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[bookmark: _Toc102127556]Key findings 
· The programme contributed to positive shifts in beneficiaries’ attitudes and behaviours in sharing of household duties, men’s engagement in childcare, positive parenting, and intimate partner violence (IPV). Participants were better able to identify and challenge discriminatory attitudes and behaviours, and felt more confident to do so.
· There was as yet little evidence of social norm change in the wider community around immediate beneficiaries. Individuals and couples often faced resistance, criticism and stigma for behaving in gender equal ways, especially from mothers-in-law and male relatives. Men sometimes hid their new behaviours to avoid social sanctions.
· Positive deviant approaches and parenting interventions (including but not restricted to Programme P) were most effective methods for shifting attitudes and behaviours, as a result of the longer-term engagement, repeated interactions with beneficiaries, and the impact of peer-to-peer learning.
· Arts and sports-based approaches, such as interactive theatre, musical events, sports competitions, photography projects, murals and songs were successful at raising awareness, generating interest and engaging young people. However, without follow-up activities such as facilitated debates, media discussions, working with educational institutions, or local advocacy, it is unlikely that they will lead to sustained behaviour change.
· Using fatherhood as an entry point was, based on qualitative evidence, effective in engaging men in gender equality and overcoming resistance, but may have limited the programme’s ability to challenge patriarchal norms around male power, such as gender-based violence (GBV) and ideas of male guardianship.[footnoteRef:2] [2:  Please note that at the time of this evaluation, the final quantitative monitoring and evaluation data of the fatherhood and parenting approaches was not yet available] 

[bookmark: _Toc102127557]Key Recommendations
· Widen the targeting of the programming to include family and peer groups, including parents, young people, religious and community leaders, and local government in specific geographical communities. This would move the programme from an individualistic approach to behaviour change towards a social norms-based approach.
· Encourage further synergies between the different activities and levels of intervention, for example connecting community work with advocacy among religious leaders and labour unions.
· Support beneficiaries to promote new norms in their communities by setting up local platforms to share ideas, experiences and challenges. Provide guidance on handling backlash and resistance.
· Extend the duration of engagement with community members, to allow for sustained work on norm change. There might be a role for light-touch follow-up with beneficiaries continuing for a year or two after their initial intensive engagement.
· Introduce social norms indicators into the results framework and monitoring system, for example empirical and normative expectations, the existence of sanctions, or evidence of religious and community leaders speaking out in favour of gender equality.

1. [bookmark: _Toc102127558]Introduction
Background
This paper presents a thematic case study on social norms and behaviour change achieved as part of the United Nations Entity for Gender Equality and the Empowerment of Women’s (UN Women’s) Men and Women for Gender Equality (MWGE) programme. The programme was conducted across six countries (Lebanon, Egypt, Palestine, Egypt, Jordan and Tunisia) in two phases between 2015 and 2022.
The structure of this paper is as follows:
· Introduction: this section describes the background, objectives and methods used in the case study.
· Design of Activities: outlines how the approach was designed, including formative research, adaptations to local contexts, and learning between Phase I and Phase II.
· Because I Am a Man (BIAM) campaign: this section assesses the BIAM campaign, including strategy, adaptations and effectiveness. the relationship between the regional, national and local communications, and how the mass communications work supported the community-based activities is considered.
· Social norm and behaviour change activities carried out by the programme: this section outlines the approaches used at community level, and considers their roles in social norm and behaviour change. The approaches include: Positive Deviance;[footnoteRef:3] arts-based activities; sporting activities; and Gender Transformative Parenting (GTP), including Program P.[footnoteRef:4] [3:  This is an approach to behavioural and social change based on the observation that in any community there are people whose uncommon but successful behaviours enable them to find better solutions to a problem or follow a happier and more fulfilling lifestyle than their peers, despite facing similar challenges and having no extra resources or knowledge than their peers. These individuals are referred to as positive deviants.]  [4:  Program P is designed by Promundo and described  as ‘a direct and targeted response to the need for concrete strategies to engage men in active fatherhood from prenatal care through delivery, childbirth, and their children’s early years.’ https://promundoglobal.org/programs/program-p/ ] 

· Results: programme data and primary research findings: here we assess the programme’s contribution to positive change in knowledge, attitudes, practices and social norms regarding gender equality.
· Conclusions and recommendations: this section describes our conclusions and presents recommendations for future programming.
The case study focuses on countries which have been part of the programme since Phase I (Lebanon, Egypt, Palestine and Morocco), as this is where changes in behaviour are expected to be seen. Behaviour and attitude change are part of the Phase II Results Framework, and are measured in the programme via the Gender-Equitable Men’s Scale (GEMS)[footnoteRef:5] as follows: [5:  GEMS is a gender index based on the International Men and Gender Equality Survey (IMAGES), designed by Promundo. This is the tool used to assess progress towards behaviour change targets in their MWGE Results Framework. https://promundoglobal.org/resources/measuring-gender-attitude-using-gender-equitable-men-scale-gems-in-various-socio-cultural-settings/ ] 

· Outcome 1: Communities have more gender equitable behaviours (measured through the GEMS).
· Output 1.1: Interventions for challenging social norms and promoting gender equality are implemented and replicated (which includes a sub-indicator for attitude change)	.
· Output 1.2: A regional model for engaging fathers in gender equality exists.
More equitable behaviours among communities are intended to combine with key institutions promoting gender responsive practices, and laws, policies and strategies to promote gender equality, to contribute to the programme impact, ‘Men and women in Arab societies can equally exercise their rights and opportunities as active citizens in their communities and countries’.[footnoteRef:6] [6:  MWGE Programme ToC.] 

Output 1.1 covers community-based interventions, while Output 1.2 includes the BIAM mass communications campaign. The indicators cover individual-level changes, and do not measure shifts in wider social norms. 
Within the MWGE Theory of Change (ToC), social norm change is positioned at the micro level of the socio-ecological framework, relating to activities which target community members directly. However, it is recognised that social norm change also requires work at the meso (institutional) and macro (legal and policy) levels of the framework.
The specific objectives of this case study are: to assess the effectiveness of the programme in contributing to positive shifts in attitudes, behaviours and social norms; and to make recommendations for future programming.

Analytical framework
The analytical framework used to explore behaviour and social norm change is an enhanced version of the Knowledge, Attitudes and Practices (KAP) model, strengthened by including social norms and self-efficacy- the UNICEF Act Framework for Measuring Social Norm Change.[footnoteRef:7] Itad’s approach is consistent with the socio-ecological model[footnoteRef:8] and the MWGE ToC. The case study focuses on changes among the first two beneficiary groups identified in UN Women’s Evaluation Terms of Reference (ToR): [7:  For further details of this model, see the UNICEF Act Framework for Measuring Social Norm Change. https://www.unicef.org/documents/act-framework  ]  [8:  See for example https://www.who.int/groups/violence-prevention-alliance/approach ] 

1. a diverse population of men, women, boys, and girls at the community level;
2. the public, with a focus on young men and young women, reached through awareness raising interventions and campaigns.
The Itad analytical model looks for evidence of shifts in knowledge, attitudes, self-efficacy, behaviours and social norms.[footnoteRef:9] [9:  The model is described in greater detail in the Results Section of this report. social norms are defined as  ‘the unwritten rules about the way people are expected to behave within a social group and what is considered to be acceptable behaviour’. Reference?] 


Methods 
The methods used for this case study comprised:
· a review of programme documents and results, including the baseline–endline surveys[footnoteRef:10] and Virtual Monitoring Reports of community-based organisations (CBOs);[footnoteRef:11] [10:  Baseline–endline surveys for Palestine, Lebanon, Morocco and Egypt.]  [11:  The virtual monitoring of community grants was conducted by the Regional monitoring and Evaluation Specialist of the MWGE programme in Egypt, Morocco, Lebanon and Palestine. The monitoring comprised a series of interviews with national and local CBOs conducted online – hence ‘virtual monitoring’ – combined with documentary review.] 

· key informant interviews (KIIs) with UN Women staff in country and at regional office level;
· KIIs with community organisations tasked with implementing community interventions;
· 18 focus group discussions (FGDs) with beneficiaries of the programme in Egypt (8), Morocco (4) and Palestine (6).[footnoteRef:12] [12:  Focus groups were not conducted in Lebanon, owing to security and infrastructure challenges.] 

A full list of stakeholders and FGDs conducted can be found in Annex 9 of the main evaluation report. 
For the community-based initiatives, there is a range of data sources. Beneficiary surveys have been conducted at baseline and endline in Palestine, Lebanon, Morocco and Egypt. These provide quantitative data on shifts in attitudes and behaviours among direct beneficiaries. Virtual monitoring of CBOs in the four countries adds qualitative insight, and the Most Significant Change stories provide examples of changes. These can be triangulated with the FGD and KII data collected during the evaluation to address the question of effectiveness at outcome level – shifts in attitudes and behaviours among beneficiaries. However, programme monitoring for MWGE does not explicitly measure social norms. The case study is therefore dependent on KIIs with CBOs and FGDs among beneficiaries to assess social norm change, and this qualitative data will be indicative rather than conclusive. Also, Focus Group participants were invited by the implementing CBOs, and therefore may not be representative of the total beneficiaires targeted by the CBOs. There is scope for selection bias which may over-state the impact of programme activities.
This section has outlined the background and methods used in the case study. The following section describes the process of designing and adapting the programme approach.
1 [bookmark: _Toc102127559]Design of social and behaviour change activities
Summary: This section describes how the programme approach was designed, including the formative research, selection of intervention topics, adaptations to local contexts, learning between Phase I and Phase II, and linkages between community-based interventions and other programme activities. 
Interventions to address negative attitudes, behaviours and norms were based on robust data and adapted to local contexts. This led to a focus on shared household duties, male engagement in child care, and combating Violence Against Women and Girls (VAWG). Fatherhood was selected as an effective entry point to engage men and boys in gender equality, and GTP programmes were adapted for each country. Linkages and synergies between programme components varied in effectiveness between countries.
Selection of focus for interventions
Interventions for challenging discriminatory norms and promoting gender equality were informed by the results of the IMAGES surveys conducted in each country.[footnoteRef:13] This is a rigorous and internationally validated survey of attitudes and behaviours on gender equality. The survey tools were adapted to ensure their relevance and cultural sensitivity (for example, a new section on female genital mutilation (FGM) was added to the Egypt survey), and target audiences were selected to ensure coverage of key minority groups (for example, a sample of Syrian refugees was added to the survey in Jordan). Qualitative studies were conducted to provide deeper insight into the quantitative survey data. In Phase I, qualitative and quantitative studies were conducted and reported separately, but in Jordan in Phase II, IMAGES was conducted and reported as an integrated mixed-method study. [13:  Promundo-UN Women (2017). Understanding Masculinities: Results from the International Men and Gender Equality Survey (IMAGES) – Middle East and North Africa Egypt, Lebanon, Morocco, and Palestine.] 

Based on the results of the survey, the following topics were selected for intervention:
· sharing of household chores and childcare;
· positive parenting and communications between couples, including fatherhood activities such as Program P;
· combating GBV, with a focus on sexual and intimate partner violence and sexual harassment in the streets;
· addressing gender norms and roles, for example on ‘guardianship’ and men’s perceived right to control the behaviour of women.
Individual CBOs selected their thematic focus in consultation with the national CBOs. For example, in Egypt, Al Shabab initially intended to focus on early marriage, but after consultation with CARE they decided to target positive parenting. In Lebanon, Musawat targeted young Syrians, Palestinians, and Lebanese in three camps (Beddawi, Nahr al-Bared and Binatin), but they ensured that they consulted with camp elders and people’s committees to gain their support before starting activities.[footnoteRef:14] Also in Lebanon, Abna Said mentioned that they started their work focusing on shared household chores, as this was less controversial than, for example, LGBT rights.[footnoteRef:15] [14:  Virtual Monitoring Report, p. 17, Lebanon.]  [15:  KII 33] 

The concept of ‘fatherhood’ was selected as an entry point for working with men and boys, as it was a topic which men were interested in and wanted to engage with. Interventions were also framed in a culturally sensitive manner. For example, the country representative for Egypt said men needed to be seen as ‘partners not perpetrators’, and that it was important to show the benefits of gender equality for men as well as for women.[footnoteRef:16] The Brilliant Future Association and Benaa in Palestine both emphasised to potential beneficiaries that positive parenting was a route to a happier and less stressful family life and to better relationships between husband and wife.[footnoteRef:17] While this approach was successful as an entry point in engaging men, gaining government buy-in, and minimising backlash, it may have limited the programme’s ability to challenge patriarchal power structures in areas such as GBV, male guardianship, and men’s presumed entitlement to control women. Given the differences in openness to changing gendered attitudes and behaviours between different age groups evidenced by the monitoring data from MWGE, it might be worthwhile, in a future stage, to explore more transformative ways of working which are targeted at younger age groups, based on contextualised formative research and an assessment of risks. [16:  KII 12]  [17:  Virtual Monitoring Report, Palestine.] 


Gender Transformative Programme (GTP)
Program P, a fatherhood programme designed by Promundo, was adapted for implementation in the four countries. Lebanon was the first country in which Program P was implemented in Phase I, led by ABAAD, who conducted formative research to tailor the toolkit. The plan was to institutionalise Program P into the Ministry of Social Affairs in Phase II, but owing to the crisis this is on hold, and the CBOs are now planning to incorporate Program P into their own work.[footnoteRef:18] In Egypt, owing to disagreements about appropriate partners and deviation from the original Program P methodology, Promundo withdrew from the implementation of Program P. The country office,  ROAS,  and local partners Wellspring and CARE took this opportunity to create a new intervention tailored to the Egyptian context. A GTP programme was designed, centred around residential camps targeting whole families rather than only men. The methodology for the programme involved two weekend camps, over two weekends, targeting socio-economically disadvantaged families. Government partners from the Ministry of Youth and the National Council for Women were trained to deliver the programme, leading to strong national ownership. This has proven popular with both beneficiaries and the Government of Egypt, although there are questions around the sustainability of this model (see EQ 8 in the main evaluation report).[footnoteRef:19] [18:  KII 24]  [19:  We understand that the quantitative evaluation results, which were not available at the time of writing, also raise questions about the effectiveness of the model and the return of investment. In addition, according to the UN Women Programme Officer, Wellspring was not considered to have a strong gender competence, and this factor may have also contributed to the weaker results.] 

In Palestine, Program P has been piloted in Phase II of the programme. The curriculum has been adapted to take account of the impact of the security situation on children and families and the resulting trauma this created.[footnoteRef:20] Training has taken place and five fatherhood camps have been implemented.[footnoteRef:21] In Morocco Program P was introduced in 2021, and implementation was in October 2021 to January 2022. The training of trainers has been conducted and the curriculum adapted – for example, to include the issue of fathers who may be absent from home because they need to travel to work. [20:  KII 19]  [21:  KII 39] 


Adaptation and learning between Phase I and Phase II
In Phase I, 76% of the budget was invested in tackling VAWG, with 11% spent on men’s caregiving and working with young people. Phase II saw a move away from VAWG and an increase in spending on men’s engagement and working with young people. In Phase II, 16% was spent on tackling violence against women, with 39% spent on men’s caregiving and fatherhood, and 35% on working with youth to challenge gender inequitable social norms. CBO interventions in Phase I lasted 6 months, but in Phase II their duration was extended to 15–18 months.[footnoteRef:22] [22:  This refers to the duration of the contracts with the CBOs, not the engagement with beneficiaries, which might be considerably shorter.] 

[bookmark: _Toc97461250]Table 1: Changes from Phase I to Phase II of MWGE
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	Phase I
	Phase II

	Budget allocation
Prevention of VAWG
Men’s caregiving/ fatherhood
Youth/ gender norms
Other 
	
76%
4%
7%
13%

	
16%
39%
35%
10%

	Duration of CBO grants
	6 months
	15–18 months

	Egypt
	· Focused on violence against women
· Used sporting activities

	· Focused on men’s caregiving and engaged fatherhood
· Developed GTP programme

	Lebanon
	· Umbrella organisation was Save the Children, an international non-governmental organisation (NGO)
	· Shifted to KAFA as the umbrella organisation  (a national feminist CSO)
· Shifted to more explicit feminist approach
· Moved away from men’s caregiving towards advocacy on feminist issues
· Programme beneficiaries trained to deliver the programme

	Morocco
	· Umbrella organisation was Quartier Du Monde, an international NGO
· Focus of work was on fatherhood, with use of theatre approaches led by Theatre Acquarium
	· Shifted to the Institut Marocain de Développement Local (IMADEL), a national umbrella NGO
· Quartiers Du Monde took on implementation of Programme P, based on their experience in Phase 1
· Theatre and arts approaches were more widely used
· CBOs were trained in advocacy and implemented campaigns on parenting leave and violence against women
· 43% of budget was dedicated to men’s caregiving and fatherhood, with 43% to working with youth on gender norms, and 14% on prevention of VAWG

	Palestine 
	· Worked only with men and boys
· Worked on inheritance rights, early marriage and political participation
	· Shifted to working with couples
· Focused on shared household chores, childcare and fatherhood



UN Women and CBOs learned from their experiences in Phase I and adapted their interventions in light of this. In Lebanon, a decision was taken to shift the emphasis away from men’s caregiving and engagement fatherhood in Phase II and towards legal and justice issues which impacted on women. This was in response to feedback from local feminist groups who felt that the programme was too centred around the needs of men. The national umbrella CBO was also changed, from Save the Children in Phase I to Kafa, a Lebanese feminist group, in Phase II, to encourage local ownership.[footnoteRef:23] [23:  KIIs 24] 

CBOs also became aware of the need to work with both men and women on gender equality. In Morocco, one of the CBOs started out by involving only young women and girls, but they realised that men and boys also needed to be involved.[footnoteRef:24] In Palestine, the focus in Phase I was on working only with men and boys, but in Phase II they engaged with men and women together.[footnoteRef:25] In Lebanon, some of those who had been programme beneficiaries in Phase I were trained to deliver the programme in Phase II, building on their experiences and increasing the efficiency of the process. [24:  KII 92]  [25:  KII 82] 

There was also a refining of the focus of activities in Phase II. In Palestine, interventions had targeted inheritance rights, early marriage and political participation in Phase I, but in Phase II the focus was on sharing household chores and childcare.[footnoteRef:26] In Egypt, Phase I focused on GBV, gender equality and men’s engagement, while Phase II focused on positive parenting and child rearing, and to a lesser degree parental leave. Similarly in Morocco, key themes in Phase I were  gender equality, GBV prvention and engagement with men and boys.[footnoteRef:27] These were continued in Phase II with the additional focus on positive fatherhood and parental leave. In Lebanon, the country office emphasised the need to maintain a clear focus through the MWGE programme rather than trying to address gender norms on in an all-encompassing way. For example, in Phase II they had prioritised a campaign combating sexual harassment among taxi drivers, based on feedback from women, which was combined with policy advocacy on the same theme. [26:  KII 82]  [27:  Furthermore, one of the national grantees, the feminist NGO AMDF worked on analyzing laws from a gender perspective, and Theater Aquarium developed theatre for changing social norms, which was continued in Phase II] 

3. [bookmark: _Toc102127560]Because I Am a Man: mass communications campaign
Summary: This section assesses the BIAM campaign, including strategy, adaptations and effectiveness. We consider the relationship between regional, national and local communications, and how effectively the mass communications linked with the community-based activities.
The BIAM campaign reached a huge number of people and generated considerable engagement. Communications materials (such as social media posts, animations, videos, radio shows and short dramas) were produced at regional, national and local levels. Locally produced materials were often used to support the community-based activities, but awareness of the regional materials was patchy among local CBOs and beneficiaries. There was a lack of alignment between some nationally produced materials and the regional campaign guidelines, which may limit the campaign’s impact.
BIAM is a regional fatherhood campaign designed to raise awareness of gender equality issues and to support the activities on gender equality and fatherhood implemented by the CBOs. In Phase I of the programme, the communications were intended to raise awareness of the fatherhood campaign and change attitudes regarding fatherhood. In Phase II of the programme, the role of the communications campaign was expanded to include a stronger call to action.[footnoteRef:28] The movement restrictions brought in during the COVID-19 pandemic meant that many community activities were delayed, moved online, or suspended altogether. Mass communications, in particular social media, remained one way for the programme to continue to engage with beneficiaries. [28:  UN Women (2020). ‘Because I am a man’ – Phase II Campaign Strategy.] 

Within the Phase II results framework, the target for the communications campaign is to reach 200,000 individuals, and falls within Outcome 1.2 (A regional model for engaging fathers in gender equality exists). UN Women did not require targets to be set for campaign effectiveness, such as recall of key messages, relevance, or effectiveness of the call to action. Thus, only reach data has been monitored, and data on effectiveness of the mass communications campaign has not been collected. , This was nonetheless a missed opportunity and it is suggested to strengthen the monitoring and evaluation (M&E) of communications campaigns in the recommendations of this evaluation.
[bookmark: _Toc98405036]
3.1 Campaign strategy and adaptations
The campaign strategy ‘Because I Am a Man’ – Phase II Campaign Strategy (UN Women 2020) is based on robust evidence on attitudes and behaviours in the Middle East and North Africa (MENA) region, derived from the IMAGES surveys conducted in Egypt, Morocco, Palestine and Lebanon. The strategy identifies fatherhood as an entry point for engaging men in gender equality, noting that this topic interests men and is not much addressed in the region.
The objectives for the first year of the Phase II campaign were to raise awareness of men’s responsibilities as fathers and to shift attitudes about the role and value of men engaging in household duties and childcare. Objectives for the second year of the campaign were to deliver a call to action encouraging men to share household duties and childcare, prevent violence against women, or otherwise promote and engage in gender equality (for example by joining campaigns for paternity leave). It is important note that Because I Am a Man is not only the campaign name: it is a brand which should unite the campaign, giving it a consistent image, visual appearance, tone of voice and personality.[footnoteRef:29] The brand identity is intended to be positive, inspirational, happy, successful, friendly, and to link gender equality with successful families. [29:  UN Women (2020). ‘Because I am a man’ – Phase II Campaign Strategy. Section 8: The Brand.] 

The strategy appears to be well designed, driven by a solid evidence base, with a clear understanding of target audiences and channels. There could be greater clarity around the call to action and campaign messages. There is a large number of potential messages and calls to action, and communications theory emphasises the need for a single clear message repeated over time to make an impact. However, it is understood that the strategy offers a menu of options rather than a finalised media plan, and individual country offices can select specific messages depending on their local contexts.
The campaign was adapted to respond to the COVID-19 pandemic, both in terms of messages and media. The regional office produced a Concept Note proposing ways to adapt the campaign with relevant messages[footnoteRef:30] and a shift to social media. It was known that violence against women was likely to increase during the lockdowns;[footnoteRef:31] that women would bear the brunt of the increased childcare and household duties; and that women’s employment was likely to suffer more than men’s as a result of lockdowns.[footnoteRef:32] [30:  UN Women. Concept Note: Adaptation of the ‘Because I Am a Man’ Campaign to #COVID19 Outbreak.]  [31:  UN Women (2020).The Impact of COVID-19 on Violence against Women and Girls in the Arab States through the Lens of Women's Civil Society Organizations.]  [32:  Moghadam, V.M (2021), COVID-19 and female labour in the MENA Region. Available at: COVID-19 and Female Labor in the MENA Region | Middle East Institute (mei.edu)] 

The COVID-19 adaptation strategy recommended leading on social media, with key messages around preventing violence, reducing anxiety, and capitalising on men being at home to engage them in household duties. There was a focus on fun activities and positive benefits for families of working together, and a strong call to action for men to get involved in childcare. Local CBOs and country offices also made their own adaptations, such as producing more video content[footnoteRef:33] and moving engagements with beneficiaries onto social media.[footnoteRef:34] [33:  KII 9]  [34:  FGD 11; FGD 17; FGD P6; KII 85] 


3.2 Communications materials produced
The BIAM campaign is a regional campaign, with strategy, messages, brand identity, and a range of communications produced at the UN Women regional office. The UN Women regional office advises country offices on national strategies and materials, and supports national activities as required. However, country offices and individual CBOs have considerable latitude to design their communications approaches, materials and messages. Thus, in practice the campaign compromises a range of materials produced at regional, national and local levels, and not all are aligned with the regional BIAM campaign and brand.
The regional office has produced communications materials for local use and adaptation, including: social media cards and animations; videos showcasing role models; videos publicising the findings of the IMAGES surveys; infographics on how men can share household duties; testimonials from fathers; guidance for social media influencers; and a wide range of photographs.[footnoteRef:35] These have been promoted by country offices on their social media channels and adapted with local statistics and languages. The communications team in Tunisia appreciated the regional guidance, as Tunisia started its campaign before full results from the IMAGES survey were available.[footnoteRef:36] The Morocco communications specialist commented that the regional materials were appropriate for the Moroccan context, as many issues were common across the Arab region.[footnoteRef:37] [35:  See Annex 8: Communications Products.]  [36:  KII 59]  [37:  KII 93] 

However,  regional adherence to the strategy and brand guidelines was not always ensured, and country offices took different approaches to their own communications campaigns. Country offices have varied in the degree to which their communications align with the regional strategy: Palestine aligns well with it, and so does Morocco to a degree; in contrast, Lebanon tends to follow its own path (as does Egypt to some extent), without a great deal of reference to ROAS. Further details by country follow in the remainder of this section. Equally, CBOs who produced their own communications materials were not required to align these with the regional BIAM campaign. In Palestine, there was strong co-operation between national CBOs and the regional communications consultant, resulting in good alignment of messaging. In others, such as Lebanon, there was very limited collaboration, and national messaging was not aligned with the regional campaign.
The BIAM campaign started in Egypt in Phase I, where videos were produced with celebrities and social media influencers, including the footballer Mohamed ‘Mo’ Salah. In Phase II Egypt has continued to work with social media influencers and celebrities, as well as producing short films promoting specific aspects of gender equality.[footnoteRef:38] The National Council for Women has owned the campaign and promotes BIAM through its own outreach work and activities. This has the advantage of strong national ownership, but also can create tensions, for example where NCW’s preferences may not be suitable to other countries. [38:  KII 95] 

Morocco was very active in Phase I, with a photo competition on the theme of fatherhood, as well producing theatre, cartoons and videos. In Phase II, the Hit Ana Rajel (‘Because I Am a Man’ in the local Moroccan language) campaign was launched on social media, radio and TV. The campaign used a series of videos of male role models on the theme of shared household duties, as well as videos addressing themes such as violence against women. The campaign was aired on television as well as social media, with the country office securing free media time through their good relationship with a local TV channel.[footnoteRef:39] [39:  KII 93] 

Palestine was the second country to pick up the BIAM campaign and were very active in Phase I. In Phase II of the programme, they shifted their approach to tasking CBOs to produce their own communications materials as part of their contracts. This was done due to the COVID-19 pandemic, as investing in communications was a good way to use funds given the restrictions which were in place on face-to-face activities. They worked closely with a communications advisor in Palestine and were supported by the Regional Communications Manager to ensure that the messaging and branding were aligned with the overall BIAM strategy. Thus, in Palestine a wide range of videos, radio programmes, murals and other materials have been produced, driven by local needs.[footnoteRef:40] [40:  KII 69] 

A different approach was taken in Lebanon. In Phase I, some of the communications materials produced by the programme were criticised by local feminist groups as prioritising or championing the role of men in gender equality, and not adopting a sufficiently clear feminist stance.[footnoteRef:41] For this reason, BIAM branding was not used in Lebanon in Phase II and consultation with ROAS on communications strategies was very limited. Rather, a range of local campaigns was produced by individual CBOs, based on their understanding of the local context, target audiences and needs. For example, a series of videos has been promoted on social media of a well-known wrestler carrying out housework in his home, as well as short films showing men how to carry out basic household tasks. The TogetherandEqual Campaign in Lebanon, launched on social media in collaboration with UNDP, encouraged men to share household chores, prompted by the COVID-19 pandemic movement restrictions. [41:  KII 69 and 24 ] 


3.3 Campaign effectiveness
The target for BIAM was to engage 200,000 people in the regional fatherhood campaign. In fact, as the table below shows, the numbers reached vastly exceeded the target, with the estimated reach around 49 million as at December 2021.[footnoteRef:42] [42:  Reach figures are cumulative page impressions for individual posts. This means that if an individual views six different posts, they are counted six times. But if an individual views the same post six times, they are counted once. Thus the figures are likely to overstate the actual number of individuals reached by the campaign.] 

[bookmark: _Toc97461251]Table 2: Campaign reach for BIAM, consolidated to December 2021
	Type
	Reach
	Comments

	Morocco social media
	7,328,400
	

	2M TV reach
	6,500,000
	

	UNW Facebook Arabic Organic[footnoteRef:43] [43:  According to Facebook, ‘Organic reach is the number of people who had an unpaid post from your Page enter their screen’. Organic reach is differentiated from paid, or boosted, reach. https://www.facebook.com/help/285625061456389/?helpref=related_articles ] 

	2,236,471
	Figure includes Phases 1 and 2

	UNW Twitter Arabic
	876,270
	Figure includes Phases 1 and 2

	UNW Facebook Arabic
	21,350,299
	This is an updated figure to 12 January 2022 

	Lebanon
	1,440,192
	

	Palestine TV and radio
	1,400,000
	This figure is an estimated average as the official TV and radio figures are not shared, owing to government regulations

	Palestine social media 
	432,047
	

	Egypt
	7,022,731
	

	Tunisia
	80,817
	

	Jordan
	14,232
	

	Total
	48,681,459
	


Figures provided by UN Women, Phase II unless otherwise stated.
It is not possible to compare the effectiveness of these different approaches, as data on effectiveness of the campaigns (e.g. awareness, recall, relevance, call to action) is not available. Thus it cannot be stated whether the communications delivered the intended messages, appealed to the target audience or prompted any actions. However, based on interviews with UN Women personnel and CBOs, feedback from beneficiaries, and international best practice in Social and Behaviour Change Communications,[footnoteRef:44], [footnoteRef:45]  following observations have been made: [44:  Voices for Change (2017). Using social marketing to shift discriminatory gender norms. https://www.sddirect.org.uk/media/1922/1624-v4c-lp-social-marketing-web.pdf ]  [45:   https://www.thecompassforsbc.org/how-to-guides/how-develop-sbcc-creative-materials] 

· The campaign has prompted considerable engagement, judged by comments, likes, re-tweets and shares. Analysis of comments from Morocco[footnoteRef:46] and Lebanon[footnoteRef:47] shows a balance of positive and negative reactions, and this suggests that reactions should be monitored closely and messages could be pre-tested. [46:  MGWE Detailed Insights Morocco (spreadsheet from UN Women). ]  [47:  Together and Equal, A summary of the qualitative interaction with the social media campaign, 2020.] 

· In Lebanon and Palestine, where materials were mainly produced locally, awareness and use of the communications resources were high among beneficiaries. In Palestine, beneficiaries mentioned that the positive deviants had played the videos of role models during home visits and they recalled the key messages.[footnoteRef:48] In Lebanon, CBOs reported young people making their own posters and films which they shared on WhatsApp and Facebook.[footnoteRef:49] Fe-Male described a range of videos produced by young people on social norms around virginity, gender roles and violence against women, which they shared on their own social media channels.[footnoteRef:50] [48:  FGD 14; FGD 16]  [49:  KII 29; KII 31; KII 30]  [50:  KII 30] 

· The Lebanon country office conducted a social media experiment in collaboration with the UNDP Innovations Lab. The experiment was designed to test the appeal of different messages to engage men in household duties and childcare.[footnoteRef:51] This found that independence and a sense of pride for engaging in household duties were the strongest motivations. These lessons could be taken forward in future programming, and messages tested more widely. [51:  https://www.lb.undp.org/content/lebanon/en/home/blog/2021/what-gets-men--interested-in-home-care-duty--.html ] 

· In Morocco, awareness of BIAM was lower among beneficiaries, although beneficiaries of Tildat mentioned that they had promoted their activities extensively through local radio. In Egypt, awareness of the BIAM campaign materials was low among beneficiaries and among the trainers. While these findings are based on small focus group samples, they do suggest that the campaign materials could be leveraged more effectively to maximise their value.
· With the exception of Morocco, where TV and radio were used extensively, BIAM has relied largely on social media for its reach. While this has been effective in generating a large reach, there was a concern that marginalised, rural or poorer groups might lack access to the Internet, and therefore traditional media, especially radio, could still have an important role to play.
· Not all the communications materials produced aligned with the brand values – positive, aspirational and showing the benefits of gender equal behaviour. Indeed, a number of the communications focus on the negative impacts of gender discrimination, violence against women, and conservative gender roles.[footnoteRef:52] Such campaigns may inadvertently reinforce negative social norms and practices.[footnoteRef:53] Few of the materials contained a clear call to action, despite the communications strategy emphasising the importance of this. Stronger oversight or quality control procedures by the regional office could address these issues. [52:  Examples include Understanding gender norms in Palestine: A drama, Understanding masculinities in Lebanon: A drama, and a range of videos from Morocco on the themes of rape and sexual harassment.]  [53:  Cislaghi, B and Heise, L. (2018), Theory and practice of social norms interventions: Eight common pitfalls, in Globalisation and Health, https://doi.org/10.1186/s12992-018-0398-x ] 

Thus the BIAM campaign reached far greater numbers than anticipated and generated considerable engagement on social media. Locally produced materials were well used by CBOs in their community activities, but use of the regional materials seemed lower. There appeared to be a lack of synergy between the regional campaign and the CBO activities, and this limited the impact of the regionally produced materials. Adherence to the communications strategy and brand guidelines was inconsistent, many materials lacked a call to action, and some materials risked reinforcing negative practices.
Having discussed the mass communications campaign , the next section of the report reviews the activities carried out by the CBOs in local communities, and assess their roles in shifting behaviours and social norms.
4. [bookmark: _Toc102127561]Social norm and behaviour change activities carried out by the programme
Summary: The Positive Deviance approach and peer-to-peer learning were key approaches used to influence attitudes, behaviours and social norms in all four countries. In addition, Egypt used a lot of sports activities in Phase I; in Morocco, theatre and arts approaches were central; and in Palestine and Lebanon, local CBOs produced a range of communications materials – videos, radio programmes and social media posts – to promote gender equality. There was strong evidence of effectiveness of the Positive Deviance approach in contributing to behavioural change, while other approaches were successful in raising awareness and prompting debate.
[bookmark: _Toc98405041]
4.1 Peer-to-peer and Positive Deviance approaches
Working with so-called ‘positive deviants’ – sometimes referred to by local partners as ‘peer to peer’, or the ‘critical mass’ – was a key method used in each country. It is widely accepted that peer groups are influential on attitudes, behaviours and social norms, and that working through peer groups is an effective way to shift harmful norms.[footnoteRef:54] [54:  The social norms learning collaborative (2021). Getting practical: Integrating social norms into social and behaviour change programs.] 

[bookmark: _Toc97461243]Box 1: Positive Deviance as an approach to behaviour change
	[bookmark: _Hlk83305443]‘Positive Deviance (PD) refers to a behavioral and social change approach which is premised on the observation that in any context, certain individuals confronting similar challenges, constraints, and resource deprivations to their peers, will nonetheless employ uncommon but successful behaviors or strategies which enable them to find better solutions. Through the study of these individuals – subjects referred to as “positive deviants” – the PD approach suggests that innovative solutions to such challenges may be identified and refined from their outlying behavior.’ [footnoteRef:55] [55:  https://www.betterevaluation.org/en/plan/approach/positive_deviance ] 

The approach was first used in the field of childhood nutrition, identifying healthy children in areas which were otherwise characterised by poor childhood nutrition. Positive deviance works by identifhying what is working well in a community and amplifying this, rather than trying to “fix” what is going wrong. Since its first development, it has been used in at least 45 countries to address a wide range of social issues, including for example FGM in Egypt.[footnoteRef:56] [56:  http://positivedeviance.org/background ] 

According to the Positive Deviance Initiative[footnoteRef:57], the approach has five steps which should be carried out by members of the community: [57:  Basic Field Guide to the Positive Deviance Approach, Tufts University, September 2010] 

1. Define the problem, current perceived causes, challenges and constraints, common practices, and desired outcomes.
2. Determine the presence of PD individuals or groups.
3. Discover uncommon but successful behaviors and strategies.
4. Design activities to allow community members to practice the discovered behaviors.
5. Monitor and evaluate the resulting project or initiative which further fuels change.
In the MWGE programme, Positive Deviance was mainly used in Palestine. Community work conducted in Lebanon, Egypt and Morocco reflected elements of Positive Deviance, but CBOs used different terminology to describe their work and did seem to be explicitly seeking out Positive Deviant individuals, as discussed below.




In Palestine, positive deviants were identified by CBOs as influential within their own communities and capable of delivering new ideas to their peers and networks. These individuals, (men only in Phase 1, and men and women in Phase 2), were given training on interpersonal communication, outreach, persuasion, advocacy and lobbying skills as well as gender equality. Each positive deviant was then tasked with influencing other couples within their communities. They did this through a mixture of home visits and virtual communications (during the COVID-19 pandemic when movement was restricted. They then visited a selection of couples from their peer group in their own homes 4–5 times to discuss household roles and parenting. They promoted practices such as sharing household duties and childcare, and provided practical advice and guidance to their peers.[footnoteRef:58] They used stories from the life of the Prophet Mohammed to demonstrate that gender equality was consistent with Islamic principles, and gave examples from their own lives of how more gender equal behaviour had improved their own relationships. After the home visits, a one-day event was held with activities and discussions for the whole family.  Couples and positive deviants had the opportunity to meet each other and share their experiences. The husbands cooked for their families and looked after their children, there was a facilitated discussion on gender issues, and a film showing a man sharing domestic chores with his wife was shown. These sessions were very positively received, and served to consolidate the learning through the Positive Deviance approach and create a supportive peer group. [58:  FGD 18] 

In Morocco, Lebanon and Egypt, the community-based approaches used were not generally referred to as Positive Deviance by the CBOs or the Country Offices. Other terms, such as peer-to-peer, critical mass, role models or influencers were used to describe the approach. These shared some features with Positive Deviance, such as community members influencing their peers, and designing activities to allow others to practice behaviours. However, it was not clear whether participants were selected on the basis of already practicing positive behaviours, or being merely being open to new ideas and practices.
In Morocco, groups of young people who were interested in gender equality were recruited to theatre and arts projects. They were given training in gender awareness and in the use of theatre for social change. These beneficiaries devised theatre projects, which they took to rural areas to raise awareness and promote debate around early marriage and polygamy.[footnoteRef:59] In Lebanon, the approach was referred to as “peer-to-peer” or “critical mass”. Here, a core group of young men and women were trained in gender issues such as domestic duties, sexual harassment or gender based violence. This core group was then encouraged to design and implement their own advocacy initiatives, to engage other young people in gender equality.[footnoteRef:60] In Egypt, in Sohag, volunteers were given eight training sessions on issues including gender equality, gender based violence, and basic needs from childhood to adulthood. These individuals then raised the awareness of gender equality among other families in adjacent villages using peer to peer education.[footnoteRef:61] This is referred to as ‘organised diffusion’, and has been proven to be effective in facilitating and scaling up social norm change.[footnoteRef:62] [59:  FGD 11; FGD 12]  [60:  KII 33]  [61:  FGD 4.]  [62:  Cislaghi, B. et al. (2019). Changing Social Norms: the Importance of "Organized Diffusion" for Scaling Up Community Health Promotion and Women Empowerment Interventions. Prevention Science. https://pubmed.ncbi.nlm.nih.gov/30747395/ ] 

These approaches were seen as effective both by the core participants themselves (ie, the positive deviants or youth trainees), and by the peers who were engaged. Respondents in Palestine, Egypt and Lebanon all commented on the success of this approach. Seeing men and women from their own communities who they could relate to, engaging in gender equal behaviours, made a real impact on attitudes and behaviours (discussed in greater detail below). These positive role models supported their peers to shift their behaviours, through repeated visits, and provided proof of the benefits of gender equal behaviours to reduce stress and create happier family relationships.

4.2 Arts approaches (theatre, music, painting, photography, puppetry)
Arts approaches were used in all four countries of Phase I, especially in Egypt and Morocco. Such approaches were seen as innovative, appealing to younger people and rural audiences, and fun and engaging. They were often combined with competitions, exhibitions and public performances, all of which added excitement for younger participants – they were effective at getting them involved and attracting their attention.
Interactive theatre was used in Morocco and Egypt, where participants created plays on themes such as child marriage or domestic violence. These performances were then given in markets or villages, and passers-by were invited to debate the issues. The approach was seen as well suited to older, rural or more socially conservative people, as the plays used local languages, dialects, sayings and situations. Puppet theatre was a popular variation which was traditional in Morocco and Egypt, as was storytelling in local languages.
In Egypt, performances were organised with boys and girls dancing together, and songs were used to raise awareness.[footnoteRef:63] Songs were also popular in Palestine[footnoteRef:64] and Morocco,[footnoteRef:65] for raising awareness, creating engagement and sharable content for social media. Projects involving painting, drawing and photography were used to challenge traditional gender roles. In Morocco and Palestine, photography competitions were held on the theme of fatherhood. In Palestine, Morocco and Egypt, murals were created to raise awareness and prompt discussion. For example, murals about violence against women and inheritance rights were created in Palestine, and local community members sat by the images to explain and discuss them with passers-by.[footnoteRef:66] [63:  KII 3; Virtual Monitoring Report for Egypt.]  [64:  FGDs 13, 15, & 17]  [65:  KII 88]  [66:  KII 46; KII 41 & 42] 


[bookmark: _Toc98402891]4.3 Sporting activities
Approaches centring around sports were another way to engage with young people and to challenge restrictive gender roles and stereotypes. These methods were used in Lebanon, Morocco and Egypt. Activities included: engaging women and girls in activities not traditionally seen as appropriate for women, such as boxing and football; and using sports as an entry point to engage young men in gender equality. In Egypt, the Ministry of Youth and Sport had expressed an interest in replicating the Youth Advocacy Toolkit pilot, and staff had been trained to implement the GTP programme.[footnoteRef:67] In Morocco, one CBO had been supported by the local government and the Ministry of Youth to continue their sports engagements.[footnoteRef:68] [67:  MWGE progress to September 2021.]  [68:  KII 84] 

Public sporting events raised awareness of gender issues among the wider community. In Egypt, Phase I of the campaign focused on working with the Football League and engaging sports stars to promote gender equality. In Morocco, focus group participants played mixed-sex football and basketball, and this had been followed up with radio discussions to normalise the idea of girls engaging in sports.[footnoteRef:69] In some cases, it seemed that the young people’s involvement was limited to the sporting activity, while in others it was combined with other activities to promote gender equality. For example, Afro Med in Morocco trained sports teachers on masculinity and gender equality, and encouraged discussion of gender equality among spectators at their matches.[footnoteRef:70] In Lebanon, Kafa combined training on gender equality in sports with training on advocacy and awareness raising.[footnoteRef:71] [69:  FGD 11 ]  [70:  Virtual Monitoring Report, Morocco.]  [71:  Virtual Monitoring Report, Lebanon.] 


4.4 Fatherhood and family camps
The transformative fatherhood Program P has been adapted for use in in Lebanon, Morocco, and Palestine, while in Egypt an approach using gender-transformative parenting camps was used. Please note that the final MEL data on the parenting and fatherhood approaches was not available yet at the time of this evaluation  
Promundo’s fatherhood-focused Program P works with young fathers and fathers-to-be and uses fatherhood as an entry point to promote men’s involved caregiving, participation in pre- and antenatal healthcare, challenging traditional gender norms and promoting gender-equitable attitudes, thereby also reducing GBV.[footnoteRef:72] It is based on a curriculum and weekly sessions, usually 11 sessions conducted over 3 months, though this can be adapted. After initially being piloted in Lebanon in Phase 1, it was then also rolled out in Palestine and Morocco, starting with formative research to inform curriculum adaptation, the adaptation of the curriculum to the local context with minor changes, and a training of the facilitators. These steps were carried out together by Promundo, UN Women and the implementing partners, and due to COVID-19 some of the trainings had to be conducted online.[footnoteRef:73] In Morocco, the Program was implemented in Ouarzazate, Rabat/Salé and Fqih Bensaleh and in Palestine in both Gaza and West Bank. In Morocco it was run over 14 sessions and in Palestine over 15 sessions.[footnoteRef:74] Implementation in Morocco was beset by various delays,[footnoteRef:75] and had to be stretched over four months. UN Women Morocco has signed a Memorandum of Understanding with the Ministry of Health on institionalising the approach. [72:  https://promundoglobal.org/programs/program-p/ ]  [73:  KII 19, scoping calls with UN Women COs Morocco and Palestine. The degree of involvement of and need for support from Promundo and UN Women varied between the two countries ]  [74:  KII 19 scoping calls with UN Women COs Morocco and Palestine]  [75:  This included the passing away of the programme manager of one of the implementing partners, elections, and retention issues with participants in one location] 

In Egypt, the model was two three-day residential camps, held in hotels, with a two-week gap in-between for the participants to try out what they had learned[footnoteRef:76]. This approach was popular with participants and with the Government of Egypt, as it focused on the wider family and not exclusively on men. Bringing husbands and wives together to discuss gender issues was a novel and effective approach, and for some couples it was the first time they had engaged in such conversations. It encouraged men and women to understand each other’s point of view and to engage in a more respectful and constructive dialogue. [76:  Camps conducted in Cairo, El Menya Governorate, New Damietta governorate, and Alexandria] 

There were, however, questions around the sustainability and effectiveness of the GTP approach, which was resource-intensive and required participants to leave their homes for several days. Some of the trainers also noted that follow-up work in the community would be needed to embed and consolidate the positive changes created by the camps.[footnoteRef:77] Finally, in the Egyptian case, many of the participants in the camps had already participated in other gender equality activities via the National Council for Women, and therefore the changes cannot be solely attributed to the impact of the camps. [77:  FGD 5 & FGD 8.] 


4.5 The roles of these approaches in creating social norm and behaviour change
All of these activities have a role to play in shifting attitudes, behaviours and social norms regarding gender equality, but their impacts are different. The sporting and arts-based activities were effective in engaging younger people, creating a sense of excitement and fun, raising awareness of gender roles and discrimination, and prompting debate. However, without follow-up – discussion in the media, facilitated discussions, advocacy in the local community, and so on – they were unlikely to lead to sustained shifts in attitudes and behaviours. The fatherhood/family camps were popular and effective in driving attitude and behaviour change, but required preparatory work and follow-up to consolidate and sustain these changes. The Positive Deviance model appeared effective in shifting attitudes and behaviours among the trainees themselves and, to a lesser extent, among the peer groups; but even here, further support and follow-up was requested to consolidate, sustain and deepen the commitment to change.
Thus far, this report has outlined the design and adaptation of interventions to shift behaviours and social norms, and assessed the different approaches used – the BIAM campaign and the community-based activities. 
The next section covers the evaluation of  the extent to which the programme has shifted attitudes, behaviours and social norms.
5. [bookmark: _Toc102127562]Results: programme data and Itad primary research findings
Summary: this section assesses how effective the programme has been in contributing to positive change in knowledge, attitudes, practices and social norms regarding gender equality. Evidence strongly suggests that MWGE has been effective in providing beneficiaries and positive deviants with new knowledge and skills, and in shifting attitudes and behaviours on gender equality. Participants were sharing their new knowledge and skills within their families and peer groups, diffusing the new behaviours and norms. However, there was little evidence of wider social norm change, and participants faced criticism, resistance and stigmatisation for breaching negative social norms.
This section assesses the effectiveness of the programme in contributing to positive shifts in attitudes, behaviours and social/ gender norms. The section uses the analytical framework referenced above, which looks for changes in the following five dimensions:
1. Knowledge: the degree to which beneficiaries have increased their awareness and knowledge of gender equality;
2. Attitudes: the degree to which beneficiaries have shifted their attitudes towards gender equality;
3. Self-efficacy: the degree to which beneficiaries have acquired skills and confidence to engage in gender equal behaviours and challenge negative practices;
4. Behaviour change: the degree to which positive behaviours are practiced by beneficiaries as a result of engagement with the programme;
5. Social norms: the degree to which beliefs about typical and appropriate behaviour in the community have shifted.
This section draws on a range of data sources: the Baseline–Endline Surveys (Quantitative) and Virtual Monitoring Reports (Qualitative) for Palestine, Morocco, Egypt and Lebanon; KIIs with CBOs and other key stakeholders; and FGDs with beneficiaries in Egypt, Morocco and Palestine. Quantitative and qualitative evidence, from programme data and Itad primary research, is available to assess shifts in knowledge, attitudes and behaviours. However, evidence on social norm change derives only from qualitative data from KIIs and FGDs, and is therefore more limited in scope.

5.1 Beneficiaries’ profile
Before evaluating the effectiveness of programme activities, it is worth describing the profile of the beneficiary groups, based on the survey data and focus groups. Summarising from across the baseline–endline surveys for Palestine, Morocco and Lebanon,[footnoteRef:78] it can be noted: [78:  The Palestine Survey was a census of all beneficiaries, whilst the Morocco and Lebanon surveys comprised a sample of beneficiaries and may not be wholly representative of the total beneficiary group.  The data from Egypt is not statistically significant owing to sampling difficulties, and UN Women has not reported the profile data in the summary of results.] 

· the majority of beneficiaries were aged 18–34 (61% in Lebanon, 56% in Morocco and 87% in Palestine);
· there was an equal balance between and men and women;
· there were high numbers of university and college educated beneficiaries (78% in Palestine, 64% in Lebanon, and 49% in Morocco);
· in Lebanon and Palestine, the majority were unemployed or in unstable employment, while in Morocco 64% of women were unemployed compared with 42% of men.

Looking at the focus groups, we can differentiate between the profiles of (i) the positive deviants and advocates who were trained to deliver the activities and (ii) the peer groups and end beneficiaries who were engaged. The trainers were usually graduates, both male and female, aged between 25 and 40. Often they had an existing commitment to gender equality, which had attracted them to join the programme. They found the programme through the CBO which was delivering it, either through their existing involvement with community work or via social media.
The peers and end beneficiaries were a more varied group, including some with a pre-existing involvement in community work and gender equality, and others who were working in manual or professional occupations (e.g. teaching, nursing, driving, tailoring). They had been invited to participate either by the CBO directly or by a friend or relative who was already involved.
Data on community members exposed to programme activities in a more ‘light-touch’ manner was not available for the evaluation. For example, the evaluators did not know the views of those who attended the theatrical performances, watched the puppet shows, submitted works to the photography competitions or spectated at mixed-sex sports games. So the data on effectiveness presented here comes from beneficiaries whose involvement in the programme has been more in-depth, and at least some of them were already committed to gender equality before they started the programme. 

5.2 Knowledge
There was strong evidence that the programme had increased beneficiaries’ knowledge of gender equality and discrimination. They had gained a more nuanced understanding of VAWG, an appreciation of their own prejudices and the ability to recognise how discrimination and violence affected their lives and their families.
Data from the IMAGES surveys was used to provide trainers and positive deviants with evidence of discriminatory attitudes and behaviours. For example, CBOs in Lebanon produced infographics and videos based on the IMAGES findings.[footnoteRef:79] The Youth Advocacy Toolkit used IMAGES data to produce statistics on gender inequality.[footnoteRef:80] Participants who were trained to deliver the parenting programme in Egypt mentioned learning about pay inequality and men’s reluctance to engage in childcare from the IMAGES data.[footnoteRef:81] [79:  KII 27 & 28]  [80:  KII 11]  [81:  FGD 7] 

Beneficiaries gained knowledge about human rights and legal rights, including inheritance rights and girls’ right to education.[footnoteRef:82] Men gained an understanding of their own prejudices and realised that gender equality could contribute to the well-being of the family.[footnoteRef:83] Participants gained a greater understanding of gender roles and how these limit women’s opportunities.[footnoteRef:84] [82:  FGD M1; FGD M3.]  [83:  FGD 13]  [84:  FGD 7] 

Participants also learned that violence against women could include verbal insults, child marriage and FGM, as well as physical violence.[footnoteRef:85] Men came to understand the impact of children witnessing violence, and of how cycles of violence were repeated within families.[footnoteRef:86] Thus they gained knowledge not only about the prevalence of harmful behaviours but also about the benefits of gender equal behaviour for themselves and families. [85:  FGD 1]  [86:  FGD 1; FGD 4; FGD 6] 


5.3 Attitudes
There was strong evidence of positive attitude changes among beneficiary groups in all countries, both from programme data and Itad’s primary research.
Looking first at the quantitative data, the baseline–endline studies – using GEMS, which forms part of the IMAGES survey – found substantial positive shifts in attitudes in Egypt,[footnoteRef:87] Morocco, Palestine and Lebanon. [87:  Although, as noted, these results are not statistically significant.] 

In the table below, ‘Baseline’ refers to the proportion of beneficiaries exhibiting positive attitudes towards gender issues before the intervention; the ‘Target’ for attitude change was 15% over baseline[footnoteRef:88]; the ‘Result’ is the proportion with positive attitudes at endline; and the ‘Achieved’ column refers to the extent to which the target has been achieved. So, for example, the ‘Achieved’ entry for Morocco is 128%, meaning the target has been exceeded by 28%.  [88:  Note that the targets for attitude and behaviour change were regional, not country-specific.] 

As the table shows, all countries exceeded the target.
[bookmark: _Toc97461252]Table 3: Percentage of young men and young women who report positive change in attitudes toward gender equality
	Country
	Baseline
	Target
(Regional target +15%)
	Result

	Egypt
	45%
	51.75%
	61%

	Lebanon
	56.8%
	65.32%
	74.8%

	Morocco 
	43.7%
	50.26%
	64.2%

	Palestine
	36.9%
	42.44%
	64.3%



Attitudes towards men’s roles in household duties and caregiving, and violence against women, improved in all three countries, while attitudes towards women’s decision making changed positively in Morocco and Palestine, but not in Lebanon. In Morocco, men’s attitude change was almost double that of women, while in Lebanon that pattern was reversed. The reasons for this are not entirely clear, although it may relate to the high levels of positive attitudes among Moroccan women at baseline, and to the strong focus on shifting male attitudes by Moroccan CBOs.[footnoteRef:89]  [89:  Baseline–Endline Survey Morocco.] 

Moving to the qualitative data, the focus groups and Virtual Monitoring Reports confirmed this positive picture. Some men said they had taken violence against women for granted as a cultural norm but were now questioning these views. They managed their anger better and communicated more respectfully with their wives. Women, too, noticed these changes, saying that their husbands had reduced – although not completely stopped – their use of insulting and aggressive language, and were more willing to listen to their wives’ views.[footnoteRef:90] [90:  FGD 1] 

[bookmark: _Hlk97452260]There was also good evidence that attitudes towards gender roles in the household and in childcare were shifting. While this data is anecdotal, many examples were identified across the four countries, among men and women, and across data sources – programme monitoring, FGDs and the Most Significant Change (MSC) stories collected by the programme.[footnoteRef:91] [91:  Phase I MSC Stories, UN Women. Note: Phase II MSC stories are currently being reviewed.] 

One man said he had realised it was not shameful to cook and do household chores, to get his children ready for school or change their diapers.[footnoteRef:92] Another man in Morocco commented that he used to worry what the neighbours would think if he mopped the floor outside their house, but now this no longer concerned him.[footnoteRef:93]  [92:  FGD 6]  [93:  FGD 9] 

“When my mum would ask me to mop the floor by our door, I would start worrying about what the neighbours were going to think, whereas now I no longer care.”
“I wouldn’t mind changing my babies diapers in front of people, whereas before these workshops I would think, what will people think?”
Women were no longer accepting of always having to serve food to their male relatives or to do all the household chores when they were also working outside the home.[footnoteRef:94] Some CBOs had arranged ‘role switching’ activities, where men and women did activities traditionally associated with the other gender. There was a men’s cooking competition, and women were taught to change car tyres and gas cylinders.[footnoteRef:95] Girls’ involvement in sports had, reportedly, made this more acceptable to otherwise quite conservative communities.[footnoteRef:96] [94:  FGD 7]  [95:  FGD 11]  [96:  FGD 3] 


5.4 Self-efficacy
There were many examples of beneficiaries gaining new skills and confidence to challenge negative behaviours. In Egypt, beneficiaries had gained skills in positive parenting and communications, and women felt better able to influence their husbands. In Palestine, participants mentioned improved communications skills. In Morocco, young women gained in self-confidence and in their ability to challenge discrimination.
Men and women had learned how to challenge discrimination in their families and communities, and felt more confident to do so. One man in Egypt said he had challenged a colleague and his own brother for shouting at their wives, and he invited his brother to join the programme.[footnoteRef:97] Another said he heard a man criticising a female nurse returning from work late at night, and he told the man he should respect her for working.[footnoteRef:98] [97:  FGD 6]  [98:  FGD 5] 

Women and girls challenged behaviour from family members which previously they would have tolerated, particularly in Morocco. One woman said that both her father and cousin expressed sexist attitudes, which she now challenged.[footnoteRef:99] Another had persuaded her younger brother to tidy up his bedroom, and he had now advised his friend to do the same.[footnoteRef:100] They observed that they had learned how to influence different community members, using folk stories for older men, citing the life of the Prophet Mohammed,[footnoteRef:101] or providing examples of role models for younger people.[footnoteRef:102] [99:  FGD 10]  [100:  FGD 7]  [101:  KII 9; FGD 6; FGD 11]  [102:  FGD 10] 

“I learnt a lot of arguments so that I coiuld respond back. For example, if you are talking to an older man you can use a popular example, whereas if you are talking to someone younger you can cite women who have worked hard and achieved great things.” [footnoteRef:103] [103:  FGD 10.] 

Women were able to influence their husbands after the couples had participated in the parenting camps, especially in Egypt. Examples were given of wives influencing their husbands against FGM and child marriage and to permit them to work outside the home for the first time.[footnoteRef:104] One Moroccan woman who had been subjected to child marriage demanded a divorce after she learned about her rights,[footnoteRef:105] and another woman was confident to demand her inheritance after participating in a training session.[footnoteRef:106] [104:  FGD 3]  [105:  FGD 12]  [106:  Virtual Monitoring Report Egypt.] 


[bookmark: _Toc98402900][bookmark: _Toc98402901][bookmark: _Toc98402902][bookmark: _Toc98402903]5.5 Behaviour change
There was strong evidence of behaviour changes among beneficiary groups, both from programme data and Itad’s primary research. The strongest evidence of change was in men’s engagement in household duties and childcare, parenting practices and participatory decision making. There was some evidence of change regarding violence against women, mainly in the area of IPV. However, the degree of change was not as strong regarding IPV, and a substantial proportion of beneficiaries said that violence was still used against women in their families. Young women in Morocco felt more empowered to engage in sporting and social activities, although it was not clear that this led to wider shifts in sharing household chores, childcare, or VAWG.
Starting with the quantitative survey data, the baseline–endline studies found positive shifts in behaviours in Morocco, Palestine, Lebanon and Egypt. As the table below shows, beneficiaries in Lebanon and Morocco had more positive behaviours at baseline, while around a third in Egypt and Palestine had positive behaviours at baseline. At endline all had improved, with the greatest degree of positive change in Morocco and Palestine.
[bookmark: _Toc97461253]Table 4: Percentage of young men and young women who report positive behavioural change toward gender equality[footnoteRef:107] [107:  Data from baseline–endline surveys for Egypt, Morocco, Lebanon and Palestine.] 

	Country
	Baseline
	Target
	Result

	Egypt
	31%
	(+10)
34.1%
	43%

	Lebanon
	41.5%
	(+10)
45.65%
	53.6%

	Morocco 
	40.4%
	(+10)
44.44
	61.6%

	Palestine
	36.8%
	(+10)
40.48%
	60.4%



Looking at the detail of the data, we note the following trends.
In Morocco, there were strong positive changes in men’s engagement in household chores and childcare, participatory decision making and in the prevalence of GBV. Indeed, the level of positive change in Morocco far exceeded the programme target, with men changing even more than women. In Palestine, great improvements were reported in men’s behaviours regarding women’s decision making, engagement in childcare and household chores, and the prevalence of GBV. However, around 44% of men still claimed that men took the final decision in their homes, 47% said that cooking and family care were women’s roles, and around a third said that men sometimes beat women in their families. Thus, while progress had been made, there was still room for further improvements.
In Lebanon, men changed their behaviours in relation to household chores, male guardianship and girls’ access to the Internet. However, the prevalence of GBV in families remained unchanged, and there was limited improvement in women’s involvement in decision making. In Egypt, behavioural change was lower than in other countries, and was much lower among men than among women.[footnoteRef:108] [108:  Note that this data is not statistically significant, owing to sampling challenges in Egypt.] 

Data from FGDs and KIIs confirms the quantitative finding that there have been some reductions in IPV, including physical violence and verbal abuse. In Egypt, one woman said that her husband used to beat her for not serving his family to his satisfaction. She persuaded her husband to take part in the parenting sessions with Sohag, and through the better communications they achieved he had stopped being violent and assisted her with household chores.[footnoteRef:109] [109:  FGD 1] 

“I used to serve my husband’s eight brothers which was a huge workload. When I could not fulfil my duties, the brothers would complain and my husband would beat me. When I joined the sessions, I convinced my husband to join as well. Now, our life has changed. He started to talk with me, help me in the house, make the tea and wash the dishes.”[footnoteRef:110] [110:  FGD 1.] 


 Reportedly, levels of IPV, physical and verbal abuse had reduced among men who took part in the fatherhood camps run by Wellspring.[footnoteRef:111] Women who took part in parenting initiatives run by Sohag said that their husbands beat them less frequently than before, but that they had not completely stopped.[footnoteRef:112] [111:  FGD 5]  [112:  FGD 3] 

Stronger progress had been made in sharing household chores and in childcare, perhaps reflecting the shift in the focus of programming in Phase II. Many examples were given from Palestine, Morocco and Egypt of husbands sharing household duties, doing the shopping, taking children to school, doing laundry and cooking.[footnoteRef:113] Importantly, husbands were proactive in this respect, and while some viewed themselves as ‘helping their wives’, others were sharing responsibilities more fully.[footnoteRef:114] These changes seemed to be sustainable, as some beneficiaries had ended their participation in the programme nine months before the FGDs but were maintaining their positive behaviours.[footnoteRef:115] One beneficiary of the Brilliant Future Association in Palestine said that the positive deviants had helped create more open communication between her and her husband, and that her husband now shared childcare and household chores with her. [113:  FGD 3; FGD 16; FGD 18; FGD 9; FGD 12]  [114:  UN Women prefers men to refer to ‘sharing’ household duties rather than ‘helping their wives’, as the latter implies that household chores are a woman’s responsibility, and therefore leaves the fundamental inequality unchallenged.]  [115:  FGD 13] 

Parenting practices had also shifted, moving away from physical discipline and insulting their children and towards talking and listening and using non-violent forms of discipline. These changes were strongest in Egypt and Palestine, where GTP programmes had been implemented. Men and women were calmer in dealing with their children and avoided beating and insulting them.[footnoteRef:116]  [116:  FGD 2; FGD 5] 

“I used to beat my youngest daughter. Now after attending the sessions of the camp, I started to talk to her instead of beating her and become calmer in addressing any problem.[footnoteRef:117] [117:  FGD 2.] 

Fathers who took part in the Wellspring parenting camps in Egypt were more involved in their children’s education, discussed their problems, and encouraged their children to express their feelings and not to fear their fathers.[footnoteRef:118] [118:  FGD 5; FGD 2] 

In Morocco,[footnoteRef:119] Lebanon[footnoteRef:120] and Egypt,[footnoteRef:121] FGD participants gave examples of changed behaviour among younger people, driven by the theatre, arts and sporting activities they had engaged in. Young women were now able to practice sports in conservative communities where previously this had been a taboo. Men and women were able to mix socially and work together on projects, so girls were not excluded form opportunities. Women were permitted to go out later in the evenings to engage in activities without requiring a male relative to accompany them.[footnoteRef:122] One woman said she felt more confident expressing her views in front of men, and was no longer embarrassed about riding a motorcycle.[footnoteRef:123] However, the extent to which these changes led to shifts in decision making, shared household chores and childcare, or GBV was not clear. [119:  FGD 11]  [120:  KIIs 33, 27 & 28]  [121:  KII 3]  [122:  FGD 11]  [123:  FGD 11] 

This section has evaluated the extent to which the MWGE programme contributed towards positive behaviour change among target beneficiaries. The next section broadens the focus to assess whether the programme has contributed to social norm change within the wider community – the family, peer groups, colleagues and friends. Within the MWGE ToC, social norm change is needed to contribute to the outcome of communities having more gender equal behaviours, and to the ultimate programme impact.

5.6 Social norm change
Positive deviants and beneficiaries were sharing their new knowledge with family, friends and peer groups, and acted as role models within their communities. However, there was as yet little sign of change in social norms in the wider community. There was resistance to gender equal behaviours, especially from mothers-in-law and male members of the extended family. Those who practiced gender equal behaviours risked being criticised and stigmatised within their communities. Men sometimes hid their new gender equal behaviours, for fear of social sanctions such as loss of status and respect. More support is needed for these individuals to promote new norms in their social networks, and we make suggestions for how to do this in our recommendations.
[bookmark: _Toc97461244]
Box 2: Social norms
	Social norms are the unwritten rules about the way people are expected to behave within a social group and what is considered to be acceptable behaviour. For a social norm to exist, there need to be expectations around what we think others do (empirical expectations) and what we think we are expected to do (normative expectations). Usually there are sanctions for breaching the norm and rewards for complying. Social norm change therefore requires shifts in the wider community (rather than the individual level), such as the family, peer group, local community, and institutions.-reference


There was good evidence of participants sharing their new knowledge, attitudes and behaviours among their networks. For the positive deviants this followed a structured programme, often visiting peers in their homes to support them to shift their behaviours. For other beneficiaries – for example, those who had taken part in parenting programmes in Egypt and Palestine – they discussed what they had learned with family members, neighbours, friends and colleagues informally.[footnoteRef:124] For example, one women in Morocco said she invited her brother to the training with Tildat, and that he helped to explain gender equality to their parents, who were more conservative.[footnoteRef:125] Another man in Palestine who was participating with the Brilliant Future Association said that his sister asked him to speak to her fiancé about sharing household chores.[footnoteRef:126] In some cases they met resistance, but they could turn this to their advantage to start a dialogue on gender equality. [124:  FGD 11; FGD 12; FGD 15; FGD 17; Virtual Monitoring Report, Palestine.]  [125:  FGD 11]  [126:  FGD 17] 

“What changed is how my father thinks, this programme has helped to change his mind. I would send him videos of my plays and tell him people are huge fans of our work. I would also advise him to get with the times, we are in 2021 and those archaic thoughts must be left in the past.” [footnoteRef:127] [127:  FGD 11.] 

However, these efforts were individual activities, and there was limited evidence of connection between different activities in the same community or of a wider social movement for change. The young women who had participated in theatre interventions in Morocco faced resistance from their extended families, but they were not aware of local religious leaders whom they could call on to support gender equality. The men and women who had attended parenting camps in Egypt had shifted their own attitudes and behaviours, but they were barely aware of the mass communications campaigns which they could have shared with family and friends, to help them spread new norms.
One case where we did find a more supportive community was in Palestine, where the peers who had engaged with the programme were supporting each other to promote gender equality. In one location the local town had established a club for older and younger men to meet and exchange ideas on masculinity and gender.[footnoteRef:128] They also met with other like-minded couples during the camping activity which concluded the GTP programme, established a new network of friends, and had the opportunity to share experiences, challenges and ideas to overcome them.[footnoteRef:129] This suggests that wider norm change may indeed be taking place, and these examples could be adopted by other CBOs, to scale up norm changes within a wider community. [128:  KII 43]  [129:  FGD 16; FGD 17; FGD 14.] 

However, despite these steps towards social norm change and isolated cases of community support, in general the wider community and extended families remained resistant to new ideas about gender equality. This is not surprising, as the IMAGES surveys have shown that discriminatory attitudes and behaviours were common across the four countries.[footnoteRef:130] The majority of men in the four countries supported inequitable views regarding women’s roles, and felt that men should have the final say on decisions in their households. Strong majorities of men believed it was their role to monitor and control the movements of the women and girls in their households. In Egypt, almost half of men reported having used physical violence against their wives, and more than half of men in Morocco and Egypt believed a woman should tolerate violence to keep the family together. Thus the positive deviants and beneficiaries were working in an environment which was not highly conducive to social norm change. [130:  Promundo-UN Women (2017). Understanding Masculinities: Results from the International Men and Gender Equality Survey (IMAGES) – Middle East and North Africa Egypt, Lebanon, Morocco, and Palestine.] 

Families were often the first source of resistance to change. Mothers-in-law in extended households in Egypt feared that their sons would lose authority and respect in their households if they shared domestic chores with their wives, and criticised them for doing so.[footnoteRef:131] Young women in Morocco reported that their fathers, brothers and male relatives tried to control their behaviour, in terms of where they went, when they went out, what they wore and whom they socialised with.[footnoteRef:132]  [131:  FGD 3; FGD 4.]  [132:  FGD 11; KII 92] 

“I have this uncle who always comments about the way I dress, and my studies and how he wouldn’t allow me to this if I were his daughter. I just avoid debating with him.” [footnoteRef:133] [133:  FGD 10.] 

One woman in Egypt, who had participated in the Wellspring parenting camps, reported that she had convinced her husband that she should not take sole responsibility for serving all his relatives when they came to stay. However, her husband’s relatives were so offended by this that they refused to visit him in future.[footnoteRef:134] [134:  FGD 2.] 

Violence against women, according to participants in Palestine and Egypt, was a deeply ingrained social norm, and they felt it would take a long time to shift this practice. Women in Egypt who had participated with their husbands in parenting activities said that their husbands still believed beating women could be justified, only that it should be less frequent and severe. Men in Palestine who had taken part in parenting camps said that other men in their communities and peer groups still used violence against women, and saw this as part of their ‘macho’ identity.[footnoteRef:135] [135:  FGD 16; FGD 18] 

Sanctions were applied to men and women who breached social norms by behaving in more gender equal ways. Male participants were criticised or ridiculed as a result of their gender equal behaviours. Men who shared household chores and childcare with their wives might be seen as weak, not ‘real men’, losing their authority or becoming ‘womanised’.[footnoteRef:136] Women working with the Brilliant Future Association in Palestine reported that their husbands were reluctant do ‘visible’ tasks, such as hanging laundry on the roof, mopping the floor or serving guests, as they feared ridicule.[footnoteRef:137] One Egyptian woman reported that since her husband had stopped beating her, his brothers ridiculed him, saying that his wife was now the ‘man’ of the house.[footnoteRef:138] Another reported that if her husband wanted to ask her opinion he would never do it in front of their children, in case the children believed that ‘the wife is leading the husband’. Another Egyptian woman had become convinced not to circumcise her daughter, but in order to avoid social stigma she took her daughter away and told her neighbours that it was for her circumcision.[footnoteRef:139] [136:  FGD 1; FGD 16; FGD 17; FGD 7]  [137:  FGD 15]  [138:  FGD 1]  [139:  FGD 1] 

This section has assessed the extent to which the programme has contributed to changes in attitudes, behaviours and social norms regarding gender equality. The results suggest that although there have been positive changes in attitudes and individual practices, there is as yet limited evidence of social norm change. The final section draws together our conclusions and makes recommendations for future programming.
6. [bookmark: _Toc102127563]Conclusions
[bookmark: _Toc98402907]6.1 Programme design
Interventions to address negative attitudes, behaviours and norms were based on robust data and adapted to local contexts. This led to a focus on shared household duties, childcare and combating VAWG. GTP programmes were designed for each country. Fatherhood was selected as an entry point to engage men and boys in gender equality, and there was a focus on emphasising the benefits of gender equality for men and women, rather than on emphasising men’s role in sustaining inequality. This approach was successful in overcoming resistance and bringing men into the programme. However, it may have limited the ability of the programme to challenge male power over women, for example in relation to IPV and ideas of ‘guardianship’.

6.2 Mass communications campaign
The mass communications campaign Because I Am a Man reached a huge number of people and generated considerable engagement. The regional campaign strategy was well thought-out and based on international best practice, and materials were produced at regional, national and local levels. There was considerable variation in the degree to which materials were used by CBOs and beneficiaries to support their work, with local materials being leveraged more successfully than regional communications assets. There was a lack of alignment between some materials and the regional campaign strategy, and this may have reinforced negative practices. Many communications lacked a clear call to action, and this limited their potential effectiveness.

6.3 Community-based interventions
At community level there was strong evidence of effectiveness of the Positive Deviance approach, and parenting programmes, in contributing to behavioural change, particularly in the areas of sharing household duties, communication between couples, and positive parenting. These approaches were successful because of their longer-term, repeated engagement with beneficiaries, and the impact of peer-to-peer learning for men. Other approaches were successful in attracting the interest and attention of young people, such as sports, theatre, arts, music and dance. However, we found little evidence that these approaches alone led to changes in behaviours and social norms, and it is likely that they would need sustained follow-up in the form of facilitated discussions, debates, media promotion, local advocacy and so on in order to deliver real change.

6.4 Shifts in attitudes, behaviours and social norms
There was strong evidence of positive shifts in attitudes and behaviours among positive deviants and end beneficiaries. Both men and women had gained new information about gender equality, shifted their attitudes towards gender roles, sharing household duties and violence against women, and were behaving in more gender equal ways. Progress was strongest in the areas of shared household tasks and parenting, while it appeared slower in combating violence against women, and in men’s desire to control women and exercise ‘guardianship’.
There was less evidence of wider shifts in social norms, despite the effectiveness of the Positive Deviance approach in driving attitude and behaviour change. Beneficiaries shared their new knowledge and behaviours and influenced friends and family. However, they often faced resistance from their extended families, peer group and communities, and were criticised and stigmatised for breaching discriminatory gender norms. Some chose to hide their new behaviours from their community to avoid these sanctions, which demonstrates that social norms in the wider community had not shifted.
7. [bookmark: _Toc102127564]Recommendations
Based on the findings of this case study, we recommend the following:
1. Widen the targeting of the programming to include family and peer groups, including parents, young people, religious and community leaders, and local government in specific geographical communities. This would help address the resistance that beneficiaries met when trying to promote positive norms in their communities, and would accelerate the move from individual changes to social norm changes.
2. Strengthen the alignment and coordination of activities at the three levels of the socio-ecological framework to create an enabling environment for social norm change. This could be done by establishing local committees involving young people, women’s groups, religious and traditional leaders, universities and schools, and local political leaders. These groups could then coordinate their activities, design local advocacy campaigns, connect local with national activities, and support each other when needed.
3. Continue using creative approaches such as arts, theatre, music and puppetry to engage young people in gender equality, but ensure that there are structures in place to build on the interest generated.
4. Support positive deviants, volunteers and facilitators, and end beneficiaries to promote new norms in their communities through organised diffusion beyond the life cycle of individual projects. This could involve creating local structures for beneficiaries to meet, support each other, exchange ideas and develop advocacy campaigns of their own.
5. Provide guidance on handling backlash and resistance to gender equal behaviours, especially among more conservative groups such as older men and rural communities. This might include, for example, providing contacts of local religious and traditional leaders who are supportive of gender equality, or sharing materials from the BIAM campaign, including local, national and regional materials.
6. Extend the timescale of interventions to allow for sustained work on norm change. It is important to consider here the duration of the engagement with beneficiaries rather than the length of the contract with the CBOs. We understand that contract length for CBOs has been extended to around 12-18 months in Phase 2 of the programme, but the actual duration of engagement with beneficiaries can still be much shorter than this[footnoteRef:140]. There might be a role for a light-touch engagement with beneficiaries continuing for a year or two after their initial intensive engagement, to consolidate their commitment to gender equality. This could be linked to the local support mechanisms suggested above. [140:  For example, the Gender Transformative Parenting programme in Egypt engaged beneficiaries for two weekends (3 days each), with a two-week gap in between. The CDS volunteers in Egypt created community interventions which, at the pilot phase, lasted a single day. ] 

7. Introduce more effective oversight of national and local communications materials, to ensure brand consistency and alignment with the regional strategy. This could take the form of a technical committee, including external specialists, national and regional UN Women staff, CBOs and women’s groups. Local CBOs have created effective communications materials and this creativity should not be stifled, but quality and consistency could be improved. A simple checklist could be developed based on the regional communications strategy and international best practice, such as ‘the 7 C’s of Effective Communication’.[footnoteRef:141]  [141:  https://www.thecompassforsbc.org/how-to-guides/how-develop-sbcc-creative-materials ] 

8. Develop a consistent M&E system to track key campaign metrics. Key monitoring indicators should include reach, engagement rate and numbers, and should be disaggregated according to media channel and platform (TV, radio, Facebook, Twitter, etc.). These metrics should be monitored in a consistent format across all programme countries, probably quarterly, and consolidated at regional level. Simple sentiment analysis of social media comments could also be included, as has been conducted in Lebanon and Morocco, to guide campaign development. An online survey could also be developed to evaluate campaign effectiveness, including metrics such as brand awareness, recall of specific executions, and actions taken as a result. This could be conducted at baseline, midline and endline, and would require support from a specialist social media research provider.  
9. Introduce social norms indicators into the results framework and monitoring system, for example empirical and normative expectations, the existence of sanctions, or evidence of religious and community leaders speaking out in favour of gender equality. These could be included in the current baseline–endline survey, and would help move the programme from an individualistic model of behaviour change towards a social norms approach. We would recommend tracking two or three norms, such as men’s engagement in household duties, childcare, and IPV. Some examples of programmes where this has been undertaken include Voices for Change[footnoteRef:142], Saleema[footnoteRef:143], Communities Care[footnoteRef:144], and The Nigerian Urban Reproductive Health Initiative[footnoteRef:145]. Many other case studies can be found on the Align Platform Website[footnoteRef:146].  [142:  https://www.itad.com/wp-content/uploads/2020/02/V4C-ASPN-Endline-Report-Print-Ready-ID-179962-1.pdf ]  [143:  https://journals.plos.org/plosone/article?id=10.1371/journal.pone.0213380 ]  [144:  https://policy-practice.oxfam.org/resources/findings-from-a-we-care-project-final-evaluation-january-2020-620932/ ]  [145:  https://nurhi.org/en/introduction-rme/ ]  [146:  https://www.alignplatform.org
] 
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