
Digital campaign

« Positive parenting »
November 2022 – January 2023

Niger Country Office



Context

• As part of the implementation of the project "Strengthening Community Engagement for Routine 
Immunization in 09 Health Districts of Niger" funded by the Bill & Melinda Gates Foundation (Plus 
Polio)

• Fostering community engagement of young people in underserved communities

• A digital campaign on polio vaccination and routine immunization involving influencers, positive 
role models/deviant parents/fathers, youth and women's groups is envisaged to support behavioral 
and social change in favor of vaccination and promotion of basic social services.



Rationale
The first moments of life offer a unique chance to develop the brains of young children. However, this 
opportunity is all too often missed. 

For states, neglecting to invest in early childhood comes at a price, namely children in poor health 
and less able to learn, with reduced earning capacity.

It also means a weakened economy and a greater burden on education, health and social protection 
systems. 

It also means intergenerational cycles of precariousness, which hinder equitable growth and 
prosperity. 

For children, especially disadvantaged children, the price of this failure is a potential forever untapped



Parents and caregivers are the primary architects of early childhood development. 

Parents shape the experiences that build their children's brains and set them on the path to a healthy start 
in life. All this is only possible if children are vaccinated, and parents have a big role to play. 

Vaccinated children do better in school, generate economic benefits that impact their communities and the 
society as a whole.

Vaccines act as a shield, protecting families and communities. Despite these long-recognized benefits, 
vaccination rates remain low in Niger.

To raise awareness among young parents about the importance of vaccination and engage them in 
promoting routine immunization to children aged 0 to 59 months, the "Positive Parenting" campaign was 
launched as part of the Kariya Initiative. 

Rationale



Objectives 

I/ Main objective: 

• The campaign focuses on supporting behavioural and social change in favour of polio vaccination, routine 
vaccination and the promotion of basic social services for the vaccination of children from 0 to 6 years with a 
particular focus on promoting positive parenting.

II/ Objectifs spécifiques:

1. Improve the knowledge of parents and caregivers of children aged 0-6 years on the importance of routine 
immunization, vitamin A supplementation and birth registration for children;

2. Build the capacity of a vast network of influencers, artists, celebrities on routine immunization, vitamin A 
supplementation and birth registration;

3. Improve the knowledge, attitudes and practices of parents and caregivers regarding polio vaccination, routine 
immunization;

4. Contribute to the vaccination of 80% of children in the 9 health districts targeted by the Kariya Initiative.



Expected results:

1. At least 5,000,000 parents and caregivers of children from 0 to 6 years are reached with messages 
about the importance of routine vaccination, vitamin A supplementation, deworming with Albendazole, 
birth registration for children are improved

2. At least 1,000,000 parents and caregivers of children aged 0-6 share campaign materials 

3. 20 influencers, artists and celebrities launch at least one call to action every week 
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Methodology
Length: 12 weeks

Plateforms:

• Five social media plateforms (Facebook, Instagram, Twitter, TikTok et WhatsApp);
• Bulk SMS
• Vingt (20) Influenceurs digitaux

Materials produced in french and and local language:

• Five (5) photo portraits were shared on the networks mentioned above;
• Five (5) video portraits were posted on social media;
• One (1) 2D animation was posted on social media;
• One (1) flash mob performed at Dar Es Salam market;
• One (1) video of the flash mob posted on social media;
• 20,000 bulk SMS "Did you know" broadcast by SMS;
• 20.000 Bulk WhatsApp Video Portraits Shared via WhatsApp

Engagement of 331 influencers

The hastags of the campaign were:

-«#Parentalité Positive» «#Karya» «#LesVaccinsCaMarche» 
id19. 



Results
Communication 
materials
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photo portraits 
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5 5

Production de 
video portraits 

5 5

Production of a 2D 
animation

1 1

Réalisation d’1 
flash-mob

1 1 The activity was carried out at the Dar Es Salam 
popular market 

Bulk SMS 
broadcasting 

20.000 24.000 The SMS were sent in 5 waves of 4,000 SMS. As 
SMS messages are not sent to a single database 
of numbers, 20,000 people have actually been 
reached throughout the national territory.

Bulk whatsapp
broadcasting 

20.000 20.000 20,000 WhatsApp users were actually affected 
throughout the country.



Social media engagement
Metrics Number of people

Reach 5 181 009

Impressions 6 581 921

Interactions 238 771

views 291 338

Likes 10 018

Share/re tweets 6412

Mentions/content 
embeds

1102

Comments 974



The most used words related to the campaign which allowed a homogenization of conversations are listed below: 

Campaign monitoring 



Campaign sentiments Analysis 
• Overall positive sentiment of the different target communities

• 89.5% positive sentiment, 10.5% negative (51 positive mentions against 6 negative mentions)



Relevant comments

Positive contagion and emotional and 
positive discourse on social media:

- Vaccines have no costs
- Vaccines save lives
- Vaccines prevent disabilities 
- Better services at the health centers
- A level of awareness 



Engagement of influencers
• 20 digital influencers participated in this campaign. They were selected based on the number of followers to 

their accounts.

• 2 influencers, @Kapo227 and @Lifeismassa engaged more audience on their plateforms thanks to large 
number of subscribers and comedian style to approach the issue of vaccination and parenthood from a more 
positive angle

• On Twitter, @oumou_kane, @ibhkarim, @ABDialloCheikh and @Damgreyz 

stood out thanks to their usual participation in campaigns related to
health and well-being and in addition, the eclectic nature of their editorial line

• We see on Facebook and Twitter, a great rise of @Rainah_Hamidou 

which is creating a very engaged and responsive community.



The influencers and impact



Photo and video portrays of role models
and positive deviants



Most performing posts



Most performing posts



Most performing posts



Links
• https://twitter.com/rainath_hamidou/status/1616112282781597705?s=46&t=9dUVIKOsTM1RUR70B03lhQ

• https://twitter.com/abdiallocheikh/status/1616088239286243333?s=46&t=9dUVIKOsTM1RUR70B03lhQ

• https://twitter.com/nahina_h/status/1616090866728243200?s=46&t=9dUVIKOsTM1RUR70B03lhQ

• https://twitter.com/rainath_hamidou/status/1609871923231719424?s=46&t=9dUVIKOsTM1RUR70B03lhQ

• https://twitter.com/abdiallocheikh/status/1607005266276483072?s=46&t=9dUVIKOsTM1RUR70B03lhQ

• https://twitter.com/nahina_h/status/1607005734860128259?s=46&t=9dUVIKOsTM1RUR70B03lhQ

• https://twitter.com/rainath_hamidou/status/1607022299122892801?s=46&t=9dUVIKOsTM1RUR70B03lhQ

• https://twitter.com/unicefniger/status/1602356979741097985?s=46&t=9dUVIKOsTM1RUR70B03lhQ

• https://twitter.com/malikabdoulahi/status/1598245369473007618?s=46&t=9dUVIKOsTM1RUR70B03lhQ

• https://twitter.com/abdiallocheikh/status/1598251137135616001?s=46&t=9dUVIKOsTM1RUR70B03lhQ

• https://twitter.com/ibhkarim/status/1595754330212147201?s=46&t=9dUVIKOsTM1RUR70B03lhQ

• https://twitter.com/zlabss/status/1589932374355476481?s=46&t=9dUVIKOsTM1RUR70B03lhQ

• https://twitter.com/unicefniger/status/1588844819295899648?s=46&t=9dUVIKOsTM1RUR70B03lhQ

• https://twitter.com/ibhkarim/status/1588795931507724289?s=46&t=9dUVIKOsTM1RUR70B03lhQ

https://twitter.com/rainath_hamidou/status/1616112282781597705?s=46&t=9dUVIKOsTM1RUR70B03lhQ
https://twitter.com/abdiallocheikh/status/1616088239286243333?s=46&t=9dUVIKOsTM1RUR70B03lhQ
https://twitter.com/nahina_h/status/1616090866728243200?s=46&t=9dUVIKOsTM1RUR70B03lhQ
https://twitter.com/rainath_hamidou/status/1609871923231719424?s=46&t=9dUVIKOsTM1RUR70B03lhQ
https://twitter.com/abdiallocheikh/status/1607005266276483072?s=46&t=9dUVIKOsTM1RUR70B03lhQ
https://twitter.com/nahina_h/status/1607005734860128259?s=46&t=9dUVIKOsTM1RUR70B03lhQ
https://twitter.com/rainath_hamidou/status/1607022299122892801?s=46&t=9dUVIKOsTM1RUR70B03lhQ
https://twitter.com/unicefniger/status/1602356979741097985?s=46&t=9dUVIKOsTM1RUR70B03lhQ
https://twitter.com/malikabdoulahi/status/1598245369473007618?s=46&t=9dUVIKOsTM1RUR70B03lhQ
https://twitter.com/abdiallocheikh/status/1598251137135616001?s=46&t=9dUVIKOsTM1RUR70B03lhQ
https://twitter.com/ibhkarim/status/1595754330212147201?s=46&t=9dUVIKOsTM1RUR70B03lhQ
https://twitter.com/zlabss/status/1589932374355476481?s=46&t=9dUVIKOsTM1RUR70B03lhQ
https://twitter.com/unicefniger/status/1588844819295899648?s=46&t=9dUVIKOsTM1RUR70B03lhQ
https://twitter.com/ibhkarim/status/1588795931507724289?s=46&t=9dUVIKOsTM1RUR70B03lhQ


Lessons learned 

• The campaign on "Positive Parenting" has met with a favorable social support from 
the various stakeholders.

• Young parents were genuinely interested in issues of family well-being, especially 
children.

• The interest of young people for health issues and particularly for immunization 
made the topics more engaging.

• The use of new communication platforms (social media networks) for these 
campaigns in addition to making them more viral immediately created a sense of 
belong among the targets and induced a strong engagement 



Thank-you 


