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cation and negotiation skills; and 57% offer contraceptive
education in schools and youth centers. Programs teach-
ing parenting skills to pregnant or parenting teenagers are
offered by 49% of agencies; community and migrant health
centers are the most likely to offer such programs (63%).
Some 46% of agencies offer programs to encourage ado-
lescent parents to delay the next birth; 43% offer programs
to help parents communicate with their adolescent chil-
dren and to educate or train other organizations’ staff.
Planned Parenthood affiliates are more likely than other
agency types to offer all of these programs, except parent-
ing classes.
•Special populations. One-third (34%) of agencies tailor
contraceptive service programs to at least one special pop-
ulation, most commonly, non-English speakers (22%).
Agencies also offer specific services for individuals who are
in correctional facilities (12%), are homeless (11%), abuse
substances (10%), have experienced domestic abuse (9%)
or have disabilities (7%). Title X–funded agencies and re-
productive health–focused agencies are roughly twice as
likely as others to provide contraceptive services in cor-
rectional facilities.

Agency Funding
Agencies depend on various sources of funding to support
their contraceptive services (Table 6). In 1998, agencies re-
lied on an average of 4.9 sources of funding to provide con-
traceptive services; Planned Parenthood affiliates utilized
the most sources, on average (6.1). Title X–funded agen-

offer mammography and general midlife women’s health
services.

Information, Education and Special Services
•Information and counseling. Almost all agencies (97%)
provide routine counseling on the importance of regular
Pap tests and breast self-exams. Most provide information
to all clients on STDs (91%), on all contraceptive methods
(88%) and on the importance of using condoms in addi-
tion to hormonal methods (88%). Seventy-eight percent
assess all clients for domestic violence or sexual abuse; 56%
give all clients information on condom negotiation skills,
while an additional 26% discuss condom negotiation only
with adolescent clients.
•Media. Overall, 88% of agencies (ranging from 100% of
Planned Parenthood affiliates to 84% of hospitals) use some
form of media to advertise, to attract clients or to provide
educational messages.* The most common forms used are
flyers (63%), newspapers or magazines (58%), the yellow
pages (44%) and radio (27%). Only 18% of agencies use
the Internet for advertising or educational purposes, al-
though 70% of Planned Parenthood affiliates do so. Planned
Parenthood affiliates are the most likely to use each form
of media; community and migrant health centers also com-
monly use advertising and educational media.
•Educational programs. The vast majortiy of agencies (88%)
offer educational or outreach programs in a clinic setting
or at external locations. Sixty-nine percent of agencies (in-
cluding three-quarters of Title X–funded agencies) offer
programs that emphasize abstinence or postponement of
sexual activity; 58% offer programs on teenage communi-

TABLE 6. Percentage of agencies that receive various types of funding to support contraceptive services, and mean number of
funding sources reported, by agency type, reproductive health focus and receipt of Title X funding

Funding source All Type of agency† Reproductive Title X
agencies health focus funding‡

Community/ Health  Hospital Planned Other Yes No Yes No
migrant  department Parent-
health center hood

Medicaid 82 90* 81 89 93** 67* 80 84 85 77
Title X 61 23*** 87 26*** 82** 55*** 74 44*** 100 0***
Maternal and child

health block grant 37 18*** 50 25*** 27*** 34** 43 29** 43 26*** 
Social services

block grant 18 11 16 17 38*** 23 25 9*** 24 8***
State Children’s Health

Insurance Program 17 34*** 11 31** 6 6 11 25*** 12 24**
Community/migrant

health funding 14 64*** 5 8 2 0*** 4 27*** 7 26***
Temporary Assistance

for Needy Families 12 14 12 11 12 8 12 11 13 9
Other federal 7 12 4 3 6 11 5 8 4 10* 
Other state 25 16 19 21 31* 50*** 26 23 21 32**
Local 42 13*** 59 28*** 43** 33*** 47 35** 49 30***
Client fees 85 85 89 71** 98*** 83 89 80* 89 79**
Private insurance 58 87*** 40 78*** 77*** 58** 54 64* 52 69***
Private contributions 32 28 21 26 96*** 54*** 37 26** 33 30

Mean no. of sources 4.9 5.0 4.9 4.3* 6.1*** 4.8 5.1 4.7* 5.3 4.2***

*p<.05. **p<.01. ***p<.001. †Significance levels refer to difference between the specified proportion and the proportion for health departments. ‡Refers to Title X
funding of contraceptive services at one or more of an agency’s clinic sites. 

*Thirty-three percent of hospitals did not respond to this question.


