DAY TWO
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Roadmap of demand activities: sessions for August 16

What is demand Identification of
generation? product
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What is co-creation?

https://doi.org/10.17061/phrp3222211

e problem-solving approach that involves
Perspectives diverse Sta kehOIderS
This collaborative approach adds value
by engaging diverse stakeholders in the
process of understanding complex

| | problems, and designing and evaluating
Carmen Vargas®¢, Jill Whelan®, Julie Brimblecombe® and R
Steven Allender contextually relevant solutions

“ Institute of Health Transformation, Global Obesity Centre, School of Health and Social Development, Deakin University, Geelong, VIC,
Australia

* Institute of Health Transformation, Global Obesity Centre, School of Medicine, Deakin University, Geelong, VIC, Australia

© Department of Nutrition, Dietetics and Food, School of Clinical Sciences, Monash University, Melbourne, VIC, Australia

¢ Corresponding author. carmen.vargas@deakin.edu.au

v, B e hanractice June 2022; Vol, 32(2):e3222211 Co-creation is a collaborative, creative,

, A JOURNAL OF ™ THE SAX INSTITUTE

Co-creation, co-design and co-production
for public health: a perspective on definitions
and distinctions
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What is the value-add of co-creation??

Create ownership

New insights and

knowledge Stakeholders who have been involved are more

likely to feel ownership and responsibility
Future stakeholders may have
insights and knowledge to help
tailor findings to their needs Validate relevance
Co-creation helps ensure solutions are

grounded in context and appropriately
address the problem

Build future network

Build trust
Increase collaborators who can

help implement and further

Involving citizens and other stakeholders
develop our work

creates trust through increased understanding
amongst participants

1. Adapted from: “The Road of Co-Creation: Training Maetrials for Researchers and Engineers. GoNano. Accessed 5 July 2023 available at: http://gonano-project.eu/road-of-co-creation-training-materials-researchers-engineers/
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DAY TWO

|dentification of
Maternal RSV
Demand Generation
Products by Target
Audience

® Presenters: Prachi Singh and Berhaun
Fesshaye, MSPH
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What is demand generation?

® Just because a product exists doesn’t mean people
will want to use it

® Demand generation is the process of increasing
awareness of and confidence in a particular
product

® This is done by gathering insight on people’s
knowledge, attitudes, and behaviors to design
communication products and campaigns

® [t is critical to understand utility - why someone
needs the product

® |[tis important to allay any fears about the product
- what questions do people have, and address
those concerns before roll-out
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DAY TWO

Imagine you just opened a boutique that carries a
new brand of desigher handbags
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What is demand generation?

Example: Designer handbag

e Just because a product exists doesn’t mean people will want to use it
O People need to be aware that these designer handbags exist, and the benefits they get from having one

® Demand generation is the process of increasing awareness of and confidence in a

particular product
O Increasing awareness and confidence in designer handbags

e This is done by gathering insight on people’s knowledge, attitudes, and behaviors

to design communication products and campaigns
O In-depth interviews and market survey research with women, their friends, and their husbands to better
understand what would make them purchase a designer handbag

® Itis critical to understand utility - why someone needs the product
O You may want to convince people that they need a designer handbag as it is the normative thing to do

e Itisimportant to allay any fears about the product - what questions do people

have, and address those concerns before roll-out
O Isit good quality? Does it last? Is it worth the cost?
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Demand generation for maternal vaccines

® When a new vaccine is created, people usually don’t know about the vaccine,
and sometimes may not even have heard of the disease

® For RSV, 95% of our study participants had seen RSV, but none of the

pregnant and lactating women or community members had heard the term
RSV

Maternal
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Identifying Target Audiences

. . Policy level:
e Decisions about whether or not to get a Vaccine mandates
vaccine are not made alone - there are
. Healthcare system level:
influences at many levels Healthcare provider

recommendation; eligibility

® At each of these levels, there are different
groups of influences that can affect the
decision-making process

Individual level:
Perceived benefits
of vaccine;
vaccine safety
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DAY TWO

What do demand generation products look like?

They could be training packages for healthcare workers to increase their
knowledge of a particular vaccine, like this MoH training for healthcare workers
and vaccinators when the COVID vaccine was introduced to the country

NATIONAL COVID-19 VACCINE DEPLOYMENT TRAINING
2ND - 3RD MARCH 2021
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0 What is the COVID -19 vaccine
presentation?
o At which Temperature should the \ /
vaccine be stored? XY
e Where in the refrigerator should ‘
COVID-19 vaccines be stored
o How do you calculate vaccine ‘,
requirements and manage your
stock?
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What do demand generation products look like?

They could be posters targeted at pregnant women

Covid-19 vaccines are safe
for pregnant women
pata chanjo uwe

Chanjo ni salama
kwa mama mjamzitoh

CHONJO

COV 19 v

Get vaccinated today
For more information

DIAL *719# or

talk to your healthcare provider.

Kenya

kﬂﬂt?i"a TUKKE 0
CHONJO
@ UsAID J
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DAY TWO

What do demand generation
They could be briefs targeted to policymakers

RAPID EVIDENCE BRIEF Ministry of Health FEBRUARY 2022

Successful communication strategies used to promote
COVID-19 vaccine uptake: Lessons from low-and
middle-income countries

Key messages Introduction

The coronavirus disease 2019 (COVID-19) has become one of the
most challenging pandemics globally in recent times. Fortunately,
within the emergence of COVID, the global community has come
together and successfully developed a vaccine. The COVID-19
vaccine is increasingly promoted and available for wider public use

Context-specific themed messages
could boost vaccine uptake and reduce
hesitancy.

COVID-19 vaccination message as one of the ways to curb both spread and adverse effects of the
positioning is a vital communication virus. The realization of any vaccination program solely depends on
technique especially in the sequencing public willingness to accept the vaccination and this also applies to
of choice of words and having a single the COVID-19 vaccination uptake. Despite the gains in controlling
focused message. infectious diseases like COVID-19 via vaccination, effective
immunization suffers from challenges associated with people and
Trusted traditional channels of communiies resisfing its uptake.
communication such as word-of-mouth can Globally, the COVID-19 vaccination drive has faced some
complement modern sources; haressing challenges, including vaccine hesitancy or reluctance among the
social influencers (trusted community public. In Low-and Middle-Income Countries (LMICs) such as
figures in an enabling environment) can Kenva hesitancy risks areater community transmission and conld
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Lessons for Other Countries on HPV Vaccine Introduction

While Kenya and many countries have |mruduced new vaccines for infants in the past decade (e.g. pentavalent, rotavirus,
PCV, and others), HPV vaccine requires tailored to reach girls. Countries
that are introducing HPV vaccine are learning that these lessons also offer an innovative blueprint furfumre life-course
vaccinations. Below are some key considerations for a successful HPV vaccine introduction (as well as more broadly)

for any vaccine introduction, m:\udmg HPV vaccines. Detailed

p dinga adequate
transport HPV vacein In additon,
SH&III:LV 'I":T'" tracking the d thus ensuring y g mechanismis updated with HPV data—ensures
gistics 2 sufficient lability of stacks missed opportunities,
wastage. A bundled distribution of vaccines & will issues and ease

delivery of the vaccine to the targeted populations.

Idenifying and reach engagement with multiple new partners. They may have minimal
experience in tion and proper briefing on all aspets of the HPV vaccination roles and

Likewise, 1 a d
strengths and can play acritcal role in ensuring a successful HPV vaceination program. HPY vaccination also provides an
opportunity for the immunization program 1o lear from ther.

Given the ay be The MOE
‘and Kenya National Bureau of Statistics (KNBS) have o st whichmus s b xamnot for completeness
‘and compared with acility and other data.

Identification of
target population

Microplanning exercises should start as early as possible to alow for further consultation of data sources and with
partners, to enable timely adjustments in advance of th introduction.

Advocacy, One of the most critical aspects of HPV vaccine introduction, ACSM requires active engagement beyond the MOH. A
communications & variety of players and communications chamnels are required, given the new population and age group, as well as prior
social mobilizati nsitizt .

(ACSM) inputs, activities, outputs and outcomes—as well as funding—for sustainability beyond the vaccine launch.
Capaxity todeliver the taf technical
sills the vaccing that may cause
hesitancy. As such, resources for itor d blended
= Inaddiion to montring tho number g it tomonitor rumors and 9
Monitoring & ; based
Evaluation (M&E) Fuvmevmuve immunization programs smum nunsmev different M&E and feedback approaches.

Supprtesupnision, n e obcompetany nsfrard mentrsipshoud b ul o e inroducion ln o
longer-term. In additon, , challenges, and potential
i for in real-time leaming and
P i ity o eam and document essons that may b used
for future adolescent vaccination and health services.

The HPV vaccine introduction in Kenya has made progress, despite huge challenges. “We have a vaccine that prevents a
very serious problem,” says Isaac, adding, A lot of people don’t understand what cancer is. | do understand that. For me to
see the HPV vaccine being introduced to prevent such a problem makes me very proud, and especially that I'm part of this
work. | think | have a greater drive to advocate for the vaccine, to make sure that as many girls as possible are vaccinated.”
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|dentification of
Maternal RSV Demand
Generation Products:

Target Audience

ldentification Group
Work

® Facilitators: Rupali Limaye, PhD, Prachi
Singh, Berhaun Fesshaye, MSPH
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Instructions

For the next session, you will be split into 8 groups
Number off from 1-8

Get into your assigned group

Choose a rapporteur

Choose a notetaker

We will then go over the instructions on the next slide
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DAY TWO

1. You will have 30 minutes to discuss the following questions.

2. There are 4 target audiences listed on the left for maternal
RSV vaccines. Using an index card, come to a consensus
with your group and rank the audiences from 1 to 4, with 1
being the highest priority group for RSV vaccine

Instructions

J
0’0

Pregnant women
Lactating women

“ : acceptance.

% Community members (male 3. Choose your number 1 ranked choice from step 2. Using 3
partners, family members, index cards, identify the top 3 groups that would influence
neighbours, faith-based your chosen target audience’s decision-making process
leaders) related to maternal RSV vaccines. List one on each index

% Healthcare providers card.

4. Using the index cards from step 3, indicate the level of
influence each group has on your chosen target audience’s
vaccine decision making process (Red sticker = very
influential; ; green = least
influential).

5. After the discussion, the rapporteur will have 3 minutes to
report back.

(doctors, nurses, midwives,
community health volunteers,
etc.)

Maternal
I

mmunization
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DAY TWO

ldentification of
Maternal RSV Demand

Generation Products
by Target Audience:
Product Group Work

® Facilitators: Prachi Singh, Berhaun
Fesshaye, MSPH, Rupali Limaye, PhD,
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DAY TWO

R 1. You now have one audience you chose to focus on.

InStrUCtlonS 2. What kind of information (i.e, information about
effectiveness, cost) does your target audience need to
inform their vaccine decision making process? List the

Please get back into your groups top 5 informational needs on 5 index cards.

You will have 30 minutes to 3. Looking at the index cards from step 2, indicate the
discuss the questions on the right importance of information needed (Red

After the discussion, the sticker=essential; )
rapporteur will have 3 minutes to 4. Reviewing your index cards, brainstorm 1-2 products
report back that could contain this information needed and write it

on the backside of each index card.

Example products: job aids for healthcare workers, clinic
flyers for PLW at ANC facilities, brochures for religious
leaders
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DAY TWO

Next steps: identifying and approaching
stakeholders

Who are these actors?

Why do you need them for co-
\ creation?

What is in it for them?

How do you approach them?
Which tools will you use?
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DAY TWO

Thank you for your time!

rlimaye@jhu.edu
bfesshal@jhu.edu
prachi@jhu.edu

® B¢ ihpi I
[ 4 h . m
®A JOHNS HOPKINS MIRI s ihpiego | Ministrv of Health
wr BLOOMBERG SCHOOI Maternal ing i
of PUBLIC HEALTH Immunization Saving lives. Improving health. I
JBLIC =AL. ::ﬁ::;?::s Transforming futures. REPUBLIC OF KENYA



