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Implementing an
evidence-driven behavioral
change media campaign across
Iraq.

Campaign Materials Results

Campaign products were designed to reassure Iraqi citizens in three core areas: Media Used: TV, Radio and Online
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» By end of campaign, number of
vaccinated people reached 8,5
million (covering both first and
second shot).

Campaign effectiveness could be increased by:

* More time, repetition and, therefore, exposure to the message
» Shorter ad duration resulting in more airtime within the same resources
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