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Abstract 
 

Objectives: This study investigates why mass media campaigns on family planning succeed or fail in 

Nigeria.  

Methodology: This work employed a survey to sample 385 respondents from a projected Nigeria 

population of 219 million using Australian online calculation. Considering the research objectives, a 

purposive sampling technique was employed to sample only married adults. An eleven-item structured 

questionnaire instrument was employed for data collection. Face-to-face data gathering was employed to 

ensure that non-verbal cues were observed.  

Results: from the survey findings, mass media have failed in their family planning campaigns in Nigeria 

despite the high rate of awareness of family planning media messages. This awareness does not trigger the 

adoption of the messages as there is no correlation between the rate of exposure of married couples to 

family planning media campaigns and the rate of adoption of such family health-cum-population health 

innovation. Again, the low adoption of family planning media messages is mainly caused by personal 

ideologies and convictions, group dynamics and regulations, and socio-cultural and religious group 

influences. Mass media in Nigeria have been unable to combat these factors efficiently and, therefore, only 

create awareness without corresponding positive responses and adoption of family planning messages 

among Nigerians.  

Conclusion: The success or failure of mass media in family planning campaigns goes beyond creating only 

awareness to combating the tripod factors: personal ideologies and convictions, group dynamics and 

regulations, and socio-cultural and religious influence. Mass media campaigns on family planning should 

be formulated with the impact of these factors in mind. 

Keywords: mass media messages, family planning, success, failure, population communication 

 

Introduction 

Population policy is a vital part of the development of any society. Countries tend to regulate their 

population to fight underdevelopment issues posed by overpopulation. The fact that most sub-

Saharan countries thrive on limited resources necessitated the control of their population growth. 

This issue prompts the application of mass media campaigns, as agents of development and social 

watchdog, to disseminate information on family planning- a mechanism for population control.  

Ahmed and Seid (2020) submit that Africa has the highest fertility rate in the world, especially in 

the sub-Saharan region.  This is caused by the uncontrolled birth rate that has gone unabated for 

decades. This endangers underdevelopment in the realisation of health and development objectives 

in this part of the world.  One factor that made Africa a third-world and developing continent is 

the issue of population- porous and unproductive. There is concern that an uncontrolled birthrate 
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negates the attainment of development and health goals in Africa. It is also argued that the decrease 

in population is essential through mass media campaigns, and that would be possible if people 

generally adopt effective and modern means of birth control (Cleland et al., 2010).  

This endemic population issue is a negating factor to development programmes in third-world 

countries. Through their development functions, mass communication media are presumed to have 

done essentially well in educating the people through their family planning campaigns, the 

implications of some birth control decisions taken and how best to ensure social endangering social 

practices of overpopulation. Habibov and Zainiddinov (2015) and Kansanga et al. (2018) argued 

that media health information and family planning utilisation are integral but are not always linear. 

This makes it pertinent to government and development agents to call for analysis of the effect of 

access to family planning information on the utilisation of modern contraceptives and regulation 

of population increase by different populations and societies to ensure audience segmentation for 

targeted family planning behaviour-change campaigns. Empirical evidence on the effectiveness of 

media family planning messages is divergent, and we have yet to agree on that effect (Tsui et al., 

2017; Ahmed & Seid, 2020).   Findings from a survey conducted by Ahmed and Seid (2020, 8) 

are the fact that “there is no link between women exposed to mass media family planning messages 

and the utilisation of modern contraceptives in the rural area.  Women who are exposed to mass 

media family planning messages in the urban area were less likely to use modern contraception by 

62% (AOR: 0.38; 95% CI: 0.21, 0.68).” In addition, some factors like marital status, religious and 

cultural affiliation, literacy, income, etc, all have an impact on the rate of adoption of media 

messages on family planning and are associated with modern contraceptive use. Sundararajan et 

al. (2019, p. 8) argued that “Religious tradition and gender dynamics strongly influence the uptake 

of family planning, with a wide range of interpretations of religious traditions affecting the 

perceived acceptability of family planning.” 

 

Abita and Girma (2022, 103) find that “only one-third of youths have been exposed to family 

planning messages owing to educational status, owning a mobile phone, knowing where to obtain 

family planning methods, use of the Internet, and considering family planning as a woman's 

business. So, it is important to improve the education level of youths to inform youths about 

different outlets through which family planning messages will be transmitted.” population 

development communications for social and behavioural changes have been depicted to be 

thwarted by factors, as evidenced in the empirical studies conducted by Sundararajan et al. (2019). 

The success or failure of the media health messages depends on how the mass media can break the 

jinx of these factors and ensure a change of actions/ behaviour beneficial to family planning and 

population development programmes.  

 

Ahmed and Seid (2020) argue that the success or failure of family planning is also dependent on 

the media of mass communication applied. According to Olalekan et al. (2020, 7), “Only family 

planning messages exposure on the radio is statistically significant in predicting the use of a 

modern method of family planning among women in Nigeria. This argument is based on the claim 

that only radio has sufficient reach and availability criteria to a greater percentage of Nigerians’ 

populace.” To this end, other media health campaigns on family planning are claimed to be 

affected in reach, availability, and other thwarting inherent characteristics like literacy demand, 

availability and use, cost, etc.  
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Stressing the role of media health campaigns and adoption of family planning innovation, Nasr 

and Hassan (2016); Muttreja and Singh (2018); Konkor et al. (2019); cited in Olagunju et al. (2020, 

103) postulate:  

The increase in contraceptives use has presented to the user an ability to choose 

the number and spacing of children with various remarkable lifesaving benefits. 

The benefits witnessed over the years include the prompt reduction of maternal 

deaths, infant and child death, teenage pregnancy, Sexually Transmitted 

Infections (STIs). Despite these impressive gains, the use of contraception is still 

very low in Nigeria because only 15% of women in the reproductive age adopt 

a modern family planning method currently meanwhile; the low use of 

contraceptives in Nigeria can be attributed to several factors. Family planning 

messages exposure is one of those factors. Mass media plays a vital role in 

promoting family planning programs, and the various medium is used such as 

radio, television, posters, movies, newspapers and interpersonal 

communications such as individual patient education and counseling group 

meetings. 

Previous studies on family planning messages exposure by Abita and Girma (2022); and Ajaero et 

al. (2016) affirm the undeniable role of mass media in promoting family planning campaigns due 

to the coverage mainly by electronic media like radio has a network reaching much more people, 

and television which is a common household asset in Nigeria. The role of the media health 

campaign messages in population development policies is empirically demanding. The fact that 

some socio-political and cultural factors have undeniable effects on adopting the media health 

campaign messages for family planning decisions is enough stances to (dis)approve the power of 

the mass media in population health campaigns in Nigeria. Ahmed and Seid (2020) found a 

relationship between the place of domicile and the utility of media messages on family planning; 

they state that the communication gap between urban and rural areas causes it. Whether the media 

has won the strings of control of these factors in social and behavioural changes and adoption of 

family planning health innovation is a gap that this work empirically filled.  

 

Objectives: 

• To investigate why mass media campaigns on family planning succeed or fail in Nigeria.  

• To find possible factors that affect the success of mass media messages on family planning 

in Enugu state.  

• To find how best to carry out health media campaigns on family planning to ensure 

maximum attainment of population development objectives in Nigeria.  

Theoretical Framework 

To evaluate the success or failure of media campaigns on family planning, agenda-setting theory, 

diffusion of innovation theory and cognitive balance theory were employed first to underscore how 

effective the media has carried the campaign through its agenda-setting power as a social and 

health development problem, the rate of adoption of the campaign messages and its impact on the 

people population control decision, as well as how people perceive the media messages on family 

planning and the negating factors which thwart their adoption.  McCombs and Shaw (1991) state 

that there is a correlation between the issues covered by the media and the importance the public 

attaches to the issues. They argued that the frequency of coverage and prominence attached to it 

determines the public response to some media content. The basic proposition of the agenda-setting 

media function is that media have the wherewithal power to establish and maintain public 
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discussion by setting an agenda which informs the people what to think about on the rationale that 

the people spend much time-consuming media content (Asemah et al., 2017; Wogu, 2023). As an 

agent of development, the media can establish public awareness and discuss population issues like 

family planning by highlighting the impacts (or otherwise) of the adoption of the campaign. As 

much as the media has said, the people are purposively reached. 

 

Although the media sets the agenda for family planning, the pattern and rate of innovation adoption 

varies as postulated by diffusion of innovation and cognitive balance theorists. In the 1960s, 

Everett Rogers argued that information flow is uniform to only some of the audience. According 

to the researcher, when new technological innovations are introduced, they undergo a series of 

stages before they are fully adopted, owing to social and personal differences, influences, and 

opportunities (Wogu, 2023). This is a pointer to the fact that media campaigns on family planning 

may not have equal reach and access to the targeted audience, leading to either a lack of knowledge 

of the campaign, late adoption, or early utility. According to cognitive balance theory, as 

propounded by a social psychologist, Fritz Heider in 1946, every audience of mass communication 

receives media messages on the stand post of individual cognitive difference, weighs it in line with 

their hard-held and soft-held ideologies, cultural identity and other determinants and decide 

whether to do away with it or make attitudinal change and accept the message. This applies to 

family planning media campaigns. Most population issues like family planning are rooted in 

culture, religion, or other faiths, influencing factors that combat the media campaign. The success 

or failure of any media campaign could be attributed to these factors. Hence, the study 

hypothesised: 

 

H1: Pre-existing ideologies will determine the success or failure of media messages on family  

       planning. 

H2: Social group forces will determine the success or failure of media messages on family   

       planning. 

H3: Individual differences and needs will determine the success or failure of media messages on  

      family planning.  

Methodology  

This work adopted a survey research method to gather data from the respondents. Opinions of the 

people are essential in determining the adoption rate of innovation or in determining public 

response to health messages like family planning media campaign messages and in finding how 

socio-cultural ideologies, religion, individual differences and social groups influence enhance or 

negate mass media messages, on family planning.  The survey ensures an objective data-gathering 

process and invariably enables the researcher to cover a wider population. Population size and the 

study’s objectives necessitated the use of a survey design.  

 

Research Population 

Since there is no fundamental data on adults in Nigeria or efficient marriage registration, the 

research adopts the 2022 projected population of Nigeria, which is 219 million. Nigeria is a West 

African country with a population growth rate average of 2.41% annually and an inflation rate of 

24.08%, coupled with an unemployment rate of 5.4% and scarce resources. The Multidimensional 

Poverty Index survey (2022) reveals that 63% of persons in Nigeria (133 million people) are multi-

dimensionally poor (National Bureau of Statistics of Nigeria, 2022). These issues have prompted 

the need for population control through family planning media campaigns.  
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Sample size and sampling technique 

An Australian online calculator was employed to obtain a sample size of 385. The research targeted 

the respondents using a purposive sampling technique to survey only married adults more 

concerned about family planning. Pre-survey questions were employed to determine this. Three 

hundred eighty-five respondents were randomly selected within Nsukka and Enugu, in Enugu 

state, and Abakaliki, in Ebonyi state.  

 

Research instrument  

The questionnaire is the primary instrument of data collection. Copies of close-ended 

questionnaires were employed to elicit the opinions of the respondents. The researcher utilised a 

face-to-face data-sourcing method to help observe other variables which could aid the research. 

The questionnaire shall be made of two sections; the first section shall seek demographic 

information about the respondents, whereas the second section dwelt on the thematic issues of the 

research. Media functions researchers professionally validated a copy of the questionnaire and 

effect professional analysis to ensure the items captured can answer the research questions. To 

ensure the instrument's authenticity, a pilot study comprising 20 copies was employed for the test-

retest sampling, which showed a high similarity result of 91.11%.  

 

Data presentation and analysis 

Graphs, charts, and frequency tables were employed to present and analyse the collected data. The 

Chi-square goodness of fit statistical tool was employed to test the formulated hypotheses. This 

method states that if the calculated chi-square value is more than the value in the table at the 5% 

or (0.05) significance level, the null hypothesis will be rejected.  

The formula for calculating Chi-square X2  

X2 = ∑(Oi−Ei)
2

Ei
 

Where X2: Chi-square value  

Oi=Observed frequency  

Ei=Expected frequency  

∑=Summation sign  

Level of significance 5% or (0.05)  

Degree of freedom RxC 

Row (R-1) 

Column (C-1,) 

Demographic data of respondents: 

Figure 1: Gender distribution of the respondents 
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The gender distribution among the respondents, as shown in Figure 1, was close-to-equal, 

purposively done due to the sensitivity of family planning issues. One fault inherent in some 

previous research is the lack of gender sensitivity in surveying people on the issue of family 

planning.  

 

Figure 2: Age range of respondents  

 
The majority of the surveyed respondents, as shown in Figure 2, are adults 36 and above who are 

deemed to have entered into marriage and should be more concerned about family planning. One 

hundred nineteen respondents are in the 26-35 age range, which is considered a young couple 

category, while 74 respondents fell into the younger generation of 14-25 

 

Figure 3: Religious affiliation of respondents  
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Religion plays an integral role in family planning media campaigns. To this end, the researcher 

ensures that all religions are represented to capture the relationship between faith and adoption (or 

rejection) of family planning media campaigns. This is presented in Figure 3.  

  

Figure 4: educational qualification of the respondents  

 
 

Most of the respondents, as seen in Figure 4, have an education background up to secondary 

education level. Only a few (52) have not been to any formal education, while 67 respondents have 

tertiary education  

 

Table 1: Have you heard of family planning programme(s) before?   

response Frequency percentage 

Yes 312 81.04 

No 17 4.42 

Don’t know 56 14.54 

Total 385 100 

Source: Survey (2023) 

As indicated in Table 1, the respondents are highly aware of family planning issues. However, up 

to 18% are still unaware, and some indicate neutral knowledge of family planning issues.  

 Table 2: Which channel did you get to know about family planning programmes? 

Response Frequency percentage 

Mass media 95 24.68 

Social/ peer group 102 26.49 

Opinion leadership 29 7.53 

Religious gathering 98 25.45 

Others 31 8.05 

Total 385 100 

Source: Survey (2023) 

From the data above in Table 2, different sources of family planning messages are available to the 

respondents. Family planning messages are still available among social and peer groups. 24% of 

the respondents agree that they have gotten information on family planning through mass media, 

7% from opinion leaders, 25% from religious sources, and other sources constitute 8%.  
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Table 3: Mass media have been efficient in disseminating information about family planning 

in Nigeria 

Responses Frequency percentage 

Strongly agree 104 27.01 

Agree 80 20.78 

Neutral 22 5.71 

Disagree 82 21.29 

Strongly disagree 97 25.19 

Total 385 100 

Source: Survey (2023) 

From the data presented in Table 3, the efficiency of mass media in family planning campaigns is 

disputable. This shows that there is a great amount of trust and distrust in the media function when 

it comes to family planning. Collectively, more than 46% argue that mass media are inefficient in 

disseminating family planning, while only 5% went neutral. However, 47% are pro-media in view. 

This close tie, 46% and 47% shows controversy over a major media function- health development 

communication.  

 Table 4: What is your rate of adoption of family planning issues as presented by mass 

media? 

Responses Frequency Percentage 

Very high 65 16.88 

High 81 21.04 

Moderate 142 36.88 

Low 59 15.32 

Very low 38 9.87 

Total 385 100 

Source: Survey (2023) 

The rate of message adoption of family planning media campaigns varies among the respondents. 

Those who have a moderate rate are the highest, with 36% of the respondents agreeing to that. 

15% and 9% have low and very low adoption of the media messages on family planning, 

respectively.  However, more than 37% collectively have a high and very high adoption rate.  

Table 5: Personal ideologies determine the response to family planning media campaign 

Responses Frequency Percentage 

Strongly agree 116 30.13 

Agree 103 26.75 

Neutral 32 8.31 

Disagree 93 24.16 

Strongly disagree 41 10.65 

Total 385 100 

Source: Survey (2023) 

The rate at which conviction determines the adoption (or rejection) of family planning media 

messages is high. More than 56% of the respondents opine to that effect.  However, 24% and 10% 

of the respondents disagree and strongly disagree that their individual convictions are not 

moderating variables in their response to media messages on family planning, respectively. 8% of 

the respondents were neutral in opinion. 
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Table 6: Most media campaigns on family planning are opposing to your personal 

convictions and, therefore, could not be adopted   

Response Frequency Percentage 

Strongly agree 85 22.08 

Agree 97 25.19 

Neutral 48 12.47 

Disagree 94 24.42 

Strongly disagree 61 15.84 

Total 385 100 

Source: Survey (2023) 

There is a close tie of opposition: those who agree that their conviction was opposed by media 

messages on family planning and they could not adopt the health innovation therein (47% 

collectively), and those who said media campaigns on family planning opposed their convictions 

did not alter their adoption of the message (40%). The close tie between the two sides shows 

individual differences in the impact of consumption and the effect of mass media messages. 12% 

of the respondents didn’t take sides.  

 

 Table 7: Family planning policy depends on the convictions of the groups you belong to like 

age grade, workgroup, etc? 

Responses Frequency Percentage 

Yes 214 55.58 

No 148 38.44 

No idea 23 5.97 

Total  385 100 

Source: Survey (2023) 

From the above data, Table 7 shows that 55% of the respondents think that their group ideologies 

and convictions determine their response to media messages on family planning. 38% disagreed, 

whereas 5% went neutral. 

 Table 8: Group ideologies and regulations determine your adoption of media messages on 

family planning. 

Responses Frequency Percentage 

Strongly Agree 82 21.29 

Agree 76 19.74 

Neutral 19 4.93 

Disagree 110 28.57 

Strongly disagree 98 25.45 

Total 385 100 

Source: Survey (2023) 

Table 8 shows that group dynamics and ideologies affect a greater percentage of people’s 

consumption and utility of media messages on family planning (40%), and some (53%) have no 

effect.  
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Table 9: Most media messages on family planning fail because they are against your culture, 

religion, and other social group ideologies 

Responses Frequency Percentage 

Strongly agree 93 24.16 

Agree 119 30.90 

Neutral 2 0.52 

Disagree 89 23.12 

Strongly disagree 82 21.29 

Total 385 100 

Source: Survey (2023) 

According to Table 9, more than 55% are of the view that culture, religion and other social group 

ideologies are paramount to family planning media messages and, therefore, would choose the 

former over the latter when in contrast. 44% of the respondents say otherwise.  

 Table 10: Mass media campaigns on family planning outweigh your personal convictions on 

birth regulation 

Responses Frequency Percentage 

Strongly agree 56 14.54 

Agree 117 30.39 

Neutral 3 0.78 

Disagree 183 47.53 

Strongly disagree 26 6.75 

Total 385 100 

Source: Survey (2023) 

According to Table 10, media messages on family planning and personal convictions are 

sometimes contradictory. Most of the respondents (53%) are of the view that they don’t contradict, 

45% of them say otherwise.  

 

Table 11: Does your spouse’s opinion, prior family planning, and/or personal decision 

contradict the mass media campaign messages on family planning that you are exposed to? 

Response Frequency Percentage 

Yes 307 79.74 

No 67 17.40 

Undecided 11 2.86 

Total  385 100 

Source: Survey (2023) 

Based on the result in Table 11, the impact of spouses’ opinions on personal family planning 

decisions is overwhelming. However, 17% of the respondents disagreed and argued that their 

family planning choice is subordinate to a media campaign on family planning. 

Test of Hypotheses 

Hypotheses one: HI: Pre-existing ideologies will determine the success or failure of media 

messages on family planning 

Table 12 The chi-square result on the role of Pre-existing 

RESPONSES Oi Ei Oi-Ei Oi-Ei2 Oi-Ei2/Ei 

SA 86 77 9 81 1.051 

A 97 77 20 400 5.194 

N 48 77 -29 841 10.922 
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D 94 77 17 289 3.753 

SD 61 77 -16 256 3.324 

Total 385    24.244 

Source: Survey (2023) 

The tabulated value of the above-calculated chi-square table when the degree of freedom is 4, 

under 5% error margins, and 95% significant level is 9.488. Since the tabulated value is less than 

the calculated value, the alternate hypothesis is therefore acceptance: hence, Pre-existing 

ideologies of the audience, the society such as culture and tradition, and family rules, determine 

the success or failure of media messages on family planning. See Table 12.  

Hypothesis Two: Social group forces will determine the success or failure of media messages on 

family planning. 

 Table 13: The hypothesis the role of social groups 

RESPONSES Oi Ei Oi-Ei Oi-Ei2 Oi-Ei2/Ei 

SA 93 77 16 256 3.324 

A 119 77 42 1764 22.90 

N 2 77 -75 5625 73.051 

D 89 77 12 144 1.870 

SD 82 77 5 25 0.324 

Total 385    101.469 

Source: Survey (2023) 

The tabulated value of the above-calculated Chi-square table when the degree of freedom is 4 

under 5% error margins and 95% significant level is 9.488. Since the tabulated value of 9.488 is 

less than the calculated value of 101.469, the alternate hypothesis is acceptance. Therefore, Social 

group forces (culture, religion, traditional beliefs) determine the success or failure of media 

messages on family planning in Nigeria. See Table 13 

Hypothesis Three: Individual differences and needs will determine the success or failure of media 

messages on family planning 

Table 15: This hypothesis the role of  individual difference needs 

RESPONSES Oi Ei Oi-Ei Oi-Ei2 Oi-Ei2/Ei 

SA 116 77 39 1521 19.753 

A 103 77 26 676 8.779 

N 32 77 -45 2025 26.298 

D 93 77 16 256 3.324 

SD 41 77 -36 1296 16.831 

Total 385    74.985 

Source: Survey (2023)  

The tabulated value of the above-calculated chi-square table when the degree of freedom is four 

under 5% error margins and a 95% significant level is 9.488. Since the tabulated value of 9.488 is 

less than the calculated value of 74.985, therefore, individual differences and needs determine the 

success or failure of media messages on family planning. See Table 15.  

Discussion of Findings 

Factors affecting media messages on family planning are tripod in nature: personal convictions 

and ideologies, group dynamics and social-cultural and social group norms. As evidenced in the 

survey, the issue of birth control is religious and culturally rooted, with personal views superseding 

that of the media campaigns, especially in developing countries where there is recorded low 

development and poor media literacy to enhance health development campaigns.  
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It is worthy to state that there is a recorded increase in knowledge of family planning campaigns 

but there is no integral relationship between knowledge and adoption of family planning media 

messages in Nigeria. There is an increase in awareness and understanding and low adoption of the 

population development innovations. Consideration of personal decisions as to how many children 

one has made up to have, group dynamics that regulate reproduction and use of contraceptives, 

and issues of cultural norms and religious statuses that either support or counter Nigerian national 

population development objectives are high. More than 56% indicated that personal convictions 

interfere with their adoption of media campaigns on family planning; 54% are of the view that 

group ideologies are paramount to media campaigns on family planning, while more than 54% 

state that culture and religion are yardsticks that define the success or failure of media messages 

on family planning. This is in line with a finding made by Ojih et al. (2023), which revealed that 

knowledge of modern family planning is below the 85.8% national family planning knowledge 

threshold and far below the expected 95% target of the 2017–2020  family planning 

communication campaign goal in Nigeria. This pitfall is tied to low adoption of the media message 

due to cultural beliefs. Previous literature has proven the low effectiveness of media in combating 

these factors (Mutumba, 2022).  

Although there is recorded fact to the effect of personal differences and needs, group dynamics 

and social group ideologies on the failure of family planning media campaigns, a good percentage 

of people do not consider these factors in accepting family planning media messages. Compared 

to decades back, the media could be rated on average, creating loopholes demanding more efficient 

media functions. To attain the national population policy on family planning is inherently a fight 

against some cultural norms. This inventory would create behavioural and social changes to 

combat the effects of personal convictions and group dynamics on family planning media 

messages.  The rate at which the media is combating these factors to ensure the success of national 

population policy on family planning in Nigeria is low, considering the importance and 

implications of population regulation to developing countries like Nigeria.  

Conclusion 

Family planning programmes are essential to development. The media are saddled to be social 

responsible by setting an agenda for the attainment of population objectives. The need to regulate 

the population is a global issue that most countries have adopted a policy to regulate. The 

established relation between personal convictions, group dynamics, and cultural/ social group 

ideologies and laws is greatly high. Mass media's success or failure in creating awareness and 

ensuring the adoption of family planning policies is dependent on them.  

The media campaign on family planning is no longer on awareness creation but should be a 

persuasive media packaging that could break the jinks of the tripod factors as identified.  The 

decision-making case has been established not to be the product of the media per se but rather a 

product of the factors the media should focus on battling. This established that media content is no 

longer the magic bullet, and its effect is no longer unlimited.  

 

 Recommendations 

This study makes the following recommendation: 

• Health and development communication agents should focus on breaking the protocols of 

personal convictions, group needs and aspirations, and cultural/religious values that are 

anti-developmental to ensure the success of most media campaign  
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• Media content on family planning should be crafted persuasively rather than focusing on 

awareness creation since factors other than media messages militate or determine decision-

making. 

• There is a need to decentralise media campaigns to social groups and other traditional 

institutions’ opinion leaders. These groups have more persuasive force than the media 

when it comes to family planning campaign 

• Family planning campaigns in Nigeria and other developing countries should apply 

behaviour change/ social change communication strategies.  
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