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ABSTRACT 
 

       In this paper the significant role of mass media and factors affecting it have been investigated. . Mass media 
has played an important role in the success of Bangladesh family planning programs. Different mass media are 
employed to disseminate FP-MCH messages. Evaluation of the impact of mass media exposures on FP-MCH 
programs would provide new directions and strategy for its effectiveness. In this study a total of 3100 currently 
married women from all over Bangladesh were interviewed. The aim was to identify the impact of the mass 
media on family planning programs. The findings indicate that radio is still the most reached medium than 
television and newspaper. Multinomial logistic regression analysis was used to identify the factors, which 
have significant effects on exposure to family planning messages. The significant factors that have influence 
on exposure to family planning mass media messages are education, type of place of residence, employment 
status and membership of women in development groups. The analysis further revealed that age, number of 
living children, religion, radio ownership, approval of family planning by the respondents and their husbands, 
are the important determinants affecting use of modern contraception as opposed to no method users. The 
study findings have policy implications in the sense that mass media and its contents will play an important role 
in the future MCH-FP programs and in achieving demographic goals. 
 
 

I. INTRODUCTION 
 

      Among the world's 20 poorest countries only Bangladesh has experienced a 
significant, sustained fertility decline over the past two decades. In 1975, the country's 
total fertility rate was 6.3 children per woman; by 1996 the total fertility came down to 3.3 
children per woman (Huq and Cleland, 1989). The corresponding contraceptive prevalence 
level was about 8 percent in 1975 and this has increased to more than six fold in 1996 with 
49.2 percent currently married women were using contraception. Over the years various 
approaches were attempted to reach the demographic goals i.e. reaching NRR = 1 by 
2005. Among these efforts mass media has been playing a significant role. Every year 
on average L 1 million new couples are entering in reproductive life. In such situation 
mass media appear to be the most effective way to reach these couples successfully 
within the shortest possible time. 
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       The purpose of this paper is to assess the current status of exposures of the target 
population to different mass media of IEC activities on FP-MCH programs and to 
evaluate the strength and weakness of the FP-MCH communications. The purpose is also 
to comprehend the impact of mass media on family planning programs among women in 
Bangladesh. In this paper the three leading mass media such as radio, television and 
newspapers were considered, as through these media family planning messages reach to 
the women in Bangladesh. Content of a message varies greatly depending on the audience. 
Therefore, mass media FP messages should be designed to serve the common needs of the 
audience. Such as it can inform the audience about the side effects of various FP 
methods or work against the rumors that are obstacles to family planning program 
activities. Mass media is a powerful medium that reaches the targeted people faster than 
any other medium. It has wider coverage. It is a gradual process, and therefore needs 
proper planning, appropriate designing and evaluation of the effect of a particular family 
planning message in changing behavior of the target population (Population Reports, 
1989). Changing behavior of people from an accustomed culture to a new culture is 
difficult, however, people do not change their behavior simply because a health worker, 
political leader, or even a family member asks them to do so even if that person appears 
on television or in film (William , 1986). Mass media communication may be a more 
cost-effective way to influence behavior of people than organized interpersonal 
communication. Although the impact of mass media on any one individual may be slight 
its cumulative effect on an entire population may be great because it reaches to many people 
( Gilluly, 1986). The application of mass communication to influence family size 
preference is a natural extension of the basic idea that the media can both inform and 
motivate people, even about such complex subjects as their reproductive goals ( Westoff, 
1995). 
 
       Among the media sources utilized for disseminating family planning messages, radio 
seems to be quite popular in Bangladesh (UNFPA, 1990). Systematic use of this medium for 
communicating FP and MCH messages has substantially elevated its status as a source 
of information on FP-MCH communication (William, 1986). Radio reaches innumerable 
listeners in urban and rural areas through eight million-radio sets (Mabud, 1989). According 
to the observation of UNFPA the population programs of the radio Bangladesh is probably 
the best in the whole in South Asia and among the best in the entire third world (UNFPA, 
1990). Radio is considered the most effective medium of mass communication with its 
wide coverage and deep penetration( Piotrow, 1990).. 
 
       Access to radio through ownership and listening at neighbors' house or a public place 
was in general higher than access to television (Rahman, 1991). Television is the second 
most important mass media in Bangladesh (Rabbani, 1989). Access to television through 
watching at a neighbor's 
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house or a public place was much higher than access through ownership (Rahman, 1991). Television offers a 
more dramatic message environment than radio and radio can be more dramatic than print 
materials (Manoff, 1985). 
 
      In the light of the above observations, this paper investigates the impact of mass media 
family planning programs on current use of contraception. Secondly, to identify the important 
factors that have influence on the mass media programs and consequently affect 
contraceptive acceptance multinomial logistic regression analysis was used. 
 

II. DATA SOURCES 
 

      The data used in this study are from secondary source, which were collected by Mitra 
and Associates as a part of the research program of PDEU of the IME Division, Ministry of 
Planning Government of Bangladesh. The data were collected over a nationally representative 
sample of respondents selected in two stages. Sites containing 150-300 households within each 
stratum were sampled from the village/urban mohalla from specific list of household counts of 
the 1991 census (BBS, 1992) and with probability proportional to estimated size measured in 
number of households. A total of 3100 currently married women under age 50 were selected for 
detailed interview. The sample is a representative of Bangladesh. 
 

 
III. SOCIO-ECONOMIC CHARACTERISTICS OF THE RESPONDENTS 

 

      Socio-economic characteristics of the respondents influence the availability of mass media 
and its access among them. In the following section socio-economic background characteristics 
of the sample women are investigated. Table 1 presents selected information on the socio- 
economic and background characteristics of the sample women. Age distribution of the 
respondents indicates that the mean age of respondents was about 28 years. Among the 
respondents 50.4 were illiterate; about 11 percent and 20 percent had primary and secondary 
education. Participation in the labor force is still low with only 6.6 percent respondents are 
employed and about 16 percent respondents mentioned that they are members of different 
development organizations. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 



 



 



 



 



 



 



 



 



 



 



 



 


