in i-hase II, 

compared with the rest of radio AD's , 

namely, the " School " and " Housewife " 

AD's . 

Despite the fact that Phase II witnessed a rise 

in the percentagje of listening to radio AD, 

tne percentage of favouring that AD declined 

in .Pihase iI . 

The main reasons given by respondants for being 

impressed by the radio AD in Phase I included: 

thot it e)lained intake instructions, the 

way it was presented and that it was easy 
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to understand . Some of those reasons were
 

repeated in Pnase II such as : the way it was
 

preserted 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" 

wo looics fresh and seems to be leading a 

happy life, as presented by the AD , and that , 

according to some respondants, the AD looked 

vivid nd 1.I 


Some xespondants expressed being unimpressed by 

the ridio AD giving reasons such as : that it 

iacked clarity o In Phase II, other respondants 

gave reasons sucn as: that it seemed 

exaggerating , that it takes too much time, and 

that it was found unattractive 

Campaability of Advertising Media : 

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

uontinued to be the most favoured one with a higher percentage 

of preference in Phase II, where as the " indirect AD " in 

newspapers was the least favoured one, not to speak of the 

fact theft the"indirect AD " in newspape-rs and magazines recieved 

no preference at all in Phase II, as shown by the following 

Diagram: 
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80 	 81.5 % 
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The Packet 	 The Photo The photc Indirect Radio Indirect 
AD in News- AD in AD in AD AD inAD on 
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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 prefexing
 

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

reason thnt it was audeo -visual took lead in Phase II while
 

it had come fourth in Phase I . " The way the AD was
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presented " 4zetreated from the lead in Phase I to come 

third in Phase II, simultaneously with " the clarity of 

the AD "1 that had come second in Phase I . 

IV-	 Respondants ' Attitudo towards using " NOiL, IEST Fe" 

Pills : 

It h-is been noticed that satisfaction with 

" N]:.',1EST " pills on the part of respondants 

witne.-;sod a decline in Phase II, compared to 

Pha:w- I , both in individual governorntes and 

t]irou,':h the entire field of research . In 

r tu-n , dissatisfaction with the new pills 

was recorded higher in Phase II both in individual 

goverinoxates and through the entire field of 

research , as shovm by the following Diagram: 
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-Satisfaction Attitude 
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Cairo
field of 


Research
 

Diagram 6
 

Satisfaction and Dissatisfaction Attitudes
 

Through Phases of 'Research and Through the 
Entire
 

Field of Pesearch and in Individual
 

Governorates .
 

The main reason given by respondants for being
 

was " that theysatisfied ,,ith the new pills in both Phases 
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additionally combined iron tablets, then came the reason 

that they h:d minor side- effects, that they are a good 

controceptive ( third in Phase I, fifth in Phase I, 

third in £hase II ). 

Some reasons , which had been given in Phase I, 

were not uietioned in Phase II . Those included • that
 

the new pills were accepted by physicians at the 

conference , tha-t tL>.ey weie better than the I.U.D. , that 

they wove to be ta]en daily on a regular basis with no 

chance for f'capotting. 

Reasofis given only in Phase II included: that the
 

pills under QuesLion were new, thus avoiding
 

shortcominjs of previous brands , that they contained
 

a lower perceiit e of io.mone ,,'3tber brands, and 

that thO pac]et vs to keep them away from microbes. 

The min justification given by those respondants 

who e:x-ressed diSsatisf )ction with the new pills through 

both Phases of research , was that they had not tried 

those pills before , hence their inability to judge 

them. Then followed the justification , also in both 

Phases, that use of , or adviseablity of using , the 

new pills depend upon phaysicians ' cmusultation. These 

are logical reasons thnt cannot be construed as attributing 

any shortcomings to the pills themselves. 
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In both Riases, few respondants gave some other 

reasons that applied to pills in general as a contraceptive
 

and not specifically to " UOF'I!hNEST ", such as : tnat 

a respondant considers pills a harmful contraceptive
 

with side- effects and thait she prefers using the
 

I.UD.
 

P.es-pordants who strnted that the new br nd was
 

better tLan othlei brands counted fox 62.3 % in Phase II
 

againsrt 33.1 , in Phase I .
 

The ,,,.:i.n advwntages of the new pills , from the 

points of' vi' of respondnnts through Phases of research, 

included: th- , they additionally combined iron tablets, 

thAt Le.h:fve f:inor side- effects, that it is easy to 

use , and the design of the packet . In Phase Ii , some 

respondants ad~od other adv:ntages such as : that the 

new pills make a lady feel fresh , the low percentage of 

hormones in the new pills . This reflects the fact that 

some respondr:nts were under the impact of new AD's 

presented through rodio in new forms 

V- Correlation between Exposu'.,- ,: to Various Advertising 

,edia and the Demographic characteristics of Respondants: 

1-	 Correlation between Exposure to Advertising 

2,edia and Age : 

-	 Comparison of Lhe findings of the two Phases 
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of reseaich has shuwn some basic differences as 

well as xo.omblances 

Basic diffei-ences incJ.uded that : most of 

the saf.pled respondants in Phase II do read 

new--p)apeis while :ost of those in Phase I do 

.rot , illitexate excluded in both cases 

It hats been fouwd out th,)-t the aCe - category 

2? -- below 31 ,eas counted for the highestof 

perce ,A. e of list-nin-to radio in Phase I, 

wi, e in Phase I1 tLe age - category of 24 below 

27 0.,ears did. 

Vfhile the - category of 31 - 35 years 

of those whoencompassed the hiighest percentage 

the agedo not lister to r,'dio , in Phase I , 


category of 31 -35 yuans took lead in this regard
 

in Phase II.
 

Basic resemblances included :
 

Thz.t in both phases , a good percentage of 

respondents do read both newspapers and magazines. 

In this regard, the age - category of 31 -35 years 

took lead . 

The age - catefgory of 24 - below 27 years counted 

:oi the highest percentage of those respondants 
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who read only newspapers, in both Phases 

M'ost of those respondants who never watch T.V.
 

are within the age - category of 31 - 35 years.
 

2- Correlation between exposure to advertising media and
 

Work: 

The findings of the analysis , in both phases 

have shown a Cood deal of consistency to the effect that 

non- worker respondants were exposed most to T.V. , then 

to radio, then to newspapers . Employees were most 

exposedto T.V. , then newspaipers then to r-dio . 

Profesionns 'wexe most expos;1. to T.V. , then to 

newspapers, then to radio . I-bour respondants ( ,s a 

sub - category of profession.ls , were relative. if:erent. 

In phase I , this sub-- category was most exj. . to 

T.V. , tnen to radio , then to newspapers , whe :Lts in 

Phase II, it was T.V. , then newspapers, then radio 

3- Correletion between exposure to advertising media with 

educational level : 

The findings of the analysis , through phases of 

research , nrve shown some aspects of consistency as 

well as some other aspects of inconsistency 

Phe m in aspects of consistency included : 

http:profession.ls


- 224 

the appearance , in oothl phases, of a good percentage 

of xespondaits who never read newspapers despite the
 

fact th)t L .ey zire not illiterate ; 

that graduates came second in order among those who 

read newsp)pers in both phases 

the high percentage of non- watching of T.V. among the 

illiterate respondants in both phases, tne variation 

in percent,eo from phase i to phase ii notwithstanding. 

The main aspocIs of inconsistency included: 

that ost oi; thJose who listen to rld.io , in phase I, were 

those who wuly 2.ead and write, then followed , with a 

narrow gap , the below - intermediate level respondants 

whereas irterimediate - level respondants took lead in 

phase L in this respect . 

that the analysis has shown , in phase I, a reverse 

correlation , oftenly , between exposure to T.V. and 

the educational level h.owever , that was not the 

case with illiterate respondants . A reverse 

correlation was also established between exposure to 

newspapers ,,nd the educational level . Yet , that 

reverse corielation was relatively less striking in 

phase II. 
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VI- Correition between Source of Knowledge about the 

New pills and Exposure to Advertising r:edia : 

The findings of the analysis , through phases of
 
research , wexe consistence as 
to the concrete correlation
 

between a given source of knowledge and the exposure to that 
source as an advertising medium . Those who Inew about the
 
new pills through T.V. 
 in botfi phases were the most
 

expOcetd to various Lvertiaing media.
 

It also m.a., bueen established thit those who knew about
 
the new pills thi-ou(Jh a given 
 source are always, or oftently,
 

exposed to numearous 
 sources . !'.lost of those who irMew about
 
the new pills thougn newspapers, for instance , do listen
 

to ra1dio and wztcj T.V. !',lost of those who knew about the
 

new pills tI:roupfi radio do read newspapers and magazines 

and always watch T.V. 

The correlation between obtaining knowledge and the 

continious exposure to such a source has also been 

estabiisned . All those who knew about tne new pills througn 

magazines , for iristance , do read newspapers and magazines, 

and most of them listen to raio and watch T.V. 

Vil- Correli.tion between preference of L. ingiven AD Various 

Advertising !.edia and. the Demographic characteristics: 

The analysis htas , to a great extent, shown inconsistency 
in the findings related to the correlation between preference 
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of a given AID nd the demographic characteristics. 1ost of 

those who gave preference in favour of the " Pac et AD " 

in pl ise I , for instance , wo re in the age -category of 

31 - 35 years . That was consistent with the findings of 

the analysis in phase II as . But characteristics 

those in phacse I were zion - workers atdiffered , as 

intermediate level , while in phase II they were employees 

at above - inter)mediate level . 

In phase I , no preference was attributed to the 

radio AD's , whereas some respondants expressed preferring 

that AD in phase II. It may be noteworthy here that 

coincided, to a -,eat extent , with the change in the forms 

in'which tho AD presented pha9se, were in II. 

" Fe"
VIII- Correlation between satisfaction with NORP.LIIEST 

pills and tIe Demographic characteristics of 

Resp)ndants
 

Campaiison of the findings of analysis I with regard 

to age th1rou(jh phases of research , has shown a substantial 

In - category of 24 inconsistence . phase I , the age 

below 27 years tool: a lead among the sampled age - categories 

with regarrd to satisfaction with the new pills , whereas a 

substantially high percentage of dissatisfaction within 

the age - category of 31 - 35 years 
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The 	 fiindinfs of the analysis hris shown consistency as 

regards the impnct of work as a variable upon the degree 

of satisfriction i:i.t! the new pills . A high percentage 

of the sampled worker - respondants in both phases 

expressed satis-fA:ction wi ith the new pills . However , 

a considerab;u percentage of dissatisfaction was also 

recorded witlin the samne category in both phases 

The findiij;.s rel ted to the impact of educational 

level upon the de-ree oC satisfcction with the new pills 

t;.rough phses of study have n,.t shoown consistency . The 

above- inter,,,iiate level respondants counted for the 

h-ighest pc00, e of satisfaiction in phase I , whereas 

the below - intexmediate and 2tuxrmucdiite level 

-espondants co!antud for the highest percentage of 

satisiact2iuh ii, phuse II. 

IX-	 Cor;.elrtijin between satisfnctionwith the New pills 

and Sourc.,s of ]amowledge thereabout 

The findin.s of Lhe -nslysis through phases of 

research lve shown consistency in that those who Imew 

about the new nlil.s through T.V. counted for the lowest 

per(,cntage of satisfaction with them, despite the fact 

that T.V. ,.s the source no. 1 through which xespondants 

camne to Imow about the new pills . That gives an indication 
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that T.Vo is a source of information -ather than persuation
 

just for intertainment.
 as many females do watch.T.V.' 


about newCn the otiher hanud , those who knew the 

pills through ra'dio rnd uagazines counted for a high 

the new pills in phase Ipercent'aC of ctisfction with 

That wau , to a vre.t extent , -consistent with the findings 

who knew a bout the new
of .,.iL i- 3 !,r, 2e I a2 those 

pills~i;',ou L n\'Shi:f&LS and rradio counted for a high 

with them.percerita o of t:ia ,tion 

X-	 Coirel-Cicf betviuen satisfaction with the New pills 

arid tbe contraceptive preferred by Respondants: 

fi.rJ f:s of the analysis have shown consistency'L~e 


of research in - considerable positivethrouLh phLases 

core!. tion botu,un the satisfaction on the part of 

uNOEI, iSST' " pills and their preference
respondants wi. h 

of orqal pills a a contraceptive • It has also shown 

with the new pillsa higrh percenta-,je of dissati:factiorl 

aumong those ros ondLnts who prefer I.U.D. as a contraceptive.
 

2 - Finding Reloted to Secondnry Research 

Objectives 

of Awarness on the part of Iespondants of1-	 The Degree 


F±.O.F. ad their Activies :
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Those xespondants who were awajie of F.O.F. counted 

for 75.8 5' of the total number of sampled 

ruspondants in phase II ,i gainst 67.3 % in phase 

I,
 

The order of importance of sources of Imowledge 

about F.O.F. in both phases showed a good deal 

of consistency , as shown by the following 

Diagra., : 

Percentage
 

,0 Phase I 

100 
LZ80 % 	 Phase i 

80
 

'5 IT, 5 

40 

,i0. XI 6.3% 	 Source of 
20 I 5.3% 4.41 3/0

i- .. "_ . - knowledge';/~~! 	 21% 

F.O.F 
T.V. 	 Radio Newspapers Road 

AD's Seminars 

Diagaam 7 

A Comparison between phases of Research in 

terms of Degree of Kniowledbc ;bout, 2.0.? 
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th~ey
Among those cSpondants who confirmed that 

the percentage of these respondants
about F.O.F ,lQevJ 

who failed to identify the activities 
of F.O.F.
 

in phase II against 1L4.2 % in 
declined to 9.7 % 

phase I.
 

awarethose respondants who were
The percent:,e of 

to 69.2 % in 
of methods provided by F.O.F. rose 

I .60ainst&+ . in phasephase II 

to be the most well - known 
!.U.D. COntIJLLu(.d 


throuLgyl phases of

method provdLced by F.O.F. 


research ilowever, the percentage recorded
 

II . " Aman " 
in this re-rtd doclined in phqse 


in phase

foam tnblets came second in phase I, third 

second 
II , whi.G " 11T7 ,il14-EST " pills came 

II.order in p]rse 

those respondants who 
The percent;s.e of 


among those
 
use F.O.F. - provided methods, 

II, as shown 
who knov F.Q.F. , declined in phase 

by tic following diagram 
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Use F.O.F do not use 

dontue45,4 Y% methods F . 0. F. 

F. 0 * F. ute F.O.F methods
 

Iraethocd- nthj 

Phase I Phase II 

Diagram 8 

Comparison between phases of Fesearch 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 

respondnnts , among F.O.F. - provided methods, 

througrh phases of research , followed by foam t2Thts 

Aman 

The pe:cet,'e of those who were not aware of 
clinics run by F.O°F. showed only a narrow gap between 

both phases ( 76.8 /0 in phase II against 75.2 % in 
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phase I ) . This was also true in the case of 

the percentage of clientship of those ciinics amiong
 

iespondsnts who were aware of them ( 12.6 % in 

phase Ii :ginst 15.3 % in phase I )o 

I- The Degree of Respondants' Awareness of Family
 

planning :!,Uthods in (eneral : 

- Through phases of research , oral pills continued 

to be the contraceptive most well- aovn by the 

sa.,qpled respondants , followed by I.U.D. 

- T.V. continued to be the main :2ource of Imowledge 

for respondnnts on contraceptives in general 

It countd 41.1 6 of the entire ainalgarri of 

sources in phease ii against 35.4 % in phase I, 

folj.o1,,ed by the neighbour or colleague at 13.4 % 

in phase II against 14 % in phase I 

- In phase II, those who lqrew about family planning 

methods through physicians And pharmacists counted 

for 9°5 16 and 2.3 % against 8.4 % and 0.5 o 

respectively in phase I
 

- The findings of the research showed consistency 

ti:rou{)i both pliases in that a majority of the 

sartpled iespondants are currently using 

contraceptives . However, the precentage 
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recorded in tfneir regard througnout the 

governorates covered by the present research 

declined to 58 7 in phase II against 64 % in 

who stopped using contraceptivesphase I . Those 

counted fox 8 ' in phase II against 7.8 % in 

I , thus showing a slight incireasephase 

Oral pills continued to be the contraceptive 

that counted for the nighest percentage of use 

a iong respondants in both phamses, followed by 

I.*U.*D. 

oro]. pills continued to be the contraceptive
Also 

that counted for the highest percentage of 

stopped using contraceptives,
respondants whPo 


also follovied by I.U.D. 

The findings of the analysis through phases of 

research have shown a consistenty in the positive 

tendency among respondants , who cumently do 

, to use such methodsnoi, use contraceptives 

in future • However, tne percentage recorded 

in this regard showed same decline ( 62.5 % in 

phrase II against 88.3% in plase I ). 

lead among cont -.ceptives whichOral pills took a 

l espondtnts intend to use in future, in both 

phases of resea:ch 
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IT Views of Targets on Family Planning: 

lh:oug:h phases of research , tne findinG of the 

analysis have shown consistency in that a
 

majority of the sampled respondants were aware 

of an over- population problem in Egypt with
 

oniy a narrow gap between the phases of research 

( 96.5 % in phase 1I against 96.9 % in plase I). 

A con,,ierable degree of consistency was also 

establish d as regards the exq;osure of those 

rcspoJ.cants , who were aware of an over

popuJ., tion problem in Egypt, to adverising 

media -( 89.7 of those always exposed to T.V. 

in prinse II against 89.6 -o in phase ± ; 68 / 

of those always exm-osed to radio in phase IT 

ainst 5). i % in phase I ; and 61.i /b of 

those who read newspapers in phase II against 

58.J. 1 in prase I ). 

Tne :findine's of research have shown inconsistency 

as regards the degree of awareness of an over

popul:.tion problem among Various age - categories 

and wo.ork - categories , whereas they nave shown 

a consistency in terms of positive impact of 

educational level on such an awareness . The 

age - cateL.,>ry of 24 - below 27 yoaxr counted 

f"or tne highest percentage of awareness of an 



- 235 

over- population p: obiem in phase I , whereas 

the age - catEgory of 31 -35 years toolc a lead 

in their regard in phase II , Craftswomen and 

female employees were the categories' most 

aware of such a problem in phase I , where as 

profesionals took a lead in this regard in 

phase Ii 

I-n both phases, educational level has not 

shown a considerable effect in this regard. 

Family planning continued to be the most prevailing 

solution suggested to face the over- population
 

problem from the points of view of respondants
 

in both phases3 of researchn tiowever the 

percentage recorded in this regard showed tho 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
 

;xs 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 

correlrition was noticed between respondants ability 
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to saggest solutions to that problem and their continuous
 

exposure to advertising media
 

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 . However, this attitude 

remained prevalent as shown by the following
 

Diagram : 

40% 60% 43.6 56°4 %
 
OSatisfiedil~lt0 intend tosatisfiedintend to 

have more wt
h1vre mrore with tue h 

number ofchildren or
childien or number of 
leave ib chLild.ren leave it to children they 

haveGod's will 

to God's they have 

will 

Phase I phase II
 

Diagram 9
 

Attitudes of Respondants towards having )iore 

children in Future Through Phases of Research.
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Through phases of reseIrch , the findinLgs o-f the 

analysis live shown consistency in the absence 

of a considerible positive coxirelstion between 

exposure to oidvertising media and the intention 

to huve -,.oze children in future . 

A positive cormelation between age and the 

intention to L-.ve more children in future has 

been found consistent in the findings of 

analysis . The elder a respondant was the less 

she thoiht of having more children in future o 

Then.e aoas a consistency a s to the limited effect 

of wor]: ss a variable on the intention to have 

more chlidren in future . The same was true in 

the case of the effect of educational level 

through phases of research 



CONCLUS ION 

GENI-$. L FINDINGS 

and 

INDICATORS 
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1-	 The advertisement campaign , in both its waves, proved 

effective to a good externt . This was proved by the 

:Lindin,,s of the analysis, particularly in phase II 

of the resea-rch . The awareness of respondants of the 

product sou-ht to be probagated, namely, "!O.IILST 

ILL'.' ,'--nd its riht brnd, has increased. Also 

their puxcrcption of the content of the advertised 

mes:age ,:ild its components increased . In phanse II 

of the re,'march , mos:t of' the sampled respondants 

succea lu. id t]ho::e components in clearer1oca!. 

wa- ,nd tI: t was true with rugard. to addvertise:oent 

in vario., bdvcrtisinr media 

2-	 'The rese1.aLh h,-s ]?roved thi!'t T.V. , !s a mass 

adver'tisi;u medium, was the most effective a::]ong such 

media Irj tjr,,js ofC presenting an -advertisedmessuge 

Aoslt of r'.oapndcants Lire exposed to it. It also has 

been theii main source of information about thme 

noduct ,sou:ht to be prob,. gated, narmely " NOiLi]'DEST Fe" 

and ol tcir inforima:tion about F.O.Fo that provides 

such pills and about contraceptives . Nevertheless, 

it h'-s: boen established that T .V. has relatively been 

less able to persuade and affect , in comparison with 

other 'ss :nedia ( radio , newspapers ... ) and 

individual contacts ( neighbour, friend or relative). 
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5-	 In the same vein, it has been established the fact
 

that T.V. is an audeo -visual medium his been the
 

main fr.ctor for impressing.respondants through
 

the " facket AD " in both ph,!ses of research . 

The analysis has shown thl-t some variables 

hluve h,-s n rreit i;.riD ct on the degree cf feeling 

impressed on the puxt of respondants by the 

advertis-eient canpjigfn or by a certain AD the vein, 

on their belief , in principle,,in the idea of 

farily pl, niinL , their preference of pills as a 

contrace ;It their confidence thmt c vertisedive, the 

pills hrd been accepted by physicians and 

Conflolid(T;od thI'outh research mnd Otudiu the 

siiousness of the manner in which an AD is 

presented and its natural and smooth taste and 

finally tl adoption in the AD of a style that cannot 

be easily understood by children, for some AD's 

on contia;eptives are easily understood by children, 

thus causing embaxiassmen 'oO mothers. 

4- Despite a decline in satisfaction with "NORMfINEST " 

pills in phase II of the r. 3each , a good 

percent,:,e of wespondants explained that in terms 

of their inability to judge the new pills as they
 

had not tried them. This seems logical Also-it 
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hs been noticed th t satisfaction with 1 !01 .Ii,3,T" 

Til].s was positively coraolated with an ab- initio 

satisfaction with pills as a contraceptive and that 

those whLo prefer usin{ IoU.D. hove not expreslsed 

s tisf ct on with " IIiL'T " pills. 

ThuS, ',.e CrflOU say th' t the auvertisei:ent 
ca1Iip iJ: ,,;: LVOtenou'L11 toeffectivc pe:,uado 

XCes)ofl(Ibs2ILK to use th'le new pills. 

- The ::nily:,is ha:Is proved th;it omnphasi.s on the factu 

tht the now!Dill- -acket addition.lly contained 

.Lon - U.bl.utr a O cL j.wJ one tu ceLuia 

elicou . - ru spondants to prefer the new brand 

.L.T ""1 J Fe ; Lesondonts complained 

thrt oth.-r biands had caused fatigue to ladies w1o 

h..d used the . Furthernore, the design of the new 

pa.c1t w one the of new1 of advantarjes the product. 

Also_"!ond nts felt impressed by the fronirmess of 

the advertise;;Jent campajgn as it adjitted that, like 

other bronds , the new pills had some side effects, 

albeit ailnor in compaxi.son wits other brands . It 

did riot deny th,at fIct . 

], appeaar:ce of the lady in the AD's oh the 

new pills ii iiewspapers and rdio ( in the second 
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advorti',scmont wave ), looking fresh and smiling, 

hed a CavoGurlble impact on respondants, so, much 

so, ih.t .oiw of them said that proved that the new 

pills va:u not harmful., 

- The findings of analysis have shown the poor effect 

oi' demotUi' ph characteaxi.stics ( age , work, 

educatiobai level ) on the degree of satisfaction 

with the new pills . Despite the frct that phase I 

o' Lte io : rcli had shovn a positive correlation 

between ,:,.faction with the pills ,nd age, the 

same coui,. not be completely reconfirmed in phase II, 

thus rak:i.; it difficult to ceneralise the attitude 

concluded in ph-se I 

- The analysis has shown that , in:ny times respondants 

con..u s'd u tfh contentsa of' different advertised 

;Ie-::afs on f:mily p.-inning methods, They confused 

up tle .eL: res origin' ring from the State Infoarmation 

OrvIc 0 those o'(ginating from F.O.F. and the 

contents of the various messages on tho product itself. 

For instance, thex.e has been a confusion between the 

,,t-vertised iness-ge of the " Packet AD " on T.V. and 

the " COrJ1rorce PD " also on T.V. , a position that 

hris to be rectified throu'h proper steps , especially 

when : dve:oLtisement compaigns are probagating a 
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certain Tn)rcduct rather than the ve, idea of 

family plnning. 

8- The hee:'rchproved that adoption anh;.s the of open

st-,]e , dvextisement on the new pills and the use of 

tecmiques and methodLs of' ,ttzaction such as 

. 1 1.. , nd draniatic pjxfomanco, iwore more e1leoL ve 

than t]e ci-f' indiirect style b,.:sed on more 

citing , '! (.ct bhrt wV.s confirmed by ti.e jnability of 

adotion an 

,emond.:!ait.<: to feel led I)-,Ie,.by the artic..; 

publi,,he d J:hI acewspa;cJ: Li m a ... t.nad,;nu 

LI-on 	by unattracti've.were .ooC,._ respondants as 

9- The re"eac h.as also revealed thrt repetition and 

d:i.c;:.i:. ,... were effective fa.ctors that helped 

te advertiSo!ient campaign under question succeed. 

The repetition of publishing or broad.castirig / 

telecuastiqi the AD's on the new pills h:a-d a great 

favour-b].e effect on the success of the camp,.ign. 

Diversil-'ication of tie advertising media used 

( T.V. , radio and newspapers ) nnd technical 

forms used realised a greriter effectiveness to
 

both waves o the advertisement campaign.
 

i1-	 The research hs proved that the selection of a 

suitable. timaing fox broadcasting-w/telecasting the 
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AD's on pills ( prticularly the time preceeding 

the Arabic dnama series ) was very much effective. 

Also thie selection of the Weekly issues of 

" AL-AIhram " and " Akdhbar - el - Yom" was a 

succes.--ul one as these two newspapers enjoy the 

pro. test read.eiship . Ience , the gre:-ter enance 

th,.t ta,,oets would read AD's published in both 

news[p).pors 

in tlhe ;ne vein, presentinLg some ,.D's tnrough 

certail -iedia was not successful duo to the 

lack of cn.,cPsure of' res-oondants to those media 

such r. " Tabibak ,L- EJdas ag.azine for example. 

Finall , , we can say that the advertisement 

caqrpoin on If(f.I,.,ST " new pills successful to. Fe was 

a great extent . Its salient features are briefly given 

hereunder : 

the clarity of the idea, and the access to 

it by targets on a wide scale
 

emphasising the advantages of the product 

in a way that enabled targets to easily
 

perceive them ; 

the new style of the various AD, namely, the
 

" Conference AD ", the AD's on xndio, and the 

newspapers I AD's 
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the inclusion in the AD of sufficient 

information on the product ; 

the credibility and franlkness of the adveitised
 

message; 

repetition with diversification;
 

tlhe almost precise information given in the
 

advertised message; 

*iakinIg use of the characteristics of each 

Cjvltising medium ; 

However, shortcomings in this campaign may be sumned
 

up as follows :
 

some of the presented advertised message were
 

unmecessarily long;
 

some educational levels found certain AD's 

difficult to understand, pxrticuiarly the
 

" conference AD " and the indirect AD's in 

newspapers o 

the impression sometimes on the part of some 

respondants that certain advertised messages were 

exaggerated , paxrticularly the " conference 

AD ", ,nd the AD's on radio. 

some respondcnts sometimes turned away from an AD 

as the latter laid emphasis on talking about 

physicians and pharmacists ( as in the case of 
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the " Packet AD " on T.V. ) or laid 

emphasis on the necessity to consult a 

physician , fact thmt has side - effects 

though positive and honest ; and 

Tfhe lack of clarity in some advertising 

media 
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