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INTRODUCTIONINTRODUCTIONINTRODUCTIONINTRODUCTIONINTRODUCTION

Human reproduction is the key not only to human
survival but also to the continuing health of billions of
men and women and their present and future children.
Issues relating to reproduction are becoming increas-
ingly prominent on the public health agenda.1 Family
planning programs organize efforts to provide contra-
ception to women and men are one of the major social

and health interventions in the second half of the 20th
century. These programs exist in most countries and in
all world regions. As of 1998, 179 governments, repre-
senting 92% of governments where over 99% of the
world’s population lived, supported access to contra-
ceptives.2 That is due to the reason that mass media is
giving considerable time and space to the issues of health
development and communication.

The media have been the subject of academic
study for over 70 years. However, it is only in the last
decade that media studies as a subject has really come
into the public awareness.3 Massive campaigns (in terms
of budget and time) were designed by the WHO, UNICEF,
Ministry of Health Pakistan and health development
messages were disseminated through mass media for
awareness and change in attitude. The effects para-
digm (or widely adopted theory) assumes media and
their audiences are connected in a basic cause-and-
effect scenario.4

There is a surprisingly long tradition of effects-
based audience research, and an examination of it re-
veals a significant body of different approaches. All have
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in some way sought to examine the effects of media
output on their audiences and all have argued that the
media influence their audiences in some way.5 There is
evidence from a number of studies that individuals’ ex-
posure to mass media messages promoting family plan-
ning influences contraceptive behavior.6-9 For example,
in Nigeria, use of modern contraception, intent to use,
and desire for fewer children were found to be associ-
ated with exposure to media messages on family plan-
ning.7 Another study in Tanzania has revealed that women
exposed to mass media promoting family planning were
more likely to use family planning.10

Similarly, television is the source of the most
broadly shared images and messages in history. Its mass
ritual shows no signs of weakening and its consequences
are increasingly felt around the globe.11 As McLuhan
thinks television with its sounds and pictures is cool,
less complete, in comparison to imageless radio, and
for that matter to most words printed on a page lacking
sound as well as image. Because of coolness of me-
dium, its invitation to fill in the details depends upon the
degree of intensity senses it engages rather than the
number of senses.12 A number of models have emerged
from different fields identifying specific pathways to be-
havior change and offering insights to programs as they
try to influence and change behavior. Several have been
very influential in explaining the effects of mass media
campaigns on fertility-related behavior. Ideation change,
defined as a change in the way of thinking through the
diffusion of new ideas and practices, has been identi-
fied as an important determinant of fertility decline.13 The
ideation model derives from the diffusion of innovation
theory and includes five stages through which an indi-
vidual progresses: knowledge, persuasion, decision,
implementation, and confirmation.14 The input/output per-
suasion model considers how various aspects of com-
munication influence the behavioral outcome of com-
munication.15 The Steps to Behavior Change is an ad-
aptation of the diffusion of innovations theory and the
input/output persuasion model and consists of five ma-
jor stages of change: knowledge, approval, intention,
practice, and advocacy.16

This framework emphasizes that there are sev-
eral intermediate steps that people move through be-
fore they change their behavior. This suggests that dif-
ferent messages and approaches in behavior change
communication are required to reach people at different
stages in the process. Studies have also shown that
there is a dose-response effect between the amount of
exposure to family planning messages in the mass me-
dia (as defined by the number of different types of me-
dia) and an increase in use of family planning methods.
In Tanzania, Miriam NJ10 found that the more types of
media source of family planning messages, the greater
the likelihood of contraceptive use. Likewise, Kane TT et
al17 found that contraceptive knowledge and use and
more favorable attitudes towards family planning were

positively associated with the number of mass media
interventions in Mali.

RationaleRationaleRationaleRationaleRationale

Overpopulation is amongst the greatest issue on
earth. The state advocates and encourages family plan-
ning. The contents of the mass media encourage con-
trolling the increasing trend in population. Efforts to-
wards family planning helps save women’s and
children’s lives and preserves their health by prevent-
ing untimely and unwanted pregnancies, reducing
women’s exposure to the health risks of childbirth and
abortion and giving women, who are often the sole
caregivers, more time to care for their children and them-
selves. All couples and individuals have the right to
decide freely and responsibly the number and spacing
of their children and to have access to the information,
education and means to do so.

A planned family has a much better chance of be-
ing a happy one. An unplanned one has virtually no
chance at all. Various studies have shown higher
morbility among mothers and children in large sized
families.18 Promotion of family planning in countries hav-
ing high birth rates may reduce the poverty and hunger
and avert 32% of all maternal deaths and nearly 10% of
childhood deaths.19 Family size is seen to be related to
education, where the mother’s education is high, the
family size is usually smaller and infant mortality is also
relatively lower. There are certain hazards of large and
unplanned families about which people need to be
aware. These hazards are going to affect not only the
mothers and children, but also the family as a whole, and
subsequently, the community and the nation.18

Theoretical FrameworkTheoretical FrameworkTheoretical FrameworkTheoretical FrameworkTheoretical Framework

The theoretical framework of this research work is
generally based on the effects approach of mass com-
munication. However, this study is primarily focused on
diffusion of innovations by Rogers and Shoemaker’s.20

Diffusion is the process by which an innovation is com-
municated through certain channels over time among
the members of a social system. It is a special type of
communication, in that the messages are concerned
with new ideas. Here persuasion refers as a change in
opinion, attitude, or behavior due to exposure.21 But when
we look at what came before such an event, and at what
follows, we often realize that the event is only one part of
a total process in which information is exchanged be-
tween the two individuals. For example, the client may
come to the change agent with a problem, and the inno-
vation is recommended as a possible solution to this
need. The change agent-client interaction may continue
through several cycles, as a process of information ex-
change. So diffusion is a special type of communication,
in which the messages are about a new idea. This new-
ness of the idea in the message content gives diffusion
its special character. The newness means that some
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degree of uncertainty is involved in diffusion. Uncer-
tainty is the degree to which a number of alternatives
are perceived with respect to the occurrence of an event
and the relative probability of these alternatives. Uncer-
tainty implies a lack of predictability, of structure, of infor-
mation. In fact, information is a means of reducing un-
certainty. Information is a difference in matter-energy
that affects uncertainty in a situation where a choice
exists among a set of alternatives.22 This study was con-
ducted to assess the effectiveness of Pakistan Televi-
sion (PTV) as a tool in altering different levels of human
behavior from increasing awareness, persuasion, deci-
sion making and confirmation of decision about family
planning messages.

MATERIAL AND METHODSMATERIAL AND METHODSMATERIAL AND METHODSMATERIAL AND METHODSMATERIAL AND METHODS

Research DesignResearch DesignResearch DesignResearch DesignResearch Design

This cross sectional survey was carriedout to ex-
plore the effects of television in innovation-decision pro-
cess of health communication in district Peshawar. The
questionnaire was distributed to the respondents at
homes and work places. The investigation determined
through the main research question “To what extent tele-
vision is effective at different levels of innovation-deci-
sion process of family planning?” The independent vari-
able in the study was exposure to television regarding
family planning messages whereas dependent variables
were: 1) Knowledge 2) persuasion 3) decision and 4)
confirmation of decision regarding family planning.

Study SettingStudy SettingStudy SettingStudy SettingStudy Setting

The area of the study was the urban and rural
areas of district Peshawar.

Study PopulationStudy PopulationStudy PopulationStudy PopulationStudy Population

Females and males of child bearing age of Dis-
trict, Peshawar.

Sample FrameSample FrameSample FrameSample FrameSample Frame

The study involved 150 married couples (300
males/females) of child bearing age (best age for child-
bearing remains 20-35) of District, Peshawar. The data
was gathered through questionnaire. The researcher
used convenient sampling method for selection of re-
spondents from the urban and rural areas of the district
under study.

Data CollectionData CollectionData CollectionData CollectionData Collection

The questionnaires were distributed among the
respondents through a team of students. A group of 6
students were trained by the researchers how to fill the
questionnaire and later on assigned the task.

Research QuestionResearch QuestionResearch QuestionResearch QuestionResearch Question

To what extent PTV is effective at various levels of
innovation-decision process regarding family planning.

The analysis is carried to cover the four dimension of the
study, namely: Awareness/knowledge, attitude, practice
and confirmation.

Considering the resources, time and financial con-
straints a sample of size 150 couples i.e. 300 individu-
als comprising male and female is carried out according
to the sampling techniques stated in the methodology.
Out of the total sample size 29 questionnaires were not
received while 271 cases were processed for analysis.

RESULRESULRESULRESULRESULTSTSTSTSTS

Knowledge/Awareness QuantificationKnowledge/Awareness QuantificationKnowledge/Awareness QuantificationKnowledge/Awareness QuantificationKnowledge/Awareness Quantification

The figure below gives percentage distribution of
respondents’ knowledge on family planning which
shows 80% respondents had a knowledge ranging from
“to some extent” (36%), “to great extent” (29%) and “com-
pletely” (15%). Only 13% were not aware of the issue
whereas 7% of the target group marked as doesn’t know.

Fig. I
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A part from 20% of the respondents which does
not favor the effective role played by television in the
awareness regarding family planning a sizable number
of respondents i.e. 71% of the sampled population agree-
ing on “less effective” (40%), to “more effective” (18%),
and completely effective (13%) role. The remaining 9%
of the target group marked as doesn’t know.
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Importance of Family planning Urban andImportance of Family planning Urban andImportance of Family planning Urban andImportance of Family planning Urban andImportance of Family planning Urban and
Rural comparisonRural comparisonRural comparisonRural comparisonRural comparison

The urban population of the target group attaches
significant importance to the family planning as com-
pared to the rural ones. The perceived need of family
planning according to the urban group is 60% whereas
that of rural is 40%.

Fig. III
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TTTTTelevision and attitude change towardselevision and attitude change towardselevision and attitude change towardselevision and attitude change towardselevision and attitude change towards
family planningfamily planningfamily planningfamily planningfamily planning

The analysis revealed that television played a
considerable role in attitude formation towards family
planning. Fourteen per cent respondents opined that
television changed their attitude towards family plan-
ning “completely”. Another 18% were of the opinion that
it changed their attitude “to great extent” and 38%
marked as “to some extent”. Only 23% denied any role
of television in attitude formation.

Fig, IV
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As per the analysis 13% of the respondents con-
sider television as a potential source for decision mak-
ing for family planning innovation. Another 15% opined
that television is responsible “to great extent” for their
decision regarding family planning. A considerable num-
ber i.e. 42% of the target population marked “to some
extent” whereas 24% denied any role of television in
decision making regarding the family planning.

Fig. V
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As clear from the figure 6, below, 11% respondent
used television “completely” for confirmation of their
decision regarding family planning innovation. Further,
19% “to great extent” and 36% “to some extent”.
Whereas 28% of the sample population did not use tele-
vision for confirmation of family planning innovation.

Fig. VI
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DISCUSSIONDISCUSSIONDISCUSSIONDISCUSSIONDISCUSSION

In order to assess the effectiveness of television at
all the four levels i.e. knowledge/awareness, persua-
sion, decision and confirmation of family planning mes-
sages it is argued on the basis of results that PTV is not
effective at all the four levels. However, dissemination of
family planning messages by PTV in district Peshawar
is effective at knowledge/awareness and persuasion
levels. According to the survey results, a sizeable per-
centage of the target group (80%) is aware of the family
planning messages on PTV. The results of a study “The
impact of mass media family planning promotion on con-
traceptive behavior of women in Ghana”23 show that
exposure to media messages on contraception exerts
strong impact on current practice of, and intention to
use, contraception. Women who had heard or seen ad-
vert on contraceptive brands, and women who favor
broadcast of family planning messages in the media,
are significantly more likely to adopt birth control behav-
ior than women who had not heard or seen, and women
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who do not favor broadcast of such media messages,
respectively. Large increase in the number of family plan-
ning clients at clinics followed different communication
campaigns.24 The effectiveness of PTV at attitude forma-
tion level is again encouraging ranging from 14% re-
spondents opined that television changed their attitude
towards family planning “completely”. Another 18% were
of the opinion that it changed their attitude “to great ex-
tent” and 38% marked as “to some extent”. If we add all
these three categories the result would be 70%. It means
that at the knowledge/awareness level the percentage
is 80% and at attitude formation level it is 70% a drop of
10%. Furthermore, as per the study “The Cognitive and
Co-Native effects of health communication campaign”25

amongst the sources studies, Television is clearly
emerged as a dominant source that brings consider-
able life to polio immunization campaign. According to
the findings of that study, 79.1% respondents agreed
that TV has played a vital role in bringing awareness,
attitude formation, in decision making and even in rein-
forcement. Since the results shows that PTV is not effec-
tive at decision and confirmation levels as only 13%
respondents consider PTV as a potential source for de-
cision making followed by only 11% for level four i.e.
confirmation of decision, so it can be concluded that a
decreasing trend from level 1 to 4 is noticed (level
1=80%, level 2=70%, level 3=13% and level 4=11%).
On the basis of this argument we can say that PTV is
providing information on family planning to 80% respon-
dents of the target area and the practices of family plan-
ning by the virtue of PTV messages is only 13%.

The study found marked differences in the pattern
of responses in the urban-rural stratification. Sixty per
cent of the respondents in the urban areas termed fam-
ily planning as a necessity while 40% of them from rural
areas said so. This can be attributed to greater expo-
sure levels to mass media, greater rate of family plan-
ning adoption practices and higher socio-economic sta-
tus of urban respondents. The data upholds the Knowl-
edge Gap Hypothesis which propounds that differential
level of exposure to mass media leads to differential
knowledge levels.

CONCLUSIONCONCLUSIONCONCLUSIONCONCLUSIONCONCLUSION

In the light of the results it can be concluded that
PTV is effective at knowledge/awareness level where
as it has a very limited role in decision and confirmation
levels of the innovation-decision process of health com-
munication. Further, the effects of family planning inno-
vation vary on the basis of urban/rural population. Hence
there is a need to disseminate the family planning mes-
sages from all the available sources. A regular media
campaign like the one for polio immunization would be
an effective method to control the ever increasing popu-
lation.
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