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What is Springboard?

• Springboard is an online community of nearly 4,000 social and behavior 
change (SBC) professionals
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Recent discussions on Sprinboard 
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Looking for a webinar? Find it here!
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Join today!

Join at springboardforsbc.org
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Today’s Agenda

•Presentations: 

–Bolade Oladejo, Breakthrough ACTION Nigeria, Johns Hopkins 
Center for Communication Programs

–Erin Portillo, Breakthrough ACTION, Johns Hopkins Center for 
Communication Programs

–Anurag Banerjee, Quilt.AI

–Sneha Chaturvedi, Girl Effect India

•Question and answer
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Sr. Program Officer, Documentation and Knowledge Management,
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The current social 

media landscape

Some leverages 

for SBC

Deploying 

Social media for 

SBC

Key Metrics 

to Monitor 

SESSION OUTLINE
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This picture inspired Pampers to install 
5,000 diaper-changing tables in men’s 

bathrooms across the US.

THE POWER OF SOCIAL









SOME LEVERAGES FOR SBC

Targeted Messaging Across the Socio-Ecological Model

• Reaching specific audience with specific messages

• Engaging influencers on the same platforms

• Socializing behaviors across communities 

• Cost-effective for large campaigns that transcends single locations



SOME LEVERAGES FOR SBC

Social Listening (Rumor Management)

• Following the conversation on a particular topic

• Identify the influencers around the topic

• Understanding the current perceptions and misconceptions

• Content analysis to inform program design even offline



SOME LEVERAGES FOR SBC

Two-Way Communication – Feedback Loop

• Active Listening for Effective Communication

• Information exchange on-the-go for important queries

• Adaptive management of content or communication 

approach



SOME LEVERAGES FOR SBC

Communication for Emergency – Rapid Response

• Provide quick and important communication 

• Maintain an open line of communication 

• Promote preventive behaviors through socialization
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• Audience Research

• Social Media Strategy

• Content Development

• Engagement Plan

• Monitoring

• Adapting

DEPLOYING SOCIAL MEDIA FOR SBC



How many people 
saw the content

KEY METRICS TO MONITOR 

How many people 
clicked that content

How many people 
typed a response to 

the content

How many people 
shared the content 

to their own 
community

How many people 
shared the content 

to their own 
community
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Merci Mon Héros 

• MMH is a multimedia campaign (social 
media, mass media, community activities)

• Leverages testimonial videos to showcase 
the power of empathy to improve 
reproductive health (RH) and family 
planning (FP) access for young people in 
francophone Africa

• Goal: Reduce impact of social norms that 
prevent youth from accessing RH/FP 
information and services

• Disseminated in nine countries, including 
Côte d’Ivoire, Niger, Togo, Burkina Faso

MMH Video still frame : “If you don’t exchange with 
your children [about reproductive health and family 

planning], you cannot help them.”









MMH Online Content + Activities

Online TV/Radio Community Other

- Quizzes, quotes, 

discussion 

questions

- Video 

promotion + 

dissemination

- Facebook Lives / 

Tweet-Ups / 

Livestreams

- Community, 

mass media 

event promotion 

- Appearances on 
existing shows

- Airing videos / 
audio

- Other campaign 
event promotion

- Launch events

- Discussion 
groups/forums

- Mobilization 
events

- One-to-one, 
small group 
discussions*

- WhatsApp 
discussion 
groups



Campaign Reach

● 460,661 engagements

● 36,629 followers

● 5.6m impressions

● Average daily reach: 

5,988

● 1,109 engagements

● 659 followers

● 19k impressions

● 5,758 engagements

● 520 followers

● More than 146k 

impressions

@MerciMonHeros



Working with Influencers : Togo

• Comedian, TV, and radio hosts

• Selected based on reach, reputation, “brand” 

alignment with MMH messages

• TV appearances

• Social media promotion

• Involvement with in-person activities (mini concerts, 

mobilization events)

• Personal message videos



MMH Exposure Survey in Côte d'Ivoire 

• 24.5% of participants recognized the 
campaign slogan

• Among those exposed to the campaign, the 
majority heard the campaign on the radio
(31.6%) or saw it on social media (22.7%) 

• Exposure to the MMH campaign was 
associated with: 

– Use of a family planning (FP) method
– Use of family planning services
– Speaking to another person(s) about RH  or FP



Lessons Learned

• Manage adaptively
– Breakthrough RESEARCH social listening reports impacted video length, themes to pursue, marketing 

techniques, messaging to present (older, male) audience

• Use complementary channels according to the level of impact you want 
– Community norms = community presence

• Live events are loved
– Reinforce themes
– Address other audience interests (through invited guests, questions you ask, etc.)

• All social media platforms are not the same



#MerciMonHéros

#BrisezLesTabous



Anurag Banerjee | September 2021 



The world faces 
major challenges.

Across issues related to Gender,
Climate Change, and Health. 

Behavior change and shifting 
attitudes are at the heart 
of solving these challenges.
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WE TURN TO 
THE INTERNET

There are 4.5 billion people online 

today 

and 3 quintillion bytes of publicly 

available data is being generated 

every 24 hours.
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WHO 
WE ARE

36



37

FOUNDATIONS: 
We work with the Bill and Melinda Gates Foundation to better understand decisions on 
family planning, immunisation and maternal and child nutrition in Uttar Pradesh and Bihar. 
We work with Children’s Investment Fund Foundation (CIFF) to change behavior among 
teenage boys on contraception usage and gender equality in Rajasthan. We collaborate with 
the Clean Air Fund to better understand what makes an air pollution campaign effective.

INTERNATIONAL ORGANIZATIONS:
We work with UN WOMEN and UNFPA to assess 
violence against women in eight countries across 
Asia since the start of COVID-19 and what service 
providers and governments can implement during future crises.

NGOs: 
We work with Splash to build a digital ecosystem of girls
online in cities in Ethiopia and India to complement in-person 

menstrual health education with online content while schools 
were shut down due to the pandemic.

SOCIAL IMPACT AGENCIES 
AND INSTITUTIONS: 
We work with Purpose to study protest movements 
in India and Mexico. We collaborate with the 
International Center for Research on Women to 
understand the impact of the COVID-19 lockdown 
on parents/guardians and minority youth in the 
United States.

HOW WE HELP
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We build capacity on how to collect data online, 
denoise and analyse it. We do this through webinars 
and in-person capacity building sessions. We also 
create targeted and meaningful content, leveraged 
by content partnerships and robust insight reports. 
Learning about online data and using our content 
will broaden your audience and increase your 
engagement metrics.

OTHER POSSIBILITIES

Initiate and nudge behavior change through 
digital outreach, and measure impact across 
tangible change metrics. 
Online behavior change interventions have an 
impact at much greater scale and speed than 
traditional behavior change interventions.

BEHAVIOUR CHANGE

Use ecosystem insights to help your organization
raise awareness and advocate for change across 

funders/stakeholders with a more robust and 
representative evidence base.  
The internet is the world’s largest focus group 
discussion. Collecting data online is less biased, 
less expensive and takes less time than 
conventional research initiatives

ADVOCACY 

WHAT WE DO

We study millions of data points on the internet, 
both on social media platforms (what people publicly 
post) and search information (the truth an online user 
wants to know). We combine this with anthropological 
analysis to deeply understand communities. 
Such audience profiling can make program design 
and implementation more effective and targeted.

UNDERSTANDING THE 
COMMUNITIES YOU WORK WITH
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- Digital evaluations with a consortium of partners
- Multi-partner initiatives with both online and    
offline project implementation

BELIEVERS IN THE MULTI-
STAKEHOLDER PROCESS

- Gender equality
- Good Health and Wellbeing
- Climate Action
- Quality Education

COMMITTED TO THE SUSTAINABLE 
DEVELOPMENT GOALS

- Fake News Index
- Misogyny Index
- Climate Change 

Analysis Tool

INNOVATIVE

AT QUILT.AI WE ARE. . . 

- GDPR compliant
- Child Safeguarding Policy
- Removal of all personally

identifiable information
- Disaster recovery protocols

ETHICAL
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DRIVING 
INTERNATIONAL 
IMPACT
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CULTIVATING A 
“RESPONSIBLE SEX” 
MINDEST AMONG LOW 
INCOME BOYS IN INDIA
UNDERSTANDING THE DIGITAL ECOSYSTEM OF BOYS ON 
CONTRACEPTION USAGE AND GENDER EQUALITY.

23 DISTRICTS IN RAJASTHAN

162 MILLION UNIQUE SEARCHES

598,000 ARTICLES FROM NEWS, 
BLOGS & FORUMS CONSUMED

1.4 MILLION VIDEOS ON YOUTUBE & TIKTOK

7,000 SURVEY RESPONSES

This data analysed showed an increase from 1 search per 
day to an average of 29 searches per day for “buy condom”. 

DATA ANALYSED
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EXAMINING VIOLENCE 
AGAINST WOMEN AND 
GIRLS DURING COVID-19 
& FINDING SUPPORT
ASSESSING CHANGES IN DEMAND FOR  SUPPORT 
SERVICES FOR VIOLENCE AGAINST WOMEN AND GIRLS’ 
(VAWG) AND IDENTIFY SERVICE PROVISION GAPS. 

20 MILLION UNIQUE SEARCHES 
OVER A 6-MONTH PERIOD

3,502 UNIQUE KEYWORDS

2,000 SOCIAL MEDIA POSTS

17,000 TWEETS & IMAGES

This data analysed showed searches related to physical 
violence (i.e. “physical abuse signs”, “violent relationships”, 
“cover bruises on face”) in Malaysia , Philippines and Nepa; 
grew by 47%, 63% and 55% respectively between October 
2019 to September 2020.

DATA ANALYSED (8 COUNTRIES IN THE ASIA-PACIFIC)
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10 YEARS OF PHYSICAL IMPACT OF CLIMATE 
CHANGE (I.E. AIR QUALITY, ETC.) FOR OVER 20 
CITIES300 CULTURAL DATA POINTS IN THE FORM OF 
BOOKS, MOVIES, AND ADVERTISEMENTS.

6 MILLION SEARCHES & SOCIAL MEDIA DISCOURSE

500,000 SOCIAL MEDIA POSTS

This data analysed identified several themes in 
communication in the UK and framed these against 
the backdrop of distinct city clusters. From these, 
a targeted communications guideline tailored to 
the specific clusters was determined. 

DATA ANALYSED

HOW DO WE MAKE 
CLIMATE CHANGE PART 
OF THE POLITICAL 
DISCOURSE?
UNDERSTANDING HOW CLIMATE CHANGE CAN 
BE ADDRESSED IN THE UK ELECTIONS.
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SHIFTING ATTITUDES 
AND BEHAVIOURS 
IN IMMUNIZATION
DEVELOPED AN ONLINE BEHAVIOUR CHANGE 
STRATEGY THAT TARGETED AUDIENCE SEGMENTS 
AND NUDGED THEM TO ADOPT IMMUNIzATION 
IN UTTAR PRADESH AND BIHAR.

5+ MILLION SEARCHES & 20,000 DATA 
POINTS ACROSS YOUTUBE,TIKTOK, TWITTER, 
INSTAGRAM & FACEBOOK

3,502 UNIQUE KEYWORDS

2,000 SOCIAL MEDIA POSTS

17,000 TWEETS & IMAGES

This data analysed piloted an online campaign for 1000 
respondents by dropping tailored content in each audience 
segment’s social media. The pilot demonstrated a 20% positive 
shift in awareness about immunization. 

DATA ANALYSED 
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819,190 UNIQUE SEARCHES OF KEYWORDS 
RELATING TO GENDER-BASED VIOLENCE

1200 SOCIAL MEDIA POSTS ACROSS FACEBOOK, 
INSTAGRAM AND TWITTER

1620 COMMENTS ON YOUTUBE

This data analysed found that much of the discourse 
focuses on females in comparison to sexual abuse 
faced by men, children, and the LGBTQI+ community.
It’s noted strong narratives dismissing feminism 

and other gender related issues. 

DATA ANALYSED 

COUNTERING GENDER 
BASED VIOLENCE TO 
GENDER EQUALITY
UNDERSTANDING THE SOCIAL MEDIA DISCOURSE ON GENDER 
BASED VIOLENCE AND NARRATIVES OPPOSING GENDER 
EQUALITY ONLINE IN SINGAPORE.
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1,529 UNIQUE KEYWORDS

47 MILLION SEARCHES

FOCUS ON 6 CITIES

1,000+ SOCIAL MEDIA POSTS

Through online surveys and ads, we saw some positive 
shifts in children’s nutrition behaviors. For example, 
we found increases in children’s consumption of meat 
products and green and yellow vegetables. 

DATA ANALYSED

UNDERSTANDING 
FATHERS’ ROLE IN 
THEIR CHILDREN’S 
NUTRITION  JOURNEYS
UNDERSTANDING HOW FATHERS COULD BE MORE INVOLVED 
IN THE NUTRITION JOURNEYS OF THEIR CHILDREN IN BIHAR 
AND UTTAR PRADESH
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LOOKING AHEAD
SO WHAT DOES 
THIS MEAN?
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Ready, Set, Stitch
enquiries@quilt.ai





GIRL EFFECT USES
THE POWER
OF MEDIA
TO UNLOCK THE
THE POWER
OF GIRLS



OUR APPROACH TO  
DRIVING DEMAND FOR SERVICES 

LONG-TERM MEDIA-BASED SHIFTS IN BEHAVIOUR
FOCUS ON 8 ‘PSYCHOLOGICAL DRIVERS’

RIGOROUS TESTING & LEARNING
MONITORING FOR PROOF OF IMPACT



Chhaa Jaa is India’s first social media led, digital youth brand 
aimed at girls from low-income, vulnerable contexts in India’s Hindi belt



15-19

Within the Hindi 
speaking belt

From low-
income families 
in urban, 
changing 
environments 
(SEC C&D)

Girls at a 
transitional age, 
increasingly 
needing to make 
choices about 
their future

Shifting her 
attitudes & 
behaviours 
towards her 
body and health

But with 
frequent & 
growing access 
to the internet

While inspiring 
and equipping 
her to negotiate 
everyday  norms 
and challenges

CHHAA JAA LAUNCHED IN 2019 BASED ON HIGH-POINTS OF 
LEVERAGE

Targeting...

Currently focusing on..



“When I discovered I was pregnant, I 
told my boyfriend. He bought pills from 
a chemist for me to have an abortion. 
We didn’t go to a doctor since she 
would have told my family.”

“He is 28 years old so he knows how 
these things work. He said he has 
needs and that sex after 9 months of 
dating is common. He took me to a 
hotel room - it hurt a lot and I bled for 
4 days after”

“I don’t go to the doctor because I 
don’t know what to say.  And 
unmarried girls shouldn’t go to lady 
doctors anyway. 
It’s better to look online or 
check with my boyfriend.”

Risky SRH behaviours



MODERATION of every 
message and comment 
we receive to reinforce 
messages and drive to 

services

AN ECOSYSTEM OF HINGLISH PRODUCTS THAT HELP HER 
CONSUME OR SEEK US AT HER CONVENIENCE

GIRLS-ONLY COMMUNITY
where she can connect 
with other girls like her 
and break her sense of 
isolation

SERVICE DIRECTORY  
that aggregates 

resources that help her 
cross the last mile into 

accessing services

CONTENT based on 
‘modelling’ techniques 
that both inspire and 

equip her

CHATBOT that lets her 
pursue her curiosities in 

a private, self-paced 
environment

Ma’am you explain so 
well. No one ever told 
us in school also. Our 
teacher skipped the 
[relevant] lesson only 
in embarrassment. But 
the videos you are 
sending on Facebook 
are really admirable, 
and because of them 
teenagers like us will 
become aware.



MULTIPLE TOUCHPOINTS TO NUDGE HER TO SERVICES

Broadcast Interactive

*

Signposting CTA 

at end of episode

Dedicated service linkage 

campaigns + service explainer 
content+ SEM campaigns

Co-branded AMAs 

with doctors

Services linked 

themes in Bak Bak 
Gang

Recommendations 

through chatbot

Recommendations 

through DMs



- Longitudinal approaches are challenging 

- A hybrid digital and offline evidence framework 
works best for a digital based programme

- Leverage ‘observed’ digital data in conjunction with 
traditional self-reported survey data

- Social listening is a rich source of insights but 
important to supplement with regular research

LEARNINGS - PROGRAMMING LEARNINGS - EVIDENCE

- The internet is not equal, so we need to invest in 
reaching the right audience

- Build an ecosystem that meets your audience where 
they are

- ‘Content + Conversations’ model - Interactive 
products play a complementary role to broadcast 
content

- Different social media platforms have unique roles

- Social media needs to be agile

- Digital safeguarding needs to be woven into every 
aspect of programme design



THANK YOU


