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PREFACE

The remarkdble decline in the fertility rate of Bangladeshi women - from about 7 to 4.9 over a

period of less than 20 years - has been extensively commented on by demographers and family

planning experts One of the most interesting aspects of this phenomenon, and one that confounds

conventional wisdom is that this fertility decline occurred without the usual determinants of reduced

fertility, i.e. economic development, industrialization, increased participation of women in the labor

force and female education. These economic and social factors in what remains one of the most

impoverished countries on earth were largely unchanged over the period.

Three major factors have been said to contribute to the drastic fertility decline -- strong and consis

tent political support by government for family planning; unprecedented donor support; and easy

access to a wide range of cor.traceptives through the public and private sectors.

One of the private sector acitvities was the USAID-funded and PSI-managed Social Marketing

Project (now Social Marketing Company) The Social Marketing Project, the \f\/or!d's largest enti

ty of its kind, began operating in Bangladesh during the 1970s, marketing severa! brands of con

doms, oral contraceptives and vaginal foam tablets in more thc'n 125,000 retail outlets throughout

the country. The Project presently provides birth-spacing products to over one-third of all contra

cepting couples. It has sold, at low prices affordable to the poor, over one billion RAJA

Condoms.

But bdore Bangladeshi couples, even those desiring smaller families, could be induced to become

family planning users, the concept of family planning had to be made respectable and culturally

and morally acceptable, even desirable. This was no easy task given the conservative nature of

Bangladeshi society. Several IE&C programs designed to achieve this objective proved to be ind-
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~ective; apparently because the appeals used to induce ~amily plannin3 were ~elt to be personally

irrelevant by the intended target audience.

Enter PSI With the support o~ USAID and the Government o~ Bangladesh, PSI searched ~or the

proper keys and triggers to convert the latent demand into overt use. Anthropological resealcl,

~ound the key to be husbands, who in Bangladeshi society make all the important decisions affecting

their ~amilies' wel~are, but who had not been extensively targeted by previous ~amily planning inter

ventions. The triggers were carefully cra~ted motivational messages that presented arguments in ~avor

of adopting contraceptive behavior in personally relevant and meaning~ul terms and thdt employed

visual and verbal imagery di~~icult to reject or ignore.

The ~ollowing paper presents the genesis, design, implementation and evaluation of this innovative

communications program, which PSI believes to have made a signal contribution to the rapid rise of

contraceptive prevalence, and conseq'ent fertility reduction, in Bangladesh.

Richard A. Frank

President



DANIEL M USSf\NCt
\YjILLlAM P SCHELLSTEDE

Evaluating the E~~ectiveness

o~ a Family Planning IE&C Program

in Bangladesh

bo of couple yedrs of protectlc~ (CYP's) provided

The dggregdte Impdct of dll progrrJm components Cdn

be obtdlned by conducting penodlc studies of COl>

traceptive prevalence dmong dt-risk courles

The dssessment of the df;:ct of information, educa

tion, and communlCdtion (IE&C) progrdms mednt to

motlvdte the dt-nsl: populdtion to ddopt fdmily pldn

ning is d more difficult task, since the deSired effects

tend to be subtle dnd qUdlitatlve in ndture, and the

contribution of a given IE&C progrdm to dny effect

I
INTRODUCTION

impact eVdluatlon of the service delivery compone'lt

of family pldnning progrdms In developing countnes IS

a reldtively strdightforward process, and one which

hds largely been standardized dcrOSJ countnes

Input!output measures can be employed to eVdludte

the reldtive cost -effectiveness of the Vdnous ~ervlce

providers; the cdk:uldtion, in its simplest terms, Involves

dividing the rost of delivering the service by the num-
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being measured is frequently difficult to disdggregdte

from contributions made Sy other formal dnd informal

commu'lications sources. It may be speculated that

because of these and other research design obstacles,

many family planning IE&C efforts are not subjected

to rigorous evaludtion; in dny event, there is little pub

lished information on the results achieved by such

efforts. In dt~empting to evaluate a broad effort to

dffect knowledge, attitudes dnd behavior relating to

AIDS in the United Kingdom, the Department of

Health and Social Security concluded that it was

"impossible to isolate specific advertising effects/'>

Part of the difficulty may stem from the fact that

A PSI community-based

distributor explaining

OVACON pill use to a

viilage c1ie"~

the ultimdte gOdl of such progrdms -- i.e, dn incredsed

use of contrdceptives - is seldom thought of ::lmong

those resedrching the fdctors affecting contraceptive

use in concepts amenable to manipulation by IE&C

campaigns. The notion of proximdte determination in

demography is applicdble to populdtions, but less so

to individuals. For example, the parameter perhaps

most often found to correlate (and corre!Jte most

ciosely) to contraceptive use is female educdtion, but

that correlation is not helpful to the design of a com

municdtions strategy_ Thdt is, one might infer from it

thdt messages must be simple and straightforward, but

it does not ledd to the construction of a persudsive

argument for the adoption of contraception. As some

investigators researching the complexities of fertility in

Central Africa put it, I/.. the study of quantifiable

proximate determinants of fertility tends to neglect the

complexity of behavior dnd how it is justified by the

respondents themselves in the context of their partICU

lar view of the world."·



In fact, family planning IE&C activities are cap~jble

of being evaluated on a medium to long-term basis

even in semi-literate or largely non-literate populations,

provided that: 1) the formative research on which the

effort is based addresses factors that can inform d

communic.:ltions program, 2) the communications

objectives are clearly defined, 3) the strategies are pre

cisely formulated and articulated, and 4) the research

instruments dre designed in a culturally relevant manner.

This paper reviews the approach taken in the devel

opment and evaluation of d national-level family p!an

ning motivationai program in Bangladesh, on behalf of

the Bangladesh Social Marketing Project.

~..";,(k1~'-!;Y1J"'.j t'~bct __' :-~r,;:.:::-,-, -L>''-,ru C~o("':~ ..._-.. · .r R_~j-_(..,! '_drh-r" d,d
8 S"T]r;;c-<1'. t~d~_ Ci';dP'l;f'S ;-:::~ E:i;,~Ch-'-' r.,~}.- r-~3':t'.. ,q P"~";'c"~-~ r<~I_<jf,,;i ''.:ddcrn,

:)'''-'\ ')/"j-'''31(::!\. 1c/"~7 Ci,' 3C{; "iF;)

,-",iDS ;\;kn;:;-'O"'j R~"'.-n:·,fY£ !c- \r.,,' (;j).: •.':JJ,:.~:'J. )n-.,Y~}T-.•:", ;:-t r--J~-;j;i~' d':d

.:./,,1. ';.T_,j!':-; ~~ tt-,.."'" \1ji:~i, ::':.'k~, H;;>l !':',~,,-~,":'n O""~~"'·'.' '" ;,,,, !~')l-~L,r· 11;87 ;:c 7

The Bllngilldesh Fllmily Plinning

SOciiI Mllrketing Project

The Bangladesh Family Planning Social Marketing

Project (SMP)*, a non-government organization creat

ed through an agreement between Population

SeNices International (PSi) and the Government of

Banglc1desh, has been marketing non-clinical contracep

tives at heavily subsidized prices since 1976 The

United States Agency for International Development

(USAID) supplies condoms and oral contraceptives

to the Project at no cost, and also funds the bulk of
the marketing, promotion, and distribution c~sts, PSI

provides the seNices of a full-time advisor to the

Project, as well as periodic technical assistance in sev

eral areas of management.

During 1985, its tenth year of existence, the Project

distrib,ted approximately 73 percent of all the con

doms used in Bansladesh and approximately 25 per

cent of all oral contraceptives.

In 1982, the USAID Mission and PSI, anticipating

an eventual\Jlateauing of the existing demand for con

traceptive seNices, decided to undertake a generic

demand-creation (or motivational) program that

would seNe to support the activities of all family plan

ning institutions in the country.
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Bangladeshi salesmen

deliver contraceptive

products by beat on

riverine sales route.
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II.
THE BANGLADESH FAMILY

PLANNI"'JG MOTIVATIONAL
CAMPAIGN

The program's broad goals were to:

1. Actualize existing latent demand for contraception;

2. Help create a demand for family planning among

couples reaching reproductive age;

3. Motivate those who for one reason or another still

resisted the concept of family planning*

A FORM.ATIVE RESEARCH

The first step in the development of a campaign strat

egy involved in-depth qualitative research among

·urban and rural men and women, non-users as well as

users of family planning methods. Since the cultural

milieu was thought to preclude the effective use of

focus group discussions, individual in-depth inteNiews

dveraging 1-1112 hours in length were employed

instead. Th~ questioning procedure was largely indi

rect, and relied heavily on projective techniques A

particularly productive technique was the photo-sort,

in which respondents were asked to sort pho

tographs of Io~al men and women representing a

wide range of dge, social, occu:'dtional, and econom

ic types, into two groups, those who were likely to

practice family planning and those unlikely to do so

They were asked to give reasons for assigning pho-

• Urder d ~b(,y,.trd-:t 'Nth P:~j. ,f",' rrr;t~';dLrJ:-':l:\ ~-d!TPd,~:i "V:l', O<..,-;,gr"..:1 dnd ,"'.d.('fT">Cf1ter~ r"f
tVljr-df l!,te!"dt~:-AJ;, h~ Jl.i(r,'3 th.? p?ff')cl 19'33-8'j ,4.~ cJ 1986 ,: b("c.J!!~~ ci PSi/S.,/\D .j:~tr>"I'i

tographs to one or the other group, and to select the

photograph of the one person they would most like

to have as a friend and to explain why. The investiga

tors believed that this approach minimized the

response biases typically encountered in using struc

tured, direct questioning methods, particularly with

respect to sensitive subject areas such as conjugal rela

tions: the respondents were not being asked to

expose and defend their own behavior and feelings,

but those of others. The qualitative approdch also

~':2:Jed significant insights into the reasons underlying

exp~~ssed attitudes, and the taped inteNiews provid

ed some of the language lat~r employed in the de'/eI

opment of specific messages.

The qualitative research findings confirmed that

previous IE&C programs, primarily those conducted

by the Government, were able to generate almost

universal awareness of the concept of family planning

and relatively widespread awawncss of the benefits of

limiting family size. Yet the research also clearly indicat

ed that these benefits had not been internalized by

the target audience segments; and that this lack of

internalization was due to d number of blockages or

"resistance points" that militated against thE' adoption

of family planning even among those not desiring any

more children. Chief dmong these resistance points

were the following:

jmenustik
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The Religious Factor

The 'lumber of children a couple will have is pre

determined by Allah and Allah provides sustenance

for every child He sendsj for a devout Muslim to

make his or her own decision on how many children

to have is, in effect, to enter into competition with

God.

Lilck of Communicalion Between Spouses

it is widely thought that how many children a couple

should have, and when to have them is not d proper

subject for couples to discuss with each otherj initiat

ing a discussion of family planning on the part of the

wife is unseemly in rural society.

Social Marketing Company

cOildom demonstration for

Bangladeshi sales women.

Fear of Detrimental Health Erfeds

It is also widely thought that birth control measures of

any sort - temporary as well as p,:rmclflent methods

-- are dangerous to healt',l and may ultimately lead to

death.

Ignorance about Contraceptive Options

Despite a high level of awareness of the existence and

purpose of family planning, there is massive ignorance

and confusion about the means of family planning

To a large extent, this ignorance can be attributed to:

a Lack of access to authoritative sources of informa

tion (due to illiteracy, isolation, poverty, etc.)

6. Lack of knowledge of authoritative information

sources.

c. Lack of confidence in exi.;ting information sources

(dislike or suspicion of family planning workers, gov

ernment health clinic personnel)

d. Lack of motivation or interest (many men feel that

family rlanning concerns only women)

E



T

E

N

An.elephant paradt:
marks the sale of the
billionth condom in
Bangladesh In 1991.

B STRATEGY

The message strategy subsequently developed was

specifically designed to minimize these resistance points

(except for the reli9inlJS issue which the government

did not wish to be addressed), and to reinforce exist

ing positive attitudes toward family planning and its

benefits as a means of facilitating this process.

The communicdtion' ,trdtegy, dS finally developed:

• identified rurdl men as (he primary tdrget dudience,

rurdl women dnd urban men dS seconddry target audi-

ence5, dnd opinion ledders dnd other influentidls qS the

tertidry tdrget audiencej

• positioned modern contrdceptives dS safe to usej

• encourdged husbdnds to discuss the subject of

fdmily planning with their wives and to choose the

method most suitdble to them bothj

• stressed the persondl economic and health benefits

of family pldnningj



.. encouraged information-seeking behavior, and

directed those desiring ddditiondl information to on

easily accessible sourG: (via three SMP-sponsored

radio progrdms wherein listeners' questions about fami

Iv pldnning methods were answered);

.. positioned the adoption of family planning as "the

right thing to do" dnd as "the wise mdn's decision."

An dll-medid campaign was developed to imple

ment the strdtegy, consisting of a barrage of rddio

sP-:Jts dnd films shown on television, in cinema hdlls,

and on SMP's fleet of eight mobile film Vdns. An

important component of the camPdign was the cre

ation of a radio serial drama (soap opera) in which

the principal chdracter was Laily, d governr,lent fdmily

pldnning worker, d device which enabled t.le writers

10 integrdte family pldnning material smoothly into the

-Jrdmatic fdbric

A rural kiosk is one of the
many olltlets for RNA
condoms. In 1992, the
SodoJl Marketing Company
sold 68% of all condoms
distributed in Bangladesh.

C. EVALUATING THE EFFECTIVEf'·IESS
OF THE PROGRAM

The development of a mechanism to measure the effec

tiveness of the communications programs and to pro

vide feed-back to the program managers, began

simultaneously with the development of communica

tions materials. The evdluation effort would measure the

extent to which the program WdS achieving its stated

communiCdtions objectives; specificdlly, the extent to

whdl there was a reduction in the prevalence and

strength of the identified resistflnce points, among the

various tdrget audience segments, and changes in the

aWdreness of specific family planning benefits. In addi

tion, the resedrch would measure awareness and recdll

of campaign messdges.

The study protocol, developed in collaboration

with USI\ID, called for conducting a bdseline survey

jU5t prior to the inception of the program, with follow

up or "trdcking" surveys conducted at 12-month inter

vals among comparable, but independent survey

samples. Each sample consisted of tOoo respondents,

half men, half women, equally distributed among urban

and rural areas. The samples were well-dispersed geo

graphically, but extremely remote dnd

reldtlvely inaccessible drea, were deliberately excluded

from the sdmpling frame.

v
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Discussed F. P. wilh other relalives

Discussed F. P. with neighbors. friends

Di5cussed F. P. with spouse

. DISCUSSIon of Fam',ly Planning 'with Olhers "

.DlScus~ion· oI'Family Pla~nin9 wlth Others _'< 1983 198~

15

./nfo;mot,on.SeeklR9 8e).,ov(0(. . . 1983 . 1985 .

20

10

The results show that while active information

seeking behavior incredsed over the 2-year period,

passive seeking hdd declined:

Sought information from 50meone 11.3% 17.3%

Visited by someone who provided information 20.6 15.3

Discussion of Family Planning with Others

Respondents were asked whether they hdd discussed

fdmily planning within the past six months with their

spouses, other reldtives, and neighbors and friends

respondent to provide fdmily pldnning informdtion in

the Pdst six months (pdssive seeking).

Those who had had such discussions, were asked to

report the content of these discussions

The results show that, while there had been an

increase in the proportions discussing family planning

with their spouses, there were declines in the propor

tions reporting discussions with others.

With respect to the specific nature of the discus

sions between husbands and wives, the results show a

distinct shifting from the general to the specific, i.e, a

c1ecline in conversations dealing with the advantages of

1983 19851983 19851%.3 1985
o

80

20

40

60

'. Allitude Toward 'S~fety of Mod~Tll (ontraceptives

III. PRC0RAM IMPACT

ASUM/V'IARY OF KEY FINDINGS

Attitude Toward Safety of Modern Contraceptives

Doubts dbout the safety of modern contraceptive

methods were expressed by substantirJlly smaller pro-

For the purpose of simplicity, the findings discussed in

this section will focus only on the primary target audi

ence of the communications program, rural males

(although datd were collected dmong the secondary

target audience groups dS well). The 1983 figures rep

resent baseline (pre-program) data; the 1985 figures

are derived from the S2cond Evaluation Study, con

ducted after the program hdd been in operdtion for

two yedrs.

poriions of respondents in the 1985 survey (25.8%

Sdying "not sdfe" or being unsure) thdn in the 1983

survey (387% expressing doubt~).

Information-Seeking Behavior

Information-seeking behavior was measured by asking

respondents whether they had dsked dnyone for infor

mdtion dbout fdmily pldnning in the PdSt six months

(active seeking) or whether anyone had visited the

jmenustik
Best Available



a small family, and increases If, slJch' topics as birth spoc

in9, and the use of specific contraceptive methods.

Appreciati~n of the Benefits of Family Planning

General atlitudes toward the concept of family plan

ning were found to be overwhelmingly positive in all

sUNeys, V\ith about 90 percent of all rural males stat-

Awareness and Use of Contraceptive Methods

Over the two-year period, awareness and use of
most modern contraceptive methods among survey

sample respondents showed fairly substantial Increases,

paralleling the results found in the 1983 and 1985
Bangladesh Contraceptive Prevalence SUNeys.

Spontaneou~.Awareness or~ ethods - .. 1983 1985 .

Spontaneous Awareness' of Methods

• fi---l;: "-,,,;-, do'': j';;:"S'" ,j', u',.z,J !'._~e~,:,n; ~:":I:L ,~; ,)-"," :c!~r; -~_"._, ..),',_!_;.' J.cJ ;,., :h.,~

("-',T1(' JTIJt:\~' ~;'''·':d\_~-' ,: 'J;c...~ ;:".

9.0

6.7

14.6

61.2

17.7

45.1

84.1%

64.7

9.8

6.5

11.2

15.3

47.7

40.0

52.1

77.7%

Injection

Vaginal methods

Cordom

Vasectomy

Safe period

Oral pill

Tubectomy

IUD

o

20

',' APp'rwellon of the Belle~1s ci Femily PlannIng ••

40

1983 1985 1983 1985 1983 1985 1981 1985 1983 1985

80

60

~rcUlt

100

ing that family planning was "a good idea". How

ever, the reasons cited for feeling that family planning

was a good idea showed that, over the two-year

period, the awareness and appreciation of the various

benefits of family planning had increased substantially,

most notably so in recognition of the maternal and

child health benefits Ca subject which received signifi

cant emphasis in the second year of the communica

tions program).

Intent to Use Fa!T1i1y Planning in the Future

Future intent to adopt family planning among current

non-practitioners showed a modest increase.

Current Use of Methods

Curre~t U,e of Method, - ~ -';. . - 19113. .~ 1985
"- • y" ~ ""- • "'.

Any modern method 14.4% 24.8%

Oral pill 4.2 5.1

Condom 3.7 5.5._---
Vaginal methods 0.9 08

Tubectomy 4.7 9.3

-Vasectomy 0.5 0.8

Tubectomy end Vasectomy 1.1

IUD 0.5 2.0

Any traditional method 7.9 5.8

Any method 22.3 30.6
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Intend to U,e Fam~y Planning In the Future' . 1983 :- 1985

Intend to use in future 42.1% 48.0%
Awareness and Source of Mass Media

Messages on Family Planning

Awareness of mass media messages ruse significantly

over the two-year period, from 397 percent to 51.4
percent Radio was the predominant source thrc;ugh

which respondents VJere exposeJ to the messages

Since the effective reach of rado among this target

jmenustik
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1983 19851983 19851983 1985

o

Discussion

20

B. Attribution of Changes

To what extent could these apparent program effects

be related to exposure to the messages developed in

this program as opposed to otherjnfluences or sources

of information? In order to answer this important

question, a secondary analysis of the survey data was

performed in which respondents were classified into

two groups: "proven listeners", defined as those who

Attitude Toward Mass Media

Famill Planning Messages

Attitudes toward family planning messages, predomi

nantly positive in the 1983 survey, became more so in

the 1985 survey

. 'l\ttUude Toward M~ss Media F~ml~ Plannl~g MesSilg~ -

80

60

40

The evaluation studies concluded that the specific

objectives of the communications program were being

achieved. It was clear that those objectives which

dealt with the imparting of new knowledge (ie, that

m0dern contraceptive methods were safe, that birth

spacing was conducive to better maternal and r:~i1d

health, and that the condom and the pill were effec

tive means of realizing the benefits of family planning)

were being achieved at a more rapid rate than those

objectives which called for a modification of existin3

socio-cultural patterns, such as the stimulation of hus

band and wife discussion about family planning.

percent~~~ffR~l?2~~~~
100~~}i>~~~~

19&3 1985

1983 1985

1983 1985

1983 1985

1983 1985

1983 1985

o

o

20

80

;0

60

waren.ess and 50urce of lYIa;, Med'a Messages oh Faf))lly Plannijtg

20

. 'Recall of.F.mily'Planmng Message Content

60

40

60

Recall of Family Planning Message Content

Although recdll of specific message content had

increased c.CfOSS most response categories in 1985, the

most dramatic increase occurred in the mentions of

specific contraceptive methods, both Clene:ric and

brand names (although ollly generic methods were

referred to in the campaign messages, it may be
hypothesized that the motivational campaign helped

to ek,:vate awareness of brand promotional advertising

run by the Social Marketing Project and by O'janon,

a private sector m~nufacturer of oral contrqce;Jtives)

audience segment was 64 percent in 1985, it may be
concluded that family planning messages were reaching

80 percent of the available radio audience b)/1985,

compared with a reach of about 60 percent in 1983.

perc~nt .
100 .• .. ....
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In order to determine whether these differences

c'- jld be explained by exposure to the program

materials, or were attributable to the observed demo

graphic difference between the two sub-groups, the

results were subjected to multi-variate regression analy

sis. This analysis showed that proven listenership to

the program materials was significantly related to

awareness of mass media messages on family planning,

attitude toward safety of modern contraceptives, dis

cussion on family planning with spouse, friends, and

neighbors, and to active information-seeking behavior.

On the other hdnd, proven listenership WdS not

significantly associated with the observed differences

in current use of any contraceptive method.

. n-.., ph'~ ;/'.'~.'(: "j '.'I:1( d fed - ("~'."I!::!m d N:~i: "'jft. C'(.. fK/. ):,l€'fl Ie ";<Jour,( :Jles u:::i

by ·gnOdrt !J'Zcp1e", dr:,j ''Do l~>o? !is.}.': thing"

were able to recognize one or more of three key
phrases employed in all the campaign messages', and

"all others", those who were unable to recognize even

one of the phrases. While the two groups are mutual

ly exclusive in concept, the categorization is not

absolutely "clean", since there may be son1;: spurious

claiming of p~,rdse recognition in the first cdtegory, dnd

there may be some in the "all others" cdtesory who

were exposed to and affected by the program materi

als but did not recognize the phrases

Demographic analysis of the rural male target audi

ence showed that proven listeners tended to be

younger, better educated, more likely to be engaged

in occupations other than farm labor, and had fewer

children than their non-listening counterparts. No sta

tistically significant differences between the two

. groups were found with respect to length of marria3'O,

wife's employment status, religion, and desire for addi

tional children

Attitudinally and behaviorally, listeners differed

from non-listeners in a predictable manner. Statistically

significant differences between the two groups were

found with respect to aWdreness of mass media mes

sages on family planning, positive attitudes toward

family pldnning, aWdreness r f health and family welfdre

benefits of family planning, knowledge of certain spc

cific family planning methods, use of modern methods,

perceived safety of modern methods, information-seek

ing behavior, and inter-personal communications on

family planning with spouses, other relatives, neighbors

and friends.
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IV.
CONCL.USION

The secondary analysis of the data validates the conclusions reached by the evaluation studies, name

ly, that the communications objectives of the family planning motivational program were being

achieved. Beyond the specifics of the program discussed in this paper, we have tried to demonstrate

the feasibility of subjecting IE&C programs to rigorous evaluation procedures. With the expanding

recognition of the importance of carefully formulated IE&C programs in supporting not just family

planning, but other public health interventions world-Wide, comes the burden on IE&C program

managers to demonstrate their accountability for the resources expended on these programs, and the

family planning and public health communities are entitled to seeing more and rrore similar evaluation

studies reported in the professional literature in the future.


