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Context	of	Digital	SBCC
• Expanded	mobile	access	
• Growth	of	smart	phones	
• Borrowers	vs	owners	
• New	channels,	plaDorms	
• Growing	interest	from	
donors,	INGOs,	
Governments,	health	
agencies,	social	norm-
focused	organizaKons,	
mass	media	organizaKons



Relevant	theories
• Trans-theoreKcal	(Stages	of	
Change)	Model		

• Social	CogniKve	Theory		
• Behavioural	Economics	&	
Nudge	Theory		

• Mental	models		
• Ecological	Models	of	Behaviour	
Change		

• Social	Norm	Theories		
• NarraKve	Persuasion	Theories		
• Diffusion	of	InnovaKon	Theory



Evidence	base
• Teens	and	youth	are	open	to	
texts	-	appealing,	culturally	
acceptable	

• More	effecKve	when	people	
are	engaged	on	mulKple	levels,	
mulKple	channels	(transmedia)	

• Evidence	varies	re:	online	vs	
offline	effecKveness	of	SBCC	

• Users	largely	unaware	of	data	
privacy	risks	when	sharing	data	

• Models	for	MERL	are	evolving



Good	Prac7ce
1. Ground	efforts	in	theory	
2. Understand	populaKon	and	social	

context	
3. Design	for	habits,	preferences,	

interests	
4. Watch	out	for	cost	and	data	limitaKons	
5. Consider	language	and	literacy	
6. Determine	the	right	frequency		
7. Build	trust,	find	right	voice,	messenger	
8. Prepare	with	signposKng	and	ensure	

capacity	to	respond	to	demand	
generated	

9. Budget	for	moderaKon	of	content	and	
comments	

10.Don’t	be	fooled	by	vanity	metrics



Safeguarding	Considera7ons
1. Big	picture	(Is	this	ethical?)	
2. Informed	consent,	privacy	and	security	

of	data	during	formaKve	or	ongoing	
research		

3. Privacy	and	security	in	plaDorm,	product	
or	outreach	design	

4. Do	benefits	of	collecKng	personal	or	
sensiKve	data	outweigh	the	privacy	
risks?	

5. Country	and	global	legal	frameworks	for	
data	privacy	and	transmission	across	
borders	

6. Data	protecKon	throughout	the	process	
7. Partner	capacity	for	data	protecKon	
8. Safe	and	appropriate	content,	

comments	and	moderaKon	
9. ProtecKon	from	online	abuse,	bullying,	

harassment,	hate	speech,	violence,	
scams	or	grooming



MERL	for	Digital	SBCC
• Weak	evidence	base	
• Need	for	rigorous	designs	and	
endpoints	

• Emerging	creaKve	approaches	such	
as:		
• 16	and	Pregnant	

• East	Los	High	

• Voices	for	Change	

• Springster	

• HNI’s	3-2-1	

• PotenKal:	
• InteracKve	voice	response	for	SBCC	

• Internet	messaging	plaDorms	for	SBCC	

• Big	Data	for	monitoring	and	evaluaKon
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