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Breakthrough ACTION is
making the jump

Here’s where and when (now!)

we take the time to innovate.

Our value proposition is that we will
innovate to reach new heights.

Time



ntroducing SBC for Breakthrough ACTION Zambia

Social behavior change (SBC) presents a
process that integrates research,
behavioral science and economics, human
centered design, social and behavior
change communication and community
health into a coherent flexible approach
that can be tailored to each unique
context.



The “P” Process - a tool to guide the path
toward change
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Step 1 — Inquire (Problem Definition
Where we are now ? What is the behavioral problem?
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Analysis: Situation

* Understand the environment and context in
which you will operate

= Observe the problems, their severity and causes

= Define factors inhibiting or facilitating desired
changes

= Qutline a shared vision (based on the shared
aspiration for change) and a current situation:
why is there a difference?



Analysis: Programs

= Understand existing programs
* Understand partners or potential partners

= Observe gaps in current program environment that
need to be filled

* Observe funding-available now & in future

= Define the root cause of the behavioral issue and
define the problem

Sources of Data: Interviews with stakeholders, program reports, budgets



Analysis: Audience

* Empathize with the audience
= Define the segment which you wish to address

= Create an audience persona that clearly paints a
picture

= Look at how your audience makes choices




WE FRAME THE PROBLEM AROUND HUMAN EXPERIENCE

SERVICE HUMAN
CENTER 3

How many ANC
visits did you
attend for the

birth of you last

child ?

Tell me a story
about how you
prepared for the
birth of your last
child ?

WHAT MIGHT
WE LEARN IF
WE FRAME A
PROBLEM IN A
HUMAN

CENTERED WAY
?



Step 2: Design your Strategy

Where do we want to go? What do we need to
do?

Create a plan that will get you from
where you are to where you want to be
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Ground insight in research and theory

What are possible solutions to this
challenge? How might we rapidly test
1 them to discover what works and

Inquire why? How effective are these
solutions at changing behavior? How
might this insight and learning be
scaled to other projects?



WE DEVELOP SOLUTIONS TOGETHER
AND TEST MANY IDEAS
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Step 3: Create and Test

How will we get there?

Combines science and art! Design
and pretesting of interventions —
involve audience at all stages

Involve audience and stakeholders
in the design and pretesting - see
what works in their world

What is our strategy to transition
from low fidelity prototypes to
scale? What capacity and tools do
we need? Where in the ecosystem
do we need to act? Who needs to
be involved?
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Step 4: Mobilize and Monitor

How do we make things happen? How will we
know they are happening as we planned?

APPLY — LEARN - ADAPT

Is the community involved? Is the
project moving as planned? What
are we measuring and why? Are
we applying lessons learned to
continue to iterate and improve?



Step 5: Evaluate and Evolve

How well did we do... and why?
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Other things to consider

Gender and social norms

Quality production

PA & new media
v
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Ongoing: Participation
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How do we ensure participation?

« Without the participation and buy-in of

partners and key stakeholders, a program can
neither be sustainable nor successful.

* Involve partners and stakeholders from the
very beginning



Ongoing: Capacity Building




How do we build capacity of all
stakeholders in activities

« Consider ways to build capacity at the
individual, institutional community and national
levels

« Capacity building will contribute to sustainability
of a program as well
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This presentation is made possible by the generous support of the
American people through the United States Agency for International
Development (USAID). The contents are the responsibility of Johns
Hopkins Center for Communication Programs and do not necessarily
reflect the views of USAID or the United States Government.



