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“These campaigns 
capture the essence

of the Filipino 
family—we feel

everything revolves 
around our 
children.”

—Juan M. Flavier
Former Secretary of Health, 

currently Senator in the
Philippine Goverment

If you love them, plan for them. This slogan, key
to the Philippines’ family planning communication
outreach programs, honors the Filipino belief in
children as central to the family. The slogan and
the lively logo (box, left) suggest that the aim of
family planning is not so much to avoid having
children, as to provide opportunity to love each
child better by planning for each appropriately.
Conducted by the Philippines’ Department of
Health between 1993–1996, these communica-
tion programs helped increase modern contra-
ceptive use by five percentage points, from 25%
to 30%. (See Figure 1.) Furthermore, the aver-
age rate of increase was only 0.84 percentage
points per year between 1968–1993, but during
the three-year period that the campaigns were
conducted, the average rate of increase doubled
to 1.67 percentage points per year. These results
provide clear evidence of the positive influence
that communication can have on contraceptive
use. A panel survey—re-interviewing the same
people over time—demonstrated that exposure
to communication outreaches as well as original
predispositions led to changes in ideation (con-
ventional ways of thinking and talking) and
contraceptive behavior in the audience. 

Communication Approach
The two campaigns were undertaken in
1993–1994 and 1995–1996. Prior to the launch
service providers were fully trained and logistics

systems were in place and operational. Each
campaign encouraged couples to visit their
family planning provider and select the family
planning method of their choice. Campaign
spots (on television and radio) presented profes-
sional and non-professional community
members extolling the virtues of a planned fam-
ily as a means of having more time to love and
enjoy one’s children. This careful positioning of
the chief message as one of love rather than
one of denial was communicated through-
out the outreaches. 

Central to the success of the 1993–1994
outreach was the use of a three-phase approach
to communication programming. Phase 1 used a
series of radio and television spots representing
the “voice of the people” on why they support
family planning. Phase 2 urged couples to visit
trained health providers. Phase 3 used testimoni-
als by actual users of different contraceptive
methods. During Phase 1, the then Secretary of
Health, Juan Flavier, appeared at the end of each
spot inviting couples to visit the Department of
Health centers.

The 1995–1996 campaigns rebroadcast
most of the 1993–1994 materials plus three new
male motivation and spousal communication
messages. During both periods, then Assistant
Secretary, Carmencita Reodica, who later
became Secretary of Health, was in charge of
“special concerns” which included family 
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