


 

• Recipient and beneficiary of the vaccine. 

 

• Risk of active avoidance of vaccine or spreading of rumours.  

 

• May not be the key decision maker but has a strong influence on the 

decision. 

 

• First time she is in contact with health related activities since infancy so unique 

opportunity to teach her about the benefits of health interventions set her on a 

path of positive health seeking behaviour for her and her children.  

  

• Often forgotten in communications campaigns. 
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Evaluate your campaign against your original objectives to inform 

any future activity  

1. 2. 3. 4. 5. 6. 



What do we know? Want to know more?  

2.Gather insight: 
Understand the girl 
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Girls: Three stages of adolescence 

The research findings give guidance for planning  

HPV communications campaigns: 

 

Early adolescent - Girls 10-14 
 

• Are less motivated by threats or punishments 

• Take more risks 

• Aren’t so able to plan (this develops in late adolescence) 

• Peer recognition (and peer pressure) play a greater role 

• Are more easily bored 
 
 
Mid Adolescence - Girls 15-17 
Late Adolescence - Girls 18-19 
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Our research on health in Malawi, Ethiopia and Rwanda has yielded some common threads among 

adolescent girls: 

 

• Girls and their families tend to be reactive rather than proactive in their approach to girls health.  

 

• Big knowledge gaps and are very keen to learn more.  

 

• Feel that most health information campaigns are intended for adults. 

 

• Feel there are few people they can talk to for good information (most comfortable talking to older female 

relatives about sensitive health issues (e.g. sisters and aunties), often in preference to parents).  

 

• Worry about being judged if seen to go to health clinic.  

 

 

Health: knowledge, attitudes and behaviours  
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There are also some common trends regarding attitudes to HPV vaccine: 

 

• Positive attitudes: Girls show generally positive attitudes towards vaccines and understand they are 

good to treat diseases. 

 

• Limited knowledge and access to information: Girls and parents have a poor understanding of 

cervical cancer, the HPV virus, the HPV vaccine and its role in preventing cervical cancer.  

 

• Infertility myth: Why ‘girl-only’ vaccine targeted at adolescent girls? 

 

• Fear: Young girls are often hesitant about vaccines due to the pain of the needle during injection.  

 

• Appetite to know more: Girls and their parents have many unanswered questions, and providing 

some information often prompts further questions. 

 

 

HPV Vaccine: knowledge, attitudes and behaviours  
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1. Understanding HPV 
         

        What is the HPV vaccine?  

       What does it do?  

       How many doses does it come in?  
       How do I get it?  

 
2. Fears 
  

I don’t know much about the 

vaccine, but I’ve heard that it’s not 

good for you. Some people say it 

can make you infertile  

 

I’m worried about the pain and 

swelling from the vaccine and that 

boys will make fun of me. 

 
 

3. Suspicions 
 

        I don’t understand… 
      why the vaccine is just for girl?  
      why the vaccine is just for girls my age? 
 

 
 

From the girls perspective 

Design 

strategy  



88% 

65% 
71% 68% 

73% 

33% 

48% 

40% 37% 

14% 
7% 5% 

Radio Mobile TV Internet

Rwanda 
Based on 

households 

Ethiopia 
Girls 10-19 

(Internet access based 
on Girls 15-19) 

Malawi 
Girls 13-15 

Sources: Ni Nyampinga Wave 4 tracker 2016, Yegna Wave 4 tracker 2017, Zathu Wave 1 tracker 2017, internet access data for Ethiopia 
comes from DHS survey 2016. Please note: Data is not directly comparable due to differences in the methodology across the surveys. 
Rwanda is nat rep households access at home or in the community, Ethiopia is 10+ population in Addis Ababa and Amhara. Malawi is 18+ 
population in focal districts (Lilongwe, Mzimba, Machinga and Zomba) 

Media access for girls varies between countries 

In Rwanda and Malawi radio is the most 

accessible media platform, but in Ethiopia mobile 

phones are more common. 

 

Media access also varies dramatically within 

each country. 

 

In all three countries there are huge disparities 

between urban and rural areas. 

For example, watching television in rural areas in 

Rwanda is often a communal activity. Across the 

country only 16% of households have a TV, but 

in Kigali this is 68%. 

  

Women and girls also often have lower media 

access than men and boys in the same country. 

For example, in Ethiopia 21% of women have no 

access to any TV, radio or mobile compared to 

just 8% of men. 
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General things to know: 

 

 
Demographics What is the population of the target audience? What is their distribution? What are typical family structures?  

Knowing these elements help understand the target audience context. 

Education   If you are targeting in schools: how are schools structured? How many girls are out of school? Where are they typically 
situated? What are literacy levels?  
Knowledge of educational status helps determine aspects of comms campaign materials.  

Geography  What is the terrain? How accessible are communities? How are urban and rural settlements characterised?  
Geography can play a significant role in how comms are accessed. 

Language & culture  How many / which languages are spoken? What are the key cultural differentiators? Which language is most prevalent? 
Culture and language can shape how comms are both designed and understood. 

Government  What is the political climate? How do people typically relate to government / public authorities?  
Nuances in how government is perceived can shape how people respond to different types of comms content.   

Design 

strategy  

Good background knowledge helps understand the context of the communications landscape 
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Specific things to know: 

 

Vaccination status How established is the HPV vaccination programme? If the programme is new, then awareness of the 
topic will probably be low; if well established, then communications can assume a certain level of 
topic awareness. 

Age of vaccination  What is the age of the target group for  HPV vaccination? If < 13, then communications will require 
greater parental / family focus; teenagers are more able to process comms targeted directly to them. 

Youth brands Are there any established youth brands and presenters? If yes, these can carry vaccination comms, 
whereas lack of these means  more formal and institutional options play a larger role (schools, health 
providers. etc). 

Media access Internet presence increases scope for interactive vaccination comms (e.g. talk show phone-in) 
whereas lack of internet leaves traditional ‘push’ formats (print) to play core comms role. 

Perceptions and beliefs Formative research can identify presence of vaccination myths (e.g. infertility myth), views toward 
health services, stigma associated with SRH, perceptions around gender focus of HPV vaccination etc.  
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Some key questions you can ask in formative research 

 

 

Vaccinations  
Have you ever had a vaccine? What was it like? How do you feel about vaccines? Who makes the decision if 
you have a vaccine or not? What are the benefits / drawbacks of vaccines?  

Cervical cancer  
Have you heard of cancer? From where? What is it? What about cervical cancer? Do you know anyone who 
has this? What causes it? Can it be prevented? What are local names for it? 

HPV vaccine  
What do you think about the HPV vaccine? What does it prevent? Are there any risks? How many doses are 
required? How effective do you think it is? Would you receive it? Why / why not? 

Media 
What type of media do you prefer? What about health information? Where do you mostly hear / see that? 
Who is the most appropriate provider of health information for girls?  

Health / health services 
How do you feel about your health? How do you use health services? How comfortable are you talking to 
parents / health workers about your health? What about sexual health?  

Design 

strategy  
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Considerations in formative research design 

 

 

Formative research can come in a variety of shapes and sizes. Considering the following elements helps structure the research design: 

Objectives  

What are the key objectives of the 
research? 
 
Ensure they are achievable and 
relevant.   

Sample  

Will depend on several factors, 
for example: 
- The objectives 
- Age of target group 
 
A range of audiences may need to 
be consulted, e.g. girls, siblings, 
parents, health workers, school 
teachers, local leaders.  
 
A typical formative qual sample 
could be 50 x girls and 25 x adults, 
whereas quant samples can be in 
the 100’s/1’000s. 

Research approach 

Formative research with open 
ended questions allows for greater 
understanding of key issues and 
exploration of sensitive topics.  
 
Quantitative research enables a 
numerical check on the extent of 
the problem. 

Timing   

Research with girls needs to 
consider school terms, holidays, 
and other cultural events. 
Research also needs to be 
scheduled around the school day.  
 
Research projects can take 2-3 
months to conduct, with most of 
this attributed to planning and 
analysis. 

 
 

Logistics   

Safeguarding  
 
Geography  
 
Out of school girls  
 
Recruitment - assess the best 
means of recruiting participants 
(who are the best ‘first contact’ 
people in communities?). 

Design 

strategy  



What do we know? Want to know more?  

Design strategy: 
Developing messages and strategy 
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1 of 4:  
Understanding cervical cancer 

 

Messaging order 
 

A girls perspective/need 
 

Key messages 
 

Understanding cervical 

cancer:  what is cervical cancer, 

how can you get it, how can you 

prevent it 

Cervical cancer is one of the 

most common and most deadly 

cancers affecting women 

 

It’s mostly caused by the HPV 

virus 

 

It’s a serious problem for women, 

but thankfully there is a vaccine 

that can stop you from getting it  

2 of 4:  
Basic information about the 

vaccine 

 

 

What is it?  

 

How can you get it?  

How can you prevent it? 

 

A girls perspective/need 

 

Design 

strategy  

Message framework: 1 of 4 Understanding cervical cancer 

Cervical cancer is one of the most common 

and most deadly cancers affecting women 

It is caused by the HPV virus, which can be 

transmitted sexually 

The vaccine can stop you from getting it 

 

Key messages 

 
Type of exposure required for 

salience 

 

Complex messaging 

Repeated exposure  

Longer Dwell time 

Examples: Radio show/ TV show/ 

magazine article/ health worker interaction 
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1 of 4:  
Understanding cervical cancer 

 

Messaging order 
 

A girls perspective/need 
 

Key messages 
 

Understanding cervical 

cancer:  what is cervical cancer, 

how can you get it, how can you 

prevent it 

Cervical cancer is one of the 

most common and most deadly 

cancers affecting women 

 

It’s mostly caused by the HPV 

virus 

 

It’s a serious problem for women, 

but thankfully there is a vaccine 

that can stop you from getting it  
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Message framework: 2 of 4 Basic information about the vaccine 

What is the HPV vaccine?  

 

How many doses does it come in?  

 

How can you get it?  

 

This new HPV vaccine prevents cervical 

cancer and will keep me in good health 

 

The HPV vaccine comes in two doses - it is 

important you receive both doses for it to work 

properly 

 

You can get it in school on xx date. 

 

Complex messaging 

Repeated exposure 

Longer-dwell time medium  

Example: radio show, health worker 

interaction. 

 

Simple messaging 

A shorter dwell-time medium  

Example: leaflet, poster. 

 

  

 

 

A girls perspective/need 

 

Key messages 

 
Type of exposure required for 

salience 
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Messaging order 
 

A girls perspective/need 
 

Key messages 
 

Understanding cervical 

cancer:  what is cervical cancer, 

how can you get it, how can you 

prevent it 

Cervical cancer is one of the 

most common and most deadly 

cancers affecting women 

 

It’s mostly caused by the HPV 

virus 

 

It’s a serious problem for women, 

but thankfully there is a vaccine 

that can stop you from getting it  
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Message framework: 3 of 4 Combatting suspicion  

I don’t understand… 

why the vaccine is just for girls 

 

why the vaccine is just for girls my age 
 

The HPV vaccine is for girls because they are more 
at risk than boys 
 

The HPV vaccine works best when received by  girls 
when they are young  
 

Complex message 

Requires repeated exposure 

Longer-dwell time medium  

Example: radio show, TV show/ magazine 

article/heath worker 

 

  

 

 

A girls perspective/need 

 

Key messages 

 
Type of exposure required for 

salience 
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Messaging order 
 

A girls perspective/need 
 

Key messages 
 

Understanding cervical 

cancer:  what is cervical cancer, 

how can you get it, how can you 

prevent it 

Cervical cancer is one of the 

most common and most deadly 

cancers affecting women 

 

It’s mostly caused by the HPV 

virus 

 

It’s a serious problem for women, 

but thankfully there is a vaccine 

that can stop you from getting it  
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Message framework: 4 of 4 Combatting fears 

I have fears about the vaccine: 

I don’t know much about the vaccine, Some people 

say it can make you infertile   

And  I’ve heard that it’s not good for you.  

 

I’m worried about the pain and swelling from the 

vaccine  

and that boys will make fun of me. 

The HPV vaccine is safe  

The HPV vaccine keeps you healthy and  you can 
still have a family in the future  

the HPV vaccine can produce mild side effects - 
these usually last less than a day and are not 
dangerous 

The HPV vaccine feels like any other injection into 
the arm. Your arm may feel a little sore for a day or 
so, but that feeling soon goes away 

All girls my age are having the HPV vaccine and all 
boys are being told why it is important for girls to 
have it. 

Complex messaging 

Repeated exposure 

Longer dwell-time  

Example: radio show/ TV show/ magazine 

article  

 

  

 

 

A girls perspective/need 

 

Key messages 

 
Type of exposure required for 

salience 
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1 of 4:  
Understanding cervical cancer 

 

Messaging order 
 

A girls perspective/need 
 

Key messages 
 

Understanding cervical 

cancer:  what is cervical cancer, 

how can you get it, how can you 

prevent it 

Cervical cancer is one of the 

most common and most deadly 

cancers affecting women 

 

It’s mostly caused by the HPV 

virus 

 

It’s a serious problem for women, 
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2 of 4:  
Basic information about the 

vaccine 

 

Messaging order 
 

A girls perspective/need 
 

Key messages 
 

What is the HPV vaccine?  

What does it do? 

 

How many doses does it come 

in? 

 

How do I get it? 

This new HPV vaccine prevents 

cervical cancer and will keep me 

in good health 

 

The HPV vaccine comes in two 

doses - it is important you 

receive both doses for it to work 

properly 

MESSAGE JUSTIFICATION 

Knowledge: Cervical cancer kills 266,000 women every year Defining the problem underlines the seriousness of the issue (i.e. 
the ‘bad’ news) 

Knowledge: The HPV vaccine prevents cervical cancer, and is available 
now  

There is a solution to this problem (i.e. the ‘good’ news) 

Combat suspicion: All 12 year old girls are receiving the HPV vaccine in 
this country  

Helps to reset social norms around vaccine uptake 
 

Combat fears: The HPV vaccine is safe and means you can still have 
children in the future  

People want to know it is safe; tackling infertility myth in a 
positive frame helps avoid consideration of actual myth 
 

Call to action: Talk to your parents or your local health workers about 
this vaccine  

Encouraging conversations about health helps girls to externalise 
and normalise their health issues  

Call to action: Make sure you get the HPV vaccine when it comes to 
your school 

Provide girls with a clear call to action  

A core set of key messages are appropriate across most country contexts 
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Messaging order 
 

A girls perspective/need 
 

Key messages 
 

What is the HPV vaccine?  

What does it do? 

 

How many doses does it come 
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Want to know more?  
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Messaging order 
 

A girls perspective/need 
 

Key messages 
 

What is the HPV vaccine?  

What does it do? 

 

How many doses does it come 

in? 

 

How do I get it? 

This new HPV vaccine prevents 

cervical cancer and will keep me 

in good health 

 

The HPV vaccine comes in two 

doses - it is important you 

receive both doses for it to work 

properly 

Simple communications principles help guide the message selection 

process   
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• Keep it simple 

Audiences will struggle to retain many messages on 

what is already a complex topic  

• Balance of ‘bad’ and ‘good’ news 

Introduce the problem (cervical cancer) and then 

provide the solution (HPV vaccine) 

• Encourage conversations 

Ultimately we want girls to feel this vaccine is a 

normal thing to talk about with others  

• Stress safety and effectiveness 

Reassure the HPV vaccine is safe and it prevents 

cervical cancer  

 

Issues not to raise, but be ready to respond if questions 

arise: 

• Counter the infertility myth 

The safety of the vaccine extends to meaning that 

you can still have a family in the future  

• SRH 

Sexual component of HPV will likely encounter 

stigma and divert focus away from core message 

• HPV virus 

Virus is complex to describe and as with SRH may 

encounter stigma and divert focus 
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The carrier of the message can be as important as the message itself  

Auntie 
 (trusted older 

maternal figure) 
Expert 

Authority  

figure 

A sense of the  

real-life 

experience 

Informed advice in a 

confidential and  

non-judgemental 

manner 

Relay technical 

information that needs to 

to feel trustworthy and 

credible  

Underscore the importance 

of the messaging, and for 

making it appear trustworthy 

and credible 

Design 

strategy  

Peer 
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Message framework 

Design 

strategy  

Structuring content messages in a sequence it important  

1.Knowledge 

 
Understanding of Cervical cancer: 

 

(Cervical cancer is a problem for women 

The HPV virus causes cervical cancer) 

 

Basic information about the vaccine: 

 

The HPV vaccine prevents cervical cancer 
 

 Introduce simple, clear facts = improve 

knowledge 

2. Attitudes 

 
Positive attitudes: 

You should do what you can to avoid cervical 

cancer 

Health: Taking control of your own health is very 

important 

 

Combat fears and suspicions:  

Vaccines can keep you healthy and help you lead a 

longer life 

 

The HPV vaccine is safe and means you can still 

have a family in the future  
 

Articulate positive positions on contentious 

areas = shift attitudes 

3. Behaviour 

 
Call to action: 

Discuss this vaccine with your parents 

 

Discuss this vaccine with your health worker 

(where appropriate) 

 

Receive the vaccine and stay healthy in life 

 

Talk about health concerns with others and seek 

advice when needed 

 

Define specific calls to action = change 

behaviours 
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Different channels are better for different messages  

Design 

strategy  

Try and use a combination 

Are your messages 

complex or simple?  

What communications channels 

could you use?  
What communications channels could you use?  

• Keep number of messages limited (4-5) 

• Avoid complex and contentious topics (HPV virus) 

• Prioritise key messages (problem, solution, call to action) 

• Ensure messages are clear and do not prompt further 

questioning  

• Greater scope for detail and a wider range of associated topics 

(e.g. HPV virus, girls-only, age etc.) 

• In-depth exploration of topic also encourages interactivity (i.e. 

girls can ask questions) 

Short dwell-time media 

Long dwell-time media 

Poster  

Radio ad  

Jingle  

Billboard 

Poster  

Radio ad  

Jingle  

Billboard 

Jingle  

Billboard 



What do we know? Want to know more?  

Create communications: 
Create materials and test 
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Example executions and messengers 

• Health worker discussion, followed by leaflet with key facts 
outlined 

 
• An interview with a health worker and journalist explaining 

cervical cancer 
 

• Peer interview girls who have received the vaccine already tell 
stories of their experiences.  

 
• Radio show Q&A with a health expert about the vaccine  
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Longer dwell time: 

  

more complex 

information 
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Print Q and A – advice from aunty  
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Hello Ni Nyampingas. One of you, 

Mutoni aged 11, asked Baza 

Shangazi the following question:  

 
“My teacher told us all the girls in  

our class have to have a vaccination 

called HPV.  

What is this HPV vaccine? Thank you” 

My dear Mutoni 

The HPV vaccine is being given to 

all 12-year-old girls across Rwanda 

and it prevents whoever receives it 

from getting cervical cancer. 

Cervical cancer can be caused by a 

virus, which if you have it, grows in 

the body as one becomes an adult. 

A woman can live with this virus for 

a long time without being aware of it, 

but some women can go on to 

develop cervical cancer as a result.  

 
 

Female  

Journalist Shangazi: 

Design 

strategy  
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Longer-dwell time medium:  

 

With repeated exposure – more 

complex information 
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A booklet/leaflet which explains key issues to girls and parents 
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Shorter dwell-time medium:  

 

A simple message which can be 

quickly understood 
 

 

 

Design 
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Poster for health clinic: 

Replacement PHOTOGRAPHY 
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An advert in a magazine: 

Shorter dwell-time medium, with repeated 

exposure:  

 

Simple message with copy which needs 

repeat exposure to sink in 
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Ideal for complex or sensitive 

information 

 

Expert needs to be trusted 
 

 

 

Digital media: Facebook messenger 

Design 
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Comic strips/booklets/leaflets – role modelling 
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Grandparents/parents talking to their daughters 



Questions 

 
• Feedback/consultation  

 
o Process to involve partners, MoH 

 
 

 
 


