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About This
Guide
Advocating for HPV Vaccination
This guide is meant to provide practical and useful
information about advocacy and how it can be
integrated in the process of planning, designing and
implementing Communication for Development
(C4D) program interventions for HPV vaccination.
Advocacy refers to a series of actions that are intended
to influence laws, policies, and the structural
environment surrounding a behavior or program,
such as vaccination. This guide is particularly
concerned with influencing decision-makers,
stakeholders, and target audiences to take action
that will support the HPV vaccination campaign.
Because policies and advocacy environments are
different in each country, this guide should be
used as a reference as you develop your own local
strategy. As such, you will want to make use of the
strategies and the actions that serve your country’s
needs and are relevant to your country’s context.

Development of this field guide is the result of an extensive collaboration between UNICEF, GAVI, WHO, PATH,
Girl Effect, CDC, CHAI, JHPIEGO, UNFPA, JSI, Bill and Melinda Gates Foundation, American Cancer Society
& PCI Media. These field guides have been developed to support country teams in their HPV
communication planning, rollout and monitoring.
Draft of these guides are being made available online/offline for use and adaptation in line with local contexts
and requirements. Following initial use and feedback, the guides will be finalized.
Please send any questions or feedback on the materials to: smalik@unicef.org
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Guide Users
This guide is intended to be used by
communication specialists and program
implementation staff who need information
and ideas about how to prepare an advocacy
plan to accompany promotion of the HPV
vaccine in their countries and contexts. The
guide provides detailed steps and actions for
developing and implementing an advocacy
strategy, including ideas about how to
identify key decision-makers and influencers
and how to develop key messages to motivate
target audiences. It also provides information
on cross-cutting aspects of advocacy such
as developing relationships and building
partnerships, and the importance of
monitoring and evaluation.

What’s in This
Guide
In this guide you will find the following:
•
•
•

Step-by-step guidance on how to create
an effective advocacy strategy.
Real world examples of effective advocacy
and best practices.
Additional resources to guide you as you
develop your advocacy strategy.
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What Is Advocacy
and Why Is It
Important?
Advocacy is an organized effort to inform and
motivate decision makers, stakeholders, and
targeted audiences to support and implement
actions that can influence change. Advocacy
is a means to foster political will and influence
health policies, create new structures
and spaces for dialogue and engagement
between civil society and government,
forge partnerships, and ensure that decision
makers have evidence-based information
about issues.

•
•

Advocacy involves a wide range of disciplines
and a set of strategic actions aimed at
influencing decisions, practices, and policies.
Developing an effective advocacy strategy
for HPV vaccination and cervical cancer
prevention may include campaigning to
promote policies that can facilitate access to
services; taking direct action such as lobbying
with policymakers or legislators; holding
press conferences and media briefings to
influence a legislative or policy agenda; or
developing partnerships and alliances in
order to mobilize investments in cervical
cancer prevention programming.

Some of the purposes of advocacy are:
•

•

To support protocols that benefit
specific populations affected by existing
legislation, norms and procedures.
To influence funding decisions and
equitable allocation of resources
for specific initiatives such as HPV
vaccination programs.

To promote the development of new
policies, change existing governmental or
organizational laws, policies or rules, and/
or ensure the adequate implementation
of existing policies.
To encourage partnerships and
collaborative efforts.

Overarching Actions and Guidance
1

Understand and define the problem
Set goals and objectives
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Overarching
Actions and Guidance
Here are eight general steps for creating an effective advocacy
strategy for HPV vaccination and cervical cancer prevention.

Step 1: Understand
and define the
problem
The first step in developing an advocacy
strategy is to clearly define the problem
you need to address. Part of defining the
problem and developing a strong strategy is
conducting research to understand the HPV
vaccination context in your country. Some
of the things your research should consider
include:
•

•

•

What is the policy environment
surrounding vaccination programs? This
refers to policies that impact systems
that support vaccination, such as clinics
and health centers, as well as health care
providers.
What are the funding priorities for
government or ministry–led health
programs, and how does vaccination fit
into these priorities? Conduct research
to determine how the government in
your country context funds vaccination
programs.
What physical systems are in place to
support vaccination campaigns? This
refers to transportation, storage, and
administration facilities for vaccines. The
best communication programs will not
have much effect if there are no storage
facilities for vaccines!

A key component of advocacy is identifying
individuals—decision makers, legislators,
or other political leaders—that have the
ability to influence decision making in a way
that would benefit your campaign: Identify
these individuals early in your research so
that you know where your efforts are best
placed.
Once you have developed a thorough
understanding of the legislative and policy
environment surrounding vaccination and
health care in your country, your advocacy
work can move on to the next step.

Step 2: Set goals
and objectives
This step focuses on setting clear and strong
goals and objectives. Any advocacy effort,
whether it is trying to make small changes
in the immunization system or to promote
a policy change at the national level, needs
specific goals. When establishing your goals,
clearly state what you hope to change, and
your expected outcomes. The success of the
strategy will be measured by the extent to
which the objectives were achieved.
While developing the goals, ask yourself:
What do you hope to accomplish in the long
term? What do you want to accomplish in the
medium and short term? Consider different
goals, and different timelines. The shortterm goals will guide you towards your longterm goals.
Once you have developed the goals for your
advocacy work, the next step is to develop
“SMART” objectives for your strategy or
campaign. Make sure that the objectives
include clear demands, that you prioritize
them and that they will help you achieve
your goals.
•
•
•
•
•

Specific, they must address a real need
Measurable, can be monitored and
evaluated
Appropriate, related to your needs
Realistic, can be achieved with available
resources
Time-bound, has clear timelines

Potential goals for advocacy might
include:
• Educating legislators about HPV
vaccination.
• Lobbying ministers and government
officials.
• Gaining support for HPV vaccination
from politicians from all parties in your
country.
• Building medical and scientific support
for cervical cancer prevention.
• Setting new precedents in relation to the
behavior of governments towards HPV.
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Some objectives that might respond to
advocacy activities include:
•

•

•

By the end of 2019, at least 80% of all
members of Parliament will express
support for the country’s HPV vaccination
campaign.
By the end of the advocacy campaign,
decision makers in the Ministry of Finance
and Ministry of Health will pledge a 20%
increase in funding for HPV vaccination
administration.
By the end of 2020, leadership in the
medical community will express support
for adoption of improved patient/provider
communication practices in clinics and
health facilities.

Of course, you will need to set your own
objectives for your advocacy work. When you
do, be sure that they are SMART, because you
will need to measure your progress as your
advocacy work continues.

Graphic example on immnuzation benefits.
Source: Gavi

Step 3: Build
relationships and
coalitions
Once you have identified your problem and
set your goals and objectives, it is time to
identify key partners and form coalitions. A
coalition is a group of people, individuals,
or organizations that agree to work together
towards a common goal.
To identify individuals and organizations that
share your vision and goals and that could
help you meet your objectives, you can map
out your stakeholders. For example, you
should partner with trusted individuals in
the health care system, such as doctors and
health workers, to spread key messages to the
public.
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Partnerships and coalitions are important
because they can provide a stronger voice,
build awareness and provide credibility,
bring additional resources and expertise,
and offer you the possibility to share
experiences and lessons learned. However,
you need to take into account the fact that
creating coalitions or alliances can make
managing your advocacy strategy more
complex. Challenges of participation,
leadership, and communication might
appear during the process.

Step 4: Collect
evidence-based
information
This step is where you gather evidence to
help you achieve your goals. In the first step,
you did research to understand the issue and
define the problem. Now, you should consider
what information you need about the problem
you identified, such as statistics, policies, or
voting records. You will need to then know
where to find this information, such as at the
Ministry of Health, in institutional documents,
or in official policies, which are often available
online. Finally, you will need to identify who
will help you gather this information, such as
policy makers themselves, health advocates,
patients, or other organizations.
Gather the information you need to make the
case for your advocacy position. Consider
how you will package the information, so it is
accessible to the individuals you plan to target
with your advocacy activities. For example,
you may need to prepare press briefings,
brochures, or fact sheets. White papers,
which are research reports commissioned to
explore a specific issue, can also be beneficial
in advocacy work.

Step 5: Choose
your targets
Determine your target audiences and key
influencers. These are people who play a
role in influencing decision makers. Key
influencers can be close friends with the
decision makers, personal assistants or staff,
relatives (a wife, husband, cousin), or national
opinion leaders.
As important as finding your audience is, it

is also important to know where and when
to advocate. For instance, if you want to
develop a list of partners to testify in front
of a local school board, you might want to
hold a meeting or public gathering at a local
elementary school and invite key decision
makers and influencers. Also pay attention
to golden opportunities to advocate for
HPV vaccination. Find special occasions and
meetings where you can invite influencers.
Some groups you might approach for your
advocacy strategy could include:
• Ministries of Finance, Health, and
Education.
• First lady, presidents or prime Ministers.
• Representatives
of
donors
and
development partners.
• Professional associations such as the
National Association of Social Workers,
the association for marketing, and public
relations.
• Parliamentarians and other government
officials (senators, members of parliament,
legislators).
• Media
members
and
journalists
(journalists, reporters, broadcasters etc.).
• Religious and community leaders.
• Labor, professional and social unions.

Step 6: Develop
the message and
tools
This step is about developing the right
messages for your audiences. Creating
compelling narratives that highlight your
goals, arguments, and solutions are often the
most effective ways to get your points across.
As you develop your messages, be sure to:
•
•
•
•
•
•
•

Make sure you create core messages that
are relevant to members of your target
audience.
Be concise and direct.
Adapt the language to your audience.
Combine online communication with
offline communication.
Create fact sheets to highlight your main
points.
Be prepared to answer specific questions
regarding HVP vaccination.
Articulate clearly the fact that HPV
vaccination prevents cancer in women.
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•

Demonstrate
concretely,
with
examples when possible, what is being
accomplished through immunization and
the immunization campaign.

Developing evidence-based messages

1

When there is limited time to present your
case, it’s important to be prepared. Ideally,
you need to be able to summarize and present
the advocacy message in three or four sharp
sentences:
The primary message should include the
following: Statement + evidence + example +
goal + action desired.
•

•

•
•
•

The statement is the central idea in the
message, or the analysis/cause of the
problem. It outlines why the change is
important.
The evidence, which the analysis is
based, supports the statement with
(easily understood) facts and figures,
using tailored language for clear
communication.
An example will add a human touch when
communicating that message.
The goal highlights what we want to
achieve. It is the result (or partial result) of
the action desired.
The action desired is what you want to
do in support of reaching your defined
objective(s) or goal(s). It is the solution
(or partial solution) to the problem. This
forms the core of an advocacy message
and distinguishes it from many other
types of communication.

In some cases, such as TV interviews or
unexpected encounters with a contact at
an event, it is useful to have a one-sentence
version of your primary message so that you
can transmit the main point of the message in
a matter of seconds.
A secondary message is a message that is
tailored for a particular target audience. It
provides further explanation or is used when a
particular audience needs a primary message
to be reinforced. Secondary messages often
explain how the objectives of the primary
message will be met, including the actions
that should be taken by the audience
addressed. Several secondary messages may
be needed, each tailored to the specific needs
of an audience.

1.

They might include analysis of the following
questions:
•
•
•

•
•
•
•
•
•
•

What will be most persuasive for the
audience?
What information does that audience
need to hear?
What actions do you want that audience
to take (given that different audiences
have different capacities to bring about
change)?
What are their political interests? What are
their self-interests in relation to the issue?
What group of people do they represent?
What do they already know? What new
information are you offering?
Do they already have an opinion? What is
it and how strongly held? Do they have a
public position?
What objections might they have? What
might they accept? What misconceptions
or arguments will you have to counter?
What personal interests do they have?
Do
their
backgrounds
(personal,
educational, professional) suggest a bias?
Can the issue be linked to something they
support?

Choosing the right words is decisive in
getting the message across.
Use audience-appropriate language. Find out
what your audiences know, their concerns,
their values and priorities, and what language
they use. To capture people’s attention, know
their interests, their situations and their
vocabulary.
Balance the rational and the emotional in your
message. Speak to audiences so the message
captures both minds and hearts. Solid data are
crucial to establishing the scientific (rational)
foundation of the message. A human interest
story can reach those who respond to the
emotional.
Structure, or frame, the issue and solution:
• Translate individual stories into larger
social and political problems.
• Assign primary responsibility to the
problem.
• Present a clear solution.
• Spell out the proposal.
• Develop images that highlight your
values.

Adapted from UNICEF (2010). Advocacy toolkit: A guide to influencing decisions that improve children’s lives. New York: Author.
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Use the table below to frame messages for different audiences. The table aids in mapping concerns
(both in general and in relation to the issue) and possible messages for each type of audience
Primary Message: Statement + evidence + example + goal + desired action
		Audience

Concerns

Messages

Decision-makers (government ministers, legislators, administrators,
corporation heads).
Donors (foundations, bilateral agencies, multilateral agencies).
Journalists.
Civil society organizations.
Issue-related practitioners such as trade unions.
General public.
Opinion leaders (religious leaders, chiefs and traditional/community
leaders).

Your message must resonate, because
the purpose of advocacy is to motivate
people to initiate change. Words
should be culturally appropriate, so
they are understood, clarify the stakes,
and motivate people in favour of the
cause while reducing opposition.

Step 7: Identify and
define activities
Once you have developed your key messages
about HPV, the HPV vaccine, and cervical
cancer, it is important to develop effective
actions that can help influence decision
makers. Actions are specific activities that
help implement and carry out the overall
strategy.
The following are actions that you can
promote among audiences of influencers
and opinion leaders. Take these ideas as a
guide, and make sure you adapt according
to your needs and the targets you identified
previously.
Advocacy
actions
for
government
representatives:
• Conduct meetings with elected officials
or other policy makers to encourage them
to add the HPV vaccine to the national
immunization program.
• Encourage policy makers to prioritize
creating a budget for a national HPV
immunization program.

•
•

•

•
•

•

Write, call, and send letters to legislators
and decision makers to let them know you
want them to support the HPV vaccine.
Conduct meetings with elected officials
or other policy makers to put policies and
practices into place to ensure every girl
aged 9 to 14 is immunized against HPV.
Conduct outreach or educational activities
to ensure the availability and accessibility
of essential commodities such as HPV
vaccines at the central, district, and village
levels.
Endorse the HPV vaccine through public
statements such as interviews, launches,
and speeches.
Facilitate
their
engagement
in
immunization
campaigns
through
public statements, interviews, or press
conferences.
Promote the inclusion of lessons about
HPV and cervical cancer in school
curricula.

Advocacy actions for media and public
relations professionals:
• Build relationships with journalists and
other members of the media, both online
and offline. Social media such as Twitter is
an excellent platform for interacting with
journalists, but you should also consider
conducting workshops for journalists
about HPV, cervical cancer, and HPV
vaccination.
• Develop materials aimed at demystifying
rumours or misconceptions about HPV
immunization and share them with
journalists, editors, and other members of
the media.
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•

•
•
•

•

Identify mothers and girls who are role
models in following HPV vaccination
protocols, and request that they share
their stories with journalists and members
of the media.
Develop a set of press releases about the
HPV vaccine and provide them to key
media outlets.
Hold regular press conferences to discuss
progress on the HPV vaccination program.
Provide ways in which members of the
public can ask questions about the HPV
vaccine. You can do this by providing
journalists and other members of the
media with contact information via
telephone, text, and email. Be sure that
these are monitored by someone who can
respond to questions.
Organize discussions on the issue for
radio or TV, with support from well-known
local journalists and other members of
the media.

Advocacy actions for community and
religious leaders:
• Build understanding of the HPV vaccine
and cervical cancer among religious
leaders so they can act as advocates
of the vaccine. You can do this through
meetings, workshops, or discussions with
them. Refer to the Field Guide – Engaging
Communities for HPV Vaccination for
more information about this process.
• Endorse community and religious leaders
as trustworthy sources of information and
advocates for HPV vaccine.
• Meet with community and religious
leaders to encourage them to speak to
their congregations or other groups about
the HPV vaccine. They can support you in
campaign launches, interviews, speeches,
and even mass or religious gatherings
about cervical cancer.
• Encourage other leaders and social
influencers in your community to promote
the HPV vaccine.
Again, these are a few activities you may
consider conducting with these audiences.
Your research on the issue, and your work
on building partnerships and coalitions, may
help you identify other advocacy approaches
that will be effective in your context.

Step 8: Monitor
and evaluate
your progress
Finally, your strategy has to include a
monitoring and evaluation (M & E) plan to help
track and assess the results of the strategy.
When developing your M&E plan, you should:
•

•

•

Establish clear indicators to determine
progress. Monitoring indicators help
determine whether advocacy actions are
being implemented as planned.
Set indicators based on your “SMART”
objectives. Use indicators to demonstrate
challenges you have faced as well as
positive outcomes.
Include objectives, indicators, timeline,
and the data collection methods that you
will use to assess the outcomes of the
overall strategy in your M & E plan.
Example of indicators might include:
By year 2:
• Percentage of elected officials
who have attended meetings to
add the vaccine to the national
immunization program.
• Percentage of religious leaders
in the community who have
endorsed the HPV vaccine.
• Percentage increase in funding
for the HPV vaccination program
pledged by decision makers in
the Ministries of Finance and
Health.

When creating a framework for
measuring your progress, you might
find it useful to create templates or
checklists that help you track advocacy
activities. You may also want to plan
on sharing the results of your advocacy
work with donors, supporters, or other
stakeholders.
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Advocacy Scenarios
and Good Practices

Systems that
Support Advocacy

Below you will find a list of actions that have
been taken in other countries to promote HPV
vaccination and prevent cervical cancer.

Advocacy works when people and
organizations plan for effective action.
Communication specialists who decide to
use advocacy approaches in their strategies
need to carefully consider the ways in which
their actions will influence target audiences
and plan for sustained action. When advocacy
campaigns succeed, it is usually due to
research, effective planning, careful design of
the campaign, and sustained effort on the part
of those conducting the campaign. Advocacy
takes time. It is often an incremental process
in which people’s opinions and ideas about
the issue take a long time to change.

•

•

In Uganda, over 100 parliamentarians sent
a letter to the GAVI Alliance Board asking
for support to quickly introduce the HPV
vaccine in their country. Also, a local NGO
in Uganda organized a rally and march
in the capital city Kampala with over
five hundred people in support of HPV
vaccination. Speakers at the rally included
key political leaders such as the Deputy
Speaker of Parliament who promised to
include cervical cancer prevention in the
next health budget. Another Ugandan
NGO organized a free cervical screening
in a private room on the rally grounds,
generating considerable media attention.
In South Africa, the Treatment Action
Campaign, a group focused on the rights
and care of HIV-positive people, has
become a vocal advocate for HPV vaccine
uptake in the country. They have engaged
in a public campaign to secure affordably
priced vaccines for young South African
women, and have emphasized the link
between HPV, sexual and reproductive
health, and HIV.

•

In Kenya, a group of nationally recognized
religious leaders has become a strong voice
in building public awareness about cervical
cancer and calling for greater government
leadership and investment in preventing
and controlling the disease.

•

In the Republic of Georgia, a Research and
Training Institute initiated the Georgia
Survive Project. This public-private
partnership brings together several
national ministries, the Tbilisi Municipality,
international and national business, media
outlets, and cancer champions. Over
the past several years, the project has
successfully increased public awareness
of cervical cancer, improved services,
launched an HPV pilot project, and
expanded government commitment and
funding for cervical cancer prevention.

To be effective at advocacy, you and your
organization need to understand the policy
making decision process in your particular
setting. You need to know how decisions
are made, what are the existing structures,
and who has influence. Some questions
to pose in order to understand the policymaking environment might include: What are
the policymaking structures? What are the
policymaking processes? What is the relevant
policy framework? What are the opportunities
and timing for input into policymaking?
It is worth repeating: Coalitions, partnerships,
and relationships are key to effective advocacy
work. Be sure to spend time building your
network and looking for opportunities to bring
others into your work.
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Advocacy Tips
•
•
•
•
•
•

Advocacy is about persistence. Try different actions before you give up.
Advocacy is about being proactive. Look for opportunities to voice your
support for HPV vaccination such as writing a letter to the editor of your
local newspaper including evidence-based information.
Your messages should include a call to action that is clear to your audience.
Develop handouts, fact-sheets, and a media toolkit for your audiences.
Build coalitions, partnerships, and relationships in good times. Do not wait
until there is a critical issue.
When building relationships, share advocacy successes to inspire and
encourage more support for policy reform and positive change.

Conclusion and Additional Resources
Advocacy is a critical component of communication for social change. Conducting effective
advocacy can lead to changes in policies, laws, and the environment that can become tipping
points for change. Many times, new behaviors, such as seeking vaccination, cannot occur
without these changes, and advocacy is the method by which these changes occur.
Additional advocacy resources are available via the following links:
International HIV/AIDS Alliance (2002). Advocacy in action. A toolkit to support NGOs and CBOs
responding to HIV/AIDS.
UNICEF (2010). Advocacy toolkit: A guide to influencing decisions that improve children’s lives.
New York: Author.
Advocacy for Immunization (website).
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Facts About Cervical
Cancer and HPV
•
•
•
•
•
•
•
•
•

2.
3.
4.

A virus called human papillomavirus, or HPV, is transmitted through sexual activity and
causes cervical cancer.
Cervical cancer is the cancer of the lower part of the uterus (womb), therefore it’s a disease
seen only in women.
HPV is very common; the majority of the population will become infected with HPV within two years of initiating sexual activity. In some cases, these infections will persist over
years and develop into cervical cancer.
Cervical cancer is one of many diseases that afflict the poor and those living in the developing world disproportionately. About 85% of cervical cancer cases in 2012 were among
women living in low and middle-income countries.2
Cervical cancer is one of the most common cancers affecting women, causing 266,000
annual deaths worldwide.3
Women who get cervical cancer often cannot get pregnant again because the disease affects their wombs and treatments often involve surgical removal of the womb.4
There are different types of HPV, which scientists assign numbers to. HPV types 16 and 18
are responsible for most of the cervical cancer. There are other types of HPV that cause
other cancers, and some other diseases such as genital warts.
Cervical cancer can be prevented and managed through vaccination, cervical screening
and treatment.
The MOH offers the HPV vaccine, free of charge (if that is true in your country), that can
protect girls against most cervical cancers.

GLOBOCAN (2018). Cancer Fact Sheets: Cervical Cancer. Accessed July 19, 2018 at http://globocan.iarc.fr/old/FactSheets/cancers/cervix-new.asp.
World Health Organization (2018). Cervical Cancer. Accessed July 19, 2018 at http://www.who.int/cancer/prevention/diagnosis-screening/cervical-cancer/en/.
Cancer Research UK, Available at https://www.cancerresearchuk.org/about-cancer/cervical-cancer/living-with/fertility
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Facts About HPV
Vaccination and Cervical
Cancer Prevention
•
•
•
•
•
•
•
•
•
•
•

•
•
•
•
•
•

•

5.
6.

Cervical cancer can be prevented through vaccination with an HPV vaccine, cervical
screening and if necessary, treatment.
In countries that have introduced the HPV vaccine, there has been a strong reduction in
infections associated with the HPV types covered by the vaccine.
In many countries, the MOH offers the HPV vaccine, free of charge, that can protect girls
against most cervical cancer.
The HPV vaccine prevents the HPV strains that cause approximately 70% of cervical
cancer. 5
The HPV vaccine is recommended by the WHO for the prevention of anal cancer, cervical
cancer and genital warts in females.
The government supports HPV vaccination and has added it to the national immunization
program (for countries where this is true).
The vaccine is most effective if administered to girls when they are young, before exposure
to HPV that occurs with the onset of sexual activity. Thus, the primary participant
audience for vaccination are girls aged 9 to 14 years old.
The WHO recommends two doses for optimum protection. For girls aged 9 to 14, correctly
administering the vaccine requires giving two doses spaced 6 to 15 months apart.
For girls aged 15 or older, or those with a compromised immune system, three doses
within 12 to 15 months are recommended (typically given at 0, 2, and 6 months; but the
second dose can be given at up to 6 months after the first dose).
The vaccine is manufactured in accordance with religious law (for example it has been
certified as being halal). Eighty-six countries have introduced HPV vaccine into their
national immunization schedules.6
WHO Advisory Committee for Vaccine Safety has closely monitored the safety of HPV
vaccines reviewing data and studies from all over the world. A WHO 2017 review of over
270 million doses of HPV vaccine concluded the vaccine has an excellent safety profile
and no major adverse events.
The HPV vaccine is highly effective at preventing HPV infections, precancerous lesions,
and most forms of cervical cancer.
HPV vaccine is delivered with an auto-disposable (AD) syringe that is used only once and
then must be safely disposed.
The HPV vaccine does not harm girls’ fertility. In fact, HPV and other sexually transmitted
infections that are known to affect fertility may be prevented through HPV vaccination,
thereby providing a beneficial effect on fertility in addition to preventing cervical cancer.
In countries that have introduced HPV vaccines, there has been a strong reduction in
new HPV infections of HPV types present in the vaccine, and in disease outcomes caused
by HPV.
The vaccine, like all vaccines, is most effective when administered prior to exposure to
the virus. For the HPV vaccine, this means prior to the initiation of sexual activity. Thus,
the primary participant audience for vaccination are girls aged 9 to 14 years old.
Like all other vaccines, the HPV vaccine can produce mild side effects, such as redness,
swelling or soreness in the arm where the injection is given. Some people also experience
headache, mild fever, aches in joints or muscles or temporary nausea. These side effects
usually last a day or two and are not dangerous. If symptoms persist, the person should
consult their local clinic or hospital immediately.
Studies show that girls who have received the HPV vaccine do not start having sex sooner
and do not have more sexual partners than girls who do not get the vaccine.

Fact Sheet – Cervical Cancer. National Institutes of Health. Archived (PDF) from October 2010. Accessed July 24, 2018 at https://report.nih.gov/nihfactsheets/viewfactsheet.aspx?csid=76.
Gallagher, K.E., D.S. LaMontagne and D. Watson-Jones. 2018. Status of HPV vaccine introduction and barriers to country uptake. Vaccine 36 (2018) 4761-4767. Available at https://doi.org/10.1016/j.vaccine.2018.02.003.

