
Who are we?
Established in 1999, BBC Media Action is the international 
development organisation of the BBC.  We reach 100 million 
people each year, working with creative communication 
and trusted media to achieve positive change. We support 
the independent media so essential to democracy and 
development. We bridge divides, challenge prejudice and 
ensure people have access to information they can trust. 

We enable people to have their say, understand their 
rights and take action to transform their lives. Working 
with mass media, interpersonal communication and 
community mobilisation, we achieve impact at scale 
across our focus areas of governance and rights, health, 
resilience, humanitarian response and gender equality. We 
have expertise in fragile and conflict-affected societies and 
environments where political, security or other factors 
mean that media is one of the few options available to 
reach and engage marginalised groups. 

We work in the following countries:

Sub-Saharan Africa: Ethiopia, Kenya, Nigeria, Sierra 
Leone, Somalia, South Sudan, Tanzania, Zambia
Asia: Afghanistan, Bangladesh, Cambodia, India, Indonesia, 
Myanmar, Nepal, Thailand
MEE: Algeria, Georgia, Iraq, Jordan, Lebanon, Libya, 
Moldova, Syria, Tunisia, Ukraine, Uzbekistan 

SEXUAL AND REPRODUCTIVE HEALTH AND 
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BBC Media Action’s approach to health 
BBC Media Action works with media and communication 
to address critical health challenges, including adolescent, 
maternal, newborn and child health; nutrition; water, 
sanitation and hygiene; HIV; sexual and reproductive 
health and rights; and other major communicable 
diseases, including malaria, diarrhoeal diseases and 
polio. We are also exploring approaches to address 
non-communicable diseases and their risk factors. We 
view health in its broadest sense, as a state of physical, 
mental and social wellbeing, and our health portfolio 
particularly focuses on people and communities who 
are most vulnerable due to factors such as poverty, 
age, gender, disability or living in conflict-affected areas. 

We inspire and empower people to make informed 
decisions to improve their own, and their family and 
community’s, health whilst reducing behaviours and 
addressing social norms that cause harm or put health at 
risk. We recognise that health is often influenced by factors 

beyond the control of the individual.  This means that it is 
important to engage social networks, such as whole 
families and communities, around an issue that affects an 
individual’s health. We also consider the broader context 
that influences health and wellbeing, such as gender and 
power dynamics,  gender-based violence and social exclusion. 
Our work is powered by creativity, constantly seeking 
innovative responses to complex health issues and going 
beyond message-based approaches. We develop content 
and activities to increase understanding, encourage 
discussion and build skills and efficacy, which can 
drive change around health-related behaviours and norms. 

We also support the development of stronger and more 
responsive health systems, including through capacity 
strengthening work with government health departments 
and health workers.  We provide media and community 
spaces for citizens to participate in building a health system 
that meets their needs and to hold key stakeholders to 
account for health policy, expenditure and service provision.
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Research
Local researchers use a mix of methods to understand 
audiences’ media and communication habits 
as well as their needs, beliefs, behaviour and 
influencers. These insights inform our programme 
strategies, and content is tested to ensure it resonates 
with its target audience. We also use research to adapt 
activities and evaluate. 

Capacity Strengthening
We work with local and national media organisations, 
government agencies, civil society organisations 
(CSOs), health workers and development agencies 
to strengthen capacity to achieve positive 
health outcomes through media and 
communication. This is vital for sustainability.

Production and Dissemination of Media 
Content
Creative, informative and engaging media outputs 
are at the heart of our work.  We use TV, radio, 
online and mobile platforms and produce a range 
of factual and entertainment formats (such as 
dramas, magazine shows, discussions and spots) to 
engage with audiences as well as supporting effective 
conversations between health service providers or 
educators and their communities.  
We combine these platforms and formats to achieve 
greatest regular reach, engagement and impact.

Outreach: Community Mobilisation and 
Interpersonal Communication 
Many people have limited or no access to media 
due to their location, gender, age or circumstance. 
We use a range of outreach activities, such as 
discussion groups, live recordings or community 
events to engage with excluded audiences. 
We also use face-to-face and online 
communication strategies to stimulate the 
household and community level discussion that 
is critical to empowering populations to improve 
health and demand action from key stakeholders.

How we do it

Key Differentiators
The following factors are key to our success in 
achieving scale, sustainability and impact:

• Trust: Effective health communication must come 
from a credible source. BBC Media Action is 
closely linked with the BBC, which is trusted by 
people across the globe, from the household and 
village level, through to heads of government. We 
establish trusted programme brands and involve 
respected figures from within communities in our 
work.

• Creativity and high production values: We 
work in often very competitive media markets. 
We harness the creative talent available from 
across the BBC, our other media partnerships and 
local creative industries to develop content which 
attracts, entertains and inspires audiences.  

• Reach and engagement: We reach millions 
of people with our health programming, which 
is critical for cost-effectiveness. However, one-
off reach is not enough if we are to help people 
voluntarily change complex behaviours and social 
norms at scale. So, our comprehensive media and 
communication projects are skilfully designed to 
ensure that we engage people regularly and use 
varied formats and platforms to inspire people in 
different ways.

• Understanding audiences: Formative 
research is vital to understand people, their 
communities and their external environment. 
We use segmentation to understand specific 
audiences’ needs, barriers and motivators and their 
key influencers – the people who can enable 
or hinder the uptake of healthier behaviours and 
practices by our target groups. We also pay close 
attention to understanding the role of social norms.

• Beyond messaging: We go beyond sharing 
messages or information to increase our audience’s 
knowledge. Our evidence shows that it is also 
critical that people discuss health issues with 
trusted others and believe that safer and healthier 
practices are beneficial, possible and becoming 
common and accepted in their community. In many 
cases, challenging deep-seated social norms 
that prevent people from realising their right to 
health is also vital to supporting positive change. 

• Working in partnership: We work with local 
and national media as well as government health 
departments, CSOs, academics and health workers. 
This enables our work to go beyond mass media 
- reaching those without media access; sparking 
household, community and society-wide discussion; 
and embedding health communication within wider 
health systems. 
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BBC Media Action’s Approach to Sexual and 
Reproductive Health and Rights (SRHR)
Helping people to understand and believe in the right 
to a safe and satisfying sex life and choose if, 
when and how many children they have is very 
complex.  The ability to choose and issues of consent 
are closely linked to social identity and norms including 
those related to gender, age, sexuality, ethnicity, disability, 
education and economic situation. We apply a strong 
gender lens to all our SRHR work and seek to recognise 

and address social norms that cause harm, such as 
gender-based violence or early marriage and pregnancy, 
including in humanitarian contexts where uncertainty 
and insecurity can increase levels of sexual violence. 
From providing basic sexuality education to 
openly discussing taboo topics such as sex, modern 
contraceptive methods, relationships and consent, BBC 
Media Action uses appropriate media and communication 
platforms and formats to help people break down barriers 
and realise their sexual and reproductive health and rights. 
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Case Study:  Tikambe! Helping Young People and their Influencers to Talk Openly about Sexual 
Health

It’s not easy to find someone to talk to about sex, 
or to access youth-friendly sexual health services in 
Zambia. This can make it hard for young people to 
prevent unintended pregnancies or protect themselves 
against sexually transmitted infections (STIs) and HIV. 
Tikambe! (Let’s Talk!) is a BBC Media Action project, run 
with partner Restless Development, which supports 
the uptake of healthier SRHR behaviours. Tikambe! is 
designed to engage young people (15-25 years old) 
through: 

• mass media created with young people - TV, radio, 
social media and telephone service; 

• interpersonal communication: including peer-
to-peer lessons; listening groups; and outreach 
events at schools, youth clubs and in communities; 
and

• training for key service providers and media 
practitioners to provide sexual health information 
in a manner that is unbiased, non-judgemental and 
accessible to young people.

We also support the development of strong role models 
and challenge discriminatory gender norms. We work 
with celebrities, presenters and social influencers and 
engage the key stakeholders who affect young people’s 
ability to realise their SRHR, such as parents, religious 
and traditional leaders and policy makers.

Our mass media content (TV, radio and/or Facebook), 
put together by young production teams and journalists 
supported by BBC Media Action, has achieved a high 
overall reach of 54% of our target audience of 15 – 
25 year olds in four districts, with 38% of the target 
audience engaging regularly with the media content.

Controlling for other factors, regression analysis shows 
that young people regularly reached by Tikambe! (TV, 
radio and/or Facebook) as compared to those not 
reached were:

• Knowledge: 1.6 times more likely to be able to 
name more than four methods of contraception.

• Discussion: more likely to say they were ‘very 
likely’ in the near future to talk with a potential 
partner about preventing HIV (2.1 times more 
likely) or about preventing STIs (2.4 times).

• Efficacy: 1.8 times more likely to say that they felt 
‘very supported’ by the key people in their life and 
community around various SRHR issues. 

• Behavioural intent: 1.8 times more likely to say 
they were ‘very likely’ in the near future to get 
tested for an STI. 

• Behaviour: 2.1 times more likely to have visited 
a health centre to discuss issues related to sexual 
and reproductive health in the last 12 months. 
Descriptive analysis also found that 31% of those 
regularly reached said that they had done something 
different in terms of their SRHR as a result of 
Tikambe! including using modern contraceptive 
methods and seeking information on SRHR issues.

Phase two of Tikambe! includes a stronger focus on 
reimagining relationships between young women 
and men – challenging assumptions about power 
and control and perceptions of masculinity and 
femininity, and showcasing relationships based on 
mutual respect, love and support rather than transaction. 
This aims to contribute to more collaborative decision-
making about SRHR within relationships. We are also 
enabling more open and supportive discussion 
between parents and their children around pregnancy 
choices and reframing accessing services as a 
proactive rather than reactive behaviour, helping 
to reduce the negative associations around engaging 
with SRH clinics and changing perceptions of 
condom use as a positive expression of care rather 
than associations with infidelity and lack of trust.



Since we were founded 20 years ago, BBC Media 
Action has developed a reputation for highly innovative 
and creative media and communication initiatives 
in the field of SRHR.  Our current SRHR portfolio 
includes particular focus on the following areas.

Addressing the Norms That Put Sexual and 
Reproductive Health at Risk 
We are committed to supporting women and girls to 
have greater control over their SRHR, recognising 
that discriminatory gender norms pose a major risk in 
many contexts. In 2019 we launched a large-scale initiative 
to support women and girls’ SRHR in South Sudan. We 
are at the early stages of the project, but our formative 
research has highlighted the pressures on girls particularly, 
but also boys, to marry and bear children early and have 
as many children as possible. The concept of consent 
in relationships is not known nor believed in by many: 
husbands make decisions on behalf of their wife or 
wives, including on SRH, and gender roles are reinforced 
by men and women. BBC Media Action is tackling 
these challenges through factual radio programming 
and drama; training with media partners and CSOs on 
gender, rights and gender bias; and community outreach, 
including a toolkit for CSOs working with young people. 

Tackling Taboos to Support Young People’s SRHR 
Much of our work on SRHR focuses on supporting young 
people as they navigate the changes and experience of 
adolescence. In Bangladesh, our Generation Breakthrough 
project included a radio programme, interactive mobile 
games, ringtones, spots and street drama on SRHR 
issues for 10 – 19 year olds. Evaluation showed that the 
programme provided adolescents with a vital source 
of information on topics previously deemed taboo, 
such as SRHR, sexuality, gender equality and preventing 
gender-based violence, and dispelled misperceptions about 
the physical and emotional changes during puberty. Building 
on our experience, we have now developed the Hello 
Check! youth-focused brand which has encompassed a 
prime-time factual  TV series, weekly live radio programmes 
and digital content primarily published via a vibrant 

Facebook page with videos, quizzes and live broadcasts. 
Topics include child marriage, life skills, family relationships 
as well as SRHR more broadly. Content has also been 
repackaged into interactive tools for use by frontline 
health workers. As well as materials designed to help 
young people access key health services, we have designed 
digital games to help young Bangladeshis to build life skills 
for critical thinking, discussion, negotiation and decision-
making and to identify solutions to real-life scenarios. 
Qualitative research with audiences has found that the 
project is useful at dispelling myths around contraceptives 
and birth spacing; providing suggestions about how to 
discuss or negotiate issues with parents, maintain healthy 
relationships and deal with sexual harassment; and inspiring 
audiences to challenge discriminatory gender roles. A 
mixed method evaluation has found that community 
screenings of Hello Check! content have sparked discussion 
within communities, particularly around the health risks 
of early pregnancy and the harm that harassment (‘eve 
teasing’) of young girls can cause. There is also evidence of 
participants intending to take action against child marriage.

Capacity Strengthening for Health Workers and 
Media Professionals on SRHR Communication
BBC Media Action has extensive experience in capacity 
strengthening for local media partners in health 
communication. Our Tikambe! project in Zambia has 
involved in-depth support for five radio partners 
to produce programming on SRHR issues. This has 
resulted in media practitioners being more factual in 
their content, adopting a less judgemental tone in their 
SRHR programmes and being more conscious of not 
perpetuating gender norms in their output.  We also work 
with health practitioners, government departments and 
CSOs to strengthen communication about health. For 
instance, in Bangladesh, we have developed a mobile 
phone app to help health workers communicate 
better with their clients in urban slums about SRHR, 
which features short videos and animated infographics. 
Health workers report that the job aid app is particularly 
useful in dispelling myths about family planning methods. 
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Find out more:
progdev@bbc.co.uk
Follow us on social media:  
@bbcmediaaction

Front page: Actors on the set of the Love9 drama series in Cambodia.
Page 2: A BBC Media Action producer conducting an interview for Our Tukul, a radio 
programme addressing reproductive, maternal, neonatal and child health in South Sudan.
Last page: Hello Check! studio recording in Bangladesh. 
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