
During this 
presentation we 
are going to take 
you through the 
steps we use to 
develop a SBC 
strategy. 
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Step 5 – Evaluation

Step 4 – Delivery

Step 3 – Creative Process 

Step 2 – Behavioral Focus

Step 1 – Assessment 
Photo: Pixabay



Photo: Pixabay



Indicators

Monitoring & Evaluation Plan 

Sequencing, Phasing, Reach & Intensity

Implementation Plan

Strategic Approach and Positioning

Strategies, Activities, and Support Materials 

Creative Brief

Theory of Change

Audience Segmentation 

Audience Profile 

Types of Desired Behaviors

Barriers and Facilitators 

SBC Objectives

Situational Analysis 

Problem Tree

Problem Statement 

Additional Formative Research Needs 

Step 5

Step 4

Step 3

Step 2

Step 1
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1. Governance 
2. Agriculture and Livelihoods
3. Use of health, hygiene, and 

nutrition services
4. WASH- Water, Sanitation 

and Hygiene
5. Nutrition
6. Gender Equality and Social 

Inclusion 
7. Resilience 



Hum… Hum… 

Where shall 
we begin? 
shall we begin?
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• 30 inexperienced research assistants 
comprised of SC program staff trained 
on how to facilitate formative research 
sessions and capture rich data.

• Learned how to use 11 different 
ethnographic, visual, and participatory-
based tools during a four-day training.

• ~1,300 participants including mothers 
and fathers of young children, youth, 
and community leaders and volunteers 
participated in formative research 
resulting in 192 research sessions in 
less than two weeks.

FORMATIVE 
RESEARCH



STEP 1
Tools

1. Situational Analysis 

2. Problem Tree

3. Problem Statement 

4. Additional formative research needs 
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Save the Children has 
developed an integrated, 
theory based SBC 
framework to determine 
the relative weight of 
specific social and 
behavioral determinants 
that make healthy 
practices difficult or 
impossible. 

This allows identifying 
tailored and suitable SBC 
strategies combining both 
behavior change with 
community engagement.



Determinants are a person’s feelings, 
beliefs, or other elements within his/her 
environment that can support her or him to 
do a behavior, or prevent her or him from 
doing a behavior. 







Can you think of any determinants that 
influence social and behavior change?  

Type your answers in the chat box. 
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What is your problem? How does it manifest at different levels? 

 Individual level

 Interpersonal level

Community level

Programming and Service Delivery level

Key policy, legislation, politics/ conflicts 





Answer the guiding questions below to help you write the problem statement.  

1. What is happening? (Take from “core problem” part of the problem tree.)
2. Where and to whom? (Take from the situational analysis.)
3. With what effects? (Take from the “effects” part of problem tree)
4. Who and what is influencing the situation? (Be sure to list who is directly and 

indirectly influencing. Take from the situational analysis.)
5. And as a result of what cause? (Take from the “direct,” “indirect,” and “underlying 

causes” sections of the problem tree.)

(Source: Adapted from C-Change Module 1. (2012). Social and Behavior Change Communication (SBCC) for Frontline Health Care Workers. 
Washington DC: C-Change/FHI 360.)
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STEP 2
Tools

1. Theory of Change
2. Audience Segmentation 
3. Audience Profile 
4. Types of Desired Behaviors
5. Barriers and Facilitators 
6. SBC Objectives
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NATIONAL (SOCIAL, 
POLICY)

ORGANIZATION
SERVICE DELIVERY

COMMUNITY

INTERPERSONAL

INDIVIDUAL

Interventions 

Community, Service/Health 
System, National level change

Household or individual 
level change

Final anticipated 
result/outcome 

23

1

4
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1. Those that are directly affected (primary audience)

2. The direct influencers (secondary audience)

3. The indirect influencers (tertiary audience)
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The next steps 
are to select the 
behavior(s) you 
will focus on, and 
to figure out the 
barriers and 
facilitators of the 
behavior(s).





SBC objectives specify the 
kind and amount of change 
you expect to achieve for a 
specific population within a 
given period for each 
intervention.  



Start with the word “to” followed by an action verb and the 
amount of change you expect to achieve for a specific 
population or “By the end of … there will be an increase of # 
of a specific audience who…”

How could we make this statement into a SMART 
objective?  Write your answer into the chat box. 

Increase demand for and use of agricultural services by 
women. 



STEP 3 Tools

1. Strategic Approach and Positioning
2. Strategies, Activities, and Support 

Materials 
3. Creative Brief



 Community-based approaches: community engagement, 
community mobilization, community outreach, social mobilization, 
social movements & empowerment, positive deviance and social 
accountability approaches such as Partnership Defined Quality 
and Community Action Cycle.  

 Group-based approaches: social capital/social support, social 
networks – includes women’s and men’s groups

 Interpersonal communication approaches: client-
provider/physician-patient interaction, community/frontline health 
workers/midwives/traditional birth attendants, counseling, home 
visits/household outreach, and peer educators. 

 Media and social marketing approaches: advocacy, mass 
media, social marketing/marketing of health services, social 
media, strategic/persuasive communication



Wadata’s strategic approach is a combination of:

1. building/strengthening community infrastructure,

2. community service delivery, 

3. community social and behavioral change and

4. community capacity strengthening 

that aims to improve gender equality and social inclusion, increase 
economic productivity for females and males, strengthen 
governance and resilience in communities and improve health and 
well-being for individuals and families. 





Approach and 
Priority 

Audiences

Interventions Focus Area Related Wadata SBC
objectives

Building/ 
strengthening 
community 
infrastructure

•Women of 
reproductive age 
(18 – 24 and 25 –
35)  
•Men 18+

Farmer Managed 
Natural Regeneration 
(FMNR) Groups

Mata Masu Dubara 
(MMD) (Women’s 
Savings and Loans 
Groups)

Ag & 
Livelihoods

Gender Equality 
and Social 
Inclusion 

Governance 

Resilience 

● Improve governance and accountability for 
community infrastructure

● Increase demand for and use of quality health, 
nutrition, WASH and agricultural services by girls, 
boys, women and men based on a voluntary, non-
coercive approach

● Increase the engagement of women in meaningful 
participation in community life

● Increase equitable access to, control over and 
benefit from community systems, structures and 
resources for girls and women

● Increase girls, boys, and women’s  leadership 
development, confidence, conflict management 
and negotiation skills 





STEP 4

Tools

1. Sequencing, Phasing, Reach & 
Intensity

2. Implementation Plan
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What are the activities that need to be 
implemented?

What are the intermediate steps for each 
activity? 

What needs to happen before something 
else can happen?



Reach --number of people exposed

Intensity --average number of times 
individual or households are exposed



Activity What it will take to start 
the activity (e.g., 
training, resources, etc.)

Who will be 
implementing this? 
Lead staff, 
consultants, 
volunteers, and/or 
partners

Position in 
sequence and 
what phase

Frequency of 
intervention

How many 
community 
people on 
average will 
participate?



STEP 5

Tools

1. Indicators
2. Monitoring & Evaluation Plan 
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Process indicators – Are used to provide information 
about the scope and quality of activities implemented 
(these are considered monitoring indicators). You should 
include indicators that measure your inputs (e.g., 
resources, contributions, and investments that go into a 
program).

 Number of community dialogues held

 Number of job aids distributed

 Number of supportive supervision visits conducted 

 Number of peer group sessions conducted

And your outputs (e.g., activities, services, events, and 
products)

 Number and percent of respondents who report having 
seen and/or heard messages or participated in activities 

 Number or percentage of vulnerable family members 
participating in any community organization activities 

Outcome indicators – Are used to measure changes 
towards progress of results or changes for the different 
levels of  audiences; these are considered evaluation 
indicators.

• Percent of women in union and earning cash who 
report participation in decisions about the use of 
spouse/partner's self-earned cash

• Percentage of farmers who used at least three 
sustainable agriculture practices and/or technologies 
(i.e., crop, livestock, and/or NRM) in the past 12 
months 

• Percentage of community influencers who are 
favorable in involving women and youth in decision-
making process at community level 







Indicators

Monitoring & Evaluation Plan 

Sequencing, Phasing, Reach & Intensity

Implementation Plan

Strategic Approach and Positioning

Strategies, Activities, and Support Materials 

Creative Brief

Theory of Change

Audience Segmentation 

Audience Profile 

Types of Desired Behaviors

Barriers and Facilitators 

SBC Objectives

Situational Analysis 

Problem Tree

Problem Statement 

Additional Formative Research Needs 

Step 5

Step 4

Step 3

Step 2

Step 1
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• Development of SBC guides for 
priority behaviors, for example:
• Ending child marriage
• Governance in community 

infrastructures’ management by 
village development committees

• SBC capacity strengthening training 
activities 



Na Oume Habou Ibrahim
Health and Nutrition Manager Wadata
Zinder, Niger
Naoume.Habou@savethechildren.org

Lenette Golding 
Social and Behavior Change Advisor & Gender Equality & 
Social Inclusion Lead for the Department of Global Health
Washington, DC
lgolding@savechildren.org

Meg Pollak 
Senior Specialist, Nutrition SBC 
Casablanca, Morocco
mpollak@savechildren.org

We would love 
to hear from 

you.



What’s the 
evidence that 
changing this 
determinant is 

effective in 
this context?

How easily 
can the 

determinant 
be changed? 

What’s the 
cost 

of/funding for 
the change 
strategy?

Social  & 
behavior 
change at 

scale



1. Is there anything else you need to know about your audience’s behaviors?

2. Is there anything else you need to know about your audience’s attitudes, beliefs, values, and 
perceptions?

3. Do you need to know more about the barriers and facilitators of behavior for your audience?

4. Do you see any contradictory information in the research you have gathered?

5. Do you think the research you have gathered may have been biased?

6. Do you need to know more about the key influences on behavior in your audience?

7. Do you need to know more about the individuals who play an influential role in the lives of your 
audience?

8. Do you need other information that could help you design or improve your program?



Directly affected 

● Women of reproductive 
age (18 – 24 and 25+)  

● Couples (18-35)
● Men (18 – 24 and 25+)  
● Very young adolescent 

girls and boys 10 – 14
● Adolescent girls and boys 

15 – 17 (unmarried) 
● Adolescent girls 15 – 17 

(married) 

Direct influencers

● Family members (especially 
grandmothers, husbands for nutrition 
and parents for unmarried girls under 
18)

● Traditional and religious leaders
● Husband leaders
● Peer-led groups- IYCF groups, MMD 

groups, MMF groups, Husband 
Schools

● Community volunteers: Triad 
volunteers (Community Health and 
Nutrition Liaisons (CHNLs), Mamans
Lumieres (MLs) and IYCF group 
leaders)

Indirect influencers 

● Local Government Political 
Leaders: village chief, VDCs, 
commune administrators

● Local Government Technical 
Leaders: VDCs, SCAP/RU

● Water Point Management 
Committee members

● Health service providers
● Farmer Managed Natural 

Regeneration (FMNR) Groups
● GoN technical services
● Regional Directorates
● Private sector actors 



1. Goal and Audience

Goal:

Audiences:
· Directly affected:
· Directly influencing:
· Indirectly influencing
2. SBCC Objectives

Desired changes:

Barriers/Facilitators
3. Message Brief

The Key Promise: If you… then…..

Support Statement: Because….

Call to Action:
4. Tone and Key Content
5. Other Creative Considerations

• Media Mix:
• Opening/Opportunity:
• Cost:
• Creative considerations:





Introduction to program
  Program goals and objectives

 Theory of change

  Indicators
 Table with data sources, collection timing, and staff member responsible

Roles and Responsibilities
 Description of each staff member’s role in M&E data collection, analysis, and/or reporting

 Reporting
 Analysis plan

 Reporting template table

Dissemination plan
 Description of how and when M&E data will be disseminated internally and externally







Example from 
Picture Impact for 
the Alive & Thrive 
program in Nigeria 



 Is there evidence that supports that the behavior is effective?

 Does the primary audience perceive the behavior to be feasible given the 
context they live in?

 How hard is the desired behavior to do? What characteristics does the 
behavior have?

 Is the desired behavior included in any national strategies? 


