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ABOUT THE PROJECT

THE PROBLEM STATEMENT

Young married couples (YMCs) and first-�me parents (FTPs) in the age group of 15-24 years find it 
difficult to nego�ate social and gender norms and build agency to seek and adopt a suitable reversible 
modern contracep�ve method to ensure protec�on against unplanned pregnancies.

YUVAA or Youth Voices for Agency and Access aims to scale approaches to increase use of modern 
reversible contracep�ves among young married couples (YMCs) and first-�me parents (FTPs), age 
15-24 years by promo�ng healthy �ming and spacing of pregnancy (HTSP) in Bihar and Maharashtra. 
The target group has been largely underserved due to challenges of ensuring equitable access to 
quality reproduc�ve and sexual health services and social norms guiding fer�lity choices of young 
couples. This has resulted in low mCPR in the sub-group (15-24 years) indica�ng use of FP to primarily 
limit family size.
 
 The YUVAA project is being implemented in both urban and rural setup in ten districts across 
Bihar (Gaya, Patna, Muzaffarpur, Vaishali and Nalanda) and Maharashtra (Satara, Sangli, Ahmednagar, 
Solapur and Kolhapur). The project aims to reach 1.2 million YMCs and FTPs during the project period 
July 2018-June 2022 via cadre of 600 Yuvaakaars or a field-based cadre of social entrepreneurs.



Approach to Evidence Driven SBCC Strategy
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Baseline survey to understand individual a�tudes and prevailing gender and social norms 
related to family planning, and prevailing reproduc�ve autonomy among the CMW in the 
interven�on states. The study suggests low uptake of SARCs and LARCs leading to 
unintended pregnancies despite a high prevalence of inter-spousal communica�on. Social 
and gender norms and lack of easy access to youth friendly services act as barriers to 
successful uptake of HTSP. 

Beneficiary Segmentation Analysis conducted by Camber Collective to identify distinct 
sub-groups of beneficiaries who differ in their FP needs, at�tudes and behaviour and 
thereby have varying propensity to adopt desired behaviour. This in-depth audience 
profiling study uncovers the behavioural, at�tudinal and normative beliefs that govern FP 
choices of YMCs and FTPs based on their psychographic study segments and therefore 
varying relative propensities to change behaviour. The study provide a rich resource that 
informs the SBCC strategy at multiple levels – message framework, content plan and 
frequency plan for digital outreach.

YUVAA SBCC strategy is informed by three key forma�ve studies:
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Fig 1.1 Segmenta�on-based Digital Outreach

Mobile Landscape Study
Mobile landscape study conducted by MullenLowe Lintas to understand the access to 
digital media and the nature of digital content accessed by the youth popula�on in the 
interven�on districts. The study revealed that target group is primarily accessing internet 
on their mobile phones as a source of entertainment and virtual self-projec�on. Although 
access to mobile phone, internet and social media differs based on gender and loca�on. The 
graphic below illustrates the key findings of the mobile landscape study. 
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YUVAA SBCC Strategic Frameworks
The theore�cal framework for the project was developed by applying individual, inter-personal and 
group level theories of SBC at different levels of the Social-Ecological Model. Communica�on 
objec�ves and behaviour change at the individual level were postulated using the Integrated 
Behaviour Model (IBM). Decision making at the inter-personal level and change in norma�ve 
influences of key influencers at the household level was explained using the Theory of Norma�ve 
Social Behavior (TNSB), whereas a Community Empowerment Framework was applied to theorize 
change at the community level.

 SBCC strategies are deployed at each level of interven�on to achieve ini�al outcomes of 
improved a�tudes, salience for FP/HTSP and create posi�ve norma�ve mechanisms at

Fig 1.2 Theore�cal Framework for YUVAA SBCC Strategy
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Integrated Behaviour Model (IBM)
to drive inten�on & adop�on of FP/HTSP

Theory of Norma�ve Social Behaviour (TNSB)
to affect favourable norma�ve mechanisms for

inter-spousal & household dynamics

COMMUNITY LEVEL

Community Empowerment Framework
to shi� social & gender norms limi�ng

fer�lity choices for young couples



Theory of Change Model for YUVAA SBCC Strategy
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inter-personal and community level to enable young couples develop inten�on and self-efficacy to 
adopt modern contracep�ves. A network of social entreprenuers or Yuvaakaars and youth friendly 
clinics ensure young couples gain comprehensive informa�on on modern contracep�ves, easy access 
to FP/HTSP counseling, products and services. These strategies are designed to achieve the YUVAA 
intermediate outcomes in the mid-term and project primary outcome 1 of increased uptake of 
modern contracep�ves among YMCs and FTPs in the long term.

Increased uptake of modern contracep�on among 
married couples and first-�me parents (15-24) in 
YUVAA-supported districts in Bihar and Maharashtra
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Key Messages and Thema�c Area
YUVAA message framework builds on exis�ng evidence that suggests inter-spousal communica�on 
and support for equitable share of voice for women are key levers in promo�ng FP/HTSP behaviours 
among young couples. Key messages are designed to trigger conversa�on between wife and husband 
to facilitate couple bonding, goal se�ng and fer�lity planning. The communica�on focuses on areas 
cri�cal to achieve desired goals such as FP/HTSP, comprehensive knowledge of modern 
contracep�ves, social and gender norms, importance of health planning, rela�onship management, 
sexual in�macy and importance of financial planning. 

COMMUNICATION THEMES TO
TRIGGER SPOUSAL COMMUNICATION

 

MULTI-MEDIA FORMATS TO
ENHANCE ENGAGEMENT

Digital Job Aids for YCs

Behaviour Modeling Flms

Audio Episodes

 

�

Social & Gender Norms

Health Planning

Financial Planning

Rela�onship Management & 
Sexual In�macy

Videos for comprehensive 
informa�on on FP method

Gamified interac�on to simulate couple
communica�on, Fer�lity Planning and
Informed Choice

FP/HTSP: Informed Choice, Myths, Fear 
of side effects & Misconceptions



 The communica�on themes are brought alive by innova�ve digital SBCC assets such as digital 
job aids for YCs to conduct structured homebased counseling and group mee�ng with beneficiaries 
and household influencers (MIL), informa�ve audio episodes hosted on Gram Vani (IVRS-based 
community radio) and prompts for mobile phone interven�on.

YUVAA Crea�ve Strategy
The YUVAA crea�ve strategy is pivoted on Safal 
Couple communica�on theme that 
encapsulates building strong inter-spousal 
communica�on, spirit of partnership and joint 
decision-making for arriving at family and 
fer�lity goals. The theme was pre-tested and 
finalized to package all communica�on 
interven�ons to create equity and value 
proposi�on for project ac�vi�es. 

 The Safal Couple or ‘successful couple’ theme captures young beneficiaries’ desire for 
individual and joint success. The tagline ‘Soch Mile Jodi Khile’ or a couple prospers when their beliefs 
and ideas are aligned, provides young couples pathways to become a successful couple. The theme 
nudges couples to express and share their desires and arrive at a common vision for their future. This 
sense of partnership will empower couples to overcome personal barriers, nego�ate social and 
gender norms and enhance their agency to seek FP services. 

The theme is extended to create branded 
proper�es for various SBCC channels deployed 
by YUVAA SBCC interven�ons such as 
Yuvaakaars (YC) and Hello Safal.

YUVAA SBCC Interven�on Design
YUVAA SBCC interven�on follows a 
community-based model supported by strategic 
use of digital media. The Yuvaakaars (YC), a 
specially trained cadre of social entrepreneur 
couples form the core of the interven�on. The 
YC couples are recruited from within the 
community to act as behaviour change agents. 
They interact with married women and men 
and their household influencers during 
homebased counseling and group mee�ngs to 
promote HTSP behaviours, build salience for 
modern contracep�ves, and help enhance couples’ knowledge and skills to make an informed choice 
of a contracep�ve method. The YCs also enable easy access to FP services by stocking and marke�ng 
OTC contracep�ves (and other household items) and providing referral to network doctors and 
government health centers.  



The Yuvaakaars are supported by IVRS based community radio - Hello Safal and mobile phone-based 
interven�ons using out-bound dialing (OBD), SMSs and WhatsApp messages. Hello Safalpla�orm 
hosts persuasive and informa�ve content on FP/HTSP related behaviours to support enabling 
a�tudes and norms and build salience for modern contracep�ves. OBD, SMSs and WhatsApp 
messages are u�lized to create awareness on FP/HTSP behaviours, promote Hello Safal content and 
promote SBCC interven�ons.

The YUVAA SBCC strategy and interven�on is designed to achieve its desired goals and objec�ves by 
the end of the program. The unique innova�ons of digital interac�ve behaviour modeling films, 
job-aids, tools, games, etc. has been a great success among the target audience and has the poten�al 

YUVAA follows a sophis�cated MEL framework to enable data driven decision making for all program 
processes, including SBCC. The communica�on ac�vi�es are closely monitored, reported using digital 
formats and processed by the central MIS system developed under DHIS 2 pla�orm. Data from 
program partners — Dharma Life, Gram Vaani and MullenLowe Lintas Group on key input, process 
and output indicators is displayed on the YUVAA MIS dashboard. This enables triangula�on of data to 
understand program effec�veness, support real �me feedback, �mely adapta�on and course 
correc�on. The approach also facilitates informed decision for taking SBCC ac�vi�es to scale. 

Con�nuous monitoring of the SBCC behaviour indicators and interven�ons have shown great 

 to scale-up by like minded organiza�ons including the government. 

intermediate results.

Monitoring YUVAA SBCC Interven�on 
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