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Program	  Profile	  
•  Name:	  Suppor;ng	  Interna;onal	  Family	  

Planning	  Organiza;ons	  (SIPFO)	  Program	  
•  Country:	  Guatemala,	  Central	  America	  
•  Donor:	  USAID	  
•  Goal:	  	  To	  support	  the	  Ministry	  of	  Health	  in	  

reducing	  maternal	  mortality	  and	  chronic	  
malnutri;on	  in	  the	  Western	  Highlands	  region	  

•  Objec9ves:	  
ü  Increase	  the	  use	  of	  modern	  FP	  contracep;ve	  methods	  among	  rural	  

indigenous	  women	  and	  men	  15-‐49	  years	  of	  age	  
ü  Increase	  par;cipa;on	  of	  men	  in	  FP	  decisions	  
ü  Increase	  the	  number	  of	  providers	  who	  offer	  and	  make	  referrals	  for	  quality	  

family	  planning	  services	  
ü  Support	  the	  implementa;on	  of	  current	  FP	  policies	  	  



Country	  Indicators:	  	  Guatemala	  

Guatemala	  
DHS	  	  
2008-‐2009	  

Global	  	  
Fer9lity	  
Rate	  

Chronic	  
malnutri9on	  
age	  3-‐5	  years	  

Use	  of	  
modern	  FP	  
methods	  

Unmet	  	  
demand	  
for	  FP	  

Delivery	  
health	  
facility	  

Na;onal	   3.6	   49.8%	   35.6%	   20.8	  %	   51.3%	  

Interven9on	  area	   4.3	  	   63%	   21%	  	   27%	   34%	  

Na;onal	  Survey	  of	  Living	  
Condi;ons	  (ENCOVI	  2011)	  

TOTAL	  
POVERTY	  

Poverty	  
Urban	  Area	  

Poverty	  Rural	  
Area	  	  

Na;onal	   54%	   35%	   71%	  

Interven9on	  area	   68%	   50%	   76%	  



Why	  work	  with	  men?	  



Forma9ve	  Research	  

• Biases	  on	  the	  impact	  of	  FP	  
• Women	  using	  FP	  can	  cheat	  and	  /or	  fail	  to	  comply	  their	  expected	  role	  	  
• Benefits	  of	  FP	  related	  to	  others,	  money	  rather	  than	  women´s	  health/life	  

• Restric9ve	  social	  and	  family	  environment	  for	  the	  use	  of	  FP	  
•  Patriarchal	  culture	  and	  machismo	  
• Nega;ve	  opinion	  of	  FP	  
• Beliefs	  and	  religion	  

Barriers	  to	  Access	  Family	  Planning	  by	  Indigenous	  Popula9on	  in	  
Guatemala	  Study.	  (USAID|Health	  Policy	  Ini9a9ve,	  2008).	  

•  Machismo	  prevails	  as	  a	  social	  norm	  
•  Lack	  of	  social	  support	  towards	  FP	  	  	  
•  Most	  women	  cannot	  decide	  to	  use	  contracep;ves,	  need	  couple´s	  consent	  

Tracking	  Results	  Con9nuously	  Study	  (TRaC)	  on	  Family	  
Planning	  (USAID|SIFPO	  PlanFam	  2013).	  

SOCIO	  CULTURAL	  	  CONTEXT	  



Knowledge and use 
of contraceptives 

Beliefs 
Social support 

Manuel	  
• Machismo	  
• 3.5	  years	  primary	  school	  educa;on,	  1.59	  rural/extreme	  
poverty	  	  

• Does	  not	  use	  FP	  
• Does	  not	  respect	  couple’s	  FP	  decision	  unless	  he	  agrees	  
• Believes	  #	  children	  depends	  on	  God´s	  will	  
• Misinforma;on	  and	  myths	  about	  FP	  
• Prac;ce	  of	  verbal,	  physical	  or	  financial	  abuse	  if	  couple	  uses	  
contracep;ves	  without	  his	  consent	  

Socio-demographic 
characteristics Social norms, violence 

(verbal, physical, 
financial abuse) 



Gender	  Transforma9ve	  Approach	  	  
and	  SBCC	  in	  rural	  Guatemala	  

•  Objec9ve:	  	  raise	  awareness	  towards	  a	  form	  of	  masculinity	  that	  supports	  women	  and	  family	  
planning	  	  (perspec&ve	  of	  new	  masculinity)	  

•  Category:	  	  “Gender	  Transforma;ve”	  approach,	  promotes	  equality	  and	  respect	  
•  Behavioral	  determinants:	  	  Social	  Norms	  &	  Locus	  of	  control	  

STRATEGY	  TO	  WORK	  WITH	  MEN:	  SBCC	  INTERVENTIONS	  
Project	  seeks	  to	  transform	  gender	  rela;ons	  to	  promote	  equality	  as	  a	  means	  to	  reach	  health	  outcomes.	  

Training	  on	  Gender	  and	  New	  
Masculini9es:	  health	  providers	  

Advocacy:	  civil	  society,	  Men’s	  
Network	  for	  New	  Masculinity	  	  

Mass	  Media	  Campaign:	  
New	  masculinity	  roles	  
linked	  to	  Family	  Planning	  	  

Interpersonal	  communica9on	  
(IPC):	  community	  level/men	  



Mass	  Media	  Campaign:	  	  
New	  Masculinity	  and	  Family	  Planning	  
•  Target:	  	  indigenous	  men,	  rural	  areas,	  15-‐54	  years	  
•  Materials:	  radio	  spots,	  posters,	  flyers,	  tes;monial	  videos	  
•  Channels:	  radio,	  newspaper,	  health	  services,	  community	  

(kiosks,	  health	  fairs).	  	  	  
•  Languages:	  	  Spanish	  (printed)	  &	  Mayan	  (radio	  only)	  
•  Period:	  	  5	  months	  aired	  in	  radio.	  1	  year	  disseminated	  in	  

community	  channels	  (IPC,	  advocacy)	  
•  Key	  messages:	  	  4	  roles	  of	  new	  masculinity	  

ü  Educa;on	  of	  children	  
ü Nutri;on	  of	  the	  family	  
ü Decisions	  about	  money	  use	  
ü  Family	  Planning	  

•  Evalua9on:	  Ad	  Trac,	  descrip;ve	  quan;ta;ve	  study,	  
representa;ve	  sample	  





Is	  the	  media	  campaign	  being	  
conducted	  to	  transform	  

thinking	  about	  gender	  roles	  
reaching	  the	  intended	  

audience?	  



Key	  message:	  
Educa;on	  of	  children	  
is	  the	  responsibility	  
of	  both	  the	  man	  and	  
the	  woman;	  	  	  
	  
Planning	  for	  the	  
number	  of	  children,	  
too!	  

What is the image 
about 

Planning	  the	  number	  

of	  children	  16.5% 

Channel Exposure 

Health	  service	  	  	  59.1%	  
School	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  28.4%	  
Exterior	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  5.7%	  	  

23.4%	  Assisted	  recall	  
PRINTED	  

34% 

RADIO	  spot	  
educa;on	  of	  
children	  	  112/334	  

100%	  liked	  	  
poster	  &	  spot	  

Direct	  Recall	  
PRINTED	  	  	  	  	  41% 

	  N	  =	  334	  

Educa;on	  	  
of	  children	  77.2% 



What is the image 
about 

Family	  	  
Planning	  	  

73.7% 

Channel Exposure 

Health	  service	  	  	  85.4%	  	  	  
School	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  4.9%	  
Exterior	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  4.9%	  

11.4%	  
Assisted	  recall	  
PRINTED	  

Direct	  Recall	  	  
PRINTED	  	  	  	  	  	  	  	  	  	  	  	  	  26% 

	  N	  =	  334	  

26% 

RADIO	  spot	  family	  
planning	  	  87/334	  

100%	  liked	  	  
poster	  &	  spot	  

Family	  	  
feeding	   13.2% 

Key	  Message:	  	  	  
Family	  planning	  is	  the	  
responsibility	  of	  both	  the	  
man	  and	  the	  woman;	  	  
Planning	  for	  the	  number	  of	  
children,	  too!	  



Spontaneous	  Recall	  

Men: 
10% 

Women: 
3% 

Both: 
85% 

God: 
1% 

N	  =	  334 Who	  decides	  the	  #	  of	  children?	  

Message	  recall	  about	  responsibility	  to	  FP	  

32.3% 

50%	  health	  
service 

11%	  radio 

7%	  school	   

4%	  poster/	  
printed 

Channel	  Exposure	  



Par9cipants:	  Na;onal	  Men’s	  Network,	  Indigenous	  Women	  Alliance	  
ALIANMISAR,	  Observatory	  for	  Reproduc;ve	  Health	  (OSAR).	  	  
	  
•  Promotes	  male	  engagement	  	  
•  Images	  help	  illiterate	  persons	  understand	  the	  message	  
•  Posters	  iden;fied	  as	  the	  most	  useful	  materials	  for	  advocacy	  
ac;vi;es,	  &	  tes;monial	  videos	  useful	  as	  well	  

•  “Opened	  eyes,	  removed	  customs,	  promoted	  gender	  equity“	  
•  Helps	  to	  address	  new	  masculini;es	  with	  local	  leaders	  	  
•  Messages	  were	  well	  received	  by	  target	  popula;ons	  	  
•  Alliance	  between	  Na;onal	  Men´s	  Network	  and	  PSI	  PASMO	  was	  
key	  to	  advance	  in	  gender	  norms	  transforma;on	  

•  Impact	  may	  not	  be	  seen	  immediately	  but	  has	  been	  very	  important	  
to	  generate	  awareness,	  educate,	  and	  address	  machismo	  

Campaign	  Evalua9on	  –	  Focus	  group	  
with	  civil	  society	  leaders	  



Tes9mony	  from	  a	  civil	  society	  leader	  
when	  placing	  a	  poster	  on	  the	  wall…	  

A	  couple	  stopped	  by	  to	  look	  at	  the	  poster	  and	  the	  woman	  said	  to	  
his	  husband:	  

“You	  see?	  	  	  
I	  also	  have	  the	  
right	  to	  manage	  
the	  money!"	  



ü 58	  training	  	  sessions	  with	  health	  
providers	  and	  local	  organiza;ons	  
(gender	  &	  new	  masculinity)	  

	  
ü 3,106	  men	  reached	  through	  IPC	  
sessions	  	  

	  
ü Advocacy	  at	  local	  and	  na;onal	  level	  
by	  Na;onal	  Men’s	  Network	  

ü Mass	  media	  campaign:	  5	  months	  
radio	  (+	  1	  year	  community	  
channels)	  

Program	  results	  during	  strategy	  implementa9on	  



•  Health	  providers	  trained	  in	  gender	  and	  new	  masculini;es	  are	  more	  engaged	  to	  
involve	  men	  in	  health	  and	  FP	  

•  Health	  services	  need	  to	  adapt	  schedules	  and	  informa;on	  to	  engage	  more	  men.	  Do	  
we	  need	  to	  hire	  male	  or	  female	  CHWs	  to	  talk	  with	  men	  about	  FP?	  
ü More	  challenging	  for	  FCHWs	  to	  approach	  men	  than	  for	  MCHWs	  to	  approach	  

women.	  It	  depended	  on	  community	  environment	  and	  machismo	  level.	  	  
ü Similar	  produc;vity	  between	  M	  and	  F	  CHWs	  was	  observed	  (#	  of	  IPC	  sessions	  and	  

#	  of	  referrals	  to	  health	  services).	  
•  Making	  key	  alliances	  with	  partners	  promotes	  ownership	  of	  the	  campaign	  
	  



Integra9on	  of	  Family	  Planning	  &	  MCH:	  
Guatemalan	  family	  during	  children	  growth	  &	  development	  control	  session	  



¡THANK	  YOU!	  
	  
	  


