
8. Why did our clients choose MSI?

72%

3.2

12. What were the most important sources of information about MSI for our 

clients?

10. How did our clients feel about the amount of 

information received?

Clients satisfied with overall experience:

96%

Adopters

Availability

High Impact

42% of our clients 

own a mobile 

phone

7. How long do our clients have to travel to access our services?

11. Do clients feel comfortable asking questions?
5. Family planning counselling

9. Were our clients satisfied with their experience?

2016India (MSI) Outreach

1. Who are our clients?

Age

Poverty
3. Marital Status

How educated are our clients?

How many children do our clients have?

4. What are our clients fertility intentions?

2. What proportion of our clients are 

switching to LAPM?

94%

55% received 

comprehensive 

counselling

100% 

0% 

Ever Married

Single/Never
Married

0% 100% 
<20 Years

20 Years and Older

0% 
74% 

24% 

Living on <$1.25 a Day Living on <$2.50 a Day MPI Poverty

82% 17% 2% 

Adopter Provider changer Continuer

63% 24% 13% 

None/Some Primary Education

Primary/Some Secondary Education

Completed Secondary Education/Above

93% 

93% 

93% 

95% 

96% 

98% 

Wait time

Hours

Cleanliness

Privacy

Respectfulness of staff

Price

18% 

0% 4% 91% 1% 5% 

Space births (wants children within 2 years) Delay births (wants children after marriage/ after 2 years)

Limit fertility (no/no more children) Undecided dont know

5
0
%

 

1
8
%

 

2
8
%

 

Just Right Info Too Little Info Too Much Info

85% 

10% 

56% 

15% 

41% 

3% 

1% 

Travel time to another provider

Travel time to MSI
<1 Hour

1-3 Hours

3 Hours +

41% 
38% 

7% 6% 

0% 0% 0% 0% 

Reputation Nearby Availability Low cost Referred by
health provider

Convenient
operating hours

Other Voucher

99% 

1% 1% 0% 0% 0% 0% 0% 

CBDW Personal
Recommendation

Public Provider Media/Promotional
Material

MSI/Private
Provider

Directional sign
outdoors

Other Referral/Call
Centre

29% 

23% 

9% 
7% 6% 

3% 1% 0% 

Doesn't Use
Media

TV Radio Other Media Newspaper Magazine Internet Cell Phone

13. What forms of media do our clients use? 

88% 83% 

61% 

Counselled on side effects Received Instructions on Followup Counselled on alternative method


