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At the core of human-centered design is the disposition to learn from 
failure and iterate. It’s okay—and expected—to not have all of the answers 
from day one of testing a solution. The important thing is to start small  
and take action on what we learn.

Building something tangible for people to engage with, even if it is a quick, 
low-fidelity design, lets us observe people’s reactions and gather feedback. 
From there, we can refine and iterate on our designs and test at increasing 
scales to get to a proof of concept. 

Throughout the design process, we assess our solution against these 
three criteria, beginning with desirability. Desirability is our starting 
point, because if we haven’t addressed people’s needs in a way they find 
compelling, let’s face it, it doesn’t really matter how feasible or sustainable 
the idea is. 

As we learn what resonates with people, we also investigate the context, 
our partners’ capabilities, and sniff out what is viable and feasible. Even 
after a solution has been launched, there is always a way to continue to 
learn and optimize as it scales. 
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Sustainability  
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Desirable
to users

*Start 
   here

*

Feasible
to implementers,  
who can roll out  
and replicate  
the solution 

Viable 
in terms of required  
costs and resources

To achieve impact at 

scale and be sustainable, 

a solution needs to be:
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A360’s transdisciplinary  
approach included  
human-centered design. 

In Nigeria, 9ja Girls stands for love, life, and health. A 
vibrant lipstick-drawn logo links to income generating 
skills and SRH counseling and services. Positioning con-
traception as a tool that gives girls control, the branded 
mantra, “My life is mine to make”, helps the intervention 
respond to critical adolescent developmental science 
findings: interventions must connect with youth’s  
cognitive and emotional decision-making. 

In Tanzania’s Kuwa Mjanja, a pineapple symbolizes a branded  
empowerment story, using a mantra to articulate girls’ powerful 
self image: Stand tall (Be proud of who you are), Wear a crown 
(Know your worth), Be sweet (live in line with your values). Kuwa 
Mjanja used segmentation to ensure that all girls–regardless of 
their life stage–receive messages and information that resonate. 
Girls who are younger, less sexually experienced and still rely on 
their mothers for support to navigate their changing lives receive 
“Know Your Body” information, whereas girls who are more  
experienced and independent from their families, who are begin-
ning to build self-defined plans for their lives, recieve “Know your 
Path” information. It’s the brand, however, that ties it altogether. 

SmartStart in Ethiopia is carefully branded to the rural 
Ethiopian context: recognizing the importance of making 
contraception familiar and approachable, it adopts  
traditional colors, print patterns, and symbols of wealth—
images depict young couples looking forward to a home, 
with shade trees and livestock. These branded images 
align with the intervention’s strategy: financial planning as 
an entré to girls and couples’ self-defined life goals, with  
family planning as a tool in service of those goals.
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C O N T E X T

In Southern Nigeria, providers’ lack of knowledge 
and biases often hinder a 15–19 year old girl’s 
independent access to contraception. They 
largely believe such access leads to promiscuity 
or infertility. And as members of their own 
communities, providers are also subject to  
the same restrictive social and political norms  
that bar unmarried girls from contraception. 
As a result, they often only serve girls who are 
accompanied by a husband or parent.

When providers lack accurate information and/
or impose their personal beliefs, it fuels girls’ 
mistrust. Some girls pretend to be married to 
get contraception. Or girls forego it all together 
because they don’t trust the providers to keep  
their visit private and confidential.

T H E  S O L U T I O N

9ja Girls introduces contraception through 
vocational skills classes on life, love, and health, 
offered in safe, girls-only spaces that are integrated 
in public health care facilities. Providers are at the 
front lines—teaching classes, offering one-on-one 
counseling, and providing contraceptive services.

To get providers on board, we designed trainings 
that would inspire them to recognize their role in 
motivating girls and offering quality services. To 
build providers’ empathy, the training starts with 
sharing stories of real girls and their experiences. 
We then use role-play to prepare providers for  
real-life interactions with young girls.

We created governing principles and a mantra 
that providers sign and recite aloud together, 
helping them build a greater sense of purpose 
and community around their role. In doing so, 
they become a living manifestation of the brand, 
proud to participate and ready to change their 
relationship with a generation of adolescents.

To ease girls’ fears about attending the classes,  
we equipped a set of mobilizers with a handout  
that contained a “What to Expect” section, 
including photographs, to ease girls’ hesitations  
by introducing what would be discussed in class 
before girls stepped into the session. Second,  
we created a “Class Coordinator” role who greets, 
registers, and becomes girls’ point of contact 
throughout their 9ja Girls experience. Finally,  
we included opt-out individual counseling into 
each session, which removed the stigma of private 
counseling by normalizing it.  This created the 
opportunity for girls to build a close relationship 
with a provider, ask questions and access services.

Activating a Generation 
of Provider Ambassadors
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P O P U L AT I O N  S E R V I C E S  I N T E R N AT I O N A L 

A D O L E S C E N T S  3 6 0  N I G E R I A 

+  T H E  B I L L  &  M E L I N D A  G AT E S  F O U N D AT I O N 

+  C H I L D R E N ’ S  I N V E S T M E N T  F U N D
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ACCEPTANCE 
Build support for  
contraception among 
the people in her life

CONFIDENCE 
Help her understand 
her options

GUIDANCE 
Equip providers to 
support her journey

RELEVANCE 
Lead with what  
matters to her

ACCESS 
Ensure services 
respond to her 
needs & lifestyle 

G I R L - C E N T E R E D  R E P R O D U C T I V E  H E A LT H

In order to support girls in making informed contraception 
choices, we must understand the journey from their 
perspectives. This requires spending time with young 
people—learning about what keeps them up at night,  
who they aspire to be, and what life is like in their shoes.  
By learning what matters to girls, understanding their 
different layers of influence, and observing the barriers  
and opportunities in their lives, we are able to design  
solutions that directly address girls’ needs in a cohesive way.

Using the tools and stories in this book, you’ll learn how  
to understand the needs of girls in the specific context(s)  
you’re working in, and how to ensure you’re building  
a solution with the right ingredients for success. While  
the solutions themselves may take different forms depending 
on the context, there is a common set of needs that must  
be addressed: relevance, acceptance, confidence, guidance,  
and access.

Consider these 
five factors when 
designing for  
girls’ journeys. 

Why do brands matter in this context? 

Nigeria: 9ja Girls Tanzania: Kuwa Mjanja Ethiopia: Smart Start

1. RELEVANCE: 
From health-oriented to 
her-oriented.  
 
Brands that lead with what matters to young 
people have allowed A360 programs to  
connect the value of contraception with where 
girls are in their lives, with girls as partners in 
the process.

2. EMOTIONAL RESONANCE: 
From technical cognition to  
emotional connection.  
 
Adolescent developmental science has shown that 
young people make decisions that are based primarily 
on perceived relevance to their lives, immediacy, and 
emotional resonance. When done well, brands have 
the ability to inspire and connect with exactly these  
experiential elements.

3. COHESIVE + CONNECTED: 
From siloed interventions to an  
interconnected experience.   
 
Brands are more than a logo or visual style, they also  
define the value, principles and experience she should 
have at each step in her journey. This provides implemen-
tors an invaluable tool–guidelines–for ensuring programs 
are scaled with consistency. Regardless of when and how 
she is interacting with a program–from hearing about it for 
the first time to taking up a method–her experience should 
have a simlar tone, quality, and message. 

Why Brands Matter: A Makeover for AYSRH 
Authors: Jessa Blades, Edwin Mtei, Tigist Urgessa, Joy Ede Otsanya, Melissa Higbie, Claire Cole         
Date: November 5th 2018 

Every program 
considers a 
girl’s journey 
and the key 
touchpoints an 
intervention 
will need to  
address. 


