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0. SUMMARY

Objectives     This study, which is the second study of a TRaC series among sex workers in Haiti on the use of condoms during sexual intercourse, has the following main objectives: 

· To compare the 2006 and 2008 results, concerning the use of condoms and the factors that differentiated between those who use condoms and those who do not among sex workers;
· To show significant changes on key indicators over time between the two studies;
· To identify determinants of  condom use with regular partners  in  2008;
· To evaluate the impact of PSI interventions on behavior and opportunity, ability and motivation-related determinants of condom use among sex workers 

Description of the intervention: PSI/Haïti has been conducting interventions targeting commercial sex workers for two years in order to encourage increased frequency of condom use with all types of partners. In its interventions among groups at high risk for HIV/AIDS, PSI/Haïti promotes the systematic use of condoms. In addition to the male condom Pantè ™, PSI/Haiti also markets a female condom, Reyalite ™. Since its early years, PSI/Haïti has sold more than 100 million male condoms and more than 300,000 female condoms.  The female condom offers women in general and commercial sex workers in particular, an alternative to the male condom especially with men who refuse to wear a condom themselves. In the program targeting commercial sex workers, communication to motivate behavior change is implemented through a project called « Condomania ». The objectives of this project include reinforcing personal risk management of HIV/AIDS infection and encouraging consistent and correct use of male and female condoms with all types of partners. 
Methodology:  As in the first round study, a Time/Location Sampling strategy was used. The same questionnaire that was used in the 2006 study was used after the inclusion of a few additional questions about exposure to PSI interventions. Through a mapping of the places where sex work is practiced, we estimated the number of sex workers per site in each town, and selected the number of sex workers to be interviewed per site. The data were entered and analyzed using SPSS. The statistical analysis aims to 1) examine whether or not there were significant changes in key indicators between the two periods (2006 and 2008), 2) identify opportunity, ability, and motivation-related determinants of condom use in 2008 and 3) assess whether PSI/Haiti interventions contributed to changes found in key indicators between the two periods.  The focus of this report is condom use with regular partners. Regular partners refer to partners with whom sex workers have a relationships with and does not include occasional or paying partners. 
Results    Between 2006 and 2008, the rate of male condom use with clients increased from 83% to 98%. The use of male condoms with any partner also increased from 85% to 94% between 2006 and 2008. The use of male condom use with regular partners, on the other hand, decreased from 81% to 46%. For female condoms, use at last sex with both regular partners and clients decreased between 2006 and 2008, but use with clients who refuse the male condom increased significantly during this time period.  
Four significant determinants of condom use were identified:  brand appeal, self-efficacy for using condoms, willing to pay for condoms, and marital status. 

Commercial sex workers who value the brand of a condom are almost twice as likely to use a condom during the latest sexual intercourse with their regular partners as those who do not value condom brands. Commercial sex workers who feel confident in their ability to use a condom correctly are three times more likely to use a condom during the latest sexual intercourse with their regular partners than those who do not feel confident. Commercial sex workers who used a condom with their regular partners are willing to pay more for a pack of condom than those who do not. Commercial sex workers who do not live with their regular partners use a condom with their regular partner during sexual intercourse four times more often than those who live with their regular partners. 

Commercial sex workers who are confident in their ability to use a female condom correctly are four times more likely to use a condom during the latest sexual intercourse with their regular partners than those who do not use a female condom with their regular partner. Commercial sex workers who feel susceptible to HIV/AIDS are five times more likely to use a female condom during the latest sexual intercourse with their regular partners than those who do not feel susceptible. Finally, commercial sex workers who use a female condom with their regular partners are willing to pay more for a pack of condoms than those who do not.  
The evaluation tables suggest that PSI intervention activities did not have a positive impact on the key behavioral indicators and determinants identified in the 2006 segmentation analysis.  Possible reasons for this are discussed in the analysis.
1. Monitoring

Table 1 presents the data on the use of male and female condoms by commercial sex workers and OAM determinants of condom use in 2006 and 2008.  Results from the monitoring, segmentation and evaluation studies that use multi-items scales to measure OAM determinants of behavior are presented in terms of adjusted proportions or means. The multi-item scales used were developed using factor analysis to evaluate how well individual statements hang together to form a construct, and create a single composite score if the variables together are reliable. The majority of those indicators have been found reliable (Cronbach alpha > .7). The indicators with weak reliability have been replaced with individual items.
Table 1: Monitoring:

Prevalence distribution of condom use and its determining factors in Haïti, 2006 and 2008

Risk group: Commercial sex workers in Haïti 

Behavior: Use of condom with regular partners

	
	Nov 2006
	July 2008
	Sig

	INDICATORS


	N=978
	N=852
	

	BEHAVIOR
	 % 
	 % 
	

	Have used  a  condom during the latest sexual intercourse  with client 

Have used  a  condom during the latest sexual intercourse  with regular partner

Have used  a  condom during the latest sexual intercourse  with any partner 

Have always used  a  condom in  sexual intercourse  with client 

Have already used  a female  condom at any time

Have used  a  female condom during the latest sexual intercourse with client 

Have used  a  female condom during the latest sexual intercourse with regular partner 

Have used  a female  condom with clients who refused the male condom  


	82.8% 

80.7%

85.1%

62.2%

36.7%

28.4%

27.5%

33.3%
	98.1% 

46.1%1
93.5%

 91.9%.

43.7%

12.2%

5.6% 

40.9% 
	***

***

***

**

***

***

	ABILITY
	Mean
	Mean
	

	Personal efficiency for condom use

    Self-efficacy to use condoms in specific situations 

    Self-efficacy to  negotiate condom use with regular partner


	3.7

3.8
	3.5

3.5
	***

***


Table 1: Monitoring: (Continued)

Prevalence distribution of condom use and its determining factors in Haiti, 2006 and 2008

Risk group: Commercial sex workers in Haïti. 

Behavior: Use of condom with regular partners

	
	Nov 2007
	July 2008
	α

	INDICATORS


	N=978
	N=852
	

	 MOTIVATION
	Mean / % -
	Mean / % -
	

	 Attitudes 

    
	3.8


	3.6


	***



	CHARACTÉRISTICS OF THE RÉSPONDENTS
	Mean / % -
	Mean / % -
	

	Age 
	23.1 years
	25.5 years
	***

	EXPOSURE TO INTERVENTIONS
	Mean / % -
	Mean / % -
	

	    Interventions by PSI

        Low

        Medium 

        High


	33.3% (  326 /  979)

49.5% (  485 /  979)

17.2% (  361 /  979)

 
	21.7% (185 / 852)

44.1% (376 / 852)

34.2% (291 / 852)


	***




***    p=.000        **      p=<.01      *        p=<.05 
1.1. Behavior 

Significant changes were observed in the use of male and female condoms with clients and the use of the male condoms with regular partners. 
A significant increase in male condom use with clients was found for condom use at last sex and for consistent use. Eighty-three percent of commercial sex workers used a condom during the latest sexual intercourse with a client in 2006, whereas 98.1% used a condom in 2008. Furthermore, 62% of commercial sex workers consistently used a condom with their clients in 2006, whereas 91% did so in 2008. 

A significant increase was found in the use of the female condom with clients who refused to use a male condom, while a decrease was found in the use of female condoms among all clients. The number of sex workers who had already used a female condom with a client who refused to use a male condom increased from 33% in 2006 to 41% in 2008.  In 2006 28% of commercial sex workers used a female condom during the last sexual intercourse with a client while in 2008 only 12% used a female condom at last sex with a client.   
A significant decrease was also found in male condom use with a regular partner. Eighty percent of commercial sex workers used a condom during the latest sexual intercourse with a regular partner in 2006 whereas 46.1% of them used one in 2008.   
Finally, 85% of commercial sex workers used a male condom during the latest sexual intercourse with any partner in 2006 whereas 93.5% used a condom with any partner in 2008. 

The findings show that most key programmatic indicators have improved between 2006 and 2008. Overall condom use among sex workers increased, with the exception of male condom use with regular partners and female condom use with clients. 

1.2. Opportunity, Ability and Motivation determinants of behavior 
In the 2006 segmentation analysis, ability and motivation but not opportunity-related determinants were found to be significantly associated with condom use with regular partners. Because of this, opportunity-related determinants of behavior were not monitored between 2006 and 2008. A significant decrease was found in the following ability- and motivation-related determinants of behavior between 2006 and 2008:  self-efficacy to use condoms in specific situations decreased from 3.7 to 3.5; self-efficacy to negotiate condom use with regular partners decreased from 3.8 to 3.5; and attitudes about condoms decreased from 3.8 to 3.6.
The findings reveal a decrease in condom use with regular partners and self-efficacy and attitudes for using condoms with regular partners. A decrease was also found in use of female condoms with clients.  These unexpected findings may be due to the recent decline in the Haitian economy and reduction in disposable income. Such a decline is likely to require commercial sex workers to rely on their regular partners for financial support and as such, they may feel less confident in their ability to negotiate condom use. The economic pressure experienced by commercial sex workers is also likely to result in negative attitudes about condom use with a regular partner. Economic hardship is also likely to decrease the use of female condoms since they are more expensive than male condoms.  
In situations where economic factors contribute to HIV risk behaviors, the influence of conventional HIV prevention programs is difficult to capture and may be overlooked altogether as may be the case in Table 1. This is because such programs are more likely to help mitigate rather than reverse the negative consequences caused by a declining economy. 
1.3. Population characteristics 
The average age of commercial workers increased slightly between 2006 and 2008. The average age was 23 in 2006 and 26 in 2008. While statistically significant this finding is not practically significant. 
1.4. Exposure to interventions by PSI 

An exposure index was created using 10 questions on exposure to PSI intervention activities. Three exposure groups were created: low, medium and high. In 2006 33% of sex workers were in the low exposure group, 42% were in the medium exposure group and 17% were in the high exposure group. In 2008, 22% of sex workers were in the low exposure group, 44.1% were in the medium exposure group and 34.2% were in the high exposure group. 
A significant increase was found in commercial sex workers’ exposure to PSI interventions between 2006 and 2008. Fewer sex workers were in the low exposure group in 2008 compared to 2006. More sex workers were also in the high exposure group in 2008 compared to 2006. This suggests that PSI was able to increase the intensity of sex worker’s exposure to PSI intervention activities between 2006 and 2008. 
2. Segmentation 
The segmentation analysis allows the identification of the determinants of male condom use by commercial sex workers. In other words, it predicts condom use by opportunity, ability, and motivation-related variables, and the characteristics of the population in the following tables. Note that PSI/Haiti is especially interested in the determinants of commercial sex workers’ condom use with regular partners.

2.1. Determinants of male condom use with regular partners.
Determinants of behavior are identified through the use of logistic regression analysis and are presented in the form of means and percentages in table 2. Brand appeal, self efficacy, willingness to pay, and marital status were found to be significant.

Table 2.  Segmentation:

Determinants of male condom use with regular partners in Haiti 2008

Group: Commercial sex workers in Haiti
Behavior: Use of male condom with regular partners 

	INDICATORS
	

	
	 Condom users

N=284
	Non users

N=332
	OR
	Sig

	OPPORTUNITY
	Mean
	Mean
	
	

	Brand appeal
	2.24
	2.04
	1.69
	***

	Self-efficacy
	3.58
	3.25
	3.22
	***

	Maximum price
	27.4 gdes
	23.0 gdes
	1.02
	***

	Live with partner
	25.5%
	52.4%
	3.73
	***


***    p=.000     **      p=<.01      *        p=<.05 
The mean score on brand appeal is 2.24 for those who used condoms with their regular partner during the latest sexual intercourse and 2.04 for non users. The difference is significant. (p=.000) while controlling for all other factors in the model. The probability of using a condom with a regular partner is higher among the commercial sex workers who value and identify with branded condoms than those who don’t.
The mean score on self efficacy is 3.58 for the users of condom with regular partner during the latest sexual intercourse and 3.24 for the non users. The difference is significant. (p=.000). The probability of using a condom with a regular partner is higher among the commercial sex workers who feel confident in their ability to use a condom than those who do not feel confident. 

Commercial sex workers who used a condom during the latest sexual intercourse with a regular partner are willing to pay 27 Gourdes for a pack of 4 condoms whereas those who did not use a condom are willing to pay only 23 Gourdes. The difference is significant (p=.000).

Twenty six percent of commercial sex workers who used a condom with a regular partner live in common law marriage (live with sex partner) whereas 52% of those who do not use condoms live with a partner. The difference is significant (p=.000). In other words, twice as many sex workers who do not use condoms with a regular partner live with their sex partner compared to sex workers who use condoms with their regular partner.
These findings suggest that commercial sex workers who use male condoms with their regular partners value branded condoms and feel confident in their ability to negotiate condom use in different situations.  Sex workers who use condoms with their regular partners are also willing to pay an average of 27 Gourdes for a pack of condoms. Finally, the data also suggests that a higher proportion of sex workers who used condoms are likely to live alone while a higher proportion of sex workers who do not use condoms are likely to live with a partner. 
2.2. Determinants of female condom use with regular partners
As stated above, determinants of behavior are identified through the use of logistic regression analysis and are presented in the form of means and percentage in Table 3.  Only self efficiency, willingness to pay for condoms, and perceived susceptibility to HIV/AIDS were found to be significant.

Table 3.  Segmentation:
Determinants of female condom use within regular partner, Haiti 2008

Risk group: Commercial sex workers in Haiti 

Behavior: Use of female condom with regular partners  

	INDICATORS
	

	
	 Condom users

N=284
	Non users

N=332
	
	Sig

	Self-efficacy
	Mean= 3.62
	Mean = 3.38
	3.95
	***

	Maximum price
	µ = 32.9 gdes
	µ = 25.9 gdes
	1.03
	**



	Perceived vulnerability to HIV/AIDS
	3.65
	3.47
	5.21
	*


***    p=.000      **      p=<.01     *        p=<.05 
The mean self-efficacy score for female condom users was 3.62 while it was only 3.38 for non-users. This means that those with higher self efficacy were almost four times more likely (OR=3.95) to use female condoms compared to those with lower self-efficacy.

Female condom users were more likely to be willing to pay a higher price for condoms compared to those who did not use condoms. Female condom users agreed they would pay a maximum average price of 32.9 Gourdes for a pack of condoms while non-users only agreed to pay up to 25.9 Gourdes. 
Finally, perceived susceptibility to HIV/AIDS significantly differentiated female condom users from non-users. Specifically, those who felt more vulnerable that they might acquire HIV/AIDS were more than 5 times as likely to use condoms compared to those who did not use condoms.

These findings suggest that commercial sex workers who use female condoms with their regular partners feel that they are at risk for HIV/AIDS and feel confident in their ability to negotiate condom use in different situations.  Sex workers who use female condoms with their regular partners are also willing to pay an average of 32 Gourdes for a pack of condoms. 
2.3 Determinants of preference for condoms coming from different sectors
The segmentation analysis also allows for the identification of determinants of condom use from different sectors. In other words, it allows for identification of opportunity, ability and motivation-related determinants for using a condom from social marketing, commercial or public sectors. PSI/Haiti uses data type of condom used (social marketing, commercial or public sector) at last sexual intercourse for this analysis.  Since data was not collected on this variable in 2008, responses to a question on condom- sector preference will be used as a proxy. 

Table 4.  Segmentation:

Determining factors of preference for condoms, Haiti 2008

Group: Commercial sex workers in Haïti 

Behavior: Preference for condoms coming from different sectors
	INDICATORS
	

	
	 Social Marketing sector
N=360
	Commercial sector

N= 60


	Sig.


	 Social Marketing sector
N=360
	Public

Sector
N=286
	Sig.



	OPPORTUNITY
	Mean
	Mean
	
	Mean
	Mean
	

	Perceived availability of condoms
	3.34
	3.11
	**
	3.33
	3.03
	***

	Condom brand appeal 
	2.20
	1.73
	***
	2.24
	2.12
	*

	MOTIVATION
	
	
	
	
	
	

	Maximum condom price (gourdes)
	29.1 
	18.3
	***
	29.4
	24.8
	***


***    p=.0001        * p=.05    ** p= 0.01
Opportunity and motivation-related determinants were found to be significantly associated with condom sector preference. Perceived availability was higher among commercial sex workers who preferred social marketing condoms (M=3.34) than commercial-sector condoms (M=3.11). Female sex workers who preferred socially-marketed condoms also had significantly higher means scores on perceived condom availability (M=3.33) than those that preferred commercial and public (M=3.03) sector condoms. 
Brand appeal was also significantly higher among those who preferred social marketing condoms (M=2.20) than those who preferred commercial sector condoms (M=1.73). Similarly commercial sex workers preferred social marketing condoms also had higher means on brand appeal (M=2.24) than those who preferred pubic sector condoms (M=2.12). 
Finally commercial sex workers who preferred social marketing condoms were willing to pay more for PSI brand condoms (M=29.gourdes) than commercial sex workers who preferred commercial-sector (M=18.3) or public sector (M=24.8) condoms.  
These findings show that commercial sex workers who prefer social marketing condoms think that condoms are easily available and value and identify with PSI branded condoms. These commercial sex workers are also willing to pay more for PSI branded condoms than those who prefer commercial or public sector condoms.  
3. Evaluation
The evaluation analysis examined the association between exposure to PSI interventions and commercial sex workers’ condom use with their regular partners as well as determinants of this behavior. These associations were examined after controlling for the influence of age, level of education and martial status. Three categories were created: not exposed (no message), low exposure (1 to 2 channels) and high exposure (3 channels or more).   The results are shown in the following table.
Table 5: Evaluation: 

Distribution of effect indicators by exposure of the surveyed population adjusted according to the social and demographical characteristics (age, level of education, and marital status), Haiti 2006 & 2008.

Group: Commercial sex workers in Haïti 

Behavior: Use of condoms with regular partners

	INDICATORS


	base line 2006

N=978
	No exposure
in 2008

N=32
	Low Exposure
in 2008

N=90
	High Exposure
in 2008

N=730
	Signifiance 

	Number of participants
	
	
	
	
	

	BEHAVIOR
	Mean / % 
	Mean / % -
	Mean / % 
	Mean / % -
	

	Have used a condom during latest sexual intercourse with client
	85.2%a
	93.9%a
	97.2%a


	94.6%a
	ns

	Have used a condom during latest intercourse with regular partner
	83.6%a
	40.8%b
	30.4%b
	38.9%b
	***

	Have used a condom during latest intercourse with any partner
	86.2%a
	98.6%a
	93.0%a
	90.7%a
	ns

	Have used a female condom at latest sex with clients
	62.3%a
	15.1%b
	19.9%b
	18.4%b
	***

	Have already used a female condom with  client who refused male condom
	87.5%a
	39.0%b,c
	30.6%c
	43.5%b
	***

	ABILITY
	
	
	
	
	

	Self-efficacy to use a condom in specific situations 
	3.73a
	3.54a,b,c
	3.39b
	3.53c
	***

	Self-efficacy to negotiate condom use with love partner
	3.79a
	3.54bc
	3.42c
	3.55b
	***

	MOTIVATION
	
	
	
	
	

	Attitudes
	3.81a
	3.75a,b
	3.41c
	3.59b

	***


a,b=Means proportions marked by the same letter are not different from each other, means and proportions that are markers by different letters are different from each other 
***  p=.001      **   p=<.01    *   p=<.05 
The proportion of sex workers who used a condom during the latest sexual intercourse with a regular partner was 84% in 2006 and is significantly higher than the proportion of commercial sex workers with none, low and medium exposure in 2008.  No differences were found between none, low and high exposure groups in 2008.
The proportion of commercial sex workers who used a female condom with clients significantly decreased between 2006 and 2008. In 2008 significant differences were not found in condom use with clients among commercial sex workers in the no exposure, low exposure and high exposure groups.  
The proportion of commercial sex workers who used a female condom with clients who refuse to use a male condom decreased between 2006 and 2008. In 2008 this behavior was significantly lower among those in the low exposure group compared to those in the high exposure group. 
For ability-related determinants, the confidence in ability to use condom with regular partners decreased significantly between 2006 and low and high exposure groups in 2008. In 2008 commercial sex workers in the low exposure group had significantly lower scores on self-efficacy for condom use than those in the high exposure group. 

Self -efficacy for condom use negotiation decreased significantly between 2006 and 2008. In 2008 commercial sex workers in the low exposure group had significantly lower scores for condom use negotiation self-efficacy than those in the high exposure group. 
For motivation-related determinants, attitudes about condom use decreased from 2006 to 2008. Commercial sex workers in the low-exposure group had significantly lower attitudes scores than those in the no-exposure and high exposure groups. 
The findings suggest that for condom use with regular partners and clients, exposure to PSI interventions in 2008 were not effective in increasing or maintaining condom use levels in 2006. 
The findings also suggest for condom use self-efficacy in different situations, no exposure in 2006 was more effective at maintaining 2006 levels than low and high exposure levels to PSI intervention activities in 2008.

For all ability-related determinants and female condom use with clients who refuse the male condom, high exposure to PSI interventions in 2008 were less effective at maintaining 2006 levels than low exposure to PSI interventions in 2008.  For ability-related determinants, low exposure to PSI interventions in 2008 were less effective than no and high exposure levels to PSI interventions attitude in using condom in 2006. 
Table 6 : Impact of PSI’s interventions on behaviors and OAM determinants 
	INDICATORS


	Table of Monitoring
	Table of Evaluation 
	Conclusion 

	BEHAVIOR
	+ ou -
	*, **, ***
	

	Have used a  condom during latest sexual intercourse with a client
	+
	ns
	no impact

	Have used a condom during latest intercourse with regular partner
	-
	***
	no impact

	Have used a condom during latest intercourse with any partner 
	+
	ns
	no impact

	Have already used a female condom with  client who refused male condom
	+
	***
	no impact

	ABILITY
	
	
	

	Self-efficacy to use a condom in specific  situations 
	-
	***
	no impact

	Self-efficacy to negotiate  condom use with regular partners
	-
	***
	no impact

	MOTIVATION
	
	
	

	Attitudes
	-
	*
	no impact


The comparison of the findings from the monitoring and evaluation tables shows that PSI intervention activities did not have a positive impact on the key behavioral indicators and determinants identified in the 2006 segmentation analysis.  As discussed earlier this is likely in part due to a decline in the Haitian economy and the mitigating role of HIV prevention programs in such situations. The fact that PSI intervention activities have to date only been conducted in four regions provides an additional explanation for why exposure to these activities has not been able to reverse the decrease in key programmatic indicators. 
4. Conclusion 

The results reveal that overall condom use increased between 2006 and 2008 with the exception of condom use with regular partners.  The proportion of respondents who were in the low-exposure group was significantly higher in 2006 than in 2008. In terms of exposure to PSI intervention activities, 78% of commercial sex workers were in the medium or high-exposure group in 2008.  Mean scores decreased for determinants of behavior. A significant increase was found in commercial sex workers’ exposure to PSI interventions between 2006 and 2008.
The determinants of male condom use with a regular partner are brand appeal, self-efficacy, willingness to pay for condoms and marital status. The determinants of female condom use with a regular partner are self-efficacy, willingness to pay for condoms, and perceived susceptibility to HIV/AIDS. 

The OAM determinants associated with condom sector preference are : availability of condoms, brand appeal, social norms for condom use, capacity to use condoms in specific situations, capacity to  negotiate condom use with love partner, menace (Fear of HIV/AIDS), perceived vulnerability to HIV/AIDS, willingness to pay and age. 
In terms of evaluation, the findings suggest that PSI intervention activities did not have a positive impact on the key behavioral indicators and determinants identified in the 2006 segmentation analysis.  

5. Programmatic Recommendations

The results suggest that intervention efforts focus on opportunity and motivation-related determinants. 
Segmentation 
Use of male Pantè ™ condom with regular partner

· Focus on making Pantè brand condoms more attractive to commercial sex workers in order to facilitate its use with their regular partners;
· Conduct community-based interventions aiming at developing sex workers’ self-efficacy to use condoms with their regular partners, stressing techniques that will help to increase their capacity to negotiate use in different situations; 
· Conduct community-based interventions targeting commercial sex workers who live with their regular partner to promote condom use with these partners;

· Conduct media-based interventions promoting the affordability of Pante condoms (10 Gourdes/4 pack at the consumer level, well within the willingness to pay range of commercial sex workers).
Use of female condom with regular partner
· Conduct community-based interventions aimed at developing sex workers’ self-efficacy to use female Reyalite ™ condoms with their regular partners; 
· Create more permanent Reyalite sales points in order to increase access and encourage retailers to respect the consumer price of 10 Gourdes/3 pack, which is well within the willingness to pay range of commercial sex workers;
· Conduct media-based interventions promoting the affordability of Reyalite female condoms;
· Conduct community-based interventions aimed at increasing commercial sex workers’ perceived susceptibility to HIV/AIDS.
Preference for condoms coming from different sectors

· Maintain the current social marketing condom brand

· Maintain high perceived availability of social marketing condoms 

· Consider introducing a mid-level condom brand for those who prefer social marketing sector condoms since they are willing to pay more 
· Share results on determinants of condom-sector preferences with the public and commercial sectors   
6. Annexes
6.1.2. The effect indicator (outcome indicator)

In this study, PSI/Haïti is more interested in the use of condoms by commercial sex workers with their regular partners than with their clients. The decision to focus on better understanding determinants of use with regular clients is based on the already high use of condoms with paying clients in 2006. 
6.1.3. Construction of scale indicators used as predictors

Multi-item scales are used to measure constructs found in the PSI framework. They are used to measure attitudes, opinions, perceptions, and motivations. Respondents are presented with statements and are asked to indicate their level of agreement or disagreement on a scale of 1 to 4.  These scales stand for strongly disagree, disagree, agree and strongly agree (see sections 4 to 6 of the questionnaire). Responses to several statements on a particular determinant are combined to create a composite score, or the average of the score on a determinant obtained by adding responses to each statement and dividing by the number of statements.
6.1.3
Exploratory Factor Analysis and Reliability Analysis 

Exploratory factor analysis is used to examine the dimensionality of scales. Once the results have been used to determine whether a scale is one or multi-dimensions reliability of multi-item scales is determined through a statistical procedure called item analysis. Item analysis produces a Cronbach’s Alpha that can range from 0 to 1. A Cronbach’s Alpha of 0.7 or above represents a scale with good reliability. When conducting reliability analysis, some items were taken out in order to have a coefficient that is equal to or above than 0.70. The final score for a multi-item scale is calculated with the selected items. Cronbach’s Alpha and the questions retained after reliability analysis are shown below in Table 2.4. Multi-item scales that have a reliability score below .65 were not included in any of the analysis. 

6.1.4.  Reliability of  the scale  indicators

	SCALE  INDICATORS
	ITEMS
	ALPHA

	
	
	

	Availability of condom
	q401, q402,  q403a, q403b

q403c,  q409, q410, q411
	.869

	 
	
	

	 Social norms
	q413, q414,  q415, q416, q416a,  q416b, q416c
	.895

	
	
	

	Attraction to the brand
	q418, q419c, q419e
	.966

	
	
	

	 Personal efficiency
	q503, q504, q505, q506
	.903

	Efficiency : Capacity to negotiate condom use
	q509, q510, q511, q512, q513, q514,
	.916

	
	
	

	Attitudes 
	q601, q602, q603, q604, q605
	.907

	
	
	

	Subjective norms
	q607, q609a, q609b, q609c, q609d
	.915

	
	
	

	Threats
	q610, q611, q612, q613, q614
	.930

	
	
	

	Vulnerability
	q616, q617, q618, q619, q620
	.901

	
	
	


6.1.5. Calculation of adjusted means and proportions
Logistic regression was used to identify significant determinants of behavior. Determinants are included in the logistic regression analysis after multicolinearity among the determining factors has been examined using correlation analysis. If two variables (indicators) have a correlation of more than .70, one of them is not included in the logistical pattern (the one least correlated with the dependent variable). 

Results from logistic regression analysis were then converted to adjusted means in the case of data collected using multi-item scales and to adjusted proportions in the case of data collected using questions with dichotomous response options. Adjusted means and proportions are presented on all determinants of behaviors (OAM variables and population characteristics) for those who practice the promoted behavior and those who do not. UNIANOVA was used to generate adjusted means and proportions.
6.1.6 Time Location Sampling 

A Time Location Sampling strategy was used to selected the participants for this study. The sampling frame was determined through the identification of female commercial sex work sites throughout the country mainly in the big cities of Haïti: the metropolitan area of Port-au-Prince, Cap-Haïtien, Port-de-Paix, Gonaïves, Saint-Marc, les Cayes, Miragoâne and Jacmel. In each ‘‘hot zone’’, the places where commercial sex workers gather were dentified through interviews of key informants. Research assistants conducted an inventory of the chosen sites and collected two types of information: 1) The number of female sex workers in these sites on different days and at different time intervals and 2) evaluated the places where the interviews were to be conducted.  Special attention was given to the time in which the site inventories will be conducted so that different types of sites can be included in the inventory as well as different types of commercial sex workers in order to avoid a selection bias in the sampling process. Research assistants also explained the purpose and objectives of the project to the site leaders and asked for their assistance in the realization of the interviews.
 The information that was collected during the interviews with the key informants helped generate a sampling frame consisting of locations where sex workers are gathered. These locations were categorized into different groups and listed together. The commercial sex work sites that are included in the study were selected through the use of a systematical selection process with PPS. The number of sites to be included was determined by dividing the sampling size   (852) by the number of LDT (25) to be selected. Then, the LDT (location date time) listed in the sampling frame were selected systematically with a probability proportional size in terms of the total number of commercial sex workers in each LDT slot. This was made possible by listing the LDT slots identified by the key informants along with the size, place, date, and time interval.  

6.2. Selection of Participants 
In each ‘‘LDT’’ slot, the investigators had the same number of working hours (2 or 4 hours) to conduct interviews. This ensures that the results can be weighted without knowing the total number of commercial sex workers working in a specific site. The sampling that is done according to the site is proportional to its importance.

A take-all approach was used in order to select the participants if counting of those present shows that there are not enough commercial sex workers in the site. This approach specifies that all the commercial sex workers present in the sites on the days and times of the visit must be contacted for an interview.
A key aspect of this method is that all the LDT slots were visited the same number of times and during the same time interval. Whenever it was established that certain sites are frequented by a great number of commercial sex workers, a fixed number of commercial sex workers (for example twenty per site) were contacted for an interview. 

Interview appointments with the commercial sex workers were made in a place that is different from their workplace. They have been invited until the end of the sample. 

6.3
 Definitions for determinants in the PSI Behavior Change Framework 

	Bubbles
	Objective /definitions



	Opportunity is institutional or structural factors that influence an individual’s chance to perform a promoted behavior 

	Availability
	Perceptions about the frequency and  accessibility of the promoted product or service within a pre-defined area  QUOTE "(Rosero-Bixby. 2003)" 
(Rosero-Bixby, 2003)
.  

	Brand appeal
	Perceptions about the level of identification with the brand  QUOTE "(Fournier. 1998; Hoyer & Brown. 1990)" 
(Fournier, 1998; Hoyer & Brown, 1990; Royle, 1999-2000)

 QUOTE ""  ADDIN PROCITE ÿ\11\05‘\19\02\00\00\00\00\01\00\00Á\00\00\00ZC:\5CDocuments and Settings\5CSteven Chapman\5CMy Documents\5CMy Library\5CMy Procite\5CMy Procite.pdt\18Hoyer & Brown 1990 #2746\01\04\00\05\00àà\00\00\00¿H\00ðA\14\00ÿÿÿÿ\00\00\00\00\01\00\00\00\14\00\00\00\01\00\00\00\00\00\00\00\03\00\00\00\00\00\00\002\00\00\00\00\00\19¬Âw\00\00\00\00ÿÿÿÿF¬Âw\00\00\00\003«Âw\05\00àà\00\00\00¿H\00ðA\14\00ÿÿÿÿ\00\00\00\00\01\00\00\00\14\00\00\00\01\00\00\00\00\00\00\00\0B\00\00\00\00\00\00ºI_P]\07\01\01\00\00\00\01\00\00\00\00\00\00\00°ò\12\000¬W\00ÿÿÿÿ 
.  

	Social Norms


	Perceived standards for behavior accepted as usual practice.  

	Ability is an individual’s skills or proficiencies needed to perform a promoted behavior.

	Self-Efficacy


	Perceptions about an individual’s ability to perform a promoted behavior effectively.  

	Social Support


	Perceptions about the quantity (i.e., number of times, length of time, etc.) and quality (i.e., content, depth, mode, type, etc.) of help that an individual gives or receives 

	Motivation is an individual’s arousal or desire to perform a promoted behavior 

	Attitude
	An individual’s evaluation or assessment about the promoted behavior. 



	Belief
	Perceptions about the promoted behavior, which may or may not true.  Typically, beliefs are about myths and misconceptions related to promoted behavior.  



	Pregnancy Intention
	An individual’s desire to become pregnant/have a child.  

	Response efficacy
	Belief that a promoted product, service, or behavior is effective in fulfilling it purpose as intended.  

	Locus of Control


	Perceptions about external or internal site of control in an individual’s life in relation to the promoted behavior. An external locus of control suggests that an individual’s health is under the control of powerful others or is determined by fate, luck, or chance.  An internal locus of control suggests that an individual’s health is directly controlled by him/herself (Rotter, 1966). 

	Subjective Norms


	Perceived pressures to comply with what an individual believes others in the social group believe about the promoted behavior (Fishbein & Ajzen, 1975).

	Threat


	Perceived dangerous or harmful event that exists in an individual’s surroundings.  Threat (risk) is comprised of two perceived dimensions:  severity and susceptibility. Severity is an individual’s perceived magnitude of the harm of the targeted public health problem (i.e., significance or seriousness of a public health problem, degree of physical, psychological, or economic harm caused by the public health problem, etc.) (Witte, 1992).  
Susceptibility is an individual’s perceived likelihood that the targeted public health problem negatively harms him/her (i.e., degree of vulnerability, personal relevance, risk of experiencing the public health problem) (Witte, 1992).  Example survey item: 




6.4 PSI Behavior Change Framework 

The PSI Behavior Change is couched within PERForM (a PERformance Framework for social Marketing) below and proposes a relationship between opportunity, ability and motivation variables and use of products and services and non-service and product-related, risk-reducing behaviors. 
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