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PURPOSE

The “C’est La Vie!” program aims to enhance sexual and
reproductive health among young Africans, who often
face obstacles in accessing health resources. This
initiative leverages insights from social and behavioral
sciences to develop effective health strategies. The TV
series reaches over 40 million viewers in Africa,
supported by digital initiatives that analyze the impact of
online strategies on social media platforms like
Facebook.

These efforts aim to enhance young people’s
decision-making regarding family planning. The program
uses digital tools to shift social attitudes and eliminate
barriers to accessing family planning services, guiding
youths to online counselors and direct service options.
Despite low internet access in West Africa, where over
42% of the population use social media, the program
effectively addresses health issues online, particularly
among young males in this second phase.

METHODS

The “C'est La Vie !” campaign employs digital
strategies alongside influential role models and
influencers to expand its reach and impact. Targeting
youths aged 15-24 in Senegal, Céte d’lvoire, and
Burkina Faso, the campaign attracts them through
Facebook ads. To ensure the campaign’s content
aligns with the actual needs and concerns of the
youth, formative research was conducted. This
research identified key sexual and reproductive health
(SRH) topics relevant to the target demographic.

Following this, a detailed mapping of influencers was
conducted. These influencers, who were popular and
credible among the local youth, were then trained in
Social and Behavioral Change (SBC) approaches.
This training ensured that their engagement with the
campaign was both effective and aligned with health
promotion best practices. The campaign divides 515
participants into four groups: control, influencer, role
model, and a mixed group (see Graph 1). Each group
receives customized content to determine which
method is most effective for engagement and
behavior change. The campaign closely monitors
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CONCLUSION

The “C’est La Vie !” campaign, driven by influencers, has
proven remarkably effective in involving West African
youth in important discussions about sexual and
reproductive health (SRH). This approach has not only
enhanced understanding and shifted youths’ perspectives
on health matters but has also encouraged a culture of
open dialogue about personal experiences. The campaign
underlines the importance of tailored messaging and the
inclusion of men in health conversations to underscore the
advantages for all genders.

RESULTS

Feedback revealed substantial engagement, particularly among influencers, who recorded 410 reactions
and 99 comments, illustrating successful awareness-building and youth involvement. Discussions
highlighted improved access to SRH information, improved comprehension of contraception, and
decreased stigma associated with these subjects. The influencer-driven approach additionally fostered
open discussions on traditionally sensitive topics, free from stigma.
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