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	WHY ARE WE COMMUNICATING?  (Give a detailed background on the situation and challenges – highlight with key research findings with a clear statement on what the behaviour is that we are trying to influence!)
Unacceptable levels of malnutrition still prevail in Uganda; 33% of children Under 5 are stunted whilst 5% are wasted, with 14% underweight. There is evidenced anemia and other micronutrient deficiencies in Children and Women of reproductive age.  

Urgent action is needed to prevent more children from getting under-nourished. In responding to this situation, it is understood that the driving factors are inadequate infant and young child feeding and caring practices, very poor sanitation and hygiene practices, with poor food security (15% of households), malaria, tuberculosis and HIV and AIDS, diarrhea, pneumonia and acute respiratory infections being contributory factors.

SPRING is mandated to promote high-impact nutrition practices and policies, especially targeting the prevention of Stunting and maternal & child anemia in the first 1000 days. 
NOTE:  Child stunting and malnutrition is not a class specific issue – it cuts across the socio-economic groups, whether in rural or urban Uganda.  Knowledge on what constitutes good nutrition and why is very limited.

Desired behaviours:  

1. Families prioritize knowing how their children are growing and seek out proper health care and food to ensure that their children are growing well during their first 1,000 days

2. Families prioritize Ugandan foods as “nutritious” and seek, grow and/or purchase high value, “growth-promoting” foods—especially a variety of vegetables, fruits, and fish/meat/milk/eggs (Animal Source Foods) and practice this especially during the first 1000 days of life.
Our task is to create a poster and radio campaign that will generate awareness that proper growth during a child’s first 1,000 days is essential to the future of that child and his/her family, and that Ugandan fruits, vegetables, and animal source foods are “growth-promoting”, so it is important for families to ensure that children are consuming them in the right varieties and amounts. 

	WHO ARE WE TALKING TO? (Give demographics and psychographic detail – paint a lifestyle portrait)
1. Urban audience – Food purchasers but not producers. Middle class, mums, dads and grandmothers, caregivers.

· These are families where the Dad and/ or Mum work in formal office environments or running their own businesses with substantial disposable incomes.  
· They are aged between 30 and 45 with young families.  
· They live in modern, gated housing, drive a nice car and socialise out in bars and restaurants.
1. Rural audience and are purchasers of food but are also food producing households.  They are in the low to middle social segments.

· Mums, dads, grandmothers.


	WHAT DOES OUR TARGET AUDIENCE CURRENTLY KNOW / BELIEVE / WITH REGARD TO OUR DESIRED BEHAVIOUR VIS-À-VIS THE COMPETING BEHAVIOUR? 

1. There is little knowledge about the 1,000 days as a particular period of opportunity and risk for mothers and children, and special diet and care needs during this period.
2. There is little knowledge on the value of good nutrition or what good nutrition means, (quantity vs. quality).

3. There is little knowledge of the role that proper handwashing plays in protecting growth during the first 1,000 days. 
4. Women’s heavy workload limits their time to prepare and serve optimal foods for young children.

5. Lack of self-efficacy among mothers and other caregivers to feed and care for children optimally. 
6. Lack of self-efficacy among men and grandmothers to support mothers and other caregivers within their means. 



	WHAT IS OUR TARGET AUDIENCE CURRENTLY DOING?
1. Urban audience.  Feed on over-processed high fat content foods.  Greens and fruits rarely feature in their daily diet. Wealthier families tend to embrace modern, over-processed foods in their daily diets, leaving out one of the essential food groups of fruit and vegetables which provides the body’s protection against illness by building the immunity system.  
2. Rural audience.  They live on a very basic unvaried diet of “dry” porridge / tea for breakfast, posho/matooke / beans for their main daily meal.  Greens rarely feature as it is seen for the very poor and reflects a poor social standing.  Most fruit and veg or animal sourced foods that is home produced are sold off to maximise earnings for living expenses/ school fees/health care costs. 


	WHAT ARE THE OBJECTIVES OF THE COMMUNICATION?

Overall Goals:
1. Families believe that proper growth is essential to helping their child and their family to have the best possible future. 
2. Families discuss, plan, and prioritize a. knowing if their child is growing well; b. seeking health care for women and children during 1,000 days; c. ensuring their child’s diet has a variety and sufficient amount of “growth promoting” Ugandan foods. 
Specific objectives:

1. Inform the target audience on the importance of correct feeding AND CARE in the first 1000 days of a child’s life to enable them reach their full growth potential, both in terms of brain development and physical height and strength. 
2. Increase awareness of the knowledge that a proper diverse diet must be given alongside breastfeeding (up to 2 years).


	WHAT DO WE WANT OUR AUDIENCE TO;
1. KNOW / THINK?

Families value the notion of “protecting growth” of individuals within the first 1,000 days of life so that their children have the best possible start in life for better prospects in the future.
2. BELIEVE / FEEL?

Mums and Grandmothers are empowered and confident they are feeding and caring for their children correctly increasing their sense of self- efficacy and value as a mother/care-giver providing the best foundation possible for the future development of their children. 
3. DO?

Start preparing diverse nutritious meals as soon as women fall pregnant and instil this as a trend for life.  It becomes a habit by virtue of the fact that they fall pregnant frequently and therefore are in the 1000 day cycle at one stage almost continually.  Ultimately, a proper varied diet becomes a lifestyle and daily habit.



	WHAT IS THE KEY BENEFIT/PROMISE AS A RESULT OF ADOTPING THE DESIRED BEHAVIOUR? (eg. Highlight the cost that is avoided by adopting the desired behaviour, eg. By stopping smoking you will save money!).

IF I ADOPT A VARIED DIET FROM MY THREE ESSENTIAL FOOD GROUPS, BOTH WHEN I AM PREGNANT AND UNTIL I STOP BREASTFEEDING (AFTER 2 YEARS) I WILL HAVE HEALTHY, HAPPY CHILDREN WHO CAN LIVE TO THEIR FULL POTENTIAL. 

	WHAT SUPPORTS OUR PROMISE?  (Detail additional benefits that will help convince our audience to perform the desired behaviour and show how likely the benefits are in exceeding the costs of the desired behaviour change).
· Greens and fruits grow in abundance in Uganda and are often available for free in the garden or neighbourhood.  It costs no extra to feed our children a varied, nutrient-rich diet.
· Home-grown foods can be used both to support good family nutrition as well as provide income for families in rural areas.
· All families want successful children, by adding fruits and vegetables to convenience foods prepared at home ensures that for all children, no matter what their background.

· Money cannot buy healthy, children that have grown to their full potential.  Only nutrient-rich foods from mother earth can provide that.

· Good nutrition is also supported by good hygiene.  Handwashing is a critical element of good dietary practice so that germs are not ingested and undo the goodness provided by the nutrient-rich foods (through diarrhea).


	MANDATORY INCLUSIONS (Partner logos, disclaimers etc.)
The role of breastfeeding is a critical factor in the first 1000 days of life.  Good nutrition must be supported by breastfeeding up to the recommended age of 2 years.
Actions that can be taken to assist in adoption of desired behaviour:

· Involve role of the father (providing money for different foods, enabling consumption of home-grown foods etc. plus monitoring the development of the child)
· Always wash hands before eating – for the whole family!

· Track growth of child – check against a growth chart for averages and acceptable variances (at health facility).

· Giving your child a nutritious diet is the best gift you can give your child and makes you a very good parent.



	CAMPAIGN REQUIREMENTS

Is this as clear as an order form?


	TIMING: 


Prepared by: 

Calls to Action for Protecting Growth During the 1,000 Days

A. Fathers and Mothers, it is up to you to know whether your child is growing well
· Go for monthly growth monitoring and counseling at your local health facility

· Track his/her growth at home—he/she should be gaining in length each month. By 12 months your child should be at least 71 (for boys) /69 (for girls) cm tall; by 24 months child should be at least 82 (for boys) /80 cm (for girls) tall

· Father: take an interest, check in to ensure your wife is feeling well and taken care of, and that your children are growing well from birth to 2 years of age

B. Making the link between caring practices and protecting growth during the 1st 1,000 days. 
· Prevent illnesses which damage growth of children during the 1,000 days by washing hands with soap and water at the 5 critical times, and by keeping children's play spaces clean. A clean house is one that has handwashing stations with soap near the cooking area and near the latrine.

· Manage illness and ensure good recovery: seek care immediately for women's and children's illness during the first 1,000 days. Feed children extra  and breastfeed them more often to recover after illnesses.

C. Protecting growth during the first 1,000 days requires moms and dads to plan ahead and make spending decisions together. It is important to prioritize purchasing diverse, nutritious diets for children during the 1,000 days, and setting money aside to seek health care for moms and children during the 1,000 days
Calls to action: Eating a healthy Ugandan diet
D. Uganda is blessed with plenty of local, nutrient-rich fruits, vegetables, fish, meat, eggs, and milk to keep children growing well during the first 1,000 days, but it takes careful planning to make the best use of them.
· Fathers make sure to provide enough money, other resources, and support for mothers and children less than 2 years to be well-nourished and cared for

· Husbands and wives, discuss and plan together how to ensure that the family is eating a diverse, nutrient-rich diet year-round

· Don't spend money on expensive sodas, chips, and biscuits--they add nothing good to your child's diet and take money away from important fruits, vegetables, and animal products like meat, fish, eggs, and milk.

· Keep food safe and make it last longer with proper storage and processing techniques
E. Teaching a child well to eat new foods once they have reached six months of age is one of the most important jobs for a family to protect that child's growth. Teach your with patience and love to eat enough of diverse nutritious foods. Seek out advice from trained health providers on the best way to feed your baby with local, affordable, diverse fruits, vegetables, and animal products.

