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What is IVR, and how is it used?  

Source: votomobile.org 

IVR (Interactive Voice Response) platforms are a tool to share information and gather feedback through 
interactive SMS or voice calls. Different uses could include:  
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What are the features / benefits?  

Source: votomobile.org 
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How has Camber used IVR in FP research and programming?  

Transform PHARE Message Testing in Niger AgirPF SBCC Messaging Platform in Niger 

•  This project aimed to demonstrate the usefulness of 
using IVR for iteratively testing potential SBCC 
campaign messages 

•  The hypothesis was that the IVR platform would allow 
us to conduct this message testing faster and more 
effectively compared to more traditional research 
methods 

•  Messages developed targeted a specific segment of 
women1 to be used in radio spots broadcast in the 
Dosso region, aiming to increase women’s openness to 
FP and/or use of FP services  

•  Two rounds of iterative testing were conducted, 
advertising the survey via radio spots and providing a 
small amount of mobile credit as incentive for 
respondents 

•  The SBCC strategy developed for Niger included setting 
up an IVR platform of messages to be made available to 
women 24/7 via a dedicated phone number 

•  The platform messages included information on specific 
FP methods, as well as testimonials on FP use collected 
from FP role models2 living in Niamey and Maradi 

•  The phone number for the IVR platform was diffused via 
health center information materials, as well as through 
the role model networks, included on ‘invitation cards’ 
which encouraged women to visit a health center 

•  The platform has been set up, but not yet launched as of 
10/02/2017 

Note: (1) Messages focused on Healthy Proactives, one of the segments previously identified in the segmentation analysis conducted by Camber in 2014  
(2) Role models were women belonging to segments with high acceptance / use of FP and proactive health seeking behavior, who agreed to share their testimonials to help 
other women with their FP decision making 

For both projects, we worked with votomobile.org, as they have the best established network for IVR operating in 
Niger. We also used voice messaging (as opposed to SMS) due to the large % of illiteracy in the target population 
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Using IVR, the researcher can monitor progress of the survey online, can stop the survey or modify questions at 
any time 

Benefits of IVR over face to face research 

Ability to 
control 

remotely 

Research shows that self reported data is more accurate when the conditions of anonymity and lack of fear of 
reprisal are met.1 These two conditions are likely improved with the use of IVR surveys, as opposed to face to 
face research, and may help reduce issues such as social desirability bias  
 

However, note that this increased level of anonymity likely also contributes to higher respondent drop off rates 
compared to face to face research 
 
 
 

Improved user 
confidentiality 

As the same recordings are used for every survey, there is inherent consistency in the way the information and 
messages are conveyed to the respondent. This can be especially important for iterative testing where the 
language is only slightly modified 
 

Consistency 

Note: (1) Brener ND, Billy JOG, Grady WR. Assessment of factors affecting the validity of self-reported health-risk behavior among adolescents: evidence from scientific 
literature. Journal of Adolescent Health 2003; 33:436-457 
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Key challenges compared to face to face research 

Challenges Transform AgirPF 

Complexity 
in set up 

Users of the system require several hours of training on how to use the platform, as well as follow up 
help from the support team to trouble shoot unexpected issues X X 

Recording of the questions and messages was very time and labor intensive, as each individual 
message or prompt needs to be a separate file, in each language. This led to much confusion over 
labeling and organization of files 

X X 

Take away: in both cases, the set up of the system took several months, and much longer than traditional research or messaging 
via a simpler method would have taken 

Difficulty 
obtaining 
desired 
sample  

Use / response rate depends upon women dialing in to the service.1 For the message testing, 
advertising the survey via radio and offering incentives was not sufficient to obtain the desired sample  X tbd 

The sample will be biased by those who choose to participate, and who have a phone. It is also 
difficult to verify that those using the service are who they say they are (e.g. women in X region, of a 
certain age group) 

X tbd 

Take away: Compared to research conducted at a household level using a random sampling methodology, the IVR sample will 
likely be more biased, and time and effort to reach desired sample is more difficult to anticipate 

User lack of 
familiarity 

Users who dialed in to complete the survey were not used to answering a survey by entering responses 
via the touchpad of their phone, and resulted in a much higher drop off rate than expected X tbd 

Certain questions were ultimately not effective or reliable due to user error. For example, asking 
women to enter in the digits of their age, or prompting them to record a verbal response to a question X tbd 

Take away: Constraints regarding users’ lack of familiarity with IVR need to be considered in the project design; hopefully over 
time these issues will dissipate 

Note: (1) Note there is a possibility to ‘push’ surveys / content if you have a database of phone numbers, or using a random dial technique (but this is not cost 
effective unless the target sample is 15%+ of the population) 
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1)  Anticipate high initial time and resource investments to bring project team up to speed on efficient use of 
the platform, and invest in customer support at least for the first month of platform use 

2)  Invest in a dedicated local project supervisor, and ensure local team’s commitment, especially for the 
survey set-up phase, to oversee potentially confusing processes such as recording of survey questions / 
messages 

3)  In the case of surveys, consider offering incentives in the form of mobile credits to encourage better 
response rates. Note that the incentive needs to be sufficient to motivate respondents to try something 
new and unknown 

4)  To avoid user error, ask questions in the most simple form (i.e. pre-coded responses as opposed to open 
ended) and run pre-tests prior to launch 

5)  At the end of the survey or messaging, ask for permission to save the user’s number for use in future 
research / messaging or to call back for follow up 

6)  For communication platforms, ask the IVR provider is other organizations (potentially from other sectors) 
might be interested in collaborating on a shared platform to reduce costs  

Recommendations 
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Context 

•  In 2013, the William & Flora Hewlett Foundation commissioned Camber Collective to lead the development of a customer 
insights-driven FP strategy in Niger  

•  One output of this was a behavioral and attitudinal segmentation, which is considered more accurate in predicting consumer 
behavior than demographic or psychographic segmentations 

•  This project aimed to use the segmentation results to test messages for radio spots broadcast in the Dosso region, aiming to 
increase young women’s openness to FP and/or use of FP services  

•  The Camber segmentation derived five segments of women: Modern Elites, Healthy Proactives, Traditional Autonomists, 
Conservative Passives, and Sheltered Skeptics  

•  In this activity, Camber focused on Healthy Proactives, the segment that, if served, is likely to represent the greatest possible 
opportunity for behavior change  

•  The emphasis of this activity was to build our collective ability to develop, broadcast, measure the impact of, and refine key FP 
messages iteratively—much as companies do in marketing communications  

•  The hallmarks of this approach are that we used a light, nimble approach to testing, which allowed us to make quick changes  

•  IVR (Interactive Voice Response) was the platform used to test the potential campaign messages; women called a phone 
number to participate in a survey via their mobile phones 

•  The hypothesis was that the IVR platform would allow us to conduct message testing faster and more effectively compared to 
more traditional research methods 
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Methodology 

Methodology 

Record and diffuse a radio Announcement to encourage 
 women to dial into survey 

Round 1 testing: Women take 10 minute survey, Healthy  
Proactives are identified in first 5 questions, three potential 

campaign messages are tested 

Results from Round 1 are used to improve messages and 
quickly re-test in Round 2 

Round 2 of survey is fielded, results from R1 and R2 are 
compared. Results used to help shape radio campaign 

2

3

4

5

Radio campaign launched, evaluation of campaign 
conducted via IVR system 

6
We Are Here 

Oct - Nov  
2016 

Nov – Dec 
2016 

Dec - Jan  
2017 

Jan – Feb 
2017 

Project set-up, contracting with VotoMobile,  
preparation of survey tools 

1
April – Sept 

2016 
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Challenges Encountered: Initial Investment and Sample Size 

Methodology 

High Cost and 
Time 

Investment for 
Set Up 

•  The set up for the survey very time and resource intensive, and cost per survey respondent was high due to 
high drop off rates 

•  For example, the initial set up of the survey took ~5 months to complete, including contracting with the IVR 
partner (VotoMobile), training, and development of the survey 

•  This delay was largely due to the process of preparing the individual recordings of each survey question, to 
be uploaded onto the IVR platform, which is a time and cost component unique to the IVR testing process 

•  Part of these delays were expected, as the project team learned to use a new method of testing in round 1 
of testing 

•  Comparatively, round 2 of testing was very fast to implement (less than one month), and cost per target 
survey respondent was considerably lower; however, still higher compared to traditional market research 
(see cost analysis on next slide) 

Reaching 
Desired 

Sample Size 

•  We had originally planned to reach ~600 Healthy Proactives (HP) per survey round, which seemed 
reasonable given our estimation of the number of HP living in Dosso1 

•  However, our recruitment success was hindered by several factors:  
1)  The ability of our radio advertisement to encourage women to dial into the survey (offering 100-500 FCFA 

for survey completes, or $0.20 - $1.00 for 10 minute survey) 
2)  The geographic reach of the radio ads, which did not cover the entire region of Dosso 
3)  The high drop off rates due to women’s lack of familiarity with IVR and difficulty in responding to screener 

questions (see additional information on slide 6) 

1) Initial assumptions were 3k women dialing in to participate, 40% HPs (per Camber survey data for Dosso), 67% survey completion rate  
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Cost Assessment 

Methodology 

Recording of survey messages and radio spot $1567 $308 

Cost of radio spot broadcasts1 $1910 $1910 

Mobile credit incentive for participants $76 $54 

VotoMobile hosting + phone line2 $2100 $700 

VotoMobile training3 $600 -- 

VotoMobile service team support3 $3000 -- 

VotoMobile airtime cost $278 $184 

TOTAL COST $9531 $3156 
SURVEY COST per Healthy Proactive $307 $150 

SURVEY COST FOR ANY SURVEY COMPLETE $26 $20 

Est. cost for similar testing conducted F2F4 $5000 $1000 

ROUND 1 ROUND 2 

Note that round 1 costs were higher 
due to higher costs for recording 
initial survey, plus IVR training and 
support. Round 2 costs ere lower 

overall; however radio broadcasts 
were less efficient (same diffusion 

costs for 50% fewer total survey 
completes)  

 
Costs for message testing via IVR, 

even in round 2, remain significantly 
higher compared to more 

‘traditional’ methods of research 
such as face to face interviews or 

focus groups. 
  
 

1) For each round, the radio spots were broadcast 436 times, for a cost of $4.38 per broadcast; 2) cost for 3 months for R1, 1 month for R2; 3) 
Cost of training and service support only used in round 1 for setup; 4) Based on estimate from local MR firm for similar survey, round 1 
includes project set up costs, surveyor training, and translation of the survey instrument in addition to the fieldwork costs which remain 
consistent versus round 2 
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Cost Assessment 

Women’s Lack 
of Familiarity 

with IVR 

•  After the low completion rates for round 1 of testing, we conducted several follow up interviews with 
women who dialed in, but did not complete the survey 

•  We discovered that many women had difficulty with the concept of alternating between listening to 
survey questions and using the dial pad to input responses 

Difficulty in 
comprehensio
n of specific 

questions 

•  There were two specific questions in the survey which created confusion; the age question and the 
question on acceptability of the different messages 

•  Even though the radio advertisement called for women age 15-49 to dial in and participate in the survey, 
we wanted to include this question as a screener in the survey 

•  The age question was the first question asked, and in round 1 we asked women to input their age (2 digits), 
as we wanted as much precision on age as possible for PSI’s database 

•  This proved to be very confusing to women, and so in round 2 we switched to asking women to choose an 
age grouping (ex. between 15-24), which significantly reduced drop off rates for this question 

•  The second question that proved difficult to interpret was the high % of women who reported the 
campaign messages as being “false, offensive, or irritating” despite the vast majority of respondents 
reporting high agreement of the messages 

•  In round 2 we added a follow up probe for the reasons behind this response, which revealed that the vast 
majority of women had misunderstood the question 
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Development of Messages for Testing (I/II) 

TRIALS CONTINUES 
USING CONSIDERS AWARE ADVOCATES NOT AWARE  

OF FP 

Becomes 
aware of FP 

Considers 
using FP 

Tries a  
method 

Sustained and 
effective use 

Promotes use 
to others 

Healthy Proactives are more likely to be stuck at the “trial” 
or  “continued use” stage in the customer journey. 

Messages aimed at Healthy Proactives need to 
encourage them to continue to progress along this 

journey 

FP Customer Journey 

Help Healthy Proactives find the support 
they need to overcome their fear of, or 

manage actual side effects and continue 
their use of FP 

Communication Objectives 

Healthy Proactives will adopt an FP 
method, or continue using their FP method 

Desired Action 
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Development of Messages for Testing (II/II) 

Themes Exemples of Messages 

Make difficult choices 
by prioritizing your 

health 

Find a reliable person 
who can provide trust 
worthy FP information 

Have confidence to 
make informed choices 

We have found that women often have an "internal conflict" in relation to the use of 
FP. Even if some women are interested and willing to use FP, their perceptions of social 
norms or pressure from others prevent them from trying or continuing to use them. It is 
important to get the message that their health should be prioritized first and foremost. 
If she is not healthy, she can not take care of her family. 

In our research, we heard a lot of concerns about the impact of FP methods on 
health. Very often, women lack a reliable source of information, or they do not trust 
health workers. It is important to reinforce the idea of looking for a trusted person to 
have good information about FP 

A woman will be more comfortable making FP decisions if she feels informed, and if 
the decision belongs to her. The idea is to strengthen her confidence in her choices, 
and to remind her that FP is her choice 
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Comparison of drop out rates 

HEALTHY PROACTIVES WHO 
COMPLETED SURVEY 

Age question not answered N=104 (26%) N=14 (10%) 

Not age 15-49 N=78 (20%) N=22 (16%) 

Stopped at survey intro N=29 (7%) N=12 (9%) 

Not aware of Family Planning N=55 (14%) N=20 (14%) 

Not Healthy Proactive N=16 (4%) N=72 (51%) 

Stopped at HP intro N=18 (5%) N=0 (0%) 

N=31 (8%) N=21 (13%) 

TOTAL SAMPLE N=365 TOTAL SAMPLE N=161 

ROUND 1 TESTING ROUND 2 TESTING 

The most significant 
participant drop off  

points vary by round of 
testing, mainly due to the 

change in the age question1 
 

In round 2 we experiences 
higher drop off rates due to 
segment2, although still in 

proportions consistent with 
previous quantitative research 

1) In round 1 the age question was open ended, in round 2 participants were asked to select from a range of ages, which was easier to 
understand; 2) specifically due to many more women citing importance of natural methods 
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Healthy Proactive Profile Comparison 

13% 19% 
29% 

38% 

58% 
43% 

Round 1 Round 2 

FRANÇAIS 

HAUSA 

ZJERMA 

LANGUAGE 

15-25 

26-35 

36-49 

AGE 

YES 

NO 

42% 38% 

19% 38% 

39% 
24% 

Round 1 Round 2 

USE OF FP METHOD 

13% 10% 

Round 1 Round 2 

87% 90% 

The profiles of the 
Healthy Proactive 
respondents are 
similar between round 
1 and round 2 of 
testing 

N.B. Sample size for round 1 = 31; sample size for round 2 = 21 
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Messages Tested 

MESSAGE 1 MESSAGE 2 MESSAGE 3 

M1b. 
« Je n‘écoute pas les rumeurs sur 

les méthodes contraceptives, 
j'échange avec mon agent de 

santé pour avoir la meilleure 
information » 

M2b. 
« J’échange régulièrement avec mon 

agent de santé pour trouver la méthode 
qui me convient le mieux. Elle m'a 

expliqué que les effets secondaires 
n'arrivent pas souvent, et ils sont 

gérables» 

M3b. 
« Les prestataires de service de PF 
donnent d’amples informations sur 
les méthodes de PF et je fais moi-
même mon choix sans influence» 

M1a.  
« Je n‘écoute pas les rumeurs et 

préjugés sur les femmes qui 
utilisent les méthodes 

contraceptives car l’espacement 
des naissances préserve ma santé 

et même celle de mes enfants, 
qui est plus important que tout » 

M2a.  
« J'ai échangé à mon agent de 

santé pour trouver la méthode qui 
me convient le mieux. S’il m’arrive 

d’avoir d'effets secondaires, je 
retournerai dans la formation 

sanitaire pour recevoir des conseils 
» 

M3a.  
« Les prestataires de service de PF  
accueillent très  bien. Ils donnent  
d’amples informations sur toutes 

les méthodes modernes de 
contraception disponible dans le 

pays et je fais moi-même mon 
choix sans influence» 

1. Simplification 

2. Focus on rumors on methods, 
not women 

1. Simplification 

2. Focus on the message that side 
effects are manageable 

1. Simplification 

2. Focus on the point « I make my 
own decision » 

MESSAGES TESTED IN ROUND 1 

PROPOSED CHANGES BASED ON RESULTS 

MESSAGES TESTED IN ROUND 2 
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Comprehension 

MESSAGES 2A + 2B MESSAGES 1A + 1B MESSAGES 3A + 3B 

The desired comprehension 
on Message 1 is: “one 

shouldn’t listen to rumors” on 
which both messages did not 

perform well.  
 

Between message 1a and 1b, 
message 1b has a preferred 

interpretation as it calls to 
action and is more specific 

In your opinion, what is the main message?  

It’s important to 
seek good FP info 

FP is important 
42% 

29% 

29% 52% 

13% 
14% 16% 
5% 

M 1A M 1B 

Something else 

One shouldn’t listen 
to FP rumors 

42% 
67% 

52% 

29% 

6% 5% 

M 2A M 2B 

Side effects are 
manageable 

I can trust HCWs 

It’s important to seek 
good FP info 

42% 
24% 

35% 
49% 

23% 29% 

M 3A M 3B 

FP is my 
decision 

HCWs are there 
to help us 

I can trust 
HCWs 

The desired comprehension on 
Message 2 is: “side effects are 
manageable” on which both 

messages did not perform well.  
 

Between message 2a and 2b, 
message 2b has a preferred 

interpretation as it encourages 
women to trust HCW with regards 

to SEs 

The desired comprehension 
on Message 3 is: “FP is my 
decision” on which both 

messages did not perform 
well.  

 
Between message 3a and 3b, 
message 3a has a preferred 
interpretation it encourages 

women to trust HCWs 
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Motivation 

MESSAGES 2A + 2B MESSAGES 1A + 1B MESSAGES 3A + 3B 

Ideally, the message 
motivated women to use a 

method, but neither message 
does this very successfully 

 

There aren’t any statistically 
significant differences 

between the motivation levels 
for M1a and M1b 

What does this message motivate you to do?  

Discuss FP with my 
husband / partner 

Speak to a HCW 
52% 48% 

32% 
29% 

10% 
14% 

6% 10% 

M 1A M 1B 

Doesn’t motivate 
Use a method 

35% 38% 

39% 38% 

26% 14% 
10% 

M 2A M 2B 

Ideally, the message motivated 
women to use a method, which 

M2a does somewhat successfully.  
 

Between message 2a and 2b, 
message 2a is more effective in 

motivating women to use FP 

Ideally, the message 
motivated women to use a 

method, but neither message 
does this very successfully 

 
There aren’t any statistically 

significant differences 
between the motivation levels 

for M3a and M3b 

Discuss FP with my 
husband / partner 

Speak to a HCW 

Doesn’t motivate 
Use a method 

Discuss FP with my 
husband / partner 

Speak to a HCW 

Doesn’t motivate 
Use a method 

59% 
45% 

30% 

25% 

7% 

15% 

3% 
15% 

M 3A M 3B 
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Recommendations for Message Selection 

Message Comprehension Motivation Recommendation 

M1a. Medium Medium ✖ drop 
M1b. Good Good ✔ keep 
M2a. Medium Good ✔ keep 
M2b. Good Medium ? back up 
M3a. Medium Poor ✖ drop 
M3b. Medium Medium ✖ drop 

Good Medium Poor 

Recommendation for the main radio message: M1b. 
« Je n‘écoute pas les rumeurs sur les méthodes contraceptives, j'échange avec mon agent 
de santé pour avoir la meilleure information » 
 

Recommendation for a supporting message: M2b. 
« ...et s’il m’arrive d’avoir d'effets secondaires, je retournerai dans la formation sanitaire pour 
recevoir des conseils » 
 

M1b. scored relatively high on 
comprehension and motivation 

 
Message 2a was recommended 
over M2b due to the higher score 

for motivation, which was deemed 
more important than 

comprehension 

Ratings based on holistic interpretation of results1 

1) Based on weighted average of actual comprehension vs. desired and actual motivation vs. desired, with greater weight behind 
motivation versus comprehansion 
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Conclusions: Relevance of IVR for Message Testing 

•  This experiment in particular proved to not be what we expected: a quicker, less expensive, more effective 
way of iterating messages in Niger  

•  IVR does appear to have potential for conducting quantitative message testing, while maintaining a high 
level of control over the process (ex. can stop survey once sample size reached, can modify question at 
any time) 

•  Specifically for iterative message testing:  

o  After initial set up, subsequent rounds of testing can be carried out very quickly – even faster 
compared to traditional market research 

o  Because the tested messages are pre-recorded, IVR is a more reliable option for consistently testing 
messages without any bias introduced; this is especially important for iterative testing where the 
language is only slightly modified 

•  However, local partners and women themselves are not familiar with this methodology, which has led to 
long delays in survey set up, and lower completion rates than those expected 

•  After initial set up, IVR can be much faster compared to traditional market research; however, due to low 
response rates it remains a more expensive option 

•  Local partners are likely to improve upon their ability to use this tool, and questions can be further simplified 
to increase survey uptake amongst women 


