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Introduction

What is this toolkit for?

What do we mean by “social media”?

Who is this toolkit for?

How should you use this toolkit?
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INTRODUCTION:
What is this toolkit for?  Have you heard (or do you agree with) any of these ideas? 

We just need to give people information about what to do to prepare for a disaster, and then of course 
they’ll do it.

I already know what our community needs from us. Research isn’t going to tell me anything new.

All of our posts are relevant to everyone.

Why would it matter what people are saying to each other on social media? We’re the experts so they’ll 
listen to us.

What other motivation for disaster preparedness do people need besides staying alive? That should 
be enough!

We don’t need to be strategic about the social media platforms we use – everyone’s on Facebook (or 
Twitter or Instagram or…).

All of these statements are just not true in most cases. If you’re working to promote actions that 
will keep your community members safe and alive in the face of disasters, you need to understand how 
EHKDYLRXU�FKDQJH�ZRUNV��6RFLDO�PHGLD�LV�DQ�H΍HFWLYH�PHWKRG�IRU�UHDFKLQJ�SHRSOH�ZKHUHYHU�WKH\�DUH��DQG�IRU�
that and many other reasons, it’s a key tool you can use for bringing about behaviour change.

WHAT DO WE MEAN BY “SOCIAL MEDIA”?

7KH�WHUP�FRYHUV�PDQ\�GL΍HUHQW�W\SHV�RI�GLJLWDO�SODWIRUPV��EXW�HVVHQWLDOO\�LW�UHIHUV�WR�ZHEVLWHV�DQG�DSSV�WKDW�
connect people to each other, allowing them to easily share and interact around ideas, information and 
content they create. While the most popular social networks include Facebook, WhatsApp and Instagram, 
social media includes blogs, photo and video sharing, discussion sites, review sites and more. The social 
QDWXUH�RI�WKHVH�VLWHV�PDNHV�WKHP�DQ�LGHDO�SODFH�WR�LQȵXHQFH�SHRSOHȇV�DWWLWXGHV�DQG�EHKDYLRXUV��ZKLFK�DUH�
strongly determined by what others in their social network think and do.

This toolkit will help you to learn and apply the most important concepts of behaviour change to use 
in your social media planning, content development and outreach. In fact, the ideas you’ll gather here can 
help you with all aspects of your program’s communications and project design. The activities described in 
WKLV�WRRONLW�ȴW�LQ�ZHOO�ZLWK�D�FRPPXQLW\�HQJDJHPHQW�DQG�DFFRXQWDELOLW\�DSSURDFK��ZLWK�D�EDVLV�LQ�OLVWHQLQJ�WR�
communities’ needs and feedback and encouraging participation in the process. 

The content and examples in the toolkit are geared towards those working in the areas of disaster 
preparedness and disaster risk reduction, with a special focus on issues related to the Latin America and 
Caribbean region. However, the core concepts are applicable across the board, no matter what type of 
behaviour change you are working towards or where in the world you happen to be.

This toolkit is NOT:
A basic introduction to using social media

An in-depth guide to applying behavioural science

A comprehensive how-to manual for succeeding on all the latest social networks

A handbook for how to use social media for disaster response and recovery

Many other guides on exactly these topics already exist, so rather than duplicating those, this toolkit focuses 
VSHFLȴFDOO\�RQ�WKH�LQWHUVHFWLRQ�EHWZHHQ�VRFLDO�PHGLD��EHKDYLRXU�FKDQJH�DQG�GLVDVWHU�ULVN�UHGXFWLRQ��%XW�\RX�
will see links to other helpful resources for more details on related topics.
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This toolkit is designed to be helpful to anyone who wants to use social media to bring about positive 
behaviour change regarding disaster risk reduction among people in their community or other groups they 
serve. It will be most useful for:

Humanitarian aid and public sector professionals working to help communities take actions related to 
disaster preparedness and disaster risk reduction

2UJDQL]DWLRQDO�VWD΍�UHVSRQVLEOH�IRU�VRFLDO�PHGLD�RXWUHDFK�DFWLYLWLHV

&RPPXQLFDWRUV�ZKR�ZDQW�WR�PDNH�WKHLU�VRFLDO�PHGLD�FRQWHQW�PRUH�H΍HFWLYH

Executives who understand the need to build behaviour change capacity in their organization 

Individuals who care about their own communities and want to maximize the impact of their personal 
engagement on social media

HOW SHOULD YOU USE THIS TOOLKIT?

WHO IS THIS TOOLKIT FOR?

The toolkit is designed as a ȵRZFKDUW to lead you through the key questions that need to be answered in 
order to be successful in using social media for behaviour change.

Depending on your current level of knowledge and skills in various areas, 
you have the ability to either:

Work through the toolkit from beginning to end to master the material
OR
Jump to the section that’s relevant to what you need to know RIGHT NOW

1.

2.

)URP�WKH�RYHUYLHZ�ȵRZFKDUW��HDFK�GLDPRQG�UHSUHVHQWV�D�VHFWLRQ�EDVHG�RQ�WKH�GHVLUHG�RXWSXW�DQG�ZLOO�WDNH�
you to a series of components, containing steps that will help you consider key issues and make decisions. 
%\�DQVZHULQJ�WKH�TXHVWLRQV�DQG�ȴOOLQJ�LQ�WKH�GLJLWDO�ZRUNVKHHWV��\RX�FDQ�FUHDWH�DQG�VDYH�\RXU�RZQ�SULQWDEOH�
Social Media for Behaviour Change (SM4BC) strategy.

(DFK�FRPSRQHQW�SURYLGHV�LQIRUPDWLRQ��NH\�FRQVLGHUDWLRQV�DQG�DGGLWLRQDO�UHVRXUFHV�RQ�RQH�VSHFLȴF�VWHS�
of the SM4BC process. Note that on each component, ratings of relative importance, time and cost for that 
step are depicted on a scale of one to three stars, to help you judge where best to invest your time and 
budget. Worksheets provide a format to structure and capture your SM4BC strategy.

For best results, include a representative team from across your organization and/or community in the 
SM4BC process to ensure that the strategy you create takes into account the input and voices of all 
stakeholders.
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Using this toolkit will help you:
LEARN – understanding the concepts and frameworks that underlie the recommendations 
provided in the other sections

ANALYZE� Ȃ� FODULI\LQJ� KRZ� VRFLDO� PHGLD� ȴWV� LQWR� \RXU� RUJDQL]DWLRQȇV� ZRUN� DQG� SURYLGLQJ�
guidance on how to better understand your priority audiences

PLAN – designing a social media for behaviour change strategy that takes into account all 
the elements needed to drive your community to take action

CREATE Ȃ�GHYHORSLQJ�H΍HFWLYH�PHVVDJHV�DQG�VRFLDO�PHGLD�FRQWHQW�WKDW�DUH�RSWLPL]HG�IRU�
behaviour change

ENGAGE – interacting with your priority audiences on social media to disseminate content 
and bring about behaviour change objectives

EVALUATE�Ȃ�DVVHVVLQJ�KRZ�H΍HFWLYH�\RXU�H΍RUWV�KDYH�EHHQ�LQ�RUGHU�WR�UHȴQH�DQG�LPSURYH�
your approach
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MAIN FLOWCHART - 
OVERVIEW OF SM4BC PROCESS
Social Media for Behaviour Change
Overall Flowchart


