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Presenter Notes
Presentation Notes
My name is Sarah Pedersen and I am a Senior Nutrition Advisor in USAID’s Bureau for Resilience, Environment, and Food Security. Within USAID, my team’s focus is on improving diets--we want safe and nutritious food to be affordable, accessible and desirable to the communities we serve.  With our partners, we’ve been working on the ‘desirability’ piece.

But, Before I get into the details of what USAID is doing in that area, I want to talk a bit about USAID’s work on changing behaviors and shifting social norms for improved nutrition. This involves taking a social and behavior change (or SBC) approach to nutrition in the health, food system, and humanitarian sectors. I’ll touch on why it’s important to implement high quality SBC processes if we want to improve nutrition outcomes and what it means for SBC interventions to be high quality.



Behaviors are the Roots of any Nutrition Program

Presenter Notes
Presentation Notes
A social and behavior change approach is vital to improving nutrition outcomes because it puts people, and their behaviors, at the heart of problem-solving.
But what is a behavior? Behaviors are what people do. Whether caregivers, families, community or religious leaders, farmers, health workers, market vendors, or policymakers, we all practice different behaviors that can influence nutrition.
This is why we need high quality social and behavior change interventions that engage all of the various people across sectors who have a role to play in improving people’s diets.  





Presenter Notes
Presentation Notes
This video provides an overview of what quality SBC is and how we can tell if we’re doing it well.

http://drive.google.com/file/d/1vPCT9UGaoGlb9B2n3tRBtOuX0xXMz-6F/view
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Presentation Notes
SBC is high-quality when it is:
focused and targeted
with prioritized behaviors and context-specific activities 
involves the right people
follows logical pathways for change
and includes reflection during planned activities to adapt or adjust.
Quality SBC is particularly important for nutrition because of the complex nature of nutrition behaviors— which are small, frequent, and additive.
In order to address nutrition-related behaviors and norms, we have to bring together multiple sectors and actors who might use different terminology, definitions, or processes.
USAID Advancing Nutrition, our previous flagship nutrition activity, designed the suite of tools based on the wealth of experience, evidence, and best practices in order to harmonize efforts and support these six steps by making information easily accessible and applicable to practitioners. 
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https://www.advancingnutrition.org/resources/workflow-high-quality-nutrition-social-and-behavior-change
https://www.advancingnutrition.org/spotlight/sbc-tools

This workflow guides the user through the appropriate tools and resources for each step of the cycle and includes use cases. I don’t have time to go through all of the tools today, but I encourage you to look through them on USAID Advancing Nutrition’s website and go back to this workflow regularly, checking in to find the right tools for each step of the process.

Point out a few key tools throughout the process.




Guide to Generating Demand for Healthy Diets
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I’ll switch gears now a bit to dive more deeply into the topic of generating consumer demand for healthy diets. As with our SBC work, our previous flagship nutrition activity, Advancing Nutrition, also produced this guide to social marketing in nutrition.

Recognizing that Consumers are key actors in the food system, and what they want to eat, why they want to eat it, and how they want to eat it, is a critical piece of the puzzle we need to put together to sustainably improve diets.

We all know that telling people what to do only goes so far. I have a PhD in nutrition, so arguably I am very informed, however I still indulge in McDonald’s from time to time and I definitely don’t get as much physical activity as I should. Therefore, as we all know, telling is not enough.

And, so we are attempting to build more rigor into our approaches to demand generation. One of the ways we can do that is to pull out the evidence-based best practices from private sector marketing that are applicable to our work.

The guide shown here is intended to do just that. The guide will help users better understand how to design demand generation efforts, monitor progress, learn from implementation and acquired data, and adapt marketing efforts accordingly.

In this presentation, I will highlight different concepts in the guide, such as “understanding your audience” “conducting formative research” and “using insights in your demand generation campaign”



Understanding your Audience is 
Key to Generating Demand
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Presenter Notes
Presentation Notes
At the core of any effective marketing endeavor is the specific behaviors the marketer wants someone to practice and the group of people who should practice that behavior. Therefore, the two most critical and interlinked first steps to generate demand for healthy diets are— • defining or refining behavior • deeply understanding the audience that should practice the behavior.

A good starting point is to identify socio-demographic characteristics of your primary audience, such as education, religion, and wealth quintile. However, this information alone will not help you motivate or compel audiences to adopt a behavior. Socio-demographic information also does not tell you what might make it easier or more difficult for someone to practice the desired behavior. Consider the following questions as it relates to a scenario where we want to encourage caregivers to consume dark leafy greens daily: What does the primary audience (caregivers) do now instead of eating green leafy vegetables daily? • What would compel them to change? • What do they see as the risks and benefits of change? • Do we need to further break down our primary audience into segments to better understand them (e.g., leafy green vegetable enthusiasts as one target audience and leafy green vegetable occasional eaters as another). This segmentation will allow you to understand what makes some people enthusiastic about eating leafy greens and what makes some people only occasional eaters.

A good marketing endeavor will have a clearly stated purpose, written as a behavior. Often, the desired behavior is to procure or use a particular product. It can also be to engage in a particular practice. Effective marketers outline the behavior for a specific group of people. While it can be tempting to try to change many behaviors at one time, the more your team can prioritize and intentionally select behaviors, the more effective your program will be. 

Read from slide about formative research

As you learn about the factors that influence your desired behavior, you might notice that certain people (e.g., mothers, spouses, friends, religious leaders) influence the actor’s ability to practice the behavior. Ask yourself: “Who needs to do what to support the primary actor’s effort to practice the behavior?” An influencer or supporting actor inspires or guides others’ actions. Demand generation programs may design activities that target influencers/supporting actors because these people might be motivators or barriers to behavior change. An influencer can affect the primary actor’s likelihood to perform a behavior. Although the influencer may not be the primary actor for the specific nutrition behavior, they can adopt other behaviors to help the primary actor practice the promoted behavior. 






Example of Formative Research:
FSIL, Bangladesh Demand for Safer Fish

Explored consumer willingness to pay for safer fish 
via improved practices.

Presented two fish: wet market vs. improved 
practices.

Round One: Sensory bidding.
• Consumers paid 10-29% premium.

Round Two: Safety data impact.
• Consumers paid 34-52% premium.

Safer practices boosted demand & Safety data 
further increased demand. 9

Photo Credit: 
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The FSIL project in Bangladesh examined consumer willingness to pay (WTP) for safer fish cultured under improved pond management practices and using controlled feed without antibiotics.  

Participants in an experimental auction were presented with two fish: one purchased from the neighborhood wet market and one cultured under improved practices. 

In the first round of the auction, they were not provided any information about the fish and bid only based on sensory attributes. On average, consumers were willing to pay a 10-29% price premium for the fish cultured under improved practices. (10% for pangasius, 21% for rohu, and 29% for tilapia) 

In the second round of the auction, consumers were provided preliminary data about bacterial prevalence in the two fish, which showed higher total loads of bacteria and higher loads of coliforms in the conventional market fish. With this information they were willing to pay a 34-52% price premium. (34% for rohu, 39% for pangasius, and 52% for tilapia) 

The study found that the safer culture practices improved sensory attributes of the fish, which caused higher consumer demand regardless of any knowledge of the safety attributes. When presented with the safety data, consumer demand for the safer fish increased even more.  




Insights in Marketing
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Shaneka
 Insights are revelations drawn from audience research that inspire the audience, the project team, and creative agency partners to think and feel differently. Audience insights elicit responses such as, “Aha!” or “Hmmm, I hadn’t thought of it that way before.” Insights motivate the audience to change their behavior or approach a problem differently.
Have you ever seen a campaign that made you feel seen, motivated you to share it with your friends, turn up the volume, that it is aimed directly at you?

Does your program need an insight? A simple messaging approach states a benefit and assumes that knowing the benefit will be enough to change behavior. An example of a simple messaging approach is telling community members that eggs are good for them. This information alone will not change the audience’s behavior. Marketing campaigns that require the audience to change its perspective require an audience insight. Programs tasked with marketing healthy diets are unlikely to benefit from a simple messaging approach, and therefore need insights.




Example of a Strong Insight
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What does happy and successful mean? It is more than a knowledge barrier… 




Campaign Development
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After you develop your insights, you need to create a benefit statement. A benefit statement represents the benefit to the audience—what is in it for them. The benefit must relate to the insight, and it must be articulated in a way that is important to the audience




Example of Developing a Benefit 
Statement
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Consider a project that aims to motivate caregivers to feed eggs to 
their young children.

Goal is to engage fathers as the primary audience.

Develop a benefit statement that is compelling enough to motivate 
the primary audience to prioritize feeding eggs to young children.

1. Include WHY the benefit matters.

2. Make the benefit a strong or superior statement.

3. Make the benefit more salient or more important.

Presenter Notes
Presentation Notes
Consider a project that aims to motivate caregivers to feed eggs to their young children. The project team has determined through formative research that feeding eggs to young children is a feasible behavior and that an opportunity exists to engage fathers as the primary audience. A potential benefit statement could be, “eggs are good for your child’s health.” However, this benefit statement is likely not compelling enough to motivate the primary audience to prioritize feeding eggs to young children. Because the father is the primary audience, you need to determine what benefits matter most from his point of view.

For the purpose of this example, let’s use “eggs help children feel full.” Now think about why that matters. Potential responses may include “so children can concentrate at school” or “so children can sleep through the night” or “because children deserve to feel satisfied after a meal.” You may find that adding an explanation of why the benefit matters, such as “eggs help your child feel full so she can sleep through the night” may increase caregivers’ willingness to prioritize feeding an egg at an evening meal. Similarly, if you start with the benefit “helps your child’s brain develop” you could include “so she can perform well in school” and test those two statements to see which most resonates with your primary audience. (These are examples; a nutritionist or registered dietitian for actual nutritional benefits.)

Making the benefit more urgent or more important increases its appeal. Adding “tonight” to the example above (“eggs help your child feel full so she can sleep through the night—tonight”) creates a more tangible motivation for the primary audience to adopt the behavior—because they understand that they could see the benefit immediately. 




Thanks!
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Sarah Pedersen

spedersen@usaid.gov

Laura Itzkowitz

litzkowitz@usaid.gov

Presenter Notes
Presentation Notes
There’s so much more in the Guide to Generating consumer demand for healthy diets, so I hope you’ll access it and use it in your work. Furthermore, our new flagship nutrition activity at USAID, called ELEVATE nutrition, will be continuing to drive forward some of this work, particularly around measurement so there are areas ripe for collaboration. 

mailto:spedersen@usaid.gov
mailto:litzkowitz@usaid.gov


Resources for Quality SBC



Resources for Quality SBC 
Behaviors to Improve Nutrition [ French ]
https://www.advancingnutrition.org/resources/behaviors-improve-nutrition

Tools spotlight
https://www.advancingnutrition.org/spotlight/sbc-tools

Illustrative Behaviors to Improve Nutrition -Sensitive Agriculture [ French ]
https://www.advancingnutrition.org/resources/illustrative-behaviors-improve-nutrition-sensitive-agriculture

Prioritizing Multi -Sectoral Nutrition Behaviors [ French ]
https://www.advancingnutrition.org/resources/prioritizing-multi-sectoral-nutrition-behaviors

Factors that Influence Multi -Sectoral Nutrition Behaviors [ French ]
https://advancingnutrition.org/resources/factors-influence-multi-sectoral-nutrition-behaviors

SBC Formative Research Decision Tree
https://www.advancingnutrition.org/resources/sbc-formative-research-decision-tree

Presenter Notes
Presentation Notes



https://www.advancingnutrition.org/resources/behaviors-improve-nutrition
https://www.advancingnutrition.org/sites/default/files/2021-06/tagged_sbc_behaviors_to_improve_nutrition_french.pdf
https://www.advancingnutrition.org/resources/behaviors-improve-nutrition
https://www.advancingnutrition.org/spotlight/sbc-tools
https://www.advancingnutrition.org/spotlight/sbc-tools
https://www.advancingnutrition.org/resources/illustrative-behaviors-improve-nutrition-sensitive-agriculture
https://www.advancingnutrition.org/resources/exemples-de-comportements-pour-ameliorer-lagriculture-sensible-la-nutrition
http://www.advancingnutrition.org/resources/illustrative-behaviors-improve-nutrition-sensitive-agriculture
https://www.advancingnutrition.org/resources/prioritizing-multi-sectoral-nutrition-behaviors
https://www.advancingnutrition.org/resources/prioriser-les-comportements-nutritionnels-multisectoriels
https://www.advancingnutrition.org/resources/prioritizing-multi-sectoral-nutrition-behaviors
https://www.advancingnutrition.org/resources/factors-influence-multi-sectoral-nutrition-behaviors
https://www.advancingnutrition.org/sites/default/files/2021-06/tagged_sbc_factors_that_influence_multi-sectoral_nutrition_behaviors_french.pdf
https://advancingnutrition.org/resources/factors-influence-multi-sectoral-nutrition-behaviors
https://www.advancingnutrition.org/resources/sbc-formative-research-decision-tree
http://www.advancingnutrition.org/resources/sbc-formative-research-decision-tree


Resources for Quality SBC 
Using Research to Design an SBC Strategy for Nutrition [ French ]
https://www.advancingnutrition.org/resources/using-research-design-social-and-behavior-change-strategy-
multi-sectoral-nutrition

Nutrition SBC Strategy Checklist [ French ]
https://www.advancingnutrition.org/resources/changement-social-et-comportemental-csc-en-matiere-de-
nutrition-liste-de-controle

Nutrition SBC Work Plan Checklist
https://www.advancingnutrition.org/resources/nutrition-sbc-work-plan-checklist

SBC Do's and Don'ts: Getting It Right for Nutrition Programming [ French ]
https://www.advancingnutrition.org/resources/social-and-behavior-change-dos-and-donts-getting-it-right-multi-
sectoral-nutrition

Monitoring Social and Behavior Change for Multi -Sectoral Nutrition [ French ] 
https://www.advancingnutrition.org/resources/monitoring-social-and-behavior-change-multi-sectoral-nutrition

Presenter Notes
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https://www.advancingnutrition.org/resources/using-research-design-social-and-behavior-change-strategy-multi-sectoral-nutrition
https://www.advancingnutrition.org/resources/utiliser-la-recherche-pour-concevoir-une-strategie-de-changement-social-et-comportemental
http://www.advancingnutrition.org/resources/using-research-design-social-and-behavior-change-strategy-multi-sectoral-nutrition
http://www.advancingnutrition.org/resources/using-research-design-social-and-behavior-change-strategy-multi-sectoral-nutrition
https://www.advancingnutrition.org/resources/nutrition-sbc-strategy-checklist
https://www.advancingnutrition.org/resources/changement-social-et-comportemental-csc-en-matiere-de-nutrition-liste-de-controle
https://www.advancingnutrition.org/resources/changement-social-et-comportemental-csc-en-matiere-de-nutrition-liste-de-controle
https://www.advancingnutrition.org/resources/changement-social-et-comportemental-csc-en-matiere-de-nutrition-liste-de-controle
https://www.advancingnutrition.org/resources/nutrition-sbc-work-plan-checklist
http://www.advancingnutrition.org/resources/nutrition-sbc-work-plan-checklist
https://www.advancingnutrition.org/resources/social-and-behavior-change-dos-and-donts-getting-it-right-multi-sectoral-nutrition
https://www.advancingnutrition.org/resources/les-choses-faire-et-ne-pas-faire-en-matiere-de-changement-social-et-comportemental
https://www.advancingnutrition.org/resources/social-and-behavior-change-dos-and-donts-getting-it-right-multi-sectoral-nutrition
https://www.advancingnutrition.org/resources/social-and-behavior-change-dos-and-donts-getting-it-right-multi-sectoral-nutrition
https://www.advancingnutrition.org/resources/monitoring-social-and-behavior-change-multi-sectoral-nutrition
https://www.advancingnutrition.org/resources/suivi-de-levolution-sociale-et-du-changement-de-comportement-dans-le-cadre-dune-nutrition
https://www.advancingnutrition.org/resources/monitoring-social-and-behavior-change-multi-sectoral-nutrition


Resources for SBC Capacity Strengthening 

Defining SBC Competencies for Multi -Sectoral Nutrition: A List for Assessing, 
Developing, and Evaluating Staff Skills [ French ]
https://www.advancingnutrition.org/resources/defining-social-and-behavior-change-competencies-multi-
sectoral-nutrition-list-assessing

Social and Behavior Change Competency Assessment: Tool for RFSA s [French ]
https://www.advancingnutrition.org/resources/social-and-behavior-change-competency-assessment-tool-
resilience-food-security-activities

Community Health Worker Competency List for Nutrition SBC [ French ]
https://www.advancingnutrition.org/resources/community-health-worker-competency-list-nutrition-social-and-
behavior-change

https://www.advancingnutrition.org/resources/defining-social-and-behavior-change-competencies-multi-sectoral-nutrition-list-assessing
https://www.advancingnutrition.org/resources/defining-social-and-behavior-change-competencies-multi-sectoral-nutrition-list-assessing
https://www.advancingnutrition.org/resources/definir-les-competences-en-matiere-de-changement-social-et-comportemental-pour-une
https://www.advancingnutrition.org/resources/defining-social-and-behavior-change-competencies-multi-sectoral-nutrition-list-assessing
https://www.advancingnutrition.org/resources/defining-social-and-behavior-change-competencies-multi-sectoral-nutrition-list-assessing
https://www.advancingnutrition.org/resources/social-and-behavior-change-competency-assessment-tool-resilience-food-security-activities
https://www.advancingnutrition.org/sites/default/files/2023-06/usaid_an_sbc_competency_assessment_2021_fr.pdf
https://www.advancingnutrition.org/resources/social-and-behavior-change-competency-assessment-tool-resilience-food-security-activities
https://www.advancingnutrition.org/resources/social-and-behavior-change-competency-assessment-tool-resilience-food-security-activities
https://www.advancingnutrition.org/resources/community-health-worker-competency-list-nutrition-social-and-behavior-change
https://www.advancingnutrition.org/resources/liste-des-competences-des-agents-de-sante-communautaire-pour-le-changement-social-et
https://www.advancingnutrition.org/resources/community-health-worker-competency-list-nutrition-social-and-behavior-change
https://www.advancingnutrition.org/resources/community-health-worker-competency-list-nutrition-social-and-behavior-change


Resources on Social Norms and Gender Integration in 
Nutrition
Focusing on Social Norms: A Practical Guide for Nutrition Programmers to Improve Women’s and 
Children’s Diets [French]
https://www.advancingnutrition.org/resources/focusing-social-norms-practical-guide-nutrition-programmers-improve-womens-
and-childrens

Exploring the Influence of Social Norms on Complementary Feeding: A Scoping Review of 
Observational, Intervention, and Effectiveness Studies 
https://www..ncbi.nlm.nih.gov/pmc/articles/PMC7937492/

Program Guidance on Engaging Family Members [ French ]
https://www.advancingnutrition.org/resources/program-guidance-engaging-family-members

Integrating Gender Guide
https://www.advancingnutrition.org/resources/integrating-gender-nutrition-programs-program-guide

Measuring What it Takes to Provide Care
https://www.advancingnutrition.org/resources/caregiver-toolkit

Presenter Notes
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Published articles: 
Exploring the Influence of Social Norms on Complementary Feeding: A Scoping Review of Observational, Intervention, and Effectiveness Studies - PMC (nih.gov)

Mixed-Methods Systematic Review of Behavioral Interventions in Low- and Middle-Income Countries to Increase Family Support for Maternal, Infant, and Young Child Nutrition during the First 1000 Days | USAID Advancing Nutrition

Engaging Family Members in Maternal, Infant and Young Child Nutrition Activities in Low‐ and Middle‐Income Countries: A Systematic Scoping Review | USAID Advancing Nutrition

Experiences Engaging Family Members in Maternal, Child, and Adolescent Nutrition: A Survey of Global Health Professionals | Current Developments in Nutrition | Oxford Academic (oup.com)



https://www.advancingnutrition.org/resources/focusing-social-norms-practical-guide-nutrition-programmers-improve-womens-and-childrens
https://www.advancingnutrition.org/resources/focusing-social-norms-practical-guide-nutrition-programmers-improve-womens-and-childrens
https://www.advancingnutrition.org/resources/focusing-social-norms-practical-guide-nutrition-programmers-improve-womens-and-childrens
https://www.advancingnutrition.org/resources/focusing-social-norms-practical-guide-nutrition-programmers-improve-womens-and-childrens
https://www..ncbi.nlm.nih.gov/pmc/articles/PMC7937492/
https://www.advancingnutrition.org/resources/program-guidance-engaging-family-members
https://www.advancingnutrition.org/resources/guide-du-programme-impliquer-les-membres-de-la-famille-dans-lamelioration-de-la-nutrition
http://www.advancingnutrition.org/resources/program-guidance-engaging-family-members
https://www.advancingnutrition.org/resources/integrating-gender-nutrition-programs-program-guide
http://www.advancingnutrition.org/resources/integrating-gender-nutrition-programs-program-guide
https://www.advancingnutrition.org/resources/caregiver-toolkit
https://www.advancingnutrition.org/resources/caregiver-toolkit


Resources for SBC Evaluation
Measuring SBC in Nutrition Programs: A Guide for Evaluators

https://www.advancingnutrition.org/resources/measuring-social-and-behavior-change-nutrition-
programs-guide-evaluators

Evaluating SBC Components of Nutrition Activities: A Design Guide for USAID 
Staff https://www.advancingnutrition.org/resources/evaluating-social-and-behavior-change-
components-nutrition-activities-design-guide-usaid

Tools for Designing and Conducting Social and Behavior Change Evaluations

https://www.advancingnutrition.org/resources/tools-designing-and-conducting-social-and-behavior-
change-evaluations

https://www.advancingnutrition.org/resources/measuring-social-and-behavior-change-nutrition-programs-guide-evaluators
http://www.advancingnutrition.org/resources/measuring-social-and-behavior-change-nutrition-programs-guide-evaluators
http://www.advancingnutrition.org/resources/measuring-social-and-behavior-change-nutrition-programs-guide-evaluators
https://www.advancingnutrition.org/resources/evaluating-social-and-behavior-change-components-nutrition-activities-design-guide-usaid
https://www.advancingnutrition.org/resources/evaluating-social-and-behavior-change-components-nutrition-activities-design-guide-usaid
http://www.advancingnutrition.org/resources/evaluating-social-and-behavior-change-components-nutrition-activities-design-guide-usaid
http://www.advancingnutrition.org/resources/evaluating-social-and-behavior-change-components-nutrition-activities-design-guide-usaid
https://www.advancingnutrition.org/resources/tools-designing-and-conducting-social-and-behavior-change-evaluations
https://www.advancingnutrition.org/resources/tools-designing-and-conducting-social-and-behavior-change-evaluations
https://www.advancingnutrition.org/resources/tools-designing-and-conducting-social-and-behavior-change-evaluations


Comprehensive Resources
Generating Demand for Healthy Diets: A Guide to Social Marketing in Nutrition
https://www.advancingnutrition.org/resources/generating-demand-healthy-diets-guide-social-marketing-
nutrition

Workflow for High -Quality Nutrition Social and Behavior Change
https://www.advancingnutrition.org/resources/workflow-high-quality-nutrition-social-and-behavior-
change

Enabling Better Complementary Feeding | USAID Advancing Nutrition
https://www.advancingnutrition.org/resources/enabling-better-complementary-feeding

Video: What is Social and Behavior Change (SBC)? 
https://vimeo.com/754800223/60a10e03e7

https://www.advancingnutrition.org/resources/generating-demand-healthy-diets-guide-social-marketing-nutrition
http://www.advancingnutrition.org/resources/generating-demand-healthy-diets-guide-social-marketing-nutrition
http://www.advancingnutrition.org/resources/generating-demand-healthy-diets-guide-social-marketing-nutrition
http://www.advancingnutrition.org/resources/generating-demand-healthy-diets-guide-social-marketing-nutrition
https://www.advancingnutrition.org/resources/workflow-high-quality-nutrition-social-and-behavior-change
https://www.advancingnutrition.org/resources/workflow-high-quality-nutrition-social-and-behavior-change
https://www.advancingnutrition.org/resources/enabling-better-complementary-feeding
http://www.advancingnutrition.org/resources/enabling-better-complementary-feeding
https://www.advancingnutrition.org/resources/what-social-and-behavior-change-sbc
https://vimeo.com/754800223/60a10e03e7
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