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To better understand how to The analysis revealed self-efficacy as a barrier in all three regions Message development: Based on the barriers and motivators,
encourage households to eat and perceived health benefits were identified as the strongest the project developed gender segregated social and behavior
more red meat and dairy, the motivating factor. change communication (SBCC) materials, including flipcharts,

Feed the Future Bangladesh Behavior 1: Milk and Dairy consumption in men and women posters, fgstoons, leaflets, and audio clips, to influence household
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Livestock Production for
Improved Nutrition project Identification of platforms: The project identified the messaging
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consumption patterns of men and women in three districts of affordability Message dissemination: The project used existing and new

Southwest Bangladesh. The analysis identified self-efficacy as the
critical barrier and perceived health benefits as the strongest
motivating factor in all three regions. The insights into the

platforms to disseminate the SBCC messages. The project also
engaged men in disseminating nutrition messages to ensure
improved nutrition for all members of the household.

* Availability at neighbor’s
house or in the market

beneficiary’s perceptions of dairy and red meat consumption Women - Supply of milk year round + Health benefits - Improved household consumption: The project has reported an
supported the project design activities to effectively improve * High prices * Availability at neighbor’s 18% increase in households with regular meat consumption, 37%
behavior adoption and identify appropriate and effective message * Not having milking-cow  house or milk collector increase in households who consume milk regularly and a 46%
delivery platforms. The targeted messaging increased * Influence of spouse/in-  « Affordability increase in the number of women who provide input to income
households’ awareness of the benefits of dairy/meat consumption, laws and neighbors * Own milking cow decisions since the baseline.
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Jashore, Khulna, ' Perceived Severity _ _ Al messaging supported in fostering behavior change in the project
Each question in the 10. Perception of Divine Will * High prices * Health and nutrition region. In addition, the project has identified platforms such as
questionnaire corresponded to a 11. Policy * Negative health concerns benefits cattle markets and schools to address the more complex barriers
dgtermlnant, so the data on the 12 Culture * Availability | * More income enhances to dairy and red meat consumption and maximize the impact at
differences between doers and * Lack of habit affordability. "

. household nutrition.

non-doers were collected on all 12 determinants. * Influence of HH members

The Feed the Future Livestock Production for Improved Nutrition (LPIN) project is a five-year project to impact rural household nutrition in
Bangladesh. The project aims to increase livestock productivity through increased access to better livestock management techniques, animal

healthcare services, and hygienic, diverse, and high-quality food to enhance the nutrition and health status of rural households, especially
among women and children.
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