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Introduction

The Nigerian Urban
Reproductive Health
Initiative Phase 2 (NURHI 2)
was established to address
supply and demand barriers
to contraceptive use in urban
cities of Nigeria using a threepronged intervention model
comprising advocacy, service
delivery and demand
generation.

NURHI uses the “Get it
Together” brand to generate
demand for FP is through
media and community-level
advertising, along with social
mobilization, entertainment
education and interpersonal
communication.
The Entertainment Education
Programs (EEP) in NURHI 2
use entertainment to pass
across key information in
order to change health
b e h av i o rs . T h e s e E E Ps
include television series,
radio dramas, TV and radio
spots and a popular music
video.

Programs Scale Up:
NURHI 2 scaled up the radio
d ra m a co m p o n e nt o f i t s
demand generation campaign to
Ogun and Ondo states over a
period of 6 months.
The programs featured a 30minute prerecorded
magazine/drama and a 30minute live call-in segment
hosted by a popular On-Air
Personality and FP Experts who
answered questions about
contraceptives from callers.

Research and Results:
In both states, majority of the women were
radio Listeners: more than three quarters
said they often listen to radio. In the last
three months, about three quarters
reported that they had heard information
on family planning on radio. More than 5%
of the respondents reported that they had
heard about the radio drama, while more
than 20% of the respondents reported to
have heard the radio spots in the two states.

Implications
Results showed that radio
programs can be taken to
settings similar to the
geographies from which they
were originally developed, with
minimal or no modifications
and with at most minimal cost.
Such modifications can achieve
improvements in contraceptive
ideations and intention.

Conclusion
The data showed that women who had even were exposed to the radio program in both states were at least 50%
more likely to to have the self-efficacy to discuss FP use with their spouse, and were also more likely to have to
reject myths that FP is dangerous to health, and more likely to have intention to use family planning when
compared to women who were not exposed to the radio programs.

