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In 2014, in an attempt to tackle a normalized practice over generations, India embarked on an ambitious 
mission of making the country open defecation-free (ODF). While India was declared ODF in 2019, the 
momentum to sustain ODF behaviour and to effectively dispose of the increased waste required extending 
adequate and safe faecal sludge management (FSM). Without the safe collection, disposal and treatment 
of human waste, citizens are exposed to serious health and environmental hazards because that same waste 
is dumped untreated in open fields and water bodies. 

Mindful of this reality, the National Faecal Sludge and Septage Management (NFSSM) Alliance, was 
formed in 2016 with support from the Bill & Melinda Gates Foundation, to build consensus and drive 
forward the discourse on FSM, create an enabling environment to accelerate progress towards universal 
access to safely managed urban sanitation across the sanitation value chain. 

The Alliance works in collaboration with the Ministry of Housing and Urban Affairs (MoHUA) and the 
Department of Drinking Water and Sanitation (DDWS), under the Ministry of Jal Shakti, which
are the central ministries responsible for sanitation in India. The NFSSM Alliance has been successful in 
enabling a range of policy initiatives, e.g., the National Policy for Faecal Sludge and Septage Management. 

In urban sanitation, the Alliance’s challenge and task to itself and its partners was how to make an issue 
like faecal sludge management that is technical and, more importantly, invisible, matter to communities. 
There is a need for infrastructure development to be married to powerful behaviour change communication 
interventions, a core and integral lever to achieving safe sanitation. FSM is more than an infrastructure 
challenge and needs to be approached audaciously, with a powerful narrative with which people engage. 
The Alliance has focused its efforts on communication led initiatives and interventions and this document is 
an effort to mainstream safe and inclusive sanitation through effective communication interventions.

This document developed by the Alliance and its partners incorporates learning from developing and 
implementing evidence-based behaviour change communication to provide valuable guidance to other 
partners – in India and globally – who seek to adopt a scientific, evidence-based and structured approach to 
creating and disseminating social and behaviour change communication.

Foreword
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Executive Summary
Visible and immediate threats like air pollution and the Covid-19 pandemic have 
galvanized the public and the government to find solutions for poor air quality issues 
and universal vaccination to manage the pandemic. These issues have been front and 
centre recently. However, there are several other issues that people struggle with in terms 
of health, sanitation, livelihood, rights and resilience. While one approach addresses 
these challenges through policy and infrastructure, there must be a corresponding 
approach to change attitudes, efficacy, norms and behaviours among people. 

While healthcare professionals, patients, families, community leaders, and policymakers 
all struggle to understand interactions between health and behaviour and use that 
knowledge to improve the health status of individuals and communities, the interactions 
between health and behaviour are not straightforward.

Conventional wisdom tells people to eat right, do more exercise, avoid tobacco, use a 
condom, wear seatbelts, and use a toilet instead of defecating in the open, but deciding 
what specific interventions to produce and sustain ideal practices and changes in 
attitudes present a dilemma. There are several challenges when approaching behaviour 
change, including the lack of rigorous evaluation of interventions. Evaluations may 
assess short-term changes, but long-term effectiveness should also be assessed because 
they maintain behaviour change. Only with a scientific approach to an
the intervention will the best practices be found.

Another challenge is the need to shift from just information, education, communication 
(IEC) to social and behaviour change communication (SBCC) to engage communities 
and inform their decisions and practices.

There are fundamental differences between IEC and SBCC. IEC is a process of providing 
information and educating individuals and communities to promote healthy behaviours 
appropriate to their context. But knowledge and awareness are not sufficient conditions 
for behaviour change. This is because conflicting demands on individuals also influence 
behaviour adoption, the external environment, the local context, family and the 
community in which an individual lives. Understanding the mental orientation and 
their worldview is essential too. IEC materials tend to be generic, instructional, and lack 
context-based evidence and relevance. 

BCC focuses on individuals and looks far more comprehensively at determinants of 
behaviour. However, placing the onus of change on individuals fails to consider norms 
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and an enabling environment adequately. SBCC looks at the individual in the context 
of the ecosystem in which a behaviour is performed. SBCC is an evidence-based, 
consultative process of addressing knowledge, attitude, efficacy and motivation at the 
level of individuals, norms at a societal level and policy and market forces at a macro 
level. SBCC uses research to define a problem, identifies and segments audiences and 
design behavioural interventions through well-defined strategies, using an appropriate 
mix of interpersonal, group and participatory methods, including mass media and policy 
advocacy, if needed.

This case study/toolkit of the science, art and craft of SBCC has been developed by 
BBC Media Action with support from the Bill and Melinda Gates Foundation and the 
National Faecal and Septage Management (NFSSM) Alliance. This document draws 
on a fundamental social and behaviour change communication approach used by BBC 
Media Action over 20 years to design programmes that save lives, protect livelihoods, 
counter misinformation, challenge prejudice and build democracy. The annexures are 
proprietary tools and techniques that BBC Media Action has provided for reference 
to help aid in the development of strategic and evidence-based SBCC interventions. 
These must be used responsibly, and may not be used for commercial purposes or be 
rebranded.

This document is an overview of one approach to SBCC. The methodology is 
demonstrated with an example of an award winning (ISC-FICCI, 2021) communication 
intervention on faecal sludge management (Malasur – the demon of defeca) that was 
developed, implemented and evaluated.

Under Swachh Bharat Mission, over ten crore toilets have been built in the India, and 
more than 6.9 lakh villages have been open defecation free (ODF) since 2014. The 
mission mode approach to eliminate open defecation was also amplified nationwide 
by the commitment from all levels of leadership in governance, including investment 
in communication interventions. Communication interventions inspired a mass 
mobilization about a commodity (the toilet) that was not aspirational but was 
misunderstood and ignored. Messages were designed to elevate the status of the toilet 
as a necessity, busting age-old myths and repositioning the toilet as an asset and sign of 
progress.

There is now a massive burden in sustaining ODF behaviours and ensuring safe 
and effective faecal sludge management. And there is a need for communication to 
support the momentum, to create a long-term enabling environment for safe sanitation 
by creating a demand among citizens. This demand will only come from better 
understanding among the people about the risks of mismanaged faecal sludge 
which is currently completely amiss in household discussions and priorities.
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Social and behaviour change communication (SBCC) uses communication to shift behaviour by positively 
influencing social and personal determinants. These determinants could include factors within the family 
or individual, such as knowledge, attitudes, self-efficacy (people’s confidence in their ability to practice a 
behaviour), and discussion. Also important are social norms (what is seen as acceptable in society), access, 
affordability and quality of services, and socio-economic factors, all of which originate outside the family.

Introduction to social and 
behaviour change communication

1
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Understanding how behaviour can be influenced1.1

To influence the desired behaviour, specific groundwork is necessary to implement 
potential communication interventions effectively. It is important to note that 
communication alone can address some behaviours. In contrast, others might require 
different interventions, such as policy, regulatory changes, incentives or service design 
and delivery. It is also important to note that SBCC takes time as people need to change 
over time voluntarily. First, it is crucial to chart out all the various influencers of the desired 
behaviour to ensure that SBCC is the right approach to adopt. 

The role of media and communication

Media and communication can be a powerful force for positive social change, providing 
a highly cost-effective means of facilitating exchange of information and ideas between 
large numbers of people and playing a pivotal role in changing communities attitudes 
and behaviours. There are four pathways in which media and communication work:

Media and communication can also support improved governance and increased 
respect for people’s rights

They can shape opportunities for voice and choice and impact the extent to which 
people can exercise control over their lives

Playing a critical role in defining the access that groups have to information, media and 
communication influence their aspirations and behaviours

Media can engage whole communities to shape norms and expectations around the 
roles that groups and individuals play in society

Additionally, it can provide people with trusted, accurate and balanced information, 
support inclusive and constructive public dialogue, and hold the powerful accountable 
for their actions. Media programmes can expose audiences to diverse, realistic characters 
and scenarios, role modelling inclusivity and tolerant behaviour in a range of family, 
business and public scenarios. Media and communication can also help people live 
longer, healthier lives by understanding and adopting healthier behaviours. It can address 
the social factors such as stigma or exclusion that influence people’s health and affect 
those living with illness and disease.
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While following a strategic process for developing and implementing an SBCC 
intervention, one is more likely to observe and assess behavioural change stages. While 
there are several models of behaviour change, for reference, one popular model is the 
Transtheoretical Model (Prochaska and Di Clemente), which analyses people in these 
psychographic terms:

PRECONTEMPLATION

A person does not need to go through all the stages. A person may skip a step or 
go back to an earlier stage. This is just one example. There are other theories and 
models of behaviour change like the community readiness model, theory of planned 
behaviour, diffusion of innovation theory, social cognitive theory, to name a few.

The audience sees 
no need to change

CONTEMPLATIVE

the audience sees 
the need to change 
behaviour, but 
barriers outweigh 
the benefits at 
this stage.  So, 
the audience is 
not ready to take 
action

READY FOR ACTION

in this stage, 
the audience 
is prepared to 
change behaviour 
and may have 
already taken some 
steps towards this 
changed behaviour

ACTION

practices the 
desired action

RELAPSE

This stage occurs 
frequently. This 
is seen as a 
normal part of the 
behaviour change 
process, and 
hence may require 
either iterations 
or changes to the 
intervention or 
reiteration of the 
message

MAINTENANCE

this is the stage 
where the audience 
is following this 
acquired new 
behaviour for at 
least six months 
if it is a long term 
behaviour that is 
being promoted

ADVOCACY

where the person 
promotes the 
behaviour to others
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A good starting point, which must be made part of the approach before planning and 
designing an SBCC intervention, is to ensure that specific mechanisms are in place 
because they create an enabling environment for communication to be relevant and 
impactful. In the context of faecal sludge management, below are a few mechanisms 
to ensure.

Establishing and enforcing policy and operative guidelines 
to enable change 

For example, when it comes to faecal sludge management (FSM), several states have 
developed City Sanitation Plans and operative procedures pushing FSM outcomes to the 
forefront. These operative guidelines seek to empower municipalities with knowledge, 
processes and facilities for planning and implementing FSM. Without such guidelines, 
there is a risk of having no accountability or monitoring of the progressive steps taken and 
planning essential for ensuring safe management and treatment of faecal sludge. 

Making sure infrastructure and service delivery is in place

For instance, before desludged faecal waste is transported to a faecal sludge treatment 
plant (FSTP), it is essential to ensure that treatment plants are operational to treat the 
collected sludge. Without infrastructure, there is no solution in place to safely manage 
and treat faecal sludge. There also needs to be mechanisms to ensure accountability of 
service delivery. E.g., GPS tracking of cesspool vehicles would enable accountability on 
operators to transport sludge only to designated sites like an FSTP. This would serve as a 
deterrent to indiscriminate dumping in water bodies and open fields.

Ensuring available communication distribution platforms 
for SBCC

With the infrastructure in place, it is important to plan budgets and resources like 
communication channels to create and disseminate SBCC design to fit the purpose. 
Human resources are also a necessary re-requisite to lead SBCC interventions.

1.2 Conditions essential for SBCC interventions
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Although it can be very tempting to give people information and believe that they will 
act on it once they know something or are aware of it, evidence shows that many other 
determinants of behaviour need to be understood and addressed before any shifts in 
behaviour can be expected. As mentioned above, determinants could include factors 
within the family or individual, such as knowledge, attitudes, self-efficacy (people’s 
confidence in their ability to practice a behaviour), and discussion.

BBC Media Action has led the design, development, implementation, and evaluation 
of behaviour change interventions with its partners in the NFSSM Alliance, applying a 
modified human-centred design (HCD) approach. 

“One of BBC Media Action’s values is that ‘the communities we serve are at the heart of all we 
do’. With people at the core of our approach, our task is to engage with emotional beings, not 
just rational actors, effectively. To that end, we immerse ourselves in the community to holistically 
understand their lives and identify barriers and triggers that can facilitate change. Our work is 
powered by insight-driven, impact-tested, scalable, often innovative BIG ideas.”
– Priyanka Dutt, Country Director, BBC Media Action, and member, NFSSM Alliance

1.3 The human-centred design approach to effective SBCC
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Understanding people, studying 
the problem from multiple 
perspectives, defi ning and 
segmenting the target community

Immersion1

The seven-step scientifi c methodology to create compelling 
evidence-based, insight-driven, impact-oriented storytelling

Ideation

Developing ideas that are identifi able, 
innovative, universal and extendable across 
platforms for maximum reach. A BIG idea 
has a higher chance of being memorable.

4
To test if the idea developed 
has appeal, comprehension, 
engagement, relevance among the 
target communities and whether the 
output reaches the intended impact 
as defi ned in the communication 
objectives.

Prototyping
and testing5 Execution

An idea can be executed in different ways 
to amplify it by adopting a 360-degree 
approach to create maximum chances of 
high recall among the target community. 
This should be done with a scientifi c media 
plan that ensures a balance between reach 
and frequency.

6
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Understanding people, studying 
the problem from multiple 
perspectives, defi ning and 
segmenting the target community

Communication
strategy

Dependent on being evidence-based and 
insight-driven with a clear communication 
framework that includes programme and 
communication objectives, measurable 
indicators, and the creative brief to inform 
the intervention

2 Insight
minining

Extracting an insight requires strategic 
analysis of data, research and discussion to 
arrive at a universal truth about the target 
community based on a deep understanding

3

Execution

An idea can be executed in different ways 
to amplify it by adopting a 360-degree 
approach to create maximum chances of 
high recall among the target community. 
This should be done with a scientifi c media 
plan that ensures a balance between reach 
and frequency.

Monitoring 
and evaluation

M&E is a systematic process of 
tracking and analysing programme 
data to determine if the programme is 
on track and its impact on social and 
behaviour change.

7
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Throughout the document, these steps will be elaborated in the context of an SBCC 
intervention on faecal sludge management (FSM) and the urban sanitation value 
chain.

This knowledge document aims to provide an overview of social and behaviour 
change communication, based on BBC Media Action’s experience in developing 
strategic, evidence-based, human-centred communication interventions and 
learnings from the field members of the NFSSM Alliance. This document will illustrate 
the principles and processes of SBCC that can stand the test of time and be used for 
other thematic issues, not just FSM.

How can this document be helpful

Key takeaways this document will provide

Who should refer to this document?

This document is for implementors of SBCC and decision-makers who commission 
the development and implementation of SBCC interventions. While these decision-
makers may not be developing the communication themselves, it will be helpful  
to have these tools and processes at hand to identify and work with creative 
communication partners. Specific performance metrics can also be set with partners 
to ensure effective communication that provides value for money. 

How to use this document

Each section in the document explains the process of developing, implementing and 
measuring the impact of an SBCC intervention, providing tools and resources that 
may be useful for implementors. There are also examples of using these tools (such as 
communication framework, creative and research briefs.) taken from the experiences 
and interventions developed on FSM by Alliance members, case in point –BBC Media 
Action’s communication intervention, Malasur - the demon of defeca.

- Critical steps in the development of an SBCC intervention 
- Tested templates and (proprietary BBC Media Action) tools for implementors 
- In-practice examples of developing, implementing and evaluating SBCC 
- Insights in the development process that apply to any theme
- Guidance across the entire lifecycle from strategy to roll out 
- How to approach budget and partnerships for SBCC, to evaluatione scale 
and sustainability

1.4 
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What this document will not provide

This is not a guideline or training guide on developing SBCC content but an overview of 
the development process for SBCC that has been used successfully to address various 
social impact challenges globally. 

There are no one-size-fits-all answers to the challenges faced in developing and 
disseminating communication. This document is not intended as a peer-reviewed or 
academically rigorous inquiry into issues that implementors and organisations face. 
Instead, the focus is on a suggested framework and approach, illustrated with examples, 
for implementors to consider.



14

Safe sanitation goes well beyond the construction of toilets. The all-important question is, “what happens 
after you pull the flush?” It is easy to take the sanitation system’s complexity for granted. After flushing, the 
assumption is that the waste gets carried to a place of safe treatment (sewage treatment plant). No one 
thinks about what happens after pulling the flush, a particularly challenging problem for those whose toilet 
is not connected to a sewer system. To enable safe sanitation for all, therefore, non-sewered, decentralised, 
cost-effective, and scalable options for the safe faecal sludge management (FSM) is essential. With 1.3 
billion people across 36 states and union territories following diverse cultures and practices, the scale of 
India’s sanitation challenge is tremendous. 

SBCC in the context 
of urban sanitation

Why faecal sludge management (FSM) is important2.1

2
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Urban Sanitation at a glance

Over the last six years, the Swachh Bharat 
Mission has been able to build over 72 lakh 
toilets in urban India.

With only 40% of urban India connected to sewer networks, most of the toilets (60%) 
in urban India rely on on-site sanitation systems (OSS)2.

According to WaterAid and the Central Pollution Control Board, 80% of India’s 
surface water is polluted3.

There is an estimated 62,000 million litres a day (MLD) of human waste generated 
in urban India. Over 700 Faecal Sludge Treatment Plants (FSTPs) are committed, 
of which 220 are under construction (with 150 operational plants). The burden of 
managing the increasing sewage has multiplied, but with 19 out of 36 states and 
union territories drafting state-specific guidelines, FSM is further mainstreamed.5

According to Census of India 2011, there are 740,078 households across the country 
where a person removes human excreta from a dry latrine, despite this practice 
being outlawed by the Prohibition of Employment of Manual Scavengers and their 
Rehabilitation Act 2013.

The SBM is estimated to have led to annual economic savings of 7.35 per cent of 
Gross Value Added (GVA) by 2019-2020, assuming India achieves 100 per cent 
improved sanitation usage in 2019-2020. The economic savings are estimated to 
increase to 8.55 per cent of GVA by 2023-2024, provided sustained investments in 
the sanitation sector to achieve 100 per cent safe faecal sludge management are 
maintained.6

1 Swachh Bharat Mission Urban
2 Faecal sludge and septage management in urban areas; service and delivery models, Niti Ayog, 2021
3 80% of India’s surface water may be polluted, report by international body says, Times of India, 20156. State of the 
World’s Sanitation, UNICEF-WHO, 2020
4 Faecal Sludge Management Landscape in South Asia, Synthesis of a Multi-country study 2019, WaterAid
5 Faecal sludge and septage management in urban areas; service and delivery models, Niti Ayog, 2021
6 UNICEF-WHO state of the world’s sanitation, 2020
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Since the inception of the National Urban Sanitation Policy (NUSP) in 2008, which 
focused on creating access to toilets and ODF communities, septage management 
was paid attention. NUSP initiated a framework for cities to prepare City Sanitation 
Plans (CSPs) under the state sanitation strategy. There is now a revised NUSP 
2.0 draft with goals to ensure that all urban populations have universal and 
equitable access to safe sanitation and hygiene facilities at all times, along with 
safe management of all domestic wastewater and faecal sludge, contributing to the 
liveability and health of urban India.

National and some state governments are building momentum to ensure safe 
sanitation, commit resources for FSM solution implementation, and encourage the 
supply of faecal sludge management services. However, there is a continued need 
for engagement between urban local bodies (ULBs) and citizens to create demand 
for correct FSM services by shaping people’s attitudes towards FSM practices.

Safe sanitation is about technology innovation and infrastructure provision, but 
people’s engagement is essential to achieving the safe sanitation goal. 

Why communication is crucial to achieving 
safe sanitation outcomes 

Data shows that: 

• In urban areas, people have built toilets without building septic tanks, so the toilets 
discharge faecal waste directly into stormwater drains

• others have built septic tanks but incorrectly, without the recommended two 
chambers and a soak pit

• still, others have never desludged their septic tanks, having built tanks large enough 
to last their lifetime

• some use manual scavengers to desludge septic tanks 

• Whether they avail of manual or mechanical desludging, they may do nothing to 
ensure that desludged waste is not dumped indiscriminately in empty plots and water 
bodies 

2.2
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Gaps in the sanitation value chain can pose risks to health and the environment. 
Some gaps and challenges can be addressed through policy and infrastructure, 
while others are behavioural. Below are examples of some of the key communication 
challenges. 

SBCC challenges across the sanitation value chain 2.3

Laws and policies have been put in place and enforced at the government level, 
but often these are not enough to change and sustain behaviours. If they are not 
adequately utilised, it is also not enough to have infrastructure or service delivery 
mechanisms in place (like access to toilets and desludging of septic tanks by licensed 
operators). It, therefore, becomes necessary to build enough demand for these 
services so that people are motivated to avail them. 

SBCC is especially critical here as faecal sludge management has not been recognised 
as a priority among citizens. Effective FSM has been slowed down considerably by 
old customs, and worst of all, apathy and ignorance. Sanitation and water are not 
just state subjects; they are personal or ought to be. An evidence-based and human-
centred design approach to SBCC delivers communication that demystifies and 
personalises the threats linked to unsafe faecal sludge and septage management, 
appeals to hearts and minds, and provides an impetus for change among citizens in 
India. 

“BCC is a necessary complement to sanitation infrastructure and policy to achieve safe 
sanitation. Our experience in cities of Maharashtra suggests that SBCC creates demand for 
safe collection, management and treatment of sewage and benefits the entire community” - 
Dr. Meera Mehta, Professor Emeritus, CEPT University and Executive Director of the Center 

for Water and Sanitation, and member, NFSSM Alliance.” 
– Dr Meera Mehta
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Households Households

• Low awareness 
about correct 
containment systems

• Low motivation to 
demand scientifi cally 
built septic tanks 
according to  
specifi cations 

•  Low risk perception 
of the dangers of open 
discharge into drains

• Low awareness of 
the need for regular 
desludging every three 
years 

• Low motivation 
to seek and pay for 
services from licensed 
desludging operators 

•  Prevalence of stigma 
against desludgers

• Low awareness about 
risks of indiscriminate 
dumping of collected 
faecal waste

• Low motivation and 
acceptance of faecal 
sludge treatment 
plants in their vicinity

• Low motivation 
to encourage the 
building of scientifi c 
containment 
structures

• Low awareness of 
correct containment 
structures  

Masons

• Low motivation to wear stipulated personal protective equipment (PPE) 

Licensed Desludging Operators

• Low motivation to prioritise enforcement of FSM policy and monitoring 
of FSM activities 

• Low motivation to establish FSM service delivery and treatment plants

ULBs

Licensed Desludging 
Operators

Households

CONTAINMENT COLLECTION TRANSPORTATION TREATMENT

Key communication challenges in the sanitation value chain
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As part of the work on urban sanitation, the challenge that NFSSM Alliance 
partners in states and BBC Media Action were posed with was - can FSM be made 
an issue as necessary  to people in urban India, as air pollution has become? How 
is it possible to get people to care about what happens after they pull the flush?

“We needed to magnify the threat of faecal sludge through a big idea to build and heighten 
risk perception about an invisible issue and create an intent to act (contribute to safe and 
effective management of faecal sludge at the household level on the one hand and question its 
disposal on the other) - in a strategic, phased manner”
– Radharani Mitra, Global Creative Advisor, BBC Media Action

The following sections will illustrate how the human-centred design approach 
for intervention on FSM was executed and the steps put into practice, with a real 
example of – Malasur (the demon of defeca) right from exploration to evaluation 
and from pilot to scale.

Without proper 
on-site containment 
or treatment, water 
used for drinking, 
recreation and 
agriculture can be 
contaminated

Workers without adequate protections face 
life-threatening risks when emptying pits 
and septic tanks and cleaning sewers. Waste 
spilt or dumped before treatment puts whole 
communities and food supplies at risk

Communities are put at risk 
when untreated wastewater 
and sludge pollute, drinking 
water, and water sources 
used for irrigation 
of food crops

RISKS

Why is it important to adopt a gender transformative approach 
in communication? 
Integrating gender issues into all aspects of program and policy (from 
conceptualisation, development, implementation and evaluation) is integral to 
redress gender disparities in society and achieve better health outcomes. But it is also 
important to develop communication that actively challenges gender norms and 
stereotypes, by going beyond just including women as participants. 
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Immersion is the process of understanding people, how they do things and why, their physical and emotional 
needs, how they think about the world, and what is meaningful to them. It involves studying the problem 
from multiple perspectives, checking assumptions by looking at secondary research, conducting formative 
research and landscaping studies, socio-cultural and anthropological factors, and immersive field visits. 
Immersion should also include identifying issues from all genders’ perspectives through dialogue with 
different gender groups as their perceptions would differ. This step also includes defining which media 
platforms and channels the target groups access o be able to reach  people where they already are.

Immersion 
The science to understanding communities (step 1)

3
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Immersion is done using a combination of techniques, including:
• Research – desk, formative and landscaping studies to best understand what 
drives behaviour in target communities
• Technical know-how and thematic knowledge and input from experts and key 
informants
• Field visits
• Socio-cultural and anthropological study

The point of immersion is to capture communities’ extent of their knowledge on the 
topic, the importance given to the problem/topic, perceptions and attitudes and 
opinions, and appropriate behaviours, media habits, and readiness to change. 

Target community definition
At BBC Media Action, we believe that there are four areas of influence and that 
change occurs at these four levels.

Population: individuals, families, community
Practitioners: groups that influence populations for example experts, teachers, 
health workers
Organisations: public and private sector, civil society organisations like mobile 
network operators, NGOs, self-help groups, and corporates
Enabling environment: those who can set the environment for change to take place 
such as government, media and regulatory bodies

Target community segmentation
During immersion, one will learn about the different target communities. In the 
end, one may sift and choose further segments. Segmentation is about creating 
homogeneous sub-groups within the target community landscape so that 
communication can reach the audiences most effectively. This grouping/
segments could be basis demographics, psychographics, or behavioural parameters. 
This is done as the entire audience cannot be reached with the same message 
and same channels -some might be early adopters of the communication or more 
vulnerable or hard to reach, and they need to be identified. It is critical to understand 
communities (both demographic and psychographic profile) before designing 
communication interventions.
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Media landscape and habits 

Within the immersion process, it is crucial to investigate and defi ne which media 
platforms and channels, the target groups access and believe in, their media habits 
(such as the place, time, pattern of consumption, and their level of interaction with 
different media platforms).
At this stage, programme-makers should also analyse the available media landscape 
data to identify the best opportunities to reach people, including creating touchpoints 
where none exist.

A mixed-method formative research (qualitative exploration and quantitative 
survey) in three mid-sized cities i.e. Narsapur (Andhra Pradesh), Trichy (Tamil 
Nadu), Berhampur (Odisha) was conducted in 2018 among populations and 
practitioners to study people’s barriers and motivators to adopt correct practices to 
faecal sludge management. The research was designed by BBC Media Action and 
conducted collaboratively with organizations providing technical support in states 
-Administrative Staff College (ASCI) in Andhra Pradesh, Ernst & Young in Odisha, 
and Indian Institute for Human Settlement (IIHS) in Tamil Nadu. The fi rst step was an 
exploration, following the sanitation value chain and the problems one already knew 
existed along that value chain.

Immersion in practice: Malasur

Research objectives
- To understand the triggers and barriers
to the construction of improved 
sanitation facilities, regular desludging 
and usage of the same

- To classify the population-based on 
sanitation practices and understand how 
attitudes and behaviours might differ 
between them

- To understand the media habits of the 
target population

Research methodology (mixed method
the approach adopted to understand 
the knowledge, attitude and capacity 
gaps and the reasons for the same)

Men and women
- Aged 30-40 years
- SEC A2, B & C (NCCS)*
- Homeowners for at least three years 
and not connected to sewers but with an 
on-site sanitation solution or connected 
to an open drain
- Those who have desludged at least once
- Those who have never desludged

[*The New Consumer Classifi cation System 
(NCCS) is the new tool for classifying 
consumers in India. NCCS is used to classify 
households in India on two variables – 
education of the chief wage earner and the 
number of consumer durables owned by the
household from a predefi ned list.]

3.1
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Activities (among populations)
- 25 focus group discussions, six home immersions
- eight ethnographic interviews
- two in-depth interviews
*Total households: 1740 (587 in Berhampur, 577 in Narsapur, 576 in Trichy)

Research Findings 
(What the study revealed among the urban population)

The perceived risk with open drains that have faecal sludge fl owing does not 
transform into concern among people

Having large or oversized tanks is a way to avoid the problem of emptying for a 
longer period of time

Apathy towards where faecal sludge is disposed

        90% believe faecal sludge fl owing into open drains spreads diseases 
but only 53% are bothered by the open drains in their surroundings

       78% believe a septic tank should be as large as possible

       66% believe in reaction desludging of their septic tanks

It is okay to wait to empty septic tank until it is full 

       78% believe the government is responsible for desludging

Majority defl ect responsibility, depend on government for construction 
and cleaning of septic tanks

       63% not aware where the desludger dumps the sludge
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Target segmentation 

Three key groups within the population level were identifi ed based on FSM practices 
and attitudes towards desludging. 

51% read a newspaper at least 2-3 times in a week, 88% watch TV at least 2-3 
times in a week, 94% own mobile, 46% pay attention to government
program messages/calls that arrive by mobile phone

40% read a newspaper at least 2-3 times in a week, 77% watch TV at least 
2-3 times a week, 92% own mobile, 38% pay attention to government
program messages/calls that arrive by mobile phone

Connected to 
open drains (11%) 

Proactive 
desludgers (22%)

Reactive 
desludgers (66%)

390
1154 Reactive desludging advocates

196 Connected to open drain

Base 
(All households)

Proactive desludging advocates

These were households that have unsanitary toilets, i.e. discharging 
faecal waste directly into open drains. They were aware of health risks 
from vector-borne diseases but not concerned about risks of faecal 
sludge fl owing into open drains.

These households have septic tanks and believe in proactively desludging 
instead of allowing the septic tank to overfl ow. They were concerned, 
in general, about FSM and keeping surroundings clean and healthy but 
unaware of where their waste was taken the last time they had their tank 
desludged. They also feel it is okay if someone enters the septic tank to 
clean or are unsure. Thus, attitude does not transform into behaviour for 
all, as only 54% claim to get desludging done at fi xed intervals.

These households have a septic tank and believe it is acceptable to wait 
to desludge until the septic tank overfl ows. They were unconcerned and 
had incomplete knowledge, very low self-effi cacy to desludge septic tanks 
before it becomes an emergency, i.e., it overfl ows, or the toilet has a back 
fl ow.

32% read a newspaper at least 2-3 times a week, 74% watch TV at least 2-3 
times a week, 94% own mobile, 46% pay attention to government
program messages/calls

Media 
consumption

51% read a newspaper at least 2-3 times in a week, 88% watch TV at least 2-3 
times in a week, 94% own mobile, 46% pay attention to government
program messages/calls that arrive by mobile phone

Media 
consumption

40% read a newspaper at least 2-3 times in a week, 77% watch TV at least 
2-3 times a week, 92% own mobile, 38% pay attention to government
program messages/calls that arrive by mobile phone

Media 
consumption
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1. Low-risk perception: leads to the belief that there can be no harm as long as the 
sludge is contained. Health risks are associated only with exposed sludge
2. Low engagement, low priority: overflow, if at all, is a rare occurrence that results in 
a low mind-space allocation
3. Unwillingness to engage with desludging: want to defer the desludging to avoid 
the cumbersome process of sourcing, dealing with the desludgers, and spending on 
desludging
4. Herd mentality: similar habits and beliefs in the social circle normalise lapses in 
practice to an extent

Key barriers identified through research

Key triggers identified through research

Belief that exposed faecal sludge can pose a risk to health 

- faecal sludge is primarily an invisible subject and thus not prioritised
- it is inconvenient and thus, its management is either deferred or deterred
- the three groups display different attitudes and habits, and by tapping into their 
different mindsets, one can bring them along the path towards better FSM practices

Key takeaways:

Basis the above understanding of audiences, the community was profiled as 
follows

The primary target audience is urban men and women from urban households 
with septic tanks but who desludge only in an emergency (when the faecal sludge 
overflows from the septic tank or when there is backflow in the toilet).

- These households are from socio-economic classification (SEC) A2 and B (under the 
New Consumer Classification System (NCCS)
- The homeowners are between 35-55 years old where the husband and wife share 
decision making or at least discuss it before the male takes a decision
- Most of the women are housewives, while the men work in the service industry
(electricians, shopkeepers and owners, etc) but they are influencers of decisions 
pertaining to the house
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Target Geography: focus cities with an opportunity to scale 
the intervention

Key takeways and checklist

Key takeaways
- Research will help you define where people are now, where they need to get to, 
and what it will take to get them there (i.e. which barriers need to be addressed)
- Immersion forms the bedrock of everything one should know, feel and consider 
before starting the process of developing the communication

Narsapur, 
Andhra Pradesh

Trichy, 
Tamil Nadu

Chunar, Uttar Pradesh

Berhampur,
Odisha

Warangal, 
Telangana

Checklist
- Align partners with experience in conducting quantitative and qualitative research. 
They will  design the research tools and methodology, identify the respondents 
and collect their consent for the research, and conduct on-ground research as an 
independent entity
- Ensure that interviews and focus group discussions represent gender, age and social 
class 
- Refer to Annexure I for research brief
- Refer to Annexure II for consent form
- Refer to Annexure III for formative research design

3.2

with technical support 
from Ernst & Young;

with technical support 
from Administrative Staff 
College of India (ASCI)

with technical support 
from Indian Institute 
of Human Settlement 
(IIHS)

with technical support 
from Administrative 
Staff College of India 
(ASCI)

with technical support from 
Centre for Science and 
Environment (CSE);

with Technical support 
from CEPT University.

Wai, Maharastra
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4
The communication strategy
The pathway to change (step 2)

The communication strategy is fundamentally dependent on being evidence-based and insight-driven.
To infl uence a current behaviour, it is essential to rely on globally available evidence and formative research 
fi ndings to understand the community needs better, attitudes, practices, and media and communication 
habits to inform and adapt programming. 
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A communication strategy has multiple components:

• A theory of change for the specific outputs (define how individuals/ families/
communities behave right now, how they ideally need to act, and the pathway to 
get there)
• A communications framework (with clear communications objectives, triggers, 
barriers, indicators of success)
• Insight-mining to identify a critical insight from the audiences lives as they interact
with the issue. An insight is a lever that will inform content development and ensure it 
speaks to the hearts and minds of the target communities
• Validation of the media platforms identified as the best means to reach identified
target groups and achieve project goals
• Creative briefs based on which an idea and communications outputs can be 
developed. The concept should be big, extendable, actionable, and media-agnostic

Communications framework

A communications framework is a single document that defines the proposed target 
groups, defines desired behavioural outcomes, collates vital triggers and barriers for 
those outcomes, defines specific communication objectives and indicators of success. 
Communication objectives are designed to identify how the proposed intervention will 
help the target communities know, think, feel, and do things differently based on the 
desired outcome.

The communication strategy is essentially

a) the integration of data and information from the immersion stage - from the desk 
and formative research to landscaping studies, anthropological studies to partner 
consultations; 
b) organising and sifting through this rich reservoir of knowledge to narrow down to 
the most critical barriers and motivators/ triggers

4.1 

Setting measurable monitoring and evaluation indicators and targets

Indicators
- Are data points used to measure how close a program is to its desired path and 
how much things are changing. E.g., number of people reached through mid-media 
activities
- are defined by the program/intervention’s objectives

Targets
- Provide clarity about what will be achieved by the intervention and are set at the 
beginning of the intervention.
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Example of output and outcome:

Air radio spots in three target
geographies

- was the radio spot aired? 
- in how many target 
geographies was the radio spot 
aired?

- Process indicator: Radio
spot aired
- Output indicator: number of
communities reached by radio
spot broadcast and how
frequently

Output Monitoring Question Monitoring Indicator

By the end of the project, there 
will be an X% increase in the 
number of target communities 
who are aware of the benefi ts 
of the programme (e.g., family 
planning)

Did the target community 
become more aware of the 
benefi ts of (e.g., family 
planning)?

- % of target community 
aware of the benefi ts of the 
programme (e.g., women 
aware of family planning) at 
baseline 
- % of target community 
aware of the benefi ts of the 
programme (e.g., women 
aware of family planning) at 
endline

Outcome Evaluation Question Monitoring Indicator

- M&E questions can help develop appropriate indicators
- Communication objectives can help point to the program’s desired outcomes to be 
evaluated
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Communication strategy in practice: Malasur

Following immersion, four problems were identifi ed for SBCC to address across 
the value chain:

Households have built incorect sub-structures

Households do not desludge their tanks until they overfl ow

People opt for convenience- manual cleaning over mechanical 
desludging of tanks

Communities are not threatened by open discharge that contaminates 
water and the environment 

To create a felt need for regular desludging of septic tanks (at least once in three 
years) among households

Programme objective:

- Increase knowledge and awareness that open discharge of faecal sludge results in 
contamination of water sources – make FSM a basic concern for the household like 
clothing, education,and children’s health.
- Heighten risk perception with faecal sludge make people aware of imminent risks 
involved with the invisible (i.e., exposed and untreated faecal sludge)
- Build a sense of urgency to take action by making the threat personal

Communication objectives:

Linking communication objectives to indicators of success is important to create a 
clear pathway to change. All indicators need to be tested with households exposed to 
the communication intervention, as opposed to the unexposed whom the intervention 
did not reach: 

1

3

4

4.2 

2
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KNOW: By the end of the programme, there will be an X % increase in knowledge 
that septic tanks should be desludged at least once in three years by a licensed 
operator and before it overfl ows

THINK: By the end of the programme, there will be an X % increase in the belief 
that indiscriminately disposed of faecal sludge can contaminate water 

FEEL: By the end of the programme, there will be an X % increase in motivation 
that they are doing the right thing if they proactively desludge their septic tanks 
through a licensed operator before it overfl ows

DO: By the end of the programme, there will be an X % increase in households who 
actively seek services from the local (private or government) licensed desludging 
operators at periodic intervals and learn the right time to desludge. This is about self-
effi cacy.

Key takeaways and checklist

Key takeaways
- If SBCC interventions are not designed based on research and evidence of the 
determinants of behaviour and the media consumption habits and preferences of 
audiences, the intervention will not have desired outcomes
- Communication objectives can be defi ned in three categories: What do we want our 
audiences to think? What do we want them to feel? What do we want them to do?

Checklist
- Set clear programme and communication objectives basis the integration of data 
and information from the immersion stage and partner consultations
- Identify how the proposed intervention will help the target communities know, think, 
feel, and do things differently based on the desired outcome  
- Set clear indicators and targets that can be measured during and post the 
intervention
- Refer to Annexure IV for the communication framework

4.3 
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In behaviour change communication, the ‘message’ must resonate with the recipient. For example, if one 
is doing a mass media intervention on immunisation, it is simply not enough to say, ‘please vaccinate your 
baby four times’, though that may be the message. The communication must provide a stimulus that will 
produce the desired response. Therefore, the way to ‘communicate’ needs to come from a straightforward, 
practical and inspiring communication strategy. The strategy then acts as a springboard for the 
development of the creative idea.

Insight mining
Finding a universal truth (step 3)

5
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Insights are an accurate and deep intuitive understanding of our target audience. 
Insights are universal truths about people and contexts. What causes their 
behaviour? What works for them, what does not, what they are interested in, what 
does not matter to them at all, what their aspirations are, and what they base their 
decisions on. We cannot invent an insight – it comes from empathy and a deep 
understanding of audiences.

Insight mining as a process is as much a science as it is art. It requires a multi-
disciplinary strategic analysis of data, research and experience. There are no formulae 
to apply; instead, this process relies heavily on interrogation, discussion, and debate.

Insight mining in practice: Malasur 

BBC Media Action examined the macro behavioural context and the contextual 
barriers for adopting regular desludging as a practice by urban households.

Macro context: Under Swachh Bharat Mission, ‘visible cleanliness’ was aspirational 
and open defecation free as a practice was prioritised; while the national policy on 
FSM was released in 2017, several states were yet to enforce policies and penalties 
for unsafe FSM practices (like unsanitary toilets flowing into open drains, and 
indiscriminate dumping of faecal sludge into water bodies and open fields). Data 
showed increasing water contamination due to unsafe FSM. In 2019, a significant new 
focus was clean water, forming a new ministry, ‘Jal Shakti’, that integrated all water 
projects. 

Contextual barriers: Households prioritised visible cleanliness (especially the 
kitchen). However, the substructure (containment) is not in sight and therefore not 
a consideration; households did not face the consequences (health, penalties) as a 
result of overflowing septic tank, unsanitary toilets and irregular desludging, and so 
corrective action is not taken; households did not seek licensed desludging services 
even if it was available. The cost towards desludging regularly was not ranked in 
household expenditure.

Key barrier: Lack of risk perception regarding faecal sludge.

Key triggers:Sensorial disgust - the aversion to faecal sludge in their surroundings 
creates a need to have control and avoid an overflow.

Insight: Out of sight is out of mind

Once the key insight is determined, the creative brief is developed.

5.1 
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Developing a creative brief

All of the strategic information collected, sourced and analysed, is then distilled into 
a creative brief that helps transform this information into relatable, emotional and 
appealing communication, with a clear benefit (rational, emotional or reflective), 
focused on simple, doable actions.

Creative briefs are a springboard for generating insight-driven and media-agnostic 
ideas for developing integrated communication outputs. It is important to work 
towards building media-agnostic ideas because they are:
- New yet timeless
- Specific yet universal
- It can be used across different media platforms, executed in different ways

The creative brief can be accompanied by technical information that is relevant to 
the communication. Think of these briefs as the blueprint for the SBCC intervention, 
which you can keep referring back to, to ensure you are on track with your original 
goal for the communication. 

Key takeaways and checklist

Key takeaways
- The creative brief will ensure there is no gap between strategy and execution

Checklist
- Mining for insights is a strategic process that requires skill and experience and 
should be led by a partner organisation with a deep and nuanced understanding of 
developing impactful, effective, insightful communication
- Refer to Annexure V for the creative brief 

5.2

5.3
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Once the strategy is complete, and the creative brief is developed, programme-makers should create a 
range of insight-driven ideas that can extend across multiple platforms and communication touchpoints.

Ideation
The art of persuasion (step 4)

6
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This is where the science from research-based insight and evidence-based strategy 
meets the art of creative ideas. 
Ideas must be new and yet tap into something timeless, something that all recognise. 
Ideas must be specific and identifiable, yet they must be universal, something anyone 
can identify.  For communication to be persuasive and memorable, one needs a BIG 
idea.

The Big Idea – what would make it memorable
- something that would resonate with audiences that would connect with their 
heads and hearts, 
- is innovative, fresh enough to catch audiences’ attention and retain their interest 
- is rooted in an insight 
- can work on any media – from a sticker on a door to a bus panel, from a meme 
to a film
- breaks through the media clutter 
- goes beyond a single-phase or intervention to be as relevant when the 
communication content needs to make a turn due to changing circumstances

Developing content that is gender transformative

While developing behaviour change communication that includes a gender 
transformative approach, it is important to consider the local, historical and socio-
cultural contexts that shape human behaviour and identify the underlying challenges 
that perpetuate gender inequities. Because gender inequality is so deeply entrenched, 
gender-transformative interventions may need to be planned over a longer period.
Communication has the potential to address power hierarchies by understanding the 
power dynamics between and within genders that obstruct an individual’s ability to 
make decisions about his/her life and strive to shift gendered community perspectives 
that allow people across the gender spectrum to achieve their full potential within 
society.

Before developing content, it is important to have an evidence-based understanding 
of gender issues, i.e. who is taking decisions, who are most impacted, how they feel 
about the problem and whether they even recognise it. Research to unpack gender 
issues is critical.

6.1
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Recommendations for content design:
- The idea or the story should resonate with the audiences and transform society’s 
thinking. The right creative concept can help address gender-transformative roles in a 
way that “feels right” and “make sense” to everyone
- The content could highlight the position of women, girls and marginalised groups 
about the broadly held social norms that perpetuate gender inequalities
- The content could encourage critical examination of inequalities and gender roles, 
norms and dynamics
- The content should recognise and strengthen positive norms that support equality 
(refrain from promoting gender stereotypes such as only women being shown in 
communication collaterals fetching water, taking care of children or elders and only 
men being shown as drivers, masons and decision makers

“Communication outputs should show women in leadership roles in the community as well 
as in governance structure at the state and ULB levels. Featuring women should be minimum 
33 percent in communication collaterals . The idea is to show women in decision making roles 
which generally our society does not recognise.” 
– Anju Dwivedi, Senior Researcher, Centre for Policy Research, and Member of 
NFSSM Alliance
Interventions would need to create safeguards against a possible backlash. Dealing 
with community to prevent backlash should be part of any participatory processes in 
the field.

Talking to opinion and community leaders as well as men’s groups is very essential to 
promote awareness as change can happen if power equations are changed in favour 
of women and enable target communities to address issues of inequality and inequity.
When measured at the end of the intervention, programmatic indicators and 
outcomes should ideally include the programme’s reach and impact of the 
communication, disaggregated by gender.

Ideation in practice: Malasur
Introducing Malasur (the demon of defeca)
What was not seen, not felt, had to be made visible. This led to the idea of Malasur, 
an Indic word coined by BBC Media Action. Mal is poo, and Asura is a demon – 
and so Malasur is the demon of defeca. It is the first visual representation of faecal 
sludge. It has been inspired by mythology– the evil monster that’s lurking and growing 
beneath our feet. Malasur is in the overflowing septic tanks, swimming in the open 
drains, and contaminating our water all the time. Malasur is, therefore, a threat to our 
health and well-being. However, because we do not know him or see him, we think he 
does not exist! The creative strategy was to build up this evil character till audiences 
noticed him and intended to capture and slay him. The story of Malasur is the age-old 
story of good overcoming evil, which can be a driving force in moving the needle on 
normative behaviour.

6.2
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Checklist
- Ideation is a creative process that requires skill and experience and should be led by a 
creative agency and partner that has the expertise to develop BIG ideas

Key takeaways and checklist6.3

Key takeaways
- Ideas are born from a robust creative brief
- The principles of a Big Idea are that it needs to be audience-centric, evidence-based, 
insight-driven, media agnostic, extendable and universal in its execution
- The messages should be consistent and accurate; provide a clear call to action; be 
positive; be linked to service delivery
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To make sure these Big Ideas resonate with communities, the next step is to prototype and test them to 
give yourself the best chance of success when rolling out the communication at scale. This is important to 
understand whether the idea developed has appeal, comprehension, engagement, relevance among the 
target community and whether the output reaches the intended impact as defined in the communication 
objectives. 

Prototype and test
Validation with communities (step 5)

7
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Prototyping and testing in practice: Malasur

The Malasur idea was prototyped and tested in Narsapur, Warangal, and Berhampur 
among households based on the communication strategy and insight. The 
objective was to qualitatively pre-test the communication idea on critical measures 
(comprehension, appeal, message takeaway, relevance, credibility) to understand 
what resonates most.

Berhampur Warangal

Population segment

• Males and females
• Ages 30-40 years
• SEC A2, B (NCCS)
• Homeowners for at least five years 
(not connected to sewers)
- Segment 1
• Those who have emptied at least once 
in three years
• Those who have never desludged
- Segment 2
• Those with insanitary septic tanks 
connected to open drains
• Those without septic tanks connected 
to open drains

• Males and females
• Ages 30-40 years
• SEC A2, B (NCCS)
• Homeowners for at least three years 
(not connected to sewers)
• Those who have desludged at least once
• Those who have never desludged

Practitioner’s segment
• Desludgers (with at least three years of 
experience)

Methodology Mini group discussions and 
individual discussions

Total respondents: 36 (pre-recruited)
(24 men, 12 women)

Methodology:
Four Mini Group Discussions 
(populations)
Three in-depth interviews (IDIs)
(practitioners)

Total respondents: 27 (pre-recruited)
[(12 men, 12 women)+ three desludgers]

Population segment

7.1 

- Malasur instilled a sense of “fear”; an important reason to take preventive action. 
The idea helped attach a threat to something that does not exist in their mind space
- Recognised “once in three years” as valid advice/ a solution to steer clear of the 
problem – Malasur
- Social approval has appeal, helps to convey proactive desludging
- Audiences acknowledged the role of the desludgers and the desludging operations. 
- The branding created for desludgers and the operation (Malasur War Brigade) 
positively reinforced desludgers as being ‘slayers’ of Malasur
- The licensed vehicle is lending credibility to the message on preventive action, 
especially for men

Key learnings from user testing:

Pre-test methodology
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Malasur resonated with audiences in Warangal and Berhampur and was tested 
primarily regarding regular desludging (desludging at least once in three years). In the 
context of Berhampur (Odisha), outputs developed also addressed insanitary toilets 
(high occurrence in the city) and the need for refurbishment.

Reactions from respondents during user testing in Berhampur

“Malasur will come and harm us. He will make it difficult for us. The number I will try to 
remember.”

“We should get septic tank cleaned every three years, else disease will spread. Malasur kills. It 
lives in faecal sludge. It is faecal sludge”.

Reactions from respondents during user testing in Warangal

“It is so fearful. So, we need to clean the septic tank compulsorily otherwise, big problems will 
come. Visualization of problems is very good. If drainage fills, then everything will come out 
like demons and will swallow us. It will cause harm to us.”

“We know that only after the septic tank fills we should clean it, but now I come to know that 
we should clean it once in three years. Till now we never did.” 

Key takeaways and checklist

Key takeaways
- The objective of prototyping and testing ideas and outputs is to qualitatively assess 
the communication idea on critical measures (comprehension, appeal, message 
takeaway, relevance, credibility) to understand what resonates most

Checklist
An experienced communications research agency should do pretesting of the Big 
Ideas
- The agency will recruit the right target groups, develop the research tools, conduct 
and analyse the data gathered to provide communications specialists with nuanced 
feedback about the likely efficacy of the content
- Refer to for Annexure V - pre-testing of communication research approach

7.2 
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With science and art in place, the craft of creating communication output comes into play with execution. 
An idea can be executed in different ways. The implementation must always bring the concept to life, and it 
must amplify the original idea, making it more prominent than the original. 

The 360-degree approach essentially takes a single idea and amplifies it for the target community. 
Different or related executions of the same concept can be used on multiple platforms such as television, 
radio, community groups,  digital media platforms, or interpersonal communication. This does not 
mean that a single execution of the idea must go across every kind of medium to be considered 360 
degrees. 

Execution
The craft of amplification (step 6)

8 
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How to ensure effective execution of an SBCC intervention

Permutation and combination of platforms to amplify the SBCC intervention: 
Based on the media landscape study findings from research, use any variety of media 
that reaches the target community. It could be a combination between mass media, 
online or digital media and offline media like on-ground activities. For instance, lead 
with TV and support it with print, billboards and video vans; or lead with radio and 
extend that to mobile phones and offline on-ground activations with community 
groups; or lead with TV, support it with radio, mobile and print. Choosing platforms 
should be based on what the community has access to; the available budget for ideal 
reach and frequency. This can be done with the support of scientific media planning 
through a partner. 

A phased approach to execution: Phasing the SBCC intervention across media helps 
reinforce communication that people witness across platforms. It also gives target 
communities enough opportunity to participate and engage with the communication. 

Planning for scalability: The communication strategy and execution approach 
is advisable to appeal to multiple geographies and audiences. An intervention 
is scalable across cities and the state if it appeals to the shared priorities with 
infrastructure and service delivery models. Some level of customisation of the message 
and call to action is necessary to make it relevant to that target geography.

The scientific approach to media planning
The execution planning process is vital and should be developed in consultation with 
an experienced media planning partner. They will be responsible for

- Providing a media plan and strategic advice, including recommendations as to the 
media mix and schedule that will optimise reach and cost; by using various sources like 
the Broadcast Audience Research Council (BARC) that gives TV audience data, and 
the Indian Readership Survey (IRS) that captures broad media consumption, to help 
achieve the objective

- Providing monitoring of media, including analysis and reporting of the 
implementation of the intervention, reach figures, and evaluation design to measure 
the effectiveness of media implementation

8.1

8.2

Critical to getting the implementation of SBCC interventions right is an 
understanding of audiences’ media habits. What media are your target audience 
already using most regularly? Which media platforms do they trust the most? Without 
this understanding, the intervention could struggle to reach and engage target 
communities effectively. If people do not listen to the radio as much as they watch 
television, the radio output may not gain reach, recall or traction and will not return 
investment. Similarly, investing only in one media platform is not ideal for reaching 
your target audiences.
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Media planning is about balancing reach and frequency (how many people can 
be reached and how often) and targeting the right people at the right moment. 
Using multiple platforms provides a more significant  opportunity to reach people 
multiple times and in different ways to amplify the communication.

Strategic considerations for media planning
1. Procurement approach for a media planning partner

With a clear scope of work, the expectations from the media planning partner can be 
set. Key performance indicators can be two-fold:

A. To provide media planning strategic advice and comprehensive media plan
 Provide media consumption landscape studies (especially if no primary research or 
formative research is available). The landscape study could be for single or multiple 
cities/ states as per the target audience specified 
- Provide recommendations as to the right media mix basis the pre-determined budget 
available for media spending. The implementation schedule is to be provided to 
optimise reach and cost per target segment. 
- Provide recommendations on; the duration of the intervention burst (such that each 
platform complements the other); specific periods in the calendar year when media 
buying is most expensive or where slots maybe unavailable, or when intervention is 
unlikely to have maximum reach due to the clutter in media (e.g. elections, festivals)
- Provide plan based on various databases such as Broadcast Audience Research 
Council (BARC)/ Indian Readership Survey (IRS)/ Television Audience Measurement 
(TAM)/ Target Group Index (TGI) as per requirement

B. To monitor implementation of the intervention
- Provide monitoring, analysis and report on the implementation of the intervention 
(as per the final agreed plan that is implemented)
- Provide weekly feedback on the deviation of the planned versus actual 
implementation and, where applicable, recommend a course correction
- Provide media monitoring design to measure the effectiveness of media 
implementation
- Provide reach figures (as per geography, gender, age) within two weeks of 
implementation 
- Provide photographic and anecdotal evidence of implementation of outputs

C. Leverage local media platforms even when using mass media to save cost and 
avoid spillage/ wastage

D. Develop partnerships; cultivate local heroes/ influencers to promote the 
communication 
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2. Preconditions to media planning
Four key aspects need  to be ready and established before developing a media 
plan:

1. Market:
- Ensure market readiness, i.e., that infrastructure is in place before a communication 
intervention is rolled out in that particular city. For instance, if the communication is 
about raising the demand for desludging services of septic tanks, there needs to be 
licensed operators available, a helpline number to call the operator, and a treatment 
plant or designated site for disposal of the faecal sludge.

2. Message: 
Have consistent and relevant communication across platforms. A radio output 
should not have a call to action that is different from an outdoor billboard output. As 
described earlier, the idea and content for the intervention should be such that it is 
replicable across platforms and mediums too. However, should the intervention have 
multiple calls to action, all the content should not be released at once, but rather in a 
phased manner; otherwise, it could dilute the impact and confuse audiences. 

3. Media: 
Select appropriate media mix to create a long-lasting impression in audiences’ 
minds (see details on media mix in the next section).  Refer to the landscape study or 
formative research to  shed light on demography and media preference (population, 
median age, urban versus rural households, households with septic tanks, dominant 
language spoken). In addition, with support from the media planning partner, identify 
existing influencer groups like self-help groups, community groups that can maximise 
reach.

4. Measure: 
Ensure there is a way to track and monitor implementation (either internally or 
through a media planning partner) to avoid plan deviations and ensure scientific 
evaluation of the intervention at the end.

E. Create local participation with RWAs and municipalities to enable interpersonal 
communication through on-ground activities among the schools and the community

F. Identify and leverage on-ground opportunities such as festivals as a platform where 
the intervention can be amplified

G. Identify and leverage partnerships, sponsors for implementation and amplification 
of intervention (e.g., radio jockeys, social media influencers, corporate sponsors) 
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SBCC is a lot like storytelling that breaks down complex issues, for instance, faecal 
sludge management. However, unless people get to hear the story, it cannot make an 
impact. To ensure the SBCC intervention has the highest reach, it is vital to employ 
multiple communication platforms.

3. Determining the right media mix

Factors to consider for choosing the ‘right’ media mix 

- Know the target community from formative research, immersion and inputs from 
the media planning partners will guide the media mix, which will be based on their 
media consumption patterns, media habits, media access and preferences

- Desired reach Programs that aim at national or regional coverage often use mass 
media as one of the channels. 

- Budget available: Know what budget is at hand to help narrow down and 
prioritise the channels that will give  the best return on investment (ROI). Budget for 
development and production cost of the output and duplication/ extensions of the 
output, airing of the outputs, dissemination and distribution of the outputs.

- Select the right channel for the message: Just spending lots of money will not 
automatically bring high results. The most important factor weighing on the 
intervention is the message. Invest in extending the message to the right channel.

- Collaborate with government and private agencies: The Directorate of Advertising 
and Visual Publicity (DAVP) should be consulted as they provide solutions for paid 
publicity requirements of all central government organisations and government 
societies. This will help to plan, procure and bridge a variety of media channels like 
traditional media (outdoor and direct mail) to new-age channels (mobile, social 
media and digital channels).

- Set realistic goals and then measure them: There is no better way to refine the 
media strategy than by monitoring the results and implementing the findings on 
future interventions.
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The most signifi cant impact is achieved by combining communication channels 
and using reinforcing messages, repeating messages and common creative 
elements to help facilitate change.

- Establish the research costs before developing a channel mix (formative, media 
landscape and what audiences’ have access to) 
- Budget for a media planning partner that will develop a media plan with various cost 
scenarios
- If working with conservative budgets, consider selecting alternative lower-cost 
channels 
- Share costs with other projects/departments that may have overlapping objectives, 
so there is potential for cross-dissemination and sharing of budgets
- Monitor actual implementation and recall of messages and adjust media plan if not 
achieving results
- Engage with the Directorate of Advertising and Visual Publicity (DAVP).

Since DAVP is a government entity, ministries do not have to follow a separate 
procurement process to get an agency onboarded. They can choose from a list 
of empanelled agencies across categories. The rates that DAVP provides are 
standardized for all collaterals, which simplifi es the payment processes and leads to 
ease when it comes to funding approvals. 

In terms of dissemination, the media plan from DAVP ensures not competitive media 
buying rates but also democratic distribution of media plans across platforms and 
locations (which becomes very important in any government process). 

How to budget for execution

Interpersonal
Peer education, couselling, 

hotlines

Mid-Media
Community dialogues, 

roadshows, street theatre

Mass media
Radio, television, print, 
celebrity testimonials, 
serial dramas, social 

media
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Execution in practice: Malasur
Following a three-month implementation of the intervention in Berhampur, Odisha 
from February 2019, BBC Media Action with support from Ernst & Young (Odisha) 
conducted the first reach and recall study among households with insanitary toilets 
or households who have never desludged their septic tanks or desludged in an 
emergency. The study was based on structured and independent interviews (reaching 
out to 300 community members) with those who had seen the intervention. The 
findings validated the creative strategy and demonstrated that Malasur had created 
new knowledge and was breaking into the audience’s indifference to faecal sludge 
management.
Learnings from the study and the evolving political context where government 
priorities were shifting to water, which meant that the intervention needed to 
adapt, i.e., Malasur intervention pivoted to water to make the risk perception 
around FSM personal and immediate for target audiences. A user-centric SBCC 
intervention needs to be iterative depending on the political and social context at 
the time.
Revised key messages for the communication:

1. Containment - Building the ‘right containment structure’ so that Malasur does not 
contaminate your water. Since only 30% of India is connected to a sewer network, this 
message catered to most of the population still dependent on on-site solutions.

2. Emptying - Focused on promoting regular (once in three years) desludging through 
licensed operators, the message encouraging household to empty septic tanks before 
they overflow and take the form of Malasur. 

3. Disposal: The responsibility of the householder does not stop at just the first 
two actions. Once the householder has invested time, effort and resources in the 
safe disposal of faecal sludge through the first two steps, he/she is expected to act 
responsibly and report any indiscriminate dumping of faecal waste by the operators 
(mostly into water bodies). 

Care should be taken to keep a significant window of time between getting the media 
plans from DAVP and the final rollout of the intervention since funds approval, state-
level approvals, PMO approvals may take up time.

It is also important to note that if an external media planning partner has been 
brought on board, it is good for them to have access to DAVP rates when planning the 
media mix and implementation.

8.3 
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The Malasur intervention was pivoted to water to make it more close, personal and 
potent. The belief was that the connection with water would make Malasur a deadlier 
demon. The pre-test of these three messages found that the addition of the image of 
Malasur with the visual of a drop of water was found to be new and eye-catching. 

‘The Story of Malasur ’was launched by Sh. Hardeep Singh Puri, Minister of State, Ministry of Housing and Urban Affairs 
(MoHUA) on 5 June 2020 (World Environment Day).
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The Malasur toolkit includes 11 languages, with 154 outputs across platforms – audio-
visual, outdoor, radio, print, and outreach material.
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Following the national launch, implementation of the Malasur intervention 
commenced across ULBs, starting with Warangal through a collaboration with 
the Warangal Municipal Corporation and the technical support unit (TSU) – 
Administrative Staff College of India. A plan was developed for the implementation of 
the intervention.

Scientific media planning in practice: Malasur in Warangal, Telangana

The media plan was created in consultation between Madison media (media 
planning partner), and member organisations of the NFSSM Alliance - Administrative 
Staff College of India (ASCI) – the technical support unit to the Greater Warangal 
Municipal Corporation and local implementors, and BBC Media Action.

The media objective:

To reach out to 65% of the target audience base (TG Base: 3.07 lacs) with a minimum 
frequency of 4. 

Guiding principles for the media strategy and plan

- Recommendation of appropriate hyper-local platforms and frequency of 
implementation to achieve intervention objective
- Continuity and frequency of the intervention such that it maintains top of mind recall 
and good comprehension among audiences
- Short burst at high frequency with continuity of 3 months time period
- Platforms with maximum reach, credibility, and engagement among urban 
NCCS B & C
- Local media to avoid spillover beyond Warangal urban area
- Integration of platforms wherever possible to facilitate a better understanding of 
messages

Warangal demographics:
- With a total population of Warangal at 7.65 lacs, target was to reach 60% that fall under 
NCCS* B and C (4.56 lacs)
- Female skew (52%) is high, but the key decision-maker and chief wage earner of the family 
is male-skewed (90%)
- Individual household toilets stood at 86%  [NCCS B with 31% and 
NCCS C with 26%]
- The literacy rate is high - 88% (men vs women) 

*New Consumer Classification System (NCCS) is used to classify households in India. 
It was co-developed by Market Research Society of India (MRSI) and Media Research 
Users Council (MRUC) and classifies households on two variables - education of 
the chief wage earner (CWE) and the number of consumer durables owned by the 
household from a predefined list.
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Media Landscape from NCCS B & C: 
Warangal landscape trends (Source: IRS 2019, Target Group Index)

- TV (including cable TV), OOH and mobile phones are the top three in media 
consumption patterns among NCCS B & C
- Warangal landscape trends mirror national trends where cable TV, OOH, mobile 
and print will reach large numbers on their own 
- Radio has lower affinity* but is a solid local interactive medium for engagement 
- Cinema has comparatively low reach, but high affinity

*Due to budget constraints, television and mobile platforms were excluded from the 
media mix.
*Affinity is the relationship between the audience and the medium. The higher the 
affinity, the stronger the engagement between the audience and the programme

Target group for media strategy:
Primary target community: urban adult males aged 20 – 55 years from NCCS B & C, 
the chief wage earner (CWE). 
Secondary target community: Urban adult females aged 20 – 55 years

TV 90%CableTV 66%

Print 56%

Radio 22%

Digital 45%

OOH 89%

Cinema 89%

Mobile 74%
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Proposed implementation plan

Net cost (INR)Platform Estimated 
reach (NCCS 
B&C audience)

No. of units Frequency and 
rationale

Media planning 
agency role

Rationale

Billboard 
(private 
owned)

2,62,500

(Source: 
estimated traffic 
as per Madison 
proprietary tool) 

23 sites 
(102 static 
units)

15 days/ month 
for three      
months (45 days 
including for 
transit media)

Agency is 
responsible for 
recommending 
sites and 
monitoring 
implementation. 
Implementation 
up to ULB.

Consumed by 
79% of the 
target group, 
thus billboard 
is an effective 
local mediums 
to create high 
intervention 
visibility.

28,49,234 
(net cost of wall 
paintings – 200 
units for three 
months is INR 
8,40,000 and 
does not include 
municipal tax)

Billboard 
(government- 
owned)

11 sites Depending on 
availability

Agency 
responsible for 
recommending 
sites and 
monitoring 
implementation. 
Implementation 
upto ULB.

Wall Paintings 200 walls 3 months 
continuous

Agency 
responsible for 
recommending 
sites and 
monitoring 
implementation. 
Implementation 
upto ULB.

Transit 
media 
branding

270

Radio 1,35,000 
(source: IRS)

30 spots/ day 15 spots for 10 
days in a month 
+40 second 
RJ mention for 
3 months on 
weekdays

Agency can share 
script with radio 
station/ RJ and do 
monitoring basis 
station logs.

Has 22% 
reach, but 
being extremely 
localised, can 
be used to 
create hype and 
engagement

9,52,298

2,62,500

(Source: 
estimated traffic 
as per Madison 
proprietary tool) 

2,62,500

(Source: 
estimated traffic 
as per Madison 
proprietary tool) 

2,62,500

(Source: 
estimated traffic 
as per Madison 
proprietary tool) 

Agency 
responsible for 
recommending 
sites and 
monitoring 
implementation. 
Implementation 
upto ULB.

Consumed by 
79% of the 
target group, 
thus billboard 
is an effective 
local mediums 
to create high 
intervention 
visibility.

Consumed by 
79% of the 
target group, 
thus billboard 
is an effective 
local mediums 
to create high 
intervention 
visibility.

Consumed by 
79% of the 
target group, 
thus billboard 
is an effective 
local mediums 
to create high 
intervention 
visibility.

28,49,234 
(net cost of 
wall paintings 
– 200 units for 
three months is 
INR 8,40,000 
and does 
not include 
municipal tax)

28,49,234 
(net cost of 
wall paintings 
– 200 units for 
three months is 
INR 8,40,000 
and does 
not include 
municipal tax)

28,49,234 
(net cost of 
wall paintings 
– 200 units for 
three months is 
INR 8,40,000 
and does 
not include 
municipal tax)
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Net cost (INR)Platform Estimated 
reach (NCCS 
B&C audience)

No. of units Frequency and 
rationale

Media 
planning 
agency role

Rationale

Cinema 
slide

2,00,760
(source: 
estimated market 
information)

20 seconds at 
21 screens

15 days a month 
for 6 months

Agency 
responsible for 
cinema selection. 
Monitoring basis 
vendor exhibition 
certifi cates/ logs

Has low reach 
but high affi nity

2,81,106

Print ad 1,70,000 7 publications 1 quarter page 
ad / month for 3 
months

Agency 
to identify 
publication 
basis reach and 
monitor

Has high reach 
and can be used 
tactically and 
timed with key 
occasions

5,32,468

Mobile 2,32,200
(Source: Vendor 
data)

2 SMS + 1 
OBD
(Outbound 
Dialer 
(OBD) is an 
automated 
pre-recorded 
phone call)

4 days a month Agency can do 
impmentation 
and monitoring 
fortnightly

Has 74% 
reach and can 
be extremely 
targeted hyper-
local reminder 
medium

7,77,591

Proposed scheduling of media 

MEDIA JULY 2020 AUG 2020 SEPTEMBER 2020 OCTOBER 2020

Weeks One Two Three Four One Two Three Four One Two Three Four One Two Three Four

Billboard

Wall Painting

Radio

Cinema

Print

Mobile SMB OBD Whatspp SMB OBD Whatspp SMB OBDOBD Whatspp SMB OBD
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Notes shared on final scheduling:
1. It is ideal for the rollout of an intervention to be timed with a major event like 
Swachh Survekshan
2. Billboard’s scheduling is dependent on the availability of the sites. In Warangal, the 
minimum rental period is ten days
3. If there is a need to increase the duration of billboards, other platforms can be 
sacrificed, e.g. cinema slide since there are better tools for monitoring billboards than 
cinema

Leveraging government institutions, local assets to amplify implementation 
further. 
- Telangana road transport authority
- Mahatma Gandhi Hospital
- IRCTC/Ministry of Railways
- Warangal post office
- National Cadet Core, NGOs, youth and volunteer organisations

Actual Implementation
The intervention commenced in March 2020 and continued till the end of September 
2020.  A nationwide lockdown due to the Covid-19 pandemic disrupted the 
implementation of the intervention till May 2020.

High exposure platforms like cinema theatre, hiring of commercial outdoor sites, and 
branding of city buses could not be executed, so the communication intervention was 
confined to the branding of 57 public toilets, branding of 120 Swachh Autos, and 
miking.

In addition to this, ASCI has conducted awareness outreach meetings with residential 
welfare associations and slum level federation meetings.

The media plan was revised, laying focus on outdoor media and government sites 
across four months.

Media Type No. of Units

Branding on Swachh Auto

Display boards at Public and community 
Toilets

Hoardings

Miking through Swachh Autos

Standee at GWMC Mee Seva Centre

120

57

7
120

one
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Opportunities:
- From the monitoring and evaluation of the intervention (see next section for 
findings), Swachh autos were a vital asset as they drive frequent interaction and 
recall. It would be considered for future interventions
- Link to Swachh Survekshan, Swachh Bharat and addition of helpline number for the 
licensed operator was perceived to lend high credibility to the intervention

Challenges:
- Supply-side constraints (call centre infrastructure and treatment plant capacity) 
need to be addressed to be able to meet increased demands for desludging

Path to scale: execution in states8.4

Since the launch of Malasur in 2020 by the Minister of State, Ministry of Housing 
and Urban Affairs, the intervention has been implemented across ULBs in Odisha, 
Maharashtra, Telangana, Andhra Pradesh, Uttar Pradesh, Chhattisgarh and Madhya 
Pradesh to name a few. 

The ministry advised all states to release the intervention linking it to flagship 
programmes like Swachh Survekshan, the national level cleanliness survey and 
thus several cities started rolling it out with state and city level IEC funds. The 
implementation varied across ULBs that had supply side infrastructure.
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Telangana
Launched in March 2020 and implemented till September 2020 by the Greater 
Warangal Municipal Corporation (GWMC) with technical implementation support from 
the Administrative Staff College of India (ASCI). It was rolled out across 48 wards out of 
a total of 58 wards. The intervention will likely be scaled to fi ve more ULBs (Karimnagar, 
Nizamabad, Khammam, Ramagundam, Siddipet) as part of the Safaimitra Suraksha 
challenge and Swachh Survekshan. Platforms in Warangal included billboards, display 
boards at public and community toilets, branding of Swachh autos, miking on Swachh 
autos, leafl et distribution, poster displays, and standee displays at GWMC service 
centres.

Andhra Pradesh
Launched on 19 November 2020 and implemented till 30 December 2020 by Swachh 
Andhra Corporation (SAC) in Rajam and Narsapur, with technical support from 
ASCI. The intervention is likely to be scaled up to Rajam. Narsapur platforms included 
billboards, wall paintings, video vans, billboards, posters and leafl ets, door to door 
outreach through ward volunteer.
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Maharashtra
The Principal Secretary of Maharashtra had advised all 396 ULBs to implement 
Malasur. With technical support  from CEPT university, it was launched by the Kolhapur 
Municipal Corporation and Satara Nagar Parishad and implemented between January 
– April 2021. Platforms included social media, billboards, wall paintings, posters and 
banners, branded desludging vehicles, branding of community and public toilets. It was 
then scaled up to more than 250 cities.The ULBs also emphasized the signifi cance of 
scheduled desludging of septic tanks and prohibition of manual scavenging. 

Odisha
In addition to the Housing and Urban Development Department (HUDD) advising 
the 114 ULBs in January 2020 to roll out Malasur outdoor creative assets linking it to 
Swachh Survekshan 2020, the department urged the ULBs to use funds under Urban 
Wage Employment Initiative (UWEI) to implement the wall paintings across the state. 
With technical support from Ernst & Young, the intervention was implemented in 
Berhampur (between 19 November 2020 and March 2021) and was scaled to 43 other 
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ULBs. Platforms in Berhampur included billboards, auto and van branding, posters, wall 
paintings, audio-visual screening, leafl ets, cinema slides and orientation of SHGs. There 
was a state-wide outdoor implementation (8000 billboards and wall paintings across 
114 ULBs) for three months starting January 2020. Additionally, Puri, Ganjam district, 
and Cuttack are also exploring implementation.

Uttar Pradesh
Launched on 20 June 2020 by the National Mission for Clean Ganga (NMCG) and 
later by the Principal Secretary Urban Development, Government of Uttar Pradesh, in 
August 2020, the intervention was implemented by the Chunar Nagar Palika Parishad 
and Bijnor Nagar Palika Parishad and Unnao Nagar Palika Parishad with technical 
support from Centre for Science and Environment (CSE). Platforms included wall 
paintings, billboards, transit branding. The intervention is likely to be scaled to 13 other 
cities across the Ganga basin where FSTPs are going to be established. In Lucknow and 
Kanpur, implementation was supported by Population Services International (PSI) as a 
part of Swachh Survekshan 2021 and included wall paintings and fl eet of 30 Malasur 
branded desludging vehicles.

Chhattisgarh and Madhya Pradesh
Many other states gave the Malasur intervention a life of its own by developing 
additional innovative collaterals. Chhattisgarh rolled out the ‘Malasur ka anth 
(the end of Malasur)’ public awareness intervention that included a comic book, 
television ad, and IEC videos and jingles, over 5000 hoardings (between November to 
February 2021), over 60,000 posters (between November to March 2021). Malasur 
implementation in Madhya Pradesh included on-ground citizen engagement activities 
like group discussions, awareness drives in the street, and oath taking.



60

Key takeaways and checklist8.5

Key takeaways
- Execution of a media-agnostic big idea creates a mediating and multiplying effect 
i.e. a ripple effect that the audience is exposed to from multiple quarters
- The SBCC outputs format and distribution mechanism should be based on formative 
research and/or media landscape study findings, as well as opportunities identified 
with key stakeholders and partners 
- Media planning is about balancing reach and frequency (how many people can be 
reached and how often) and targeting the right people at the right moment

Checklist
- Identify a strategic media planning partner with a deep and nuanced understanding 
of implementing 360-degree communication approach. They would advise on 
budget, ideal platforms, ideal intervention duration, phases, and the intervention’s 
estimated reach. 
- This will give a better chance of return on investment for the SBCC outputs 
developed. 
- Engage with potential partners and stakeholders during the project duration. Pool 
expertise and experience with a broader network of potential collaborators (other 
funders, influencers and journalists, organisations who work in the relevant field, 
relevant government bodies). This can ensure better implementation, as well as the 
sustainability of the programme.
- Set aside a budget for procuring a media planning partner, for monitoring of 
implementation, and media spends 
- Refer to Annexure-VII for media platforms and touchpoints
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Monitoring is critical to ensure that the intervention is moving in the right direction. It tracks and measures 
programme activities, process indicators or outputs over the life cycle of a program, project or strategy. 
This might involve a  systematic process of observations and primary data collection (quantitative and 
qualitative) to know which activities are done and the quality of implementation. This process helps make 
informed decisions on resources while the programme is still on. 

Monitoring and evaluation
Measure of efficacy (Step 7)

9
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Evaluation, on the other hand, goes beyond the intervention process/activities and 
focuses on measuring outcomes and impact indicators. Evaluation is a research 
process that tracks the project’s results (intermediate and distal) at distinct points of 
time to measure the extent of changes in key outcomes and identify if the change can 
be attributed to the intervention. This mainly requires data collection at the start of 
the project (baseline) and end (endline) to measure key outcomes. 

In essence, monitoring and evaluation is a systematic process of tracking and 
analysing programme data to determine if the programme is on track and its desired 
impact on intended social and behaviour change.

Monitoring and evaluation of the project is fundamental because

- Without monitoring and evaluation (M&E), it will be challenging to determine if 
the intervention has had any impact or success in shifting the needle on the project 
outcomes
- It is important to diagnose the intervention on its reach, appeal, relevance, 
comprehension to understand what the strengths and improvement areas are
- Without monitoring, it cannot be determined if the communication activities are 
being implemented as planned and hence if a course correction is needed
- Without evaluation, it will be challenging to determine if the communication has 
had its desired impact on social and behaviour change and what are the factors that 
contributed more or did not work

Important considerations for M&E
- There are different types of indicators that monitoring and evaluation studies focus 
on. While monitoring focuses on process and output indicators, i.e., how the planned 
activities have been implemented, the evaluation is focused on outcome and impact 
indicators, i.e., intermediate results and long-term results of the project

- Before the intervention starts, there should be a systematic framework that links all 
these indicators to the project goal, i.e., the inputs, outputs, outcomes expected, and 
how they will help achieve the project goal

- These different indicators should be made as clear and specific as possible – so that 
research can define them and measure them without ambiguity

- It is important to ensure the integrity and independence of research by having 
appropriate management systems in place that allow researchers to remain objective

- It is advisable to triangulate different verifiable sources of data (and not self-
reported data which may not be accurate or be misleading) as a part of M&E. While 

9.1
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How to plan for monitoring and evaluation

1. Develop a log frame with programme activities, outputs, success indicators and 
impact clearly defined
- Activities are the specific tasks performed as a part of a programme that needs to 
be completed to achieve intended outputs. Example: mobilisation of self -help groups 
that need to be trained
- Outputs are the measurable, observable services being produced as part of the 
intervention. Example: number of training of self-help groups done, number of SHGs 
trained effectively, number of billboards put up with programme messaging
- Outcomes/ indicators are the likely short-term or medium-term effects of an 
intervention. Example: programme communities program communities show an 
improved awareness of the message that septic tanks need to be desludged every 
three years 
- The impact is the overall long-term goal of the project

Types of M&E methods that can used for an SBCC 
intervention
Monitoring methods
Quantitative methods:
• radio or TV transmission reports or programme logs
• attendance sheets, sign-in forms
• routine activity tally forms
• Real-time GPS tracking of certain activities
Qualitative methods:
• observation notebooks
• journals that record entries by frontline workers

research studies can focus on changes in project outputs and outcomes over time, one 
considers collecting actual real-time data from the ground as well.

- It is imperative to follow all ethical guidelines before getting into any audience 
research. Example: ensure informed consent (example given in the  appendix), 
where all participants know the study’s purpose and that participation in any study 
is entirely voluntary. They should understand that there is the option to pause, skip 
questions at any time and completely stop if required. Besides, adequate care should 
be taken when researching vulnerable audiences – in many instances, clearances from 
independent ethical boards might be necessary to safeguard the participants from 
any harm. 

9.2 
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Evaluation methods
Quantitative methods:
- Randomised Control Trials (RCT) - a trial in which subjects are randomly assigned 
to one of two groups: one (the experimental group) receiving the intervention that is 
being tested, and the other (the comparison group or control) receiving an alternative 
(conventional) treatment. The two groups are then followed up to see if there are any 
differences between them in outcome. The results and subsequent analysis of the trial 
are used to assess the effectiveness of the intervention
- Quasi-experimental surveys with baseline and endline to measure the change in 
knowledge, attitude, and practices surveys
- Reach and recall surveys to understand the effectiveness of the programme
- Longitudinal panel to understand the incremental changes over-time

Qualitative methods:
- focus group discussions or in-depth interviews with beneficiaries to understand 
triggers and barriers of behaviour change
- observations, shadowing of beneficiaries, ethnographies to understand the process 
of change in detail

What an M&E study of an SBCC intervention can determine:

a. reach across various platforms like billboards, wall-paintings, transit branding 
(vans and autorickshaws)
b. how many times and at which locations people were exposed to the outputs
c. recall of the communication i.e. which elements were remembered amongst those 
exposed to the communication
d. appeal of the communication, i.e. which elements are liked or disliked
e. performance of the communication, i.e. diagnostics like ease of understanding, 
relevance, uniqueness
f. engagement with the outputs i.e. what did the exposed population do after viewing 
the communication
g. changes in levels of knowledge, attitude, motivation, behaviour across each 
communication piece
h. long-term impact created by the programme

Please note that it is imperative to follow all ethical guidelines before getting into any 
audience research.



65

M&E in practice: Malasur
A reach and effectiveness study was conducted in Warangal, Telangana, by a third-
party professional research agency in collaboration with BBC Media Action and ASCI 
in November 2020. 
More than 200 Swachh dosts were enlisted by ASCI in collaboration with the Greater 
Warangal Municipal Corporation to raise awareness among people (including about 
the sanitation helpline number) and extra licenses were distributed to operators. 
Research objective: 
to measure the efficiency and effectiveness of the Malasur intervention
Implementation: 
Malasur intervention was launched in 48 wards out of a total of 58 wards in 
Warangal over a period of three months

1. Swachh auto-rickshaw branding –120
2. Miking on 150 Swachh autos
3. Branding of public and community toilets –58
4. Billboards –7

9.3

Two messages rolled out under the intervention- 
regular desludging creative and indiscriminate dumping

Swacch 
Auto

CT/
PT

Hoarding Jingle

Regular
Desludging

Indiscriminate
Dumping

Message Medium

Target Group:
- 20 – 50 year old men and women
- NCCS A3, B, C
- Households with septic tanks
- Households that never emptied their septic tanks or desludged only in an emergency
* New Consumer Classification System (NCCS) A3, B and C were selected – as we wanted to 
reach out to households with septic tanks but having the financial capacity to desludge

Sample coverage:
- Face to face listings : wards = 15 | N = 1577
- Main interviews : exposed sample size = 402 | unexposed sample size = 401
- Depth interviews: general public = 8 | government officials = 2
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Research questions:
- Do you remember seeing /hearing any “sanitation/ septic tanks / faecal sludge/
desludging” related advertisements anywhere in the last six months?
- I have a picture of an ad on a billboard, please tell me if you have ever seen this 
anywhere in your city?
*Base all exposed ward (n=1577)

Swachh 
Auto 
Creative

Creative
& Jingle

Swachh 
Auto 
Jingle

73%18% 09%

Desuldging of septic tanks every 
four years
Don’t wait for  septic tanks to 
overfl ow to desludge

Keep toilet clean

Regular desludging 
of septic tanks
Call 1800 425 1980 for help/more 
information/to get your tank...

Diseases breed in septic tank

Germs/Malasur can be in water

Water can be unsafe to 
contamination from toilets/...

46%

27%

25%

22%

21%

16%

15%

9%

Any Desludging 
Mention: 78%

Any indiscriminate
dumping mention: 39%

Any water 
mention: 28%

M2a: Can you please describe/tell me about the ad you have heard or seen?

Overall intervention reach

Reach of different mediums

Overall Intervention Reach

Seen on Swachh Auto

Heard Miking Activity

Seen Hoarding

Seen CTPT

61%

50%

43%

44%

42%

36%
Spontaneous 
recall of ad

Ad Reach Norms – 46%
(Across 16 TV ads)

Seen only Regular Desludging Creative

Seen only Indiscriminate Dumping Creative

Seen both Creatives

79% of viewers have seen the 
intervention 5 or more times
83% claim to have seen intervention 
on more than 1 medium

64%

28%

8%
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Reach across gender
Reach is higher among people with a  relatively better financial capacity to undertake 
desludging – indicating stickiness of cthe intervention among the relevant target 
groups

Intervention diagnostics:
Strong link was established between regular desludging creative and ground water 
contamination

Intervention 
Seen

Intervention 
Not Seen

49%

48%

51%

52%

Gender

Intervention 
Seen

Intervention 
Not Seen

Age Group

34%

33%

38%

35%

28%

32%

20-30 
Years

31-40 
Years

41-50
Years

Extent 
of relatability

Extent 
of understanding Uniqueness

71%

28%

69%

31%

63%

33%

MQ4. To what extent do you think 
these advertisements are meant for a 
household like yours? 

MQ5a. According to you, to what 
extent did you understand the 
advertisement? 

MQ6a. Please tell me how unique/
different did you find ‘Malasur’ related 
advertisement? 

Very Much Somewhat

Relatability, comprehension and uniqueness of the intervention has a strong 
association to action taken
All 100% liked the intervention with 67% liking it ‘very much’
* Basis main research - done among respondents exposed to Swachh Auto Ad/ Jingle
* Base all intervention seen = 402



68

Base: all intervention seen (n=402)

Feel that Malasur can be defeated
76%

High motivation to act: Strong link established between regular 
desludging and groundwater contamination

MQ9a. Can one defeat Malasur ? CE

75

30

24

17

11

03

Ways to defeat Malasur
By desluding the septic tank once in 3 

years

By not connecting toilets to open drain

By cleaning the toilets

Call the helpline number for the licensed 
operator

By building right containment structure

By asking desludger where poo is being 
taken

Perception towards Malasur

To know more about Septic Tank

Desludge septic tank every 3 years

Discuss septic tank with household members

Called on helpline number for a licenced operator

Discuss septic tank with friends and neighbours

By asking desludger where poo is being taken

38

38

31

26

22

10

10

06

Actions Intended

MQ10d. What action do you intend to take? CE

Time Plan for Action

Next 1 month

Next 2 - 3 months

Next 4 - 6 months

Next 7 - 12 months

More than 12 months

MQ10e. What do you intend to do this? CE

42%

23%

19%11%
6%
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Summary of key findings:
- Intervention reach: Estimated reach of 61% with Swachh autos contributing most to 
the reach numbers (50%) despite prevalence of COVID-19 pandemic
- Intervention diagnostics: Strong link was established between regular desludging 
creative
- Perception towards Malasur: Malasur was perceived to be the unique element of 
the intervention by 49% respondents. 76% believe Malasur can be defeated.

22 12 67

52 14 34

Swachh Auto Intervention 
Not Seen (n=339)

Swachh Auto Intervention 
Seen (n=402)

In emergency

Once in more than 3 years

Atleast once in 3 years

MQ12b. How often should the septic tanks connected to toilets be desludged? CE

Septic tanks desludging frequency

Consequences if not desludged regularly

It is unhealthy for us/can 
spread diseases

Water Contamination

Increase in health 
expenditure as later will 
cost more

Unhygenic/ dirty 
surroundings

Foul Smell/ Stink

Overflow of tank

Toilet can get blocked

Base: All respondents

Intervention seen Intervention not  seen

402 339

81

68

60

48

57

10

65

52

42

40

23

11

2

MQ13. What can be consequences if the Septic Tanks are not desludged regularly? CE

Base: All Respondent | Sigtest @ 95% with Seen vs. Not Seen
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- Call to Action and Impact of Malasur
 
The need for “regular desludging” with fear of water contamination/diseases is a 
strong trigger for the action

- High motivation to act towards septic tank desludging observed among 68%
- The intervention has successfully delivered the key messages of regular desludging, 
with a clear action point for people – desludge every three years
- Connect to water contamination working as the trigger for action among 87%
- People positively disposed to calling helpline among 70%
- A clear change in understanding on desludging frequency is seen – 52% of exposed 
perceive desludging frequency within three years as against 22% among unexposed
- Those exposed to the intervention 34% perceived desludging requirement only on 
emergency vs 67% among unexposed

Efficiency of the intervention:
- Swachh Autos, with a regular coverage of the city, were key for significant reach with 
50% reach
- Exposed participants were significantly more sensitised to the aspects of regular 
desludging and its impact on health & water

“Faecal matter is Malasur” – Female respondent

“Outside faecal matter mixes with water and it get contaminated, the same water will come 
through hand pump and we will use the same water by which we may get effected with 
diseases.” – Female respondent

“Malasur is coming out of the septic tanks and can be killed by cleaning and maintaining 
hygiene.” – Female respondent

The findings from the reach and effectiveness sudy of the Malasur intervention in 
Warangal provided broader learnings for future programmes. Some of these include:

• Since Malasur reached 61% of the audience, despite Covid-19 restrictions when 
there was a lockdown in the state of Telangana, we can say that using localised 
communication platforms like Swachh autos that reach people in their houses works

• Since Malasur evoked a strong reaction from those exposed to the communication 
and has proved to be a key attention hook, communication should attempt to break 
through the clutter to be noticeable
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Key takeaways and checklist

Key takeaways
Developing evaluation tools, recruitment of respondents, and conducting evaluation 
research and analysis of findings requires skill and experience and should be led by a 
specialist organisation with a deep and nuanced understanding of communication 
research 

Checklist
- With support from experienced researchers, the agency decides what needs to 
be monitored and develops quantitative and qualitative research monitoring and 
evaluation tools. The agency will also advise on budgets required for carrying out 
M&E activities
- Refer to Annexure VIII for the research brief for M&E
- Refer to Annexure IX for monitoring observation form 
- Refer to Annexure X for the reference qualitative survey for evaluation of Malasur in 
Warangal

9.4

• Communication intervention diagnostics scored high on likeability, relevance and 
comprehension, which shows that a communication idea based on audience research 
and feedback from the start has a higher chance of relatability and effectiveness

• There was high motivation to act and intent to call the helpline for desludging 
services. However, while communication leads to demand generation, it needs to be 
sustained with strengthening of supply-side in terms of capacity. 

"M&E is vital (but often neglected) to any development program, more so for the wicked 
problem such as sanitation. To determine what aspects of the intervention have been effective 
and efficient in its dissemination and draw learnings from the process and findings to build 
on for future interventions, M&E is essential. Evidence from which can help guide decision-
making to design and implement programs and allocate resources".  
- Srinivas Chary, Director - Centre for Energy, Environment, Urban Governance and 
Infrastructure Development at ASCI, and member NFSSM Alliance
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Learnings and other 
communication interventions 

10
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a. Co-designing of communication collaterals with the national level intervention like 
Swachh Survekshan and Safai Mitra Challenge helps disseminate and encourage 
citizen participation as they are linked with outcome indicators.

b. In addition to the SBM IEC funds available at the state and ULB level, other 
schemes can be utilised to increase awareness and demand for FSM services. For 
instance, the Odisha state department used the urban wage employment initiative 
(UWEI) funds to implement wall paintings (including Malasur) across the state while 
facilitating livelihood opportunities for marginalised groups and SHGs.

c. While a state-wide multi-messaged communication intervention is easier to roll out
simultaneously than in a phased manner, a phased rollout is a proven strategy for 
better understanding and retention of messages among target communities

d. Implementing an integrated 360-degree communication intervention over a period 
of time helps create surround sound at the ULB level. The Malasur pilot implemented 
in Berhampur from February to May 2019 was an integrated intervention using 
mass media (press ads, hoardings, wall paintings, cinema slide branding), capacity 
building (school activation, inter-personal communication toolkit for SHGs), and 
transit branding (autorickshaw branding, cesspool truck branding). Findings of a 
Reach and Recall study conducted for the intervention showed that a) 34% of the 
population was reached through the intervention, b) 88% of the exposed target 
group recalled the critical message “get your septic tank cleaned every three years”, c) 
94% found the message relevant, and d) 98% who were exposed to the intervention 
claimed motivation to act.

e. Building, celebrating, and replicating local champions and best practices and 
documenting and amplifying the role of individuals within a group, who perform 
desired behaviours, even under similar external circumstances as everyone else, as 
positive deviants is recommended.

f. Use of government assets like government-owned hoardings, solid waste 
management vans, and Swachh Sathi networks in communication interventions help 
in amplifying the reach and frequency of intervention outputs while keeping spending 
low

g. Direct to household platforms like Swachh Sathis / SHGs are effective and efficient 
platforms for interpersonal communication at the household level and have a very 
high reach among households.

h. Branding transit media like solid waste management vans and auto-rickshaws 

Learnings and recommendations10.1
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provides high visibility for communication interventions. Research conducted 
in Warangal during the Malasur intervention showed that Swachh autos were 
responsible for the high visibility of the intervention.

i. Sharing evidence like the Reach and Recall studies conducted at a ULB level would 
help scale the intervention to other ULBs and at the state level.

j. Monitoring of communication activities can be challenging while implementing 
state-level interventions. Appointing a nodal person for SBCC activities at the state 
and ULBs will help plan and monitor all IEC activities of the department.

Andhra Pradesh
As part of the Comprehensive Ward-wise Sanitation IEC and SBCC Campaigning, 
the key objectives of communication interventions was to create awareness about the 
construction of toilets, usage of sanitation facilities, waste management, scheduled 
desludging, menstrual hygiene management, and handwash.

In Narsapur, the interventions were designed for 31 wards and 41 slums and used 
multiple channels targeted to multiple stakeholders, including women, youth, 
adolescent girls, differently-abled and elderly persons. The interventions were 
conducted for every ward and slum for 3 months and included a variety of activities to 
gain maximum reach.  

The channels adopted for the intervention included wall writings, mobile messaging 
and voice messages, miking through Swach autos, door to door intervention, digital 
slides in movie theatres, hoarding’s posters and pamphlets, community level mid 
media intervention, awareness meeting, drawing competition, easy writing, quiz etc. 
in schools and colleges, sanitation rallies, video mobile vans.

Other communication interventions10.2

The key messages were  
• Toilet Usage by everyone in the family 
• Upkeep of the toilet
• Desludge regularly 
• Ensure only licensed operator is called
• What is the right toilet?
• Awareness of schemes and costs for construction of toilets
• Effects on insanitary toilets on health and water contamination
• Promote the construction of right containment as per the standards
• Use of protective gear by desludging operators 
• Report indiscriminate dumping and encourage the use of FSTPs
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Key fi ndings from recall study of the comprehensive SBCC intervention:
- 80% of the participants remember seeing/hearing septic tank/faecal sludge related 
messages. When questioned about the exact message most of them responded about 
the scheduled desludging of septic tanks and the effects of poor septage on water 
contamination and public health. 
- Posters, billboards and mobile van video had the highest recall 
-Resulted in 99% coverage of household toilets and an increase in the conversions of 
insanitary to sanitary toilets
-43% desludged their septic tanks in the past six months. 
- Increase in women's participation in gender forums and decision-making  



76

Tamil Nadu

The Government of Tamil Nadu (GoTN) aims to effect improvements along the urban 
sanitation chain and scale FSM across 663 towns. The sustainability of such efforts 
requires BCC to create a supportive environment and establish ownership towards 
safe sanitation among all stakeholders. 

Primary and secondary research indicated the prevalent taboo and stigma around 
sanitation. The Tamil Nadu Urban Sanitation Support Programme (TNUSSP), with 
support from the Indian Institute of Human Settlements (IIHS), developed a BCC 
strategy aimed at:

- Bringing ‘sanitation out of the closet’ and making it an everyday topic. 
- Making consumers and Urban Local Bodies (ULBs) embrace FSM with an 

increased sense of ownership. Bringing ‘sanitation out of the closet’ and making it an 
everyday topic. Making consumers and Urban Local Bodies (ULBs) embrace FSM 
with an increased sense of ownership. 

‘Kakkaman’ (Shit-Man) is a state-wide intervention developed by TNUSSP that 
gives a human face to sanitation. The intervention is centred on the fun and friendly 
character that serves as the state’s sanitation mascot to take key messages on FSM 
and the full cycle of sanitation (FCS) to the people. Designed to be the friendly face of 
the intervention aims to bring alive sanitation as an aspirational topic into the public 
mind and link it to quality of life which is a necessary precursor to behaviour change. 

The intervention was positioned in two phases; the fi rst set of messages were broad, 
introducing the concept of sanitation and FCS, urging people to think beyond 
‘toilets’. The second set of messages were designed to inform people about the 
upcoming treatment facilities near them, the importance of their functioning and 
usage, including a joint call to action to take part in the Kakkaman intervention. 
Starting from 2017, the intervention was pre-tested in Coimbatore and Trichy districts 
to get public feedback and response. The mascot was well received owing to the 
lively and interactive methods adopted, which engaged citizens to actively ‘speak’ 
about sanitation and take up the ‘call to action’ towards safe sanitation. However, 
operational constraints hindered a state-wide launch. 

In 2020, the intervention gathered momentum again. A communication package 
was developed for a state-wide and a city-wide roll-out, including a musical fi lm 
with Kakkaman explaining the full sanitation cycle and jingles and posters. The 
intervention was piloted in Trichy in February 2021, and a state-wide roll out is 
anticipated later in 2021.
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Key fi ndings

- The preparedness of local governments is key for the successful implementation 
of SBCC interventions. This includes securing funds, building capacity of intervention 
anchors and availability of pre-tested tools for intervention planning. 

- Though piloted in early 2021, the state-wide launch was re-prioritised due to the 
pandemic and state elections. Challenges such as gaining traction from the Urban 
Local Bodies can be overcome with sustained engagement with stakeholders to build 
partnerships at the state and local level, which should be leveraged for intervention 
implementation and better reach of messages. 

Link to intervention 

Kakkaman Intervention page (https://muzhusugadharam.co.in/kakkaman-a-
behaviour-change-and-communication-bcc-campaign-for-fsm-in-tamil-nadu/)
Kakkaman Film (https://youtu.be/Nfrt69rnFF8 )
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Misaal – a film in 9 episodes

The ‘Misaal’ film, developed by the Urban Management Centre (UMC) and launched 
on 8 September by Mr. Sanjay Kumar, IAS, Joint Secretary of MoHUA and Ms. Veena 
Reddy, Mission Director USAID. The film uses dramatic storytelling as a medium to 
connect with communities on the idea of how collectivization can lead to change. 
The film is based on the experiences of the MISAAL program, a 3-year long USAID 
supported program that worked extensively in vulnerable communities and helped 
create such platforms to collaboratively engage with urban local bodies. ‘Misaal’ 
narrates the story of a fictional community residing in a slum- ‘Chaudi Basti’. Over 
the course of nine episodes, a story unfolds of the community’s challenges, how the 
idea of a committee takes hold, how it succeeds and overcomes challenges of the 
settlement as a whole and also those of individuals. The film is a musical, with a story 
driving song in each episode, and presents human stories to help the audience relate 
to the characters. The film also highlights important tools needed for settlement 
improvement, such as participatory mapping exercises, collective prioritization, 
documentation, livelihood development and responding to disasters. Jan Bhagidari 
(People’s Participation) is critical to achieving and maintaining ODF in india’s cities. 
It can be difficult for the ULB to provide sanitation services in informal settlements 
owing to the lack of information, and accurate maps. Productive engagement 
between the citizens and the ULBs on their shared civic concerns, and behaviour 
change can be powerful tool for bringing this gap. 

Generating ownership among the community through meaningful IEC (Information 
Education Communication) is the key to initiate strong partnerships between 
vulnerable groups and their ULBs.

Key findings

The Misaal film has worked towards promoting close collaboration between urban 
local bodies and residents of informal settlements. Since the launch the film has 
already been watched by over 2000 people on YouTube and is also being circulated in 
over 200+ urban poor settlements across MISAAL’s intervention cities of Ahmedabad 
& Porbandar in Gujarat Jodhpur in Rajasthan, and Sambalpur in Odisha. Over 
2,700 community leaders have been mobilized, with 90% of them being women 
that are amplifying the message of Jan Bhagidari (People’s Participation) for better 
access to municipal services in and around their settlements. The initiative aims to 
build sustainable systems to bridge the gap between local governments and the 
communities.

Link to intervention 
https://www.youtube.com/playlist?list=PLR9fFR1VfPAAXqsn6iYMTzDV92mjrWtxF
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in Odia and Gujrati for channels Colors Odia and Colors Gujarati. The television 
drama was produced to infl uence sanitation behaviours related to Faecal Sludge 
Management (FSM). The overarching objective was to make faecal sludge ‘visible’ to 
people who normally fl ush and forget. Navrangi Re! aimed to provide viewers with a 
script on FSM, a pathway for improved civic engagement verging on creating a sense 
of entitlement to sanitation, to transform the issue from a government agenda to 
something that people own, understand, and understand the claim.

It is the story of a congested mohalla (neighbourhood) Navrangi – in a town in 
Northern India full of real, but quirky and endearing characters. It is the story of 
Vishwas, a struggling TV journalist, and his love interest – Chitralekha – a civil services 
aspirant. They are supported by an ensemble cast of characters situation across the 
safe sanitation arc – from people who do everything right, to those who let waste into 
open drains, to those who use community toilets. Heightening the role of the collective 
community – building a sense of social disapproval for incorrect sanitation practices 
was a key objective. It also included strong female role models with voice, agency and 
decision making. The storyline also explored issues around the safety of sanitation 
workers.

Navrangi Re! (nine to a shade)

Navrangi Re!’ (Nine to a shade) is a 26-episode television series produced by BBC 
Media Action in collaboration with the Centre for Social Behaviour Change (CSBC), 
Ashoka University, the Bill & Melinda Gates Foundation (BMGF), and Viacom 18.
It is the fi rst-ever fi nite fi ction television series on urban sanitation in India and the 
world, which was launched on 2 February 2019 in Hindi on Viacom 18’s Free to 
Air (FTA) channel Rishtey at 9:30 pm (Saturdays and Sundays) and was dubbed 
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Key findings

- According to the Broadcast Audience Research Council (BARC), Navrangi Re! 
was watched by 59.6 million unique viewers, with over 15 million viewers per episode. 
Just four weeks into broadcast, the series had over 45 million unduplicated viewers. It 
was also ranked among the top 20 shows on General Entertainment Channels at 9 
pm. Oxford Policy Management conducted an independent impact evaluation for the 
series, using an innovative quasi-experimental design. 

- The intervention successfully promoted behavioural intent across sub-themes 
like asking the desludger where the sludge will be disposed of went from 20% to 34% 
between baseline and end line.
Similarly, the willingness to save and pay for frequent desludging increased from 
65% to 73%. This proved that storytelling is very effective to communicate behaviour 
change. 

- Further, the impact was significantly higher for those with higher levels of 
exposure, i.e. seven episodes or more. In contrast, 35% of the viewers mentioned that 
they learned new facts about septic tank construction, which increased to 61% among 
those who had viewed seven or more episodes. Basis the impact, a second season is in 
production as a web drama on YouTube with support from BMGF to further build on 
FSM outcomes. 

Link to intervention 
https://www.youtube.com/playlist?list=PLR9fFR1VfPAAXqsn6iYMTzDV92mjrWtxF

Maharashtra 
Center for Water and Sanitation (CWAS), CEPT University has been supporting the 
Warangal Municipal Council (WMC) to become an open defecation free (ODF) city. 
With support for the City-Wide Inclusive Sanitation (CWIS) programme supported 
by the Bill and Melinda Gates Foundation (BMGF), Wai is proving itself to be a model 
city in the sanitation sector. 

Declared ODF++, Wai is one of the first cities in India to successfully implement 
scheduled emptying of septic tanks every three years with treatment of collected 
septage at a dedicated Faecal Sludge Treatment Plant (FSTP). To make Wai a model 
city for sanitation, various communications and awareness initiatives were developed 
and implemented.

The SBCC approach was developed basis a qualitative assessment of required 
messages to meet the objectives, identifying the intended groups and choosing 
the appropriate mode for conveying these messages. The initiative was led and 
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implemented by WMC with support from elected representatives, women SHG 
members and technical support by CWAS team.

Media platforms included posters, banners, wall paintings, pamphlet distribution, 
fairs, workshops, trainings, and social media posts to create awareness and build 
capacity. Messages were also developed with support from Councillor’s at WMC, with 
recorded audio messages to stop open defecation and sustain ODF. A short cartoon 
video was produced and shared on social media groups in the city and on local cable 
television. Conducting SBCC activities was also part of the contract for private 
operators appointed for scheduled desludging. The SBCC interventions were
conducted in a phased manner at regular intervals which led to higher impact.

Key learnings

It is important for the local government to take ownership for SBCC efforts including 
building capacity to plan and implement SBCC interventions to ensure scale of the 
intervention for higher impact.

Link to intervention 
https://pas.org.in/Portal/document/UrbanSanitation/uploads/Communication_for_Sustainable_
Sanitation_for_Wai.pdf
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The Social and Behavior Change Communication (SBCC) primer is a guiding
document to aid sector practitioners, when working directly with the
governments in their respective engagements, towards using the art
of communication in a systematic effort to shift behaviour by positively
influencing social and personal determinants. The SBCC primer is written under
the aegis of the National Faecal Sludge & Septage Management (NFSSM)
Alliance, a collaborative body of 30+ member organisations, convened in 2016
and supported by the Bill and Melinda Gates Foundation to build national
consensus around Faecal Sludge and Septage Management (FSSM).
 
The NFSSM Alliance would like to extend sincere gratitude to the Ministry of 
Housing and Urban Affairs, for its continuous guidance and support.
 
We would also like to acknowledge our heartfelt gratitude to the members of
the NFSSM Alliance who have contributed towards sharing their on-ground
insights on SBCC, best practices and case studies from five+ states in India to
strengthen the approach outlined in this document. The primer shall ultimately
benefit the state and city functionaries by providing leading behaviour change
methodology and practices on Faecal Sludge Management (FSM) and replicate 
the learnings in their respective sectors.
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RESEARCH BRIEF FORMAT

Name of the project:                         Point Person (programme):                             Date: 

Background: What is it all about

Provide a brief introduction to the project to help 
research agencies understand the project 
interventions and the context to the research.

Background should include:
- The overall issue the programme aims to 

address
- The problem within the context of the overall 

issue, the intervention aims to address- 
overall

- Project goals, duration
- Client/Donor objectives,
- and 
- Stakeholders (including target beneficiaries)

Implementation process

Provide a brief summary of the implementation 
process that your programme will entail, for 
instance:

- Is the implementation phased in any 
order eg. Covering certain geographies or 
languages first.

- Are the contents/ outputs phased in any 
manner

- Will there be a need to conduct different 
researches for different phases?

Annexure I

Name of the Project Point Person (programme): Date:

Background: What is it all about

Provide a brief introduction to the project to help research agencies understand the project 
interventions and the context to the research. 
Background should include:
-The overall issue the programme aims to address
- The problem within the context of the overall issue, the intervention aims to address- 
overall
-Project goals, duration
-Client/Donor objectives, and  
-Stakeholders (including target benefi ciaries)
Implementation process
Provide a brief summary of the implementation process that your programme will entail, for 
instance: 
-Is the implementation phased in any order eg. Covering certain geographies or languages fi rst.
-Are the contents/ outputs phased in any manner
-Will there be a need to conduct different researches for different phases?

-What is the pathway of change expected 
-What does the project aim to achieve & how (outline the processes, outputs, outcomes & 
if possible impact)

Theory of change: what does the project expect

-Does it feed into internal audience e.g. creative/ ICT/ program
-Does it feed into external audience e.g. donor/ ministry
-Does it feed into business development
-Is it meant for publications 

Research audience: whom does this project feed into

-Before content development
·The relevant target audience for the communication
·The message/ content of communication
·The mode/ tone/ media of communication

-In case of developed contents
·Does the target audience understand
·Satisfaction level w.r.t. the message/content/medium etc. 

-Assessing the current situation
·Values of key indicators
·In-depth understanding of the current situation

-After launch of intervention
·Monitoring the progress

Research questions: What does this research intend to answer, what does 
it want to know
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-Definition of the four levels for the project
-The Level(s) the current intervention wants to address
-The level (s) of focus
-Any specific type of target audience e.g. 
age/ gender/ economic class
-Any other influencer the research needs to address
Can you provide the respondent list, or should the agency find respondents themselves

Target audience: Who do you want the research to talk to (the four levels)

-Are there any specific areas of coverage – states, districts, blocks, villages, cities, wards etc. and why
-Are there any specific strata of urban or rural areas – such as metros, mini-metros, towns (class 
I to V) or villages by population strata – such as >5000 persons, 3001-5000 persons, 1001-3000 
persons, <=1000 persons. 
-Is there a specific dialect/language in which the research will have to be conducted

Geographic Coverage

·Reach and Recall of the communication
·Outcome/ Impact of the communication  

If you have any hypotheses – you could ask those to be measured and validated. Or you could 
simply describe the objectives that you expect the research to achieve

-When will you be sharing the stimuli (if any)
-When do you need the findings by
-Are there any other specific timeline issues e.g. particular date of completion of fieldwork

-Do you need a detailed narrative MS Word report or a presentation
-Do you want an interim presentation by the agency
-Do you need anything else as deliverables than a report

Delivery

Timelines

-What is the stipulated budget
-Budget Code
-Stipulated budget for research travel
-Stipulated budget for research consultant (if required), 
·This might include researchers, data analysts, moderators, transcribers, translators, recruiters etc.
-The phasing of budget spending planned as per forecast

Research Budget

-Any other information that will be critical to the conduct of this research such as the format in 
which you will share research stimuli – storyboards, scripts, audiomatics, narramatics, animatics, 
concept cards/showcards for prompting etc.
-Any research/project data/report that can help us understand the research context better (e.g. 
baseline data, formative research, literature review, secondary data) 

Others

Progress Reporting Frequency 
•Dos and Don’ts
•Any important Instructions

Please attach any relevant document which you feel will let us understand 
the intervention or the research questions better
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Annexure II
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Annexure III

FORMATIVE RESEARCH DESIGN
©



89

©



90

©



91

©



92

©



93

©



94

Annexure IV

COMMUNICATION FRAMEWORK
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Annexure V

CREATIVE BRIEF
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Annexure VI
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Annexure VII

MEDIA PLATFORMS AND TOUCHPOINTS (FOR MEDIA 
PLANNING AND IMPLEMENTATION)
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TELEVISION
AND CINEMA
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OUTREACH
ON-GROUND
ACTIVITIES
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ONE-ON-ONE 
INTERACTION

SPONSORSHIPS
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Annexure VIII

RESEARCH BRIEF - MONITORING AND EVALUATION
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Annexure IX

MONITORING OBSERVATION FORM
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Annexure X

QUALITATIVE SURVEY QUESTIONNAIRE
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