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Introduction
The drive to increase demand for contraceptives is key for
improving maternal outcomes
The vision of the NURHI 2 project is to create a society where
“supply” and “demand” barriers to family planning (FP) are
eliminated, and family planning becomes a social norm.
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To achieve this NURHI is implementing a 3-pronged
approach of Advocacy, Demand Generation and Service
Delivery.

Intervention
Based on identified gaps in knowledge and access to FP in the
rural communities NURHI trained social mobilizers from
within the communities to inform, educate and counsel
potential clients on FP method and benefits.
The Demand Generation approach uses multi-strategic
channels to create awareness and reach out to people in the
community. In this paper we explore the use of door-to-door
campaign in generating demand for FP services.
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A total of 68,183
potential
clients were
issued referrals

53% of the
referrals were
completed with
a median of
540 referrals
per month
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Conclusion
Engagement and training of social mobilizers
from within the community to generate
demand for family planning services through
door-to-door campaign and other social
mobilization activities indicated a positive
gain for the uptake of FP services.

Results
In figure 1 community driven activities are those not
funded by NURHI
Correspondingly, FP service data in 2017 revealed that 64%
of the clients adopted FP services which is an improvement
over the 2016 data of 36%.

This paper reveals the importance of social
mobilizers in generating demand for FP
uptake through door-to-door campaign
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