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Globally, 74 million women living in LMIC have unintended pregnancies 

annually

In India, 27.5 million pregnancies women experience are 

unintended/unplanned. 

This leads to 25 million unsafe abortions and 47000 maternal deaths 

(Source: WHO)
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Realizing the magnitude of the issue, Organon 

collaborated with GCI Health to:

❖ Empower Indian women by raising awareness 

about safe contraception methods, 

❖Dispelling myths and misconceptions around 

safe sexual behaviors, and 

❖Championing the dialogue around 

participative approach to family planning 

X



#ImplantWeTrust

To build awareness and adoption of Long-acting 
reversible contraceptive methods or LARCs - in India and 
champion the dialogue around a participative approach 

to family planning



Women in the age group of 18 to 44: 

Married + Unmarried | Residing in 
urban and semi-urban areas | With 

disposable income | Consume news 
from online and social media | Rely on 

peers and doctor’s advice for taking a 
health decision | Influenced by women in 

leadership roles 



• Birth control pill is the best-known 
contraceptive among women 18-44 years old, 
indicating that there is a lack of awareness of 
LARCs.

• More women above 34 years old aren’t using 
any form of contraception.

• Women in higher social classes are aware of 

more different contraceptive methods as 

compared to women in lower social classes 

who have not used contraception before.

To understand women’s preferences wrt contraception choices, Organon partnered 

with IPSOS to conduct a study titled What Women What? amongst women 

between 18-44 years. 



a. Her Health: Leverage subject 
matter experts across India to build 

awareness around safe sexual 
behavior and LARCs among 

women

b. Her Promise: Identify impactful 
platforms and forums to create 

dialogue on participative 
approach for family planning to 
achieve gender equity and socio-

economic development

c. Her Power:  Create visibility 
around the inclusion of 

Implanon NXT in India’s family 
planning program in national 

and state media  

WARENESS

DVOCACY

DOPTION



Engaged with renowned 
specialists to create 
conversations around women 
health in leading media 
platforms like India Today, 
Dainik Bhaskar and First Post. 

Her Health: Seeding content around topical days to drive discourse  

Publication: News 18
Doctor quoted: Dr Meenakshi Ahuja, Senior 

Director, Obstetrics and Gynecology, Fortis La 
Femme, New Delhi and Academic Secretary, 

Delhi Gynae Forum, President, Delhi 
Menopause Society 

Reach: 527,108 
Key Message: Spreading awareness about 
the various modern forms of contraception 

options available

Publication: The Pioneer
Doctor quoted: Dr. Tripura Sundari. M DGO, 
MD(OBG) Consultant & HOD Obstetrics and 

Gynecology, Kim's Hospital, Hyderabad 
Reach: 50,000 circulation

Key Message: Highlighting the significant 
gaps in the adoption and consistent use of 

contraceptive methods. 



Owning the conversation around key 

health days and topicalities like the 

verdict on Roe vs Wade, historic 

amendment of MTP Act in Sept 2022 

which made abortion legal for 

unmarried women 



Noha Salem, Organon’s global Women Policy Lead, 

participated in W20 Summit (Chennai, June 2023) 

alongside Smriti Irani, Minister of Women and Child 

Development to talk about the role of family planning 

in global efforts to achieve gender equality

Smriti Irani, Minister 
of Women and Child 
Development, Govt. 
of India 

Her Promise: Advocating for Women Reproductive Rights at the Right 
Platforms 



Partnered with JHPIEGO, USAID, 
and TATA Tea to increase access to 
contraception in India

• India makes 22% of the world's tea, 52% of which comes from 
Assam where women constitute about 60% of the workforce. 
The tea workers are one of the most marginalised 
communities in Assam with unsafe working conditions.

• The maternal mortality rate (MMR) in the tea gardens of 
Upper Assam is 404, a rate higher than anywhere else in the 
country. 

• One of the reasons contributing to high MMR of Assam is 
large number of unplanned pregnancies and unmet needs 
for family planning services. 

• Short-acting oral contraceptives require repeated health care 
visits, leading to inconsistency, improper use and unintended 
pregnancies. There is limited use of long-acting reversible 
methods, only 2.1%, because of social and personal 
barriers among young girls. 



Her Power: Engaged with Key Women Storytellers To Build Visibility 
around #ImplanonNXT

Ekta Batra, Anchor and 

Associate Editor Research, 

CNBC TV 18

Kavita Bajeli Dutt, 

Senior Journalist , The 

New Indian Express

Sohini Das, Deputy 
Corporate Editor, 

Business Standard

Anju Ghangurde, 

Executive Editor, 

Scrip/Pink Sheet





• CNBC-TV 18 (The 
Medicine Box)

• Fortune India 
• BW BusinessWorld
• The Economic Times
• MINT
• Business Standard
• The Financial Express

High-level interactions 
between Organon 
Commercial Lead, 
Southeast Asia Andreas 
Daugaard Jorgensen and 
leading Indian media 
like:

Joe Mathew, Deputy 

Editor, Fortune India

Harbinder Narula, CEO, BW 

Healthcare and Wellbeing

Viswanath Pilla, Assistant 

Editor, Economic Times



Secured partnership with Govt 
of India for the inclusion of 
Implanon NXT (a highly safe 
and effective contraceptive 
implant) and roll out in India’s 
family planning program and 
its phased roll out in 10 states. 

Organon recognized as the 
'Emerging Healthcare Brand of the 
Year' at the esteemed 2nd 
ASSOCHAM Healthcare Summit 
and Awards 2023 held in India. 

Educated 50 MN 
readers on safe 
contraception options 
via KOL-led advocacy 

Collaborated with Family 
Planning Association of 
India (FPAI) and 
Federation of 
Obstetricians, 
Gynecological Societies of 
India (FOGSI) for earned 
media opportunities; op-
eds in CAT A publications 

A look at our achievements so far: 



Saved the best for the last!
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