
ENCOURAGE 
INFLUENTIAL 
INDIVIDUALS  
TO ACT3



125

3 ENCOURAGE INFLUENTIAL INDIVIDUALS TO ACT 

HOW-TO GUIDE

3  

ENCOURAGE INFLUENTIAL INDIVIDUALS TO ACT  

WHY: The Influentials whom you identified during Community Social 
Networks Mapping (Section 1) are individuals who can promote changes 
in social norms: in this case, the social and gender norms that surround the 
discussion, acceptance and use of family planning. 

WHEN: About four weeks after Catalyzers begin to use the social 
networks diffusion package in their groups (Section 2), Influentials will 
begin to play their roles. You should provide the brief orientation that we 
discuss in this section, therefore, around Month 5. After the orientation, 
Influentials’ activities will continue until the end of implementation: and 
ideally, long after your formal intervention has ended.

 

Component Month 1 2 3 4 5 6 7 8 9

3 Engage Influents to Act X X X X X

Task 1: Prepare for and Hold Orientation 
You will find a brief Faciliators’ Guide to Influentials Orientation in this section. It presents four 
steps to prepare Influentials to take concrete actions. 

The orientation is a simple event. It should last a few hours, and consist of brief explanations, 
discussions, and planning. Facilitators will use the four items noted below during the orientation, 
but Influentials will receive copies of only the Infographics. Prepare enough copies of the 
Infographics for all participants to take home with them.   

1. Infographics that illustrate the concept and scope of unmet need for family planning. The 
numbers in these infographics were selected as typical of the current situation in West 
Africa.

2. Social Networks Diffusion 5 Component Card.  (Section iii) 

3. Social Networks Diffusion Vision Card. (Section iii) 

4. A set of Story Cards and Activity Cards to show or remind Influentials of the discussions 
underway in their communities. (Annex A).

Task 2: Follow Up with Influentials 
Facilitators should plan to meet with each Influential about once a month during the last five 
months of implementation to discuss the activities the Influential undertook (and compare them 
to activities planned), to provide advice as needed, and to encourage increasingly deep 
engagement with others on the topics of social and gender norms surrounding reproductive 
choices including family planning. This regular exchange should be informal. It is not a monitoring 
activity so much as an opportunity to review, refresh and renew motivation. 

In this section: 

• Facilitator Guide for the Orientation 
of Influentials 

• Family Planning Infographics 
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Unique Strategy
Actors and Actions: In Tékponon Jikuagou, we initially oriented Influentials in their own 
communities. But we quickly decided, instead, to hold orientations in a centrally located town. 
Why? Because Influentials are influential: their friends, neighbors and relatives constantly 
interrupted the orientation to seek their advice. Transporting Influentials to a central location 
was ultimately the more time- and cost-effective strategy. (It also allowed Influentials from 
different communities to meet and influence one another.)

A light touch: The role of Influentials illustrates the light touch of the social networks diffusion 
approach. It is the Influentials themselves who determine the nature and the frequency of 
their activities. Your task is to prepare them to do what they do best: talk with people, 
influence and disseminate new ideas. 



TOOLS3

127

TOOLS:
n  FACILITATOR GUIDE FOR THE ORIENTATION 

OF INFLUENTIALS

n  FAMILY PLANNING INFOGRAPHICS
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FACILITATOR GUIDE FOR THE ORIENTATION OF 
INFLUENTIALS

You will organize a meeting to orient the Influential Persons 
who were identified through the Guide to Community Social 
Networks Mapping (Section 1). With your gentle guidance, 
Influential Persons will discuss and reflect on the current situation 
of family planning in their communities, and identify how they 
can get involved to improve the situation.

Preparation:
n Using the telephone numbers that were collected for the social mapping exercise, invite all 

Influential Persons (or as many as possible) to the orientation. Let them know that you hope to 
discuss the situation of family planning in the community, and how to work together to improve it. 

n Organize a discussion that will last about 2 hours at district level (department, county, etc.).

n In this guide, the words in normal text are instructions for you. Italicized sentences should be read 
and explained to participants.

Part 1: Discussion about Infographics
Using the family planning infographics, show and explain the data on unmet need. It is a “data for 
decision-making” approach. That is to say, this approach uses data to create a dialogue and enhance 
understanding of problems in the community. Then, it is possible to think about ways to improve the 
situation. 

Use the following script as you introduce the infographics to Influential Persons. You will first explain the 
meaning of infographics, and then ask questions to create a dialogue.

Note: The numbers in the following script apply to the districts of Couffo, Benin in 2013, when we 
launched Tékponon Jikuagou. There may be variations in different sites, but it is also possible that 
the situation is the same or very similar in your area. You can insert numbers that correspond to your 
environment if you prefer.

Infographic 1: Women who risk getting pregnant 

How many women in your community risk getting pregnant, although they do not want to become 
pregnant?

n 1 in 2 women risk getting pregnant, although they do not want to become pregnant. 

n Why are they at risk? There are two important reasons:

o 1 in 10 does not use any family planning method, even though she would like to. 

o 4 out of 10 women incorrectly think they are not at risk of getting pregnant because they do not 
recognize their risk. 

n Women who breastfeeding may think that they cannot get pregnant. But, they can certainly get 
pregnant because breastfeeding alone does not prevent pregnancy.

n Some women use methods that are not effective in preventing pregnancy (example: a traditional ring 
or withdrawal). 

Reminder: The social networks 
diffusion approach views 
Influential Persons as allies within a 
collaborative framework to address 
problems in their communities that 
have been identified by data.

FACILITATOR’S GUIDE FOR THE ORIENTATION OF INFLUENTIALS
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Reflection questions for Infographic 1:

n Does the fact that 1 in 2 women can get pregnant although she does not want to indicate a problem? 
Why or why not?

n What will need to change to improve the situation?

n What can we do to encourage these changes?

Infographic 2: The situation at health centers 

In the past 12 months, 1 in 16 women went to a health center for a family planning service.

Reflection questions for Infographic 2: 

n Does the fact that only 1 in 16 women visited a health center to obtain a family planning method 
indicate a problem? Why or why not?

n What will need to change to improve the situation?

n What can we do to encourage these changes?

Infographic 3: Couple discussion about family planning  

Are couples talking about family planning?

n About 1 in 3 women knows the number of children that her husband wants. 

n About 1 in 2 women have spoken of family planning with their husband. 

Reflection questions for Infographic 3: 

n Does the lack of communication about preferences for having children and family planning indicate a 
problem? Why or why not?

n What will need to change to improve the situation?

n What can we do to encourage these changes?

Infographic 4: Leaders and family planning  

In the past 3 months, 1 in 10 people (women and men) heard a leader speak of  family planning. 

Reflection questions for Infographic 4: 

n In your community, can leaders such as you speak of family planning? Why or why not?

n How can leaders discuss family planning in your villages?

n What can we do to encourage these changes?

Infographic 5: Leaders and family planning  

What do men and women think about family planning?

n 1 in 10 women think that women who use family planning are promiscuous.

n 2 in 10 men think that women who use family planning are promiscuous.

n Some men and women believe that men whose wives use family planning lack authority, and that a 
husband will beat his wife if he finds out that she is using family planning. 

FACILITATOR’S GUIDE FOR THE ORIENTATION OF INFLUENTIALS
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Reflection questions for Infographic 5:

n Is there a problem with these perceptions? If yes, what kind of problems? If not, why?

n What will need to change to improve the situation?

n What can we do to encourage these changes?

Note: Give each Influential a copy of the infographics for reference. 

Part 2: Show the Social Networks Diffusion Vision Card

After presenting the infographics, you will initiate a brief discussion on the family planning situation. 
Here are some questions and tips to stimulate the discussion.

n What do you see on the Vision Card? (Bottom images, middle and top of this card)

n How does this Vision Card represent the status of family planning and of unmet need?

n Discuss barriers to using family planning services and reasons that explain the existence of unmet 
need.

n Raise the issue of barriers related to GENDER, couple communication and decision-making, and 
how these affect access to family planning services.

n Discuss elements in the community that facilitate easy access to family planning services for 
couples or women who do not want to have children right away.

Part 3: Update on Social Network Diffusion Package Activities 

This is a discussion in the form of exchanges on what is happening in the village. You are not telling 
Influentials what you are doing and why. Influentials can take the lead themselves and share their 
comments with Facilitators.

n Discuss Catalyzer activities in their villages. You can show the Story & Activity Cards that the 
Catalyzers use, in case Influentials had not seen them. 

o What is your experience? What works, and what doesn’t with the activities of the Catalyzers?

n Mention the radio. Ask Influentials: 

o Do people listen to the radio? What do they learn? What do they think?

(After the discussion, you can encourage listening to the radio and provide the scheduled time for the 
shows. See Section 4). 

n Talk about expectations of the project:

o This Social Networks Diffusion package is meant to facilitate activities in communities and initiate 
a discussion of the acceptability of family planning

o The duration of  this initiative will not exceed 9 months. This period is sufficient to catalyze 
discussions and work with community members to start changing attitudes around the discussion, 
acceptability, and use of family planning.

FACILITATOR’S GUIDE FOR THE ORIENTATION OF INFLUENTIALS
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Part 4: Discussion of Actions and Next Steps
Use the Social Networks Diffusion 5 Components Card to launch a discussion on the phenomena that 
contribute to low utilization of planning family, including: barriers at the level of the health centers 
(stockouts, unwelcoming staff), cost, access, social disapproval, power imbalance between women and 
men, etc. You will then discuss how to confront the needs of family planning, especially how Influentials 
can help solve the challenges.

First Step:

n Ask Influentials: What can you do to eliminate these barriers? How can you influence the phenomena 
that contribute to low utilization of family planning services? Do not give them a list of activities 
to undertake.

n To stimulate ideas, show the image of leaders talking to people about family planning and 
encouraging them to use the services of health centers (Activity Card # 2). 

Second Step:

n Encourage each Influential to identify one or two actions that she/he can take in the coming 
months to improve perceptions of family planning or its adoption in the community.

n Tell the Influentials that at the end of the month, a Facilitator may travel to their village to see 
what actions were taken, given the actions that were agreed upon during this session. This will 
motivate them to be more engaged and challenge themselves. This is not a test, but rather an 
opportunity to review progress towards goals and determine if Influentials followed through with 
their plans. 

FACILITATOR’S GUIDE FOR THE ORIENTATION OF INFLUENTIALS
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TOOLS:
n  FACILITATOR GUIDE FOR THE ORIENTATION 

OF INFLUENTIALS

n  FAMILY PLANNING INFOGRAPHICS



TOOLS3

135

SU
R 

LA
  

                  

                       

     IN
FO

G
RA

PH
IE

S 
PL

A
N

IF
IC

A
TIO

N
 

FA
M

IL
IA

LE
 

 L
E

S
 C

H
IF

F
R

E
S

 E
N

 I
M

A
G

E
S

 

            

4 
5 

A
u 

co
ur

s 
de

s 
tro

is 
de

rn
ie

rs
 m

oi
s, 

1 
pe

rs
on

ne
 (f

em
m

e 
ou

 
ho

m
m

e)
 s

ur
 1

0…
 

 

…
a 

en
te

nd
u 

un
 le

ad
er

 p
ar

le
r d

e 
la

 
pl

an
ifi

ca
tio

n 
fa

m
ilia

le
. 

 

 
 ? 

? 

1 
fe

m
m

e 
su

r1
0 

cr
oi

t 
qu

e 
le

s f
em

m
es

 q
ui

 
ut

ilis
en

t l
a 

pl
an

ifi
ca

tio
n 

fa
m

ilia
le

 o
nt

 d
es

 
m

œ
ur

s l
ég

èr
es

. 

2 
ho

m
m

e 
su

r 1
0 

cr
oi

en
t q

ue
 le

s 
fe

m
m

es
 q

ui
 u

til
ise

nt
 

la
 p

la
ni

fic
at

io
n 

fa
m

ilia
le

 o
nt

 d
es

 
m

œ
ur

s l
ég

èr
es

. 

FA
M

IL
Y

 
PL

A
N

N
IN

G
 

IN
FO

G
R

A
PH

IC
S 

Th
e 

D
at

a 
in

 Im
ag

es

In
 th

e 
la

st
 3

 m
on

th
s, 

1 
pe

rs
on

 (w
om

an
 o

r 
m

an
) i

n 
10

...

...
ha

s 
he

ar
d 

a 
le

ad
er

 ta
lk

 a
bo

ut
 

fa
m

ily
 p

la
nn

in
g 

1 
in
10

 w
om

en
 

be
lie

ve
 th

at
 w

om
en

 
w

ho
 u

se
 f

am
ily

 
pl

an
ni

ng
 a

re
 

pr
om

isc
uo

us
. 

2 
in
10

 m
en

 
be

lie
ve

 th
at

 w
om

en
 

w
ho

 u
se

 f
am

ily
 

pl
an

ni
ng

 a
re

 
pr

om
isc

uo
us

. 

FAMILY PLANNING INFOGRAPHICS
FA

M
IL

Y
 P

LA
N

N
IN

G
 IN

FO
G

R
A

PH
IC

S



TOOLS3

136

                       

                       

 

1 

…
pa

rc
e 

qu
e 

se
ul

e 
1 

fe
m

m
e 

su
r 1

0 
ut

ilis
e 

au
cu

ne
 m

ét
ho

de
 

d
e 

pl
an

ifi
ca

tio
n 

fa
m

ilia
le

 m
al

gr
e 

qu
e 

el
le

 le
 v

eu
t.  

 

2 
3 

A
u 

co
ur

s 
de

s 
do

uz
e 

de
rn

ie
rs

 
m

oi
s,

 1
 fe

m
m

es
 s

ur
 1

6…
 

H
 …

so
nt

 a
llé

es
 a

u 
ce

nt
re

 d
e 

sa
nt

é 
po

ur
 o

bt
en

ir 
un

 
se

rv
ic

e 
d

e 
pl

an
ifi

ca
tio

n 
fa

m
ilia

le
.   

1 
fe

m
m

es
 su

r 2
 

on
t p

a
rlé

 d
e 

la
 

pl
an

ifi
ca

tio
n 

fa
m

ilia
le

 a
ve

c 
le

ur
 é

p
ou

x.
 

 

1 
fe

m
m

es
 su

r 3
 

sa
ve

nt
 le

 n
om

br
e 

d
'e

nf
an

ts
 q

ue
 

le
ur

s é
po

ux
 

d
és

ire
nt

 a
vo

ir.
 

5 
fe

m
m

es
 s

ur
 1

0 
so

nt
 

à 
ris

qu
e 

de
 to

m
be

r 
en

ce
in

te
 a

lo
rs

 q
u'

el
le

 
ne

 le
 s

ou
ha

ite
 p

as
. 

Po
ur

qu
oi

 s
on

t-e
lle

s 
à 

ris
qu

e?
 

 …
 p

ar
ce

 q
ue

 4
 su

r 1
0 

pe
ns

en
t q

u'
el

le
s n

e 
pe

uv
en

t p
as

 to
m

be
r 

en
ce

in
te

, m
ai

s e
lle

s 
pe

uv
en

t t
om

be
r 

en
ce

in
te

 p
ar

ce
 q

u’
el

le
s 

ne
 re

co
nn

ai
ss

en
t p

as
 

le
ur

 ri
sq

ue
.  

 

5 
in
10

 w
om

en
 a

re
 

at
 r

isk
 o

f 
ge

tti
ng

 
pr

eg
na

nt
, b

ut
 d

on
’t 

w
an

t t
o 

be
. 

be
ca

us
e1

 in
10

 u
se

 
no

 f
am

ily
 p

la
nn

in
g 

m
et

ho
d 

de
sp

ite
 

w
an

tin
g 

to
 u

se
 o

ne
. 

W
hy

 a
re

 th
ey

 a
t r

isk
? 

be
ca

us
e 

4 
in
10

 
th

in
k 

th
ey

 c
an

no
t 

be
co

m
e 

pr
eg

na
nt

, 
bu

t t
he

y 
ca

n 
an

d 
fa

il 
to

 r
ea

liz
e 

th
ei

r 
ris

k.
 

D
ur

in
g 

th
e 

la
st

 y
ea

r, 
1 

in
 1

6 
w

om
en

...

ha
ve

 g
on

e 
to

 a
 h

ea
lth

 
ce

nt
er

 to
 o

bt
ai

n 
fa

m
ily

 
pl

an
ni

ng
 s

er
vi

ce
s. 

1 
in

 3
 w

om
en

 
kn

ow
 h

ow
 m

an
y 

ch
ild

re
n 

th
ie

r 
sp

ou
se

 w
an

ts.
 

1 
in

 2
 w

om
en

 
ha

ve
 ta

lk
ed

 a
bo

ut
 

fa
m

ily
 p

la
nn

in
g 

w
ith

 th
ei

r 
sp

ou
se

.

FAMILY PLANNING INFOGRAPHICS




