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™ Setting the stage
3.1 billion people under the age of 25

m Male mFemale

175,553,617 70+
233,328,999
250,813,781 60-69
270,986,687
370,134,138 50-59
377,910,343
475,715,724 40-49
467,429,936

533,826,392 30-39
517,674,446

613,186,598 20-29
582,603,046
553,226,602 11-19
515,431,005
716,640,457 _010_
668,725,686
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Source: US Census Bureau, 2016



.
er Achieving FP2020 goals requires

reaching youth

120 million

new users

e Key countries

 Private sector as source



.
er Highlighting the opportunity: Women

under 25 In India

Young married women have greater unmet need
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fr Challenges exist to reaching youth

* Provider bias

* Lack of
confidentiality and
privacy

* Limited range of
contraceptive
options

e Financial barriers

* Legal and policy
barriers

* Knowledge gaps




fr There are many opportunities

Private sector is a willing and important partner

Increasing role for private pharmacies, drug shops,
and community-based distributors

Focus on full range of methods, not just short-acting

Explosion of mobile phone penetration offering
opportunities to reach large number of youth

Introduction of multi-disciplinary approaches
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