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SBC Models and Approaches

• SBC Models and approaches have done very well to identify key drivers of 
human behavior – socio-cultural norms, beliefs and attitudes, self-efficacy 
and societal influence on human decision making

• Program managers in the past have used these approaches with limited 
success as human behavior was widely believed to be rational

• However, recent developments in Behavioral Economics1 show that 
humans are boundedly rational

• Rationality is bounded because there are limits to our thinking capacity, 
available information, and time (Simon, 1982) 

• This leads us to make choices that satisfice2 rather than maximize

1https://www.behavioraleconomics.com/resources/mini-encyclopedia-of-be/bounded-rationality/
2: https://en.wikipedia.org/wiki/Satisficing
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Biases

• Behavioral Economics recognizes cognitive biases as systematic (non-
random) errors in thinking that deviate our judgment from what would be 
considered desirable1 

• These errors happen very quickly when we selectively or improperly intake 
information – resulting in mental shortcuts (or heuristics) that we take in 
day-to-day decision making

• There are many biases that influence our decision making – e.g. availability 
bias whereby people make judgments about the likelihood of an event 
based on how easily an example, instance, or case comes to mind

• Or anchoring bias – a form of priming effect whereby initial exposure to a 
number serves as a reference point and influences subsequent judgments

1https://www.behavioraleconomics.com/resources/books/cognitive-biases-in-a-nutshell-how-to-spot-and-
stop-the-hiccups-in-our-thinking-process-thinknetic-2022/



Availability
Giving greater importance 

to information we can 
easily access or remember

Anchoring
Relying too heavily on the 
first piece of information

Confirmation
 Seeking out or interpreting 

information in a way that 
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Leveraging Biases and Design Thinking

• At BODH, we leverage the principles of behavioral science to go beyond 
identifying the barriers and facilitators to uptake of desired behaviors

• Mapping the barriers (or facilitators) to cognitive biases helps us to frame 
the information in ways that nudge our audience to consider it more 
favorably 

• We co-create1 the intervention solutions by working closely with the 
communities and system stakeholders to design, test and iteratively refine 
the solutions that are feasible, effective and replicable

• Interventions that have the buy-in of community and system stakeholders 
stand a greater chance of impact at scale   

1https://online.hbs.edu/blog/post/what-is-human-centered-design/



PHASE-3: APPLY

Using Behavioral Science and HCD Lens
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How We Use This at BODH
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BODH’s Work: COVID-19 RCCE Support to 

Bihar Govt. 

Formative research to uncover 
community understanding of 
COVID spread and prevention Virtual pretesting of content 

promoting COVID prevention 
and appropriate behaviors

Dissemination of messages 
through social media platforms 
and partner networks



Helping Bihar Govt. Promote COVID Vaccines 

https://drive.google.com/drive/folders/1jZ1r2gehrzBrIWGG4ocsKtzu3OZRHBEq

• Developed 

testimonials from 

influencers and 

opinion leaders to 

reduce vaccine 

hesitancy among 

health workers and 

frontline staff active in 

preventing spread of 

COVID infections



SBCC Strategy for JTSP
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Scale-up for JTSP/PTSP/NRLM

• 15-episode edutainment drama series 

Chatkare Zindagi Ke (Flavors of Life). 

• Messages on maternal & child health, 

nutrition, family planning, gender 

woven in story line. 

• Drama and characters to create 

impact thru emotional connect and 

learning.

• Flexibility to watch/repeat watch 

anywhere/anytime with anyonehttps://www.youtube.com/watch?v=cwtH6g4ti4c



AI, ML & Gamification help FLWs/CWs Engage 

the Audience 

JOB-Aids

Mobile-Games



Engaging Men in Nutrition and FP Decisions

Couples provided with tools to visualize their nutrition habits and 
relate them to their aspirations, along with a financial planning 
course. This encouraged them to have more conversations on 
food choices and make more informed and collaborative 
decisions on what they purchase, prepare and feed their children.

Newly-wed couples enrolled in a financial education course that 
helps them better understand how they can achieve their 
aspirations. This served as a platform to incorporate 
conversations on family planning, delaying, spacing, and limiting 
as a way to reach their financial goals.

Dekh-Rekh: Make healthy habits your family goal Hamari Shadi Hamare Sapne: Build savings, build 
a 'happy family'

www.engagemen.in



Increased engagement 
of men on FP needs to 
fulfill economic goals 

and quality of life

Increased knowledge 
among women on 
fertility cycle and 

contraceptive methods

Increased agency 
among women to 

discuss contraceptive 
use with spouses

Use of Khushhaal 
Parivar and Khushali Ka 
Calendar tools by ASHA 

during Pakhwada

Use of Financial 
Planning  Course and 
HSHS tools by CNRP 

during SHG meetings 

Increased 
contraceptive use 

among migrant 
couples

Innovative Solutions for SRHR Needs of Migrant Families



Innovative Solutions to Increase IFA Adherence 

among Girls and Women



Our Journey of Behavior Change at Scale

Scale
Integration

Layering
Effectiveness 

Testing

Efficacy 
Testing

2019

National Scale-up 
under DAY-NRLMScale-up in the states 

of Bihar and UP11 districts of 
Bihar state

Parivartan in 8 
districts of Bihar

9 blocks added to 
test HN interventions 

2018

2015

2014

2012 Uttar 
Pradesh Bihar

Madhya 
Pradesh

Maharashtr
a

Odisha

West 
Bengal

Jharkha
nd

Telangan
a

Assam

Haryan
a Delhi

Goa

Regional Offices

Head Office

Active in 15 states 

Reaching 163 districts

Impacting 

15.2 million 
lives through direct reach



Our Partners



Recognition for Our Work



Recognition for Our Work



How We Can Work With You?

Behavioral 
Research

HCD for Co-
creating Solutions

ToC, Logic Model, 
LogFrame 

Development

Program 
Implementation 

and Scale-up 

Monitoring, 
Evaluation and 

Learning



4 Key Mantras to Remember



Thank You
Andy Bhanot
+91 98102 53614
abhanot@pciglobal.in
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