
Programming Idea 7: Social norms 
marketing/edutainment or behaviour 
change communication campaigns

What it involves: This refers to campaigns to 

raise awareness about negative behaviours or 

practices, encourage dialogue about harmful 

social and cultural norms, and reinforce social 

and behaviour change messages at the soci-

etal and community level. They are variously 

referred to as ‘awareness raising strategies’, 

‘behaviour change communication’, ‘social 

norms marketing’ or ‘edutainment’. The for-

mat can involve popular songs, music videos, 

soap operas, use of celebrities to promote a 

certain message as well as other mass media 

approaches (e.g. social media, cell phones, 

community theatre, bill boards and posters). 

They attract large audiences with quality 

entertainment, while weaving in educational 

messages related to a health behaviour (e.g. 

using condoms), a social norm (e.g. non-

acceptability of violence against women), or a 

fact (e.g. existence of a law or availability of a 

service). Some target a general audience, while 

others target young women and/or men. Well 

designed campaigns are usually informed by 

social and behaviour change theories (e.g. the 

idea that drama can connect emotionally with 

audiences and help untangle complex issues 

such as attitudes related to gender equality) 

(28, 116–118). They are widely used in HIV pro-

gramming and increasingly also in preventing 

violence against women. Such efforts can be 

used in tandem with community mobilization 

and interpersonal communication (e.g. group 

education, individual counselling) aimed at 

changing individual norms and behaviours. One 

advantage of such strategies is that they reach 

large numbers/proportions of the population.

Summary of the evidence: Several cam-

paigns highlight the issue of violence against 

women. These include: the United Nations 

Secretary-General’s ‘UNiTE’ campaign; Oxfam 

International’s ‘We can end all violence against 

women’ campaign; the ‘16 days of activism 

against gender violence’ campaign; ‘One man 

can end domestic and sexual violence’ cam-

paign in South Africa; and the ‘Men can stop 

rape’ campaign in the United States. A literature 

review of violence against women campaigns 

suggests that many are not informed by social 

and behaviour change theories, and they are 

poorly evaluated (e.g. no baseline or comparison 

group, or only collect information on whether 

messages were remembered, but not changes 

in attitudes) (118). Interventions such as ‘Soul 

City’ in South Africa, ‘Somos Diferentes, Somos 

Iguales’ (which includes the soap opera ‘Sexto 

Sentido’) in Nicaragua, and ‘Bell Bajao’ in India 

have increased awareness of violence against 

women as a widespread problem. However, 

they have had mixed impacts on changing 

personal attitudes and collective norms on 

the acceptability of violence against women. 

None of them measure reductions in violence 

against women as an outcome. Somos Diferentes, 

Somos Iguales has shown greater partner com-

munication about HIV and condom use with 

casual partners among those exposed (118). 

Some experts have concluded that such efforts 

may be useful in raising public awareness of 

violence against women, but may be more lim-

ited bringing social or normative or behaviour 

change (28, 118). See Annex 1.6 for examples of 

social norms marketing campaigns.

Conclusion: Given the weak evaluation 

designs and limited impact of these cam-

paigns on reductions in perpetration or 

experience of violence against women, this 

programming idea is considered as having 

insufficient evidence and hence, is unclear in 

terms of its effectiveness for violence against 

women outcomes, but is promising for HIV-

related outcomes as it has illustrated some 

positive outcomes.
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Annex 1.6. Examples, programming idea 7: Social norms marketing/
edutainment or behaviour change communication campaigns

Intervention 
and location

Description of 
beneficiaries

Content of intervention Evaluation design and 
outcomes

Results and limitations Conclusions

Soul City, 
Institute for 
Health and 
Development

South Africa 
(178–180)

Young and adult 
South Africans, 
women and 
men (national) 

A behaviour change communication 
intervention that uses television soap 
opera as well as other media (e.g. print, 
radio) activities to conduct advocacy and 
social mobilization in South Africa

It targeted specific behaviours including 
those related to violence against women 
and HIV. These issues were covered 
in Series 4 (domestic violence), Series 
7 (masculinity norms) and Series 10 
(alcohol and violence)

Pre- and post-intervention 
surveys; semi-structured 
interviews to assess advocacy 
strategy; analysis of national 
print and electronic media 
coverage; monitoring the ‘Stop 
Woman Abuse’ helpline calls 
over five moths

Each round of survey included 
a sample of 2000 women and 
men (16–64 years of age)

Outcomes: Awareness, 
knowledge, attitudes, seeking 
services, increased communica-
tion, social norms 

65% survey respondents reported exposure to Series 4.

Statistically significant: increased disagreement that 
domestic violence is a private affair; increased agreement 
that no woman deserves to be beaten or should put up 
with abuse

No change with respect to agreement that it is culturally 
unacceptable for a man to beat his wife

Qualitative data showed that the intervention contrib-
uted to enhancing women’s and communities’ efficacy, 
enabled women to make decisions around their health 
and facilitated community action

Limitations: No data on reduced prevalence of violence; 
Limited time period for evaluating attitudinal change; No 
data on associations with HIV-related outcomes 

Soul City is a popular, credible vehicle that has 
reached a majority of the population

It has been effective in increasing health 
literacy, with reference to domestic violence, 
and HIV and AIDS

The intervention facilitated the implementa-
tion of the Domestic Violence Act and 
increased access to support services (e.g. 
hotlines and domestic violence NGO services)

It contributed to shifting norms by stimulating 
community dialogue. Soul City’s effectiveness 
may partly be due to the fact that it deals with 
multiple issues comprehensively; multiple 
intervention components impact synergisti-
cally on individuals, communities and broader 
societal processes

Somos 
Diferentes, 
Somos Iguales 
(SDSI)

Nicaragua 
(181)

Adolescents 
and young 
women in the 
country

SDSI is a communication for social 
change strategy implemented from 
2003–2005 to promote young people’s 
rights and individual and collective 
empowerment in relation to sexual and 
reproductive health and HIV

Activities included: a national social 
soap opera TV series – Sexto Sentido – 
broadcast in the entire country; a nightly 
youth call-in radio show; distribution 
of communication materials to local 
groups; trainings for young people, and 
coordination with NGOs and service 
providers

The content focused on HIV prevention, 
young people’s sexuality, gender norms, 
gender-based violence, risk perception, 
and decision-making 

Longitudinal study: Three 
surveys in 2003, 2004 and 2005 
with same cohort of young 
women and men (13–24 years 
of age) in three cities

Recruitment was equal from 
each of the three cities and 
included half women and men 
in each city (n=3099)

Qualitative data: in-depth 
interviews, focus group 
discussions with participants, 
non-participants and key 
stakeholders

Outcomes: attitudes towards 
gender equality, stigma reduc-
tion, risk perception, knowledge 
and use of services, efficacy for 
and HIV prevention 

60% of survey participants reported ‘greater’ exposure to 
the SDSI

Those with greater exposure to SDSI vs those with lesser 
exposure to SDSI had: more gender equitable attitudes; a 
33% greater likelihood of knowing where to go for cases 
of domestic violence; a 48% greater probability of having 
been to a centre that attends to domestic violence in the 
past six months; and 11% greater likelihood of perceiving 
efficacy with friends to do something about violence

Greater exposure to SDSI was also associated with 
increased likelihood of having communicated with 
partner about HIV, greater condom use with casual 
partner, but it was not associated with greater condom 
use with steady partners

Limitations: No comparison group; no data on reductions 
in violence against women collected. The authors note 
that there were differences in outcomes by sex, but did 
not provide data disaggregated by sex 

The authors describe a pathway for how 
greater exposure to SDSI is associated with 
interpersonal communication, self-efficacy 
and how these are associated with increased 
condom use

The authors note that over time young 
people’s perceptions about their social 
environment and efficacy to negotiate 
condom use worsened even though it was 
higher among those with greater exposure 
to SDSI

Qualitative studies suggest that people 
exposed to SDSI interpreted the messages 
in their own social context and hence, this 
was as important a factor in considering the 
changes in outcomes as exposure to the 
intervention
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