
Conclusion
This article has examined the effects of a
family planning promotion campaign in
Cameroon using data from household
surveys as well as clinic statistics. Analy-
ses of the household surveys focussed on
women who were interviewed during the
1998 DHS and during the follow-up sur-
vey in 1999. More than one-third of the re-
spondents reported campaign exposure,
indicating that the campaign had appre-
ciable success in terms of reach. It is not
surprising that the most frequently re-
ported source of exposure was the televi-
sion, considering that the primary target
for the campaign was urban residents.

The campaign had a considerable pos-
itive influence on both family planning
ideation and contraceptive use. Exposure
to the campaign was associated with im-
proved contraceptive ideation. The
ideational variable that appears to have
been most sensitive to campaign exposure

remained above its prelaunch level.
Results of a Poisson regression analy-

sis provide a better understanding of the
relationship between the campaign and
client flow. In the estimated model, the
mean number of new clients is regressed
on time in months, “GO campaign” (a cat-
egorical variable which takes the value of
1 if the campaign has been launched and
0 if not) and the interaction between GO
campaign and time. As shown in Table 7,
in GO sites, approximately 18% of the
variance in the number of new clients is
explained by the independent variables.
Moreover, the goodness-of-fit statistics in-
dicate that the data are not significantly
different from the model.

The Poisson regression model confirms
that the sharp increase in client flow ac-
companying the campaign launch was
statistically significant. Holding the other
independent variable constant, campaign
launch was associated with a six-fold in-
crease in client flow; time had no influence
on client flow. In other words, had the GO
campaign not taken place, the number of
new clients would have remained at more
or less the same level over time. In non-
GO sites, although the campaign appears
to have had a positive influence on client
flow, the relationship was not statistical-
ly significant. (Mass media messages di-
rected the audience to the family planning
clinic nearest to them. The fact that the
campaign had a considerably larger im-
pact in GO sites points to the important
role played by community mobilization
activities.)

was knowledge of modern contraceptive
methods. This is not surprising, consid-
ering that all visual campaign materials
contained information on specific mod-
ern methods.

Women exposed to the campaign were
responsible for a disproportionately large
proportion of the increase in contracep-
tive use. Women not practicing contra-
ception who were exposed to the cam-
paign were considerably more likely to
begin using modern contraceptives. The
net effects of the campaign on contracep-
tive use were significant and independent
of its impact on ideation.

Furthermore, prior contraceptive use
had a strong effect on current use. In other
words, those who had used a modern
method in the past were very likely to con-
tinue doing so in the future. This finding
underscores the importance of identify-
ing and adequately addressing all factors
that are likely to impede the use of con-
traceptive methods for the first time.

Evidence from service statistics con-
firmed the significant effects of the cam-
paign on contraceptive use. The campaign
clearly resulted in immediate significant
gains in clinic performance at GO sites. On
the other hand, the campaign did not ap-
pear to have had any significant impact
in non-GO sites. Since the mass media
messages were accessible to everyone ir-
respective of access to a GO site, and since
the messages referred the listener to visit
the nearest family planning clinic, the fact
that GO sites witnessed a significant in-
crease in client flow, whereas non-GO sites
did not, points to the contribution of com-
munity mobilization activities. Staged
models of behavior change recognize the
importance of interpersonal communica-
tion in motivating people to adopt new be-
haviors. While the mass media are gen-
erally effective in raising awareness about
specific issues, interpersonal communi-
cation channels are particularly potent at
the postknowledge stages.
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Figure 1. Mean number of clients and Poisson regression model for GO sites, Cameroon,
1998–1999
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Table 7. Incidence rate ratio of mean number of new clients, by time, according to health 
service site

Variable GO sites (N=8) Non-GO sites (N=42)

Rate ratio z 95% CI Rate ratio z 95% CI

GO campaign launched 6.01* 2.701 1.64�22.10 1.86 0.992 0.54�6.37
Time in months 0.99 �0.052 0.93�1.07 1.04 0.686 0.94�1.15
Interaction term 0.92 �1.736 0.83�1.01 0.92 �1.151 0.80�1.06

% of variance explained/pseudo-R2 18.4 2.3
Goodness of fit χ2 10.76 2.24 
Prob.>χ2 0.377 0.994
df 10 10
No. of months 14 14

*p≤.01. Note: CI=conÞdence interval.




