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Particulars ‘

( S= Spontaneous response P= Prompt response)

% encountered difficulties in understanding 51 6.9 6.1 51 5.8
Language 40.9 65.1 54.8 44.2 51.9
Wordings 17.4 22.3 11.4 42.1 19.6
Message too fast 60.4 36.5 51.8 43.1 49.5
Too many messages 9 2.6 4 5.0 1.7
Other 4 5.9 3.7 T 2.9
Total N 30 25 40 15 55

Table 13.2: Messages recalled, aspects liked and difficulties encountered by men in TV spot:
Train - FP

Particulars ‘ High | Other | Rural ‘ Urban | Total
focus | states

Messages

This is new generation contraceptive pill S 73.4 59.1 64.8 71.9 67.4
..Fully safe P 249 | 379 | 324 | 269 | 304
Take one contraceptive pill daily; if you S 27.2 45.1 24.0 53.9 34.7
forget, take 2 pills the next day P 69.3 | 51.2 | 722 | 429 | 617
Around 8 crore women in the world use S 27.1 19.8 23.3 25.3 24.0
contraceptive pills you also use it P 64.5 69.5 68.0 64.2 66.6
% learnt new things from the TV spot 56.4 76.0 67.3 59.8 64.6
Total N 198 145 220 123 343
Aspects liked in the TV spot

The message conveyed 92.6 96.4 94.3 94.1 94.2
Clarity of the message 85.1 87.8 86.1 86.4 86.2
Storyline 85.5 88.9 84.6 91.0 86.9
Presentation style 89.4 83.5 86.9 86.9 86.9
Characters 88.8 86.0 91.1 81.4 87.6
Music 84.1 85.9 88.0 79.3 84.9
Overall 92.4 91.7 92.5 91.3 92.1
Total N 198 145 220 123 343
% encountered difficulties in understanding 2.4 8.4 4.6 5.4 4.9
Language 34.6 59.7 49.8 57.1 52.7
Wordings 18.7 35.6 34.9 24.8 30.9
Message too fast 65.1 39.4 49.6 42.1 46.6
Too many messages 14.3 0.0 0.0 10.1 4.0
Total N 5 12 10 7 17
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Table: 13.3: Percentage distribution of women and men by intended action after watching TV
spot: Train - FP

Intended actions ‘ High | Other | Rural ‘ Urban | Total
focus | states
Women
% who intend to take action after watching 41.6 42.3 41.2 435 41.9
TV spot
Total N 579 357 650 285 936
Think of using oral pills 51.0 43.6 46.3 52.1 48.1
In case of forgetting pills on any day, shall take it 18.0 16.9 13.2 26.8 17.5
on next day
Acquire more information 13.8 9.3 12.7 10.5 12.0
Discuss with spouse/family members 26.8 34.5 28.9 31.7 29.8
Discuss with friends/relatives 36.4 50.3 41.0 43.4 41.8
Encourage others for oral pills 24.3 17.1 17.4 30.3 21.5
Total N 241 151 268 124 392
Men
% who intend to take action after watching 47.8 66.5 53.0 60.6 55.7
TV spot
Total N 199 144 220 123 343
Encourage spouse for use of oral pills 68.8 55.0 52.5 76.6 61.9
Acquire more information 20.7 33.2 17.7 41.6 27.0
Discuss with spouse/family members 22.9 61.3 32.1 58.0 42.2
Discuss with friends/relatives 53.3 73.4 61.5 66.4 63.4
Encourage others for oral pills 23.2 42.6 13.5 63.3 32.9
Total N 95 96 117 74 191
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Sachin Supriya (Family Planning)

TV Spot

Table 14.1: Messages recalled, aspects liked and difficulties encountered by women in TV spot:
Sachin and Supriya - FP

Particulars High | Other | Rural ‘ Urban | Total
(S= Spontaneous response P= Prompt response) | focus | states

Messages

One should have a family where they can S 35.8 44.1 44,7 37.5 41.2
give right education, better life and maintain | p 62.0 52.8 52.1 60.1 56.0
health of children

If the family is small and there is spacing S 41.8 26.4 29.6 33.9 31.7
between birth of children then both mother | p 53.1 67.7 65.8 59.3 62.7
and children will remain healthy

Today there are also many choices like S 28.2 31.2 27.3 33.2 30.2
condom, Copper-T, pill P| 699 | 545 | 650 | 543 | 598
Select any one of the methods on the basis S 13.2 6.3 7.7 9.7 8.7
of advice of doctor or health worker P 72.4 84.2 78.2 82.2 80.1
Because, healthy nation/Bharat begins with | S 20.8 10.0 11.3 16.3 13.7
healthy family ...from you P| 743 | 675 | 714 | 683 | 699
% learnt new things from the TV spot 71.7 67.0 76.5 60.3 68.6
Total N 87 167 131 123 254
Aspects liked in the TV spot

The message conveyed 90.2 97.0 93.7 95.6 94.6
Clarity of the message 715 85.1 73.2 88.1 80.4
Celebrity 74.2 88.8 78.3 89.6 83.8
Storyline 82.7 80.8 82.3 80.7 81.5
Presentation style 87.2 85.7 88.3 84.0 86.2
Characters 86.9 87.2 87.7 86.4 87.1
Music 77.5 86.9 85.5 81.7 83.7
Overall 90.2 89.5 90.2 89.3 89.8
Total N 87 167 131 123 254
% encountered difficulties in understanding 10.3 3.1 5.7 55 5.6
Language

Wordings

Message too fast

Too many messages

Other

Total N 9 5 7 7 14
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Table 14.2: Messages recalled, aspects liked and difficulties encountered by men in TV spot:
Sachin and Supriya - FP

Particulars High | Other | Rural ‘ Urban | Total
(S= Spontaneous response P= Prompt response) | focus | states

Messages

One should have a family where they can S 329 33.9 26.6 42.9 33.5
give right education, better life and maintain | p | 5.8 62.1 71.0 53.7 63.7
health of children

If the family is small and there is spacing S| 454 20.2 33.9 26.3 30.7
between birth of children then both mother | p | 43.7 78.8 57.3 73.6 64.2
and children will remain healthy

Today there are also many choices like S | 534 32.8 47.9 32.5 41.4
condom, Copper-T, pill P| 368 | 583 | 430 | 580 | 494
Select any one of the methods on the basisof | S | 19.9 5.6 14.3 7.9 11.6
advice of doctor or health worker P| 619 80.9 68.8 78.7 73.0
Because, healthy nation/Bharat beginswith | S | 25.9 8.7 18.5 12.3 15.9
healthy family ...from you P| 71.0 | 775 | 717 | 791 | 748
% learnt new things from the TV spot 53.7 77.2 77.4 53.8 67.4
Total N 39 56 55 40 95
Aspects liked in the TV spot

The message conveyed 87.3 93.1 98.2 80.5 90.7
Clarity of the message 84.1 90.3 96.8 75.4 87.7
Celebrity 86.2 90.8 94.7 81.0 88.9
Storyline 86.2 90.4 94.2 81.0 88.6
Presentation style 87.4 87.8 93.0 80.2 87.6
Characters 79.9 89.2 95.6 71.4 85.4
Music 79.7 87.3 96.6 67.3 84.2
Overall 85.6 91.2 96.8 78.0 88.8
Total N 39 56 55 40 95
% encountered difficulties in understanding 3.0 6.6 1.1 10.5 5.1
Language

Wordings

Message too fast

Too many messages

Other

Total N 1 4 1 4 5
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Table: 14.3: Percentage distribution of women and men by intended action after watching TV
spot: Sachin and Supriya - FP

Intended actions ‘ High | Other | Rural ‘ Urban | Total
focus | states
Women
% who intend to take action after watching 50.1 47.3 52.7 43.5 48.3
TV spot
Total N 88 167 131 123 254
Adopt small family 80.5 42.3 50.0 63.7 56.0
Ensure proper spacing between births 34.7 12.8 19.7 22.0 20.7
Accept some family planning method 39.4 25.1 27.7 33.4 30.2
Consult doctor/health center 24.5 19.3 17.6 25.8 21.2
Acquire more information 16.5 18.6 20.2 14.8 17.8
Discuss with spouse/family members 24.3 29.5 21.8 35.2 27.7
Discuss with friends/relatives 13.1 38.0 30.9 26.6 29.1
Encourage others for small family 9.8 30.1 11.5 37.3 22.8
Total N 44 79 69 54 123
Men
% who intend to take action after watching 64.2 55.2 63.8 52.4 59.0
TV spot
Total N 39 56 55 40 95
Adopt small family 62.5 35.4 29.9 77.2 47.7
Ensure proper spacing between births 215 19.3 11.7 34.5 20.3
Accept some family planning method 39.8 29.6 23.3 52.4 34.2
Consult doctor/health center 19.7 35 9.1 13.8 10.9
Acquire more information 11.1 30.7 7.3 45.8 21.8
Discuss with spouse/family members 7.9 16.2 10.2 16.1 12.4
Discuss with friends/relatives 48.4 82.6 65.5 69.7 67.1
Encourage others for small family 44.4 715 67.6 45.3 59.2
Encourage others for family planning/spacing 16.8 21.4 11.3 32.5 19.3
Total N 25 31 35 21 56
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Juhi Chawla (Family Planning)

TV Spot

Juhi Chawla
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Table 15.1: Messages recalled, aspects liked and difficulties encountered by women in TV spot:
Juhi Chawla - Family Planning

Particulars High | Other | Rural | Urban | Total
(S= Spontaneous response P= Prompt response) ‘ focus | states ‘ ‘
Messages

Daughter or son; good care of childrenistaken | S| 41.3 39.8 39.2 41.4 40.3
in a small family P| 532 58.1 57.1 56.3 56.7
By spacing the birth of children for two tothree | S| 39.1 28.9 25.3 38.9 31.9
years mother’s health is maintained P| 544 64.3 68.7 53.6 61.4
Frequent births badly affect the health of the S| 2438 31.8 24.0 35.8 29.7
mother P| 63.9 64.7 71.6 56.9 64.5
If children are born at close birth intervals, they | S | 15.0 18.9 16.4 19.3 17.8
remain weak from the time of birth onwards P| 66.6 72.0 74.7 65.9 70.4
At your convenience and doctor’s advice select | S 5.7 8.8 7.9 7.8 7.9
any one of the family planning methods P| 715 80.0 76.6 78.5 775
For permanent protection, operationisaneasy | S 7.0 17.7 10.0 19.4 14.6
and reliable method P| 69.4 66.4 72.6 61.6 67.3
Government has made available all the facilities | S 4.4 7.8 7.2 6.4 6.8
at your nearyby health centre ... now what is P| 67.9 77.8 75.3 74.5 74.9
the delay for

Healthy Nation/Bharat begins with a healthy S| 118 14.1 11.5 15.6 185
family ...from you P| 715 68.0 70.5 67.5 69.0
% learnt new things from the TV spot 70.8 69.9 74.5 65.5 70.1
Total N 87 211 153 145 298
Aspects liked in the TV spot

The message conveyed | 884 | 953 | 967 | 896 | 933
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Clarity of the message 82.7 87.9 89.1 83.5 86.4
Celebrity 83.5 90.1 88.7 87.6 88.2
Storyline 74.9 81.0 81.9 76.3 79.2
Presentation style 76.9 85.9 83.8 82.7 83.3
Characters 73.8 85.2 80.9 82.8 81.8
Music 60.2 84.0 80.4 73.5 77.0
Overall 86.4 87.8 89.1 85.5 87.4
Total N 87 211 153 145 298
% encountered difficulties in understanding 19.4 7.4 12.8 8.8 10.9
Language 13.2 77.2 45.8 40.8 43.8
Wordings 32.9 17.5 34.7 11.4 25.5
Message too fast 53.0 10.2 28.8 38.2 32.5
Too many messages 85 6.8 12.9 5.1
Other 3 3.8 5.1 2.0
Total N 17 16 20 13 33

Table 15.2: Messages recalled, aspects liked and difficulties encountered by men in TV spot:
Juhi Chawla - Family Planning

Particulars ‘ High | Other | Rural ‘Urban‘ Total

focus | states

(S= Spontaneous response P= Prompt response)

Messages

Daughter or son; good care of children istaken | S| 46.1 64.6 61.4 51.3 57.0
in a small family P| 522 | 329 | 362 | 468 | 408
By spacing the birth of children for two tothree | S| 51.8 29.8 35.2 43.7 38.9
years mother’s health is maintained P| 433 57.7 57.4 44.4 51.8
Frequent births badly affect the health of the S| 417 20.4 28.6 29.8 29.2
mother P| 57.3 68.7 68.1 58.7 64.0
If children are born at close birth intervals, they | S| 19.8 15.1 14.4 20.5 17.0
remain weak from the time of birth onwards P| 752 73.4 785 68.3 74.1
At your convenience and doctor’s advice select | S| 15.9 10.8 14.1 11.3 12.9
any one of the family planning methods P| 6509 72.0 71.0 67.5 69.5
For permanent protection, operationisaneasy |S| 29.4 12.8 21.2 17.6 19.6
and reliable method P| 559 | 70.7 | 66.9 | 617 | 64.6
Government has made available all the facilities | S 5.3 15.0 5.8 17.8 11.0
at your nearby health centre ... now whatisthe [p| 62.9 76.5 75.5 65.0 70.9
delay for

Healthy Nation/Bharat begins with a healthy S| 339 19.0 21.0 30.5 25.1
family ...from you P| 434 | 653 | 621 | 488 | 56.3
% learnt new things from the TV spot 73.6 62.5 66.2 68.2 67.1
Total N 48 68 66 50 116
Aspects liked in the TV spot

The message conveyed 86.0 92.7 94.0 84.7 90.0
Clarity of the message 79.2 81.5 81.1 79.8 80.5
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Particulars ‘ High | Other | Rural ‘ Urban ‘ Total
(S= Spontaneous response P= Prompt response) focus | states

Celebrity 84.5 90.9 90.2 85.7 88.2
Storyline 80.8 79.6 81.3 78.5 80.1
Presentation style 87.2 73.7 78.9 79.6 79.2
Characters 76.1 80.9 79.4 78.2 78.9
Music 77.6 71.0 77.1 69.4 73.7
Overall 80.9 83.8 85.2 79.1 82.6
Total N 48 68 66 50 116
% encountered difficulties in understanding 6.2 15.3 15.9 5.9 115
Language 77.2 59.9 70.4 40.0 63.7
Wordings 38.3 30.7 26.8 29.9
Message too fast 24.3 14.6 17.9 12.6 16.7
Too many messages 3 9.0 32.0 7.1
Total N 3 10 10 3 13

Table: 15.3: Percentage distribution of women and men by intended action after watching
TV spot: Juhi Chawla - Family Planning

Intended actions ‘ High | Other | Rural ‘Urban‘ Total

focus | states

Women

% who intend to take action after watching TVspot | 47.0 | 38.8 | 329 | 499 | 412
Total N

Adopt small family 53.7 50.2 28.7 67.2 51.3
Ensure proper spacing between births 38.8 7.3 215 15.3 17.8
Accept some family planning method 34.6 33.6 20.4 43.5 34.0
Acquire more information 21.2 23.7 15.6 28.0 22.9
Discuss with spouse/family members 21.4 45.1 40.4 34.8 37.1
Discuss with friends/relatives 36.7 58.4 50.3 51.7 51.2
Encourage others for small family 39.6 26.6 19.3 39.1 31.0
Encourage others for family planning/spacing 22.9 23.0 23.9 22.2 22.9
Total N 41 82 50 73 123
Men

% who intend to take action after watching TVspot | 42.6 | 39.2 | 30.7 | 535 | 40.6
Total N 48 68 66 50 116
Adopt small family 37.0 71.9 32.9 74.7 56.8
Ensure proper spacing between births 14.4 25.2 6.4 31.0 20.5
Accept some family planning method 14.3 42.1 5.5 48.5 30.1
Acquire more information 6.4 45.3 20.7 34.4 28.5
Discuss with spouse/family members 20.9 50.1 26.4 | 45.7 37.5
Discuss with friends/relatives 39.0 50.9 35.6 538 45.8
Encourage others for small family 37.4 30.4 30.5 5.5 334
Encourage others for family planning/spacing 6.0 44.9 8.9 42.6 28.2
Total N 20 27 20 27 47
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Table 16.1: Messages recalled, aspects liked and difficulties encountered by women in TV spot:
Pragati on Medical Tour - NRHM/Health Services

Particulars High | Other ‘ Rural | Urban ‘ Total

(S= Spontaneous response P= Prompt response) | focus | states

Messages
Feel proud to see the improvement in health | S 45.5 31.6 34.4 40.4 36.5
services in such small villages P 48.6 60.4 58.5 52.2 56.2
Fast spreading health centers S 38.1 15.4 19.5 30.3 23.4
P 54.9 69.1 67.6 57.8 64.1
Better services, instruments, doctors and S 20.1 10.6 12.4 16.6 13.9
nurses P 73.3 74.5 76.2 70.3 74.1
Care of new born S 20.8 18.9 5.3 45.2 19.6
P 77.7 72.5 86.7 52.2 74.4
Increased utilization of hospitals for S 13.9 10.9 7.2 20.4 11.9
delivery P 83.1 76.4 85.8 66.3 78.8
Increasing OPD services S 3.2 6.6 3.0 9.8 54
P 66.0 62.7 60.8 69.5 63.9
Due to increased funds, people themselves S 4.3 6.1 1.7 12.2 55
take decisions to fulfill the local needs by P 58.1 55.5 51.8 64.7 56.4
forming RKSs and VHSCs
% learnt new things from the TV spot 64.2 63.0 58.6 72.2 63.4
Total N 54 99 98 55 153
Aspects liked in the TV spot
The message conveyed ‘ 92.7 ‘ 91.7 ‘ 92.9 ‘ 90.5 | 92.1
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Particulars High | Other | Rural | Urban | Total
(S= Spontaneous response P= Prompt response) | focus | states ‘ ‘
Clarity of the message 75.4 84.2 81.0 81.3 81.1
Storyline 74.9 75.8 73.1 79.8 75.5
Presentation style 86.8 85.6 85.8 86.4 86.0
Characters 88.1 82.4 86.6 80.4 84.4
Music 72.6 73.9 76.2 68.5 73.5
Overall 87.1 88.6 88.0 88.1 88.0
Total N 54 99 98 55 153
% encountered difficulties in understanding 5.8 10.3 10.2 6.0 8.7
Language

Wordings

Message too fast

Too many messages

Other

Total N 3 10 10 3 13

Table 16.2: Messages recalled, aspects liked and difficulties encountered by men in TV spot:
Pragati on Medical Tour - NRHM/Health Services

Particulars High | Other | Rural ‘ Urban | Total
(S= Spontaneous response P= Prompt response) | focus | states
Messages
Feel proud to see the improvement in health S 47.8 36.1 41.6 42.6 41.9
services in such small villages P 48.7 59.3 53.3 55.8 54.1
Fast spreading health centers S 45.1 24.9 31.7 41.8 34.8
P 50.0 52.4 52.5 48.2 51.2
Better services, instruments, doctors, nurses S 43.6 29.3 38.1 324 36.3
P 53.9 61.7 55.5 63.1 57.9
Care of new born S 11.2 27.7 21.1 16.1 19.6
P 87.3 64.3 73.9 79.7 75.6
Increased utilization of hospitals for delivery S 13.3 17.9 10.0 28.3 15.6
P 84.4 72.6 83.4 67.2 78.4
Increasing OPD services S 13.1 23.3 18.7 17.3 18.2
P 75.6 53.3 66.5 59.2 64.3
Due to increased funds, people themselves S 0.3 10.0 1.4 13.8 5.2
take decisions to fulfill the local needs by p 84.5 71.4 86.1 595 77.9
forming RKSs and VHSCs
% learnt new things from the TV spot 59.3 48.7 59.2 42.1 54.0
Total N 42 44 59 27 86
Aspects liked in the TV spot
The message conveyed 78.3 96.9 97.0 66.8 87.7
Clarity of the message 76.6 82.1 92.2 50.5 79.3
Storyline 86.7 81.0 92.9 63.5 83.8
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Particulars High ‘ Other | Rural ‘ Urban | Total
(S= Spontaneous response P= Prompt response) | focus | states

Presentation style 77.9 88.7 94.0 59.5 83.4
Characters 85.6 90.0 93.5 74.9 87.8
Music 86.4 86.8 93.5 71.2 86.6
Overall 77.6 91.2 96.7 57.0 84.5
Total N 42 44 59 27 86
% encountered difficulties in understanding 2.0 6.5 3.6 5.8 4.3
Language 42.7 44.9 27.3 68.2 44.4
Wordings 57.3 12.6 14.1 35.2 22.9
Message too fast 57.8 44.4 58.6 31.8 47.4
Too many messages 57.3 0.0 0.0 31.8 13.2
Total N 1 3 2 2 4

Table 16.3: Percentage distribution of women and men by intended action after watching
TV spot: Pragati on Medical Tour - NRHM/Health Services

Intended actions High | Other | Rural | Urban | Total
focus | states ‘
Women
% who intend to take action after watching TV spot 54.2 37.9 43.4 44.1 | 437
Total N 54 99 98 55 | 153
Acquire more knowledge about health services 46.7 20.4 31.6 324 | 319
Visit Government hospitals 9.8 17.5 10.0 215 | 141
Interact with RKSs 9.0 26.5 4.0 450 | 18.8
Interact with VHSCs 7.1 23.9 4.7 374 | 16.5
Acquire more information 18.3 23.8 24.0 16.8 | 214
Discuss with spouse/family members 30.8 49.0 44.7 344 | 41.0
Discuss with friends/relatives 17.3 53.1 40.6 317 | 374
Encourage others for using Government 27.0 31.0 13.7 56.8 | 29.2
health services
Total N 29 38 43 24 67
Men
% who intend to take action after watching TV spot 33.6 43.3 42.6 29.4 | 385
Total N 42 44 59 27 86
Acquire more knowledge about health services 40.6 50.6
Visit Government hospitals 44.0 36.6
Interact with RKSs 22.5 35.9
Interact with VHSCs 22.7 33.8
Acquire more information 39.6 35.8
Discuss with spouse/family members 30.7 38.6
Discuss with friends/relatives 29.1 30.1
Encourage others for using Government 3.7 12.5
health services
Total N 14 19 25 8 33
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Ek Savera Ek Akash
(NRHM/Health Services)

TV Spot
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Table 17.1: Messages recalled, aspects liked and difficulties encountered by women in TV spot:
Ek Savera Ek Akash - NRHM/Health Services

Particulars ‘ High | Other | Rural ‘ Urban | Total
(S= Spontaneous response P= Prompt response) focus | states

Messages

Healthy Nation/Bharat begins with healthy 25.4 25.8 23.7 28.9 25.7
family 712 | 605 | 66.8 | 60.3 | 64.4

12.6 12.9 12.1 14.0 12.8
86.8 725 75.9 80.6 77.7
53.6 15.3 28.4 30.6 29.2
46.1 75.5 64.9 64.9 64.9

9.9 18.4 2.3 374 15.3
75.0 67.0 78.4 55.6 69.9

8.6 9.9 7.6 12.6 9.5
74.2 76.1 72.0 81.2 75.4
224 8.1 11.3 16.8 13.3
60.6 68.2 60.2 74.3 65.4

6.8 6.4 4.5 10.0 6.5
92.3 58.8 75.3 63.6 71.0
% learnt new things from the TV spot 87.7 65.5 77.2 67.5 73.6
Total N 44 78 77 45 122

Trained health worker is available in every
village

Every mother should get proper antenatal
care

See healthy child in lap of every mother

Every family should get better nutrition

Let us take the oath that better health
services reach every village

National Rural Health Mission

T V| T LV T| LT LVL|T LI T LVL|TWL
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(S= Spontaneous response P= Prompt response) focus | states

Particulars ‘ High | Other | Rural ‘Urban Total

Aspects liked in the TV spot

The message conveyed 99.1 75.3 83.2 85.2 84.0
Clarity of the message 61.4 79.3 73.1 72.3 72.8
Storyline 74.3 79.0 76.7 78.4 77.3
Presentation style 87.2 83.6 89.2 77.6 84.9
Characters 62.6 77.6 73.1 70.5 72.1
Music 72.7 76.4 83.0 61.7 75.1
Overall 80.7 85.3 87.6 76.8 83.6
Total N 44 78 77 45 122
% encountered difficulties in understanding 15.3
Language 85.2
Wordings 11.7
Message too fast 14.1
Too many messages 2.3
Total N 2 17 15 4 19

Table 17.2: Messages recalled, aspects liked and difficulties encountered by men in TV spot:
Ek Savera Ek Akash - NRHM/Health Services

Particulars ‘ High | Other | Rural ‘ Urban | Total
(S= Spontaneous response P= Prompt response) | focus | states
Messages
Healthy Nation/Bharat begins with healthy S| 36.2 25.0 16.9 38.4 26.8
family P| 629 | 558 | 544 | 601 | 57.0
Trained health worker is available in every S | 58.0 25.1 14.8 49.1 30.6
village P| 414 | 483 | 446 | 501 | 471
Every mother should get proper antenatal S| 34.0 31.6 13.1 54.2 32.0
care P | 573 62.9 76.8 44.6 62.0
See healthy child in the lap of every mother S| 634 19.7 11.7 44.8 26.9
P | 36.6 61.4 59.0 55.2 57.2
Every family should get better nutrition S| 301 17.7 9.8 314 19.8
P | 68.8 62.6 61.5 66.1 63.6
Let us take the oath that better health services | S | 54.0 24.1 14.6 45.9 29.1
reach every village P| 399 | 524 | 51.9 | 486 | 503
National Rural Health Mission S 3.2 32.1 6.4 51.8 27.3
P| 79.1 63.7 85.7 43.5 66.3
% learnt new things from the TV spot 59.6 85.4 80.0 82.5 81.1
Total N 16 83 53 46 99
Aspects liked in the TV spot
The message conveyed | 954 | 920 | 883 | 97.6 | 926
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Particulars ‘ High | Other | Rural ‘ Urban | Total
(S= Spontaneous response P= Prompt response) | focus | states

Clarity of the message 70.2 91.3 84.7 91.6 87.8
Storyline 79.7 93.8 91.7 91.2 91.4
Presentation style 99.3 95.3 93.2 99.3 96.0
Characters 74.6 88.9 83.4 90.1 86.5
Music 72.5 88.2 82.2 89.5 85.6
Overall 95.2 95.1 91.2 99.9 95.2
Total N 16 83 53 46 99
% encountered difficulties in understanding 0.0 7.9 11.8 5 6.6
Language

Wordings

Message too fast

Too many messages

Total N 0 7 7 0 7

Table: 17.3: Percentage distribution of women and men by intended action after watching
TV spot: Ek Savera Ek Akash - NRHM/Health Services

Particulars ‘ High | Other | Rural ‘ Urban | Total
focus | states

Women

% who intend to take action after watching 37.4 46.3 46.7 36.9 43.1

TV spot

Total N 44 78 77 45 122

Acquire more knowledge about health services 92.8 39.7 52.9 64.0 56.4

Visit Government hospitals 5il.2 12.3 26.9 19.4 24.5

Discuss with spouse/family members 34.1 50.1 24.5 89.2 45.1

Discuss with friends/relatives 3.4 66.8 50.9 38.1 46.8

Encourage others for using Government 5 22.0 .9 46.0 15.2

health services

Total N 44 78 77 45 122

Men

% who intend to take action after watching 58.0 67.9 54.7 79.8 66.2

TV spot

Total N 16 83 53 46 99

Acquire more knowledge about health services 60.8 18.3 90.4 58.3

Visit Government hospitals 44.4 58.7 23.0 38.9

Discuss with spouse/family members 91.5 83.7 83.7 83.7

Discuss with friends/relatives 52.0 24.3 74.7 52.3

Encourage others for using Government 55.3 i85 80.2 50.5

health services

Total N 10 56 29 37 66
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Annexure 18

Juhi Chawla (Immunization)
TV Spot

Juhi Chawla (Immunization 1a) Immunization 1b Immunization 1c

Table 18.1: Messages recalled, aspects liked and difficulties encountered by women in TV spot:
Juhi Chawla - Immunization

Particulars High | Other | Rural ‘ Urban | Total
(S= Spontaneous response P= Prompt response) | focus | states

Messages

Come out of your home and immunize your S| 464 &15.8 40.9 39.9 40.6
child P| 493 | 564 | 529 | 533 | 53.0
In the first year, vaccination/immunization for | S 31.4 29.9 25.8 39.6 30.6
4times not2or 3 P| 641 | 495 | 588 | 519 | 56.4
After immunization some children might get S 8.9 10.5 8.8 11.6 9.8
fever but it is important, as it protects thechild |[p| 86.6 79.9 84.9 79.6 83.1
from dangerous diseases

Immunization is the only protection against S| 20.3 13.8 15.8 19.0 16.9
measles P| 77.0 | 712 | 732 | 753 | 74.0
At the age of 9 month it is necessary to S| 131 15.0 10.9 20.2 14.1
administer measles vaccine and if it is not P| 783 62.5 70.3 69.4 70.0
administered due to some reason then go

immediately for administering it

Measles make your child weak and susceptible | S 8.8 5.7 7.1 7.1 7.1
to diarrhea and pneumonia P| 832 | 700 | 751 | 784 | 763
Immunization at the right time will protect S| 16.6 12.4 13.9 15.4 14.4
from measles P| 755 | 702 | 721 | 738 | 727
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(S= Spontaneous response P= Prompt response) | focus | states

Particulars High |Other | Rural ‘Urban Total

For immunization, contact ANM, ASHA or AWW | S | 10.9 10.7 10.7 10.9 10.8
P| 783 66.1 71.9 71.9 71.9
May god save such mothers from bad eyes S| 14.9 7.7 11.3 10.7 11.1
P| 70.6 64.0 66.4 68.6 67.1
% learnt new things from the TV spot 70.1 574 | 613 | 67.3 | 634
Total N 382 423 524 281 805
Aspects liked in the TV spot
The message conveyed 914 93.5 93.9 89.9 92.5
Clarity of the message 83.3 84.3 84.1 83.2 83.8
Celebrity 86.4 87.3 88.9 83.1 86.9
Storyline 81.8 83.0 84.4 78.7 82.4
Presentation style 79.3 84.4 82.1 81.6 82.0
Characters 79.9 84.0 83.4 79.7 82.1
Music 68.3 79.2 75.2 71.8 74.0
Overall 83.5 84.7 85.9 80.8 84.1
Total N 382 423 524 281 805
% encountered difficulties in understanding 8.7 13.5 12.6 8.7 11.2
Language 25.5 87.9 67.4 58.8 65.0
Wordings 32.6 5.9 151 17.3 15.7
Message too fast 45.1 8.4 16.6 35.8 21.8
Too many messages 5.0 5.6 3.7 9.9 54
Other 2 6.8 5.9 2 4.4
Total N 33 57 66 24 90

Table 18.2: Messages recalled, aspects liked and difficulties encountered by men in TV spot:
Juhi Chawla - Immunization

Particulars High | Other | Rural ‘Urban‘ Total

(S= Spontaneous response P= Prompt response) focus | states
Messages
Come out of home and immunize your child

51.6 30.3 39.4 41.3 39.8
46.6 43.3 43.4 49.5 44.7
42.7 30.0 36.7 32.2 35.7
52.0 45.2 45.1 59.1 48.2
19.8 18.1 20.8 12.0 18.8
63.5 57.1 57.6 67.9 59.9

In the first year, vaccination/immunization for
4 times not2 or 3

After immunization some children might get
fever but it protects the entire life of the child
from dangerous diseases

T LW T LT W
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Particulars High | Other | Rural ‘Urban Total

(S= Spontaneous response P= Prompt response) focus | states

There is only protection against measles and S| 42.6 20.8 32.4 23.8 30.5
that is immunization P| 470 | 545 | 483 | 613 | 512
At the age of 9 month it is necessary to S| 266 14.4 20.3 18.1 19.8
administer measles vaccine and if it is not P| 684 57.2 59.5 71.3 62.2
administered due to some reason then go
immediately for administering it
Measles make your child weak and susceptible | S| 24.8 10.0 17.6 13.1 16.6
to diarrhea and Pneumonia P| 675 60.3 62.0 68.8 63.5
Immunization at right time will protect from S| 430 16.5 31.2 18.4 28.3
measles P| 50.8 57.9 51.9 64.6 54.8
For immunization contact ANM or ASHA or S| 27.2 10.9 19.9 12.0 18.2
AWW P| 645 58.5 57.9 72.6 61.2
May god save such mothers from bad eyes S| 202 9.0 14.5 12.5 14.0
P| 645 57.2 57.1 71.9 60.5
% learnt new things from the TV spot 69.4 | 573 | 66.0 | 514 | 62.7
Total N 114 141 198 57 255
Aspects liked in the TV spot
The message conveyed 95.0 96.6 98.5 86.9 95.9
Clarity of the message 83.1 87.9 88.1 77.9 85.8
Celebrity 83.4 91.1 90.2 79.0 87.7
Storyline 81.8 90.0 89.8 74.3 86.3
Presentation style 80.1 85.2 86.8 69.6 83.0
Characters 82.3 89.1 89.5 74.3 86.1
Music 76.2 85.7 86.6 63.5 81.4
Overall 90.1 95.1 96.1 81.8 92.9
Total N 114 141 198 57 255
% encountered difficulties in understanding 5.2 14.1 9.8 11.3 10.1
Language 6.7 60.2 49.8 43.0 48.0
Wordings 21.9 42.9 46.0 15.0 38.2
Message too fast 15.4 19.8 20.6 13.5 18.8
Too many messages 77.9 18.2 25.2 51.2 31.7
Total N 6 20 19 7 26
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Table 18.3: Percentage distribution of women and men by intended action after watching
TV spot: Juhi Chawla - Immunization

Intended actions High | Other | Rural | Urban | Total
‘ focus | states ‘ ‘

Women

% who intend to take action after watching TV spot 48.2 | 51.1 | 51.8 | 45.8 | 49.7
Total N 382 423 524 281 805
Administer 4 vaccines to the child in the first 1 year of | 49.2 50.3 46.2 57.4 49.8
child

Get child immunized against measles 31.6 14.6 22.2 23.1 22.5
Consult ASHA/ANM/AWW 26.2 | 234 | 196 | 354 | 247
Acquire more information 32.0 30.6 33.0 27.7 i3
Discuss with spouse/family members 27.7 47.1 40.8 32.6 38.2
Discuss with friends/relatives 22.2 354 | 253 | 37.9 29.3
Encourage others for availing services 11.3 7.2 5.3 17.2 9.1
Total N 184 217 272 129 401
Men

% who intend to take action after watching TV spot 58.8 | 62.7 | 60.0 | 644 | 61.0
Total N 114 141 198 57 255
Administer 4 vaccines to the child in the first 1 year 55.0 31.3 40.4 | 44.9 41.5
Get child immunized against measles 40.2 36.5 36.8 | 421 38.1
Consult ASHA/ANM/AWW 23.1 | 18.7 16.0 | 353 | 20.6
Acquire more information 24.0 13.2 18.1 17.1 17.8
Discuss with spouse/family members 19.1 59.9 47.6 25.6 42.4
Discuss with friends/relatives 33.5 58.4 | 48.0 | 46.8 | 47.7
Encourage others for availing services 20.3 7.3 11.1 18.7 12.9
Total N 67 89 119 37 156
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Annexure 19

Mona Singh (Immunization)
TV Spot

Encouraging the
mother-in-law
for taking the
daughter-in -law

\ [V |
:‘_ Mona Singh ! to the health care
! ..“ talks of the g centre for her
. TT injection " E s F vaccination

Table 19.1: Messages recalled, aspects liked and difficulties encountered by women in TV spot:
Mona Singh - Immunization

Particulars High | Other | Rural | Urban | Total
focus | states

(S= Spontaneous response P= Prompt response)

Messages

479 | 343 | 424 | 309 | 38.0
45.0 | 56.8 | 499 | 59.5 | 53.6
339 | 109 | 1833 | 234 | 17.2
543 | 764 | 746 | 634 | 704
201 | 171 | 16.2 | 20.7 | 17.9
708 | 67.7 | 723 | 62.5 | 68.6
20.7 | 305 | 27.0 | 29.1 | 27.8
65.0 | 57.8 | 60.3 | 59.0 | 59.8
189 | 1438 9.9 | 25.7 | 15.9
774 | 76.2 | 845 | 63.7 | 76.6

Now you get free AD injection for each
immunization — now there is no fear of infection

Itis your right to ask for free AD injection for your child

Free AD injection is totally safe

Just one injection one time so what to fear of

On confirmation of pregnancy it is extremely
necessary to take 2 TT injection so that at time of
birth both mother and child are safe

T V| T LW T| LW T ,L|T| W

17.2 9.8 85| 173 | 11.9
769 | 799 | 816 | 751 | 79.1
15.9 5.8 34 | 169 | 85
730 | 701 | 765 | 61.8 | 70.9

This way in next month remember to take second
dose of TT injection

For TT injection contact ANM, ASHA or AWW

T | »w | T W
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Particulars

(S= Spontaneous response P= Prompt response)

High
focus

Other
states

Rural

Urban

Total

May god save such mothers from bad eyes 120 | 101 | 121 8.3 | 10.7
69.4 | 645 | 63.7 | 69.3 | 65.8

% learnt new things from the TV spot 73.8 | 67.1 | 69.4 | 68.3 | 69.0

Total N 64 170 | 145 89 | 234

Aspects liked in the TV spot

The message conveyed 915 | 95.7 | 98.3 | 88.3 | 945

Clarity of the message 817 | 915 | 919 | 83.9 | 88.8

Celebrity 89.2 | 918 | 95.7 | 835 | 911

Storyline 816 | 828 | 90.1 | 69.9 | 824

Presentation style 82.1 | 90.0 | 95.6 | 75.3 | 87.9

Characters 832 | 906 | 96.2 | 76.2 | 88.6

Music 76.2 | 88.7 | 95.8 | 68.1 | 85.3

Overall 854 | 924 | 975 | 79.0 | 90.5

Total N 64 170 | 145 89 | 234

% encountered difficulties in understanding

Language 6.5 7.8 6.3 9.5 7.5

Wordings

Message too fast

Too many messages

Other

Total N 4 13 9 8 17
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Table 19.2: Messages recalled, aspects liked and difficulties encountered by men in TV spot:
Mona Singh - Immunization

Particulars High | Other | Rural ‘ Urban | Total
(S= Spontaneous response P= Prompt response) focus | states
Messages
Now you get free AD injection for each S| 365 375 | 374 36.8 | 37.3
immunization — now there is no fear of infection P| 56.9 531 | 56.4 48.3 | 54.0
It is your right to ask for free AD injection foryour | S | 35.9 4.8 9.7 176 | 12.0
child P| 575 | 848 | 830 | 675 | 785
Free AD injection is totally safe S| 26.6 235 | 26.5 18.7 | 24.2
P | 526 68.9 | 63.4 69.2 | 65.1
Just one injection one time so what to fear of S| 352 158 | 12.7 38.6 | 20.3
P| 533 753 | 795 | 478 | 70.2
On confirmation of pregnancy it is extremely S | 437 169 | 241 20.8 | 23.2
necessary to take 2 TT injection so thatattimeof | p | 431 71.8 | 63.4 69.2 | 65.1
birth both mother and child are safe
This way in next month remember to take second | S | 23.1 16.8 | 17.3 20.8 | 18.3
dose of TT injection P| 612 | 629 | 655 | 553 | 62.5
For TT injection contact ANM, ASHA or AWW S| 225 7.2 9.9 12.7 | 10.8
P | 687 74.1 | 79.0 58.1 | 72.9
May god save such mothers from bad eyes S 6.1 7.3 2.7 17.3 7.0
P| 657 60.7 | 71.2 39.3 | 61.8
% learnt new things from the TV spot 88.7 | 75.9 | 88.1 | 57.0 | 78.9
Total N 14 46 42 18 60
Aspects liked in the TV spot
The message conveyed 89.0 89.7 | 95.6 74.8 | 89.5
Clarity of the message 80.2 87.0 | 954 61.7 | 85.5
Celebrity 82.9 824 | 875 70.5 | 825
Storyline 80.2 83.3 | 84.2 785 | 82.6
Presentation style 84.4 79.5 | 83.9 72.8 | 80.7
Characters 83.0 73.8 | 80.6 64.9 | 76.0
Music 48.3 77.0 | 76.6 55,5 | 70.3
Overall 75.9 88.0 | 96.2 58.8 | 85.2
Total N 14 46 42 18 60
% encountered difficulties in understanding 5.5 9.3 5.7 | 14.8 | 8.4
Language
Wordings
Message too fast
Too many messages
Total N 1 4 2 3 5
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Table 19.3: Percentage distribution of women and men by intended action after watching

TV spot: Mona Singh - Immunization

Intended actions ‘ High | Other | Rural | Urban | Total
focus | states

Women

% who intend to take action after watching TVspot | 68.2 | 56.1 | 60.9 | 57.1 59.5
Total N 64 170 145 89 234
Use one injection only one time 26.9 30.8 285 40.2 29.6
Use AD injections 27.7 39.4 311 43.8 35.7
Immunize the child 18.9 18.4 20.4 15.4 18.6
Take 2 doses of TT during pregnancy 15.6 21.8 10.6 35.8 19.8
Consult ASHA/ANM/AWW 4.4 18.3 7.8 24.6 13.9
Acquire more information 12.7 6.9 6.3 12.9 8.7
Discuss with spouse/family members 21.1 215 17.7 27.7 21.3
Discuss with friends/relatives 31.6 61.0 50.1 54.5 51.7
Encourage others for availing services 37.2 2.9 11.4 17.6 13.7
Total N 44 95 88 51 139
Men

% who intend to take action after watching TVspot | 76.6 | 49.5 | 59.2 | 47.7 | 55.8
Total N 14 46 42 18 60
Use one injection only one time 42.8 37.9 43.4
Use AD injections 24.0 17.4 311
Immunize the child 3.1 23.2 25.2
Take 2 doses of TT during pregnancy 26.0 25.4 24.1
Consult ASHA/ANM/AWW 36.5 50.4 41.3
Acquire more information 8.9 2.1 6.2
Discuss with spouse/family members 74.1 57.2 51.4
Discuss with friends/relatives 45.8 36.8 37.9
Encourage others for availing services 4 4.2 3.4
Total N 11 23 26 8 34
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Annexure 20

Badhte Shishu ki Badhti Zaroorat

(Nutrition and Breastfeeding)
TV Spot

Colostrum

feeding ' Exclusive
immediately ' breastfeeding for
after birth first six months

Table 20.1: Messages recalled, aspects liked and difficulties encountered by women in TV spot:
Badhte Shishu ki Badhti Zaroorat - Nutrition and Breastfeeding

Particulars High | Other | Rural ‘ Urban | Total
(S= Spontaneous response P= Prompt response) focus | states
Messages
For better growth of the child, feed the child only S| 56.9 50.0 | 50.8 | 56.8 | 52.9
mother’s milk for first 6 months; after that, along with | p | 42.9 499 | 492 | 42.7 | 46.9
breast milk, give the child other supplementary food
At the age of 6 months start feeding the child daliya |S | 36.8 125 | 198 | 28.3 | 229
made of rice and flour P| 608 | 804 | 735 | 69.6 | 72.1
Feed the child homemade paste/semi-solid food S| 9.7 7.2 55 | 13.3 8.3
without spice P| 848 | 76.6 | 80.2 | 80.0 | 80.1
Give the child fruits and vegetables S| 83 10.6 24 | 22.6 9.6
P| 784 | 796 | 854 | 68.0 | 79.1
Give supplementary food 5-6 times in a day S| 8.9 7.2 42 | 145 7.9
P| 76.5 78.6 | 80.0 | 735 | 77.7
Continue breastfeeding for 2 years S| 5.8 245 | 17.3 | 152 | 16.5
P| 77.1 66.4 | 735 | 66.3 | 71.0
Fulfill the growing needs of the child through S| 59 4.8 3.9 7.8 5.3
adequate supplementary food P|79.7 | 751 | 77.4 | 76.4 | 77.1
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Particulars High | Other | Rural | Urban| Total

(S= Spontaneous response P= Prompt response) focus | states

Initiate breastfeeding within one hour of birth S| 16.3 148 | 145 | 17.0 | 154
P| 744 795 | 793 | 73.7 | 77.3
Feeding the child mother’s first thick yellowish milk | S| 11.6 11.6 9.3 | 158 | 116
i.e colostrum keeps the child away from diseases P| 741 701 | 721 | 714 | 71.8
Mother’s first milk also provides adequate quantities | S| 7.6 4.4 4.0 9.0 5.8
of vitamins and proteins P| 766 | 83.8 | 79.7 | 827 | 80.8
For the first 6 months feed the child mother’s milk S| 194 13.0 | 146 | 178 | 158
only. Do not feed anything else. P| 65.8 775 | 725 | 726 | 725
Remember, for the first 6 months mother’s milk is S| 9.8 8.5 83 | 104 9.1
the best and complete nutrition for the child P| 79.7 718 | 731 | 788 | 75.1
% learnt new things from the TV spot 68.1 | 76.6 | 76.5 | 66.7 | 73.0
Total N 136 182 204 114 318
Aspects liked in the TV spot
The message conveyed 91.2 97.0 | 97.1 | 89.9 | 945
Clarity of the message 85.4 895 | 904 | 83.1 | 87.7
Storyline 80.0 89.4 | 924 | 72.7 | 854
Presentation style 82.5 85.3 | 89.7 | 741 | 84.1
Characters 80.1 87.3 | 912 | 719 | 84.3
Music 74.7 86.6 | 884 | 69.3 | 815
Overall 83.1 919 | 936 | 78.3 | 88.1
Total N 136 182 204 114 318
% encountered difficulties in understanding 6.1 10.0 8.5 8.0 8.3
Language .9 81.7 | 496 | 69.3 | 56.3
Wordings 34.9 1.2 | 16.2 3.3 | 11.7
Message too fast 75.4 183 | 41.3 | 26.6 | 36.2
Other 9 0.0 0.0 .8 3
Total N 8 18 17 9 26

Table 20.2: Messages recalled, aspects liked and difficulties encountered by men in TV spot:
Badhte Shishu ki Badhti Zaroorat - Nutrition and Breastfeeding

Particulars High | Other | Rural | Urban | Total
(S= Spontaneous response P= Prompt response) focus | states

Messages

For better growth of the child, feed the child only S| 672 | 681 | 725 | 53.3 |67.8

mother’s milk for first 6 months; after that, alongwith |p| 292 | 285 | 229 | 46.7 |28.7
breast milk, give child other supplementary food

At the age of 6 months start feeding the child daliya S| 105 | 198 | 155 | 20.2 | 16.6
made of rice and flour P| 8.7 | 773 | 821 | 75.6 |80.5
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(S= Spontaneous response P= Prompt response) focus | states

Particulars ‘ High | Other | Rural | Urban | Total

Feed the child homemade paste/semi-solid food S| 180 | 104 | 143 9.1 |13.0
without spice P| 658 | 61.8 | 55.7 | 86.4 |63.2
Give the child fruits and vegetables S| 99 7.8 80 | 100 | 85
P| 776 | 854 | 81.3 | 86.9 |82.7
Give supplementary food 5-6 times in a day S| 216 | 143 | 176 | 143 [16.8
P| 65.0 | 70.0 | 64.6 | 79.6 |68.3
Continue breastfeeding for 2 years S| 65 | 183 | 118 | 216 |14.2
P| 864 | 62.1 | 693 | 742 | 705
Fulfill the growing needs of the child through S 7 | 134 9.6 7.3 | 9.0
adequate supplementary food P| 80.7 | 74.0 | 72.4 | 88.3 |76.3
Initiate breastfeeding within one hour of birth S| 183 | 12.2 9.6 | 28.8 [14.3
P| 78.1 | 82.0 | 84.6 | 68.5 |80.7
Feeding the child mother’s first thick yellowish milk S| 89 | 148 | 126 | 132 [12.7
i.e colostrum keeps the child away from diseases P| 785 | 679 | 706 | 745 |715
Mother’s first milk also provides adequate quantities |S| 21.4 7.7 | 13.3 9.6 |12.4
of vitamins and proteins P| 651 | 635 |61.1 | 73.2 |64.1
For the first six months feed the child mother’s milk S| 64 7.4 57 | 11.0 | 7.0
only. Do not feed anything else other than this P| 898 | 698 | 750 | 81.7 |76.6
Remember, for the first 6 months mother’s milkisthe |S| 149 | 20.8 | 17.8 | 21.5 | 18.7
best and complete nutrition for the child Pl 802 | 690 | 727 | 733 |728
% learnt new things from the TV spot 91.2 | 641 | 67.7 | 91.1 |73.4
Total N 22 43 49 16 65
Aspects liked in the TV spot
The message conveyed 90.2 | 92.8 [ 925 | 90.3 [91.9
Clarity of the message 734 | 935 [89.2 | 784 |86.6
Storyline 755 | 95.6 | 90.0 | 84.8 [88.7
Presentation style 75.0 | 88.1 |84.0 | 823 |83.6
Characters 80.3 | 87.0 | 84.1 | 86.7 |84.7
Music 81.6 | 86.8 | 83.7 | 89.0 |85.0
Overall 80.9 | 93.7 | 904 | 85.8 |89.3
Total N 22 43 49 16 65
% encountered difficulties in understanding 51 8.0 6.2 93 | 7.0
Language
Wordings
Message too fast
Too many messages
Total N 1 3 3 1 4
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Table 20.3: Percentage distribution of women and men by intended action after watching
TV spot: Badhte Shishu ki Badhti Zaroorat - Nutrition and Breastfeeding

Intended actions High | Other Urban | Total
focus | states

Women

% who intend to take action after watchingTVspot | 37.6 | 42.1 | 36.3 | 47.2 | 40.2
Total N 136 182 204 114 318
Ensure exclusive breastfeeding for 1t 6 months 47.4 50.7 51.7 46.2 49.4
Initiate supplementary feeding after 6 months 36.8 30.9 26.0 43.1 33.2
Initiate breastfeeding within one hour of birth 9.2 9.4 15 20.1 9.3
Feed colostrum to the child 21.4 18.6 10.6 2783 19.7
Acquire more information 7.6 14.3 iS5 20.2 11.6
Discuss with spouse/family members 215 BOAS 27.4 29.0 28.1
Discuss with friends/relatives 315 44.2 46.5 29.0 39.1
Encourage others on child feeding practices 20.1 10.8 .9 33.2 14.5
Total N 51 77 74 54 128
Men

% who intend to take action after watching TVspot | 48.2 | 22,9 | 229 | 58.2 | 31.5
Total N 22 43 49 16 65
Encourage exclusive breastfeeding for 1t 6 months 67.2
Encourage Initiation of supplementary feeding after 30.1
6 months

Encourage initiation of breastfeeding within one 37.4
hour of birth

Encourage feeding colostrum to the child 29.2
Acquire more information 36.8
Discuss with spouse/family members 215
Discuss with friends/relatives 26.8
Encourage others on child feeding practices 1.5
Total N 11 10 12 9 21
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Annexure 21

Age at Marriage

TV Spot

b
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Let her play Delay the age at marriage- Let her go to school and study  Black and White TV spot

Table 21.1: Messages recalled, aspects liked and difficulties encountered by women in TV spot:

Age at Marriage
Particulars | High | Other | Rural | Urban | Total
(S= Spontaneous response P= Prompt response) | focus | states
Messages
Keep the dreams and health of your S 23.9 21.6 22.8 22.2 22.6
daughters intact P| 741 | 693 | 706 | 738 | 715
Get them married only after the age of 18 S 83.6 79.9 80.6 84.2 81.6
years P 14.7 16.8 16.1 14.9 15.8
National Rural Health Mission......... Healthy | S 10.1 6.2 7.7 8.9 8.0
Nation/Bharat begins with healthy family P 80.3 71.4 74.4 78.3 75.5
...from you
% learnt new things from the TV spot 66.3 64.5 64.7 67.0 65.3
Total N 329 390 528 191 719
Aspects liked in the TV spot
The message conveyed 95.9 90.3 91.7 96.2 92.9
Clarity of the message 88.6 83.7 83.5 92.6 85.9
Storyline 87.6 77.2 80.3 86.4 81.9
Presentation style 88.3 79.8 84.0 82.8 83.7
Characters 88.2 78.2 84.1 79.2 82.8
Music 85.4 75.3 81.3 76.1 79.9
Overall 93.5 82.4 87.6 87.2 87.5
Total N 329 390 528 191 719

107




A Concurrent Evaluation of Phase Il of the NRHM BCC Campaign

108

Particulars

(S= Spontaneous response P= Prompt response)

% encountered difficulties in understanding 6.5 9.1 8.2 7.1 7.9
Language 34.3 58.8 49.9 48.7 49.6
Wordings 27.3 35.0 38.4 12.1 32.1
Message too fast 65.1 18.0 33.8 41.8 35.7
Too many messages 11.2 3.2 3.6 14.6 6.2
Other 3 2 0.0 11 3
Total N 21 36 43 14 57

Table 21.2: Messages recalled, aspects liked and difficulties encountered by men in TV spot:

Age at Marriage
Particulars High | Other | Rural ‘ Urban | Total
(S= Spontaneous response P= Prompt response) | focus | states
Messages
Keep the dreams and health of your S| 252 34.7 29.5 30.4 29.7
daughters intact P| 729 | 580 | 66.6 | 63.4 | 658
Get them married only after the age of 18 S| 932 72.9 82.2 87.3 83.5
years P 5.8 26.5 16.8 12.4 15.7
National Rural Health Mission......... Healthy | S | 14.6 15.9 15.2 15.3 15.2
Nation/Bharat begins with healthy family P| 789 65.9 74.0 68.9 72.7
...fromyou
% learnt new things from the TV spot 62.1 61.1 62.9 57.6 61.6
Total N 206 189 295 100 395
Aspects liked in the TV spot
The message conveyed 88.8 94.6 93.4 86.4 91.6
Clarity of the message 81.2 85.7 84.1 80.9 83.3
Storyline 82.2 87.4 85.7 81.6 84.7
Presentation style 86.0 86.3 88.1 80.2 86.1
Characters 83.2 86.7 86.7 79.5 84.9
Music 83.0 85.6 91.6 62.5 84.2
Overall 86.9 92.3 92.8 79.9 89.5
Total N 206 189 295 100 395
% encountered difficulties in understanding 5.3 12.1 7.5 11.8 8.6
Language 12.0 48.7 37.2 35.9 36.8
Wordings 45.7 46.3 45.9 46.6 46.1
Message too fast 31.0 27.3 30.6 24.4 28.5
Too many messages 45.6 0.0 10.8 22.3 14.8
Total N 11 23 22 12 34
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Table 21.3: Percentage distribution of women and men by intended action after watching
TV spot: Age at Marriage

Intended actions ‘ High | Other | Rural ‘ Urban

focus | states
Women
% who intend to take action after watching 47.7 49.6 46.7 54.5 48.7
TV spot
Total N 329 390 528 191 719
Acquire more information 32.3 194 22.5 31.6 25.2
Discuss with spouse/family members 20.2 28.6 23.1 29.2 24.9
Discuss with friends/relatives 33.7 57.9 45.7 50.4 47.1
Encourage others for ensuring that girls marry 50.4 35.5 39.1 49.5 42.2
after the age of 18 years
Total N 157 194 247 104 351
Men
% who intend to take action after watching TV 64.9 54.5 59.4 61.4 59.9
spot
Total N 206 189 295 100 394
Acquire more information 30.4 13.3 21.6 26.9 23.0
Discuss with spouse/family members 20.4 32.8 24.3 30.2 25.8
Discuss with friends/relatives 30.8 61.1 45.3 40.0 44.0
Encourage others for ensuring that girls marry 86.5 59.9 74.6 76.0 75.0
after the age of 18 years
Total N 133 103 175 61 236
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Annexure 22

Pragati Talking to Papa

(Antenatal Care)
Radio Spot

Table 22.1: Messages recalled, aspects liked and difficulties encountered by women in radio

spot: Pragati talking to papa - ANC

Particulars High | Other | Rural | Urban | Total
focus | states ‘
Messages
Checkups of pregnant women are done on VHND S| 299 | 134 | 21.1 27.9 | 22.2
P| 643 | 63.8 | 63.4 | 67.7 | 64.0
Tetanus injections are given S| 486 | 476 | 454 | 635 | 48.2
P | 45.0 43.1 | 46.9 28.3 | 44.1
Iron pills are given S| 325 | 122 | 220 | 28.6 | 23.0
P| 60.6 | 70.8 | 67.9 | 51.2 | 65.4
Nutrition related advice is given S| 15.7 2.6 9.3 11.3 9.6
P| 688 | 585 | 67.1 | 46.2 | 64.0
Children are immunized S| 121 | 22.2 | 13.7 344 | 16.8
P| 782 | 644 | 747 | 554 | 71.8
Their (children’s) weight is taken S 6.0 3.8 3.9 9.4 4.7
P| 719 | 655 | 68.9 | 69.2 | 68.9
Better health services have reached the door step S| 215 2.8 | 13.3 10.1 | 12.8
of people in the villages. Many more people than P| 589 | 64.8 | 59.1 76.0 | 61.7
before are taking benefits of these services.
National Rural Health Mission — Because, healthy 15.7 A4 9.9 9 8.6
nation/Bharat begins with healthy family ...from you 63.2 | 70.1 | 63.4 83.5 | 66.4
% learnt new things from the Radio spot 79.2 | 69.0 | 73.9 | 77.0 | 744
Aspects liked in the Radio spot
The message conveyed 88.1 | 78.7 | 81.8 | 94.2 | 83.7
Clarity of the message 781 | 66,5 | 70.0 | 87.9 | 72.7
Jingle tune/music 774 | 84.7 | 80.6 | 819 | 80.8
Presentation style 779 | 71.6 | 74.9 75.2 | 75.0
Overall 80.3 | 65.1 | 721 | 79.7 | 73.2
% encountered difficulties in understanding 47 | 423 | 224 | 216 | 222
Total N 115 101 | 183 33 | 216




Table 22.2: Messages recalled, aspects liked and difficulties encountered by men in radio spot:

Pragati talking to papa - ANC

Annexure 22

Particulars High | Other | Rural | Urban | Total
‘ focus | states ‘ ‘
Messages
Checkups of pregnant women are done on S 4.9 12.8 7.1 17.3 9.3
VHND P | 88.6 76.3 | 825 79.2 81.7
Tetnus injections are given S | 46.0 41.3 |31.3 85.7 43.4
P | 49.6 451 |56.7 13.1 47.1
Iron pills are given S| 258 19.8 |[21.8 24.6 22.4
P | 695 69.1 |67.6 75.3 69.3
Nutrition related advice is given S 1.0 4.9 .6 12.3 3.2
P | 835 63.0 |76.6 56.1 72.0
Children are immunized S| 248 286 |20.2 50.5 26.9
P | 75.2 58.7 | 75.2 33.6 66.0
Their (children’s) weight is taken S 3.2 14.2 5.3 23.7 9.4
P | 755 66.2 | 75.3 52.5 70.3
Better health services have reached the door S 8.4 8.2 |105 5 8.3
step of people in the villages. Many more people | P | 78.2 61.8 | 70.1 65.3 69.0
than before are taking benefits of these services
National Rural Health Mission — Because, S 11.7 4 6.7 .8 5.4
healthy nation/Bharat begins with healthy P | 786 70.4 | 79.8 53.4 74.0
family ...from you
% learnt new things from the Radio spot 89.7 77.3 |819 85.9 82.8
Aspects liked in the Radio spot
The message conveyed 86.3 85.2 833 94.0 85.7
Clarity of the Message 88.7 85.3 |84.4 95.1 86.8
Jingle tune/music 83.6 879 |83.9 93.5 86.0
Presentation style 83.3 88.6 |83.0 97.8 86.3
Overall 86.6 91.0 |86.7 97.3 89.1
% encountered difficulties in understanding 4.2 357 [171 38.6 21.8
Total N 47 61 84 24 108
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Table: 22.3: Percentage distribution of women and men by intended action after Listening
radio spot: Pragati talking to papa - ANC

Intended actions High | Other | Rural ‘ Urban | Total
focus | states
Women
% who intend to take action after listening the 45.7 62.0 55.5 40.9 53.3
radio spot
Total N 115 101 183 33 216
Participate in VHNDs 7.6 7.9 6.0 7.7
Avail services on VHNDs 16.2 17.1 17.9 16.7
Acquire more information 38.4 17.2 25.9 26.9
Discuss with spouse/family members 29.0 57.8 41.0 44.6
Discuss with friends/relatives 26.6 52.3 37.7 40.5
Encourage others for availing services 10.2 10.5 10.4 10.3
Total N 53 62 102 13 115
Men
% who intend to take action after listening to 39.9 45.8 41.5 49.0 43.2
radio spot
Total N 47 61 84 24 108
Encourage spouse for participating in VHNDs 29.0 29.7 37.1
Encourage spouse for availing services on 22.8 29.9 29.7
VHNDs
Acquire more information 46.7 19.2 36.1
Discuss with spouse/family members 24.2 29.2 24.9
Discuss with friends/relatives 54.1 44.9 42.4
Encourage others for availing services 10.8 9.6 13.7
Total N 19 28 35 12 47
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Annexure 23

Conversation with ASHA

(Antenatal Care)
Radio Spot

Table 23.1: Messages recalled, aspects liked and difficulties encountered by women in
radio spot: Conversation with ASHA - ANC

Particulars ‘ High | Other | Rural ‘ Urban | Total
(S= Spontaneous P= Prompted) focus | states
Messages
What should be done on confirmation of S| 251 28.0 |24.7 32.6 25.4
pregnancy? After checkup at health center, jaccha | p | 71.2 69.1 | 715 65.6 | 71.0
baccha (mother-child) card should be prepared
Definitely take iron tablets for 100 days S| 414 234 |384 49.6 | 394
P | 575 76.4 | 60.5 499 | 59.6
If the women are pregnant, take care now, then S| 81 15.1 8.2 16.3 8.9
will remain healthy themselves and the child will | p | 79.3 727 |1 79.7 67.1 | 785
also be born healthy
During pregnancy along with additional foodand | S | 12.0 18.9 |12.6 14.9 12.8
work; rest is also important P|792 | 712 |793 | 683 |783
Definitely administer 2 Tetanus injections at the S | 41.3 51.3 [41.1 54.9 42.4
interval of one month P|562 |445 |56.7 | 369 |[549
Get registered each under JSY and get both safe S| 241 146 |[24.2 11.7 | 23.1
delivery and financial assistance P | 66.1 583 |64.4 734 | 65.2
National Rural Health Mission — Because, healthy | S | 1.6 4.0 15 5.4 1.9
nation/Bharat begins with healthy family ...from | p | §9.0 74.7 169.1 752 | 69.7
you
% learnt new things from the radio spot 809 | 729 |824 55.7 | 80.0
Aspects liked in the radio spot
The message conveyed 91.0 924 |91.7 86.3 | 91.2
Clarity of the message 86.3 91.0 |87.5 799 | 86.8
Jingle tune/music 72.6 95.7 |75.8 68.8 | 75.1
Presentation style 70.1 85.8 |70.5 85.2 | 719
Overall 84.8 88.7 |85.8 79.2 | 852
% encountered difficulties in understanding 44 | 17.6 5.7 8.0 5.9
Total N 386 48 | 395 39 434
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Table 23.2: Messages recalled, aspects liked and difficulties encountered by men in radio spot:
Conversation with ASHA - ANC

Particulars High | Other | Rural ‘ Urban | Total
(S= Spontaneous P= Prompted) focus | states
Messages
What should be done on confirmation of S| 31.9 37.4 | 30.3 47.7 33.0
pregnancy? After checkup at health center, ‘jaccha |P | 65.6 49.3 | 64.3 51.5 62.4
baccha’ (mother-child) card should be prepared
Definitely take iron tablets for 100 days S| 474 16.9 | 43.0 32.0 41.3
P | 52.6 80.7 | 56.9 65.6 58.2
If the women are pregnant, take care now, then S 5.7 26.3 6.0 31.2 9.8
will remain healthy themselves and the child will | p | 85.1 51.2 | 83.3 50.5 78.3
also be born healthy
During pregnancy along with additional foodand | S | 18.2 8.7 | 175 9.7 16.3
work, rest is also important P| 77.1 88.1 | 77.9 87.0 79.3
Definitely administer 2 Tetanus injectionsatthe |[S | 37.9 16.7 | 35.3 24.8 SeN
interval of one month P | 579 67.1 | 58.8 64.9 59.8
Get registered each under JSY and get both safe S | 18.9 .6 | 16.1 10.6 15.3
delivery and financial assistance P| 75.6 79.0 | 76.2 76.9 76.3
National Rural Health Mission — Because, healthy | S A 6.6 1.4 2.9 1.6
nation/Bharat begins with healthy family ...from |[p | 77.2 78.3 | 75.9 85.9 77.5
you
% learnt new things from the radio spot 83.2 90.9 | 84.7 84.6 84.7
Aspects liked in the radio spot
The message conveyed 94.5 | 100.0 | 96.3 91.7 95.6
Clarity of the message 77.0 89.0 | 79.3 79.8 79.4
Jingle tune/music 85.7 91.2 | 87.5 83.1 86.8
Presentation style 86.1 88.6 | 87.6 80.7 86.6
Overall 87.3 93.8 | 87.3 95.8 88.6
% encountered difficulties in understanding 4.9 254 | 10.0 35 9.0
Total N 134 33 142 25 167
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Table 23.3: Percentage distribution of women and men by intended action after listening to

the radio spot: Conversation with ASHA - ANC

Intended actions High | Other | Rural | Urban | Total
focus | states ‘
Women
% who intend to take action after listening the radio spot | 59.9 | 389 | 59.2 | 415 | 57.6
Total N 386 48 | 395 39 434
Administer 2 TT shots during pregnancy 63.4 62.5 61.6
Consume 100 iron tablets during pregnancy 53.1 52.9 52.6
Receive ANC check-up at health centers 19.4 18.4 19.3
Prepare ‘jaccha baccha’ card at health centers 4.8 6.6 6.6
Ensure good food during pregnancy 3.0 3.2 4.8
Ensure rest during pregnancy 1.7 2.6 2.5
Take care advantages of JSY 18.5 17.4 17.3
Acquire more information 6.6 7.0 7.0
Discuss with spouse/family members 29.9 32.3 31.2
Discuss with relatives/friends 29.1 30.0 29.9
Encourage others for availing services 6.9 5.5 6.7
Total N 231 19 234 16 250
Men
% who intend to take action after listening to radio spot | 69.0 | 62.5 | 72.6 | 40.0 | 67.7
Total N 134 33 142 25 167
Encourage spouse for administering 2 TT shots during 42.1 | 36.1 | 39.2 41.0
pregnancy
Encourage spouse for consuming IFA during pregnancy | 34.2 | 11.6 | 30.7 30.0
Encourage spouse for receiving ANC check-up at health | 33.2 | 15.8 | 29.3 30.0
centers
Prepare ‘jaccha baccha’ card at health centers 8.7 | 11.1 8.9 9.2
Ensure good food during pregnancy 5.0 | 10.1 4.4 6.0
Ensure rest during pregnancy 5.8 6.8 6.4 6.0
Take advantages of JSY 14.0 59 | 134 12.5
Acquire more information A | 349 4.1 6.5
Discuss with spouse/family members 29.3 | 52.7 | 34.0 33.6
Discuss with friends/relatives 39.8 | 68.3 | 45.0 45.0
Encourage others for availing services 5 3.4 A4 1.0
Total N 92 21 | 103 10 113
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Journalist Khushi
(Institutional Delivery & JSY)

Radio Spot

Table 24.1: Messages recalled, aspects liked and difficulties encountered by women in
radio spot: Journalist Khushi - Institutional Delivery & JSY

Particulars High | Other | Rural ‘ Urban | Total
(S= Spontaneous P= Prompted) focus | states
Messages
The birth of every child should take place at S| 683 49.6 | 58.2 74.7 | 61.3
hospital P| 259 43.7 | 35.1 21.7 | 32.6
Proper care of both mother and the child istaken | S | 18.8 15.3 | 13.7 33.8 | 175
in the hospital P| 64.7 76.3 | 70.5 62.6 | 69.0
In case of any complications during delivery, there | S | 12.0 139 | 104 225 | 12.7
are good doctors and nurses to take care of it at P| 731 69.1 | 71.3 729 | 71.6
the hospital. All medicines are also immediately
available there.
More than one crore women have benefited from | S 6.5 18.6 6.1 319 | 11.0
the services and financial assistance from JSY P| 634 48.7 | 57.9 58.0 | 57.9
NRHM
Deliver the child only at the hospital S| 279 49.1 | 32.8 48.6 | 35.8
P | 66.7 449 | 61.0 47.7 | 58.5
Because, healthy nation/Bharat begins with S 3.8 7.4 3.6 11.6 5.1
healthy family ...from you P| 77.8 57.2 | 68.0 79.2 | 70.1
% learnt new things from the radio spot 72.0 58.0 | 69.1 57.1 | 66.8
Aspects liked in the radio spot
The message conveyed 93.9 88.1 | 89.8 999 | 91.7
Clarity of the message 79.3 53.2 | 72.0 58.7 | 69.5
Jingle tune/music 82.2 80.8 | 80.7 85.9 | 81.7
Presentation style 89.0 73.0 | 81.3 90.4 | 83.0
Overall 82.7 70.3 | 76.4 85.2 | 78.1
% encountered difficulties in understanding 7.5 445 | 24.2 9.3 | 214
Total N 80 48 | 104 24 | 128
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Table 24.2: Messages recalled, aspects liked and difficulties encountered by men in radio spot:
Journalist Khushi - Institutional Delivery & JSY

Particulars High | Other | Rural ‘ Urban | Total
(S= Spontaneous P= Prompted) focus | states
Messages
The birth of every child should take place at S 711 27.1 | 484 61.7 | 50.1
hospital P | 28.9 729 | 51.6 38.3 | 49.9
Proper care of both mother and the child istaken | S 11.5 15.0 | 12.0 21.6 | 13.2
in the hospital P | 88.1 76.5 | 835 76.0 | 82.6
In case of any complications during delivery, there | S 1.3 3.1 2.4 5 2.2
are good doctors and nurses to take care of it at P | 955 | 80.3 | 86.6 994 | 88.2
the hospital. All medicines are also immediately
available there.
More than 1 crore women have benefited from the | S 1.9 3.1 2.8 5 2.5
services and financial assistance from JSY NRHM | p | 85.1 62.9 | 79.2 422 | 745
Deliver the child only at the hospital S | 653 | 46.6 | 53.6 75.8 | 56.4
P | 328 | 53.4 | 453 24.2 | 42.6
Because, healthy nation/Bharat begins with S 3.0 3.0 3.4 3.0
healthy family ...from you P | 873 | 78.7 | 82.2 90.2 | 83.2
% learnt new things from the radio spot 835 | 47.0 | 647 75.6 | 66.1
Aspects liked in the radio spot
The message conveyed 87.8 | 853 | 86.1 90.6 | 86.6
Clarity of the message 86.4 | 66.8 | 83.3 340 | 77.1
Jingle tune/music 779 | 853 | 80.6 87.6 | 815
Presentation style 80.8 | 82.4 | 80.3 90.3 | 81.6
Overall 87.4 | 853 | 84.7 98.2 | 86.4
% encountered difficulties in understanding 32 | 104 7.4 1.6 6.7
Total N 56 51 94 13 | 107
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Table 24.3: Percentage distribution of women and men by intended action after listening to
the radio spot: Journalist Khushi - Institutional Delivery & JSY

Intended actions High | Other | Rural ‘ Urban | Total
focus | states
Women
% who intend to take action after listening the 36.9 65.6 48.7 43.1 47.6
radio spot
Total N 80 48 104 24 128
Deliver the child in health institutions 42.5 23.8 8.8 32.9
Take benefits of JSY 42.9 8.7 29.6 25.3
Acquire more information 1.3 11.4 6.1 6.5
Discuss with spouse/family members 20.1 40.5 23.6 30.6
Discuss with friends/relatives 27.2 87.8 57.4 58.4
Encourage others for availing services 15.5 9.4 5.3 12.4
Total N 29 32 51 10 61
Men
% who intend to take action after listening to 68.8 74.9 69.6 86.5 71.7
radio spot
Total N 56 51 94 13 107
Encourage spouse for delivering in hospital 89.9 30.6 67.2 60.4
Take benefits of JSY 68.7 26.0 51.8 47.5
Acquire more information 294 19.0 25.8 24.2
Discuss with spouse/family members 4.3 45.2 16.4 24.6
Discuss with friends/relatives 8.2 79.7 34.7 43.8
Encourage others for availing services 1 39.2 22.9 19.5
Total N 39 38 65 12 77
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Annexure 25

Jingle Jagmag
(Institutional Delivery)
Radio Spot

Table 25.1: Messages recalled, aspects liked and difficulties encountered by women in
radio spot: Jingle Jagmag - Institutional Delivery

Particulars ‘ High | Other | Rural ‘ Urban | Total
(S= Spontaneous P= Prompted) focus | states

Messages

Getting delivery done in hospital is a wise 60.7 50.3 58.5 66.1 59.0
decision 365 | 404 | 375 | 322 | 371

17.2 20.1 16.9 26.8 17.6
77.8 53.3 75.0 60.1 73.9
14.6 8.1 13.6 13.1 13.6
77.6 48.3 3.2 69.1 72.9
15.8 7.2 14.6 12.9 14.4
76.9 41.0 71.5 66.5 71.2

Find out which hospital is near to your house

Arrangement to reach there (hospital) from
your house should be available day and night

Get registered under JSY of NRHM and get
both safe delivery and financial assistance

T V(T WLW|T | LVL|T| ,LW|T| WV

Because, healthy nation/Bharat begins with 5.2 5.1 4.7 10.7 5.2
healthy family ...from you 80.0 | 557 | 766 | 703 | 76.1
% learnt new things from the radio spot 76.9 63.1 75.1 69.4 74.7
Aspects liked in the radio spot

The message conveyed 87.2 68.1 83.2 96.3 84.2
Clarity of the message 80.9 43.1 74.5 78.7 74.8
Jingle tune/music 79.0 98.7 82.3 79.6 82.1
Presentation style 78.8 62.8 77.2 65.1 76.3
Overall 84.0 61.8 80.8 76.6 80.5
% encountered difficulties in understanding 3.9 57.2 12.1 16.9 125
Total N 189 36 208 17 225

119




A Concurrent Evaluation of Phase Il of the NRHM BCC Campaign

120

Table 25.2: Messages recalled, aspects liked and difficulties encountered by men in
radio spot: Jingle Jagmag - Institutional Delivery

Particulars Other | Rural | Urban
(S= Spontaneous P= Prompted) states ‘
Messages
Getting delivery done in hospital is a wise S| 535 33.0 52.7 34.2 50.8
decision P| 449 | 520 | 438 | 633 | 4538
Find out which hospital is near to your house | S | 15.1 22.8 13.8 36.7 16.1
P | 817 55.4 80.6 58.0 78.3
Arrangement to reach there (hospital) from S 1.9 10.0 1.6 14.8 2.9
your house should be available day and night | p | 94.0 50.9 90.2 72.7 88.4
Get registered under JSY of NRHM and get S 2.3 20.4 1.6 31.6 4.6
both safe delivery and financial assistance P | 88.8 44.9 85.3 64.2 83.2
Because, healthy nation/Bharat begins with S 1.8 10.5 15 15.5 2.9
healthy family ...from you P| 899 | 452 | 864 | 642 | 841
% learnt new things from the radio spot 82.9 57.5 81.9 59.4 79.6
Aspects liked in the radio spot
The message conveyed 90.9 74.2 88.5 90.9 88.7
Clarity of the message 74.8 79.7 73.5 91.9 75.4
Jingle tune/music 74.7 70.9 72.5 90.1 74.2
Presentation style 84.2 87.3 83.3 95.7 84.6
Overall 90.1 87.3 89.1 95.7 89.8
% encountered difficulties in understanding 3 27.3 2.6 14.3 3.8
Total N 85 13 88 10 98
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Table 25.3: Percentage distribution of women and men by intended action after listening to

the radio spot: Jingle Jagmag - Institutional Delivery

Intended actions ‘ High Other | Rural ‘ Urban ‘ Total
focus states
Women
% who intend to take action after listening 54.8 62.6 56.9 45.2 56.0
the radio spot
Total N 189 36 208 17 225
Deliver the child at hospital 50.9 18.9 45.7 45.2
Enquire about nearest health facility for 15.0 5.0 13.1 13.2
delivery
Arrange transport in advance for delivery 5.5 4.8 4.5
Take benefit of JSY 35.5 7.5 31.1 30.5
Acquire more information 4.0 14.3 4.6 5.8
Discuss with spouse/family members 26.0 23.9 24.9 25.6
Discuss with friends/relatives 37.7 44.1 38.9 38.8
Encourage others for availing services 13.7 68.3 23.6 23.4
Other 9 38.2 7.2 7.6
Total N 104 22 118 8 126
Men
% who intend to take action after listening &8, 35.6 37.1
to radio spot
Total N 86 88 98
Encourage spouse for delivering at hospital 64.0 64.0 61.8
Enquire about nearest health facility for 36.7 35.3 36.7
delivery
Arrange transport in advance for delivery 24.8 25.5 28.2
Take benefit of JSY 48.7 47.8 48.0
Acquire more information T 0.0 1.3
Discuss with spouse/family members 25.7 27.3 27.8
Discuss with friends/relatives 22.2 22.2 22.4
Encourage others for availing services 0.0 0.0 A4
Total N 57 5 57 5 62
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Holi Song (Family Planning)

Radio Spot

Table 26.1: Messages recalled, aspects liked and difficulties encountered by women in
radio spot: Holi Song - FP

Particulars High | Other | Rural ‘ Urban | Total
(S= Spontaneous P= Prompted) focus | states
Messages
There is no tension in the sweet moments of life | S | 18.0 | 20.9 16.7 39.2 18.6
because new Copper-T’s safety is always with P | 69.4 71.6 71.9 47.7 69.8
me
In case you want to become a mother for S 18.5 9.8 15.8 26.6 16.7
second time it can be easily removed also P | 799 80.4 | 82.6 51.0 80.0
With this new Copper-T there is no tension S 6.6 12.4 6.2 24.4 7.8
P| 716 | 817 | 75.1 575 | 73.6
Get more information from ANM at nearby S | 16.6 2 14.4 2.3 13.3
health centre P | 76.3 84.8 78.2 75.6 78.0
Accept Copper-T from local trained health S 8.6 .0 7.4 14 6.9
worker at the right time P | 835 | 872 | 850 76.2 | 84.3
This is the time of new and safe Copper-T S| 251 29.8 24.1 47.5 26.1
P| 675 | 63.6 | 68.7 454 | 66.7
Because, healthy nation/Bharat begins with S 7.7 1.3 6.5 5.2 6.4
healthy family ...from you P | 829 80.4 83.5 70.8 82.4
% learnt new things from the radio spot 835 | 757 | 815 86.6 | 82.0
Aspects liked in the radio spot
The message conveyed 885 | 946 | 89.3 94.1 | 89.7
Clarity of the message 78.5 86.6 80.7 73.6 80.1
Jingle tune/music 73.8 90.3 76.3 85.6 77.1
Presentation style 81.3 85.1 81.5 88.2 82.1
Overall 80.8 | 839 | 80.8 88.2 | 814
% encountered difficulties in understanding 36 | 11.8 5.0 7.8 5.2
Total N 129 32 147 14 161
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Table 26.2: Messages recalled, aspects liked and difficulties encountered by men in radio spot:
Holi Song - FP

Particulars High | Other | Rural ‘ Urban | Total
(S= Spontaneous P= Prompted) focus | states
Messages
There is no tension in the sweet moments of S 10.8 15.1 9.5 31.5 12.6
life because new Copper-T’s safety is always P 82.4 63.0 | 75.7 67.0 74.4
with me
In case you want to become a mother for S 35.3 10.1 | 231 36.4 25.0
second time it can be easily removed also P 61.5 771 | 716 45.1 67.9
With this new Copper-T there is no tension S 10.3 5 6.8 2.8 6.3
P 72.8 625 | 71.1 53.3 | 68.6
Get more information from ANM of nearby S 2 6.0 18.4 2.6
health centre P | 767 | 727 | 810 | 382 | 751
Accept Copper-T from local trained health S T 4.7 16.9 2.4
worker at the right time P | 943 | 733 | 863 | 81.8 | 857
This is the time of new and safe Cu.T S 19.7 68.3 | 33.2 79.3 39.6
P 53.2 9.9 | 38.0 199 | 354
Because, healthy nation/Bharat begins with S 1.6 20.7 11 61.0 9.5
healthy family ...from you P | 810 | 569 | 767 | 368 | 71.1
% learnt new things from the radio spot 86.7 80.1 | 87.1 | 65.0 | 84.0
Aspects liked in the radio spot
The message conveyed 99.8 77.8 89.4 99.3 90.8
Clarity of the message 59.4 73.2 | 59.6 98.6 65.0
Jingle tune/music 82.9 67.0 77.8 67.8 76.4
Presentation style 79.8 730 | 73.6 98.1 77.0
Overall 80.0 67.3 73.7 81.4 74.8
% encountered difficulties in understanding 8.6 5.9 6.3 15.2 7.5
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Table: 26.3: Percentage distribution of women and men by intended action after Listening
radio spot: Holi song - FP

Intended actions ‘ High | Other | Rural ‘ Urban | Total
focus | states
Women
% who intend to take action after listening the 18.3 42.5 19.5 62.0 250
radio spot
Total N 129 32 147 14 161
Shall accept Copper-T 43.3 32.9 29.3
Visit nearest health center for Cu.T 7.3 6.6 10.6
Consult ANM 2.9 2.2 5.7
Acquire more information 21.0 17.2 13.4
Discuss with spouse/family members 21.0 38.1 38.2
Discuss with friends/relatives 24.9 27.2 37.4
Encourage others for availing services 26.0 25.3 21.0
Total N 23 14 29 8 37
Men
% who intend to take action after listening to 74.1 74.3 81.8 27.2 74.2
radio spot
Total N 41 28 59 10 69
Encourage spouse for accepting Cu.T 44.6 14.1 30.5 32.1
Take spouse to nearest health center for Cu.T 32.7 6.3 19.7 21.9
Consult ANM 21.6 20.3 22.0 21.0
Acquire more information 9.7 90.4 45.2 42.9
Discuss with spouse/family members 32.4 87.5 56.3 55.0
Discuss with friends/relatives 47.2 66.7 57.0 55.2
Encourage others for accepting Cu.T .9 1.7 0.0 1.3
Total N 30 21 48 3 51




Annexure 27

Annexure 27

Mehendi Song (Family Planning)

Radio Spot

Table 27.1: Messages recalled, aspects liked and difficulties encountered by women in
radio spot: Mehendi Song - FP

Particulars ‘ High | Other | Rural ‘ Urban | Total
(S= Spontaneous P= Prompted) focus | states

Messages

We are happy as life’s every decision istaken | S 34.3 15.7 31.8 22.2 30.8
jointly (by husband and wife); like when to P 59.5 61.1 59.9 59.2 59.8
have child, spacing between children

Both of you meet ASHA in your village , S 12.9 1.0 10.5 11.8 10.6
she will arrange to provide you complete P 76.5 90.7 78.4 85.6 79.2
information on family planning methods

from nearby health center

Birth at right time and right interval give S 24.0 28.4 24.3 29.4 24.8
mother and the child good/complete health | p 60.7 66.2 60.7 69.8 61.7
Because, healthy nation/Bharat begins with S 3.1 12.0 1.3 33.3 4.8
healthy family ...from you P | 804 69.6 82.1 47.6 78.4
% learnt new things from the radio spot 74.8 63.9 73.1 69.3 72.7
Aspects liked in the radio spot

The message conveyed 87.8 59.2 81.6 88.5 82.4
Clarity of the message 82.5 64.5 78.2 86.8 79.1
Jingle tune/music 83.3 83.8 84.2 76.6 83.4
Presentation style 87.7 64.5 84.1 77.0 83.3
Overall 86.3 64.5 82.8 77.6 82.2
% encountered difficulties in understanding 4.3 42.6 12.8 1.3 11.5
Total N 113 26 124 15 139

Table 27.2: Messages recalled, aspects liked and difficulties encountered by men in
radio spot: Mehendi Song - FP

Particulars High | Other | Rural ‘Urban Total

(S= Spontaneous P= Prompted) focus | states
Messages
We are happy as life’s every decision istaken | S | 36.5 31.8 37.1 15.8 35.4

jointly (by husband and wife); like when to P| 603 65.9 60.5 74.0 61.5
have child, spacing between children
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Particulars ‘ High | Other | Rural ‘ Urban | Total
(S= Spontaneous P= Prompted) focus | states

Both of you meet ASHA in your village, S| 113 9.0 6.8 8.8
she will arrange to provide you complete P| 748 84.1 76.9 76.1 76.9
information on family planning methods

from nearby health center

Birth at right time and right interval give S| 294 11.9 26.2 16.2 25.4
mother and the child good/complete health | p | 57.7 85.8 64.2 61.7 64.0
Because, healthy nation/Bharat beginswith | S | 12.3 9.8 6.8 9.6
healthy family ...from you P| 62.6 99.9 | 69.9 83.3 70.9
% learnt new things from the radio spot 72.6 69.6 72.6 63.2 71.9
Aspects liked in the radio spot

The message conveyed 92.1 | 100.0 934 98.9 93.9
Clarity of the message 72.4 84.6 74.6 815 75.1
Jingle tune/music 70.9 83.6 72.6 88.0 73.8
Presentation style 79.2 79.5 78.3 90.1 79.2
Overall 71.2 | 100.0 76.5 90.9 77.6
% encountered difficulties in understanding 12.0 31.8 17.8 2 16.4
Total N 43 13 52 4 56

Table 27.3: Percentage distribution of women and men by intended action after listening
radio spot: Mehendi Song - FP

Intended actions ‘ High | Other | Rural ‘ Urban | Total
focus | states
Women
% who intend to take action after listening the 51.4 83.0 58.9 45.3 57.4
radio spot
Total N 113 26 124 15 139
Interact with ASHA for family planning 66.2 29.8 56.8 56.3
Acquire more information 20.4 15.4 20.5 19.0
Discuss with spouse/family members 26.7 53.0 36.5 33.9
Discuss with friends/relatives 17.4 58.1 27.2 28.5
Encourage others for availing services 5.0 7.1 3.4 5.6
Total N 58 22 73 7 80
Men
% who intend to take action after listening to 56.7 55.9 55.5
radio spot
Total N 44 13 52 5 57
Interact with ASHA for family planning 61.0 56.8 57.6
Acquire more information 18.1 12.7 14.3
Discuss with spouse/family members 26.0 30.4 311
Discuss with friends/relatives 16.9 33.4 33.4
Encourage others for availing services 11 2.1 2.9
126 Total N 25 6 29 2 31
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Annexure 28

Pragati Talking to Friends

(Health Services)
Radio Spot

Table 28.1: Messages recalled, aspects liked and difficulties encountered by women in
radio spot: Pragati talking to friends - Health Services

Particulars High | Other | Rural | Urban | Total
(S= Spontaneous P= Prompted) focus | states

Messages

There has been so much improvement in the S| 447 49.8 41.5 80.3 45.9
health services in small villages Pl 471 50.2 515 18.7 47.8
People are getting together to think of solutions | S 8.5 46.7 13.2 46.3 16.9
for health problems of the villages- suchagood |p| 84.0 51.2 80.3 48.5 76.8
change!

Like RKSs in hospitals are getting together with | S 7.7 12.4 9.5 2.7 8.7
local people for development of health services |p | 80.3 74.4 77.3 92.2 79.0
Funds have increased, new health centers S| 151 14.8 16.0 7.4 15.0
are coming up, better facilities, instruments, P| 823 72.6 79.1 88.7 80.2

doctors, nurses, increase in use of hospitals for
delivery, care of new born babies- Looking at all
this today | feel proud to be an Indian!

National Rural Health Mission — because a S 9 1.7 .6 4.6 11
healthy nation starts with a healthy family- with |p | 93.7 87.3 92.4 91.9 92.3
you!

% learnt new things from the radio spot 56.5 | 324 | 49.6 64.1 | 51.2
Aspects liked in the radio spot

The message conveyed 94.7 78.0 90.7 93.3 91.0
Clarity of the message 73.4 57.6 72.2 51.6 69.9
Jingle tune/music 86.9 78.0 83.9 93.1 85.0
Presentation style 89.6 47.1 83.7 52.6 80.3
Overall 89.9 | 78.0 | 86.5 934 | 87.3
% encountered difficulties in understanding 16.3 | 318 | 21.9 2.0 19.7
Total N 47 13 53 7 60

127




A Concurrent Evaluation of Phase Il of the NRHM BCC Campaign

Table 28.2: Messages recalled, aspects liked and difficulties encountered by men in
radio spot: Pragati talking to friends - Health Services

Particulars High | Other | Rural ‘ Urban | Total
(S= Spontaneous P= Prompted) focus | states

Messages

There has been so much improvement in the S| 319 | 68.6 | 33.7 82.0 | 46.5
health services in small village P| 68.1 | 199 | 60.1 18.0 | 489
People are getting together to think of solutions S 0.0 | 344 8.5 28.1 13.7
for health problems of the villages- such a good P| 973 | 291 | 84.6 30.1 70.1
change!

Like RKSs in hospitals are getting together with S 0.0 | 21.3 0.0 32.0 8.5
local people for development of health services P| 956 | 283 | 84.4 256 | 68.8
Funds have increased, new health centers are S| 336 50 | 275 76 | 22.2
coming up, better facilities, instruments, doctors, |p| 652 | 446 | 57.8 54.7 57.0
nurses, increase in use of hospitals for delivery,

care of new born babies- Looking at all this today,

| feel proud to be an Indian!

National Rural Health Mission —because a healthy |S 0.0 | 18.7 0.0 28.1 7.4
nation starts with a healthy family- with you! P|100.0 | 309 | 853 370 | 725
% learnt new things from the radio spot 61.2 | 26.2 | 54.2 28.1 | 473
Aspects liked in the radio spot

The message conveyed 89.9 | 746 | 91.9 61.5 83.8
Clarity of the message 87.9 | 625 | 854 56.8 77.8
Jingle tune/music 89.9 | 69.2 | 89.0 61.3 81.6
Presentation style 87.8 | 74.6 | 91.9 56.7 82.6
Overall 88.0 | 746 | 91.9 57.2 | 82.7
% encountered difficulties in understanding 0.0 | 14.2 6.6 3.2 5.7
Total N 24 16 29 11 40

Table 28.3: Percentage distribution of women and men by intended action after listening to
the radio spot: Pragati talking to friends - Health Services

Intended actions ‘ High | Other | Rural ‘ Urban | Total
focus | states

Women

% who intend to take action after listening the 62.4 3.9 50.6 40.3 49.5

radio spot

Total N 47 13 53 7 60

Men

% who intend to take action after listening to 60.0 34 47.6 9.6 37.5

radio spot

Total N 24 16 29 11 40
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