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SETTING THE SCENE

 Timor-Leste population: 1.34 million people

* Young demographic: around 39% of the population <15y.o0.
 Median age: 20.6 years

* Internetusers: around 580.000 (43% of the total population)

* First human rabies case: detected in March 2024

« Spread: from West Timor into neighbouring municipalities -
Oecusse, Bobonaro, and Covalima (together around 20% of the
total population)

* Number of rabies cases in animals in 2025: 150
* Number of animals vaccinated in 2025: 10.273
e Officially recorded human deaths: 15




CHALLENGES

* First-ever rabies outbreak in Timor-Leste.

* Low awareness of rabies symptoms, prevention and treatment
pathways.

* Misinformation and beliefs attributing rabies to spirits, or newly
invented disease, general mistrust in vaccines.

* Dog meat consumption.

* Low literacy and limited access to information in remote areas, or
areas without access to internet.

* Inconsistent disease terminology.

* Freeroaming dogs.

* Shortage of veterinary professionals.

- Build a strategy that is fast, scalable and cost-effective.
- Protect communities through clear, trusted, and culturally sensitive
communication and increase dog vaccination uptake.




THE STRATEGY -3 PILLARS

I. ONE HEALTH PARTNERSHIPS

* Joint ownership - IEC materials co-developed for children and adults with MAPPF,
MoH, MoE, WHO, and DAFF, using social and behaviour change principles.

* Co-branding & consistency - all partner logos included, with common key messages
for children and adults agreed upon to avoid mixed signals across sectors.

* Language & localization —95.000 brochures printed in Tetum and Baikeno and
delivered mainly through the Revista Lafaek (CARE TL) network.




THE STRATEGY -3 PILLARS

Il. DIGITAL FIRST

* Leveraged 43% national internet via the official DNV Facebook and Youtube pages.

* Produced 80+ Facebook posts, audio-video content, 2 podcasts (Tetum and English).

* Developed a rabies animation storyboard for children — Nuno and Nana.

* Engaged 5 national influencers (~800K followers) and the Director of DNV as trusted community voices.
 Social mediareach: 1.5M+views, 300K+ engagements (likes, re-shares, comments), 4K+ new FB followers.

- Improved awareness of key rabies preventative measures and of vaccination campaigns.
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6.1K followers » 26 following
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THE STRATEGY -3 PILLARS

I1l. COMMUNITY TRUST AND ENGAGEMENT

* Rumour management: Rapid tracking tool, FAQs log, and myths vs. truths series.

« Community outreach: On-the-ground vaccination campaigns combined with awareness sessions.

* Human stories: Testimonies from dog bite victims and families highlighted fears, delays in care, and the
importance of clear guidance.

* Inclusion: Direct engagement with RHTO ensured accessibility for people with disabilities and inclusion in

messaging.




LESSONS LEARNED

Flexibility & adaptability:

* Rapidly adjusting messages, formats, and delivery channels.

Disease terminology matters:

* Inconsistent disease terminology (rabies/raiva/asu bulak).

Engagement peaks in crises:

* Enacted state of national emergency increased digital campaign engagement and dog vaccination uptake.

Trust depends on resources:

* Ensuring PEP and dog vaccine availability at municipal levels.

Social media is powerful:

* Online platforms proved critical to expand reach, counter misinformation, and promote behaviour change at
low cost.

Engage youth:

*  With 40% of the population under 15, empower youth as rabies prevention messengers to their families.

Leverage local structures:

* Partner with existing grassroots organisations already working in communities for deeper reach.



THANK YOU.
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