
Navigating 

SRHR Self-Care

#FormNiGani Strategy 
Navigator – A toolkit to 

develop self-care practices 
and drive demand among 

young Kenyans



The need to 

rethink srh 

in Kenya



Self-Care as a way of 

meeting SRH needs

COVID-19 has exacerbated challenges faced by an already 
fragile sexual and reproductive healthcare (SRH) system in 
Kenya*, where contraceptive use among women of 
reproductive age declined from 44% in 2019/2020 to 29.6% 
in 2020/2021 due to a disruption caused by the pandemic**.

Empowering youth to manage their health has the 
potential to plug gaps in SRH service delivery and bolster 
universal health coverage (UHC) through a people-centric 
approach to meeting young Kenyans’ contraceptive needs.

Reproductive health self-care is the ability of individuals to 
maintain their health with or without the support of a 
healthcare provider. Self-care interventions represent a 
push towards greater self-efficacy, autonomy, and 
engagement in health for self-carers and caregivers.

Being in control of one’s own fertility enables youth to 
understand and choose what works best for their life plans 
and overall health.

* #FormNiGani Young Voices: COVID-19 & Contraception report (2020)
**Kenya Health Indicator Survey (2021)



Who does self-care 

impact?

● Self-care practices empower young 
Kenyans to take agency over their health 
and make the right decision for 
themselves

● It supports the work of healthcare workers, 
particularly in a strained health system

● Self-care provides a new lens in 
approaching policy on healthcare 
coverage, building towards UHC

● Self-care practices can help improve 
healthcare outcomes for underserved 
communities



Understanding the 

self-care journey

#FormNiGani (FNG) undertook a rapid 
discovery research process to capture the 
experiences, pain points, and needs around 
self-care to map the journey that young 
Kenyans experience when seeking self-care.

This was achieved through active 
discussions with young Kenyans across 
multiple counties and healthcare providers 
with the expertise to provide a big picture 
view.



The 5 A’s of 

Self Care.

Based on the discovery research, these four steps in the 
self-care journey cover the mindset and process of 
self-care around reproductive health and contraception.  

The knowledge and 
understanding of an one's health 

needs, protective factors, and 
where to go for treatment.

The timely reach to personal 
health services to achieve 
the best health outcomes.

The ability of individuals to 
obtain their preferred 

methods and adequate 
information for uptake.

The self-use and 
administration of 

healthcare products or 
services.

All of these steps can be influenced by effective campaigns for Advocacy.
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The 5 A’s of 

Self-.

Awareness

2
Access

3
Acquisition

4
Application
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Key Factors that shape the 

self-care journey

Discretion drives 

uptake.

Pandemic 

momentum.

Disparities 

divide.

Health-seeking behaviour differs 
greatly across gender and 
socio-economic contexts, 
resulting in disparities in 
self-care use and health 

outcomes

The COVID-19 pandemic has 
spurred interest in individual 
health, creating space for the 

adoption of self-care 
messaging, services, and 

products

SRH is still considered taboo, 
and young Kenyans prioritise 

privacy, resulting in a 
preference for self-care 

options and providers deemed 
safe and discreet



Disparities in demand for contraception 
result in unequal outcomes (unplanned 
pregnancies, STIs, and development 
indicators) across populations.



Young people are relatively more open to 
seeking ways in which they can be in control 
of or improve their overall health in 
comparison to previous years.



Discretion is an important factor in driving the 
selection of methods and access points for 
contraceptive self-care, the lack of which can 
prevent youth from seeking advice or services.



Healthcare providers are key to the 

self-care journey

Tap the Trust 

in providers

Right method, 

Wrong Fit

Contraception needs and 
usage vary by individuals, but 
the lack of personalisation in 

messaging and service 
delivery leads to a feeling of 

sexual and reproductive 
health needs not 

being met

Young people are hesitant 
but still trust the expertise of 

healthcare providers. This 
trust can be tapped to 

increase uptake and reduce 
misuse and adverse 

outcomes



Needs are best met when services factor 
in young people’s personal preferences, 
such as long-term or short-term methods, 
cycles, and other medication being taken.



Misuse and discontinuation of contraceptives 
are common and could be reduced by better 
information on what to expect, side effects, 
and better method-matching. 



#FormNiKujijali

Creative 

Communications

Public relations and 
influencer-driven campaigns to 

drive demand among youth and 
build a case for policy interventions

Collaboration

FNG partnerships with youth 
advocates, thought leaders, 

creatives, and service 
providers to design and trial 

engagement strategies 
around self-care.

Channel 

interventions

Innovation around formats 
that foster trust, drive trial, 

and support empowerment of 
young Kenyans 

Based on key insights, the uptake of reproductive 
health self-care is hinged on a triad of interlinked 
factors – communication, channel intervention, and 
collaboration among system actors, forming 
#FormNiGani’s transition strategy.

To generate demand around sexual and reproductive 
self-care, we created a campaign called 
#FormNiKujijali (slang for “the plan is self-care”), 
whose outcomes included:

1. Introduction to and engagement around 
reproductive health self-care as part of public 
discourse among Kenyan youth

2. Guiding approaches around planning for 
reproductive health self-care interventions 
across products and services

3. Creative technical skills-building among young 
advocates and thought leaders as well as 
existing and new partners to drive advocacy

#FormNiKujijali’s 3Cs model for Driving Demand 

For Self-care



creative & 

messaging 

drivers



Key insights from the discovery phase indicated four key messaging points to drive 
systemic change-making and build on the potential of reproductive health self-care:

#FormNiKujijali Messaging Drivers

1

2

Reproductive health self-care is key to sustainable, equitable development by 
bridging disparities in health, social, and economic outcomes. It empowers young 
Kenyans to take charge of their reproductive health, well-being, and futures. Closing the 
gap becomes important as many young Kenyans are living in a strained healthcare 
system, which entails reduced access to contraceptives.

Reproductive self-care is needs-specific, varying from one individual to the other. As 
such, it is imperative that services and products are accessible, affordable, and 
innovative to meet the diverse needs and realities of young Kenyans.



Healthcare workers are critical to self-care by empowering young Kenyans to make 
informed reproductive healthcare choices, necessitating the need for alternative and 
effective engagement pathways that lower discrimination, enhance proactivity, and 
result in reproductively empowered youth.

3

4 Sexual and reproductive well-being is a collective, shared responsibility whose 
consequences, directly and indirectly, impact more than one person and must thus be 
everyone's conversation. It is, therefore, key that all Kenyans engage, take action, and 
support efforts towards a more inclusive and less stigmatised or stereotyped 
reproductive self-care journey.

#FormNiKujijali Messaging Drivers



the 

creative 

strategy



Building on the established support for 
contraception as an enabler of 
self-determination by young Kenyans, 
#FormNiKujijali highlighted the importance of 
the individual's role (proactive self-care) in 
managing their health for better health 
outcomes at the personal and national levels.

Additionally, as part of #FormNiKujijali, the 
campaign worked with youth advocates by 
equipping them with the #FormNiGani tools 
and content to enable them to lead, proactively 
organise, and advocate for more empowering 
approaches to reproductive health in Kenya.



Top-down advocacy 
through a PR 

campaign:

Targeting policy and 
decision-makers to advocate for a 
systemic shift towards proactive 

investment in both an empowering 
reproductive health narrative and 

affordable, innovative contraceptive 
options and services to enable young 

Kenyans to take on their self-care 
journey.

Bottom-up advocacy 
through creative 

activation:

Engaging young Kenyans and 
amplifying their voices in 

demanding equitable family 
planning access across information, 
products, and services that enable 
them to take charge of their sexual 

and reproductive health.

Systems inclusion 
through a service 

provision partnership:

Collaborating with strategic partner 
Reproductive Health Network of 

Kenya (RHNK) drove access to 
counselling services and reproductive 

health products that enable young 
Kenyans to adopt healthcare practices 

supported by their needs, without 
any barriers.

Leveraging the COVID-19 sparked momentum around health and the strength of 
peer-to-peer engagement and social media influence, #FormNiGani sought to raise the 

profile of reproductive self-care through a 3-tiered approach:



Core Creative Influencers

The Messy In Between
YouTube - 21.3k
Instagram - 13k

Social media content creators served as campaign advocates

Through video content, these influencers used their platforms to engage on SRH self-care and how to 
access the services offered by RHNK, with content amplified by other influencers.

George Kagwe
Instagram - 110k

Tiktok - 65k
Twitter - 3.9k

Esther Kazungu
Instagram - 53k

Twitter - 21.2k
Tiktok - 85.5k

Cindy Kipsang
Instagram - 79k

Tiktok - 418k

Rama & Shiko
Twitter - 165k

Instagram - Combined 
82k



Thought leaders

Dr Nelly Bosire
OB/GYN practising 
privately in Nairobi

Expert opinion-shapers built a case for systems action on SRH self-care

Using their experience in health systems and policy, these experts helped strengthen the 
campaign messaging and used their voices to advocate for action across stakeholder groups.

Dr Janet Githinji
OB/GYN and 

Founder/CEO Daktari Wa 
Mtaa Trust, a grassroot 
SRHR support network

Nelly Munyasia
Executive Director, 

Reproductive Health 
Network of Kenya

Dr Alex Awiti
Vice Provost of Aga Khan 

University

Rachael Mwikali
Mobiliser of grassroots 
support for vulnerable 

populations through the 
Coalition for Grassroots 

Human Rights Defenders



Campaign 

results



Social Media Engagement And Reach



Sample Social Media Content



Sample Social Media Content



News Media Engagement And Coverage

PR VALUE

$172,577 22.5
MILLION 

KENYANS 
REACHED



Sample News Media Content



The campaign's products and service access 
function was driven primarily by social media and 
creative influencers. 

The messaging directed youth to take charge of 
their sexual and reproductive health by texting 
#FormNiKujijali to the RHNK-owned, 
WhatsApp-based chat platform to converse with an 
SRH counsellor. 

The number of messages received over the period 
was tracked between 19 October to 13 November 
(campaign period) and extended till 31 December 
2021 to gauge the campaign's longevity.

Demand Generation



Total demand generated

The #FormNiKujijali campaign 
contributed to an average 
increase of 77% in the first month, 
October 2021, peaking at 132% in 
November 2021.

In this period, messages with the 
words #FormNiKujijali, 
#FormNiGani or referencing the 
creative influencers comprised 
22% of the total product or service 
requests.

Weekly Average (FNG) Weekly Average (Total)



Weekly demand generated

In the campaign's first 
month, weekly text messages 
rose from 50, in the month 
before the campaign, to a 
peak of 116 a week in 
November 2021.

FNG requests Total messages during period



nature of requests

Of the queries via the 
WhatsApp-based chat platform, 
71% sought contraceptive 
counselling to understand what 
methods best suit them, while 
22% sought specific 
contraceptives.

Out of those requests, 95% were 
made by females.

This can be viewed as an 
indicator of inclinations and 
actions towards personal health.

Contraceptive counselling

Trailing of numbers

Contraception referrals

Abortion queries



REGIONAL DIsTRIBUTION

Looking at the regional 
distribution of the requests 
made via the platform, of those 
willing to disclose their 
location, 95.9% were from the 
Nairobi metropolitan area, 
including Nairobi, Kajiado, 
Machakos, and Kiambu 
counties.

One reason for the 
disproportionate share is the 
high usage of social media 
around the capital, which was a 
key driver of the demand 
generation campaign.

Nairobi Nakuru Kisii



Feedback From Collaborators

This advocacy work has a great 
impact on my advocacy especially on 

content creation. Exploring the 
aspect of self-care in reproductive 

health has given me a third eye. With 
this, I can tell a different story and 
reframe policy actions at both the 

county and national levels.   

Participating benefitted me 
monumentally because I got to listen in 

on reflections from young people working 
on SRHR in different counties. What is 

working for them, what is not… what I can 
pick from them and replicate in my 

county and current trends in this space as 
well.

I would like to see #FormNiGani 
implement a strategy that is able to 

reframe our current sexual and 
reproductive health policy.

Youth Advocate 1 Youth Advocate 2

Youth Advocate 3

#FormNiGani is an innovative SRH 
demand and awareness creation 
intervention whose engagement 
language is best understood by 

youth.

Nelly Munyasia, Executive Director 

RHNK



What next?



SRH Self-care: Looking forward

The #FormNiKujijali campaign provides clear 
evidence of the demand for reproductive health 
self-care in Kenya.

Based on the campaign results and associated 
learnings, there is an opportunity for:

● Long-term sustenance of self-care
● Innovation to build new pathways to self-care
● Scaling to larger audiences
● Replication in different contexts

If interested in learnings and collaboration, 
contact Mari Tikkanen, CEO: 
mari.tikkanen@scopeimpact.fi 

mailto:mari.tikkanen@scopeimpact.fi


Thank 
you!




